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The
Mackinaws
ip^irilgMiiiia^g Ideal Coat

Warm, comfortable and stylishly tailored, G.H.G. *'Durabil" Mack-
inaws are exceptionally popular with "out-of-doors" men, who de-

mand lasting wear and dressy appearance.

"Durabil" Mackinaws are made from the finest Canadian Fleeced

Wool in Canada's greatest mackinaw house. They're fashioned in a

great variety of appealing color combinations from our own ex-

clusive patterns.

For street wear, for the country, for every kind of wear there's a strik-

ing G. H. G. model.

Included in our lines are—Lumbermen's and Contractors' Supplies,

Tents, Awnings, Tarpaulins and Canvas Goods.

Send for our illustrated catalogue and
price quotations.
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OUTING TROUSERS o
For Men, Youths and Boys

Our range is complete

—

Our values unsurpassed.

We have doubled our output which enables

us to give our customers the very

BEST DELIVERIES POSSIBLE

CORNWALL PANTS MFG. CO.
Manufacturers of

MEN'S, YOUTHS' AND BOYS' PANTS
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CORNWALL ONTARIO
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Right Now
you can sell a lot of these

Excellent Work Shirts

For they are exactly the right kind of serviceable

wear resisting shirts that the Canadian workman
needs in these days of increased industrial- activities.

They are worth seeing and worth selling. And the

prices are the kind that makes selling easy and

profits good.

Our lines are: Working and Outing Shirts, Flannels,

all shades, Tweeds, Sateens, Drills, Oxfords,

Flannelettes, Night Shirts, Pyjamas and Boy's

Waists. Our representative will be glad to show

you these lines.

«^
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Further Expansion of Dent-Allcroft Co.,

Orig-inal Company's Capital £2,250,000

Interests Separated in Various Parts of the World—Dent-Allcroft

Co. Now a Canadian Incorporated Company—Controlling

Stock in Colonial Glove Co. Held bv Dent-Allcroft Co.

RETAILERS generally will be in-

terested in some new( develop-

ments, designed to further pro-

mote the supply of Dent's gloves, which
have been before the buying public for

a period extending over two centuries.

Dent-Allcroft & Company, the original

Dent Co., was formed into a joint stock

company last fall with capital of £2,250,-

000. There was offered for sale by pub-
lic subscription £7.50.000 of 1^/2 per cent,

preference stock in one pound shares,

vhich was ail oversubscribed some days
before the lists were closad. The bal-

ance of the stock was held by the ven-
dors.

One of the first decisions of the new
London company was to separate their

interests in various parts of the world."
T!ie first separate Dent's organization
Is in Canada. Dent-Allcroft Company
(Canada) l,td. was incorporated last

month as a Canadian company, with an
authorised capital of one million and a

half dollars, of which one million of

fully paid-up stock has been issued.

Reorganisation has also taken place in

the Colonial Glove Co., Ltd., which com-
pany operates two factories in Quebec.
The new charter gives the Colonial
Glove Co. an authorized capital of $250,-

000, of which $225,000 in fully paid-up
stock has been issued. The controlling

stock in the Colonial Glove Co. will be
held by Dent-Allcroft Co. (Canada) Ltd.,

who will also assume interests of the
late partnership in Hall-Dent Canada

Ltd., opeiating two factories at London,
Out.

Each company has a board of six di-

rectors, with the following officers:

President, H. P. Pearce; vice-president,

R. K. Gibson; secretary-treasurer, J. E.

Peters.

Mr. H. P. Pearce has been connected
with the Dert Company for twenty-five
years, resigning from the management
of the London Export Department to

take over the Canadian business in 1912.

Messrs. Gibson and Peters have both
been with the Canadian branch upwards
of ten years.

The ch.aiter granted to Dent-Allcroft
Co. (Canada) Ltd. provides for the oper-
ating of othei businesses in addition to

Dent's gloves, chiefly associated with
hosiery and other allied lines. The com-
pany has obtained registration of a new
trade mark which will be used on mer-
chandise ether than gloves and consists

of a trident with the slogan "Trident
Brand Hosiery Fits Like a Glove."
To better accommodate the rapid ex-

tension of their business, Dent-Allcrofr
Co. (Canada) Ltd., and the Colonial

Glove Co., Ltd., have removed to new
and larger premises in the New Wilder
Building, P.leury Street, Montreal, where
they are occupying an entire floor with
an area of 12.000 square feet.

The Colonif.1 Glove Company's factory

at Loretteville has found it necessary to

establish a branch factory at Charles-
bourg. Quo., v/hich has been in oneration
since last Easter.

New Amendments To Budget
JUST as we are about to go to press

with the June issue of Men's Wear
Review, the announcement is made

from Ottawa that, practically, an en-

tirely new budget, so far as lines of

men's wear are concerned, has been
brought down by the Minister of Fin-

ance. Those changes wholly justify and
substantiate all that we have said with
regard to the original budget in other
parts of this issue. It was clearly evi-

dent that the placing of a ten per cent.

tax on a suit of clothes at $45 was in no
wise a luxury tax; it was a direct tax
on a necessity of life. The same could
be said in the case of hats, caps, neck-
wear, hosiery and other furnishings. We
argued that the tax should be placed on
the indulgence in luxury, namely, on the
excess price over the $45. The same
argument was adduced by the Retail
Merchants' Association of Canada, and
by the large deputation of retailers who
waited on Sir Henry Drayton after the
first budget was brought down. Credit
is due them for the strenuous fight they

put up for these alterations that have
been included in the second budget. The
effect of the original budget was to pro-

mote the sale of cheaper standards of

clothing; in the long run, that would not

have paid either the Government or the

consumer. The second budget will, we
think, not materially, if at all, affect the

channels of manufacturing or retailing;

the tax will be borne, as it ought to be

borne, by the man who indulges to a

certain extent in a luxury.

An Amateurish Performance
While retailers fienerally will be in-

finitely more satisfied with the new
amendments of the budget, they will still

retain a mental reservation that the

whole performance of the Finance Mini-

ster has been amateurish. In spite of

the fact that it was urged upon him to

make this tax a real luxury tax by tak-

ing it on the excess of a given figure

rather than on the whole amount, he gave
the deputation to understand that such

a change in the principle of the budget
would not be entertained for a moment

He did give them to understand that he

might consider raising the given figure

from $45 to perhaps $55, or even $60.

Now, he takes a decided volte face and
does what he told them he would not do.

The first budget should never have been

brought down at all, insofar as men's

lines are concerned. Neither should it

have been put in force till approved by
Parliament; and Men's Wear Review be-

lieves there is no constitutional warrant
for such an arbitrary and silly ruling

that it should be in force before approved

by the representatives of the people in

Parliament. Now, thousands of dollars

have been collected in these taxes and, in

all probability, this money will have to

be refunded some way. The whole per-

formance has been the performance of

an amateur politician, rather than a man
who is aiming at statesmanship.

The New Proposals

The new proposals, so far as men's

lines are concerned, are given below. It

should be thoroughly understood, how-
ever, that they are not yet in force; the

original budget still stands, and will

stand until ofl[icial notice to the con-

trary is given. Though these proposals

are not very specific as to neckwear,

hosiery, shirts, caps and gloves. Men's

Wear Review is inclined to the view that

they are also included in this change

from ten to fifteen per cent., the same
as clothing, shoes, etc.

"In the case of boots and shoes, etc.,

clothing (men's and boys'), including

coats, vests and pants, whether sold

separately or together; women's and
misses' dresses, skirts, suits and coats, a

change is proposed to be made by
charging 15 per cent, on the excess over

the prices fixed, instead of charging the

10 per cent, on the whole value.

"For the purpose of preventing the tax

being evaded by the purchase of parts of

suits or dresses, the cost exempt from
taxation is fixed at $12 on trousers, $5

on waistcoats and $25 on coats. In like

manner, the cost exempt from taxation

is fixed at $15 on skirts, except silk, and
at $35 on women's coats, except silk.

Fur Coat Exemption Raised

"It is proposed to raise the exempt
value of fur coats from $100 to $200,

and to reduce the exempt value of fur

robes from $100 to $50. Under the original

proposals the whole fur list, except coats

and robes, was placed in the 20 per cent,

class, and without any exemption. It is

proposed to drop this provision, and to

make the following additions to the 10

per cent, list (paragraph 1, subsection

(a):

"Gloves: The component material

chief value being fur, in excess of $15

per pair.

"Caps: The component material

chief value being fur, in excess of

each.

"Muffs and neckpieces: The component
material of chief value being fur, in ex-

cess of $35 each.

"Other wearing r.pparel, not other-

wise specified, the component material of

chief value being fur.

of

of

$15

to
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PREPAREDNESS
Is a Big word but a small meaning.

Many a nation has nearly fallen on this word,
many Businesses have failed in not using it

—

are you PREPARED for any eventualities that
may come? Now is the time to use our clean
cut legitimate methods of advertising and
systematizing for your Business and insure
success and prosperity for 1920.

McNabb's Sales System
158 Wallace Ave. Toronto, Ont.

PHONE KENWOOD 1443

CONDENSED ADVERTISEMENTS

Five cents per word per insertion. Ten cents extra for box number.

T INE WANTED^TRAVELLER, 17 YEARS' EXPERIENCE. ASKS
for a good line for Quebec and Maritime Provinces. Write A. :3.,

164 Desfranciscains St., Quebec.

WANTED — TRAVELLER COVERING MOST OF MARITIME
Provinces, having good connection with Tailors and Dry Goods

Stores, would appreciate lines with reliable house.

Wear Review, 143-153 University Ave., Toronto.

I!ox 189, Men's

Remember—there is no low grade
or cheap "CEETEE"—only the
very highest grade and best quali-

ty underclothing bears the famou3
"CEETEE SHEEP" trademark.
If you are catering to the best

trade in your district you must sell "CEETEE"

—

For ordinary underwear you will find TURNBULL'S brand at least the
equal of any made in Canada.

THE C. TURNBULL CO

CEETEE
THE PURE WOOL

UNDERCLOTHING
THAT WILL NOT SHRIMK

MADE BV
OF GALT, ONTARIO

99

Also manufacturers of TURNBULL'S Ribbed Underwear for ladies and children, and TURSBULL'S "M" BiiJs fjr infants

tAJ*M4^

"White Palm Beach"
Outing Trousers

Thi-? profitable line is going strong at this

season. Tt puts vim and snap into your
Summer sales, es-

pecially if they are

made hy

VINEBERG"
The Pant Man

We can supply
your need s

f r m stock.

A^" r i t e for
samples.

160 McGill Street

MONTREAL
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DOMINION RAYNSTERS
"Made-in-Canada" Raincoats

For

—At Popular Prices

Every Member of the Family

'DOMINION RAYNSTERS"

tame into Ijeiii.u in re-

spon.<e to a pressing need.

Men, women and children

wanted coats that were

a]jsolutely waterproof,
and at thp '•-uvto time, cut

on graceful lines, well-

tailored, cniiifdrtalile and
.•erviceahle.

'DOMINION RAYNSTERS"

are not merely sliower-

l)ro'of—the clnth is not

"treated," but is "rubber

lined" and made water-

proof. They have the

same style and finish as

vou ,<ee in the custom-

made top coats.

'DOMINION RAYNSTERS"

coat-s even to the seams,

are absolutely watei^proof.

and the guarantee laliel of

the Dominion Rul>ber

System is an assurance of

quality and service.

For information a-' in

styles. pricevS and cloths,

write our nearest service

branch.

DOMINION RUBBER
SYSTEM SERVICE
Branches are located at :

Halifax, Si. John, Quebec, Montreal,

Ottawa, Toronto, Hamilton, London,

Kitchener, North Bay, Fort William,

Winnipeg, Brandon, Regina, Saskatoon,

Calgary, Edmonton, Lethbridge, Van-

couver and Victoria.

OOMINION
^^ RUBBER v^^^
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Collars of Fashion

TOOKE BROS. LIMITED
MONTREAL WINNIPEG
TORONTO VANCOUVER
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PAT'D

CRAVATS
Place NOW for

FALL and CHRISTMAS
at Present Popular Prices

Production of our neckwear plant

(which is again being enlarged) already

sold up for three months ahead.

Don't be caught this year in the

usual last minute rush!

[(

No. 6

Made in Canada by THE KING SUSPENDER & NECKWEAR CO., TORONTO
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NO MORE SUSPENDERS
i^oR w^oR^K. m

Manufactured by

^uspender-'Belt

The Uniform S Equipment Co.

57 Colborne Street

Toronto, Ont.

Main 5435
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Radium^ fiosiceg
Registered

THE SIGNIFICANCE
OF A

TRADE MARK
is a point that many people of to-day are beginning
to realize is one of the utmost importance.

Progressive dealers are banking on the prestige and
reputation that RADIUM HOSIERY has earned

for itself, and are proud to display it whenever they

are serving a critical customer.

"Radium Hosiery" is not utterly dependent upon its

reputation for selling points. The rich, lustrous

sheen gives it a distinctive appearance that fastidious

dressers are desiring, while the perfect fitting quali-

ties and durable materials embodied in "Radium"
create a desire for ownership in even the most
diffident of customers.

Are You One of the Dealers Who are
Benefiting By Their Superiority ?

Radium Hosiery for Men, Women and Children

P. K. Company, Limited
Successors to Perrin Freres et Cie

SOMMER BUILDING, MONTREAL
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LOVE
MADE IN CANADA

Preferred Before All

Others
because it fits right in with presemt-day glove reijuire-

menis,

Some
gloA'es give personality and style to the wearer—at the

expense of comfort and utility, for they cramp and im-

prison the hand.

Other
gloves make for comfort, and for comfort solely, for they

sag and stretch to such a degree that the hand looks

clumsy and ungraceful. In

Kayser **Ghamoisette''
gloves, you are assured of appearance plus comfort.

Scientifically cut, their ehape and style is excellent, while
their material is so supple and pliable that the hand
retains its full freedom.

A judicious selection of Kayser Gloves will insure the

success of your Pall business.

P. K. Company, Limited
Successors to Perrin Freres et Cie

SOMMER BUILDING. MONTREAL
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ChaLllcivc^
Cle2avaJ>lc
CollaLnA

Our advertising is pointing

out strongly to the profes-

sional man, as well as the

workingman, theadaptability

of Challenge Collars to all con-

ditions. It is educating them to real-

ize that Challenge Collars can be
cleaned of dirt and spots by merely
rubbing them with a damp cloth

—

and at the same time provide the neat appearance
of the linen collar.

Your sales are going to be increased by this intensive
advertising—your profits are going to be bigger. Be ready
for your share of the business, Order from your jobber today.

Write us that you are a Challenge Cleanable Collar
dealer and want your supply of counter envelopes.

The Arlington Co. of Canada
Ivimited

Montreal Toronto
"Winnipeg Vancouver



MEN'S WEAR REVIEW

E-S-C-U-R

BELTS
Escur belts are made in our own factory by Canadian workers,

under the direction of one of Canada's cleverest leather experts.

Backed by the reputation of

Canada's largest men's wear
specialty house, they represent

the highest achievement in belt-

making.

We guarantee every belt all

leather, carefully selected. The
workmanship is the finest, and

all grains are shown.

100 numbers made up and ready

for immediate shipment, with

Monogram, Initial and Tongue
Buckles.

Monogram Buckle Individually Boxed.

50 numbers in artistic individual For Holiday Selling.

gift boxes.

E. & S. CURRIE, Limited
MANUFACTURERS

50 YORK STREET TORONTO
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Monarch - Knit
Bathing Suits

For Men
and Boys

GET in the swim for bigger

business in bathing suits by
featuring Monarch-Knit.

Monarch - Knit Bathing Suits

have the style and quality that will

attract and please your most par-

ticular customers.

There's still time to place sorting

orders to take care of the mid-

summer demand.

JVatch this paper for the special

announcement of our line

for Spring 1921

MONARCH KNITTING CO., LIMITED
Head Office: Dunnville, Ont.

Factories: Dunnville, St. Catharines and St. Thomas, Ont.

and Buffalo, N.Y.



MEN'S WEAR REVIEW

No. 3439

Canada's best merchants are featuring

these Silk Covered Shell

3anclA
To retail for 25^, 35^ and 50P

because their customers decidedly prefer them
FLEXO Arm Ban^s are known to be the best arm bands made; they are cut full length, are manu-
factured of the best materials obtainable, and are built to give the utmost in service, comfort and value.

That is why merchants whose ideal it is to give their customers the best merchandise procurable

feature FLEXO Arm Bands.

The silk covered shell FLEXO is becoming more popular daily with both merchant and consumer.
It is the result of years of experimenting in our effort to produce the ideal arm band, an arm band on
which no metal parts are exposed.

Your customers will thank you for introducing the silk covered shell FLEXO to them and the profits

resulting from additional arm band business will gratify you.

The two assortments illustrated above and described below are particularly recommended—but you
can buy all four, confident, that they are our best sellers. They are made in Canada and your jobber is

ready to serve you. If not, please write us.

DESCRIPTIONS—Assortment No, 3430—To retail at 25? per pair. Contains three dozen—^ dozen
each of the six following style^: ?8-ir>ch Honeycomb; Ji-inch mercerized cable; j2-inch Ridg,eweave elastic;

oval mercerized; silk oval braid, and two color frilled edge silk braid—all with pat'd silk covered shell—asst. colors.

Assortment No. 3473—To retail at 35? per pair. Contains two dozen

—

Yi dozen each of the four following

styles: ^i-inch cable elastic with ring and slide adjustment; /4-inch cable elastic with slide adjustment; fancy

weave tufted centre elastic braid, silk covered shell with bow, and fiilled edge flat elastic braid with silk covered
shell and bow.

Assortment No. 3471—To retail at 50? per pair. Contains two dozen—% dozen each of the two following

styles: %-inch flat cable elastic with slide and ring adjustment, and Jg-inch Ridgeweave elastic with patented silk

shell and large silk bow, and \^, dozen each of the two following styles: %-inch mercerized Honeycomb elastic

with gilt slide and tip adjustment and Js-'n. mercerized Honeycomb elastic with special slide and buckle attachment.

Assortment No. 3439—To retail at 50? per pair. Contains two dozen—% dozen each of the three following

styles: Frilled edge and tufted centre braid, patented silk shell and silk bow; %-inch Ridgeweave elastic with

patented silk shell and large silk bow; fancy weave, wide tufted centre elastic braid with colored frill edge and
patented silk shell and bow.

/I. STEIN & COMP/INY, ltd
36-64 Wellington Street, West Toronto, Canada
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Announcement

DAVIS BROS.,
of Hamilton

Makers of

Everyman's Trousers

Announce that in their

new, modern factory

they have estabhshed a

Custom Department,

making

MADE-TO-MEASURE
CLOTHING

of the same uniform excel-

lence as has always charac-

terized EVERYMAN'S
TROUSERS.

An agency for these clothes

will prove a money-making,

business-getting opportunity.

Write for sample cards,
measuring forms and style

booklet.

DAVIS BROTHERS,
HAMILTON, ONT.

12 to 181., 12 to 181/2

—make money for you

— save money for your

customers

The collar that enables a man
to present a neat appearance

at all times.

A collar that looks like real linen

— that is cleanable in an instant

—

that will outwear at least eight,

known as linen collars and never

costs a cent for laundrying— that's

what every KantKracK collar means

and that's why KantKracK collars

sell and satisfy.

One Grade Only And That

The Best

The

Parsons & Parsons Canadian

Company
HAMILTON CANADA

ESTABLISHED IN U.S.A . 1879

r^i^

ESTABLISHED IN CANADA IN 1907
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MEN'S SUITS

Meet the new conditions prevailing to-day on the

market. The consumer is looking for a cheap suit

as the high cost of living is draining his pocket-book.

We have made a few hundreds and they sold in

stampede! We are offering more of them at

$

In order to get there we have to make a tremendous turnover on a

very small profit and short terms to roll the ball fast, so this5pec/a/

offer at this Special price is at the Special terms of net 10 days 1st

following.

We will send you a sample dozen on request, charges prepaid.

Write to-day.

GARIEPY & FRANK
234 ST. LAWRENCE STREET MONTREAL, QUE.
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1

Nu-Way Strech Suspenders

The kind with no rubber but more strech

and a year's wear.

Guarantee With Every Pair

More comfortable, yet

cost no more.

Liberal terms to the dealer.

Give us a trial.

Nu-Way Strech Suspender Company
St. Thomas - - Ontario

Mlllllllllllllllli:|IIIIIIIIIIIIIIILIIIIIIIiril!|||Lll|:|:|ri:|

Uniform

lllii;|i|il,|{|i|llilllllllllilllllllll!lllilllilllilllilllil!lil!lilll!lllll!llllillll!ll|{|llililililii:^

Equipment
including

GOLD AND SILVER EMBROIDERED BADGES
METAL BADGES AND BUTTONS UNIFORMS CAPS

That this is a fruitful prospect for the "go-ahead" merchant is obvious
upon consideration of the vast numbers of civilians engaged in Police

and Fire Departments^ Bands, Steamships,
Railways, Express Companies, Etc., to

whom uniforms are essential.

We are the oldest and largest manufac-
turers of Uniform Caps and Equipment in

Canada, and can supply you promptly and
satisfactorily, at lowest prices.

Write for our illustrated catalog.

WILLIAM SCULLY,LIMITED
Factory and Office:

320 UNIVERSITY ST., MONTREAL

Htlillltlllllllllllllllllllll iiiiiiiii:i'iiTii;i:i:iiiii!iiiin!iii'ii:i;i:iiiin!i IIIIIII!IIIII!I1II l!l1ll|l|!lll!l!lil!|!|l|!|l|||||in!|irnTnTIII:lllll!lll1lllll!l1 iii;i!i!i mil lillHIIIIIIIIIIIil^^^
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P Norepare inow
by laying in a stock of our

Men's Knit Goods

For Fall Wear
Including

Underwear

Sweatercoats
and

Sockj

As well as Outing and Fine Dress Shirts, Collars.

Cravats, Suspenders, Belts, etc.

Years of fair dealing, good management and pro-

gressive policy, have brought the "Racine" line

to its present standard.

You have every assurance that in presenting your
customer with any "Racine" garment you are

doing him a good turn he will be quick to appre-

ciate by giving to your store that publicity which
promotes sales.

Your orders should preferably be placed early,

and will receive our prompt attention.

ALPHONSE RACINE, LIMITED
"Men's Furnishings Specialists

"

60-98 ST. PAUL ST. WEST, MONTREAL
FACTORIES:

Beaubien St., Montreal; St. Denis, Que.; St. Hyacinthe, Que.

SAMPLE ROOMS :

HAILEYBURY SYDNEY, N.S., OTTAWA
Matabanick Hotel 269 Charlotte Street 111 Sparks Street

SHERBROOKE SUDBURY
50 Wellington St. N. Nichol Range Hotel

THREE RIVERS
Main St.

QUEBEC TORONTO
Merger Building 123 Bay Street

RIVIERE DU LOUP
Hotel Antil

CHARLOTTETOWN, P.E.I.

Queen and Sydney Sts.

^
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A SMALL SECTION OF THE FACTORY IN WHICH HICKOK BELTS ARE MADE

The Greater Hickok Factory

The demand for HICKOK Belts among

better dressed men has increased to enor-

mous proportions. This growing demand

has necessitated continuous increases in our

factory capacity. Another new addition has

just been completed, and is now in full oper-

ation. And we are already making pro-

visions for further expansion.

Our well equipped, day-light factory, together

with the high grade workmanship for which

our house is famous, assures you of the best

obtainable in HICKOK Belts and Buckles.

We positively guarantee delivery on time of

your Fall and Holiday orders.

Be sure to see the new patented slide

device in the new Hickok line, which

will be shown by our salesmen. It is guar-

anteed not to slip. We also have a new
ratchet attachment this

season. If our sales-

man does not get to

see you as soon as

you would like him to,

write us direct for our

latest catalog.

" The complete line of

HICKOK Bells and Buckles

will be shown to you shortly

by our salcsmin. This in-

cluding over 100 new pat-

terns. Many of them equip-

ped with a new ratchet end
attachment.

"Write us direct for cata-

log if your requirements de-

mand immediate attention.

HICKOK Belts dc Buckles

The HICKOK MFG. CO., Ltd., 33 %chmond Street, West, Toronto. Ont.
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A HICKOK DISPLAY RECENTLY INSTALLED IN A WINDOW OF EATON'S IN TORONTO

One Way Hickok Helps the Dealer Sell

Your show window is valuable advertising

space. We will help you to use it effectively

in attracting the attention of your trade to

HICKOK products.

The above display, which appeared in a win-

dow of Eaton's in Toronto, also appeared in

the New York City and Philadelphia stores

of Gimbel Brothers, in Filene's in Boston, and

many other of the largest stores throughout

Canada and the United States.

We shall be glad to loan you whole hides,

belt racks and all requirements for an

entire window space devoted exclusively to

HICKOK products. These displays have

resulted in remarkable sales.

Our salesman will call upon you at an early

date and show you the entire new Hickok

line. He will show you our new patented

slide device, which is guaranteed not to slip,

and the new ratchet attachment. Both theje

features are included in.

the more than a hun-

dred new patterns add-

ed to the line this sea-

son. If your needs de-

mand attention before

the salesman arrives,

write us direct.

The comoletc line ol

HICKOK Belts and Suckles
uill be shown to you shortly

by OUT salesman. This in-

cluding o'.er too new pat-

terns. Many of them equip-

ped uith a new ratchet end
attachment.

"Write us direct for cata-

^og if your requirements de-

mand immediate attention."

HICKOK Belts 8C Buckles

The HICKOK MFG. CO., Ltd., 33 '^chmond Street, West, Toronto, Ont.
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9Why Get Nervous:

The farmers are still going to wear Shirts and
Overalls.

Prices for Fall will not be any cheaper.

Be careful in your buying—buy the very best

grade you can get.

The ARM & HAMMER BRAND SHIRTS
AND OVERALLS will meet your demand for

the very BEST because—they are roomy and
comfortable, they were designed with the idea

that the farmer might want to stretch his arms
and legs occasionally—the material and work-
manship will stand this test.

The J. A. Haugh Mfg Co. Ltd.
TORONTO, CANADA

Manufacturers of the famous ''''Arm i^ Hammer''^ Shirts,

Overalls, Bloomers, Trousers, Shopcoats.

ENGLISH MEN'S WEAR
The "LOOM" Brand Goods

Silk Ties

Knitted Ties

Silk Squares

Collars

Shirts

Pyjamas
Bath Robes

Smoking Jackets

Dressing Gowns

Belts

Braces

Hosiery

Underwear
Mufflers

Motor Scarves

Handkerchiefs

Walking Sticks

Buckingham Zephyrs

J. H. BUCKINGHAM & CO., LTD.
(Manufacturers and Warehousemen)

4, 5, 6, 7 and 8 Ropemaker Street, London E.G. 2

Gable address—"Neckwear London."

"Blizzardeen" Raincoats.

"Carlington" Overcoats.

"Heath" Ready-to-Wear Suits.

Sports' Jackets and Trousers.

Flannel Trousers.

Fancy Vests.

Works:—Basingstoke, Leeds, Reading, Fleet

Lane, London E.G. 4; Golden Lane, London E.G.

1; Hackney, London E. 8.

GERRISH, AMES & SIMPKINS, LTD.
(Manufacturers)

63 to 67 Garter Lane - London E.G. 4

Gable address—"Obligable, London."

Canadian Representative

:

SIDNEY J. CLAYTON
606 CARLAW BUILDING, WELLINGTON ST. WEST, TORONTO

PHONE ADELAIDE 4449
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^

The utmost in style, quality and value

is expressed in

The Fried, Grills

Felt Line for Fall and Spring

In order to serve you we have built an organization to handle

large production.

Our new designs in soft and stiff felts will meet every re-

quirement for Fall and Spring, 192 1.

There's a reason to be proud of the quality headgear pro-

duced in our factory—it's all in the modern methods and

skilled workmanship.

If you are desirous of carrying a class that will build trade

rapidly—see our samples and place your order early.

The Fried, Grills Hat Company, Limited

Plants at

Guelph,

Ontario

1 39 Pearl St.

Toronto, Ont.

DELIVERY WITHIN 10 DAYS

^J
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Jkotchener^Oht.

The Luxury

Tax

will increase the demand

for coats made from

Barriecloth

because—they sell below

the price demanding a

luxury tax, yet they have

the appearance and ser-

vice demanded by the

majority of your custom-

This cloth is positively

guaranteed to give entire

satisfaction.

The lining used in this

/^ coat is also of our own

manufacture—in sterling

quality.

BARRIECLOTH is made in

Black, Brown, Heather, Blue Mixture,

Green Mixture and Oxford Grey.

Samples mailed on request

THE

Robe and Clothing Co.
LIMITED

KITCHENER - ONTARIO

It is out of

the ordinary

value

that turns the casual _
customer into a regular one

Make regular customers by selling them
WEARWELL TROUSERS—the trousers of

exclusive features, perfect in every sense of

the word.

Consider them from any angle you will; be it

durability, fit or comfort, and last but not

least—Style.

Seeing is believing—Samples submitted

Merchants visiting the city will always find

a large stock to choose from and our produc-

tion—2,000 pairs per week—enables us to

assure our patrons prompt deliveries.

Riding Breeches a Specialty

Levine Mfg. Company
162 John Street

TORONTO •/ ONTARIO
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SOFT G0Ly4

Twin Buttonholes

Overcome Shrinkage

e

C-' .y\\

,o >.-'s»---
^jaiisafcalgigiia*'-
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The N. C. R. Printing Plant

One of the largest and best private

print-shops in the world

/

THIS big plant occupies one of the 21 buildings of

The National Cash Register Company's factory

at Dayton.

It is maintained by the Company to make supplies which

will enable users of N. C. R. systems to get the utmost

service from their National Cash Registers.

The demand from hundreds of thousands of merchants

who are using National Ccish Registers keeps this big plant

busy, day in and day out, printing statement books,

saleslips, and other supplies.

It is a big industrial plant in itself.

The building where it is housed has a floor space of more

than 81,000 square feet. It employs hundreds of men
and women. It includes a complete photo-engraving and

electrotyping shop, and a bindery. It is equipped to

print anything from a salesman's name card to the most

intricate color printing. The machinery is valued at many
thousands of dollars.

Every year it turns out nearly 6,000,000 pounds of

printed matter.

This is just one of the things which The National Cash

Register Company does in order to better serve users of

the N. C. R. system.

The National Cash Register Co. of Canada, Limited

BRANCH OFFICES:
Calgary ' 714 Second Street. W.
London 350 Dundas Street
Edmonton 5 McLeod BIdg.
Ottawa 306 Bank Street
Halifax 100-102 Granville Street
Quebec 133 St. Paul Street
Hamilton 14 Main Street. E.
Regina 1820 Cornwall Street
Montreal 122 St. Catherine Street, W.
Vancouver 524 Pender Street. W.
Toronto 40 Adelaide Street
St. John 86 Prince William Stieet
Saskatoon 265 Third Avenue, S.
Winnipeg 213 McDermot Avenu*

FACTORY: TORONTO, ONTARIO

I
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BigValues Backed By
a Big IdeaThe right qualities plus the

right kind of values plus

the right
kind of sel-

ling co-op-
eration.

That's what
sells

Kitchen's

OVERALLS
AND

WORK SHIRTS
to your customers. Our plans have
been laid to help you sell Overalls and
Workshirts that will stay sold to your
customers. Judicious, consistent na-

tional advertising to the workingmen
of Canada has spread the reputation

of Kitchen Railroad Signal lines

broadcast and has caused the Kitchen
quality to be accepted as more than

a mere name.

A reputation that is a big, dominant
selling force. This stands for perma-
nency and an influx of trade into your
store.

As for the "Big Idea," write us about
it. It is our offer to help you sell

goods that stay sold.

The Kitchen Overall &
Shirt Company, Ltd.

Brantford, Ontario
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The Dale Wax Figure Co., Ltd.

Make Buyers

out of

Passersby

Goods well displayed
are half sold. Make
customers of o n-
lookers by using our
up-to-the- minute
fixtures.

The first step toward
making a sale is mak-
ing a favorable im-
pression — your mer-
chandise will be
judged—show it to
its best advantage

—

its qualities are best
enhanced by using
the Dale Display Fix-
ture.

We are always ready
to meet your require-
ments in Fixtures
ospecially suitable for
your trade.

Dale Wax Figure Co.,

Limited, Toronto
Montreal: 150 Bleury St.

Vancouver : E. R. Bollert &
Son, 501 Mercantile Bldg.

Illllllllllllllllllilllllllllllllillllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll

Boys' Bloomers

"Lion"

Brand ^^
will stand up under

every test of style, wear and value.

Our offering for Fall comprises an

exten.sive range of cleverly-tailored,

better-iwearing clothes for boys.

Every suit you sell is a guarantee

of custiomer good-will and satisfac-

tion.

Plan to see them.

THE JACKSON MFG. CO., LTD.
CLINTON, ONTARIO

Factories at

Clinton, Goderich, Exeter and Hensall

NOW

The Kay Cornforth Co.
formerly

The Kay Cutting Company
Manufacturers of

TEXTILE NARROW FABRICS

WAIST BAND CANVAS
and

Bias or Straight Cut Binding of every

description

SKIRT BELTINGS and TAPES
Carried in Soft and Hard Finish in widths

11/4" up.

CUTTING
Have the mills ship your goods to us. We
will cut them Straight or Bias, folded or
plain edge, and forward them on to you.
Goods cut or manufactured by us add a
distinctive finish to a garment.

TheKay Cornforth Company
373 Aqueduct St., Montreal

Stocks carried at TORONTO and WINNIPEG

Special Values

'Direct from Mill to the Trade"

"Through Commission Merchants"

For Ladies' Wear
Botany Wool Serges, Gabardines, etc., etc.

For Men's Wear
Indigo and Black Serges and Vicunas

Grey and Fancy Worsteds
Also

Pure
Wool

Scotch
Tweeds

"Manufactured in Scotland of pure, new wool, free
from cotton or other vegetable fibre, shoddy, mungo,
thread waste or any other remanufaetured wool."

ON account of

THE HEATHER MILLS COMPANY, Selkirk (Scotland)

"From whom wc have Sole Canadian Selling Agency"

stocks of all the above on hand.
Ready for immediate shipment.

C. E. ROBINSON & CO.
Mappin & Webb Building

Importers 10 Victoria Street

MONTREAL
Commission
Merchants
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WATERPROOF
BEST BRITISH MAKE

The favored garment of the particular dresser

of to-day is the

4^

Fit-Well"

Visible

The waterproof that defies the heaviest rains,

backed by that snap, style, and finish that

invariably make a good impression.

To stock the "Fit-Well" waterproof means

the establishment of those cordial relations

with your public, so essential to successful

business.

Let our representatives call upon you with

the "Fit-Well" samples for Fall, in Gabar-

dines, Tweeds, Leatherettes, etc.

S. RUBIN & COMPANY
Mfrs. of the

''Fit- Well
'

' VI aterproofs

Our New Address:

New Sommer Building, 37 Mayor Street

MONTREAL

Value!
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This advertisement will appear

in the August issue of "Vanity

Fair'"—and in the largest news-

papers in which Marathon Belts

are being advertised.

Very Latest
'Tkin5/ in a

n^- MARATHON ^'^'^^
adjust
themselves

to^Joudnd

Ways

WASHABLE FLEXYDE

BELTS
Plenty o/" 'Give But No "TaV

ineveiyline

Made in-
Blacl^
Cordovan
and
IvoryWhite
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WTASHABLE FLEXYDE

'T'HE increasing popularity of
* Marathon Flexyde Belts is due
to several causes :

—

Quality— Style

Serviceability

Big Newspaper Advertising

As the consumer demand increases, the

Marathon Belt Proposition gets better and
better for the dealer.

Price List and Samples on request

JONES & ROBINSON, BROCKVILLE, ONT.
Exclusive Canadian Distributors of Marathon Flexyde Belts

FULL LINE CARRIED IN STOCK AT ALL TIMES
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There's a double advantage to the garment manufacturer

who uses StifeFs Indigo Cloth, and to the dealer who

carries work clothes made of Stifel's Indigo.

1. The advantage of a work garment cloth that is firmly

woven, beautiful fast blue in color, and whose dot and

stripe patterns positively will not break in the print

2. The advantage of StifeFs advertising which is

telling wearers of work clothes all over the

country aboutthe extra value of Stifel's Indigo

Overalls, Coveralls and other clothes—and
teaching them to look for

this trademark on the

back of the cloth in- REGISTERED

side the garment to be sure it is

made of genuine Stifel's Indi-

go Cloth, which in its lifetime

of over seventy-five years

has never been success-

fully imitated.

J. L. STIFEL & SONS
Indigo Dyers and Printers

Wheeling, W. Va. 260 Church St., N. Y.

This Baltimore ^ Ohio
' 'Royal Blue ' Engineer,

Mr. Charles Broil, like

thousands of his Jellows,

wears Stifel's Indigo Over-

alls and Jumpers.

NEW YORK 260 Church St.

PHILADELPHIA 1033 Chestnut St.

BOSTON 31 Bedford St.

CHICAGO 223 W. Jackson Blvd.

SAN FRANCISCO, PosIbI Telegraph BIdg.

ST. JOSEPH, MO Saxton Bank Bldg.
VANCOUVER.

SALES OFFICES
BALTIMORE CoeaCoUBUj.

ST. LOUIS iS<'l^*',:HMl'
ST. PAUL 2M^nd.cottBU|.

TORONTO >3MancheilejBM«.

WINNIPEG. '*<'°"''?'S''"^RuJ'MONTREAL Room 508 RmO BWj.

. 506 Mercantile Bldg.
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Mackinaws
The Sportsman s Ideal Coat

Warm, comfortable and stylishly tailored, G.H.G. "Durabil"

Mackinaws are exceptionally popular with "out-of-doors" men, who
demand lasting wear and dressy appearance.

"Durabil" Mackinaws are made from the finest Canadian Fleeced

Wool in Canada's greatest mackinaw house. They're fashioned in a

S^reat variety of appealing color combinations from our own ex-

clusive patterns.

For street wear, for the country, for every kind of wear there's a

striking G.H.G. model

Included in our lines are—Lumbermen's and Contractors' Supplies,

Tents, Awnings, Tarpaulins and Canvas Goods.

Send for our illustrated catalogue and
price quotations.

GRANT-
HOLDEN-
GRAHAM

LIMITED

OTTAWA



26 xM E N ' S WEAR REVIEW

The
'BestMade

Why Insist on

J«»g2 Star Brand

Overalls ?

^
K̂%^

STAR

S.PA^

POfI SALC H»E
Display this Card

in your shop

window

Because your business

sense of value impels you.

And you know from the many years of

Quality Service in Star Brand products that

you can recommend them to the limit.

A famous Canadian product of a famous

Canadian Province.

Made by

The J. B. Goodhue Co., Ltd.
ROCK ISLAND, QUE.

Montreal: 21 1 Drummond Bldg. Ottawa: 76 O'Connor St.

1 1 H 111! n 111 1 1 11. iiiin 11 11 11mm ii n ii n tmn i M i M iiiiiy i n/

The Hall-Mark of

Maximum Comfort and
Durability at Minimum Cost.

FIRST IN THE FIELD AND STILL LEADING.

Manufactured on THE GRADUATED
PRINCIPLE, and Commencing with TWO
THREADS in the TOP, it increases in

WEAR-RESISTING PROPERTIES as it

descends.

Thus THE LEG HAS THREE THREADS,
THE INSTEP AND FOOT FOUR,

and the HEEL and TOE FIVE,

making it essentially

A HALF HOSE
FOR HARD WEAR.

ABSOLUTELY SEAIVILESS

PERFECT IN FIT

GUARANTEED UNSHRINKABLE

To be had from any of the Leading Wholesale Dry Goods Houses.

?Hl tlTIITI I II r I MM t I U ril Tl III mi L ll I T rilTII I I ITf 1 T U TITTTITIII H

Selling Collars
The New-Way Collar System is an innovation,
but a successful one, as it brings every style in

sight of a customer and every size in instant
reach of the salesman. This is only one of
the hundreds of features of the New-Way Sys-
tem for men's wear.

Let us explain the system

Jones Bros. & Co., Ltd.
29-31 Adelaide St.

Toronto

w.
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Deacon Shirts

are made to serve

almost every purpose

We manufacture

STARCHED SHIRTS

WORKING and OUTING SHIRTS

FLANNEL SHIRTS

BOYS' WAISTS

SATEENS

OXFORDS
TWEEDS
DRILLS

Etc.

Win the heart of

children and you

control the trade

of their mothers.

There isn't a boy

in your town who
will not want

JAMES
CLOTHES

Stock them this season and watch your

juvenile trade grow.

JAMES & CO.
Limited

200-206 AdelaideSt.W., Toronto

Assurance of

Leadership !

Your line of caps for Fall will be

assured of leadership in quality,

workmanship and style if it bears

this trade mark:

The Cap-mark of Quality

We have in stock for immediate

shipment—men's and boys' silk

and lustre caps. This is a very

superior line that you can sell

without adding a luxury tax.

Our range for Fall, 1920, is now
complete, including a splendid

assortment of English and Scotch

Tweeds. These will be very

popular for Fall and Winter

trade.

A card will bring our samples or

salesman.

Canadian Cap Co.

221 Richmond St. W.

TORONTO
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VN r^ TRADE

jmmon/
IT APPEARS ON ALL OUR SOCKS

Your reputation—

what is it worth ?

To your business it means success so why
risk it by selling "so-called" quality Socks.
"Hanson" Socks are guaranteed Socks

—

guaranteed to wear well and give entire sat-
isfaction. We make a specialty of sock-
making so why gamble with your reputation.
Make your next sock order Hanson's and
play safe.

If for any reason you have not
ordered through our representa-
tive, send order direct to the mill.
It will have our personal atten-
tion.

GEORGE E. HANSON
HULL, P.Q.

1

Flannel Outing
Tennis Trousers
In plain white and stripe materials,

as well as a large assortment of

White Duck and Khaki Drills for

outing purposes.

For Immediate Delivery

MADE THE

CROWN PANTS WAY
OUR PRICES 'ARE RIGHT

Drop us a"card—we shall be

pleased [to^ submit samples.

CROWN PANTS COMPANY
322 Notre Dame West MONTREAL

Complete Stock Immediate Delivery

REQISTERED

Our lines include these famous brands: "King
George," "Kitchener Coatless," Linend and Ex-

cello Suspendei"s, also Maple Leaf Pad Garters and
Arm'bands and Hessco Ivory Trimmed Garters

and- Armbands.

Kitchener Suspender Co., Limited
KITCHENER, ONT.

Remember—there is no low grade
cheap "CEETEE"—only the

very highest grade and best quali-

ty underclothing bears the famous
"CEETEE SHEEP" trademark.
If vou are catering to the best

trade in your district you must sell "CEETEE"

—

For ordinary underwear you will find TURNBULL'S brand at least the
equal of any made in Canada.

CEETEE
THE PURE WOOL

UNDERCLOTHING
THAT WILL NOT SHRINK

MADE BY

THE C. TURNBULL CO. OF GALT, ONTARIO
Also manufacturers of TURNBULL'S Ribbed Underwear for ladies and children, and TURNBULL'S "M" Bands for infants

CCCTEE
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MILNE'S
NECKWEAR NEWS

Big Value JULY 1 920 Right Prices

Our travellers are now out with our

Fall line.

This is the most complete line it has

ever been our pleasure to offer to

the trade.

It includes Italian, Swiss, French,

English and American Silks of all

varieties.

Do not fail to see this line,

especially our ranges of Swiss
Repps and Jasper stripes. This
is the first real showing of these
lines in four years.

WILLIAM MILNE
The Newest in Neckwear

I 29-39 Spadina Ave. Toronto



MEN'S WEAR REVIEW 31

Manufacturers and Merchants

119 WOOD STREET, LONDON, E.G. 2, ENGLAND

"OBERON" PYJAMAS
for the Canadian Trade

Goods bearing the
"OBERON" mark are

*•« trusted the world over.

To stock and show
"OBERON" goods is a
sure way of attracting new
business—and keeping it.

"OBERON" PYJAMAS represent per-
fection in materials, style, make and
finish. They are also unequalled for
value.

We have a complete range in Ceylons,
Cottons, Flannel and the well-known
Lista Cloth—all designed to meet the
special requirements of your trade.

Make a point of seeing the Fall, 1920
range now in the hands of our represen-
tatives.

The illustration is made in
the famous Lista fabric.
Note that the neckband is

in correct Canadian style.
The cloth "Lista" looks
and feels like silk, yet has
all the durability of cot-
ton. Made in an attrac-
tive assortment of pat-
terns and colourings — all
guaranteed absolutely fast
to washing.

Samples at

These Addresses

Eastern Provinces
Marshall & Harding

Carlaw Bldg., Wellington St West
Toronto

Western Provinces
Mr. G E Ledder

Grace Court, Comox Street

Vancouver, B.C

George Brettle & Co., Ltd., 119 Wood Street, London, E.C. 2
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NOT A KNOCKOUT BLOW
C IR HENRY DRAYTON'S new budget is, by
^^ no means, a knockout blow to the trade.

Had it stood as first introduced on May 18th,

the consequences would have been most serious

;

the clothing line could not have stood the heavy
tax imposed by collecting it on the full price of

the suit or the overcoat. The tendency would
have been to lower the standard of the Canadian
production, a result that would have far-reach-

ing consequence both at home and abroad. More-
over, it would have caused serious losses to both

retailers and manufacturers to the detriment of

the general financial condition of the country.

Now, however, it has been put in better shape,

though there is still room for improvement by
raising the exemption price on some lines. For
instance, it is quite impossible to get silk hose at

$1.00 a pair or silk ties at $1.50. There is not

such a thing in the trade that is worth the name.
Caps are better now at a $3.00 exemption price

and considerable relief is afi'orded by raising

the limit on hats from $5 to $7, though even
this limit is none too high on felts and stiff hats.

The Government has decided to give Canada
a trial of direct taxation; by the time the next

election rolls around there will be well-formu-

lated views on the question and, doubtless,

political parties will have their ear to the

ground. Men's Wear Review believes that the

memory of the people is a very short one. Every
day one gets away from the introduction of the

final budget, less is heard about it on the streets

and in the stores. In a few months the people

will have forgotten and will pay it without mur-
muring or questioning. At the same time, it

will probably have the tendency to keep living

costs from, at least, going higher. We believe

the Government has properly sensed the atti-

tude of the people that higher prices cannot be

brought down with safety. It looks to us as if

manufacturers and retailers alike are going to

meet this attitude in a sane way by shaving pro-

fits a little.

LOOKING TO 1921

IT is rather difficult at this time to speak with

too great exactness about prices in lines of

men's wear for the Spring of 1921. At the

same time, after talking with many manufac-

turers of various lines. Men's Wear Review is

strongly of the opinion that strenuous efforts

will be made to keep prices from going any

higher. Many men with whom we have talked

express two views which, strangely enough,

seem to lead to the same conclusion. Those

views are that the big sales that have been con-

ducted in both Canada and the United States

have, generally speaking, been failures; or, on

the other hand, that they have met with quite

good success. In either case it would seem to

show that people are either seeking lower-priced

goods as offered by these sales or that they are

economizing in their buying. The ultimate re-

sult in either case is a decreased consumption of

goods and, in time, that must mean cheaper

goods, because production will be able to catch

up with the demand. Clothing, hat, cap and

other manufacturers say that the budget will

popularize the lower-priced goods and that this,

with the slowing up on the demand for the

higher-priced lines, they expect to shave profits

in future. Men's Wear Review will be surprised

if there are not some reductions in Spring lines

for 1921.

n

BRIEF EDITORIAL COMMENT
IT SEEMED as easy for Sir Henry Drayton to

change the budget as for a woman to change

her mind.
* * *

WHEN one contemplates weather conditions of

Spring and the early days of Summer, one can

see the point in the story of the Irishman who
was asked how he liked the Canadian Summer.
He replied, "Oh, I don't know; I have only been

in this country eleven months."
^ ^ ^

CLOTHING men are not disinterested parties in

the appointment of new members to the Board

of Commerce. By the way, how much longer

will Toronto men be discriminated against by

holding the order over their heads when it has

never applied to any other town or city in the

Dominion of Canada?
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Salesmanship is Key to New Difficulty

Created by Collection of Luxury Tax
Not Wise for Salesmen to Sympathize With Customer Who Objects to Payment of These

Taxes—A Tax Levied by the Government, Not by the Retailer—Include Tax
In Total Quoted Price.

T HE key to the situation stands

there."

The manager of a haberdashery

store pointed to one of his salesmen

standing behind the counter, in answer

to a question as to *.he best way to over-

come the new difficulty created by the

Luxury Tax, the difficulty that has faced

the retailer time and time again during

the last few years—that of getting higher

prices for their merchandise. In discuss-

ing matters of the trade with a retailer

in Ottawa some time ago, he regretted

that clothing and haberdashery men were

not better organized so that they could

protect themselves more from attacks

which seem to be coming from all sides.

The reason for it, so this retailer said,

was that the retailer was the point of

contact between manufacturer and whole-

saler, and the public, and that was why
the burden of work or criticism fell on his

shoulders. It was the case with the

Board of Commerce; now it is again the

case with the new Luxury Tax. The re-

tailer, being the point of contact, is sad-

dled with the responsibility of collecting

the tax. But he is saddled with another

responsibility which the Government,
apparently, never took into its considera-

tion, namely, the additional task of dis-

posing of goods at a higher price, said

higher price not representing anything

or not represented in the quality of the

goods. In other words, a man buys a

$4.00 shirt but the retailer has to collect

$4.40 from him; he sells him a $70.00

suit and has to collect $73.75; he sells him
a $10,000 hat and has to collect $11.00

from him; he sells him a $3.00 necktie

and has to collect $3.30 from him. And
so it goes on all down the line.

Customer Wants to Know Why

There has been a rumor going the

rounds that the Union Government, in an
effort to meet the demand of the West,
decided to give Canada a trial at direct

taxation, believing that the country would
be sick of it inside of a year and glad
to go back to the old methods. But in

putting this measure of direct taxation
into force, the big end of the job is left

to the retailer. There are hundreds of

thousands of people throughout this coun-
try who never read the budget and know
next to nothing about it. There are other
hundreds of thousands who understand it

but very imperfectly. And there are
among these latter some retailers

too. Men's Wear Review knows of one
merchant who sold a suit of clothes for
$16.00 and collected $1.60 taxes from the
customer. It is left to the retailer in a
vast number of cases to explain to the

customer the idea of the Luxury Tax, and
an explanation that carries with it (to

the customer) the shelling out of extra

cents or dollars. Such explanations are

usually hard to give. And they make the

sale that much harder to make.

A Salesman's Job

"It is a salesman's job," said this

haberdashery man to Men's Wear Re-
view, in discusing the best methods of

collecting the taxes without losing a sale.

"For instance, a man comes into my store

to purchase a shirt. He selects one at

$4.00.

"We will have to charge you ten per

cent, luxury tax on that shirt, or 40

cents," says the salesman.

"Well, I won't pay it," replies the cus-

tomer.

"Well, I don't blame you," answers the

salesman, "I wouldn't want to pay it,

either."

Then, of course, follows a long conver-

sation in wbich the Government is round-
ly abused for putting such a burden of

taxation on the necks of the people, and
the man walked out of the shop without

the shirt that I had sold him till I had
mentioned the luxury tax."

This retailer cited the case of a man
who had come into his store and purchas-

ed a bill of goods amounting to some
$20.00 and on which there was a luxury
tax of a couple of dollars. When the cus-

tomer learned of this, he strenuously

objected to the payment of the same and
started to walk out of the store without
the goods at all. The clerk turned the

customer over to the manager, and the

manager proceeded to discuss the matter
with him, told him quite frankly that the

imposition of this tax was no affair of

the retailers', that they were simply the

custodians for the Government in the col-

lection of the tax. Moreover, he pointed

out to him that as a loyal citizen, he
should abide by the law of the land and
help to pay the tremendous war debt that

h-ad been incurred during the last few
years. The customer saw the logic and
force of the argument and paid the lux-

ury tax without a murmur.

"$55.00 Inclusive of Luxury Tax"

Speaking with a clothing man on the

same subject, he stated that he was fol-

lowing the practice of avoiding the mere
mention of the tax, if possible. For in-

stance, if a man came into his store and
bought a suit the cost of which, with the

tax, amounted to $r)5.00, he would say
"$55.00 inclusive of luxury tax." It the

customer asked for any explanation, it
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Gambles on
Prices Dropping

"Buying at any time is a
gamble" says W. A. Watsoyi, of
the Watson Clothing Co., of Sar-
nia, "and we are gambling on
prices coming down. We believe
the peak has been reached and are
regulating our buying so that in-
stead of having a surplus at the
end of the year we will have the
money in the bank. We cannot
help but feel that the restricted
buying by the retailer will have
its effect on the manufacturer and
jobber; and while the immediate
outlook is not for redxiced prices,
the ultimate result is inevitable.
Just as soon as the manufacturer
catches up he can be more inde-
pendent with the employees and
that is when the real redxiction
will commenced That is our
opinion of the situation ayid we
are backing it vp in our btiying."

would be given; if not, nothing was said
about it.

It is quite evident that, from the re-
tailer's point of view, the whole matter
of the luxury tax becomes one of sales-
manship, pure and simple. Men's Wear
Review talked the matter over with many
retail men and they all expressed simi-
liar opinions with regard to it. No doubt,
it makes the sale of many lines of men's
wear harder than before, but there is no
reason why the full explanation should
not be given. If the customer objects

to paying the tax at all, you can easily

tell him that he will have to pay the tax
wherever he goes; a least, that is the
opinion of retailers who refer to what had
been done by some in paying the tax
themselves; they claim that other re-

tailers are including the tax in the selling

price. Or again,: if he objects, refer him
to cheaper lines of goods. One retailer

mentioned the case of a man who objected

to paying the luxury tax on a silk shirt.

He told the customer, quite frankly, that

if he could afford to wear a silk shirt he

could also afford to pay the luxury tax

on it; and the customer saw the jus'

of the claim. Retailers may object to the

tax, they may object to collecting it,

But there it is, and '.t has to be paid, and

it has to be collected. His problem is to

collect it without losing a sale; and that

problem is a problem of good salesman-

ship.



Helping Business by Reciprocity
If You Haven't an Article in Stock Tell Your Customers Where He Can Get It—It Creates a

Feeling of Good-will and Helps Build Up Your Community—Keeping
Business in Town.

IS
reciprocity dead ?

That does not refer to the reci-

procity which was the great issue be-

tween two great political parties in 1911.

Even that reciprocity campaign is not yet

forgotten. Was it not just the other day

that one member of the Dominion Parlia-

ment was twitting another for engaging

ex-President Taft as retainer in the pur-

chase of the Grand Trunk, the man of

whom it was said in 1911 that he would
make Canada an adjunct of the United

States. Perhaps there have been few
electorial campaigns in the history of

Canada to which reference is more often

made than that one. The word "reci-

procity" is a good word, though there

may be improper applications of the

word, as one great political party believes

was the case away back there in 1911.

Reciprocity in Retailing

The word should have not only a place

in the abstract vocabulary of the modern
retailer, but it can be put into active

practising of his business with good re-

sults. Before it can be done, however,

there must be an understanding amount-
ing to good-will existing between the

merchants who would put it into practice.

While there is every truth in the old

adage that there is competition in the

life of trade that does not necessarily

mean that there must be a death of

friendship in the life of competition.

Surely the day has past in this enlight-

ened country when brother retailers in

the clothing or haberdashery business

cannot live on terms of mutual good-will

and friendship, realizing that there is an
honest living for every one who does

business in an honest way. There
will always be the dishonest merchant,

of course; the merchant who indulges in

the wildest and most reckless advertising

and who bedevils the trade generally.

But their proportion is very small and,

ultimately, they will be weeded out. Like

the green bay tree, they may flourish

for a while, but their days are numbered.
There is, therefore, no good reasons why
retailers should not reciprocate when
there is an opportunity to do so. They
compete on the bowling green, the curling

rink, the tennis court, or what not in

honest rivalry without holding spite or

ill-will—or at least, they should—why
not the same thing in business?

An Example

During the war a certain brand of col-

lar called the "Lusitania" became very

popular. A man who had dined well but

not too wisely stepped into a store and
asked the salesman if he had the "Lusi-

tania" collar.

"No, sir," replied the salesman.

"Do you know where I can get it."

Prices Up; Bumper Fall Trade
"The fact of this spring and summer being bad, causing the majority

of the clothing merchants to slaughter their merchandise." says Ed. Mack,
past president of the clothing section of the Ontario Retail Merchants' As-
sociation, in expressing his strong conviction that prices will go still higher
in clothing, "will force them to go to the manufacturer and pay more for
their goods. It is my honest opinion that the firms that cancelled will be
compelled to re-order before the fall season is very far advanced. It was not
so much a tendency of the public to economize as it was a soreness toward
the government at the exorbitant tax brought down in the new budget that
restricted purchasing on the part of the public. But with the amendment
making it 15 per cent, on the excess price the public is satisfied; and I look
for a bumper business next fall. So far as first-class suits and overcoats
are concerned, the supply is a long way short of the demand yet."

"I don't know, sir," replied the clerk.

"You know alright but you don't want
to tell me," said the irate customer.

At this the manager of the department
stepped to the front and said he was just

on the point of giving him the informa-

tion. He then told him where he could

purchase this collar and carefully direct-

ed him to the store. After he had done

that he looked the customer square in the

eye and reminded him that he, apparent-

ly, did not know much about the reputa-

tion of the firm for which he worked or

he would not have made such a remark
to the clerk.

"Let me assure you that any time any

employee in this store has any informa-

tion you want you are welcome to it."

The result of this truthful statement

was that the customer was taken aback;

he asked to see some other collars, bought
a dozen and left the store with the re-

mark that he gues.:eJ the "Lusitania"'

was not the only collar made, after all.

The Moral of the Story

The story has a moral; in fact, it has

two morals. The first, but perhaps, not

the most important in this case is that

this man was not afraid of competition.

Certainly, every retailer should exhause
every legitimate method of making a

sale. At the same time, there is a cer-

tain type of customer who is constantly

throwing out the impression that he
wanted to give you a fair trial before

purchasing the article for which he is

searching. He likes to make you feel

under great obligation to him for com-
ing into your store. In this case, per-

haps, it is the best thing to call the man's
bluff and let him know that you are

prepared to meet competition and that

you would welcome his going out to look

at other stocks before deciding.

But the more important point is that if

you haven't an article and send your
customer to John Smith across the street
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and, incidentally, ask your customer to

mention that you sent him to John Smith,

John Smith is bound to reciprocate. Not
only does it create better feeling between
you and your neighbor, but it has the

tendency to do away with the narrow-
mindedness that has too often character-

ized the relationships between retailers.

More than that, it helps to build up the

section of the town or city in which you
live by keeping trade in that section on

the town itself. In the large cities, in

particular, where the big departmental
stores are, trade has marked tendency

to drift to the centre of the city to the

detriment of the smaller merchants in the

outlying sections of the city. This is

one way of preventing it. In many of

the cities, street associations or section-

al associations have been formed, the

object of which is to build up that par-

ticular street or section. One way to

do it is to keep trade there, and one very

good way to keep trade there or to keep

it from going out of town; is to recipro-

cate with your neighbor if you do not

happen to have the thing in your stock

that he is seeking.

The days of reciprocity are not or

should not be dead. The clothing trade in

this country has suffered and is suffering

because of lack of national organiza-

tion; and there is no national organiza-

tion because clothing men have not come

to know each other as they should. There

are still too many narrow-gauge men in

the trade. Not only can there be recipro-

city in a business way, such as has been

mentioned, but also in the exchange of

ideas of business and of conducting busi-

ness. There is a good living for all Icgi-

mate merchants and reciprocity in

many wi-ys wou'd make business life

much more pleasant. A man's vision must

be very small when he cannot help the

other fellow, even if it costs him a

quarter or half a dollar.



The Making of the Budget
SINCE the last issue of Men's Wear Review

a new budget with respect to the most
important line of the trade, and the line

in which the most money has been invested, has

been brought down by the Minister of Finance,

Sir Henry Drayton. That line is clothing; other

lines of men's wear have been more or less

affected by minor amendments. In this issue,

for the benefit of our readers, we give the

alphabetical list of lines handled by clothiers

and haberdashers with the amount of the tax

opposite each article. This list can be torn out

of the Review and placed in each store in a con-

venient place for both the convenience of the

retailer and his clerks, and the customer.

There are moves in the great political game

being played in this country which are hard

to understand; in all probability, only those

within the "inner circle" know why they are

made. It is not an uncommon thing, of course,

that such moves carry with them considerable

disruption of business to the point where they

become actually inimical to business. This

country has too frequently witnessed the

spectacle of tariff adjustments by men who have

no scientific knowledge of the tariff, and who

are moved more by popular clamor than by in-

telligent consideration of what is best for both

the industrial expansion and commercial well-

being of the country. So long as tariffs are to be

playthings of politicians, mere kow-towing to a

usually uninformed public opinion, so long will

we have unscientifically-adjusted tariffs which

place a damper upon trade and either retard

or impair the standards of Canadian production.

All that has just been said applied to the

first budget brought down by Sir Henry Drayton

on May 18th. Why it was ever brought down
will, in all probability, remain one of the mys-

teries of our political history. Had it remained

in force, the coming year would have seen fin-

ancial troubles in the trade that one shudders

to think about. Someone remarked to Men's

Wear Review during a discussion on this subject

that Sir Henry Drayton had the faculty of

bungling a thing when he started it but that he

came out right in the end. It would seem that

such was the case, for the first budget was a

bungle. Sir Henry, himself, realized that it was
a bungle because he exactly reversed the prin-

ciple of the budget with respect to the most im-

portant line of men's wear—clothing—in his

second budget. He admitted the mistake; but

there was no excuse for the mistake. With the

example of the United States before him where
the luxury tax is collected only on the excess,

there is no justification for a blunder that was
so palpably in error and so obviously would
work, not only hardship, but destruction in many
quarters.

There is this to be said of the action taken
however, that it was courageous. Canadian
public life has suffered too greatly because men
made mistakes and were too small to admit
them. Many clothing men with whom Men's

Wear Review has talked have expressed their
admiration for the reversal of policy which Sir
Henry took, once he saw that he had made a
mistake; Men's Wear Review heartily concurs
in that admiration. At the same time, we do not
believe that Sir Henry should have continued
to make this country pay for the mistake he had
made. Once having admitted the mistake by
bringing down the second budget, he should
have cancelled the first one. The 19th of May
saw business given a tremendous black eye by a
budget that was ill-conceived. It followed one
of the poorest spring seasons that the trade had
known for some years. However, things did
worry along. But when the second budget came
down with the new principle involved, and with
it the announcement that the old taxes would
continue to be levied till the new proposals were
endorsed by Parliament, business in men's wear
lines was given the knockout blow. Who under
the sun would buy a suit of clothes, paying a tax
of from $5.00 up when he knew that, if he
waited a week or two, he could get it by paying
a tax of only 75 cents and upwards? The
amendment to the clothing tax created un-
certainty in the minds of the people and they
held off, believing that other amendments would
follow which would make it possible for them to
get their shirts, hats, neckwear, etc., cheaper.
There has been some easing off in hats and caps,
as will be seen by the latest list as given in this

issue. It is unfortunate that the first amend-
ment was brought down in the form referred to.

It only tended to create greater confusion than
that which already existed in the minds of both
the retailers and the general public. The public
were compelled, in the meantime, to pay to the
tune of many thousands of dollars for the mis-
take that had been made by the Government.

The objects of the new budget are, perhaps,
three-fold. In the first place, the money had to

be raised with which to carry on the affairs of

the country. That is, possibly, the first object.

After careful consideration, it seems to have
been concluded that this form of taxation would
bring the largest amount of money. Certainly,

new sources are being tapped by this budget.
The Sales Tax will apply to every retailer in the
country; heretofore, many have escaped it.

They will now pay either one or two per cent,

tax on all the goods they buy from the whole-
saler or the manufacturer. Moreover, the great
majority of the population of this country will

contribute something to the yearly revenue
through these taxes.

The second object was to strike at the high

cost of living, first by popularizing lower-priced

goods and, second, by curbing extravagance. In

all probability, it will create a demand, im-

mediately, for those goods which come within

the exemption prices. Most men have a price

fixed in their minds that they are prepared to

pay for their suits, hats, shirts, ties, etc.; and
they will probably still aim at this figure, includ-

(Continued on page 64
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Makes Store an Information Bureau;
Novel Scheme of Davids, Montreal

Sends Letter to All Delegates Telling Them They Can Use Their Stores for Information Re-
garding City—Couples With It Display of Shirts Which Brings Good Results.

WHEN the American Federation

of Labor Delegates, 1,000 strong

invadod Montreal on Jure 7th,

David's registered men's wear store

made it their business to see that the

visitors to the city of Montreal would
not be lacking a good time if it was in

their power to give it to them. With
this end in view they established an in-

formation bureau where the delegates of

the convention could secure information

regarding sight seeing tours, trains, ex-

cursions in and around the city of Mont-

real. On a card that was placed in

their store windows, in the two stores,

was the following announcement: "Am-
erican Federation of Labor Delegates,

David's welcome you to Montreal. In-

formation Bureau inside."

Following up this there was a letter,

facsimile of which is printed on this

page, and this was handed to each mem-
ber as they entered the convention head-

quarters. The letter is just a straight-

forward appeal and welcome to the labor

delegates to the city of Montreal. It also

advises them that an information bureau

is at their service a»d that information

will be very gladly given them. Only

in the last paragraph is any reference

made to the lines carried by this store,

and this in a very quiet way. Prominent

in this letter is seen the union label. Mr.

Drummie, manager of David's store,

nuade sure that this label was printed in

the letter, as he felt that this was one

i)f the strongest drawing cards he could

use.

As a test out to see whether these let-

ters given to each delegate in plain en-

velopes were read, Mr. Drummie went in

on the convention floor, and out of 700

given out, the first morning he was only

able to pick up 23 which had been cast on

the floor. The others had been carried

away or were on the delegates' desk

amongst their papers for reference. He
considered this a very high average, par-

ticularly so when quite a number of tbe

delegates came to their stores asking

for one of these letters for their friends

so they might be able to pass the good
word along.

Coupled with this campaign to wel-

come the delegates to Montreal, Dn->.id's

featured a special white shirt window,
using a popular price of $3.00. These

shirts were displayed in both store win-

dows. It turned out to be a very suc-

cessful display, delegates buying them in

lots of from two to six. During the two
weeks of th'» convention, David's disposed

of over 40 dozen of these shirts.

Service the Keynote

Service is the keynote of this establish-

ment, and they feel that any trouble to

which they went to help the delegates

was amply repaid in increased business.

They take as their motto, "The Stores

with a Conscience." Theirs is one of

Following is the letter which
David's, of Montreal, sent to tht'

2,000 delegates to the American
Federation of Labor which met
in that city recently.

Montreal, June 7, 1920.

American Federation of Labor
Delegates.

Dear Sirs:

—

The "Stores With a Conscience"
hold out the hand of welcome to

the American Federation of La-
bor delegates.

We have established an IN-
FORMATION BUREAU in each
of our stores, for your conven-
ience. If there is anything you
wish to know about our city, comei
in and we will gladly give you
the necessary information.

If you happen to need any-
thing in clothing, furnishings,
hats or caps, there is no better
place to shop than at our busy
stores where you will find the
highest quality of merchandise
at the lowest prices in Montreal.

Yours very truly,

DAVID'S.

the establishments in Montreal which
does not run sales as they do not feel it

is necessary to their business. They put

forth their effort in buying good mer-
chandise at reasonable price and sell with

a reasonable profit.

The above is a picture of David's {Mo7itreal) main store.

36 i



Canada, Commercially, Requires Sane Leadership;

Big Business Looking to Crop Conditions
Panics, Depressions and Slumps Expression of Chronic State of Adversity and No Such State

in This Country—Says Country is Sound—Help Retailers From Being Overwhelmed
by Conditions That Are Entirely Artificial. .

THERE never was a time when the

commercial community of Canada
so strongly demanded well-defined,

sane leadership, and if there ever was
an opportunity for credit men to help

stabilize the situation, that time is now.
Gentlemen, the country is sound, sound
agriculturally, sound industrially, sound
commercially. It is sound economically,

and it is sound financially.

These are the days in which we hear
much about panics, slumps, depressions.

There is an air of dangerous expectancy
abroad, wg stand at the threshold of

uncertainty, and very largely upon credit

men will devolve the task of guilding the
commercial community at the present
juncture. This will require rare judg-
ment, sound thinking, keen understand-
ing, and a full appreciation of the whole
circumstances.

insofar as Canada is concerned more
depends upon the crop outcome than
upon anything else, and, if, as the evi-

dences at the moment show, we are suc-

cessful in this country in reaping an
abundant harvest there is no cause what-
ever for alarm.

The situation in which the country at

the moment finds itself is almost en-
tirely artificial. It is a created deflation

brought about by deliberately concerted
efforts to try and stabilize conditions and
reduce the cost of living. It is more-
over in opposition to fundamental econ-
omic laws, and while it may be justifi-

able from the standpoint of the object

which it seeks to attain, at the same
time it is very questionable if it w'il

accomplish what is desired.

Trade does not pass from periods of

unprecedented prosperity to that of

nothingness in the twinkling of an eye.

Panics, depressions, slumps, or such like

phenomena which at one time or another
afflict the body of business are usually
the ultimate expressions of a chronic
state of adversity, and we are in no such
state in this country.
The country is sound. Buyers are

paying more for most lines of raw ma-
terial than have hitherto paid. Labor is

asking more in wages, and is not willing
to accept less. The world's shelves are
destitute of supplies of all kinds. Till

these are refilled and reserves again
created there will be a demand for the
staple commodities of the world, and
Canada is largely interested in the pro-
duction of staple commodities. Where
there is lots of work, and willing workers,
there can come no panic, no commercial
catastrophe; and while continental fin-

ance makes trading difficult, this is be-
ing gradually overcome, and the world

Are there- any sound reasons,
economically or industrially, why
Canada should be passing through
a period of uncertainty in her busi-

ness outlook? Looking at the ele-

ments which enter into the finish-

ed product—raw materials and la-

bor—is there any sound reason for
believing that lower prices are
comiyig? Is there any cause for
alarm that there is going to be a
prolonged period of depression?

These are questions of vital in-

terest to the retailer. It might be
pointed out that periods of depres-
sion inimriably follow over-produc-
tion, ivhen the world's shelves are
overflowing with goods. Does such
a condition of affairs exist nowl
Thomas W. Learie, of the W. R.
Johnston & Co., Ltd., Toronto, and
president of the Canadian Credit
Men's Association, is giving the
advice contained in this letter to

credit men of Canada. It has in

it ynany useful suggestions for re-

ta Hers.

will go on serenely to the task of recon-

struction and readjustment. What we
need is courage. Courage to prevent oui;

retail friends from allowing themselves

to be overwhelmed in the present situa-

tion, and to assist them to a full realiz-

ation of the fact that the present stress

is created by man, and is not founded
upon the inexorable laws of natural

economy.

To' credit men I would urge the closest

scrutiny of crop conditions during the

present season. Upon the crops hangs
the success or failure of our whole com-

mercial structure. Most merchants have

built substantial surpluses into their

business, but unless there is a crop, and

the indications are that there will be a

good one, they will have little opportunity

of realizing anything like the surpluses

which they feel they have accumulated.

At the moment a changed fiscal policy

for Canada adds somewhat to our bur-

dens. At the same time the merits of

the government's policy, looking to the

elimination of national borrowing, com-
mends itself to sound judgment, and no

matter what our individual opinions may
be as to the merits of the sales tax, lux-

ury tax, or other forms of taxation as

compared with those of the past, or any

other that may be suggested for the fu-

ture, let us like loyal Canadians .stand

by whatever policy may be adopted by
our elected representatives, and co-oper-

ate with them in the fullest measure to
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to make the working out of the new sit-

uation a national success.

The new Bankruptcy Act comes into

effect on the 1st of July. The general
rules governing same are at the moment
being completed. Some small essential

revisions in the Act are before the House,
these being necessary to make the gen-
eral rules applicable in certain section-^.

Let us join in the strongest endeavor to

make the Bankruptcy Act the most sat-

isfactory legislation of the kind in the
world, and a large measure of this can
be attained by entrusting the conducting
of our insolvency affairs to the organi-
zation which we ourselves control.

SCOTTISH TWEP^D MAKERS HAVE
GOOD ORDERS AHEAD

Scottish tweed manufacturers have a
very considerable num.ber of orders on
their bocks for cloths of good quality,

so that all the looms tire fully occupied,

says the London "Times." With the

outcry against the high prices of cloth-

inp.' generally throughout the country, it

may be that there will be a diminution
in the demand, but at the present mo-
ment manufacturers have sufficient or-

ders on hand to ensure steady employ-
ment for some months to com.e. Mer-
chants, however, are against committing
themselves to large orders for the fu-

ture as they do not wish to be caught
with large stocks in the' event of a fall,

while manufacturers are not anxious to

promise much too far ahead because of

the uncertainty of the wool market,
apart from which the wages question

still hangs fire.

BRITISH INDUSTRIAL ART EXHIBI-
TION

The British Industrial Art Exhibition

will open on September 16 at Knights-

bridge, London. This exhibition com-
prises textiles, wallpapers, furniture,

pottery, glass and^ metal work, also

building and other crafts. A number of

buyers are expected at the exhibition

from Canada, the other overseas Domin-
ions and foreign countries.

Canadian buyers who propose to visit

the exhibition should secure further in-

formation from the nearest British trade

commissioner in Cana<la, Their names
and addresses are: (a) Captain E. J.

Edwards, 248 St. James Street, Mont-

real, Que.; (b) F. W. Field, 260 Con-

federation Life Bldg., Toronto, Ont.;

(c) L. B. Beale, 610 Electric Railway

Chambers, Winnipeg, Man.



The Value of Organization;
In Unity There is Strength

A Plea For a Dominion Organization of Retail Clothiers—Objects to be Sought After in

Such an Organization—Will Protect the Merchant Who Does Legitimate Business

—Laying the Foundation. Stone.

By R. F. Fitzpatrick, Vice-President of the Clothing Section of the Retail Merchants' Association of Ontario.

WHEN the clothiers of Ontario
organized less than two years
ago little did they realize the

jjreat benefits that would result from
such an organization as the Provincial

Retail Clothiers' Association, operating
as a section of the Retail Merchants'
Association of the Dominion of Canada.
So much has happened in the last year
or two by way of legislation and in-

vestigation, which has had a direct

bearing on the clothing trade, that it

now appears quite evident, unless we
had been organized in the Province of

Ontario, the clothiers of the whole Do-
minion would not be working under such
favorable conditions as exist to-day.
And still there is great room for im-
provement.

Doniinion-Wide Responsibility

The responsibilty of deciding on very
important matters affecting the trade
all over this country should not rest on
the shoulders of a few in any one pro-
vince but should be dealt with by an
executive body representing all the Pro-
vinces. Take, for instance, last year
when the Board of Commerce was send-
ing out questionnaires and getting in-

formation that, in one particular in-

stance, resulted in a ruling being made
for one locality. Had we been organized
Dominion-wide the whole matter would
have been considered with respect to its

affect on merchants all over the coun-
try and no ruling would have been made
for any one locality until such time as
some general policy was adopted.
When Sir Henry Drayton's budget

was announced on May 19th, this year, a
howl went up from clothiers all over
the country and for a while it looked as
if we would get little or no redress. But
throue-h concerted action on the part of
the Ontai'io executive co-operating
with the executive of the Dom-
inion Wholesale Clothiers and the
Dominion Executive of the Retail
Merchants' Association, the pre-

sent changes in the tax was brought
about. If we had had a well-organized
Dominion association there is little doubt
but that we would have been consulted
before any definite nolicy has been de-

cided upon by the Government and our
risk would bo materially lessened.

Importance of Clothing Industry

The clothing industry stands near the

top of all the great industries of this

country, gives employment to thousands
of men and women from coast to coast
and must naturally wield a great in-

R. F. FITZPATRICK
Vice-president of the clothing section of

the Retail Merchants Association of

Ontario, who leaves for Vancouver on

July 12th, to attend the annual conven-
tion and will visit the western provinces

on the way out with a view to laying

the foundation stone of the National
organization of the clothievf^ of Canada.

fluence in the political and financial life

of this country. But think of the
strength of such an organization of in-

telligent business men from coast to

coast ready for united action whether
it be on a matter affecting our trade or

one affecting the future welfare of our
country at large. You may say that
every dollar we own depends upon the

future destiny of our country. We have
a responsibility to perform in directing

public opinion in our respective locali-

ties. Advertising is a wonderful power
to-day, and when you see some of the
advertisements that are appearing in

the press day after day one would think
the clothing industry had gone to pieces

and that, surely, it was a sign of a de-

pression coming. As a matter of fact,

clothing is costing more money for next
season and if business is harder to get
this fall on the higher-priced lines, the

merchants themselves are largely re-

sponsible for the condition. You can't

blame the public for assuming that low-

er prices have come to stay.

What we want in the trade is a bet-

ter understanding of actual conditions
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and we also want merchants with lots of

backbone so that when an unusual con-

dition arises in their locality they will

meet it in a sound business way. Here,

in Toronto, we have had to contend with
illegitimate sales, camouflaging the pub-
lic by gross misrepresentations. How
much more effective it would be if we
were so organized that we could have
legislation governing the points in ques-

tion. There is no harm in a sale jf

honestly conducted; but, unfortunately,

through a desire to out-do his competitor
crude methods are used by a few and the

trade in general has to suffer the conse-

quences of the actions of the few.

Big Enough to Think of the Other
Fellow

A merchant is in business to make a

fair profit and if he intends to stay in

business he must continue to get a fair

profit on the merchandise he sells. He
should be a big enough man to consider

the effect of his actions on the trade in

general in his locality. Oftentimes un-

fair methods are used to get business,

gross exaggerations are indulged in, in

advertising, and as a result the public

get the idea that enormous profits are

being made by the trade in general

—

and you can't blame them. It is to pro-

tect ourselves and the public generally

against such unscrupulous merchants

that we need a strong organization. Un-

less we get together and try to keep up

the standard of the clothing business it

will only be a matter of time until we

lose our prestige and the better trade

will drift back to the customs tailor. I

consider we have a wonderful oppor-

tunity before us to attract that trade to

our store, and it will depend on the

individual clothier whether he shares in

that trade or not.

We are told by buyers who have re-

furned from European markets that the

peak of high prices has been reached

but that no marked change will take

place before fall, 1921. That being the

case, we have a year in which to get our

business in proper shape and should

govern ourselves accordingly in our

buying.

Plea for Dominion Organization

In conclusion, I feel that the time is

at hand for us to get together in a

Dominion association and at the request

of the executive of the Ontario associa-

tion of retail clothiers, I am going to

Vancouver to attend a Dominion execu-

tive meeting to be held on July 21st to

(Continued on page 64)



How Luxury Taxes Will Be Collected
System of Inland Revenue Stamps

All Stamps Must be Affixed to the Bills of Sale and Properly Defaced—Licenses Will be

Issued to Merchants and Government Will Know Who Are Buying Stamps—No
Refunds of Old Taxes—The Sales Tax

NOT only was the principle of the

first budget Drought down by the

Minister of Finance on the

18th of May, changed in one very im-
portant respect, but the method of col-

lecting the taxes has also been changed.

By so changing the method, a good deal

of bookkeeping has been saved to the

retailers throughout the country; and,

what is perhaps of more importance to

the Government, thousands of dollars

will be collected in taxes that migh
not otherwise have come in. Under the

system as first outlined, it was neces-

sary for a retailer to make out his sales

bill in tiiplicate so that one copj' m'ght
be available for the Government offices.

The New System

The system that has now been adopted

is much simpler, though it will entail on
the part of the retailer, an outlay of a

considerable amount of money in the

purchase of revenue stamps. Revenue
stamps in denominations of from 1 to

10 cents inclusive, 13 cents, 15 cents, and
all multiples of 10 cents up to $1.00. In

addition there will be one, two, three,

four, five and ten dollar stamps issued.

These stamps will be ready by the first

of August.
These stamps, of course, will be used

the same as they are used at present in

drug stores or those used on cheques.
They will be affixed to the sale slip or

invoice at the time of the sale, and, as

they act as a receipt for the payment of

the tax, will have to be defaced when the
sale is made. Thus, if a man sells a $70
suit of clothes there will be a tax of $3.75
and it would be necessary to place a $3.00
revenue stamp, a 70 cent stamp and a
5 cent stamp. This excise stamp must
in every case be affixed to the sales

slips at the time of the sale and can-
celled. Ample precaution has been taken
by the department at Ottawa to make
it impossible to use these stamps a sec-

ond time.

Collections of Taxes Slow

It has been found at Ottawa that the
collection of the taxes imposed by the
budget of May 18th has been very slow,
due, perhaps, more to the method of col-

lection and the confusion that arose, than
to the opposition on the part of retailers
to the tax. Many merchants did not
know what was expected of them and
there was no way of checking up mer-
chants who did not make returns
except through a very tortuous route.
For instance, in the Montreal district
where $3,000,000 a month was expected.
only about one-fifth of this amount was
forthcoming, and if the same proportion

What a Salesman Says

There is a salesman in Waite's, of Gait, who realizes that the high
cost of clothing means that the qualities of salesmanship must be brought
more into play than ever before. During the war and for a year after,
it took very little of the arts of salesmanship to dispose of goods. But
now, so this salesman says, things are dififerent. The newspapers havg
been a powerful factor in disturbing the minds of the people. They como
into the store and talk about clothing prices being too high and ask when
they are coming down. All the newspapers have talked about the cloth-
ing profiteer to such an extent and without any knowledge of what they
are talking about, that people have the idea ingrained in their mindsj
These prejudices have to be overcome; in some cases a salesman has Uy,

go into the question of the making of a suit of clothes and explain the
various items that have combined to make prices so high. "It requires
salesmanship to sell a suit of clothes to-day," he said. "It is different

in selling a suit of clothes at $40, $50, $60. or $75, than it used to be be-
fore the war."

only came in from the other revenue-

collecting centres of the Dominion, the

budget from a revenue-producing stand-

point would be a grim failure.

As it stands now, however, every mer-
chant will be required to have a license

which he obtains at a nominal fee of

from $1.00 to $5.00. If merchants fail

to apply at revenue offices for these

luxury stamps the department at Ottawa
will be aware of the fact and can look

into the matter without delay. Each
revenue office will have a complete list

of the retail merchants in his section.

If, on looking into the matter, the de-

partment discovers that a merchant has

been evading the payment of the taxes

—and thev can easily discover this by an
examination of the invoices—they will

cancel the license of such a merchant
until he pays the taxes, or they might
even take such action as will put him
out of business for a certain length of

time.

No Refunding of Taxes

As is pointed out in another section

of this issue, the bringing down of the

second budget was an admission on the

part of the Government that a grave

error in principle had been made in the

first budget. As a result of this, many
thousands of dollars were collected from
the people of this country which should

never have been collected, and which t^'

Government admitted should never have

been collected. There was some talk

about refundinq- of these taxes, but such

a course was quite impossible. Sir Henry
Drayton, in speaking of this point in the

House, said: "It is absolutely impractic-

able to give refunds in connection with

a series of small taxes like these.' The
only justification for these taxes is that

it has always been the custom to collect

39

taxes immediately the new tax provi-

sions of the budget are known. When
during the last few years, most of the

crowned heads of Europe lost their

thrones it seems strange that a slight

amendment cannot be made to the con-

stitution whereby the country may have
a chance for a short time, at least, to

discuss a proposed budget before it be-

comes operative. Canada had to pay
thousands of dollars for the mistake
which the Government made in bringing
down its first budget.

Returns From Head Office

A matter that has been considered by
the Government is that where a firm
has a number of stores either in one city

or throughout the country, all returns

may be made from the parent concern.

George W. Taylor, Assistant Deputy
Minister of Customs at Ottawa, made the

following statement with regard to the

collection of taxes:

—

"There has been a great deal of un-

certainty in the minds of merchants a3

to the taxes. They gained the impres-

sion that there would be modifications

and they have, therefore, been delaying

returns until the situation should be
somewhat clarified. I have no doubt

that as soon as Lhey know definitely

what is required of them, the great

majority of manufacturing, wholesale

and retail merchants will promptly com-
ply with the provisions."

The Sales Tax

So far as the Sales Tax is concerned,

this will be collected by the wholesaler

or the manufacturer at the time of the

sale between these two. If goods are

bought direct from the manufacturer, the

tax is 2 per cent.; if from a wholesaler,

the tax is one per cent.



MEN'S WEAR REVIEW

Manufacturers Sales Against Accepted
Principles of Modern Merchandising

In the Montreal Herald of June 21st there appeared a five column advertisement in which it was announced that
"Canada's Greatest Clothing Sale" under the auspices of the "Associated Clothing Manufacturers" would be held at
which $500,000 worth of Men's and Boys' clothing would be sold. The advertisement went on to say that these
manufacturers would sell direct to the public at less than wholesale cost of production. One paragraph of explana-
tion read as follows:

—

These manufacturers, unable to market their merchandise through the regular
channels of trade, because of stagnated business conditions, are forced to devise un-
usual methods for unusual times and have, therefore, decided to liquidate their

enormous stocks by selling their merchandise to the consumei at prices that are
less than manufacturing costs.

This advertisement stated that "twelve of the biggest Canadian clothing manufacturers" were undertaking the
sale, though their names were not given; and there is something entirely misleading in the use of the words "Asso-
ciated Clothing Manufacturers." The impression might be created that the organization known as the Associated
Clothing Manufacturers, Inc., which includes the large clothing Manufacturers of Montreal and Toronto were be-
hind this sale. An official denial of this was issued by the secretary of this Association, G. Garcourt, and the strong-
est disapproval of the sale has been voiced by officials of that organization both in Montreal and Toronto.

As a matter of fact the Montreal sale did not materialize. It was opposed by retailers and manufacturers
alike until it had to be dropped. Men's Wear Review has learned, however, that similar efforts have been tried in

other Canadian centres, are now being tried and will be tried again. Of course, this is a free democracy and
there is no law on statute books to prevent clothing manufacturers from selling their goods direct to the public.
But such a practise is, without the shadow of a doubt, a breach of the very fundamental principles of decent and
legitimate merchandising which obtain in reputable commercial circles. Even the Board of Commerce recognized
and approved the legitimate channels of trade from manufacturer to retailer or from wholesaler to retailer. In
the smaller lines of men's wear trade, the wholesale house does a discount service both to the trade and to the
public generally; it carries on its shelves the products of many manufacturers who, if they had to create their own
sales organizations, would tremendously increase the cost to both the retailer and the consumer. With clothing, it

is different, and the legitimacy of the direct channel from manufacturer has been recognized and approved both from
the ethical and economical standpoints.

But for the manufacturer to sell direct to the public is but to bedevil the trade, to create confusion, to breed a'

lack of confidence, and to strike a deadly blow at the living of many nonest retailers. The retail trade, for the past
twelve months has struggled against senseless and ill-informed newspaper articles, arising out of the activities

of the Board of Commerce, which have, by innuendo rather than open charge, discredited the clothing merchant as
a profiteer. The burden of that unjust criticism has fallen on the shoulders of the retailer because he is the
medium between the manufacturer and the consumer. And now when the consumer is offered a suit of clothes by
clothing manufacturers at a price "less than manufacturing costs" and he goes up town and sees the same suit

bought with the legitimate profit of the retailer added, plus the cost of doing business, the manufacturers who are
behind this scheme have but added fuel to the unrighteous fires that have surrounded clothing merchants for months
back. When a reputable daily newspaper comes out with a heading to the effect that retailers object to a thirty-
three and a third per cent, profit; they want thirty-three per cent, profit—when a so-called reputable newspaper
comes out with this heading without the slightest explanation following it, leading the public to believe that that
per cent, profit is the net rather than the gross, then how is their road through the morass of childish criticism to
be made easier by the action of clothing manufacturers selling direct to the public?

It is most unfortunate that such sales are being attempted in this country, and at a time when the lot of the
retailer has been made even harder by a poor spring's business, followed by a juggling with the budget which dis-
organized business for nearly four weeks during one of the busiest seasons of the year, a budget which makes
salesmanship harder and puts prices higher on present lines. Such sales are pernicious in the extreme, they are
against all the accepted principles of modern merchandising and Men's Wear Review wishes to express its strong-
est disapproval of the practice.

Top Price Reached

in Felt Hats

But Straws Will Be 30 Per Cent. Higher
Next Year

That felt hnts have reached the limit

of their prices and that straws will be
sbcut SO per cent, higher for 1921 are
the opinions of Arthur Allan, of A. A.

Allan & Co., Ltd., of Toronto. Mr.
Allan has just returned from a business

trip to England and Italy, where, he
says, big- business is in progress. There
is none of the pessimi.-smi there that
one hears on this continent, and pro-

duction is still considerably behind the

demand, Mr. Allan, in summing up the
hat situation, speaks for the imported

lines, of which their firm recei\et< a

great many.

Hard to Place Orders

"It is very hard to place orders for

less than nimi or twelve months de-

livery," said Mr. Allan to Men's Wear
Review. "Conditions in England are

very uncertain. Labor seems all out of

hand Jind one never knows when they
will break out again at some new point.

I think that felt hats have reached the

limit of their price, but there is no
chance in the world of the prices com-
ing down for at least a year. The top

price is lilcely to remain for a long time.

Factories in England and Italy have
booked orders for at least a year, and
even though shellac, ribbons and other

things that go into the making of a hat

come down in price, they cannot give
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you delivery for twelve or eighteen

months." Mr. Allan said that the Bal-

kan countries were not trading in the

English market as much as they did

just after the war, but that they wel^;

in the Italian markets for all they could

get.

Straw to be Dearer

It was Mr. .411an'o belief that straws

next year would be about 30 per cent,

higher than they had been.' His reasons

for this view were that labor in Japan

was getting liigher pay, freight rates

were higher and that the straw braids

were bulkier. Labor was one of nhe

chief reasons which he assigned for this

increase in rtraws; everything that went

into the making of the straw hat had in-

cr(?ased since a year ago.



Have a Sporting Department
to Tide Over the Dog Days

As July and August Are Play Days Show and Advertise Playthings—Keep in Touch With
Sport and Get the Sporting Trade—Don't Imagine That Selling Ends in June and '

Opens Again in September. '

JULY and August are the "dog days"
of the year. They are the play
months when the tired business man

manufacturer, lawyer, judge, professor

and what not seeks the cooler spots of

earth to refresh himself for the fall and
winter's work. They are the months
when fraternal organizations of one kind

and another take their annual excursion

to some distant point, there to enjoy the

day's outing in sport, rest or companion-
ship. They are the months when youth
spends itself in all manner of games,
tennis, fishing, golfing, baseball, boat-

ing, swimming and many other games on
the calendar of sport. They are the

months when "pep" is at its lowest ebb
and it takes a certain amount of courage
to conduct the day's business without a

feeling of utter weariness at the setting

of the sun. But, withal, they are not or

should not be dead days to a live mer-
chant.

-Business To Be Had.

Too many merchants, perhaps, regard

these two months as barren so far as

profits are concerned. This may be par-

ticularly true of the merchants in the

smaller towns and cities. He knows, full

well, that there are sporting goods to be
sold to a certain number in his own town;
but he has resigned himself to the con-

clusion that the "big fellow" or the rnail-

order house will get this business. Such
is an attitude is not courageous and
should have no place in the business
ethics of any up-to-date clothier or

haberdasher. There are always a cer-

tain number of men in your' town who
spend their holidays by the sea-side in

boating, golfing, fishing or some other
summer sport. You are his clothier; you
should look after his wants.

Why Not Carry Sport Goods?

Is there any valid reason why the

clothing retailer should not carry sport

goods? The hardware merchant carries

the gloves that you should sell; the
druggist carries sporting goods that are

no more his right than it is yours to

carry a full line of razors and shaving
accessories. Particularly if there is not
a store in your town that is carrying any
number of sporting' goods, you should
have them in your store and not
let this business get out of town. If a
boy begins buying his sporting goods
from an out-of-town house, he becomes
a potential customer of that house for
all time to come and you have lost an
opportunity of making a customer for
life. You should not lose that opportun-
ity; you should get after it. Sporting

Avoid the Appearance of Evil

The editor of Men's Wear Review recently talked with a gentleman
who had gone into a store to purchase a tie. The tie was marked $7.00
and the tax in addition made it $7.70. Not only did he not get a bill of

the tie but he said that, so far as he was able to see, no bill was made out
at all. His deduction was that the 70 cents of the tax was kept by the
merchant himself and would never reach the hands of the government,
"If a so-called reputable, high-class store will do that what will other
stores do?" was the question he put to Men's Wear Review. Merchants
should protect themselves iind the good name of their store by avoiding
even the appearance of evil and see that every custimer gets his bill when
such a sale is made.

This same gentleman also told Men's Wear Review that he had re-

cently seen a sale made of a hat in Montreal where the tax was charged
only on the excess price of $7.00 rather than on the whole amount.

goods are not subject to the whims of

fashion as are other lines of clothing and

haberdashery and there would be little

loss in stocking a moderate line -^d"

spoi-ting goods that are especially suit-

able to your town or city. There is fair

profit to be had in handling these lines

at a time when pi'ofits are none too

plentiful; and, in doing so you are making
new friends among the boys and holding

old friends among the old boys. Too

many men who go to the lake-side or to

summer resorts for the summer are buy-

ing their requirements for these resorts

out of town.

Watch the Newspapers

The live retailer should take advantage

of the daily news regarding sports of

various kinds being held in or near his

home town. Play these games up in

your advertising; show the men who en-

gage in these sports that you are taking

an interest in their games and (do not

forget this) that you have the lines of

clothing and haberdashery which they re-

quire to engage in these games. Many
newspapers, during the summer months,

run little talks on "A Day's Outing" or

articles of a similar nature. Tell your

customers that you have a particular hat

for this day's outing, or that you have

fishing tackle for a day's angling in the

nearby brook or stream, or that you have

the bathing suits for boys or men who
are going to the water's edge for their

holidays or for even a day, or that you

have cool outing suits and clothes for

golfer, the tennis player or the boatsma.i.

Fraternal Outings.

During the months of July and August

many of the fraternal organizations take
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a day's outing to a distant point. It is

generally by the water. In this, there is

a chance to do a good day's business in

inexpensive ^ hats, bathing suits and in

little, inexpensive canes and other

articles of use for a day's sport. Dress
your windows for that day. Find out

what would be particularly good for that

occasion for the hundreds who are

"taking in" the excursion and feature it

;n your windows and your advertising.

There is a good day's profit to be had In

this kind of business, profit that will

make up for many dull days in these two
quiet months of the year.

Go Into It Whole-Heartedly.

Merchants who have gone into a sport-

ing department in connection with their

bu.'oiness seem to agree that it must be
gone into whole-heartedly. While the

initial outlay for an up-to-date sporting

department might be somewhat heav>, in

the long run it would^ if properly pushed,

easily pay for itself. Big profits can be
made on sporting goods and, as has been
pointed out, the styles are not subject to

ficlde fashion. If you ha\e never made
the effort to carry a line of sporting

goods, we think it would be well worth
your while to give it consideration, hav-

ing due regard to the particular sports

\vh;ch are indulged in in your commun-
ity or ths places which arc frequented

by residents in your town or city. As a

clothier or haberdasher it is your right

to cater to the wants of your customers

in all matters of dress. Sporting goods

are legitimate grist for your mill. A
customer of yours who buys his sporting

goods out of town may go out of town
for other things. You should try to keep

his trade in town and in your store.



MEN'S WEAR REVIEW

Arthur Moquin, of 501 St. Catherine St. East, Montreal, has recently opened n branch establishment Uptown, just

off Bleury Street, where he is showing a complete range of men's furnishings, including underwear, gloves, hosiery
and headivear. The above is a picture of part of his opening dsplay, which is noteworthy in respect of the admir-
able selection shoivn. The grouping of merchandise from the several departments represented is skillfnlly done, and
the ivindoivs present an array of well-chosen merchandise, selected with a view toivard an attractive color scheme
combined ivith simplicity of arrayigement, both of which features are well calculated to arrest the attention of the
discriminating dresser. The important feature in regard to Mr. Moquin's display is the fact that he has presented
an entirely adequate range of all the wanted lines of men's haberdashery, luithout any undue crowding or "over-
dressing," which so often mars an otherwise attractive windoiv.

Maliciovis Rumors Are Nailed;

Dowlers and Bradley Victims
Rumors That These Firms Had Been Fined by the Board of

Commerce For Profiteering Are Given Emphatic Denial
— Should Appeal to the Board for Statement.

RETAILERS should not hesitate t

use the offices of the Board of

Commerce to protect them from
the mis-statements that, apparently, are
being circulated in a number of towns
and cities with regard to the business
conducted by some of the men in the
trade. Two instances of this have re-

cently come to the attention of the Men's
Wear Review; one in the case of R. H. &
J. Dewier, Ltd., who have stores in

London, St. Thomas, Sarnia and Windsor,
and the other in the case of Chas. T.

Bradley of Port Colborne. It seems
that the rumor was spread with regard
to these two firms that they had come
under the investigalion of the Board of

Commerce and had been fined for pro-

fiteering. It can readily be seen that

considerable damage might be done to a

firms business if such a rumor were al-

allowed to go unchecked. The thing to

do is to nail the lie to the masthead.

What Dowlers Did

In the case of R. H. & J. Dowler, Ltd.,

they immediately dispatched a night

lettergram to the Board of Commerce as

follows:

—

To W. H. Murdock,
High Cost of Living Commissioner,

Ottawa, Ontario.

A persistent rumor is being circulated

in each of the four cities in which we op-
erate a store that we have been prosecut-
ed and fined by the high cost of living

commission for selling a suit for $90.00
to one of your investigators which was
found to cost only S29.50, after forcing
us to produce the invoice.

This rumor is being discussed at

5 o'clock teas, council meetings, lodges
and farmers' clubs, etc., and is liable to

undermine and endanger our trade and
our prestige of playing the game fair

with the public.

We would ask you to be kind enough
to send us an official denial of this

rumor, with the privilege of publishing
it in each of our local papers. This is

becoming very serious, and your earliest

attention would greatly ablige.

(Signed) R. H. & J. DOWLER, LTD.
Per R. H. Dowler, Pres.

To this lettergram, the following re-

ply was made by Commissioner Murdock:
Ottawa, June 8, 1920.

Messrs. R. H. & J. Dowler, Limited.

London, Ont.

Dear Sirs—Acknowledging receipt of
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your night lettergram of June 5, which

was acknowledged by the board's sec-

retary on June 7th.

This board has not been in a position

to investigate the conditions in your sev-

eral clothing establishments on account

of the impossibility under civil service

commission regulations to secure the

expert assistants th.it we require in mak-
ing such investigations, and, therefore,

no such investigations as referred to in

you night lettergram have been made by
our board, nor do we know of any cir-

cumstance connected with a suit costing

you $29.50 having been sold for $90. In

fact, we would assume and hope that no

such condition could be shown now or in

the future when it is hoped proper in-

vestigations can be made with the assis-

tance of properly chosen and trusted

investigators.

I have received by the morning's mail

copy of letter from the St. Thomas Dis-

trict Trades & Labor Council which ap-

parently refers to the same rumor dealt

with in your night lettergram.

In the case of Chas. Bradley of Port

Colborne, a most emphatic denial headed

"To block the slandering tongue of a

malicious liar," wa.s made in the Port

Colborne paper.

It would seem, however, that where

such rumors are in circulation, it is a

good plan to appeal to the Board of Com-
merce for a statement from them in

regard to the case. There is no reasons

why such rumors would be allowed to

circulate when there is every machinery

provided for giving them a flat and un-

equivocal denial.



Merchants Carrying Too Much Stock
"Not Less Than Two Billions of Surplus Stocks Are Carried by
Merchants of Canada and United States," Says Canadian Banker

in Addressing Saskatchewan R.M.A. Convention

THE most helpful address deliver-
ed at the convention of the Sas-
katchewan R. M. A., in Moose

Jnw. Sask., was the clear exposition by
Arthur W. Maybee, local manager of the
Canadian Bank of Commerce, of the re-
lations of the banks to the country
merchant. And incidentally, Mr. Maybee
took the opportunity to warn of the
coming downward readjustment of prices
that merchants must prepare for.

"The merchants of the West are carry-
ing too much stock," said Mr. Maybee.
"A well-informed authority tells me that
not less than two billions of surplus
stocks are carried by the merchant of
the United States and Canada, and that
one-half of this has been purchased since
prices reached their present high levels.

On their own statements, from 25 per
cent, to 50 per cent, of the total assets
of the merchants in the three provinces
of Alberta, Saskatchewan and Manitoba
consists of stagnant merchandise and
uncollectible accounts.

Have Wisely Cut Stocks

"Manufacturers and wholesalers in
most cases have wisely cut their stocks
to the limit at the present time. That
means that the country merchant is go-
ing to be the goat when the readjustment
of values comes around.

"I don't think the drop in prices will
be gradual. The rise has been gradual,
but in all markets the downward trend
is invariably precipitate. There is no
precedent for a gradual readjustment
downward of prices.

"The result in the case of merchants
who have stocked up with goods bought
at speculative prices is hard to foretell.

(Staff Correspondence)

It is the business of merchants to buy
end seU and not to speculate.

Mr. Maybee, in discussing the relations

of the banks to the merchants, cleared
up many misunderstandings that have
existed in the past. In part he said:

"Some people believe that because the
banks loan the people's money, the peo-
ple should have some say in the way the
money is loaned. But the banks are
responsible to the people for the money
that is entrusted to their care and they
must exercise discretion in loaning it.

"The first fundamental of a loan from
a bank is that there should be security

for its repayment.

Ready to Assist Production

"The banks are always ready to con-
sider a loan to a party who will devote
the funds to increasing production. We
cannot loan money against fixed assets,

lands, buildings, etc., as this would be
invading the field of the mortgage com-
panies. Because of the need of increas-

ing production the principal classes of

loans in the West are to farmers. Next
to the farmers comes the business of the
manufacturers and the wholesalers, be-
cause the standards of doing business in

these cases is usually such as to make a
low rate of interest possible. The bank
suffers few losses.

"Then comes the business of the re-

tailers and it is guided largely by past
experience. This experience has, I am
sorry to say, been extremely unfortunate
in the past. The banks have had to face

serious losses, largely through in-

efficiency in merchandising. The aver-
age country merchant has probably not
had sufficient training to conduct his

business on an accurate basis and it has

been very difficult to get accurate infor-

mation from retailers who have asked

for loans.

Too Many Uncollectible Accounts

"Country merchants have given us no
end of trouble by carrying down from
year to year accounts long outstanding
and uncollectible, and by including in

their statements of assets merchandise

that is quite unsaleable. This stuff ac-

cumulates like a rolling snowball.

"The merchant too seldom depreciates

his fixtures enough. That cannot go on;

the merchant who does not provide

enough each year for depreciation will

find some day that he will have to re-

place his fixtures from the profits of the

current year.

"The merchant must keep his accounts

collected. It is not the function of the

bank to loan money to the merchant for

him to loan to the farmers who deal with

him, and yet that is just what it does

when it loans money to the retailer who

buys his goods on a 30 or 60 day basis

and carries his farmer customers along

for six or eight months. We have bank

branches to carry the farmers when they

need funds. If the farmer is entitled to

a reasonable amount of credit there is

no reason why the itierchant should carry

him. He should borrow from the bank

and pay his bills."

Mr. Maybee also emphasized the

necessity for retail merchants carrying

sufficient fire insurance on their build-

ings and stock.

DEMANDS OF BRITISH HABER-
DASHERY MARKET

J. Vernon McKenzie, Canadian Trade
Commissioner at Glasgow, in a letter
to a correspondent, makes the following
interesting notes on the British demands
for shirts and collars:

"Retail men's furnishing stores ap-
pear to have a fairly adequate stock of
dress shirts at the present time. There
was an acute shortage for several
months after the armistice, and this is

just now righting itself. There would
appear to be an adequate supply of col-
lars as well, the general opinion of the
trade, as expressed particularly in one
of the trade journals, being that there
•will be an extensive soft collar trade.

"There is absolutely no prejudice here
against goods from Canada, or from tTie

United States, as long as the cuts desir-

ed are supplied, and particularly if the
manufacturers do not insist upon a label

or marking designating the origin of
the goods. Retail shirt stores are very
keen to have a label attached to each
shirt, with the name thereon of the parti-

cular retailer selling it. As to special

cuts or styles, the war appears to have
effected no material change in this re-

gard. I think that there is little hope
of persuading an Englishman, Scots-

man, or Irishman to v/ear a coat shirt.

Buyers tell me that there is no scope
for the sale of such shirts, except to

Canadians or American who may be
here. The British buyers also condemn
the scantiness of the cut or skirt of the

usual American or Canadian shirt."
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RESOLITION OF CONDOLENCE
The Associated Clothing Manufactur-

ers of Toronto have passed the following

resolution with regard to the death of

the J. H. Follett:

"In the death of Mr. Joseph H. Follett,

of J. J. Follett on May 18, 1920, this as-

sociation has lost a member whose
courtesy and high principles were out-

standing features in his business and
social relations. His integrity, good
judgment and keen sense of apprecia-
tion contributed to the success of this

organization and gave him a warm place

in the hearts of his associates, i

"Resolved that the Associated Cloth-
ing Manufacturers go on record as ex-

pressing their profound sororw at his

death and extend to his bereaved family
their most sincere sympathy."



Budget's Affect on Business;

Knockout Follows a Solar Plexus
Mistakes That Were Obvious to the Pubhc Unsettled Business Because They Knew There

Would be Amendments—First Budget Checked Business, Second One Killed It

—A Panicky Month.

USUALLY, the advent of the budget
creates but little disturbance i

retail business circles. Its meas-
ures are, ordinarily, not so stringent or

radical as to upset trade to any marked
degree. Moreover, the budget is consid-

ered to be something after the nature of

the laws of the Medes and Persians,

which altereth not; the morning after it

is introduced in the House it is law and
few amendments, and those of no great
moment, are allowed. It, therefore, has
had a stability about it and business has
sat down the morning after the budget
with a comprehensive knowledge of what
lay before it, and buckling on its armour
to meet what eventualities may arise

during the next twelve months.

This year, however, it has been quite

different. It has come out in serial form,

with almost a new chapter every morn-
ing. It was obvious from the very first

that the first budget, that one introduced

on the 18th of May, could not stand. It

had too many glaring mistakes in it and
its effect upon business was palpably

disastrous unless amendments were
made. Those amendments have been
made; and while there is still some dis-

satisfaction with it so far as men's wear
trade is concerned, it is much better than

at first. It is hard to understand the

logic whereby the tax is imposed on the

excess in the case of a suit of clothes

and levied on the whole amount in the

case of hats, ties, socks and underwear.

Are the latter any less of a necessity to

a man's wardrobe than the former?
Apparently, the members of the Govern-

ment think so, that is why the tax is

collectable on the entire amount.

A Panicky Month.

The introduction of the budget came in

the very middle of a panicky month.

Wanamaker of New York, had started

things moving across the border by his

big sale—a sale the genuineness of which

has been taken into serious question since

it began. But its affect on business was
undoubted. Price-cutting became the

order of the day and the big stores in the

big cities from one end of the country

to the other began a price-slashing

campaign for which there seemed but

little need unless it was due to the action

of the banks in refusing further credit,

and retailers were forced to unload good

stocks to pay their bills.

The effect of this sale was not lost

in Canada, though tiie extent to which it

went was comparatively small. Rumor
had it that the banks were going to cur-

tail credit, and a poor spring's business

$9 SUIT OF CLOTHES TO BE
ON SALE IN FRANCE

Men's suits at 45 francs {in nor-
mal tJTnes about $9), will be pos-
sible in Paris, according to news-
papers, if a campaign being con-
ducted by them is successful. The
Government is holding viore than
2,000,000 yards of cloth suitable

for clothing, and is being urged to

release sufficieyit for 700,000 suits,

under an agreement with manu-
facturers and unions, by which
each suit could be made at as low
a cost as possible.

was shown by full shelves of costly goods
Many sales followed, some of which, no
doubt, were a necessity so far as the
merchants conducting them were con-
cerned. Many had failed, during the last

two or three years, to keep their assets
liquid, with the result that when a pinch
began to manifest itself they were un-
prepared to meet it.

Budget Was a Solar Plexus

The introduction of the budget on the
18th of May was, to the men's wear
trade, a solar plexus blow. Merchants
awakened on the 19th to read their morn-
ing papers and wonder, after having one
so, where in the world they stood with
regard to business. Some of them have
not yet found out, for the whole thing
is an intricate affair that will take some
time to work out satisfactorily. Men's
Wear Review has found manufacturers
who do not know yet the amount of the

tax that has been placed upon their pro-

duct; and we have come across retailers

who have been collecting a tax on suits

of clothes at all prices, on hats on the

excess of $7.00 rather than in excess of

$7.00, and on some other taxable articles

not at all. But to have left the tax on
clothing as it was fixed by the May 18th

budget would have proven disastrous to

the heaviest end of the trade, and mer-
chants knew it. Scores, with whom Men's
Wear Review has talked, say that busi-

ness was brought practically to a stand-

still by this budget, not altogether be-

cause of its literal provisions, but be-

cause of its unsettling effect. It was
perfectly evident that it could not stand;

the consuming public knew as well as

merchants, and so they waited, believ-

ing, on the one hand, that changes would
be wrought in the budget before it was
finally left, and, on the other, that lower
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prices were in the air, anyway, and musu
come sooner or later.

Second Budget a Knockout

Strangely enough, though the second

budget was a thousand per cent, im-

provement on the first one, it was a

knockout blow to business, and for some
days business was absolutely dead. The
reason, of course, was the method that

had been adopted to make it effective,

By changing the tax on clothes and shoes

so radically and stating at the same time,

that these new amendments would not

come into effect until approved by Par-

liament, which would mean some days,

the consuming public knew that it only

meant a matter of days before they could

save literally dollars on prospective pur-

chases. In the case of a $50 suit, for

instance, they knew if they waited, that

instead of paying a tax of $5.00 they

would pay a tax of 50 cents. Why
wouldn't they wait? And, once agair

the effect of the budget was to still

further unsettle the public mind.

Changes had been made in the case of

suits, shoes, hats and other articles why,

so the public reasoned, would there not

be further changes to their benefit?

And such changes did come which

thoroughly justified their waiting for

further amendments to the budget.

Business Was Hurt

On the whole, the introduction of the

1920-21 budget will be remembered by

business men as one that unsettled and

hurt business to a considerable extent.

Of course, there is a very good reason

for making the budget effective the

morning after it is introduced. Were it

otherwise, there would be considerable

speculation which, in the end, would

work a great deal of harm. At the same

time, there seems little excuse for the

harm done to business by the intro-

duction of a budget that contained mis-

takes that were so obvious from the very

first. Canada should have public ser-

vants as budget-makers who can see far

enough ahead to avoid serious mistakes

that are apparent even to the dullest of

minds. There may have been courage in

the stand taken by the Minister of Fin-

ance that, having made a gross blunder,

he would rectify it. But it was courage

that cost Canadian business men many

thousands of dollars.



The Making of the Fur Felt Hat;
Pver $8,000,000 Invested in Industry

Making of the Modern Canadian Hat Really Began in 1914—Much of the Process Done
Under Water—The Work of Skilled Hands—Between Eighty and Ninety Operations.

THERE are many men, even

amongst retailers, who imagine

that the making of a fur felt hat

is like the making of a suit of clothes,

that yards and yards of felt are trucked

into a factory and there cut up by a num-
ber of machines until they take the var-

ious forms and shapes in which they are

marketed. Nothing could be fartlier

from the truth as Men's Wear Re-

view can testify after a visit to the

Fried, Grills & Co., with factories in

Toronto and Guelph, a visit in which the

operations were explained by W. Galvin

of this firm. From the time the raw fur

enters the factory in five-pound pack-

ages until, after its eighty-five or ninety

operations, it becomes a completed article

ready for the retailer's sholves, the hands

of skilled workmen handle and fashion

it and mould it into the perfect creation

it has come to be as a Canadian pro-

duction.

Over $8,000,000 Invested

The history of the Canadian hat mak-
ing really assumed serious proportions

after the year 1914. It was an ill-wind

that declaration of war in 1914; but in its

teeth it carried a new leaf of history

for the Canadian hat manufacturer.

Foreign markets were cut off to a con-

siderable extent, both because of trans-

portation difficulties and because labor

wai seriously interfered with by the

call to the colors in the various countries

engaged in the great struggle. Before
that time, the Canadian production was
of the cheapest variety the best hats

came from foreign markets. Now, the

Canadian hat, so jobbers say, is a first-

class production and competes well with

the foreign goods, and is constantly being

improved upon. There are over $8,000,-

000 invested in the eight or ten factories

in Canada making hats and among these

men are young men with visions who look

to a proat future for the industry on this

half continent.

Dififerent Furs Used

In the making of the fur felt hat, the

xabbit fur is, perhaps, used to the great-

est extent; but there is not a little of the

mink, beaver, muskrat and seal. These
different furs go into the factory in little

five-pound packages, packages which con-

tain the different qualities of fur out of

which the felt hat is made. The fur is

first mixed well by hand and then it goes
into the hopper where it is all thoroughly
mixed and purified as it goes through
€ight ten-sections machines. It comes out
of this hopper as pure and light as the
finest down, with all the impurities ex-
tracted from it. It is really after it

The Happy Medium
Some there are who sell put all

their lower-price materials at old

prices. Very unwise. Those
loho know more, hold back
and put their low-price pur-
chases with what they have lately
jnirchased, and strike an average,
which we consider of advantage to

the trade at large.

In fact, enquiry proves that this

is becoming a more ordinary pro-
ceeding with the retailer who puts
old and new stock together and
strikes the happy medium and so
delays the big jump in prices in-

volved in manufacturing from
goods at to-day's undiluted prices.

It serves to temper the too strong
advance necessary to tnaintain av-
erage profits which are obligatory
on the prices of to-day.

—The "Outfitter."

comes out of this operation that the in-

dividual work on the hat commences with
the weighing of the fur that is to go into

it. The fur for every hat is weighed out

singly; and from now on, down to the
time when the finished hat is ready for

shipment from the factory, skilled hands
develop it through some eighty opera-

tions to its final form.

Much of Process Under Water

The felt hat must be non-shrinkable,

and much of the process of making it

involves the use of water. Following the

weighing out of the fur, it is spread over

a cone that is as large as the ordinary

beehive. When it comes off this cone it

looks' like a very large Red Riding Hood
and is so light and tearable that it cannot

be touched with hands. Squares of can-

vas are thrown around the cone-shaped

piece of felt; it is lifted off this machine
called the blower, and, still on the cone

itself, is submerged in water so that it

may be sufficiently hardened that it can

be touched with the hands that must next

work on it. This is, perhaps, one of the

most delicate operations in the entire

process, for one false movement of the

hand and the whole body of the hat is

destroyed.

Shrinking and Dyeing

The next operation in the making of

the hat is the shrinking of this large

cone-shaped piece of felt down to the size

of the finished product. This is done

without the loss of any part of the felt,

whatever; it is thus that the felt hat is

made unshrinkable because this rolling
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and shrinking process is done entirely

under water. Of course, this body-mak-
ing corresponds with the size of the hat.

After the rolling and shrinking process,

the felt is dyed the required color. "The

felt is thoroughly dyed through and
through, the process taking from one to

eight hours to complete.

The next operation on the hat is to

give it shape. It is called the tipping,

brimming and water blocking. Until this

operation begins, the felt is still in the
shape of a cone; when this operation is

completed, the rough shape of the hat
has been moulded. This operation, again,
is a water operation; and immediately
following it, the hat must be thoroughly
dried before it is what they call pounced,
that is, all the roughness of the fur re-

moved. The rough hat is blown-dry in

a room heated to a tremendous temper-
ature; if the hat were not perfectly dry
before the next operation, that is, the
stiffening of the hat, the operation could

not be accomplished. Stiffening could

not be put into the hat if there was any
dampness in it; hence it has to be per-

fectly dry. Then follows the blocking

of the crown which is done by steam, a

cord being tied around the base of the

crown to maintain the shape thus given.

The Finishing Room

After the hat is given several iron-

ings, which is an automatic process, the

hat is taken into the finishing room where
all the trimming is done. The finishing

is done by a sand-papering process, and
after this operation is completed, the

hat has the proper gloss to it. The
bands are then put on, the leathers put

in, the join at the back of the hat made,
and the bindings completed.

The final operation on the hat is the

flanging where the proper curve is given

to the brim of the hat. This is a pro-

cess involving the use of sand bags in

which there are electric coils. The hat

is placed on a brim mould and the sand

bag, containing the electric coils, is let

dowTi over the mould till the proper

curve to the brim is set.

Then the hats are slicked and packed

in boxes ready to be shipped.

Canadian importation of worsted tis-

sues from England still continue to be

very heavy. In May of this year 2,580,-

000 square yards came to Canada com-
pared with 2,055,000 in April and out of

18,363,000 square yards of woollen tis-

sues 2,000,000 square yards came to Can-
ada compared with 1,545,000 in April.

This is well above the figures immed-
iately prior to the war.



Ely's are opening a new store on King
Street West, between Yonge and Bay.

ing and furnishings w?.s taken and the

cash register relieved o£ $75.

Peter Gillespie, of Vulcan, Alberta, is

disposing of the gent's furnishing end of

his business.

Walter Messig of Melfort, Sask., has

moved into his new quarters opposite

Moser-Cruickshank, Ltd.

Chas. H. Preston has opened a new
store for clothing and furnishings at

169 Roncesvalles Avenue, Toronto.

Five Youths were fined by Judge
Coatsworth in Toronto for stealing neck-

ties from the E. & S. Currie Co., Ltd.

M. Goodman, of Lethbridge, has moved
from his former store at 210 Fifth

Street South, to 503 Fifth Street South.

L. Sweden, proprietor of the Stratford

Home Tailors of that city, was robbed
of several suits of clothes on Sunday
night, June 6th.

G. Hawley Walker, of Toronto, is

conducting a retiring sale. It is his in-

tention to retire from active business

within a few weeks.

H. O. Stewart's gent's furnishing store

at Belleville was entered on the night of

June 22nd, and $50 in cash, some cloth-

ing and war stamp 5 stolen.

F. P. Blackhurst and Harry Gill of

Paris, Ontario, have dissolved partner-

ship. The date of dissolution was June
1st. Mr. Blackhurst is continuing the

business.

A settlement of the strike in the Firth

Bros, establishment of Hamilton, when
some seventy workers went out, has been

reached, to the satisfaction of all parties

concerned.

E. B. Crompton & Co., Ltd. of Brant-

ford, Ont., have bought the stock and

goodwill of the M. E. Long Furniture

Co., Ltd., and are now running a $30,-

000 furniture sale.

.loseph Blumenthal's store on Main
Street, Brampton, was robbed on Sun-

day, June 20, when considerable cloth-

J. A. Gilker, of Nelson, B.C., is mov-
ing into a new building and in connec-
tion tlierewith is offering special reduc-
tions on men's and boys' suits and a
20 per cent, reduction on furnishings.

Burglars recently entered the store of

Charles E. Magnusson & Son of St. John,
N.B., and $300 worth of goods taken out
of the store which, however, were conse-
quently recovered. Considerable damage
was done by the burglars.

The Old Clothes League has been in-

corporated with head offices at 145 Shaw
Street, Toronto. According to the con-
stitution, men and women not only
pledge themselves to wear old clothes,

but to help speed up production by honest
work.

Scotia Store, Sydney Mines, N.S., was
recently robbed of several suits of

clothes by a star actor who walked into

the store at noon, threw the clothes out

the back window and subsequently car-

ried them away in a sack. They were
ultimately recovered, however.

A. H. Patterson, director of the Dr.

Jaeger Sanitary Woolen System Co.,

Ltd., of London, England, and formerly

Canadian manager, recently spent some
weeks at Canadian headquarters of the

Company in Montreal. While here, he

enjoyed a good deal of Canadian golfing.

Flowes Bros., have recently started a

high-class men's furnishing and clothing

store on Dalhousie Street, Brantford,

Ont. Albert Flowes was formerly with
Wiles and Quinlan of Brantford, and W.
J. Flowes was head salesman for 18

years for Robinson's Up-stairs Clothes

Shop in Vancouver, B. C.

S. M. McKay, clothing merchant of

290 Queen Street East, Toronto, was re-

cently robbed of about $500 worth of

clothing and haberdashery. The arrest

of three men has been made in connec-

tion therewith, and it is believed these

men have been active in other similiar

burglaries in this city.

Saver & Doyle of Arnprior, Ontario,

conducted a big sale from the 11th of

June to the end of the month in which
they gave a straight 15 per cent, reduc-

tion on all men's and boys' clothing, and
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a 10 per cent, reduction on a number of
furnishing lines. One of the catchy
headlines of an advertisement was "A
community can prosper only by the sup
port of its people!"

Good Increase in

Tooke Profits

Amount to $238,230, a Gain of $85,920
Over 1919

Montreal.—A substantial increase in

profits, accompanied by a strengthening
of the financial position of the company
is disclosed in the annual statement of
Tonkc Bros , Ltd. Net profits for the
year ended May 31, after provision is

made for war taxes^ amounted to $238,-
230, a gain of $85,920 over the 1919
showing, and one of $102,472 in excess,

of that for the preceding year.
After depreciation of $15,000 was pro-

vided for, and deducting preferred divi-

dends, which included all arrears on the
senior securities of the company, there
remained a balance of $119,805 applic-
able to the common stock, against $51,-

122 in the 1919 period and $38,070 in the
It-'l.S one. The year's earnings, after
all deductions, are (equal to approxi-
mately 18.5 per cent, on the outstanding
common stock issue of $650,000.
The b.alance sheet shows an exces-s of

current assets over liabilities of a simi-
lar category of $727,377, compared with
$388,296 at the end of the company's-
last fiscal year. Inventories are up by
$291,056, reflecting, in all likelihood, the
increased costs cf raw materials, but
this increase is more or less offset by
the item of $491,731 in bank loans, com-
pared with $315,000 as at May 31 a year
ago. Accounts payable are also higher
at $484,336, against $395,966 last year.
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There appears to be a glutting of the

wool market in England as a result of the
meagre sales during the last two months.
During the first three months of the

year arrivals of wool were small. In

April, arrivals were normal and the price

reached the top point. Since then, again,

withdrawals have been heavy and it is

estimated by Sir Arthur Goldfinch, that

if the Government supply is to be mark-
eted successfully to give a chance to the

new Australian clip 225,000 bales must
be marketed monthly. Up to the end of

June this program fell short by about

50,000 bales which means that the carry-

over at the end of the year will be

1,000,000 bales plus and deficiency during

the next six months. During the first

half of June the value of fine wools-

dropped about 50 per cent.
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Says Reputable Manufacturers

Cannot Lower Their Prices

B. Gardner, of Montreal, Outlines Conditions Which Make It

Almost Impossible to Lower Prices—Cost of Raw
Wool Has Little to do With It.

MONTREAL. — Reasons for the

continued nigh prices in men's
clothing' have been outlined by

B. Gardner, of the Ben Gardner Clothes

of Montreal in the following interview.

While there has been a persistent cry

for lower prices in clothing, Mr. Gardner
does not see any justification for such
prices, taking into consideration the

prices of raw materia! and the cost of

production.

Owing to the persistent cry for the

lower price in clothing there has been

a temporary slacking up in the buying

of men's clothing. There is also a false

impression that there would be a fall-

ing ofl' of price in rav/ wool, which noces-

st^rily would mean a decrease in the price

of clothing.

Mr. Gardner says that this element is

one of the least to consider in the cost

of clothing to-day. He explained to

Men's Wear Review thafc there was
about three and a half pounds of spun
yarn in each suit and that this repre-

sented only about one-fifth of the total

cost of producing a suit of clothes.

Shcu'd the price of raw wool decrease

even 20, 30 or even 50 per cent, this

would not have any marked difference

on the ultimate price of the garment.
The facts about textiles to-day are

little known and the Canadian mills are

ofl'ering cloth for Spring deliveries at

an increase from 25 cents to $1 per yard
on domestic fixtures, and as for the
English market, reports have come

t.'irough to-day that there was an in-

crease by the Lancashire mills and the

best Scotch mills from 25 to 100 per
Cent., in some cases over prices a few
years ago. Of this the price of shoddy,
wh'.ch could be bought at Is. 6d. before

the war, had in April risen to 7s. 9d.,

and to-day was selling at 10s. lOd. Cot-

Ton linings and trimmings had increased
in the sam.e proportion, and in one in-

stance a certain canvas has increased
400 per cent, over the pre-war price. The
insignificant item of a button, had, too,

increased to an alarming extent, the

price which, for December 1920 delivery

and for Mai'ch ] delivery were 100 per
cent increase in four months' time.

Buttons that could be bought for $1.25

a gross were now $1.45, some that could
bo bought for $1.90 are now listed for

$3.75; then added to all this comes the

increase in cost of labor making up the

clothes. On May 1 an increase had btcn
granted of 15 per cent, over the wage
scale then prevailing. This, too, must
be taken into consideration and shows
that the cost of pi'oduction in the clot'n-

ing industry has mounted to ahnost an
unheard of figure.

Prices for Fall, 1920 delivery are in-

creased ov{!r those of Spring, 1920, and
the prices for Spring, 1920 will be again
increased, if the present conditions are

prevailing.

Mr. Gardner insists that the reputable

manufacturers who are making clothes

up to a star.dard which they have attain-

Got Price Raised

From $5 to $7

Flat Men to Form Organization

Manufacturers and wholesalers of

hats made an effort when the budget
was under revision to have the tax

levied in the same manner as it hd;s

been done in the case of clothing and
boots, that is, on the excess amount of

a given figure. In presenting their

views to the Government they urged
that a hat was as much a necessity to a

man's outfit as a suit of clothes or an
overcoat, and, therefore it should be

placed on the same basis as clothing.

These views were laid before the Gov-
ernment by Mr. Crean, of the Robt.

Crean & Co., Ltd., of Toronto, Mr.

Dineen. of Ansley, Dineen Co., Ltd., To-

ronto, and Mr. Galvin, of the Fried

Grills & Co., of Toronto.
The result of their efforts was that

they were able to have the exemption-

price raised from the original $5 to $7,

but they were unable to have hats placedi

on the same basis as clothing.

Hat manufacturers in Canada are be-
ginning the formation of an organiza-
tion. At a recent meeting, Mr. Crean,
of the Robt Groan & Co., Ltd., Toronto,
was elected president of the new asso-
ciation, and Mr. Dineen, of the Ansley,
Dineen Co., Ltd., of Toronto, vice-

prerident.

Ti is the intention to iDroaden this
organization, and on July 15 a further
organization meeting will be held, at
which both manufacturers and whole-
salers from different parts of the coun-
trv will be present.

ed from years of manufacturing will not
bo able to lower their prices.

It is sometimes difficult to make a window out of a simple but very necessary little article like belts and to dress it

171 such a way that it will be the centre of attraction. A novel idea, perhaps, is one of the best ways of ingratiating
it into the good graces of the public. Such an idea has been introduced into the window shown above. A real cow
in a windoiv would create an attraction and this is real enough to make it a real attraction. There are many points
in this ivindow worthy of close study on the part of the retailer when he wants to dress a window with belts.
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Public Will Forget Taxes by Fall;

Budget Helping Prices Downward
Retailers and Manufacturers Say That Every Day Away From the i8th of May Makes It

Easier to Collect Taxes—Will Popularize Exemption Prices, But Quality Will Tell
'

in the Long Run—Outlook Improving.

AFTER scores of conversations
with retfiiler? and manufacturer;
in all lines of men's wear, Men's

Wear Review believes that the situation

with regard to the effect of the budget
on future business may be summed up
in two phrases. They are:

1. The fai-ther you get away from
May 18 the easier it is to collect the
taxes; by fall people will pay them with-
out a murmur, and

2. Its general tendency will be to help
prices downward.

The Retailer's Point of View

Even from the. very first, before any
amendments were made to the budget,
retailers found that, though business
was nearly at a standstill, the least ob-
jection came from the consumer in the
payment of the tax on furnishings. The
felt hat season was about over and the
tax did not hit many of the straw hats,
unless Panamas, and the man who
bought a Panama would not object to the
tax. By fall, retailers feel that people
will have become inured to the tax—that
is, as inm-ed as people can be to direct
taxation—and will not object to it. There
were still some $3.00 shirts to be had,
and if a customer had to pay more than
that the tax did not amount to a great
deal, unless it were a silk shirt, and the
retailer always has a good argument for
that gentleman, for if he wants a silk

shirt he ought to be willing to pay the
luxury tax on it. The price on hose is

not so good, for there are precious few,
if any, silk hose in the ti-ade at $1.00 a
pair. This will always be a difficulty to

be faced unless there is an amendment.
The tie price, too, is lower than it should
be; but retailers who handle many ties

say that the people are getting used to

the tax, and, by various methods, such
as including the tax in the price quoted
to the customer, they are o ^ercoming
what difficulties have arisen.

Popularizing Exemption Prices

Retailers state that the luxury taxes
are, to some extent, popularizing the
exemption prices. Now, many customers
who are out to buy have certain prices

firmly fixed in their minds; $45 for a
suit of clothes; $1..50 for a tie; $1.00 for

a pair ox socks; $3.00 for a shirt: iRV.OO

for a hat; $3.00 for a cap, and so on all

down the list. There are, perhaps, four
classes of customers: Those who buy
cheap goods, those who buy moderate-
priced goods, those who buy moderately
high-priced goods, and those who buy
the exclusive, very high-priced goods.

Now, the budget is having the effect of

lov.ering the purchasing .standards of

Don't Trifle With the Budget

A clothing man who has been in close touch with the government on
matters in connection with the budget in discussing it with Men's Wear Re-
view, advised that we tell our readers not to trifle with this budget. What
he meant was that it would be inadvisable to try to escape it by the various
ill-considered methods that have been suggested in a number of the daily
newspapers, such as selling the three pieces of a suit separately, etc. For
instance, if a man sold a $60 suit, charging $45.00 and putting the other
$1.5.00 in his pocket, it would show up at the end of the year in the examin-
ation of his invoices. The difference between his invoices and sales at the
end of the year, if he adopted this policy, would show him to be a bank-
rupt; and if he were not a bankrupt there might be trouble. This gentle-
man after conferences with members of the government stated that an ex-
ample would certainly be made of the retailer who endeavored to escape
it by one means or another. His license could easily be taken away and
he would have difficulty in securing another one in this country.

Men's Wear Review believes that there are, indeed, very few men of
the trade who would endeavor to put sharp practice into their interpretation
of the budget. It is a complicated affair but !ve hope we have made it simp-
ler by the insert which appears in another part of this issue. If there is

still any point about it that is not clear have no hesitation in dropping us
a line and we will do the best possible to straighten out the. tangle.

these four classes just a little bit in each
case. Each class is figuring on spending
just a little less for their men's wear,
so that their yearly outlay for clothes

may not be any higher than it has been.

The general effect of this movement, as

the Government hoped, will be to gradu-

ally lower prices, because, with this

movement, is associated another one that

had its origin further back, namely, to

make clothes wear longer on account of

the high prices Retailers express them-
selves as pleased that the deflation of

prices is gradual, rather than sudden
and vnthout panic. Considerable loss

will thus be avoided.

Affected Cancellations, Too

There is no doubt that the budget
helped along the many cancellations of

the last two months. Perhaps the first

cause of cancellations was the poor
spring business. Immediately after the

introduction of the budget on May 18

other cancellations followed. Since the

first amendments were brought down,
these have not been nearly so frequent;

and, at the same time, weather conditions

have lent encouragement to the crop

outlook, which, in turn, brightens the

prospect of fall business.

Affect on Manufacturers

In talking over the situation with
many of the manufacturers in different

lines, almost the same conclusions have
been reached. Many of them have been
the victims of heavy cancellations, but
they feel confident that this business will
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return to them in due time. They are,

by no means, unappreciative of the dif-

ficulties of the retailer. They feel, not
without some justification, perhaps, that
many retailers are cancelling too much,
that is, they are not making provision
for the legitimate needs of the trade.

The affect of this on them is that their

organizations are being affected ad-
versely and when the time comes that
merchants want goods they may not be
able to provide them. And if they are
able to provide them, the rush may be so

great as to again repeat what has been
happening, that is, to reduce the supply
in proportion to the demand with the in-

evitable result of higher prices again.

Necktie men say that business is quiet

and some of them do not look for better

business for thirty- or sixty days yet.

They feel that prices have reached the

peak load, though they are equally sure

that the declines will be very gradual

and will not be felt to any appreciable

extent for some time yet. They say that

it is impossible, at the present time, to

get any decent neckwear that will sell

for $l!50; the cheapest is $2.00, and

they feel that the tax should have been

on the excess of $1.50 rather than in-

cluding the entire amount.
Hat men are better satisfied that the

exemption price has been raised to $7.00

instead of $5.00, because a felt hat at

$5.00 is almost an impossibility. There

is also a feeling amongst them that the

peak load in prices has been reached and

that there will be lower prices, though

(Continued on i^at^e 64)



MEN'S WEAR REVIEW

Particular Gentlemen will continue

to ^-wear quality shirts. Xney w^ill

not sacrifice quality on account of

LUXURY TAX.

Be prepared for a good Fall business,

and be sure you bave an assortment of

THE

SHIRT^^ SHIf^

to look after your particular trade.

The Lang Snirt Company, Ltd.

Kitchener, Ontario
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Nhl£.^''S- WE AR REVIEW

Articles of Men's and Boys' Wear
THE following is a complete and authoritative list of all articles of men's

and boys' wear that are subject to tax under the new budget. This list

is arranged alphabetically for the convenience of the readers of MEN'S
WEAR REVIEW and their customers. Articles dealing with the different

phases of the budget will be found elsewhere in this issue.

ARTICLE TAX
BATH OR LOUNGING ROBES. 10% total amount
BATHING SUITS.—In excess of 50 cents 10% total amount
*BOOTS 15% on amount

over $9.00

CAPS.— Except fur caps, wholly or partly lined with fur,

men's and boys' in excess of $3.00 10% total amount
CAPS.— Chiefly fur, in excess of $15.00 each 10% total amount
COATS.— Chiefly fur, including repairs in excess of $200 10% total amount
CLOCKS.— In excess of $10 10% total amount
CLOTHING.— Consisting of coat, vests and pants, or coat 15% on amount

and pants, men's and boys'. over $45.00

CLOTHING.— Consisting of coat, vest and pants, or coat and
pants, men's and boys', if made to the order and
measure of each individual customer by a merchantl5% on amount
tailor or journeyman tailors in his employ over $60

COATS.— Men's and boys', sold separately (not including 15% on amount
leather coats lined with sheepskin) over $25.00

FILLED TRAVELLING CASES.— in excess of $25 10% total amount
GLOVES.— Except fur, in excess of $3 pair 10% total amount
GLOVES.— Chiefly fur, in excess of $15 pair 10% total amount
HATS.— Men's and boys', in excess of $7 10% total amount
HOSE.— Silk or artificial silk, men's and boys' in excess

$1.00 pair 10% total amount
HOUSE OR SMOKING JACKETS. 10% total amount
HAT BOXES.— In excess of $25 10% total amount
HUNTING GARMENTS. 20^; total amount
JEWELLERY.— Real or imitation for personal use or adorn-

ment of person, except wedding rings, under $5 10% total amount
JEWELLERY.— Real or imitation for personal use or adorn-

ment of person, except wedding rings, over $5 20% total amount
LIVERIES.

, 20% total amount
LIVERY BOOTS AND HATS. 20% total amount
NECKTIES AND NECKWEAR.— Men's and boys', in excess

of $1.50 10% total amount
NIGHTGOWNS.— In excess of $3 10% total amount
OVERCOATS.— Cloth, men's and boys' 15% on amount

over $50
PURSES AND POCKET-BOOKS.— In excess of $2. each 10% total amount
PYJAMAS.— In excess of $5 pair 10% total amount
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Taxable Under the New Budget
ARTICLE TAX

PARASOLS.— In excess of $4 10% total amount

POCKET KNIVES.—Gold or silver handled 20% total amount

PENCILS.— Gold or silver handled 20% total amount

*PUMPS 15% on amount
over $9

ROBES.— Chiefly fur, value in excess of $50 10% total amount

RUGS.— Chiefly fur, in excess of $50 10% total amount

RIDING HABITS 20% total amount

STOCKINGS.— Silk or artificial silk, men's or boys', in excess

of $1. pair 10% total amount

SCARFS.— Men's and boys' in excess of $1.50 10% total amount

SHIRTS.— Including nightshirts, men's and boys' in excess

of $3 10% total amount

SUNSHADES.— In excess of $4 10% total amount

SUITCASES.— In excess of $25 10% total amount

SHOOTING GARMENTS 20% total amount

*SHOES 15% on amount
over $9.00

^SLIPPERS 15% on amount
over $9.00

SWEATERS.— Knitted 15^;^ on amount
over $15.00

SWEATER COATS 15% on amount
over $15.00

TRUNKS.—In excess of $40 10% total amount

TRAVELLING BAGS.— In excess of $25 10% total amount

TROUSERS.— Sold separately 15% on amount
over $12.00

UMBRELLAS.—In excess of $4.00 10% total amount

UNDERWEAR.— Shirts in excess of $4.00 10% total amount

UNDERWEAR.— Drawers in excess of $4.00 10% total amount

UNDERWEAR.— Combinations in excess of $8.00 10% total amount

UNIFORMS.— Hockey, football, baseball, etc., in excess of

50 cents 10% total amount

VALISES.— In excess of $25 10% total amount

WALKING STICKS 10% total amount

WATCHES.— In excess of $10 10% total amount

WAISTCOATS.— Men's, sold separately 15% on amount
over $5.00

*Not including shoes or appliances made to order for persons having a crippled or deformed foot

or ankle or to top boots not less than 10 inches in height such as are used in lumbering camps, minmg
or fishing industries or to river driving boots.

tOn articles or clothing, the selling price of materials and cost of manufacture when sold separate-

ly are to be combined when determining selling price

Donations of clothing for charitable purposes are not subject to tax.
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A Standard
for

Clothing Value

Men who use a balanced judgment in selecting their wearing

apparel, pin their faith to clothes bearing the "Peck" label.

Peck's "Standard for Value" Clothes are an asset to your

store. The years of faithful service in supplying to Cana-

dian merchants clothes always better styled, better tailored

than the ordinary is a Good Will many dealers are "cashing

in" on. See our values now.

Made- to-Measure
An interesting proposition for you. Our list of special names

is now open for a short time and we can appoint a number of

special representatives. Information, with reference to

equipment and samples gladly forwarded on request.

A Dual Service
Our two big warehouses at Winnipeg and Montreal offer ex-

ceptional service to Western and Eastern buyers. West of

Port Arthur merchants are requested to direct all enquiries

to our Winnipeg Office.

John W. Peck & Co. Limited

Manufacturers of

Men's and Boys' Clothing, Shirts, Caps, etc,

MONTREAL WINNIPEG VANCOUVER



Are Sales Conducted on Replacement Values
or is it a Case of Reckless Advertising?

Retailer Says That Many Cases Point Either to Dishonesty to Customers or Creditors

—

Only Necessity Could Justify Many Sales Because of Rising Market Values

—

Noted American Sa}'s Replacement Value Should be Disregarded.

T HE man who is always advei-tis-

ing a $35.00 suit of clothes for

$29.50 is dishonest, either to his

customers or to his creditors," said a

retailer to Men's Wear Review some
weeks ago, when the columns of the To-

ronto daily papei's were black with ink

advertising clothing at greatly reduced

prices. "What is the impression being

given to the public by these advertise-

ments, appearing day after day ? Cer-

tainly, a man cannot do a legitimate

business on that basis. And the reading

public comes to the conclusion that

clothing men are profiteers because they

can afford to make such reductions in

their clothing week after week and
month after month and still go on doing

business. These men are 'pikers' and
they ought to be driven out of the trade."

A Stern Arraignment

It was a stern arraignment which this

retailer hurled at the heads of some of

his competitors. Toronto, perhaps, does

take the lead of any other city in the

province in respect of sales of this na-

ture which find their announcements in

the daily papers. From the vei-y mo-
ment when it became apparent that

spring business was a failure to a large

extent, announcements of great sales be-

gan to make their appearance in daily

newspapers. Undoubtedly, great reduc-

tions were offered. John Wanamaker's
big sale gave a further impetus to sales

of a somewhat similar nature all over
the country, with this exception, how-
ever we do not know of a case where

any retailer announced that, even with

a twenty per cent, reduction in price, he

was still making a fair pi-ofit. It seems
evident that the same margin of profit

is not asked by most Canadians as by
retailers on the other side of the line.

Were They Replacement Values?

There can be no denying the fact that

the arraignment of this retailer was
justified in too many instances. There
has been and still is a deal of reckless

advertising by many of the clothing men
of this country; and when a national as-

sociation is formed, as it will be in a

short while, a drive needs to be made
to educate the trade along the lines of

more conservative advertising. It is just

as this retailer said: If a man continues

to advertise $35.00 suits for $29.50,

either his original mark-up has far ex-

ceeded the margin fixed by the Board of

Commerce, to say nothing of one's con-

science, or he is continually losing money
and will, sooner or later, become a bank-
rupt and unable to pay his creditors. In

one instance, he is certainly shaking
public confidence, not only in himself,

but in all his competitors; in the other,

he is doing the sort of business that

ends in disaster and makes it harder for

the legitimate merchant to do his busi-

ness honestly.

On the other hand, there are, doubt-

less, instances where the advertisement
of big reductions in all lines of men's
wear have born perfectly genuine. Tv/o

causes, perhaps, have contributed to

their genuineness. The first was an

over-stock of goods, making it neces-
sary, in order to meet bills, to sacrifice

profits. The second, perhaps, is due to
the fact that lines have been marked at
replacement values which according to
an accepted theory of merchandising, is

quite legitimate and wise. During the
last few years when there has been a
constantly rising market many mer-
chants have, no doubt, caiTied over cer-
tain lines from one season to the next.
As these lines have advanced in price
they have been re-marked at replace-
inent value. Now that a slackening in

trade has come they can afford to make
big reductions on many lines of clothing,
figuring out that by selling newly-
acquired lines at almost cost price they
will cover this sacrifice of profits by
still getting a fair profit on lines that
have been re-marked at replacement
value. In the end, they hope to break a
little better than even and make enough
money to pay their bills.

Necessity Only Justifies Many Sales

Judging markets to-t'ay, it can be em-
phatically stated that necessity, and
necessity only, can justify the sacrific-

ing of many lines of clothing and fur-
nishing. The raw materials show
no decrease in price, labo;' wages are
still advancing. No other argument or
indication is necessary to justify the be-
lief that lower prices, that is, perman-
ently lower prices, are in sight. Many
merchants have unquestionably disposed
of many lines of clothing and furnish-

( Continued on page (^4)

The above is a picture of Max Beaiivais' handsome start, in Montreal.
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What Manufacturers Say of the Budget;
Less Bearing on Business Than Weather

Think It Will Popularize Exemption Prices For a Time and Will Ultimately Help to Bring

Down Cost of Living—Will, Along With Retailers, Accept Less Profits—Objects

of the Budget. «
IN talking over the budget and its

effect on business with clothing man-
ufacturers, one gets the impression

that they are really less concerned with

it than with other factors which have a

very important bearing on the general

business situation in the country. "I

don't think the tariff has anything to do

with trade," one man says; while an-

other one branches off into a prophecy

about the prospects for a bumper crop,

the inference being that with sufficient

rain and plenty of sunshine, trade will

laugh at tariffs, as, indeed, trade gener-

ally does. With the amendment that was

made to the original resolution fixing the

tax on the amount in excess of $45, they

feel that no great harm, if any, has been

done to the trade. They admit that, in

all probability, the object which the Gov-

ernment had in mind, that of dealing a

blow at extravagance, will be partially

attained. No doubt, they point out it

will popularize the exemption prices, not

only in their own, but in every line.

Manufacturers as well as retailers see

clearly the trend of affairs and know
that the people will not stand for much
higher, if any higher, prices than they

have been paying, and they, along with

the retailers, are figuring on smaller

margins of profit. One manufacturer at-

tributed the present state of the public

mind to the reckless statements that

have been made in the newspapers for

months back in which editors have taken

refuge behind the editorial "we" and

have harped upon "combines" and "pro-

fiteering" by innuendo rather than hav-

ing the courage to come out and say

who the wicked "combines" are or where
the "profiteering" vultures are. He com-
bined with this a good deal of a certain

type of advertising that has been in-

dulged in by many clothing men.

People Are Not Buying

William Johnston, of Randall & John-

ston Co., Ltd., Toronto, declared that he
believed the tariff did not have anything
to do with trade. Speaking of the cloth-

ing end of the business he said: "They
are having sales in Chicago and New
York and many other American cities

where there is no tax, but the people are

net buying at all; they are not buying
carpets or furniture as well as clothing.

In Chicago, retailers are advertising $90

suits for $45, but the people will not buy.

All this is the result of the newspaper
articles that have been appearing for

months back, the result of which is that

the people think clothing men are all

profiteers. And the one ih'v g that can

bring the people back to normal is the

press.

"The public have become suspicious

because of the sales that have been ad-

Speeding Up Production

Clothing manufacturers are to-day paying higher wages to garment
workers than have ever been paid before. Neither do they object to pay-
ing these wages on one condition, namely, that the garment workers earns
those wages. Clothing men have repeatedly stated to Men's Wear Review
that they would not object to paying even still higher wages if they could
get production, but that the producing power of the majority of garment
workers seems to go down every time his wages go up. In other words,
shorter hours and bigger wages have not, as might be expected, resulted
in quicker work but in slower work.

A new plan is being tried out by clothing manufacturers whereby coat
makers, for instance, are given a certain number of coats each week to
finish Their wages are on a sliding scale and the hope is that, by thisl

method they may get the garment workers to reach the highest scale of!

wages. If they fall down on the job simply because they won't do tha
work, they will be put on short time which may result in unemployment and
unemployment during these days of high living costs is not desirable.

The scheme is working out well where it has been tried and production
has shown an appreciable increase.

vortised where $60 suits are constantly

being sold for $40, and they begin to

think that too big profits have been

made in the past."

Praises Sir Henry Drayton

Mr. Johnston had Warm words of

praise for the Finance Minister. He
commended the courage he had shown
when, after seeing the mistake of the

first budget, he changed it; other Min-

isters of Finance, he declared, would not

have been big enough to have admitted

the mistake. The budget, he believed,

would bring down the cost of living, be-

cause it would, for a time, popularize the

exemption price, though quality would,

in the long run, win out. But in creating

a greater demand for "the lower-priced

clothing, production would have a chance

to catch up, and when that happened,

prices would come down. The sales tax,

he said, was one of the finest the country

had ever had, and, so far as their own
firm was concerned, would mean thous-

ands of dollars more to the Government
because it would hit many men who had
never paid excess profits tax. Sir Henry
Drayton is one of the best men we have
had since the time of Sir John A. Mac-
donald," said Mr. Johnston, "and in

three years men who have condemned
him for this budget will admit his cour-

age." Mr. Johnston believed that prices

this fall would be lower than last, be-

cause both manufacturer and retailer

were prepared to accept a smaller

margin of profit.

Says Much Depends on Crops

Thomas W. Learie, vice-president of

the W. R. Johnston Co., Ltd., Toronto,
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when discussing the budget, talked more
about the weather. The prospects at the
time he talked the matter over with
Men's Wear Review were, he said, better
than ever before in the history of this

country; and if the results were as good
as the prospects, all would be smiling
skies. The Western prospects, he said,

wei'e wonderful.

Budget Had Three Objects

Mr. Learie believed the budget had
three objects in view: First, to raise

money with which to carry on the af-

fairs of the country; second, to do what
it could to bring down the cost of living

by hitting at extravagance; third, to try

out direct taxation. It was not Mr.
Learie's opinion that the trade in gen-
eral had any cause for pessimism. Only
in the larger centres were there big

sales being conducted; in the smaller

places the smaller men still had a firm

grasp of the situation and were not at

all panicky. While cancellations had
been heavy, he felt that with brighter

prospects, due to the crop situation, and
finer weather, the trade would re-estab-

lish itself in a very short time.

What About Cancellations?

Men's Wear Review discussed with

manufacturers the question of the re-

acceptances of orders for fall at the

prices given at time of cancellation.

They feel that there will be quite a

scramble for goods when conditions

brighten, as they feel will happen. But

Men's Wear Review gathered from most

of them that if the goods are to be had

when the order is placed again, it will

be accepted at the same price.



Further Steps Toward Dominion Organization;

Attitude of the Daily Press is Criticised
Executive Meeting of Ontario Retail Clothiers Meet in Hamilton—R. F. Fitzpatrick, Vice-

President, to Attend Vancouver Meeting and Inaugurate Organization Steps

In Western Provinces.

AVERY imporrant meeting of the

executive of the clothing section

of the Retail Merchants' Associa-

tion, Ontario branch, was held in Hamil-

ton on June 21st, 1920, with president

E. R. Fisher of Ottawa, in the chair,

and Messrs. Ed. Mack and R. F. Fitz-

patrick, Toronto; W. H. Blair and D. E.

Johnson, Ottawa; and W. C. Miller, Pro-

vincial secretary, present. Such matters

as a Dominion organization, false adver-

tising, the necessity and approval of

clothing manufacturers' publicity cam-
paign to enlighten public opinion on

clothing costs, and appreciation of the

amendments made to the budget by Sir

Henry Drayton were discussed and pass-

ed upon in a series of resolutions.

Strengthening Provincial Organization

A resolution was passed that the pro-

vinical secretary, Mr. Miller, assisted

by a committee composed of Messrs. Ed.

Mack, E. R. Fisher, D. E. Johnson, J. C.

Begg, secure the names of the prominent

clothiers of each town and city in the

Province of Ontario and if found that any

of these firms are not members of the

Clothiers' section of the Retail Mer-

chants' Association, that an effort be

made to make them members not only of

the Retail Merchants' Association, but

also of the clothiers' branch, and that a

letter be sent by the president to each

member notifying him that his fees are

now due; also that a membership card be

sent upon receipt of fee as an official

receipt.

Looking Toward Dominion Organization

Further steps toward the formation

of a Dominion organization of clothiers

were taken at this meeting. R. F. Fitz-

patrick, vice-president of the Provincial

organization, was, by resolution, appoint-

ed a delegate to the Vancouver Dominion
Board meeting in July to represent the

Ontario Retail Clothiers. Mr. Fitzpat-

rick leaves for the .vest on July 12th, and

on the way out to the coast he will confer

with the secretaries of the retail mer-

chants association of the Western
province with a view to laying the found-

ation stone of the Dominion organiza-

tion. At an early date, a full report of

this trip with the results that have been

obtained will be made.

Appreciate Finance Minister

By resolution, it was decided to for-

ward a communication to the Minister of

Finance, Sir Henry Drayton, expressing

appreciation on behalf of the Ontario

clothiers "of the consideration and subse-

quent amendments to the luxury tax as

it affected retail clothiers which they
believe will be to the mutual advantage
of the Government and of the consuming
public, as well as to the trade generally,

and that this meeting pledge its unani-
mous co-operation to the Minister of

Finance in complying with the regula-

tions governing same and that a copy of

this resolution be sent to Sir Henry
Drayton."

Action re False Advertising

The executive decided to take action in

a matt»r which was drawn to their at-

tenion by an advertisement appearing
in Toronto papers on June 21st, headed
"Manufacturers' Overloaded Sale." A
resolution was passed as follows: "That
whereas attention was drawn to an
advertisement appearing in the Toronto
press of June 21st, 1920, headed "Manu-
facturers' Overloaded Sale," and which
was deem.ed ol a fraudulent nature, and
as the Clothing Manufacturers were iden-

tified in the same, that this meeting dis-

believe that they would be a party to the

same and request that immediate action

be taken by the clothing manufacturers
to investigate the authenticity of same,

and hereby pledge the unanimous co-

operation of the retail trade in suppress-

ing this apparent violation of the False

Advertising Act, and that the following

committee be appointed to act in con-

junction with the clothing manufacturers
with the view of giving immediate effect

to the purport of this resolution. Com-
mittee, Messrs Mack, Fitzpatrick and
Begg.

Resolution on Attitude of Press

The executive took into its considera-

tion the attitude of the daily press in giv-

ing space in its news columns to items

regarding clothing sales conducted by
certain retailers. The resolution is as

follows:

"Whereas the press of Canada have

given undue prominence as news items

to so-called sales and reductions made by
some merchants, although it has not

hitherto been the custom to consider such

items as news; and, whereas, in view of

the fact that no general reduction in

wholesale prices has taken place, but on

the contrary prices quoted on recent

purchases placed by merchants for fall

delivery have shown ten to twenty per

cent, advance.

"Now, therefore, be it resolved by the

Ontario Retail Clothiers' Association,

formed for the purpose of bettering trade

conditions, that it is in the judgement of

the executive of this association that the

attention of certain fundamental prin-

ciples of merchandising be called to the
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attention of the Canadian Press Associa-

tion, viz:

"That supply and demand regulate

prices. That up to the present time pro-

duction has not caught up with demand.
That Canadian merchants are selling at

prices consistent with fair dealing and
present costs. That a universal reduction

of prices brought about by articles of

agitation can lead only to harmful results

commercially and, perhaps, in many in-

stances to bankruptcy. That in the course
of general business many sales occur and
price reductions follow at the close of

each season; this decreases to a material
extent the general average profit. That
merchants rents, taxes and salaries paid
have not decreased but have advanced.
That no general reduction can be expect-
ed at the present time except at a loss

and financial peril to the retailer or by
causes that create a panic.

"Therefore, be it further resolved, that
the press be urged to avoid causing un-
rest in the mercantile field by giving
notoriety to spasmodic sales in other
cities, as such reports create additional

unrest with buyers and uneasiness with
merchants.

"These resolutions have been drawn up
and acted on only after assurances have
been given to this executive board by our
merchants and members that prices will

be reduced to the consuming public as
rapidly as conditions will warrant.
"And that a copy of this resolution be

sent to each member of the Ontario Re-
tail Clothiers' Executive asking them to

see that their local press take action."

Other Resolutions

A further resolution was passed in

which the executive recommended to the
trade generally the object of the public-
ity campaign being conducted by the
Clothing Manufacturers' Association, the
object of which is the dissemination to

the consuming public of facts and condi-

tions as they exist -n the clothing indus-
try today from a wholesale and retail

point of view, and request their hearty
co-operation in the purchases from such
firms as are identified in this campaign
and that the manufacturers be requested
to notify the Association of the firms who
have taken the matter up.

The regrets of the Executive were ex-
pressed over the resignation of R. D.
Cameron of Lucknow, from the executive

board. The members of the Dominion
Board and Executive Council where com-
mended for the very able and comprehen-
sive memorandum submitted to the Mini-
ster of Finance dealing with the affects

of the budget on the retail trade.



M EN'S W EAR R E V I E ^\'

Ruling on Made-to-Measure
Clothing; Commissioner

Replies to Retailer
Difference Between Sectional Worlc and That Done by Journey-

men Tailors—Toronto Retailer Cites Specific Case to

Taxation Commissioner, Who Clears Up the Matter.

IT would seem that the latest amend-

ment to the budget whereby made-

to-measure suits of clothes are

exempt up to $60 is one which centres

round three words, namely, "in his em-

ploy." This ruling is to the effect that

on a made-to-measure suit in the mak-

ing of which a merchant tailor or

journeyman tailor in his employ is em-

ployed^ the 15 per cent, is to be collect-

ed on the excess of $60 rather than $45.

As is well known to the trade, there is

a vast difference between what is known

as "sectional tailoring" and that done by

a merchant tailor or journeyman tailors.

Obviously, it is the intention of new
amendment to come to the protection

of the real merchant tailor who turns out

a suit of clothes either himself or by

men "in his employ" who are pant

makers, coat makers and vest makers,

rather than turning out a suit of clothes

which is made on the sectional plan.

Case Brought to Attention of Mr.
Breadner

It became necessary to get a ruling

on this point because of the action of a

certain firm in Toronto that sells to the

public in interpreting this amendment in

such a way that they were selling made-

to-measure suits on the $60 exemption.

A Toronto retailer who, obviously, was
being hard hit by the action of this firm,

wrote a letter to the Commissioner of

Taxation, R. W. Breadner, and his re-

ply is given by Men's Wear Review as.,

of couise, an authoritative ruling on the

question. A portion of the letter of

this retailer, omitting all names, is as

follows:

"The point at issue that I would like

to draw your attention to is the cus-

tom tailored clothes. The tax of 15 per

cent, in excess of ."^GO is all right, but
where are tl e lines to be drawn between
the merchant tailor and the clothing

manufacturer that makes special orders?
For a \ matter of argument, I handle
ready-to-wear clothing and also two sets

<>f special order samples. Both are sec-

tion tailors or, in other words, factory-

made clothes. The way I interpret the

ruling on these clothes is 15 per cent,

tax in excess of $45, but I notice this

morning that who are also sec-

tional tailors, or tailors of factory-made
clothes, have their windows full of piece

goods for suitings with tickets on them
frnip. up to $60, no luxury tax.

' F'ease let me k'low as soon as pos-

sible your ruling on same."

Commissioner' Ruling

"In reply to your letter," says Mr.
Breadner in reply, "I herewith quote for

your information the item relative to

clothing.

"Clothing consisting of coat, vest and
pants, or coats and pants, men's and
boys', in excess of $45; provided that on
clothing covered by this item made to

the order and measure of each individual

customer by a merchant tailor or
journeyman tailors in his employ, the
tax shall be payable on the amount in

excess of $60.

"Unless the strictly complies,

with the provisions of the item, tax will!

be payable on all sales in excess of $45.'

The dval;]] colored gentleman who sits se)ejdij in the centre of
this Lvindoiv was the centre of a novel advertising stinit by J. L.
Applegath, of Toronto. He wears on his head a high-priced, broad-
brimmed parama hat which was given away as a present to anyone
u'ho woald abide by certain conditions. First, he had to buy a straic

hat at $3.50. Then he had to wear this big panama on his head and
' walk from one of the J. L. Applegath stores to the other along Yonge
Street. And on the hat was a triangle cardboard contraption on
which was tvritten that Applegath had bet him this hat that he ivas

afraid to walk from one of his stores to another ivith this hat on kin

head. The hat was ivon and there ivere several applicants for the bet.

Mr. Applegath told Men's Wear Review that it proved to be a

good advertising scheme. In the first place, it attracted attentioji to

the other huts in the window, and Mr. Applegath not only had the

front tvindow dressed with straw hats bnt he had the side window
ivhich extends many feet down Richmond Street also dressed with
summer straivs. The window certainly attracted large crowds and
more advertishig came of the scheme, of course, when the winner of
the hat walked aloiig Yonge Street with croivds looking at him and
the sign oyi the hat announcing that it was an Applegath hat.
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Personalizing Direct Mail Campaign
Make Your Appeal in the First Person—^Talk on Paper as If You Were Face to Face With

the Man and Shaking Him by the Hand.

By FRANK H. WILLIAMS

EVERY merchant, of course, wants
to get the utmost out of every
bit of promotion work he puts

across. He wants his exploitation stunts

to be 100 per cent. efficient and to

achieve this purpose he puts a lot of time

and thought into all his plans and does

everything possible to insure success.

But some plans succeed in catching
and holding the attention of folks and in

making them come to the store in large

numbers and purchase goods in consider-

able quantities, while other plans flivver

out with barely a suggestion of eff'ec-

tiveness.

What is the answer to this condition

of affairs? Why do some promotion
plans register an emphatic hit while

others fail utterly to catch on?

Perhaps one of the reasons is because
the merchant has been at fault in the

psychology upon which he acted.

Now psychology is a sort of high-

brow word, but it has a deep and impor-
tant meaning for every merchant.

Let's look at the psychology of one

medium of exploitation and see just what
this meaning is. Let's look at the direct

mail campaign of the men's wear store

and see what we can discover concerning

this medium and the framing of stunts

and copy for it.

Direct mail advertising permits the ad-

vertiser to pick his audience and to

walk right up to every man in that au-
dience and to offer to shake hands in a

friendly fashion with that man. It is

intimate, direct, and personal. It's not

the sort of thing a man can pass by with
hardly a glance. It comes to each man
personally and it demands some sort of

recognition.

Because direct advertising is so per-

sonal the psychology of its use seems to

demand stress on "You" and "Me." "He"
and "It" seem almost as out of place in

direct advertising as a corset model ia a
men's clothing store.

Certainly when a man goes up to an-
other man and offers to shake hands with
him the conversation is not conducted in

the third person. It is direct and wholly
personal. And that, it would seem, is

just the way the direct mail advertising
should be framed. The third person
should be eliminated from the copy and
the talk should be as intimate, direct and
personal as though the owner of the
store had singled a man out of the crowd
and started a conversation with him.
For that, in the final analysis is just
what direct advertising does— it singles
a man out and starts talking to him.

Now isn't there in this a hint as to

V hy some direct mail campaigns fail?

Isn't it because the copy for these cam-
paigns was keyed on an impersonal tone
—a sort of vague indefiniteness which
gives the man to whom the conversation
is addressed an easy chance for slipping

iwa^ with a negligent wave of his hand.

And isn't there a hint in this as to the
reason why some direct mail campaigns
secui'e such big results ? Isn't it because
they are so directly and intimately per-
sonal that the man to whom the convei-^

sation is addressed simply can't get away
from it and is interested and impressea
despite himself?

Compare some of the successful direct
mail campaigns with unsuccessful cam-
paigns and notice the difference.

Here, for example, is the copy used
by Theodore J. Israel, of 1011 Calhoun
Street. Fort Wayne, Indiana, in a par-
ticularly successful direct mail cam-
paign:

"SAVE! SAVE! SAVE!

"A Personal Talk to the Men of Fort
Wayne.

"If you will meel me half way I will

bring down the cost of clothing to you.
By that I mean to say if I can get the in-

creased volume of business I want this

month, I can afford to sacrifice my pro-

fits because I will sell a great many
more garments.

"A whole lot of people misunderstand
this selling proposition. For example, J

can afford to make less money on each
suit if I sell more suits; far better to sell

two suits and make $5 on each one than
to sell one suit and make $10. It is better
in every way; it keeps my organization
busy; I increase my outlet for mer-
chandise and I can go into the market
and buy for less because I can buy more.

"So you see there is a definite reason
for this drive for extra business this

month. It means a great deal to me and
it is worth making a real sacrifice to

get it. I can frankly say that merchants
are not making exorbitant profits; they
are making a legitimate profit and that
is all. And when I offer values like

these featured in this circular it means
that I am reducing the profit that I am
entitled to consistent v/ith proper and
successful merchandising. But because
I anticipate an enormous increase in

sales I am satisfied to MAKE EVEN
LESS ON EACH GARMENT.

"I have never gone before the public

except on the platform of TRUTH and
I want EVERY ONE OF YOU WHO IS
READING THIS STATEMENT to feel

that I am deeply and sincerely in earnest

and that you can expect something
UNUSUAL in the way of clothing values
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at the prices I am quoting, $30, $35, $40
and $45.

"The quickest way to remedy a con-

dition is to ACT. And if YOU want tO'

buy a high grade suit of clothes at an
extremely reasonable price, here is your
chance. And as a neighbor who means
well by you and who is more than inter-

ested in having your friendship as well

as in selling you goods I URGE YOU
WITH ALL THE EMPHASIS AT MY
COMMAND TO ATTEND THIS SALE,

"Whether you have *^o come by train

or trolley; by automobile or by wagon.

—whether you have to come fifty miles

or fifty feet come to this sale.

"The Great Drive Starts Next Thurs-

day.

"I have prepared for the biggest

clothing business in all my history and
if assortments, values and service v/ilf.

get it for me I will have it.

"THEODORE J. ISRAEL
"1011 Calhoun street."

Notice how in this circular Mr. Israel

hammers hard on "You" and "Me."
There's nothing impersonal, nothing in-

definite about this cop:. It is all very
direct, exceedingly personal and even in-

timate. It is a firm endeavor to shake
the hand of every man who receives the

advertisement and as such it is mighty
hard for any man not to be interested in

it and impressed by it.

Yes, there is a real pyschology to

every medium for promoting the retail

store. When the merchant sees exactly
' what this pyschology is and frames his

stunt to take advantage of this psycho-

logy to the greatest possible extent, then

his stunt gets over with a bang and his

store profits by the greatly increased

business.

It is interesting to note in this connec-

tion that Mr. Israel put his sale over

with exceptional success. And wasn't a

large part of this success due to the

personalizing of his direct mail cam-
paign— in other words the cashing in on
the particular pyschology of that espec-

ial sort of promotion?

Any sort of promotion work for a

store is a pretty good thing nowadays
provided the expense is not out of all

proportion to the results achieved. But
promotion work that is soundly based on

bed rock—that is personal when it

should be personal and intimate when it

should get close to a man and whisper*

in his ear, is ten times as effective as

any exploitation method that is merely

ordinary in its conception and execution.



Furnishings and Summer Goods Fairly Brisk;

Belief That Fall Business Will Be Good
Clothing Manufacturers Believe That With Bumper Crops in the West There Will Be Re-

instatement of Cancelled Orders—Straws Higher for 192 1 and Felts About the Same
—The Markets at a Glance.

TORONTO.—Furnishings and Sum-
mer goods are provding the usual
early summer business in the

wholesale and retail houses cancella-
tions in many lines of men's wear still

continue to be rather heavy, although
there has been a dropping off in this
during the last week or so. Reports
from Western Canada regarding the crop
outlook are very sanguine, and the affect
of such reports on trade in general is to

create a wholesome optimism looking
toward fall trade. Except for the small-
er houses, manufacturers and whole-
salers are sitting tight in spite of the
cancellations, believing that a bumper
yield from the western grain fields will

change the whole complexion of the trade
outlook for fall and that their "cancella-
tions" after all will prove to be only
"temporary hold-ups" of orders booked
during the last few months.

Clothing

Business is still very quiet in the cloth-

ing line, though houses are refusing to

sacrifice their stocks with the rising

markets in piece goods. Short hours are
in force in a number of the manufac-
tories in Toronto and Montreal, and other
clothing centres. Manufacturers, while
accepting many cancellations, believe

that fall business will be good and that
many of the orders that have been can-
celled will be re-instated during the next
couple of months. Efforts have been
made by some interested parties to put
on a manufacturers' sale of clothing, and
are still being made; but Men's Wear Re-
view knows that these parties received
short shrift from many houses in this

city. Retailers have also fought against
them as they fought in Montreal.
The sale of summer straws has been

very good and continues so with jobbers
and manufacturers. The effect of the
budget has been to create demands for
the exemption prices as fixed by the
luxury tax, and there have been many
cancellations of fall orders by retailers

who hope that there may be still further
amendments to the budget whereby the
tax may be collected on the excess of
$7.00 rather than on the entire cost of
the hat, or that they may be able to get
more of the cheaper lines which come
within the exemption price. Higher-
priced hats have been hit the hardest,
but many manufacturers and jobbers be-
lieve that quality will tell in the long
run and that customers will be willing
to pay a little more and get quality.

Looking to 1921, Men's Wear Review has
been informed that straws will be about
20 per cent, higher and that felts are

Peak Has Been Reached
"I believe clothing prices have reached their peak," says Harry Brim-

mell, of Lindsay, Ontario, "and from now on we may look for a series of ad-
justments; and a very important one which is now quite discernible is that
supply seems to be rapidly catching up with the demand. I think that
those merchants who do not believe the drop in prices, reflected by the var-
ious retail sales, will be permanent and are not going to do much buBi-

ness if they practice what they preach.

"I also believe that the day of the sixty-five to one hundred dollar

ready-to-wear men's suits is over with. I also find that the falling off

in retail trade has been more marked in the men's wear department than
the women's goods. I do not concur in the opinion that some manufac-
turers have expressed that the prices of fall clothing will show an in-

crease of from 15 to 25 per cent. Clothing is worth only what the pub-
lic will pay for it, and the price reductions which have been made through
the country will be a sure way of educating the public toward lower prices.

"I do not think it good business to place extensive orders for fall

clothing as I believe we will not have any difficulty in getting all the
goods that our trade requires which is borne out by the fact that labor is

not now fully employed in the clothing trades and as a result lower costs

in manufacturing will result. This condition of afi°airs will have quite a

lot to do with the lowering of prices of fall merchandise."

likely to be about the same price as the

last quotations. Further advances are

unlikely. Caps have been put in a better

light since the advance in the exemption

price from $2.00 to $3.00 and the orders

for fall have been very good.

Shirts and Collars

There is still a marked scarcity in

shirts and soft collars, though the supply

of stiff collars is easier. Makers of the

finer lines of shirts are not greatly con-

cerned about the luxury tax on shirts,

because they cannot supply lines that

come within the exemption price. The
manager of one large house told Men's
Wear Review that it would take their

firm a full year to fill all the orders they

had at present on their books. Retailers

state that they are meeting with less

and less opposition from the public

on the tax on shirts and they

expect that, by fall, there will be

little said about it. On the other

hand, efforts are being made to get lines

th."4t near the exemption prices fixed by
the budget. There will be some lines for

fall that will be able to be sold to the

public for the $3.00 exemption price.

Neckwear men say that business is

quiet and that there have been many
cancellations^ The fear is, they say,

that these cancellations may ultimately

work to the disadvantage of the retailer.

Some of the mills in Paterson have closed

down, the manufacturers believing that

prices of the raw material will come
down; also because a large element of
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the labor is rather inclined to extremes
and they would rather close down than

continue to operate under adverse con-

ditions. If a scarcity arises in neckwear
again on account of the closing down
of the mills and the cancellations of

orders, the old situation of a greater

demand than supply, so manufacturers
say, will recur with the result that prices

will shoot up again. Manufacturers will

• not buy silk at $9.00 a pound and it is

almost impossible to get Swiss silks be-

fore 1921, and then only by paying 50

per cent, of the amount of the order at

the time of ordering. Men's Wear Re-

view has been informed that prices have,

in the opinion of many manufacturers,

reached the peak; but they do not see

that the immediate future can see any
great reduction in the price of neckwear.

OFFICERS AND DIRECTORS OF
JOHN W. PECK & CO., LTD.

At a meeting of the officers and dir-

ectors of the John W. Peck & Co., Ltd.,

of Montreal, the following elections took

place: President, A. H. Bethune; vice-

president and general manager, E. H.

Smeed; secretary and treasurer, P. Bow-
den;' board of directors, the above officers

with H. W. Lethbridge, R. L. Peck and

D. A. Young.
R. L. Peck is a son of the late John

W. Peck, whose death occurred a few

weeks ago; and D. A. Young has been,

for many years, the manager of the

shirt department of the firm.



Spring Hat Prices 1921 Likely to Be Higher;
Shapes Still Small, Colors to Be Lighter

Mr. Dineen, of Ansley-Dineen, Believes Prices Will be loto 15 'c Higher From Manufacturer
—Quality Hat Will Win Out in Long Run—Men Will Wear Hats

Longer—Greens Going Out.

WHETHER or not the trade will

sell felt hats in the spring of
1921 at the same prices as those

which obtained during the spring of 1920
depends, perhaps, more on the profit

the retailer and the jobber are
willing to take than on any-
thing else. At least, that seems
to be the opinion of Mr. Dineen of the
Ansley-Dineen Co., Ltd., of Toronto, for
he does not see much liklihood of a reduc-
tion in price from the manufacturers'
point of view. As a jobber, Mr. Dineen
handles many lines of English and Can-
adian and American hats, and he bases
this opinion on information he gets in

coming in contact with these manufac-
turers. His belief is, judging from pres-
ent conditions, that prices of spring hats
1921, will be between 10 and 15 per cent,
higher than they were a year ago. If

the wholesaler or retailer shave their
profits a bit, the trade may have a hat
for the same price as during the past
spring when spring hat business was
practically cut off by the inclement
weather.

The Raw Material

There is, however, more or less of a
speculation in arriving at prices six
months hence. The European supply of
rabbit skins used in the manufacture of
felt hats is still an almost negligible
quantity on account of the devastation
wrought by the great war. The two
other sources are Russia and Australia.
Even though trade relations were again
active between Russia and the rest of
the world it would likely be some time
before any considerable quantity of furs
from the rabbit could be obtained; Russia,
therefore, can hardly be considered.

So far as Australia is concerned, it is

still too far away to arrive at any very
safe conclusion with regard to the catch.
What information has come is none too
favorable, for the catch has been disap-
pointing. There is still time, however,
for a better one; and, as the fur situa-
tion is the key to the whole matter, that
field will be watched with keen interest
during the next few months. Retailers,
in fact, have been watching the fur mar-
kets for some time and have noted that
there have been substantial decreases in

prices. As a matter of fact, furriers
recently pointed out to Sir Henry Dray-
ton that fur prices had come down, in

some cases, 60 ner cent. It was this
which, largely influenced Sir Henry in re-
fusing to put hats in the 15 per cent,
class where an excess tax was levied
instead of collecting a tax on the whole
amount. Certain hat manufacturers, so

STYLE
Style is an effect. It cannot be affected. Style in advertising, as in

dresS; cannot be achieved by anything physical or mechanical. Style is an
intangible quality, the natural, unaffected expression of the man in his

dj-ess a7id in his thoughts and words.

Be yourself and you will have a sti/le all your own. You don't develop
a STYLE of advertising by odd layouts, fancy borders, or decorative type.

Yon merely make your advertising movotoyious. Do it your own way, the

simple, obvious way. That way becomes your style.

Men's Wear Review has been informed,

told Sir Henry that the reduction in these

furs had little to do with the hat situa-

ion because it was an entirely different

fur that was used in felt hats; and
while Sir Henry promised to give this as-

pect of the case his consideration, he

apparently refused to put hats in the

same category with clothing. Hatters'

furs may have dropped slightly in sym-
pathy with the reductions in other lines

and may continue to do so, but, relatirely,

the two have little in common.
The price of the raw material will also

be influenced to some extent by the trend

of women's fashions. During the past

season, furs have been largely used by
the fairer sex with the result that much
of the available supply has been used by
them. If there chould be any change in

fashions for women, hatters would have

just that much more at their disposal and
the prices would, uitdoubtedly, be some-
what affected downward.

Nothing Cheaper than $48

While it is possible to get the fur used

in the making of hats for $7.00 a pound,

Mr. Dineen said, yet this fur, of itself,

could not be used for making the hats.

The grade was too poor for that, and the

clippings from the better grades were
mixed with this cheaper fur, called sides,

to make the $48 a dozen hat. B. C. B., a

Belgian fur, was recently quoted at $16

a pound, the same fur last March was
quoted at $14.

"Felts for next spring," said Mr.
Dineen, "will, I believe, be between 10

and 15 per cent, higher than they were
last spring, that is, speaking for Eng-
lish goods. I think that, so far as the

Canadian hatter is concerned, the in-

crease will be the same. Of course, this

is subject to revision the same as it

was last year when there was a differ-

ence between the prices first asked and
those which were accepted."

Mr. Dineen said there had been many
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cancellations of fall orders, but he did not

see that replacement prices would be any
easier because there was still an insuffic-

ient quantity of hats on the market.

Effect of the Budget
Discussing the effect of the budget on

the hat trade, Mr. Dineen declared that

he believed it would create a temporary
demand for cheaper hats, but, in the long

run, the better hat would sell. "I am not

so fearful that men will buy cheaper

hats," he said, "but I believe they will

make them wear longer than they did

before. The result of this, of course, will

be that production will ultimately catch

up with the demand and prices will come
down. For the present, however, we are

having difficulty in placing orders." Mr.

Dineen felt that hats should have been

placed in the same category with clothing

because it was impossible to disassociate

a man's hat from the rest of his outfit.

He, with other hat men, tried to get this

concession from the Minister of Finance,

but were unable to get more than the in-

crease from the $5 to the $7.

Styles for 1921

Outlining the styles for 1921, Mr.

Dineen stated that in both soft and stiff

hats, but noticeably in soft hats, shapes

would still be small, though away from
the extremely small hat that has been

seen. Many raw-edged hats, unbound,

will be shown, and there will be some
welt edged as well. In colors, greens

are going out almost altogether and light

greys and pearly greys are to be strong.

Some relief will be afforded in certain

lines by having the bow of the hat at the

back. The volume of stiff hats worn will

be heavier than heretofore.

Velours, as has been said before, will

be strong for fall., and there will also be

a quantity of rough-finished hrt^. Iron

greys, blacks and champagne, and golden

browns will be good in colors. The prices

will be from $120 a dozen up, some going
as high as $16 each.



How to Handle Accounts Receivable
Greater Accuracy Obtainable With Fewer Motions and Less Work—Scrutinizing the

Actual Work of Accounts.

A CORRESPONDENT brings up a
question the solution of which may
lead to the elimination of much lost

motion in accounting with greater prac-
tical accuracy. That is, provided the
keeper of bigger businesses than his
agree that his way is adaptable to their
needs. Here is the problem:

Dear Sir:—In my system of book-
keeping in figuring up a month's total to
"charge sales" I include the figure of
"cash loans" to customer?, that is, when-
ever I loan a customer $5 that charge is

debited against his account in petty
ledger and is carried along with the
total of his account for the month. Then,
in arriving at the -'charge sales" figure,
I simply take the total of the balance
shown in petty ledger at end of month,
deducting, of course the balance carried
over from the preceding month. This
"charge sales" figure is then carried from
my journal and debited to "accounts re-
ceivable" and credited to "merchandise."
Also, on my cash book I have a separate
item "cash loans" to customers showing
the amount of money paid out in this
way. This figure is posted from cash
book to ledger as debit to "accounts re-
ceivable" also. From this you will see
that I have made a double debit against
"accounts receivable" of the amount of
my cash loans (one from cash book and
one from journal, the latter being in-
cluded in "charge sales" figure). My
practice has been in the past to correct
this at the end of the year by crediting
"accounts receivable" and debiting "mert
chandise" with the amount of cash loans
However, this year I find that my gen-
eral ledger balance of accounts receiv-
able checks almost to the dollar with
actual outstanding balance on petty
ledger without making this adjusting
entry. Can you explain why this is un'^
less it was due to some counter error in
the entries during the year? And please
also say whether the balance on my
"merchandise" account should not be
right, so long as the "accounts receiv-
able" balance is correct. That is, if one
is right the other must be right. I shall
appreciate it very much if you can en-
lighten me on this point.

Maybe I should be brave enough not
to sidestep such an inquiry, but even so,
I do not know that I should be more than
guessing if I did not, so I shall do it.

When accounts do not balance as, accord-
ing to all rules, they should, I know of
only one way to reach the trouble. That
is, to check back with an adding machine
until the trouble is located. So I miist
decline to try to say off-hand whether the
correctness of Accounts Receivable es-
tablishes the correctness of the Mer-
chandise account. The lack of balance

By HENRY JOHNSON, JR.

may be due to something entirely foreign

to the accounts adversely affected, the

similarity of amount being merely coinci-

dental. .

Why Have the Account At All?

But I can say this: That I cannot see

the use of having any "accounts receiv-

able" account at all. I never knew of it

to balance with the inventory of the ac-

counts themselves; it only reached a
rough approximation. Yet it took a lot

of work in those days before machine
bookkeeping was thought of. So I cut

loose and dropped it. I adopted a plan

which, for any number of reasons, I

think superior and which, I believe 's

adaptable to any except the very larges^t

businesses. I can understand how a mer-
chant who sells $1,000,000 a year or more,
who has a corps of accountants, each
of whom specializes on some branches of

the bookkeeping, and who wants to know
daily where he stands, should wish to

carry that account. But, for any smaller

man and, in certain lines, for any man
at all, I believe the account is superfluous,

except for the absorption of time and
grey matter.

From the time I discontinued the "Ac-
counts Receivable" account, I treated

merchandise sold out on credit as mer-
chandise still on hand. At inventory time
the entry to credit of merchandise would
read:

Stock on hand $4,200.00

Accts. outstjinding. .$2,400

Less ten per cent 240 2,160.00

$6,360.00

Inventory produced the first figure. It

produced the second also, but by a meth-
od I like to tell about every time I get

a chance because I think it is something
no merchant can know too intimately, too

thoroughly, or from too many angles.

First, my accounts were taken individ-

ually, cast up and valued as accurately as

my most conscientious estimate of what
I could expect to get out of them enabled

me to value them. I used to think of

them as belonging to some other mer-
chant and that I was merely as estimator
of the value of his assets. So my figures

were very conservative. Many a time,

I have marked an account zero which
later had paid one hundred per cent.;

but that offset others on which I estimat-

ed 40 per cent, and which paid nothing
at all. Then, after the items were boiled

down in this way, I carried the total to

the ledger, as shown, and took off a
blanket 10 per cent, for extra good
measure.

I like this system, not only because it

saves time but because it puts accounts
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outstanding on a plane with stock on

hand. No man can follow such a system
very long without asking himself wheth-
er his outstanding accounts deserve to

be put on a par with merchandise in his

store. If he asks himself that question

and the answer comes to him that they

do not so deserve, what is the inevitable

conclusion. Surely that he must make
them deserving of that place and par.

What Are Accounts Worth?

Such process of squeezing all water
out of outstanding bills and then ques-

tioning their tangible value is bound to

make any merchant more cautious about
extending credit. If he is going to

count on a certain asset in his accounts,

he must know that it is reasonably worth
the figure at which he inventories it. He
is then going to scrutinize every appli-

cant more carefully and watch those on
his books more keenly every passing

week. It was so with me and the result

was that my accounts proved to be near-

ly 98 per cent. good. The process of

charging for money loaned under this

system is very simple. It is charged
aaainst the customer just like merchan-
dise and a paid-out slip for the amount
is put in the register. At the end of the

day that item is run into the petty pur-

chases of merchandise and so gets into

the merchandise purchases.

As accounts are paid, the sums thus

obtained are rung into the register along

with cash sales, so in this way the total

cash receipts, unless for some odd item

which can be cared for according to its

character, become sales of goods event-

ually. At the same time, every account

can be ascertained in short order, espec-

ially with the modern accounting machin-
ery now commonly in use. My corres-

pondent can tell exactly how much he

has outstanding from his petty ledger at

any time. There need be no objection of

course, to keeping a current memo of

bills outstanding, but it will save much
time and obviate a lot of bookkeeping 'f

that account be kept merely as an ap-

proximate memorandum and not relied

on as an integral part of the system.

NEW DESIGNER FOR WALTER
BLUE CO.

Joseph Mendell, who has for years

been associated with the clothes design-

ing art of this country and was previous-

ly with the Freedman Co., of Montreal,

is taking charge of the designing depart-

ment of Walter Blue & Co. of Sher-

brooke, Quebec, maker of "Wearbetter"
clothes for boys, and ".A.rt Kraft"

clothes for men.
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C.M.A. Discuss Important Trade Matters

Canadian Manufacturers' Association Conven-
tion at Vancouver Recommends Relief Measure
for Firms Which Lost Money During War^

—

Tariff Matters Discussed—Oppose Metric Sys-

tem—To Open Up Trade With the Orient

VANCOUVER, B.C. — The active

work of the Canadian Manufac-
turers' Association convention has

been brought to a close, thougii some
Easl(;rn maiuifacturers are still at the

coast looking over the industrial situa-

lion. A feature of the closing business

of the convention was a request directed

to the Government for a measure of re-

lief in the new excise taxes for those

i-oiicerns which sufl'ereJ losses during

the period of the war and now are iust

commencing to reap profits from peace-

lime production. It is suggested in tTie

measure that the Government deduct the

losses of the previous years from the

profits now obtained and tax the re-

mainder.

J. R. Shaw said that during the war
there were two classes jf industries:

Those which received war contracts had
made large profits, and it was only ri??ht

that they should be taxed on them. The
other class of mar.ufactuier found his

production decreased during those trying

times and the balance was on the debit

side. It was for these concerns that he

was pleading. There had been no divi-

dei.ds on the investments in these con-

cerns and he thought it was only equit-

able that in the collection of the war
profits tax this fact should be taken

into consideration and deduction be made
in addition to the ten per cent, exemption
allowed on the capitalization.

Discussing the new budget taxes and
stressing the need of more efficient

means of Government collection, F. W.
Stewart: IVlontreal, declared there was
general antipathy to the payment of

taxes when earmarked as such. Ke had
discussed the matter with merchants all

the way from Toronto to the coast, and
found that taxes had resulted in a ser-

ious falling off in business. While it was
felt that conditions would adjust them-
selves in ti)ne, he feared that before this

many business failures would result.

Tariff matters occupied the attention

of the convention for the greater por-

tion of the morning. The appointment
of a permanent tnrifl" board was suggest-
ed to the Dominion Government by a

un;;nimous vote.

An Empire Tariff Asked

There was no opposition voiced to a
carefully-prepared resolution asking the
Government to use its influence tc has-
ten the adoption throughout the Empire
coi responding to those now provided for

in the customs tariff of Canada. This
resolution was strongly endorsed by the

manufacturers of British Columbia, who
iiave been looking forward to a conven-
tion between Canada and Australia
which will develop the already large
trade between the two countries.

Oppo-^o Metric Sjstein

Other resolutions adopted opposed any
attempt to substitute metric system
weights and measures for the present
system in Canada and advised that
pro])er displays of Canadian manufactur-
ed goods be placeil in the countries to
which trade commissioners .are accredit-

ed.

The signing of a new trade treaty be-
tween Canada and France was urged,
improved cable services were asked and
a resolution called for the fixing of a
label on all goods to show the country
of origin.

In his valedictory, T. P. Howard, re-

tiring president, predicted great ad-
vancement for the association and for
industry in Canada during the next year,
and expressed confidence that the asso-
ciation would have no difficulty in rais-

ing the fund which it was collecting for
the purpose of amplifying its work.
"We :n Canada must have trade with

other countries," said the new president,
J. S. McKinnon. "We must build up our
traffic with the Orient, with Australia
and New Zealand, and with South
Anierica. To do this we must have an
enlarged and sufl'icient merchant marine
to carry our goods, and it is only right
that ships for the Pacific should be built

here in British Columbia. New trade

routes must be established and the sea-

ports of the country must be developed.

This is particularly true of the poit of

Vancouver, which seems to be the

natural port of Western Canada. It will

have extra attention from the association

this year.

"The natural resources of tlie country
must be developed to the very highest

degree.' All that Canada produces from
her wealth of natural resources should

be used in the n>anufacture of Canadian
goods in Canada, wherever possible. We
desire the finished articles to be made
in this countiy, and do not wish to see

oujr raw naterials go elsewhere to be
returned as manufactured articles. This

would give more employment to Cana-
dians and future citizens, and aid in

building up the Dominion.

Aid All Sections

"This association is in no way sec-

tional, and it desires to aid in the indus-

trial and commercial growth of every

portion of the country. We wish to have

more attention paid to scientific re-

search and technical education. The re-

sult of this will mean an improvement

in the quality of 'made-in-Canada'

goods."

Continuing, the speaker said that

Canadian manufacturers stood ready and

willing to discuss with any class of the
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Pearl Grey Straw
Fad in Mens Hats

Men's hats are beginning to

show individually, like women's.
The latest fad is the pearl grey
straw with either black, white or
grey ribbon.
A grey top hat was worn by

Andre De Fouquieres, the famous
fashion arbiter in the Bois a few
afternoons ago, matching a waist-
coat of the same shade.

The above are two neiv btyles in hats

shoh')i by Anslcy-Dineeri Hat & Fur Co.,

Ltd., Toronto. The upper cut is of a

soft felt, finished in either rough or

smooth, arid is made in seal brown, nut

bro'vn, dark and light gray, the light

gray having a black band, and in dark

green.

The lower is a stiff hat with a croivn

5hi inches high and a brim 2 inches in

ividih. It is in black only.

TO PUSH TAILOR-MADES
The merchant tailors of Winnipeg are

about to commence a campaign for co-

operation in advertising for the purpose

of setting forth the advantages and
economy of buying tailor-made clothes.

The retail clothing merchants, had a

meeting on May 3rd, when W. E. Hum-
phries, of Stiles & Humphries, was
elected chairman and W. M. Story, of

Story & Story, vice-chairman. It was
decided to hold monthly meetings for the

purpose of discussing special interests

of the trade.

community any great national problem
for the betterment of Canada. He sug-

gested that efforts might be made to in-

itiate the study of Oriental languages

in order that the Dominion could take

advantage of opportunities offered for

trade with peoples across the Pacific.
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Last Member of Bd. of Com. Resigns;

New Temporary Appointments Made
James Murdock Makes Many Changes on Resigning—Govern-

ment Pays Little Attention to Them—New Appoint-

ments Are Captain White, F. A. Acland and
G. A. Dillon—Case of Board to Go Before

Privy Council —in England.

WITH a score of unproven charges
against all and sundry, the last

member of the Board of Com-
merce, James Murdock, has resigned.

The whole niatter is sufficiently well

known to the readers of Men's Wear
Review to make it unnecessary to repeat

in full the history of the dying hours of

this body. Mr. Murdock, in his vale-

dictory, practically charged Judge Rob-
son with assisting a certain Western firm

in the preparation of its brief in reply to

the Board of Commerce when he (Judge

Robson) was chairman of that Board him-

self. He further charged that members
of the Cabinet were not only lukewarm
to the Board, but certain members of it

did what they could to baulk the activ-

ities of the Board. Mr. Murdock con-

cluded by stating that he could not con-

scientiously continue a high-salaried

official of the Govci-nment when he coul 1

do no good as a commissioner.
Sir Robert Borden, in replying to the

wholesale charges made by Mr. Mur-
dock, treated them lightly. He did not

doubt the sincerity of Mr. Murdock's
opinions, nor question his passion for

work; but he believed that such opinions
were due, perhaps, to his peculiar tem-
perament.

New Officers Appointed

In the meantime, temporary appoint-

ments have been made to fill the vacan-
cies created by the resignations of all

three original members of the Board.

Captain William WHiite, K. C, the for-

mer secretary of the board, has been
appointed as chairman, and the other

two vacancies have been filled by F. A.

Acland, Deputy Minister of Labor, and
G. A. Dillon, Purchasing Agent of t if

Department of Justice. The latter two
gentlemen have been given leave of

absence from their present duties in order

that they may discharge effectively the

responsibilities placed upon them as

members of the Board.

Is This the End?

The question of the constitutionality of

the Board of Commerce is still undecided.

The Deputy Minister of Justice, Mr.
Newcombe, of Ottav/a, is now in England
in connection with bringing the case be-

fore the Privy Cou.acil. When that ca^''

will be heard is unknown; but the usual

experience is that cases coming before

the Privy Council are not decided with

any marked degree of haste. It is well

known, however, that the Board of Com-
merce has been a thorn in the flesh of

many of the members of Parliament on

Unloading Sales

Were Hysteria

"In so far as the manufacturer
is concerned," says R. S. Cull, of
Guelph, "I cannot see how prices
can recede when labor is demand-
ing the continuance of the present
high wages; I cannot see how
there can be any reduction in the
prices of clothes with linings,

trimmings, buttons, etc., costing
even more money than they cost
last season. Workers are not
working full time, and consequent-
ly production is not catching up
beyond the reasonable demand that
exists, and the manufacturers can-
not afford to keep workers con-
tinually employed on speculative
manufacturing. My own impres-
sion is that there is no possibility

of a serious slump in the near fu-

ture. Some of the retailers who
got excited and started unloading
sales are overcoming their hys-
teria; they realize that they must
pay more for clothing, if they
want good clothing."

both sides of the House. Men's Wear
Review has stated before, and does s

again, that the reason for the failure

of the Board's work is not due to the

lack of necessity for such a board and
such work, but, rather, because of the

methods which it adopted from the very
outset. It commenced its activities on

the assumption that every merchant,
manufacturer and wholesaler in Canada
was open to suspicion as a profiteer. It.

was a perversion of the well-established

British conception of justice that a man
is innocent till he is proven guilty. The
spirit of co-operation which is a growing
asset to the business life of this country

was never appealed to by the Board;

from the first the Board antagonized the

retail trade of Canada.,

Whether or not the resignation of the

last commissioner is really the end of

the Board remains to be seen. Men's
Wear Review believes that the manufac-
turing and retail interests of this coun-

try, so far as the clothing trade is con-

cerned, is not averse to such a board

operating in Canada for the benefit of

the consumer. But if their work is to

be successful, the methods to be pursued

must change radically, and an effort

made to enlist the co-operation rather

than engender the antagonism of the

entire trade.
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FASHIONS PAST AND PRESENT
I met a man the other day, his age was
four score years;

I asked if time had changed things much
while he trod this vale of tears.

His reply was a snort of deep contempt,
then he slowly shook his head;

Then half in earnest and half in jest, the

old man to me said:

"There sure is changes everywhere, but
the things that makes me stare.

Is this all-fired toggery that growed
folks wants to wear;

Fur xample, take them close on you;
oh, scuse me, don't get mad;

But I got to get this off my mind, it's

the first real chance I've had.

"You see the gals o' my time would
think you'r off your head

If you strutted 'round in flannels that

was meant fur goin' to bed;

And them ties, good lands the likes o'

them was nowhere ever seen,

'Cept on a mighty plutycrat or some high

falutin' queen.

"And the wimmin's fashions, too, is

follerin' nigh up on the men

—

They keep 'em guessing all the while

and fool 'em now and then

—

Low necks, short skirts, silk stockin's

you see everywhere to-day:

If a gal wore them things long ago,

there'd be the deuce to pay.

"You bet your right young feller things

is different now to-day;

But it seems so gosh darned silly grow-
ed folks carryin' on that way.

And they say to be a feller now getter

be in the class;

That drives an ottamobil and plays

shinny on the grass.

"Yes, I may be old, behind the times,

no doubt, that's what you'll say;

But I'll tell you this, young feller, and
then I'm on my way:

If you've got a spark of deacency, them
sleepin' togs you'll can.

And shock yer friends by dressin' up
and lookin' like a man."

I

The old man's viewpoint struck me his

destine I understood;
And though time had changed the fash-

ion, it his ideals never could;

Hoop skirts, tights, basks and ringlets

must to him still grandeur seem.
Than a low neck's silk shod manikin, our

present fashion's queen.

Could a retrospective picture have been

flashed before his gaze.

Of cowhide boots and 'kerchief ties and

the homespuns of past days;

There is nothing new I wager could

please his fancies so

As a panoramic picture of the folks of

long ago.

Hamilton. W. C. HUNTER
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Other Features of the Budget;

Other Taxes to Be Collected

Stamp Tax Must be Placed on Bills and Notes—Must Also be
Placed on Transfers of Stock—Licenses Will be

Issued at Nominal Fee—Tax on Sales.

IN addition to the information given
in the insert in this issue, there are

other points about the budget that

must be taken into consideration by the

retailer. These points are given below:

Stamp Tax on Bills and Notes

Subject to the provisions hereinafter

set out no person shall transfer a bill of

exchan,'?e or promissory note to a bank
in such manner as to constitute the

bank the holder thereof or deliver a bill

of exchange or promissory note to a bank
for collection, unless there is affixed

thereto an adhesive stamp or unless
there is imposed thereon by means of a

die a stamp of the value of, if the amount
of the money for which the bill or note
is drawn or made.

(i) does not exceed $100... two cents,

(ii) exceeds $100, for every $100 or
fraction thereof two cents.

(b) If a bill of exchange transferred
or delivered to a bank or issued by a bank
is payable on demand, or at sight, or
on presentation, or within three days
after date or sight, such bill shall, for
the purpose of the value of the stamp
to be affixed thereto or impressed there-
on, be deemed to be drawn for an amount
not exceeding one hundred dollars.

(c) Whenever a jn'omissory note, pay-
able on demand, is transferred or de-
livered to a bank in such manner as to
constitute the bank the holder, for an
advance made or to be made by the
bank, a stamp of the value of two cents
only is required to be affixed to the note
or impressed thereon, whatever the
amount of the money for which the note
is made.

Stamp Tax on Transfers of Stock

No person shall sell or transfer the
stock or shares of any association, com-
pany or corporation, by agreement for
sale, entry on the books of the associa-
tion, company or corporation, by de-
livery of share certificates or share war-
rants endorsed in blank, or in any other
manner whatsoever, or accept the trans-
fer or delivery of any stock or share un-
less in respect of such sale on transfer
there is affixed to or impressed upon the
document evidencing the ownership of
such stock or shares, or a document
showing the transfer or agreement to
transfer thereof, an adhesive stamp, or
a stamp impressed thereon by means of
a die of the value of two cents for every
one hundred dollars or fraction thereof
of the par value of the stock or shares
sold or transferred. Provided that in

case of sale where the evidence of trans-
fer is shown only by the books of the
company the stamp shall be placed or

impressed upon such books; and where

the change of ownership is by transfer

of the certificate the stamp shall be
placed or impressed upon the certificate;

and in case of an agreement to sell or

where the transfer is by delivery of the

certificate assigned in blank there shall

be made and delivered by the seller to

the buyer a bill or memorandum of such
sale, to which the stamp shall be affixed

or impressed; and every bill or memor-
andum of sale or agreement to sell be-

fore mentioned shall show the date
thereof, the name of the seller, the

amount of the sale, and the matter or

thing to which it refers. Provided that

the first delivery by a corporation or

company of such shares, or debenture
stock, in order to eff"ect an issue, shall

not be subject to the tax imposed by
this subsection.

(2) Any person who violates any of

the provisions of this subsection shall

be liable to a penalty not exceeding five

hundred dollars.

Licenses

Every person selling or dealing in the

articles upon which taxes are imposed as
prescribed by this section may be re-

quired by the Minister to take out an-
nual license therefor, for which license a

fee not exceeding two dollars shall be
paid.

Tax on Sales

In addition to the present duty of ex-
cise and customs a tax of one per cent,

shall be imposed, levied and collected on
sales and deliveries by manufacturers
and wholesalers, or jobbers and on the

duty paid value of importations, but in

respect of sales by manufacturers to re-

tailers or consumers, or on importations
by retailers or consumers, the tax pay-
able shall be two per cent; that the pur-
chaser shall be furnished with a written
invoice of any sale, which invoice sha'l

state separately the amount of such tax
to at least the extent of one per cent,

but such tax must not be included in the
manufacturer's or wholesaler's costs on
which profit is calculated; and the tax
shall be paid by the purchaser to the
wholesaler or manufacturer at the time

of such sale, and by the wholesaler or

manufacturer to His Majesty in accord-

ance with such regulations as may be

prescribed, and such wholesaler or man-
ufacturer shall be liable to a penalty not

exceeding five hundred dollars, if such

payments are not made, and in addition

shall be liable to a penalty equal to

double the amount of the excise duties

unpaid.

Provided that a drawback may be

granted of the tax paid on goods ex-

ported or on materials used, wrought
into or attached to articles exported.
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Driving Home
a Needful Truth

Man Can't Eat Unless He Works

W. G. Hay, who has two stores in

Toronto, believes that production is the

one thing needful for this country, and

that when it reaches normality prices

will begin to come down. He has adopted

an unusual method of telling his cus-

tomei-s this fact that needs to be ham-
mered home day after day because people

seem to thing that it has so little to

do with the prices of things these days.

All over his two stores he has placed

either to be road or taken borne, a one-

leaf article. It has a good point in it,

and here it is:

Fish, Fruit and Vegetables

Put one hundred men on an island

where fish is a staple article of sus-

tenance. Twenty-five of the men catch

fish. Twenty-five others clean the fish.

Twenty-fi^-e cook the fish. Twenty-five

iiuni fruit and vegetables. The entire

company eat what thus is gathered and

prepared.

Po long as everybody works there is

plenty. All hands are hi.ppy.

Ten cf the allotted fish catchers stop

catching fish.

Ten more dry and hide part of the fish

they catch.

Five continue to catch fish, but work

only part of the day at it.

Fewer fish go into the community
kitchen.

But the same number of men insist

upon having the same amount of fish to

(3t as they had before.

The fifty men who formerly cleaned

and cooked the fish have less lo do ow-

ing to the under supply of fish. But

they continue to demand fish.

Gradually greater burdens are laid

upon the fruit and vegetable hunters.

These insist upon a larger supply cf fish

in return for their larger efforts in

gathering fruit and vegetabler. It is

denied them, and soon twenty of the

twentv-five quit gathering fruit and

ve:retables.

But the entire one hundred men con-

tinue to insist upon their right to eat.

The daily fooc'l supply gradually

shrinks. The man with two fish demands
three bananas in exchange for one of

them. The man with two bananas re-

fuses to part with one for fewer than

three fish.

Finally the ten men remaining at work
quit in disgust. Everybody continues

to eat. The hidden fish are hroui^ht to

light and are consumed. Then comes a

day \^hen there is ro food of any kind.

Everybody or the island blames °very-

body else.

What wouli^ seem to be the solution?

Exactly! We thought you would guess

it.

For we n-poat that you can't eat, buy,

sell, steal, give away, hoard, wear, \i?e,

play with or gamble with WHAT ISICT.
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PIIILIC WILL FOKGET TAXES BY

FALL
(Continued from page 48)

still some .way off. Along with other
manufacturers in other lines, they say
they are going to shave profits a little

closer to meet the public demand for less
expensive goods. At the same time, they
believe that quality hats and caps will
win out in the end and some of them
have stated that they will not carry
cheaper lines simply to meet the exemp-
tion price, because they feel it will hurt
their business in the long run.

Hosiery men frankly state that the
first affects of the budget on future busi-
ness is to hurt the high-grade lines. The
majority of the cancellations that have
come in have been of the higher-priced
goods, though they say there has been
an improvement even since the budget
was first brought down. Of course, they
point out, there is not such a thing as
silk hose to be had for $1.00 a pair and
American stuff would have to drop 35
per cent, before it equalled the Can-
adian prices. They argue that the tax
should have been placed on the excess
of $1.00, rather than including the whole
amount.

Shirt men seem more concerned with
getting out any kind of shirts than with
the luxury tax. Generally speaking,
however, they take the same view as
the manufacturers of other lines; they
say it will have the tendency to popu-
larize the exemption prices and to cur-
tail extravagance in the fancier shirt-
ings.

The jewellery lines have been hard
hit by the tax and will be, unless there
is some change. Business in these lines
has been very dull since the bringing
down of the budget.

Affect on Sporting Goods

Retailers who handle hunting gar-
ments tell about the same story as all

other retailers. At first, their customers
strongly objected to the tax of 15 per
cent, on the total amount of their pur-
chase and expressed the view that an
exemption price should have been fixed
as on other lines of clothing. However,
they have come to see that hunting
garments are largely a luxury and they
are gradually becoming less disposed to
balk a!, paying the tax as fixed by the
Government. Retailers believe, how-
ever, that it will affect the sale of the
higher-priced garments as the tax has
affected higher-priced garments in the
regular lines.

What Shirting Men Say

There is still such a shortage of

shirts that the affect of the luxury tax
is not of very great concern to shirting

men at the present time. There are not
many lines of shirts on the market that

can retail at $3.00, and most all the fall

lines will go over '.he $3.00 margin. -For
the present they are not worrying about
the luxury tax; their worries are to get

goods and get them made up into shirts

for which there is a ready sale to the

trade.

THE MAKING OF THE BUDGET
Continued from page 35

ing the luxury tax which they have to

pay. In ths way, prices may be kept
from going higher. If it will curb ex-

travagance, a distinct service will be
done to the other trade, for it has been
the extravagance of the last few yeai's

that has sent prices to where they are

and has made merchandising on con-

stantly rising maikc'ts very difficult.

A stroke against extravagance in this

country is one of the things most need-

ful at this time, extravagance in buying,

in labor demands as well as in personal

habits.

The third object, though, perhaps, not

the least considered one from the stand-

point of the Government, was to give

this country a measure of direct taxa-

tion. The West has ben crying out
against the customs tariff in favor of

direct taxation. Now, they will get a

taste of it and there are political pro-

phets who believe that about one year
of it will satisfv the West to the full. At
all events, the people wdl get a good
taste of direct taxation and the budget
maker of 1921 will have more than a

working knowledge of what this country
thinks of it.

ARE SALES CONDUCTED ON RE-
PLACEMENT VALUES

(Continued from page !)3)

ings that they cannot replace at the
price at which they sold them. It is

doubtful if such a condition is healthy
for the trade generally many of the
more conservative, well-balanced mer-
chants regret these frequent sales of
good merchandise at prices which do not
make provision for replacement.

Says Replacement Value Must Be
Disregarded

A. W. Riley, chief of the "flying squa-
dron" of the Department of Justice of

the United States, recently condemned
the practice of marking goods at re-

placement values. Mr. Riley alleged

that some retailers followed the practice

of marking up their merchandise with
each new lot received at a higher price,

instancing hosiery which had been
marked up from $8.00 a dozen to $12 a
dozen, even sometimes when the mer-
chant had bought none at the last figure,

but learned that that was the figure

through quotations by salesmen.

"We maintain that this is palpably
improper," said Mr. Riley. "If you want
to do something and still comply with
the law, you will make your selling

prices based on the cost, plus carrying
charges and interest." Mr. Riley claimed
that they would sell more goods by this

method. As an illustration, he cited the

Wanamaker sale where a 20 per cent,

reduction had been given on all lines

with still a fair margin of profit. Mr.
Riley advised the retailers to buy spar-

ingly, claiming that only by this method
would the manufacturer be able to catch

up with production.
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In spite of the fact that Mr. Riley

condemns the replacement value system,

in all probability the very example he
used to illustrate his point, that of the

Wanamaker sale, was the example of a
man who was able to give a 20 per cent,

reduction and still retain a fair margin
of profit because he had marked many of

the lines according to replacement value.

If this is not the case, then Wanamaker
must have a tremendous mark-up on hi&.

goods.

Advertising Should Be More
Conservative

But getting back to where we started.

Advertising should be more conservative

than it is in many, many cases. The

kind of advertising that one sees too fre-

quently in Toronto and some other cities

is the kind that undermines public con-

fidence in the clothing business. Such

big reductions as are offered from day

to day cannot be given on the basis of

present-day markets unless there is some

good reason for it. Either the original

mark-up was such that it would not

stand the investigation of the Board of

Commerce, the creditors are going to

suffer, or there is some reckless adver-

tising going on. And reckless advertis-

ing is unhealthy for the trade. In the

long run, it does not help the merchant,

either.

THE VALUE OF 0RGANIZA1I0N
(Continued from page 38)

23rd. It is my intention to stop over

at the principal cities of Manitoba, Sas-

katchewan and Alberta in the hope that

I may be able to come to some definite

understanding regarding the organiza-

tion of a Dominion Association of Retail

Clothiers. If you are in sympathy with

the proposition, lend your support by

getting organized in your own locality

and in your own province. Unity is

strength and through a united organ-

ization a better understanding will re-

sult amongst the clothiers of this great

Dominion.

"The bottom fell out of the wool mark-

et two or three months ago," said a Tor-

onto wool dealer. "You can figure out

how much it is down to-day when I tell

you that for Ontario coarse wool for

which we were paying 40 and 42 cents a

year ago is to-day down to 18 cents.

This is considerable over 60 per cent, of

a drop. All grades are in practically the

same position with the exception of fine

imported wools. They have dropped

about 35 per cent." This dealer, how-

ever, explained that the cost of wool did

not enter materially into the price of the

clothes to-day. Until other expenses,

such as labor and the cost of trimmings

decreased there could be no reduction of

any account in clothing prices.
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Are Woolen Prices Coming Down?
Some Say Yes and Some Say No

Fact is Cited That Goods For 1921 Are Quoted at Same Prices as

For Spring of 1920—On the Other Hand Shoddy is Up
Higher Than Ever—DecHne Gradual in Anv Case.

THERE are two distinct opinions

re?:ardins: the course which wool
prices will pursue in the near

future. Many claim that even with thJ

large quantities of wool now held in

!
Australia and the larije domestic cropi

which have not been marketed will

make a big difference in the price

of woollens in the very near future.

Other authorities claim that this

large supply of wool will have an

almost immediate effect on the mar-

ket. One prominent wholesaler in

Montreal advanced the opinion that

within the near future there v/ill be a

distinct slump in the prices of all classes

of woollen goods. He maintains that

the Australian and New Zealand 1919

crops are now only being released

coupled with the very large American
and Canadian supply will reduce the

price.* of v.'oollens almost immediately.

Manufacturers will have to get rid of

their present stock even if they must
sufVer a direct loss for wool, which could

not be had during the war for GO and 6.5

cents, can now be very readily bought at

about 20 cents a pound, this bohig do-

mestics.

One of the prominent weavers fi-oni

Scotland who recently visited Montreal

said that there could be no slackening
or falling of? in the prices of woollen
goods. He said that any surplus wliich

the Canadian or British public could not
absorb would be very readily taken care
of in the European situation. This Euro-
pe;>n situation, he said, was a very ser-

ious cne, and we could not expect to

have much reduction in the price of

woollens for the ne.xt five or ten years.

As an e.xample of this he quoted shoddy,
which, before the war was sold at Is. 6d.

a yard, and is now sold at 10s. 6d., which,
he said, was almost an unheard-of price,

and there was no tendency toward a

weakening.
Against the advocates that woollen

goods must be high comes the fact that

some. American mills are offering goods
both in textile and knit goods at the

same prices for Spring 1921 as for

Spring 1020 delivery. This, many claim,

shows that the prices have passed the

peak and are now on the return. No
one expects a sudden slump but a rather
easing off and a gradual decline.

The situation, many claim, however,
depends on the attitude labor will take.

If wages are to be increased as they have
been, little can be done towards the re-

duction in the prices.

Twice-a-year Sale Brings Best Results

W. W. Wlkinson, of Gait, who has a large clothing department in his

departmental store voiced an opinion to Men's Wear Review that has come
to us very frequently of late. It was loith regard to the holding of sales.

Personally, he mns a big sale twice a year. "I have fontid that a big sale

of this kind twice a pear, atid only twice a year, gains the confideyice of the

people. When vje have our sale, the people know it is genuine and they

crowd the store for the real bargains we offer" said Mr. Wilkinson. And
Mr. Wilkinson, like many another man, wonders how it is that some retailers

seem to be able to have a sale week in and, week out at which they are

always selling stuff away below cost.

In holding his tu'ice-a-year sale, Mr. Wilkinson uses an abundance of

printers' ink. In addition to a double-page spread in the Gait Reformer,
he circularizes the conntt yside.

Fifteenth Annual Convention

of Retail Merchants of Canada

THE fifteenth annual convention of ure, the executive officers have arranged
the Dominion Board of the Retail for an excursion over the Canadian Paci-

Merchants' Association of Canada fie Railway, to run from Halifax to Van-
will be held in Vancouver, B.C., on Thurs- couver, taking on at the various points
day and Friday, July 22nd and 23rd, those who wish to attend.
1920. This will be one of the most The excursion train will commence at
important conventions for retail mer. Halifax, leaving on the following days:
chants that has ever been held in Can- Halifax July 12
ada, and every province will be repre- St. John " 12
sented. Quebec " 13

In order to unite business with pleas- Montreal " 13
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Ottawa "- 13
Toronto " 14
Fori; McNicoll . " 14

and wtU pass through all the leading
cities and towns.
From Port McNicoll they take the

Canadian Pacific steamers over the Great
Lakes to Fort William; from there to
Winnipeg across the Prairies, through
the magnificent Rockies, stopping at
Banff and Lake Louise, and then on to
Vancouver.

In returning, the excursionists are al-

lowed the option of coming back via the
Okanagan Valley, Sicamous to Penticton,
down through the boundary country of
Nelson, through the Crows' Nest Pass
from Kootenay Landing, to Medicine
Hat, and then back again East.
The excursion is open for any members

who wish to invite their friends or .o
take any member of their family. Full
particulars as to cost and other partic-
ulars can be secured by applying to the
secretary of any provincial board, or to
Mr. E. M. Trowern, secretary of th-j

Dominion Executive Council, Room 49,
La Banque Nationale Building, Ottawa.

Wool Prices Do Not
Govern Clothing Prices

According to L. E. O'Neil, secretary
of the Ontario Sheep Breeders' Associa-
tion, the price of wool has very little

to do with the price of clothing! In a
recent address to the agricultural rep-
resentatives of the province on "The
Wool Situation," he said, in part:
"During the war the demand was for

the coarser grades of wool, with the
result that very high prices were secur-
ed for the Ontario production," Mr.
O'Neil explained. "Now the demand is

for the fine grades, and all Ontario wool,
from medium combing down is left un-
touched. Much of last year's wool of
the lower grades is still on the market,
anfl wool houses holding it are unable
to realize anything on it. Money is
tight, and credit is scarce, and the re-
sult is that the big wool houses have
quit buying; One of the largest wool
houses in Boston is no^v in the hands of
the receivers, while another has offered
to liquidate at a loss of over five million
dollars. Any buying at present is pure-
ly speculacive. With us the banks have
cut advances no fewer than four times
from twenty-five to fifteen cents, and
up to the present we have sold' onlv
7-5,000 pounds of wool.

"Mr. O'Neil explained further that
the state of the market necessitated
close grading, with disadvantage to the
seller. Whereas during war-time doubt-
ful wool alway.s got the benefit of the
doubt and was gr'aded up, now the same
wool is graded down invariably. Illus-

trating this, he mentioned the fact that

a lot of 10,000 pounds left unsold last

July from a total output of 200,000
pounds has since been 'turned dov.-n no
fewer than six times on grade, although
it is equally as good as the other 190,-

000-pound lot that .spid before it.'
"
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"WHERE-TO-BUY"
=s;,^IRECTOR^^

Belt yourself with "Victory"

The Davis Novelty Co., Regd.
Leather Goods and Novelties

212-214 Mappin Building
Montreal. '

Uptown 398
Our Specialty

—

Men's "Victory" Belts
If its "Victory" it's leather.

Telephone East 7526

GOLD BROS.
Manufacturers of

Boys' and Juveniles' Clothing

930 St. Law^rence Blvd. Montreal

AGENCIES WANTED
For men's and women's ready-to-wear
clothing, hosiery, knit goods, etc.

Covering Wholesale and Retai! trade in

Manitoba. Saskatchewan, Alberta and
British Columbia. Box 198, Men's Wear
Review, 143 University Ave., Toronto.

CONDENSED ADVERTISE-
MENTS

Five cents per word per insertion. Ten
cents extra for box number.

J
INE WANTED- TRAVELLER, 17

years' experience. Asks for a good
line for Quebec and Maritime Provinces.
Write A. S., 164 Desfranciscains St.,

Quebec.

"ry^ANTED—TRAVELLER COVERING
most of Maritime Provinces, having

good connection with Tailors and Dry
Goods Stores, would appreciate lines

with reliable house. Box 189, Men's
Wear Review, 143-153 University Ave.,
Toronto.

VX/ANTED — CAPABLE MAN FOR
writing advertisements, trimming

windows, decorating interiors, writing
show cards : one who can assist in sell-

ing men's furnishings and shoes during
rush hours. Write to The Hudson's Bay
Company, Lethbridge, Alt.i.

To Bring Back

Business to Tailors

Employers. Manufacturers and Journey-
men .Join Forces

Merchant tailors, woollen manufac-

luiers and journeymen tailors in Winni-

peg- will make an endeavor to get to-

(jeth.ar to combat inroads being made on

their trade by ready-made s-tores.

This policy was favored at a recent

meeting held at the St. Charles Hotel

under the auspices of thei Merchant
'J'ailors Designers' Association, which

body had as its guest, L. A. Denner,

international secretary of the Merchant
Tailors Designers' Association.

Outlining the difficulties which were
besotting merchant tailors on account of

fihoit hours worked by employees, ready-

made competition, and the sales taxes,

Mr. Denner laid stress on better organiz-

ation, giving interesting data respecting

ihe recent convention at Cincinnatti and
the progress made in sectional work and
vocational training. Under the Smith-
Hughes law, he said, the United States
Go\ernment had made a generous ap-
propriation toward vocational training
affecting the tailoring trade, with the
result that vocational training was,
spreading like wildfire throughout the
States.

Dr. Mclntyre. superintendent of
schools, said that, so far as tailoring
was concerned, this branch had not yet
found a place in the curriculum of Win-
nipeg's technical schools, but he had no
doubt that if proper representations
were put forward and sufficient interest
b-hown in the departure, proposals along
thif line would be given every attention.

Over 70 were present, with R. C. Mac-
farlane, president of the Merchant Tail-
ors Designers' Association, in the chair,
and among others present were S. R.
Hunter, hon. president of the Merchant
Tailors Association; J. S. Stephenson,
president; R. Durrant, secretary, and H
Jennings, treasurer; John Thomson, sec-

retary, H. Rambaldini and W. H. Jan-
Kins*' J M. Curie, secretary of the Mani-
toba branch of the Retail Merchants'
Association of Canada, and H. E. Mor-
ton, of the Canadian Credit Men's Tnast
Association, both of the latter making
interesting speeches on the situation.

Waterproofs
of the

FIRST
QUALITY

for

MEN,
WOMEN

and

CHILDREN

D. A. MILLER
579-581 St. Lawrence Blvd.

MONTREAL

TWO COURSES
ADVERTISING and
SHOW CARD WRITING

should interest many young men in

men's wear business. Write the Shaw
Corres-pondence School, 393 Yonge St.,

Toronto, for particulars.

SHOWER PROOF
GARMENTS

FOR

Ladies and Men
We specialize in the manufacture of
High-Class Garments made from Eng-
lish Gabardines (wool and cotton).

Neat-fitting, stylish, comfortable and
al>8olutely dependable.

Our Salesmen will shortly be showing
samples for Fall and immediate.

Special discount to the wholesale trade.

SCHWARTZMAN BROS.
1448 St. Lawrence Blvd Montreal
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about Your
store -front

"LJERE is a mighty fine lay-out for
^-*^ a store front 25 feet or more in
width. We have a book of store front
designs and would be glad to send you
a copy.

Plate Glass

Sheet Art Mirror Figured Prism

Zouri Metal Store Front Construction

Zouri Stocks carried at

Halifax Montreal Ottawa Toronto Windsor
Winnipeg Regina Edmonton Vancouver

Vf^Q CO^^SOLflMTEP PMTE GM5vS COMR^y'
OF C/qN/1M LIMITED

TORONTO -MONTREAL-WINNIPEG

Ji
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Cluett, Peabody & Co, of Canada, Limited, Montreal
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Exclusive English Patterns

Miller
"Bond Street"

Neckwear
Priced to escape the Luxury Tax,

Styled to promote Big Summer Sales,

This range of "Bond Street" neckwear-

shows seventy-eight attractive combina-

tions in popular neat designs and polka

dots. Both four-in-hand and bat wing

styles. At the price

$7.50 Per Dozen

A "Bond Street" Cravat

Warm Weather Furnish-

ings for Immediate

Hose

Belts

Bathing Suits

Suspenders, etc.

it is the best value in the neckwear market

to-day. We could not duplicate the values

offered here, if we were buying now, so we
are making a leader of this range. Make it

your leader for summer trade.

We have other assortments in stripes and

neat allovers, priced at from $9.00 to $24.00.

"Bond Street" values in all price ranges are

the best you can obtain—this is an essential

feature of "Miller Service."

iSV/wf an open order aiul (/et im-

mediate deliverij.

Miller Men's Wear
LIMITED =

MILLER BUILDING 44-48 YORK ST., TORONTO

Men's Furnishings of the Better Class
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Get the

Habit of Carrying

Mackenzie

Guaranteed Lines MACKENZIE BRAND

Ottawa

And learn

Why They

Are Sold From

Coast to Coast

MacKenzie Brand

Shirts

will sell better every year.

They are the ideal -shirt for Sportsmen,

Farmers, Lumbermen, etc., because of

their roomy cut, giving comfort in every

movement. ' They are made from first

class material and the workmanship is

faultless.

We will be pleased to forward you
prices and information. Write us
to-day.

Our Lines are-

Mackinaw Clothing

Shirts Underwear

Socks Sweaters

Overalls and Pants

Mackenzie Limited

Canada

Worthy of Your Consideration

Retailers want to deal with people who know why they have

something to sell.

Did you ever stop to figure that the retailers you want to

interest have advertising news for the public in every day's

newspapers? Let the retailers have particulars of your

goods at least once a month.

Think this over and let us strengthen your trade develop-

ment work beginning in next month's

Men's Wear Review
143 University Avenue, Toronto

COPY PREPARED WRITE FOR RATES
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The Price Prospect

PRESENT high prices for all lines of cotton

goods show no prospect of a decline.

We have already purchased for next Spring's

trade, underwear, shirts, bathing suits, etc., at

prices averaging an advance of 30 per cent, to

40 per cent, over those of a year ago.

Dealers with stocks of Summer goods on hand

need have no fear of a decline in prices and a

consequent loss on their stock.

All the mills are late in showing their samples

for Spring, 1921, finding it difficult to get quo-

tations and deliveries of cotton yarns. Conse-

quently, our salesmen will not call on you with

Spring, 1921, samples till September.

Caulfeild, Burns & Gibson, Limited
60-62 Front Street West, Toronto



MEN'S WEAR RE VIEW-

TRADE MARK

The Shirt

That Sells on Sight

is the "Hercules" Brand. It makes an

instant appeal to the man to whom a sen-

sible, every-day shirt of attractive appear-

ance and top value is a necessity.

Designed to fit and yet be roomy, the

"Hercules" is full of shirt-wear that makes
for comfort and durability.

The "Hercules" will prove a big business

getter for you, and readily produce repeats.

That is the kind you want.

The Hercules Garment Company, Limited

Head Office: Montreal Factories: Montreal and Louisville, P.Q.

No. I! 30 Eiffel

Tie Stand

The
Very Latest

is revolving Counter Tie

Stands, 6 inch Eiffel

base and square stan-

dard, 3x5 card holder

on top of standard.

Eveiything in Stands for

your particular trade.

Send for our new
Catalogue

Clatworthy & Son Ltd.

Toronto

REPRESENTATIVES

:

Vancouver, B.C. : M. E. Hatt & Co., Mercantile BId«.

Montreal, Que. : Graham Harris, 5.51 Dorchester St.

Winnipeg, Man. : O'Brien Allan Co., Phoenix Block.

Halifax. N.S. : D. A. Gorrie, Box 273.
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Dominion Raynsters
a
Made-in-Canada ^ Raincoats

Dominion Rubber System Products

When you buy a Dominion
Rubber System Product,

you get a standard of qual-

ity and ser\-ice unsurpassed

anywhere else in the world

•'DOMINION RAYNSTERS"
are Dominion Rubber System
Products. They are designed to

meet the needs of Canadians,
Tliey are made in Canadian
factories Ijv Canadian workmen—^and backed by the resources

of the greatest rubber manufac-
turing system in the Dominion.

"DOMINION RAYNSTERS"
give the dealer styles and sizes

for men, women and children
— in a line of raincoats that are

unconditionally warranted as

to quality, workmanship and
service, and each coat carries

the Dominion Rubber System
guarantee label to insure satis-

faction.

Why not specialize oh these

Made - in - Canada raincoats—
that have an establighed repu-
tation—and are well advertised?

For information as to styles,

materials and prices, write our
nearest service branch.

Dominion^
DOMINION RUBBER SYSTEM SERVICE BRANCHES are located at

Halifax, St. John, (Quebec, Mo.itieal, Ottawa, Toronto, Hamilton Loridon, Ki(-
chener, North Bay, Fort William, Winnipeg, Brandon, Regina, Saskatoon, Calgary,

Edmonton, Lethbridge, Vancouver and Victoria.
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Collars of Fashion

TOOKE BROS. LIMITED
MONTREAL
TORONTO

WINNIPEG
VANCOUVER
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NO MORE SUSPENDERS

Manufactured by

<§uspender'Belt

The Uniform fl Equipment Co.

57 Colborne Street

Toronto, Ont.

M>iD S435

Be sure to visit us at our Exhibition Booth, or at our Warehouse, 57 Colborne St.

You will receive a cordial welcome and no obligation to buy
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SALES MEAN
RESALES WHEN

SELLING : :

The

Brill Hats and Caps
into hats and capshave put a world of character

of all sorts.

Our Tweed hats and caps for men and boys are a little

different from the ordinary and for correct headwear
they are unequalled.

When these clever creations bear the Brill label all

doubt as to their holding their shape and fit is at once
dispelled. In buying, it is a simple precaution to re-

member the name—Brill.

Chamoisettes
Our splendid range at $1J..30 is the peer of anything
in the trade to-day. They are well worth more money
and do not fail to see them.

English and Scotch Tweeds
Just received, a magnificent assortment of these justly
popular tweeds. They will be made up with especial
care, finely tailored, and silk lined, and the price only
$24.00 per doz.

When in Toronto for the Exhibition visit our

warehouse and we will show you through one of

the most up-to-date Hat and Cap factories in

the city. No obligation to buy.

The Brill Hat & Cap Co
Limited

I

160 John Street, Toronto
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ADMIRAJi
COSY OOMfORT

tifllii UNDERWEAR
I "nrf'f GUARANTEED UNSHRINKABLE

X\

NATURAL
WOOL

Made forMen andBoys

In Shirts, Drawers and

Fom-'Fittiti^ Combinations

SalesA^ent to Wholesale Trac/e

» CQPATON i

Zifqy Building, Toronto.
Made In

Canada
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PALM BEACH19 2 1

Do you recall any Summer
Fabric that yields the honest

stability and satisfaction of
PALM BEACH CLOTH?

Is it any wonder that because

of its own uniform goodness,

it has transformed your entire

Summer Season from a period

of losses, risks and upheaval,

to one of prestige-building and
profit ?

Is it surprising that men in

every walk of life demand Suits

of the Genuine Cloth at a given

season of the year—just as they

demand a straw hat?

THE PALM BEACH MILLS
GOODALL WORSTED COMPANY. SANFORD, ME.

A. ROHAUT, Selling Agt., 229 FOURTH AVE., N.Y.

"1
'•'^
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PALM BEACH
THE SUMMER-TIME SUIT

in a host of astonishingly beautiful

styles, colors and patterns, will soon

be shown for 1921. When your
Summer Clothing manufacturer
brings you his offering, keep a watch,

ful eye for the clever new shades and
designs which we have been devising

for you during the past months.

Behind the Palm Beach line is a plan

of national advertising which, in

scope and purpose, will be unfolded

as nineteen twenty-one approaches,

and which will be more far-reaching

and helpful to you than ever before.

Be sure that the famous little trade-

marked label is seen in every Suit you

buy, for that label will be sought by

the multitudes next Summer, and will

keep, the good name of your store

respected and safe.

THE PALM BEACH MILLS
COODALL WORSTED COMPANY, SANFORD, ME.

A. ROHAUT, Sellmg Agi.. 229 FOURTH AVE.. N.Y.
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Mackinaws '

From Canada's Greatest Mackinaw House

Made for
the boy in

the exact
style asDaddy
wears. They
give ample
p r otection,
look smart
and neat.
Made dou-
ble breast-

ed, have
shawl collar

and with or
w^ i t h o u t

yoke.

No. 609

"Town" or "Young Canadian"

Brand Mackinaw Coats

" G.-H.-G." " Durabil " Mackinaw

No. 608.— Another examtile of our celebrated G.-H.-G.
"Durabil" Mackinaw Sporting Coat in fancy plaids and
stripes. A very handsome garment tor pattern, cut and
fit. "Durabil" Mackinaw is made up In exclusive pat-

terns for our use alone.

The coat that holds all the comfort
dear to the heart of the out-door man,
yet sacrifices nothing of style and the
niceties of appearance.

These are the coats that give an added
zest to the care-free hours spent in

the open.
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Caps and Shirts

To Interest Shrewd Buyers

And shrewd buyers number in their ranks
merchant and consumer alike.

We please both, because everything is as
it should be in the "Peck" line—quality,

style, and price—all are right, and both
merchant and consumer profit thereby.

PECK'S CAPS embody all that is distinc-

tive and diff'erent in head gear, and are

tailored to a nicety, to give style plus

comfort.

PECK'S SHIRTS occur in a comprehensive
and attractive range of the newest fabrics

and color tones, and have the style and
snap that please particular dressers—the

men whose patronage reflects credit on

your store.

MONTREAL

John W. Peck & Co.^ Limited
Manufacturers of

Men's and Boys' Clothing, Shirts, Caps, etc.

WINNIPEG VANCOUVER
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Market conditions
point to advisability of

immediate orders for

Carhartt
Overalls
Allovers and Gloves

The continued scarcity of raw materials and

restricted output, together with the per-

sistent, heavy demand, have combined to

stiffen prices, which show a decided ten-

dency, if anything, to go higher. In view

of these conditions, therefore, it would be

well for every dealer who can to send along

his order now for Carhartt Overalls, All-

overs and Gloves, and thereby save himself

possible disappointment in Fall and Spring

deliveries. Since manufacturers, including

ourselves, are producing only enough to

supply visible needs, the force of this sug-

gestion is apparent.

Hamilton Carhartt
Cotton Mills Limited
Montreal Toronto Winnipeg Vancouver

Manufacturers of Carhartt Overalls, Allovers

and Work Gloves
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An up-to-date National Cash Register

would tell if this clerk is worth the raise

that he is asking for.

NATIONAL CASH REGISTER records would tell

instantly whether this clerk had increased his

sales enough to make him worth more money.

Up-to-date National Cash Registers give complete daily

records of how much each clerk is selling and the num-
ber of customers each clerk is waiting on.

They show which clerks are the most valuable. They
enable merchants to fix wages on actual selling records.

They give the records needed for a profit-sha ing or

bonus system. This makes the clerks directly interested

in the success of the business. It puts them on their

mettle and results in increased business.

The National Cash Register Company of Canada, Limited

BRANCH OFFICES:
Calgary 714 Second Street W.
Exl.Tionton 5 McLeod Bldg

Halifax 100-102 Granville Street

Hamilton 14 Main Street E
Montreal... 122 St. Catherine Street W.
Toronto 40 Adelaide Street

Winnipeg 213 McDermot Ave

London 3 50 Dunda s Street

Ottawa 306 Bank Street

Quebec 133 St. Paul Street

Regina 1 820 Cornwall Street

Vancouver 524 Pender Street W.
St. John 86 Prince William Street

Sas1<atoon 265 Thir<l Avenue S.

FACTORY: TORONTO. ONTARIO
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STARMANd
OVERALLS

The
"BestMade

FOR SALt HME

Display this Card
in your shop

window

The Overall

That Goes All Over

THE STAR BRAND Overall

affords complete protection to

the clothes it covers, because of

its ample proportions and fine fit.

Up to the latest clock-tick in the

Overall World, and unsurpassed
for durability, comfort and popu-
lar price.

S\end jor samples and prices.

Made by

The J. B. Goodhue Co.
Limited

ROCK ISLAND, QUE.

Montreal

211 Drummond Bldg.

Ottawa

76 O'Connor St.

"EVERYMAN'S"
' Trousers

Made -to-Measure
Clothing

Ready- to-Wear
CLOTHING

(Everyman's Brand)

We now offer to the trade

a line of high grade, ready-

to-wear clothing at $18.00,

$20.00, $25.00 and $30.00.

Immediate Delivery

STILL OPEN

A few agencies for Davis

Bros, made-to-m e a s u r e

clothes. Write for sample

cards, measuring forms and

style booklet.

Davis Brothers
Hamilton, Ont.
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Made in Heavy Woven Cloth
in Plain Colors

Blue Chambray and Fancy Stripes and Checks

Extra large Body and Sleeves. Double stitched throughout.

Full Yoke and Pocket.

Extension Neck Band and Gussets.

A REAL WORKSHIRT

>(?/
im

Value, Durability and Comfort

The CANADIAN CONVERTERS' COMPANY
LIMITED _

MONTREAL
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A Potent Sales Factor
will push your sales up to the sky-limit—nothing
less. It is supplied you in the "RACINE" line of

Working Men's Wearables
The outcome of an exhaustive study of the needs of
working men. Prominent "Wearables" are

—

"Racine" Shirts

"Lifesaver ' Overalls

and

"Samson" Pants
Designed and finished to stand the strain and stress of the
modern workshop. Comfortable without being slack, they
have every point of strain amply reinforced, while their
tough wear and good shape add to their just popularity.

Put a winning edge on your "Workables" department by
laying in a representative stock of the "RACINE" line.

ALPHONSE RACINE, LIMITED
"Men's Furnishings Specialists"

60-98 ST. PAUL ST. WEST, MONTREAL

FACTORIES:
Beaubien St., Montreal ; St. Denis, Que.; St. Hyacinthe, Que.

SAMPLE ROOMS:
HAILEYBURY SYDNEY, N.S. OTTAWA QUEBEC TORONTO

Matabanick Hotel 269 Charlotte Street 111 Sparks Street Merger Building 123 Bay Street

SHERBROOKE SUDBURY RIVIERE DU LOUP
50 Wellington St. N. Nichol Range Hotel Hotel Antil

THREE RIVERS CHARLOTTETOWN, P.E.I.

Main St. Queen and Sydney Sts.
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Pleased Patrons

and Good Profits

A stock of warm, wonder-
fully comfortable, Atlantic

underwear is an investment
which yields the dealer big

returns.

Wool from the backs of
hardy Maritime sheep is

knitted into soft, warm yarn
and woven into garments
which give absolute satis-

faction. Atlantic garments
never chafe or bind.

Their sale is good business.

It ensures contented custom-
ers and good profits.

Atlantic Underwear
COMPANY, LIMITED

MONCTON N. B.

E. H. Walsh 8e Company
Montreal and Toronto

Selling Agents for Quebec, Ontario
and

Western Provinces

15

Iv



MEN'S WEAR REVIEW- IS

iii{iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii!iiiii!iiiiiinMMiiiiiiiiiiiiiiH

WATERPROOF
BEST BRITISH MAKE

Raincoats

that Appeal to

Your Business

Judgment

When you offer a customer a "Fit-Well"

Waterproof, you are giving him a coat that

really IS Waterproof—a serviceable all-

round weather resister, that will render him

impervious to the heaviest rain.

But you are giving him a stylish garment at

the same time—one that is cut and tailored

in such a manner as to impress the particular

dresser.

"Fit-Well" Waterproofs are some of the

biggest sales-boosters any store can show,

because their value is self-evident.

pur representatives are now on the road

'with a full showing of our line in Gabar-

dines, Tweeds, Leatherettes, etc., for im-

mediate and Spring, 1921.

S. RUBIN & COMPANY
M/r5. 0/ ihz

"Fit-Well" Waterproofs

Our New Address:

New Sommer Building, 37 Mayor Street

MONTREAL

«iii!| III I ! ri 1 1
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Here Are the Points

To Drive Home
The maker of a good
article like Kitchen's Rail-

road Signal Overalls can
fashion the rivets of sales-

manship and send them to

you, the merchant, with
unerring aim.

It is the work of the retail

dealer, in advancing his

business on sound lines, to

perform the driving home
of the rivets so that the
final service is completed.
^lost merchants know that

Kitchen's
€ii

OVERALLS
are built with as much mechanical skill and careful planning as the big steel structure

that must stand the strain at every point where force is applied. And our evidence
of dealers' satisfaction is great enough to make a book.

The Kitchen method is to choose the best of materials that are combined in good
work garments. We insist upon the most intensive tests and inspections. We give

more than ample room in Railroad Signal garments, and we study every line of over-

all work to discover what is needed in an overall.

We combine these qualities through intelligent

direction and craftsmanship. We give the dealer

*\^^ the best service we can think of or read about. And
we bring the merits of our garments to the attention

of the consumer by advertising that reaches the

instinct for good value. It pays to deal with

Kitchen's.

The Kitchen Overall

& Shirt Company

Brantford Ontario
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Every merchant in the
country will see the need
of a warm, serviceable
Ulster coat to retail—

At a Reasonable
Price

The coat illustrated is

made of Barriecloth,
a new fabric of our
own manufacture,
and embraces the
highest quality of
tailoring, plus style
distinction, yet mod-
erately priced.

BARRIECLOTH i s

made in Black, Brown,
Heather, Blue mixture,
Green mixture, and Ox-
ford Grey. This cloth

is positively guaran-
teed to give entire sat-

isfaction.

Samples mailed

on request

The

Robe & Clothing Co.
LIMITED

Kitchener, Ontario

)BEfiaOTHiN6CO.

\_Or:K^TCHENER,0MT.-

His Majesty George V

The utmost in hat satisfaction is

assured you in our line of

"Monarch''
and

"Alliance"

Hats
Popular Hats, retailing at a Popular
Price.

Our salesmen will next month sub-
mit an exceptional showing of

Fall Hats
For immediate delivery and

Hats for Spring 1921

L. Gnaedinger, Son & Co.
90. 92. 94 St. Peter Street - MONTREAL

Established 1852
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Genuine
Leather

Reversible
Coat

A Winning Combination
Every merchant will agree that a coat of
genuine leather is an attractive piece of mer-
chandise. So also is one of tweed or gabar-
dine, when style goes hand in hand with
quality.

But when it is possible to feature two coats
in one—leather reversible with a contrasting
fabric, then the combination is indeed a
"winning" one.

Our genuine leather coat is tweed or gabar-
dine lined—reversible at will, thus adapting
itself to all sorts and conditions of weather.
It will appeal to your exclusive clientele.

Write to us for samples and price list.

Made in Canada
by British workmen who know how.

Office and Factory :

437 ST. PAUL W., MONTREAL

THE NU-WAY

Phosphor

Bronze

Springs

Guaranteed

to wear a

year, give

more comfort

and yet cost

no more.

Jo the

tmk

If you want to handle a line of Suspenders, Garters
and Hose Supporters with merits and profit, write

for our latest price list.

Nu-Way Strech Suspender Co.

ST. THOMAS, ONTARIO

Announcing
our removal to

Darling Building

96 Spadina Ave.
1 oronto

where w^e v^ill be able to give

you still better service in the

future.

Ontario Cap Compan]/

Remember the new address

Visit our warehouse Exhibition time.
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MEN'S Slip On

FALL
OVERCOATS
and SUITS

To meet the new conditions prevailing to-day on the market we
have installed a new department that takes care of your consuming

customers whose pocket books are being drained by the
W-^* oi J--

We have been successful in placing some two thousand on the

market and we have more coming through at the low price of

—

$

In order to get there, we have to make a tremendous turnover on

cL very ^small profit and short, terms, to roll t.he ball fast, so this

^P^^'^ offer at this special ^"^^
is at the ^P^^^^^terms of net lo days

1st following.

We will send you a sample dozen on request, charges prepaid.

Write to-day.

GARIEPY & FRANK
Mens and Young Mens Clothes Specialists

234 St. Law^rence Boulevard Montreal, Que.
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ChaLlleivc^
ClcaivaJ>le
CollsLrwT

.

There's real economy in Challenge Collars—with style and con-

venience thrown in. Tell your customers this. Tell them that

a damp cloth will clean them—that they need no laundering and
look so much like linen you can hardly tell them apart. It will

mean more sales and bigger profits for you.

The working man will buy for economy's sake—the professional
man for convenience.

We're advertising them in a Dominion-wide campaign telling

the men who weaj" them that their dealer will supply them. If

you haven't a full line in stock, write to your jobber to-day.

Challenge Collar Display stand and dealer helps are salesmen
without salary. Write us about, yours.

Write us for your supply of
counter envelopes.

yy The Arlington Co. ofCanada
Limited

Montreal Toronto
%'// VTinnipeg Vancouver

///////J. . 6

Mm
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Ip^^^^BOYS"]

P^^^^-'^^^lothingI

LION BRAND
BLOOMERS

are

Distributed through the leading

Clothing People from coast to

coast.

The Jackson Mfg. Co.,
LIMITED

CLINTON, ONTARIO
Factories : Clinton, Goderich, Exeter, Hensall

You can create an

Ever-increasing demand
By selling

JAMES
CLOTHES

They will appeal strongly to your

customers and enhance your re-

putation for

Boys' Clothes

JAMES & CO.
Limited

200-206 Adelaide St. W., Toronto

Call at our warehouse when visiting (he Exhibiiion

Selling Collars
The New-Way Collai- System is an innovation,
but a successful one, as it brings every style in
sight of a customer and every size in instant
reach of the salesman. This is only one of
the hundreds of features of the New-Way Sys-
tem for men's wear.

Let us explain the system

Jones Bros. & Co., Ltd.
29-31 Adelaide St. W.

Toronto

Deacon Shirts

are made to serve

almost every purpose

We manufacture

STARCHED SHIRTS

WORKING and OUTING SHIRTS

FLANNEL SHIRTS

BOYS' WAISTS

SATEENS

OXFORDS
TWEEDS
DRILLS

Etc.

^2tleaccrv
'Z3.cM^ejJ^LU(^ra^
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tt^^^Hnj
REGD.

Manufacturers and Merchants

119 WOOD STREET, LONDON, E.G. 2, ENGLAND

The Trusted Line for
^ the Fall Trade

<<OBERON J9

BRITISH MADE

UNDERWEAR
BKETTLE'S famous brand, made in all

garments and all sizes for Men, Youths

and Boys, is recognized by progressive

men's furnishers everywhere as being one
of the leading and most reliable lines of

British Undei'w^ear. Here are a few reasons

why: ''OBERON" Underwear is woven
from high-grade yarns of soft, yet durable
quality. It is ample cut and neatly, yet

strongly seamed. "OBERON" Underwear
looks and IS cosy and comfortable—givin'g

the wearer complete satisfaction.

"OBERON" NEGKWEAR
Brettles are actual inaiiufaeturer.< of neckwear, and
have always in stock a wld'e and attractive range of

ties in tasteful and exclusive designs, in all up-to-

date colourings and especially siiitable for the better

to Ijest-class trade. We ask our numeix)us friends

who have not yet stocked these goods to make a

point of sending us a trial order.

SILK HANDKERGHIEFS
We always liold well-assorted stocks in bladders,

Plain Colours, Fancy Colours, and.Jap Silks in i)lain

hemmed and hemstitched lines—all of our usual

high standard of quality and excellent value.

Samples at the Addresses below :

Western Provinces: Eastern Provinces:

Mr. G. E. Ledder,
62 Grace Court,
Ccrnox Street.

Vancouver - B.C.

Ma--'hn!! & Harding
Carlaw Bldg.,

Wellington St. W.,
Toronto

GEORGE BRETTLE & CO., LTD.
119 WOOD STREET, LONDON, E.G. 2, ENGLAND
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A line made up to suit

the most discriminating buyer
For sheer individuality and superior construction, our range of Hats
and Caps are second to none.

Our knowledge of what is correct and effective accounts for the
popularity of Canadian Brand Hats and Caps.

On September the 1st, our travellers will be going out
with our new line for the Spring of 1921. For the variety
in materials and styles, for quality, and for reasonable
prices—this range for next spring cannot be equalled.
See these samples before buying—and you'll agree.

Canadian Cap Company
221 Richmond St. West
Toronto Ontario

Get the

Habit of Carrying

Macl^enzie

Guaranteed Lines MACKENZIE BRAND
And Learn

Why They

Are Sold from

Coast to Coast

Mackenzie Brand

Shirts

will sell better every year.

They are the ideal shirt for Sports-

men, Farmers, Lumbermen, etc.,

because of their roomy cut, giving

comfort in every movement. They
are made from first-class material

and the workmanship is faultless.

We will be pleased to forward you

prices and information. Write us

to-day.

Our Lines are

—

Mackinaw Clothing

Shirts Underwear

Socks Sweaters

Overalls and Pants

Mackenzie Limited
Ottawa Canada
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cAn Essential

fart o/*Bein^

Nattily

Dressed

MARATH
WASHABLE FLEXYDE

BELT

The
Marathon

idea has been

growing in popularity,

to the point where Marathons
are now the most popular belts for

men—and their popularity will continue

to increase because of the merit of the belt and
the intensive national newspaper advertising.

ARE YOU SELLING THE FULL LINE?

Samples and prices on request to JONES & ROBINSON, BROCKVILLE, ONT,
Exclusive Canadian Distributors of Marathon Flexyde Belts.
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AVhen a man wants indi-
viduality in his clothes,
wlien he wants those pev-
sonal touches that mean
so much, he wants some-
thing that is miohty im-
portant. And men do
want it—tliat is the whv
and the wherefore of
Leishman Special Measure
Clothes. Clothes made to

their owner's own par-
ticular measure, garments
backed up with the cloth,
the fashion, and the inside
work—that unseen handi-
work that keeps them al-

ways looking at their best.

Leishman Clothes suit
their wearer to a "T."

Makers of

THE BEST
TAILORED
GARMENTS

FOR
MEN

Wm. H. Leishman & Co.,
LIMITED

68 Temperance St.,

Toronto

There are still openings in

some places for represen-

tatives for our s])ecial

measure clothes. For a

good, sound business pro-

position along the cloth-

ing line, our Leishman
agency cannot be equalled.

Drop us a line, and we'll

send full particulars glad-

Perhaps you would like to

see us personally. Visit us,

then, when in Toronto for

the Canadian National Ex-
hibition. We would esteem
it a pleasure if you call

and examine what wc have
to offer.^
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The Dale Wax Figure Co., Ltd.

Make Buyers out of

Passersby

GnO'ods well dis-

played are half

8old. Make cus-

tomers of onlook-

ers by using our

up-to-date fixtures.

The first step to-

wards making a

sale is making a

favorable impres-

sion. Your mer-

chandise will l>e

judged. Show it

to its best advan-

tage. Its qualities

are best enhanced

by using the Dale

fixtures.

We are always ready

to meet your require-

ments in fixtures
especially

suitable

for your
trade :

Visit us

at our
warehouse

when at

the Exhi-

bition, a

a cordial

welcome
awaits you

whether
you buy
or not.

Dale Wax Fixture Co., Ltd., Toronto.

MONTREAL, 150 Bleury Street

VANCOUVER, E. R. Bollert & Son
501 Mercantile Building

llllilll

^^A^ TRADE

mmoTv
IT APPEARS ON ALL OUR SOCKS

Your reputation—

what is it worth ?

To your business it means success, so why
risk it by selling "so-called" quality Socks?
"Hanson" Socks are guaranteed Socks

—

guaranteed to wear well and give entire sat-
isfaction. We make a specialty of sock-
making, so why gamble with your reputa-
tion ? Make your next sock order Hanson's
and play safe.

If for any reason you have not
ordered through our representa-
tive, send order direct to the mill.
It will have our personal atten-
tion.

GEORGE E. HANSON
HULL, P.Q.

i

;ill|illlllll11lll1lllll!lllll!l1l1lll1llllltlll!lllllllllllllllllll!lllil!lllllll1IIIIIIIIIIIIIIIIII^^

NOW

TheKay Cornforth Co.
formerly

The Kay Cutting Company
Manufacturers of

TEXTILE NARROW FABRICS

WAIST BAND CANVAS
and

Bias or Straight Cut Binding of every

description

SKIRT BELTINGS and TAPES
Carried in Soft and Hard Finish in widths

IVi" up.

CUTTING
Have the mills ship your goods to us. We
will cut them Straight or Bias, folded or

plain edge, and forward them on to you.

Goods cut or manufactured by us add a

distinctive finish to a garment.

TheKay Cornforth Company
373 Aqueduct St., Montreal

Stocks carried at TORONTO and WINNIPEG
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Celebrated

27

Real Chamoisette
MADE IN CANADA

LOVE J"''

Quality

The "Kayser" glove will maintain the reputation

of your house for giving value. Your customers

know that Kayser Chamoisette Gloves look well,

wear well and are best in the long run.

Radium^ fiosiepg
{Registered

for men, women and children. It has proven

particularly attractive to mothers who do nearly

all the family's buying. Hosiery is one of her

greatest needs, but her sense of value makes buy-

ing easy as well as inexpensive. She has learned

the saving in purchasing "Radium" hosiery.

Absolutely dependable, comfortable,

good-looking and long-wearing. In

every style, weight, size and color to

meet every selling need of the retailer.

P. K. COMPANY, LIMITED
Successors to

PERRIN FRERES & CIE
Sommer Building, Montreal
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IDEAL

Made in England.

PERFECTION OF MANUFACTURE.
ACME GLOVE WORKS, LIMITED

MONTREAL
SOLE AGENTS FOR CANADA

We have pleasure in advising the trade

of our appointment as exclusive agents for

these celebrated gloves.

The line comprises high-grade Lisle

Thread and Chamoisette Gloves for men
and women.

Some styles are now in stock—and during

the month of August we will be showing

a complete range for Spring (1921)

delivery.

ACME GLOVE WORKS
LIMITED

MONTREAL
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Equipment for Municipal and

Industrial Bands
These organizations are always interested in distinc-

tive badges, caps and uniforms. We specialize in

equipping and manufacturing

Uniform Caps,
Gold and Silver Embroidered Badges,

Metal Badges and Buttons
For every class of uniformed employee, porters, fire-

men, chauffeurs, etc.

Scully Uniform Equipment business is quick and perma-
nent, thanks to the high standard of material, workman-
ship and style that stamps its entire output.

Write for our illustrated catalog.

WILLIAM SCULLY, LIMITED
Factory and Office:

320 UNIVERSITY STREET, MONTREAL

Staunch and Sturdy, Like the

Men Who Wear 'Em

Haugh Brand Products

bring in old customers year after

year, but better still—they bring in

NEW customers each and every

=5b year.

? f/ The Reason?
Sheer in—and—out, through—and
— through, dollar — for — dollar

value.

Write and Id us

have our man call,

or sendyou samples.

Call and see us during Exhibition. We will extend
a cardial welcome, and there is no obligation to pur-
chase-

The J. A. Haugh Mfg. Co., Ltd.
TORONTO, CANADA

Manufacturers of the famous "Arm & Hammer" Shirts,

Overalls, Bloomers, Trousers and Shopcoats
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Thistle

your store will benefit with a stock of
our

Waterproof and Motoring

Top Coats
For Ladies and Gentlemen

An ideal combination of beauty and utility,
they are the greatest trade builders and
trade holders any store can show.

Samples now being shown
by our travellers.

THE SCOTTISH RUBBER CO., LIMITED
316 Notre Dame Street W. MONTREAL

ENGLISH MEN'S WEAR
The "LOOM" Brand Goods

Silk Ties

Knitted Ties

Silk Squares

Collars

Shirts

Pyjamas
Bath Robes

Smoking Jackets

Dressing Gowns

Belts

Braces

Hosiery

Underwear
Mufflers

Motor Scarves

Handkerchiefs

Walking Sticks

Buckingham Zephyrs

J. H. BUCKINGHAM & CO., LTD.
(Manufacturers and Warehousemen)

4, 5, 6, 7 and 8 Ropemaker Street, London E.G. 2

Cable address—"Neckwear London."

"Blizzardeen" Raincoats.

"Carlington" Overcoats.

"Heath" Ready-to-Wear Suits.

Sports' Jackets and Trousers.

Flannel Trousers.

Fancy Vests.

Works:—Basingstoke, Leeds, Reading, Fleet

Lane, London E.G. 4; Golden Lane, London E.G.

1; Hackney, London E. 8.

GERRISH, AMES & SIMPKINS, LTD.
(Manufacturers)

63 to 67 Carter Lane - London E.G. 4

Cable address—"Obligable, London."

Canadian Representative:

SIDNEY J. CLAYTON
606 CARLAW BUILDING, WELLINGTON ST. WEST, TORONTO

PHONE ADELAIDE 4449
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What the future may bring holds no

fears for us nor for the dealers

who represent us, because

THE

is for the man who tak^s pride in being well-

dressed, and insists on Quality Shirts.

If you are particular about the ^/n J of shirts you sell,

your choice will bear the LANG LABEL.

The Lang Snirt Company, Ltd.

Kitcnener, Ontario
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A NERVOUSNESS PASSING

IT seems inevitable that business conditions

prevailing in the United States should be

reflected on this side of the international border

line. Every week there is an illustration of this

fact; the most recent is that increases granted to

railwaymen on the United States lines will be

similarly granted in this country. When, two
months ago, a wave of price-cutting began in

the United States as a result of the sale an-

nounced by John Wanamaker, of New York,

there were more than faint echoes of it in Can-

ada. Many men in the trade who, perhaps, did

not see far into the future and who were un-

mindful of the unalterable laws that govern the

prices of all commodities, believed that the

much talked-of slump had come and that they

must seek cover. Good merchandise was not

needlessly sacrificed, except in instances where
financial pressure from above necessitated. And
if care had been taken during the last few years

to keep all assets liquid such instances would

have been the exception altogether; there

would have been very few of them.

The price-cutting wave of the United States

has practically died out, having thrown upon the

shores of 1920 a few wrecks that might have

avoided disaster had greater forethought been

exercised. The nervousness across the line has

almost passed off", and the outlook for the Fall

trade is daily brightening with improved re-

ports of crop conditions. The same thing has

happened in Canada. The prospects for 300,-

000,000 bushels of wheat from the West are

exceedingly good and the general crop situation

over the whole of Canada is most encouraging.

There is no cause for furthur nervousness if,

with what uncertainty there still is, merchants

will attend to the legitimate requirements of the

trade.

A NEW BOARD OF COMMERCE
DEMANDS are being made by the public

press for further activities by the Board of

Commerce and the Retail Merchants' Associa-

tion of Canada have expressed themselves as not

being opposed to its reconstitution along lines

that will meet the demands of the public and do

a real service to the Canadian people. Men's

Wear Review believes that the Board of Com-
merce could render a signal service to the

country if properly constituted and if its mem-
bers approached the task before them in the

proper spirit. But to start out on the assump-

tion that every business man in Canada is a

profiteer is not to appeal to the spirit of co-

operation that has been shown by business men
heretofore. If there are loopholes in the system

of merchandising in this country that might be

plugged up to the advantage of the public, we
believe that business men are as anxious to plug

them as anyone is. A round table conference at

which men of the different branches of the trade

were represented would do much toward this

desired end. And, following such a conference,

there is still enough honesty in Canadian busi-

ness men to lay bare to the public the cases of

profiteering amongst themselves.

BRIEF EDITORIAL COMMENT
CHEER UP! We may have a day or two of

Summer yet before Winter continues.

* * *

WE HEARD of a grocer in Guelph the other day
who charged a customer a tax on a ham that he

bought. He is as bad as the Port Arthur mer-

chant who charged $1.60 tax on a $16.50 suit.

THE RETAIL Merchants' Association passed a

resolution admitting the press to the Dominion
Board meetings in future. It might be well at

the same time to appoint a Board of Censors.
* :J: *

AS THE editor of Men's Wear Review travels

about the country complaints are constantly

heard of men of the trade who are engaging in

reckless advertising. A local organization which
always results in a better feeling among the

merchants would do much to get rid of the reck-

less advertiser.
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Saskatchewan, Alberta, Manitoba and B. C.

Taking Steps Toward Provincial Organizations
"I Look Forward to Formation of Dominion Organization by February, 192 1," Says R. F.

Fitzpatrick—Temporar}' Officers Already Appointed in Saskatchewan—Provin-

cial Convention in B.C. Probably in September—Only Eastern

Provinces Left to be Organized.

THE formation of a Dominion As-
sociation of Retail Clothiers looms
up very promisingly at the pre-

sent time. It will be remembered that

R. F. Fitzpatrick, of Toronto, vice-presi-

dent of the clothing section of the On-
tario Retail Merchants' Association.

was delegated by this section to

attend the annual convention of the

Dominion Board at Vancouver, held

in that city late in July. In

addition to attending this conven-
tion, he left Toronto under in-

structions to do considerable mission-

ary work in the western provinces to-

ward the formation of provincial cloth-

ing associations, having in view, of

course, the ultimate formation oi the

Dominion Association. Mr. Fitzpatrick

has returned from the convention, and
his report is most encouraging for the

future of the trade in Canada and gra-

tifying to Ontario officers who have
labored untiringly in their eft'orts to

bring about a national organization for

Canada.

Western Provinces Taking Action

Not only at Vancouver, where the

convention was held, did Mr. Fitzpatrick
come in contact with provincial secre-

taries of Retail Merchants' Associations
and talk the matter ever with thoni, hut
he personally called on clothing men in

leading western cities and laid the pro-
po.iition before them, emphasizing the
advantages to be derived both from a
provincial and Dominion organization.
The response to his missionary effort

has been most gratifying. In the pro-
vince of Saskatchewan, a clothing sec-

tion has already been organized and a
list of officers submitted which will, in

all probability, be confirmed when the
clothiers of the province are called to-

gether. The officers suggested are A.
E. Wyld, of Melfort, J. Wood, of Swift
Current, H. D. McPherson, of Regina,
Mr. Sheehan, of Prince Albert, and
Frank Dunn, of Saskatoon. The secre-
tary of the clothing branch will be, as
in Ontario, the secretary of the provin-
cial branch of the Dominion Retail Mer-
chants' Association, and he is F. E.
Raymond, of Saskatoon.

Probable B. C. Convention in September

Clothing merchants of Vancouver are
enthusiastic foi the provincial and Dom-
inion organisations and so expressed
themselves to Mr. Fitzpatrick. They
feel that much can be gained by falling
in line with the other provinces and form-
ing a national association through which

the interests of the clothing industry

in general will be promoted and the

standards of efficiency in merchandising,

advertising and all phases of the cloth-

ing business Improved. A committer
of clothing men has been appointed, and
the duty of this committee will be to

get in touch with the different sections of

the province with a view to calling a

provincial convention of clothing men
at which a clothing section will be pro-

perly organized and officers for the same
elected. Mr. Fitzpatrick was informed
that this convention would probably be

called some time in September.

Manitoba and Alberta, Too

Manitoba and Alberta are also falling

in line and it is more than likely that

their provincial organizations will be

completed before the end of the present

year. Mr. Fitzpatrick saw W. E. Hum-
phries, of Winnipeg, on the way out to

Vancouver. Mr. Humphries is the

president of the Winnipeg Retail Mer-
chants' Association. As a result of

their conference on the matter, Mr.
Humphries asked Mr. Fitzpatrick to

submit a repoi t to him on his return Co

Toronto, telling what had been accom-
plished toward the formation of provin-

cial associations in the other western
provinces, and outlining the benefits that

had been derived through the organiza-

tion of the association in Ontario. Upon
receipt of this report, it is understood

that Mr. Humphries will begin the for-

mation of tht; Manitoba organization.

In Alberta, Mr. Fitzpatrick discussed

the question with F. L. Thompson, Ed-
monton, president of the local retail

merchants' association, and with J.

Garden, of Calgary, a prominent cloth-

ier of that city. They, in turn, are get-

ting in touch with the provincial secre-

tary of the R.M.A., Mr. Kallas, having

in view the organization of an Albertan

clothing section of the Provincial R.

M.A.

Only Eastern Canada Remains

With the western provinces and On-
tario now all well on the way to a

comi)lete organization within themselve.s,

there only remains the eastern provin-

ces to be organized. Quebec, New
Brunswick, Nova Scotia, and Prince

Edward Island are still without organi-

zations, though it is part of the plan

of the Ontario executive to set in mo-
tion machinery for the organization of

these provinces as well as the western
ones. With such splendid results fol-

lowing the work of Mr. Fitzpatrick

throughout the west, it will be easiei
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to get the eastern provinces to fall m
line

Provincial Convention in 1921

"I think the outlook for a Dominion
organization," said Mr. Fitzpatrick to

Men's Wear Rpview upon his return from

the west, "was never more hopeful and

I confidently look forward to the for-

mation of a Dominion organization of

clothing men by February of 1921."

Representation on Dominion Board

At present, the clothing men of Can-

ada have no representation on the Dom-
inion Board of the Retail Merchants'

Association as such. Mr. Humphries, of

Winnipeg, is on the executive boan' bat

not as a clothing men. While attending

the convention at Vancouver, Mr. Fitz-

patrick was able to father and put

through a resolution whereby the cloth-

iers or any otner trade section may be

given representation or the Dominion

Board when tiiey have formed a Dom-
inion Association. At present, none of

the trades have formed a Dominion or-

ganization and it looks as if the clothing

men will be the first to be able to take

full advantage of this rc'-.olution.

TALK ECONOMY TO OVERCOME
SALES' RESISTANCE

Strange as it may seem, it is pos-

sible to talk economy to a customer to

overcome his resistance to purchasing.

But it must be the economy of quality.

The several lines of men's wear for Fall

will not be any lower in price than they

were a year ago, many of them will be

higher in price. It will be harder to

sell goods, particularly the goods that

are expensive and on which there is a

luxury tax. It presents a somewhat for-

midable difficulty to the proprietor and

his salesmen; but it will have to be

faced and overcome if merchants are to

"carry on" as usual. There is and al-

ways has been economy in quality, and
it might be wise with the beginning of

the Fall trade to devote more time and
attention to the study and exposition of

quality to the customer. Point out to

him that, while goods are high in price,

it still never pays to get a cheap article.

In the long run, the best article is the

most expensive one; or, to put it an-

other way, perhaps, the most expensive
article in the long run, is the cheapest
one. Fall will be a splendid time to

talk values and the economy of good
values.



Making the Boys' Department Pay;
Separate Department for Little Men

Graftons', of Hamilton, Use Lady Clerks in Boys' Department-— Liberal Use is Made of

Premiums—Boys Always Remembered in Clothing Advertisements

—

Circular Advertising.

NOT only from the standpoint of

immediate sales and good pro-

fits, but looking to the future,

clothing men are beginning to see the

great possibilities in a boys' department.

To make firm friends with the "little

men" is to retain their friendship as big

men whether it be in the personal or the

business relationships of life. It is

worth while, therefore, to cultivate their

friendship, to make them feel that they

have a place in the world. In conduct-

ing a clothing store, it is worth while

to look after their special require-

ments and to make them feel wnen they
come into the store that thcr<; is a

spot in that store specially reserved for

them. Many merchants, in their ad-
vertising, too, do not overlook the boy;
their needs are findiv:g a larger spa^-e in

rlie daily advertisements of many men
of the trade than they used to. And
merchants say it is a i)aying proposi-
tion

According to Mr. Watson, the mana-
ger of the Grafton store of Hamilton,

this branch has devoted more space to

the boy's department than any other

of the Grafton branch stores. And it

is a separate department, on a floor by
itself away from the spot where the

bigger men do their shopping. "For-
merly, all our goods were on the one

floor," said Mr. Watson to Men's Wear
Review, "but we have found that it pays
to have the boys' department on a floor

by itself. Probably nine-tenths of the

buying of boys' clothing is done by the

mothers and they do not like to be

bothered by having men around. They
like to buy exclusively in a department
by themselves." In Grafton's Hamilton
store, this large department, too, has

its respective departments in which
boys' furnishings, hats, etc., are kept.

Grafton's have found that the use of

lady sales clerks has been a good thing

for the department. In the clothing

department, they have two men and one

lady who look after the needs of the

boys. "We find that when it comes to

selling the younger children," said Mr.

Watson, "a lady sales clerk works
very well. They seem to appeal to the

mothers better and to show more pa-

tience with the kiddies, who are apt to

get nervous when they are buying. In

the furnishings department we also have
a lady clerk."

"What draws the boys most is our

premiums; we find them a great draw-
ing card. They come in for footballs,

baseballs, catching mitts, base-ball bats,

hockey sticks and many other minor
sport goods, which we give away as

premiums. We give a premium for

each dollar's worth of goods bought and
when the premium reaches the figure

which will purchase the article the boy
wants, he comes in and gets it. So far

as the premiums themselves are con-

cerned, we secure as good premiums as

the merchandise which we sell, believing

that to give away a poor premium is not

to hold business from the boys.

Keeping the Boys in the Fore
"We try to keep our boys' clothing

Continued on page 63

The interior view of Grafton's Boys' Depmtment in their H nmilton store.
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Some New Ideas on Salesmanship
President of Advertising Agency, Frank E. Fehlman, Outlines Principles Making For

Successful Selling—Advocates Schools of Salesmanship — Consumers' Resistance

To Be Highest This Fall.

WITH the exception of a handful
of stoves, most of them depart-

ment stores, no store or group of

storeys to-day attempts to teach sales

people fundamental laws based on
psychology or the study of human nature,

which will enable these sales people to

sell customers m.ore quickly, to assist

customers 'n selecting the merchandise
they are attempting to buy, or sell

sufficient quantities at the time the

customer is in the store.

And still you will meet store owners,

store superintendents and employers of

retail sales people, and retail advertis-

ing writers who tell you that it is

imjiossiblc to get good sales people,

and as soon as you get a good one and
train him, he leaves and goes to the com-
petitor across the street. I know of a

large store in Chicago that employs a

great many men. When I first sug-

gested to the owner of this business

that he form a training school for his

own sales people, and that he permit
some of his salesmen to study at a five

days' selling school which I was con-

ducting for a clothing manufacturer, his

first objection was that his competitor
would pick off the best men just as soon
as he had educated them.

I admitted that he was absolutely
correct in his statement, and that this

would continue until he personally
assumed the responsibility of directing

i:he selling activities of these sales people
through a school of his own, or through
an outside school. He would continue
tc pay a premium for sales people and
would continue to add to his selling '!ost

just so long as he ignored some funda-
mental training for his employees.
Hundreds of stores with 25, 50 and

in some cases 100 years of prestige and
with rrputi'tions of fair dealing, low
prices, and everything else that makes a
store attractive, will turn over to a green
sales pers:cn on a bright Monday morn-
ing, its prpFtige and will never consider
the effect that this sales person may
have on the first ten customers that the
salesman tries to .serve. Thousands of
dollars have been spent to- bring ten
new customers to a store. They are
served by an inefficient, incompetent and
unedv.catf^d salesman, with the result

that this store gets a permanent "black
eye," and in many cases the new cus-
tomer never returns to the store, regard-
less of the prices offered, reductions,
qualities, store service, store location or
anything else that is used to bring new
business to the store.

Sales people cannot be expected to
know over night the technique of soiling,

nor the simple, common-sense things
that an individu.il should employ when
showing mercliandise or when attempt-
ing to increase the average purchase of

the customer when he is in the store.

These things must be taught them.
Out in Uariisburg, Pa., is a retail

shop that was opened in September, 1918.

The owner of this business, Mary Sachs,
is a graduate of the old school of selling,

bn*- when she opened her own store, sha
decided tliat she would incorporate two
or three new ideas in her store service.

She rented a shop that was three blocks
from the main thoroughfare, she laid

it out so that the merchandise was all

enclosed, and customers were provided
with five separate selling booths. The
customer enters a booth, a salesman
serves her uninterrupted by other cus-
tomers, and she only sees a small
qu.-'.ntity of merchandise at a time. The
advertising of the store never quotes
prices, except during the "twice a
twelfth-month sale"; pictures are never
shown in the ads, and instead of talking
about ribbons, h;its, coats, suits, furnish-

ings, colors and a thousand and one
stereotyped statements made by the

average advertising writer, she confines

her advertising to news of Harrisburg,
and the news of her own shop which is

developed by her customers. Her adver-

tising occupies about 7 inches on 2

columns for a period of three times a

week-—rain or shine. During the first

year she did a gross business of 15 per

cent. Her sales people are the highest

salaried sales people in the town. They
know color combinations, they know
lines, something of interior decoration,

and they knnv,' a great deal about the

merchandise in the store. With them
selling has changed from the drudgery
of showing quantities of merchandise,
sorting stock and the dozen and one
other details of many stores, into a fine

vocation of professional selling. Once
every two weeks this group meets and
studies some of the new laws which
have been developed by educators. Prac-

tically all their study is concentrated on
how to understand people more quickly,

and how to do things for certain types

of people that will make them, know of

this store as a service institution rather

than a shop dealing in suits, coats, hats,

furs, etc.

The average store owner throws up
his hands when the suggestion is made
that he start a school. In 9 cases out

of 10 he is an old-time salesman who
was born with a certain knack for selling

and training. He rebels at the idea of his

being responsible for the improvement
.'f the selling ability of his own organiza-

tion, yet he must do this sooner or later,

if he is to compete with the newer type

of merchant who is presenting himself

in almost every tovm and city in this

country Teaching is one thing and
selling is anoiher, but the average store

owner can easily form a selling ""lub
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and conduct it with the assistance of two.

or three of his own people. In every
organization you can always find some
one wlio enjoys co-operative work, and
v/liG can .serve as chairman of a com-
mittee of three to plan their meetings,
and store selling demionstrations and
stud\- classes The r»e Pimia store in

New York City have had a selling club

composed of their sales force which has
now been in successful operation for

o\er three years. This club meets once

a month and with its several committees
practically suggests the store service of

this .'ery successful institution. Com-
mittees on efficiency, on accounting,,

stock keeping, stock arrangement, enter-

tainment, etc., present their reports

monthly and from their suggestions the

store management evolves new policies

and new plans for the successful pro-

motion of this business. Of course the

advertising manager finds it much easier

to advertise this type of store, because
he can emphasize the service of the store

and bring new customers out of curiosity.

One of the greatest mistakes mads by
store owners and people who attempt
to teach their selling organization, is

that they pitch their selling plans too

high and their educational plans too

high. A man with an income of $10,000

a year, thinks differently, writes differ-

ently, talks differently and argues differ-

ently than a man who is making $25 or

$50 a week. So it is best to start out

with a simple plan, a simple program,
and from ^ to more pretentious

plans and scheme for improving retail

store service.

Few sales people have any real idea

of the merchandise they are selling, for

the simple reason that their wants are

simple and their expenditures covering-

a year are very low in comparison with
some of their customers. The woman
who buys 10 Iiats a year may find it a
difficult thing to buy two or three at ore
time from a sales woman who can only

afford 2 hats a year. A salesman who
limits himself to 2 suits of clothing a

year would find it hard to sell the average
customer 3 or 4 suits at one time. Yet
there are thousands of men in the United
States, who, in spite of present high
prices, invest in from 4 to as many as

12 suits in a year.

One of the surest and most effective

ways for a sales person to explain all

types of merchandise is for him to insist

that everything that is bought for his

home, his wife or his family be changed
as new merchandise appears on the mar-
ket. Don't use the .«ame talcum powder
months in and months out, buy a different

kind of tooth paste, buy different

brands of coffee, buy different suits made
by different makers, buy diffei'ent hats.

Continued on Pa.ge 63.



Beats Waste Paper Basket in Advertising Stunt;

Makes Initial Bow by Giving a $5.00 Cheque
Shannon & Quinn, of Hamilton, Adopt a Scheme That Brings Good Results—Meeting Diffi-

culties of Luxury Tax—Spends $15,000 a Year on Advertising—Dresses Over 300

Feet of Window Space.

ON April 10th, 1920, Shannon &
Quinn opi?nec) up a new store on
James Street, Hamilton. Just

how to introduce themselves to the pub-

lic was a matter which gave them a

good deal of consideration. They were
opening up a store which was to carry
an exclusive stock of men's clothing

—

nothing else—and they wanted to let

the men of Hamilton and the surround-
ing district know about it. They had
confidence that it was worth knowing
about, that they had something that
would appeal to the men of that section
of the province; consequently, they wert>

willing to spend not a little money in

making their first bow to the public. They
reasoned that, just as they felt that a
man wearing one of their suits of
clothes would make a favorable impres-
sion wherever he might be, so they must
make as favorable an impression with
the men they hoped to clothe. Just
how they introduced themselves to the
public is told in the accompanying let-

ter which appears on this page and by a
fac-simile of the cheque which they
issued on that occasion.

Did Not Throw it Into Waste Basket
"My whole idea," said Mr. Shannon, in

explaining the scheme to Men's Wear
Review, "was to get something that
men would not throw into the wast?
paper basket. That is invariably the
trouble with the vast majority of the
circular letters that are sent out. I

know from experience, for when I open
my morning msul, in many cases I just
glance at the top of the page and con-
sign the letter to the waste paper has

ket. We mailed one of these cheques

to every man in Hamilton and to many
men in the outlying districts and we
had results." Mr. Shannon showed

Men's Wear Review a big stack of

cheques that had been cashed on the open-

ing day and within sixty days after that

date, a stack that sufficiently testified

to the results that had been obtained.

"When men received this letter," con-

tinued Mr. Shannon, "they read it. The

cheque was the arresting thing about

it, as you can see. Not only did men
come in to casli their cheques on mer-

chandise but we had many replies from

the letter itself. Some men returned

the cheque, frankly stating that while

they appreciated the receipt of the

cheque they had no use for it at the pre-

sent time. We knew that men had read

the letter, that we had announced our-

selves well to the public even though,

for the time oeing, we might not have
got business from such m^n."

Still Another Scheme

Shannon & Quinn had been in busi

ness only a little over a month when
the Minister of Finance brought down
the budget announcing that there would
be a ten per cent, tax on all suits over

$45; and, at the first announcement, i'

was on the total amount if over $45.

They still wanted to prosecute their in-

troduction as 'jxclusive men's clothing

outfitters. To further this they an-

nounced that the public could have their

pick of the stock at $45. "We put in

suits of clothes that cost us as high as

$50," said Mr. Shannon, "but we did a

big business for ten days and got to

know a lot of people and made a lot of
||

friends." He said that they needed some I

advertising and wanted to get off to a

good start and this was another scheme .

they had adopted to bring this about. jl

Great Believer in Window Display

Mr. Shannon is a great believer in

window display. In~ the Shannon &
Quinn store and the Shannon & Grant

stores combined, ithey have over 300

feet of window space to dress and they

make the very best use of it. Every-

thing in this 300 feet of windows is

changed at least once a week by a man
who devotes his entire time to window
dressing. The wmdows are divided into

many sections and a number of these

sections are changed more frequently

than once a week. The two stores are

both on cornels, and beautiful windows
are stretched along the entire side of

both stores as well as the front win-

dows. Mr. Shannon says they notice

immediately how the sales will fall away
on merchandise after they have taken

it from the windows.

Also Heavy Newspaper Advertiser.

Hand in hand with the v/indow-dress-

ing, Mr. Shannon runs his advertising.

He is a firm believer in the power of

newspaper advertising to the extent that

he says he spends more than $15,000 a

year with the Hamilton newspapers and
in other lines of advertising. But the

bulk of it is with the newspapers.
Shannon & Grant are, at present,

running a $300,000 adjustment sale and
Continued on page 63
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Merchandising on a Declining Market;
New Conditions Create New Problems

Higher Standards of Salesmanship Will Be Required—Advertising Will Take on a New Value
—Buying on Replacement Values to be Considered—Retailer Can Lead the Way.

IT
is conceded by manufacturers and

wholesalers in nearly all lines of

men's wear that the peak in prices

has been reached. Perhaps, there are a

few odd lines yet on which there will be

some advances; labor demands have a

good deal to do these days with increased

prices. Sooner or later, the time was
bound to come when two outstanding con-

ditions would dominate merchandising
from the mill down to the consumer: One,
that supply and demand would be more
nearly adjusted than they have been dur-

ing the last three yoars; the other, that

prices would reach such a level beyond
which the consumer would refuse to go.

It now seems that that time has been
reached; even in the face of increases

that seem impossible to avoid, manufac-
turers state that they will try to keep
prices from going any higher. The
anxiety of the retailer to adopt a similar

policy cannot be gainsaid; he is the one
who bears the brunt of public criticism

of high prices and has to meet whatever
resistance there is from the consuming
public.

Creates New Conditions

The coming of such a time in the
history of merchandising puts an entirely

new complexion on the outlook of trade.

During the last two years, salesmanship
has been comparatively easy; now it will

be harder. There will be greater public

resistance to those qualities of salesman-
ship that have to be brought into play
by the man who stands behind the coun-
ter. It is undeniable that the consuming
public is looking for lower prices. The
daily newspapers have created the en-

tirely false impression in the minds of

the people that clothing men are profi-

teers, and this attitude has been aggrava-
ted by clothing men themselves who have
indulged in an orgy of advertising during
the last few months which lent itself to

the view that enormous profits had been
made in the trade. Now, the fact re-

mains that, while prices seem to have
•reached the peak, the decline, as Men's
Wear Review said :ix months ago, will

be gradu.il. Prices are not going to

tumble down like a house of cards and
force legitimate merchants, who have
used their profits wisely, into bankrupt-
cy. The public is looking for much lower
prices; much lower prices are not com-
ing. It will probably be the Fall of next
year before any marked change in prices

will be noticeable; and much water
will flow under London bridge ere
then which may change again the whole
complexion of the trade.

No longer does the easy dictum, "What
Can I Get," almost entirely govern the

trade; it is "What Can I Give."' Mer-
chandise will probably be easier to get

than it has been of recent years. The re-

tailer, if he be wise, will aim at higher
standards of service, for, in the end, it

is the service which a store gives that
brings and continues to retain its pat-

ronage. That service can be largely

given by the man who stands behind the

counter. Salesmanship will mean more
in the trade during the coming years
than it has during the immediate years
that have just passed. Courteous, pains-

taking honest salesmen who can wisely

suggest to their customers and help them
in the selection of their merchandise will

be required behind the counter. In this

same issue there is an article on sales-

manship by Frank E. Fehlman which
enunciates some new principles of sales-

manship worthy the consideration of

every man who handles merchandise over
a counter. In it there are some wise
suggestions for the proprietor to con-

sider; he, too, can be a great factor and
can do a good deal to improve the stan-

dard of salesmanship in his own estab-

lishment. The resistance of the con-

sumer will be more pronounced from now
on. His expectation of much lower prices

will have to be explained away; for a

year at least, the luxury tax will have to

be paid; and payment of prices at their

very peak will have to be justified.

Therein is a task of salesmanship.

New Value of Advertising

Not only will the resistance of the in-

dividual customer he harder to overcome
when he stands in f>ont of your counter

to purchase merchandise, but it will be

harder to get him into your store at all.

Competition will, from now on, be keen-

er than it has been during the last two
years. The scarcity of all lines of mer-
chandise created an attitude of mind in

the customer which prompted him to

accept the merchandise offered without

taking advantage of even what little

competition did exist. Now, it will be

different. People are not only looking

for cheaper values; they are looking for

better values at cheaper prices. Your
advertising will take on a new value and
significance and will have to be tuned to

the different conditions that exist in the

trade. There will have to be a new ap-

peal in it, the appeal of good service,

of sound values, of satisfactory merchan-
dise. There will still be some extrava-

gant buyers, but the will of the people

as expressed in popular clamor is that

lower prices must be given or they will

buy less. With prices as they have been,

their yearly budget has been getting out

of hand. Now, thev have to economize

somewhere and it is for the retailer to

tell them through their advertising where
and how they can economize.

Replacement Values

There is still another important con-

sideration which the retailer cannot over-

look. During a rising market, one buys

with uncertainty both as to accepted

price and time of delivery. With mar-
kets stable, it is different again and
mar5<;-up is, probably, based more on

cost than on replacement value. During
a rising market, it is legitimate and wise

to mark the selling price on replacement

value. Will the same principle hold when
markets are stable? Perhaps not. Pro-

fits may have to be shaved a bit to meet
the public demand and to meet keener

competition. Merchandising on stable

markets will be easier than it has been

during the last few years when there

has been a wild scramble for goods. But
competition will be keener, there will be

more figuring with the pencil to ascei'-

tain how fair profits can be had on

smaller margins. Prices will be fixed

with the idea in mind of attracting by

value rather than flattering the purchas-

er with a showy price. In displaying

merchandise, economy will more largely

govern than hitherto so that fresh orgies

of extravagance may be curbed.

The retailer is the key to the whole

industrial situation. He is the great

medium between the consuming public

and the manufacturer. This is illustrated

a thousand ways every day. When the

working man demands a higher wage he

does so on the ground that the cost

of living has advanced because he has to

meet a heavier budget for the common
necessaries of life. The spending of that

budget is the history of transaction be-

tween the consumer and the retailer. The

retailer, therefore, can do a public service

by teaching and preaching economy

through his store, hearing in mind that

he is justly entitled to a fair, though not

an exorbitant profit.

ST. THOMAS STORE SOLD TO
UNITED FARMERS

The clothing .store of S. Graham, of

St. Thomas, was recently sold to the

United Farmers Co-operative Company,
Limited, of Toronto. It is the inten-

tion of the United Farmers to open a

general store in that city in which staple

dry goods, men's ready-made clothing,

boots and shoes, and groceries will be

carried. The stock was subscribed to

by the farmers of Elgin county. The
store will open about the 10th of Aug-
ust.



Conditions in the Woolen Trade;
Demand for Finer Grades Continues
Buying and Selling at a Standstill—Coarser Crossbreds Not Easily Saleable—New Wages

Award—Labor Costs Increasing—Advises Conservative Buying.

c ONDITIONS in the woollen indus-

try are well described in a London
letter received by Men's Wear

Review recently and which is as follows:

"The wave cf pessimism which has
swept over the woollen trade during the

past few weeks still continues adverse-
ly tc affect buying and there is practic-

ally nothing doing in either the whole-
sale or the retail ends of the business.

"The next few months will probably
register a time of difficulty but the gen-
eral opinion is that the troubles will

pass and that when the present crisis

has ended business will resume its level.

"The present is a time for all con-

cerned to pull together and to keep cool

heads and preserve unbiased judgment.
It is a financial matter, no doubt, and
when the first effects of this move have
passed business will be put on a more
stable and healthy basis. The speculat-

ors will have been eliminated and the
genuine trade will not in future be af-

fected by this parasitic evil which has
been a portent of trouble all along.

All V\ ant Fine Goods

"The extraordinary situation is to-

day that everyone wants fine goods and
tweeds, and other fabrics made from
coarse crossbred wool are not easily

saleable. Ladies have turned down
twteds, folloving the wake of the
men's demand for botany and merino
qualities. This does not tend toward
the lowering cf prices, except for the
lower grades of cloth. Then there are
no stocks of fine goods and any demand
from the public will be at once felt by
the warehouse men.

New Wages Award

"The wages award will be known short-

ly. It is said that the west of England
manufacturers have fixed up their ad-
vances in this respect and one of the
leading manufacturers in this district

has affirmed that the new increase will

cost his firm £40,000 a year. Here is

another argument against lower prices.

It IS all very well to say that prices

must come down but they cannot do so
whilst wages and every other material
incident to the manufacture of cloth,

except perhaps wool, has advanced re-

cently.

Only One Thing to Bring Down Prices

"There is only one thing now which
can bring down the prices of cloth and
that is for the spinners and manufac-
turers to get really hungry for work
for their machinery. The output at pre-
sent is lower than at any period pre-

vious to the war and the demand is

greater. Should the demand drop off

so seriously as to cause established pro-

ducers to seek orders, then competition

will be re-established and prices will

fall; but as spinners and manufacturers
arc full up for about a year and the

present prices of suits are based on the

values of goods bought a year ago, it is

misleading the public to give them hopes
of lower prices in the near future. So
far as one can see prices for suits, etc.,

must get higher before they can get

lower.

"Textile manufacturers have been call-

ed this week to pay a ten per cent, in-

crease to employees and other produc-
tion costs are maintaining this higher
figure."

Buyers Say Prices Higher

A buyer of one of the large wholesale
houses in Toronto, who has just return-
ed from a business trip to England, veri-

fies the facts set out in this London let-

ter in every respect. He went over to

buy piece goods for suitings for spring,

1921, and came home practically empty-
handed. He otated quite frankly that

the cancellations that had been receivea

by their firm were heavy, so heavy, in

fact, that with the stock they had on
hand it would unnecessary for them to

place orders for more piece goods at

the present time for the spring of 1921.

What he did say with regard to prices

and deliveries bore out, however, what
is contained ir. the above letter. Wor-
steds are in the greatest demand and
show the biggest advances in prices,

while tweeds are easier to get. While
tweeds have advanced in price some-
what, the advances are not so sharp as

on the finer grades of cloth. In

October this buyer was in England and
placed orders for worsteds at 22s 9d.;

to-day they are asking 35s. for the same
cloths. Grades that a year ago were
quoted at 16s. are selling to-day for

28s. 6d.

Deliveries Next Year

The earliest delivery that is promised
on these finer grades of cloth by the Bri-

tish manufacturers is some time in the

early part of next year. Just as this

London letter states, these manufac-
turers are not anxious for business; they
treat one courteously but let it be known
that they are not anxious to have fur-

ther orders as they have all they can
attend to for many months ahead. They
are not hungry for orders and have not

reached the point, as yet, when they are

obliged to get out and hustle for busi-
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1an-ness. Until that time comes, there can^

not be a material drop in the price of

fine woollen goods, even though there

may be a much more marked drop in

the price of the raw wool. Labor

continues to be such an important

factor in the manufacture of fine wool-

len cloths that, until the world's markets
are fuller of goods than at present and
competition enters more largely into

production, manufacturers will not be in

a sufficiently independent position to

withstand the demands for continual in-

creases in wages and manufacturing
costs cannot be reduced.

Advises Conservative Buying

"I have not gone wrong in six years

in my advice to the trade regarding

buying," said this buyer to Men's Wear
Review, "and my advice to them at the

present time is to buy from hand to

mouth only." He urgently warned
against over-buying at a time when the

markets were unsettled and when pub-

lic demand w?>: for lower prices; at the

same time, he advised that legitimate

needs be attended to.

LOVE
(Lines suggested

INVINCIBLE.

Hat and a Wet'by a Straw
Summer.)

Mocker, reminder of hopes unfulfilled.
Whose sight recalls full many a joyous scheme

By which my eager, trustful heart, was thrilled

While Summer still was nothing but a dream,
I would that I could thrust you from the place

In my affections which you long have held
And let you perish in deserved disgrace,
Unpraised, unmourned, unknelled!

'Twas not your beauty that first stirred my soui,

For there are forms more gracefully designed
To serve me as a fitting aureole

—

Of softer texture, and of hue refined.

Rich in the curving glory of their shape.
Bidding defiance to the fitful breeze

Whicih. mischievously, tempts you to escape

!

And you are not as these

!

Yet have I cherished you throughout the years

—

You and your forbears, images of you

—

Unmovedi by warnings, disregarding fears.

Hoping the sun would shine, the s'kies be blue I

Even a month ago, with courage high.
And pausing not to count the awful cost.

Moved by your mystic charm, I swore that I

Without you would be lost!

Your cold complexion, your unyielding brim.
Contrasting violently with your band

Of raucous tints that makes the rainbow dim.
Hinted of joys at our combined command.

I thought of other years, and of the tales

That you and I, in self-deception, tell

Of undiluted pleasure which prevails
In Summer—and I fell

!

We went to Henley : and I brought you back
With your firm dignity a thought impaired

;

At Wimbledon you softened, and grew slack ;

Your spotlessness was gone, and I despaired '.

So have I vowed that never, never more
Will I submit me to your annual reign

—

Knowing quite well that when next Spring is o'er

I'll do the same again i

P. B.



MEN'S WEAR REVIEW

Help Lay the Skeleton Bare;
Ideas for a Window Display

New York Tailors Arrange a Display Which Shows Reasons For
the High Cost of Clothing—Comparative Prices of Mater-

ials Now and a Year Ago—Idea Could Be Still

Further Carried Out.

THE attitude has frequently been
taken by Men's Wear Review that
merchants did not give enough in-

formation to their customers regarding
the high cost of clothing and the reasons
therefor. It seems to us that there is a
lesson for merchants in the manner in

which the public have quickly fallen in

with the luxury tax. The farther one
gets away from May 18th, when the tax
was brought down in the Commons, the
easier does its collection become by the
merchants throughout the country. Prob-
ably people are buying a little more con-
servatively and are after the less expen-
sive lines of merchandise, but the fact
remains that they are paying the luxury
tax without much ado. They have been
told why they must pay the tax and
that they cannot get out of paying the
tax; and that seems to be sufficient

—

they forthwith pay it. If clothing and
haberdashery merchants in Canada would
be equally as frank with their public, we
believe they would get better results and
would help to re-establish themse'lves
and the trade generally in the eyes of the
public which has been led away with ill-

informed and damaging newspaper ar-

ticles that have been writttn by men who
knew nothing of the matter in hand ex-
cept that it contained the germs of sensa-
tionalism and would, therefore, be accept-
able to their particular public.

Would Make Good Window

There is a good suggestion for a win-
dow display in an exhibit which was
staged by a number of New York tailors

recently who started out to tell the pub-
lic that they were not responsible for
the high cost of the clothing which they
sold. They wanted the H. C. of L.
skeleton laid bare and they proceeded
to lay it bare in the Waldorf-Astoria
hotel. The exhibition consisted of a
display of all the materials used in the
making of a suit of clothes, with some
emphasis laid on the fact that there
were other things entering into the mak-
ing of a suit of clothes than the mere
clorh that went on to a man's back.
These materials included bastings, silk

thread, buttonhole silk, canvas, tape,
wiggan, haircloth and the numerous
othe; articles that are well known to
the retailer of a suit of clothes. On
each of these articles is a card showing
the price of them in 1919 and the price
in 1920. The obvious conclusion is that
the tailor is not altogether responsible
for the high cost of clothing.

From the retailer's point of view, sev

eral useful additions might be made to

this array of important and pointed

facts. Perhaps a more useful compari-

son could be made by quoting the pre-

war prices, not only of the materials go-

ing into the making of the present-day

suit of clothes, but also the higher wages
that have to be paid to the men who
make ' the clothes. What the retailer
needs to do to clear himself of a thou-
sand unjust accusations that have been
and are still being made against him
is tc show the public that the high cost
of clothing is not due to excessive pro-
fits which are finding their way into
his bank account. Moreover, people are
continually comparing prices to-day
with those which obtained prior to the
war and some striking comparisons could
be made in using pre-war and present
day prices. While a suit of clothes has
increased in price about one hundred
per cent, or a little more than that, the
cost of so many of the materials going
into the suit has increased two, three,
four and five hundred per cent.

In such a window display other infor-
mation might be given to the public.
The increased cost of labor should be
made a prominent feature of the win-
dov/ as it is one of the principal causes
of the high cost of clothing. Generally
speaking, labor costs as much higher
to-day as a suit of clothes itself, taking
no notice of the higher costs of mater-
ials. Moreover, there is increased cost
of transportation, higher cost of fuel

and machinery, increased taxes to be
paid, and considerably higher expenses
in connection with one's sales organiza-
tion to be met. Salaries have jumped
one hundred per cent, since the outbreak
of the war.

The simple fact of the matter is, as
every merchant well knows, that the
larger profits have been made due to in

cre.ised turnover caused by the home-
coming of the soldiers from the fields of

battle. In other words, the increased
profits have been due to perfectly na
tural causes in which every other legiti-

mate merchant—the grrocer, the hard-
ware man, the jeweller, etc.—have
equally shared. There is no reason why
the public should not know the facto

and a window display after the plan
adopted by the New York tailors could
be worked out very effectively by mer-
chants and would be very helpful in ed-
ucating the public along lines concern-
ing which they are very ignorant.
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Awaiting Lower
Prices in U.S.

Spring Offerings at 15 Per Cent. Re-
duction—Buyers Said to be Holding

Off

The uncertainty in the men's wear
trade in the United States is being re-

flected in the faint response of buyers

for spring goods of 1921. It seems
evident that buyers there have their ear

to the ground expecting further unmis-

takable demands from the public for

lower prices. It is believed that several

private showings of several of the

spring lines have been made to big buy-
ers, though no announcement to this

effect has been made as yet, and that

they delayed placing their orders on

account of the state of the public mind
which is crying out for lower prices.

One selling agent opened his spring line

at a reduction of 15 per cent, on prices

quoted last year and there is a feeling

broadcast that still greater concessions

will be made before the spring buying
season has advanced.

Large Surplus Stock.s

In dealing with the situation in men's
wear lines, the Journal of Con.merce
says that this market is in a more cri-

tical state that the dress goods market.
"Both were stunned by the flood of can-

cellations," says the Journal, "but the

clothiers had more difficulty in dispos-

ing of their surplus stocks than did the

dress manufacturers. As a result of the

large amount of merchandise piled up in

the factories, the clothiers are making
no plans for the next season, preferring

to wait until later in the year. If a

demand is created and the public shows
a disposition to buy they will probably
enter the piece goods market for only

enough goods to fill the orders on their

books.

Mills May Omit Coming Season

"So doubtful is the outlook in the

men's wear trade that it is believed a

number of mills will omit the approach-
ing season entirely, keeping the mills

idle or manufacturing dress goods in-

stead of the heavier materials. It is

said that some factories believe there are

enough goods available to-day to meet
the demands that may arise for the next
season."

The Journal goes on to say that job-

ber.s are offering lines of men's wear at

a 30 per cent, lower price than the pre-

sent mill quotations, but that, in spite

of this, there is little trading in pro-

gress.

Rickson's Gents' Furnishing Store ai.

Courtenay, B.C., has recently been re-

modelled and an addition of 40 feet by
40 feet made at the rear of the store.

J. Rickson, the manager, will carry a

more complete line of men's wear, in-

cluding boots and shoes.



Slogans for Men's Wear Stores
Local Conditions Have Much To Do With Framing Slogan—Slogan Can Be Used as Offset to

Continual Sales—Merchant Advises Changing Slogan Every Year or Two.

By Frank H. Williams

A SLOGAN is a mighty good
business-builder 'for the retaili

men's wear store provided thp
slogan is a good one. A slogan is a
constant talking point, it provides a
point of continuity for the store's ad-
vertising matter and it serves as a
mark for the store to shoot at.

But what constitutes a good slogan ?

What sort of a slogan shall the new re-
tail establishment adopt?

Shall it hammer hard on service, or
price, or quality? Just what is the
sort of a slogan that will attract the most
attention from the public and cause the
most people to come to the store and
pui'chase goods ?

Local conditions have as much to do
with the framing of the right sort of a
slogan as anything. If a new store is

starting up in a town where the cloth-
ing stores have been somewhat asleep
then the slogan "The Store That Doeo
Things," would be appropriate and
business-building. If the store is mak-
ing a drive against "sales" and is main-
taining its prices constantly then the slo-
gan, "One Price the Year Round," would
tell the store's' story quickly and force
fully.

But though the exact wording of the
slogan should be determined by local
conditions and the character of the
store, it would seem as though the short-
er and snappier the slogan is, the more
it will be calculated to do things in a
business way for the establishment that
adopts it.

For instance' "Comparison is the Lever
That Turns Business Our Way," is a
mighty good slogan except for the fact
that it is too long. It's too much of a
mouthful. It's not the snappy, peppy
sort of a thing that lends itself readily
to repetition or to consideration.

On the other hand, "The Store Ahead,"
tells a whole story in a short, concise
manner and is calculated to make people
think and talk and is, therefore, the
sort of a slogan that will be most effec-
tive for the store that is using it.

And here are some other short, snap-
py slogans which are of a snappy, pep-
py, business-building character:

"The Friendly Store."

"The Fastest Growing Store."
"Where Quality Rules."
"Ohio's Greatest Clothing Store."
"The Store That Saves You Money."
"The Store That Undersells."
"Come Where the Crowds Come."
"YOUR Store."

"Where Style Reigns."

THE NATIONAL EXHIBITION

Not only is the National Exhibition to be held in Toronto
in August the gathering together of the best products made
or grown on this half continent, but it is a season of tremen-
dous business in this city. Ordinarily, the merchants from
far and wide hold this two weeks in reserve as a time in

which they visit the big houses in Toronto, look over their
stocks and buy goods quite freely. And they have always
found the wholesalers and manufacturers glad to see them
and to be of the utmost service to them.

Perhaps this year will be an exceptionally busy one in

this respect. Men's Wear Review has talked with many of
the wholesalers and manufacturers in the city and they state

that they are expecting big business during those two weeks.
They have stated without reserve that many cancellations
have come into them during the last few months. The West,
in particular, has sent in hosts of heavy cancellations. The
feeling in business circles here is that the West, with the rest

of the country, will recover in good form when the success
of the Western crops is assured. Wholesalers and manu-
facturers have accepted these cancellations without a
murmur; many of them have felt—and there is ample justi-

fication for their opinion—that goods cancelled could not
be bought at lower prices and that merchants, sooner or

later, would require the very goods that they had cancelled.

During these two weeks, they are expecting, at all events

that there will be a reinstatement of many of the orders that
have been cancelled and that there will be heavy sorting

business placed by the merchants who visit Toronto on that
occasion. They have made all preparations to give the best

possible service to the men of the trade and to accommodate
them in every way possible. They are expecting big busi-

ness and, almost unanimously, they are optimistic that the
business for Fall, 1920, will be substantial, if not equal to

that of a year ago.'

"The Logical Clothing Store."

"The Cheerful Store."

"Aristocrats of Men's Clothiers."

"The Greatest Store for Values."

"Clothing Hustlers."

"Men's Quality Clothes at Lowest
Prices."

"You Can do Better at Smith's."

"The Big Store With The Little

Prices."

"Watch Us Grow in 1920."

It is good business policy to vary the

slogan now and then, every other year
or so. Though the slogan may be nearly

perfect it will in time, like everything
else, become worn out and when it does,

then remember that "The Store That
Does Things," justifies its use of that

slogan by chaiiging it!
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ALL OFFICERS OF DOMINION
R. M. A. RE-ELECTED

The officers of the Dominion Retail

Merchants' Association for the year

1919 were all re-elected for the ensuing

year. They are as follows:

The executive is: President, J. A.

Banfield, Winnipeg; first vice-president,

J. G. Watson, Montreal; second vice-

president, W. P. Ball, Assinboia, Sask.;

third vice-president, A. 0. Skinner, St.

John, N.B.; fourth vice-president, T. A.

Gaetz, Red Deer, Alta.; fifth vice-presi-

dent, W. J. Hopgood, Halifax, N.S., and

Prince Edward Island; sixth vice-presi-

dent, G. H. McRobbie, Vancouver, B.C.;

treasurer, Henry Watters, Ottawa; sec-

retary, E. M. Trowern, Ottawa.



From Vimy Ridge to Owen Sound;
Two Veterans Make Successful Flight

Business Built Up By Consistent Advertising^Displays Should Be Changed Weekly-
A Two-Dollar Hat Rack Paid For Itself—Each Unit of Display Should

Be Properly Dressed.

-How

ANY person who knows Owen
Sound, Ont., has always had the

idea that a store to be successful

would have to be considerably north of

the market square Iiecause the place is so

laid out that it was felt it would be sui-

cidal for a merchant to get near Eighth

Street. As a matter of fact, there has

always been a sort of underlying im-

pression that the business section of the

city ended with McQuaker's gi'ocery, the

Patterson House and Parker's drug

store. Anything beyond that did not

count. Why this should be so, the writer

cannot explain. He knows Owen Sound
like a book, realizes that it is one of the

liveliest little cities on the North Ameri-

can continent, yet he—like nearly every

one else—has always felt that to open up

a store beyond the line indicated would be

for a merchant what a flight over the

edge of the Dead Sea would be for a

canary.

However, to make a long story short,

it remained for two war veterans to dis-

prove this theory, to fill it so full of

shrapnel that it is scarcely recognizable.

The intrepid explorers in this instance

are George McBrido and Joseph H.

Moran, M.M. Both learned the clothing

business with 'Tom' McAuley when he

held out in the northern metropolis and
Mr. Moran also gained considerable ex-

perience in Fort William, Port Arthur
and Saskatoon. As neither member of

the firm of McBride and Moran can be

prevailed upon to talk about the war or

their part m it official data is lacking as

to how these two young men happened to

start up in business immediately follow-

ing their return from overseas, but there

is a story current to the effect that while

facing Berlin they built castles in the

air and agreed to do just as they have
done—if Fritzie should permit them both

to get back to the land of the Maple
Leaf. They opened their store on May
22, 1919—less than a month after they

arrived home.
The Vimy Ridge Men's Store is the

mercantile ship which these youths have
guided so successfully through a trying

year of high prices and scanty merchan-
•dise. Courtesy and service have helped

them out considerably in their venture

—

also the popularity which they have al-

ways enjoyed in their home town—but

advertising has had not a little to do
with their success.

Advertising Slogans

"Walk the extra block" has become a

slogan with them, and so insistently have
they hamme-ed it home that Owen Sound

The army was a great school in which r

taught. One had to meet difficulties as

tion circumstances which did not alway
want if he had his own choice in the m
interior of whose store is shojvn above, b

civil life, something of this resourcefidn
immediately to hand. The hat display s

rack which they bxdlt themselves at a to

is doing it now. "Watch our window," is

another catchword which has become al-

most locally famous. And they see to it

that there is generally something in the

window to make it worth while for the

public walking the extra block and glue-

ing an eye to their displays.

In their advertisements McBride and
Moran have gone in strong for plenty

of white space and concentration on one
or two articles. They make it a practice

to advertise either suits or hats or some
one line at a time. In the local papers
they have a large display ad. each week,
and the closer it is to the sporting sec-

tion the better they like it.

"The sporting page seems to be the

best place to reach the men," said 'Joe'

Moran to the writer, adding: "We try al-

ways to give them something different.

A man gets tired of the same thing. He
likes a change—even in his reading—^and

if you give it to him h(> will appreciate it.

Many of the clothin!. advei-tisements ap-
pearing in the press bear the impress of

having been run through the same null.

Take the firm's name off and there is not

a particle of difference. Our idea is to let

the people know that we are in business

and also educate them to the point when
iJiey ?ee one of our ads. they will know
whose it is without having to look at the

name."
"If it's new we have it," is a popular
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esoivrcefulness, a.s well as courage, was
they faced them, taking into considera-

s admit of having jnst what one might
atter. The Vimy Ridge proprietors, the
rought back with them, and carried into
ess that made the very best of what was
hown in the left of the picture is on a
tal outlay of two dollars.

Vimy Ridgeism, and another runs some-
thing like this: "By recommending our
store to your friends you are doing them
a favor which they will be sure to ap-
preciate."

Now, just to show you the kind of ad-
vertisements McBride and Moran run let
your mind turn back to the days when
the question of a big gratuity for ex-
soldiers was a popular topic. ' At that
time the McBiide and Moran ad. read:

SOLDIER'S GRATUITY
Perhaps You'll Get It and Perhaps

YOU WON'T.
HERE'S HOPING YOU DO.
BUT—Whether You Do Or Not

YOU'LL NEED-

Then followed a list of articles which
were seasonable and in more or less de-
mand.

Ru.siness Built on Advertising

Said George McBride: "Our business
has really been built up on advertising.
We handle a good line of clothing as we
feel that a reputation helps a firm

—

means everything to it, in fact. Every
man to whom we sold a suit is a walking
advertisement for us. We take a plea-
sure in fitting him out right for we know
that he will come back and that if we
please him he will tell his friends."



MEN'S WEAR REVIEW

The above is the exterior store view of the Virny Ridge Men's Store, Owen Sound. The proprietors are J. H. Moran
end George McBride, and the name of the store harks back to scenes of the great conflict, in which they were en-

gaged. Note the roominess in their ivindow displays, which is combined with an artistic airangement, which, we are

sure, they learned i)i a more precise and exacting school than the army in which they served.

Running along one side of the big

store is an imposing hat rack which is the

fruits of an idea of the owners.. It cost

no more than a couple of dollars, but it

holds hats by the hundreds and in such

a way that they are all displayed to the

best advantage.

"It paid for itself the first Saturday
night we were open," said the proprietors

of the store to the writer. "Man after

man came in, picked up a hat, looked it

over, picked out his style and his size,

asked how much it was and then handed
over the money. No salesmanship was
required. We attended to other business

while the two-dollar rack sold hats by
the score."

In the centre of the store are two
large display tables which catch the eye

of the customer as soon as he enters

and which hold his attention while he is

waiting for his change. Two large

windows, too, adorn the front of the store

andi these are changed regularly every

week.

Messrs. McBride and Moran—both of

whom, by the way, have taken wives unto

themselves since their return from over-

seas- -lelic-ve that a lisplay should never

be left in over a week and that each unit

of a display should be properly dressed as

a poorly trimmed unit, they declare,

"goes a lonK way toward spoiling the

entire window."

Objection has been taken by the Trades

and Labor Council of St. Thomas to the

action of the City Council in purchasing

the firemen's uniforms outside the city.

It is pointed out that there are several

merchants in that city who could have

provided these uniforms.

Cut in Collar Prices Unjustified;

Operating Costs Higher than Ever
Managing Director of Cluett, Peabody & Co., of Canada, Ltd., Says]

Conditions Do Not Warrant Price-cutting in the

U.S.—Materials and Supplies Higher.

COLLAR manufacturers in the Uni-

ted States have recently begun to

cut down their prices. At the

present time, there are certain brands of

collars that can be bought for $2.10 per

dozen. In talking over this matter with

F. W. Stewart, managing director of the

Cluett, Peabody & Co., of Canada, Ltd.,

he stated that such price-cutting was not

justified under existing conditions, and
that it has been done more, perhaps, to

get business when business has been poor

than to permanently reduce collar prices.

Mr. Stewart made the following state-

ment on the matter:

Reduction not Justified

"The reduction in price of collars in

the U. S. is not justified under present

conditions, but one of the manufacturers,

apparently on account of the decrease in

business owing to general depression in

the trade all over the United States, un-

dertook to reduce t.heir price to $2.20,

presumably with the idea of increasing

their business by securing orders from
merchants who were handling other

brands of collars.

In view of this reduction in price by

this manufacturer, Ihe other collar manu-
facturers reduced their price to $2.10

per dozen, and it was followed by the
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manufacturer mentioned within a few '

days, so that the price of collars in the

U. S. at the present time is $2.10 per
dozen, and I understand a statement has
been made by one of the manufacturers,

:

that collars are being sold at a loss at

this price.

You will note by the above explana-
tion that the reduction is merely a mat-
ter of cutting of prices as between the

different manufacturers, and not a justi-

fiable reduction on the basis of present

manufacturing and marketing conditions.

I note that the E. & W. people state

in their letter that the reduction is made
to $2.20 per dozen, so that they can be

sold by retailers for 25c. Retail mer-

chants could not pay $2.20 per dozen and

sell at 25c each without losing money,

as even at $2.10 to sell at 25c is a losing

proposition.

In explanation of the statement which

I have made that the reduction is not

justifiable under present conditions, I

might say that generally speaking,

manufacturing costs are increasing, and

all materials and supplies which are be-

ing used at the present time, are on a

higher cost basis than those which have

been used at anv time nrevious."



Retail Clerks' Association Going Ahead
Steadily Now in Sault Ste. Marie, Ont.;

Storekeepers Are Co-Operating Heartily
Members Meet Regularly For Social and Business Benefits—Strength of Organization Has

Increased in Six Months From Thirteen to a Hundred and Fifty—Wednesday
Half-holiday Was One of First Coups Effected.

(Written Specially for Men's Wear by Secretary J. N. Rush. 23 Herrick Street, "Soo.")

I
HE merchants of Sault Ste. Marie,

Ont., last year, 1919, started a

movement with regard to the

weekly half-holiday the year round ex-

cept December, but unfortunately they

fell down in their enterprise; therefore,

the following year the Retail Clei'ks' As-

sociation was formed with che hearty co-

operation of ihe merchants.

At the time the .;ierk3 started the

movement the Trades and Labor Coun-

cil tried to fot-m a union and block out

the association, of whica the merchants

werf more highly in favor. They did not

like the idea of a union, so they a.=:ked

the clerks to form an association.

Formed For Three Reasons

The associaiicn wa.s formed chen for

three reasons:

(1; The Wednesday half-holiday;

(2) The meeting of all clerks regular-

ly for social and business benefits, and

(3) For sports during the difl'erent

seasons of the year.

The association is managed by the

following officers: President, J. W. Py-

bus; 1st vice-president, J. G. Stewart;

treas., Alex. Murray, and sec. J. N.
Rush. They are assisted by various

committees, such as sports, literary, etc.

Our first meeting in January was not

a very great succeso, O'd*^ with every

meeting the m.en.be/s have increased

fron; the unlucky 13 to 150, which is a

goodly percentage of retail clerks. We
are, however, just starting, and next

winter we hope to enlarge more strongly.

The reason the fair sex were taken in

was because they, too, are entitled to

the Wednesday half-holiday, and also to

the getting-up of dances, etc . which the

association puts on. We had one dance
last winter which would hav3 been a

failure had it not been for the girls, as

they did all the work, that is the making
of sandwiches, etc.

At the First Meeting
Given here is a copy of the minutes

of the first meeting on January 8, 1920:

"The president, Mr. J. W. Pybus,
opened the meeting, briefly outlining the

purpose of the Retail Clerks' Associa-

tion to the members of the association

and also to a i^umber of retail merchants
who were present.

"The president's remarks dealt largely

with the weekly half-holiday question,

of which the merchants present ex-

pressed their hearty approval.

"Several of the business men present
were then asked to speak on the half-

holiday, and all agreed that it was a
good thing a.^ they themselves enjoyed
a half-holiday, and, therefore, would like

to see it in vogue. All were in favor of

giving it a boost and helping it along.

Those expressing opinions were: Messrs.
J. 11. Bryan, cf Bryan's, Ltd.; J. Hus-
sey, of Hussey-Furrier; C. M. Green, of
Nipissing Stores; E. L. Bedford, of E.

L. Bedford & Co., and W. Langstaffe, of

Langstaffe Bros.

All Merchants Closing

"The meeting was brought to a close

with the merchants asking the clerks to

circulate a petition for the merchants to

sign re the half-holiday closing. On mo-
tion of J. G. Stewart, seconded by J. W.
Pybus, the meeting was adjourned."

In ending, I might state that all the

merchants are closing and think it is

a mighty good thing for themselves and

clerks.

We have a.lso ball teams which at

present are developing into shape. We
play a game every Wednesday after-

noon, weather permitting.

Making the Best of Your Fixtures : Display

Should Show Goods When Made Up
Points With Regard to Dressing Window—Don't Buy Poor Wax

Figures—Avoid the Use of Pins—Public Should
Laugh With You and Not at You.

IN addressing the Retail Merchants'
Convention at Vancouver, in July,

C. L. Greer emphasized a point

with regard to window dressing that

is of first-class importance to every
retailer.

"In displaying any kind of material,

strive to the best of your ability, with
what aids you have at hand, to show
how the goods will look made up." Mr.
Green continued: "If you are displaying
dress goods, assist the prospective pur-
chaser to imagine a dress made from the
material. If you have not a wax figure,

or even a form, do the best you can with
a T stand, but let the material, be it

gingham or satin, drape as it migiit do
in a dress." With the few fixtures he
had with him, he showed the superiority
of a round table-top fixture over a

triangular or square fixture in displaying

a satin. With the perfectly round plane,

the fabric naturally fell in a beautiful

series of folds which enhanced the ap-

pearance of the piece. In displaying

window drapery, however, the best way
to show it was hanging straight as it

would do on a window. With material

suitable for waists, or men's shirting

material, the regular fixture will permit,

as he demonstrated, of a very fair im-

itation of the made-up article. When
trimmed with cuff-links, buttons, and
collar and tie or lace collar, it was
quite apparent how the garment would
look when made up.

"One of the window dresser's best

friends," stated Mr. Greer, "is the rub-

ber band. Whenever you would use a

pin—don't do it, you can nearly always
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do the trick with a small rubber band,

and you make no holes in the fabric."

Another point Mr. Greer stressed was
the proper placing of objects in the win-

dow. There are some ways you can

place a cane, or a jug, or a cup and
saucer that seem left-handed to the

beholder. "Try it out yourself," said

Mr. Greer; "stand in front of your win-

dow and see whether the article looks

as if you could take it in your hand,

right as it's placed, or would you have
to put your hand over or around it to

take hold of it? DETAILS? Truly—but
they make the difi^erence between the

window that has the pleasing appearance
and the one that "you can pick it out,

but there's something wrong with it."

"Never get a poor, cheap wax figure,"

said this authority, "if you don't feel

that you can afford a good one, worry
along till you can; there's nothing that

will repel one from a window so quickly

as some of these wax horrors that one

sometimes sees " It's the old saying,

that it's all right to amuse the public, but

see that they laugh WITH you, not AT
you.



Dominion R.M.A. Ask More Rigid
Customs Inspection at Border Cities

Dominion Association Will Now Be Known as National Associa-

tion of Retail Merchants of Canada—Important Resolutions

Passed at Annual Convention in Vancouver Last Week.

VANCOUVER. July 26.—Assem-
bled in the Hotel Vancouver, the

president, J. A. Banfield, of Win-
nipeg, opened the IFth annual conven-

tion of the Retail Merchants' Association

of Canada.
His Worship, Mayor Gale, of Van-

couver, extended the welcome of the

City of Vaucoiiver. Mr. McRobbie, B.C.,

member of the Dominion Board,

"Mat" Phillips, of New Westminster, the

new British Columbia president, and R.

M. Miller, president of the Vancouvei

branch, all supported the Mayor in the

kindest terms. John M. Bentley and

W. J. Houj^ood, of Halifax; T. A Getz,

of Red Deer, Alta. (Alberta president);

S E. Fawcett, of Saskatoon; E. W.
Ziemann, of Preston; W. B. Ball, of As-

siniboia, Sask., and John G. Watson, of

Montreal, all replied in fitting terms. All

of the visitors were lost for adjectives

to describe their impression of the vast-

ness of the Western Empire they crossed

to reach, the convention. That's the big

thing about these conventions. They
permit a few of the influential citizens

in various parts of our great Dominion
to learn what they did not know abou':

their neighboring provinces, and the con-

ditions under which their fellow retail-

ers are working.

The roll call of officers found all pre-

sent with the exception of the treasurer,

who wrote regretting his absence owing
to circumstances over which he had no

control.

The accredited delegates registered

were as follows:

—

J. A. Banfield. Winnipeg ; Jno. G. Watson,
Montreal ; E. M. Trowern, Ottawa : Jno. M. Bent^
ley. Halifax ; W. J. Hopgood, Halifax ; S. E. Fish-
er, St. John ; Robert Strain, Woodstock, N.B.

;

Walter G. de Wolfe. St. Stephen, N.B. : T. A.

Gaetz, Red Deer, Alta. : Jos. Killas, Medicine Hat,
Alta. ; F. E. Raymond. Saskatoon. Sask. ; S. E.

Fawcett, Saskatoon, Sask. : J. H. Curie, Manitoba,
Secretary ; M. J. Phillips, New Westminster : B. W.
Ziemann, Preston, Ont. ; W. C. Miller. Toronto,
Ont. ; D. W. Clark, Toronto, Ont. ; W. P. Ball. As-
sinniboia ; Geo. H. McRobbie, Vancouver: Geo. S.

Hougham, Vancouver ; D. H. Kent, Vancouver.
Mr. and Mrs. W. S. Inglis, Winnipeg: J. A.

Peters, Woodstock ; T. A. Beacock, Woodstock

;

Lome Kressy. Kipling: Frank Schroeder. Jonson,
Sask. : Jos. Tate, Raymore, Sask. ; A. G. McLean,
Raymore, Sask. : A. J. Humphries, Raymore, Sask.

;

J. R. Homer, Saskatoon: G. A. Smith, Halifax:

T .G. Watson, Montreal : Mr. and Mrs. L. B. M.
Wright, Assiniboia : G. Craddock. Assiniboia : W.
P. Ball, Assiniboia : L. Maze. Assiniboia : J. S. D.

McNaughton, Mossbank, Sask.

President's Address

President J, A. Banfield presented his ad-

dress reviewing the year's work as fol-

lows:
Gentlemen:

It gives me great pleasure to meet you
again at our annual convention on the

Western coast of this great Dominion, in

this beautiful city of Vancouver, and to

present to you my first annual report. Had
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I known at the time you honored me by
electing me president of the Dominion
Board and the Dominion Executive Coun-
cil, that the duties in connection with this

office were so far reaching and of such
an important character to the retail trade
of Canada, I would certainly have hesi-
tated before accepting the office. I think
that every retail merchant would admit,
whether he is a member of our association
or not, that the year through which we
have just passed has been one of the most

J. A. BANFIELD.
Of Winnipeg, who has been re-elected President
of the National Association of Retail Merchants

of Canada.

strenuous years in the history of the re-
tail trade.
How the situation could have been met

without an association such as ours —
which reaches from coast to coast—is dif-

ficult to comprehend. In past years, when
we were all busy trying to arouse interest
in and to point out the necessity of every
province being organized, little did we
realize what it meant until the time ar-

rived for united action.

Must Double Efforts

We must all be pleased with the results
of our eff^orts, but we must remember that
we have only laid the foundation. From
now on we must build the superstructure,
and in order to do so it will be necessary
to more than double any efforts that have
been made in the past, no matter how
great they have been.

Personally I have great faith in the
principles upon which this association is

founded and the excellent character of the
men who are associated with it. Its aims
and objects reacb out toward higher ideals
in retail distribution. We ask for no
special privileges, no attempts to take ad-
vantage of any other class, but an earnest
effort to serve the public in the best and
most economic manner, and to eliminate
from the retail trade all methods of a de-
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ceptive or unethical character. These are
ideals that I am sure the great body of
retail merchants in Canada are aiming to

achieve. To accomplish them we must
make every effort to enroll more members
into our association, and this can only be
done by individual effort on the part of all

the officers and all the members, and
should not be left entirely to the paid of-

ficials of the association. I must frankly
confess -that the more time I give to the
work of the association, the more work I

find there is to do.

It must be remembered that the mem-
bers of the Dominion Board and of the
executive council are all engaged in look-
ing after their own individual business,
and receive no remuneration, and I am
sure that we would all like to give more
time to the association work if it were
possible to do so.

Great Progress Being Made
During the past year I have attended a

great many meetings of the association,
and among others, I attended, by invita-

tion, two conventions of the Saskatchewan
Provincial Board, and I am pleased to re-

port that excellent progress is being made
in that Province.

I also attended, by invitation, the annual
conventions of the Provinces of New
Brunswick and Nova Scotia, and I found
excellent progress being made in those
provinces. I visited also the city of Van-
couver, and I was pleased to find great pro-
gress being made in this city and through-
out the province of British Columbia. I

have also kept in close touch with the
work of the Manitoba Provincial Board and
am pleased to report progress there.
On my way East I twice visited the of-

fice of the Ontario Provincial Board, and
was pleased to find the work of that pro-
vince progressing in a satisfactory man-
ner. I also visited the office of the Quebec
board while passing through Montreal, and
found that their membership is increasing
and there is every indication of excellent
progress.

In addition to these I visited the head
office at Ottawa four times during the year
—once in connection with a special meet-
ing of the Dominion Board held in the
month of January, 1920; once in connec-
tion with interviewing the Government re-
garding the Board of Commerce; once in

connection with a consultation with the
secretary and treasurer of the Dominion
executive regarding the proposed system
of taxation by the Government, and again
to attend the National Industrial Confer-
ence, as your representative. I also at-

tended a meeting of the Western executive
council in Regina for the purpose of as-

sisting in its organization.

Widespread Activities

In addition to these various visits I have
received and replied to a great deal of cor-

respondence from the head office at Ot-
tawa, and provincial offices in reference to
the work of the Dominion executive coun-
cil and the Dominion Board. In this con-

nection I desire to state that very few
members have any idea of the activities

and importance of the Dominion office,

only those who have an opportunity of 'ol-

lowing the work that is being done.
As the association grows in strength

and members, in my opinion provision
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must be made for an increase in the reve-

nue of the board. A resolution will come
before you for your serious consideration

to amend the constitution so as to increase

the present per capita tax paid to the Do-
minion Board from one dollar to two dol-

lars per member. To pay this additional

amount may be difficult for some of the
provincial boards unless they increase
their membership fee, but we must bear
in mind that if we want a continuous and
increasing service from the Dominion of-

fice we must make provision for an extra
assessment, and the more we improve the
financial condition of the Dominion office

the better the service the provincial boards
will receive for their members.

Raising a Welfare Fund

You will also be asked to consider a re-

solution whereby this convention will dis-

cuss the advisability of raising an "or-
ganization and legislative welfare fund" of
fifty or a hundred thousand dollars from
those retail merchants throughout Canada
who can contribute extra sums beyond their
membership fee for the purpose of assist-

ing in the organization work in every pro-
vince, and also for the purpose of having
funds in hand, when required, to more ef-

fectually assist in opposing any legislation
of an injurious character or promoting
legislation of a necessary character.

1 might say that recently the manufac-
turers found it necessary to raise a fund
of one million dollars for similar purposes,
and so also have the labor union bodies
and the farmers' organizations.
For years, as you know, our organization

has been engage! in a great educational
work among ine retail trade that has cost
time and money. In addition it has cost
a lot of money to lay the foundation and
equip our provincial offices and the office

of the Dominion Board. Add to this the
large sums of money we have spent in de-
fending our members against injurious
legislation, and there is no wonder that
we require a fund for the purpose above
mentioned. This is a matter that will re-

quire your careful consideration and ac-

tion.

If it is your wish that such a sum as
mentioned should be raised and if the se-

curing of this money could be coupled with
the formation of a special committee con-
sisting of those retail merchants who
could spare sufficient time from their busi-
ness on occasional times to address meet-
ings of retail merchants in various parts
of Canada, and who would know that
their expenses were taken care of, I

thoroughly believe we could send a call

out to the retail trade of Canada that
would bring every self-respecting retail

merchant into our ranks.

Must Defend Himself

The defence of the retail merchant must
be made by the retail merchant himself.
The day for sitting down and expecting
the other fellow to look after us has gone
never to return. We who have our money
and our tiine invested in the retail distri-

bution of merchandise must be awake to
our position and we must be prepared to
sacrifice our time and our efforts. The
strong must come to the defence of the
weak. Our plan of organization is based
on sound principles; your money is sunk
in Provincial and Dominion Board equip-
ment. You have faithful and loyal secre-
taries and organizers in every province.
The foundation stone is laid and I hope
that before we leave this convention that
everj' man will go home pledged to greater
effort and greater sacrifice, and we can
then build on what we have founded, an
organization of which not only every re-
tail merchant in Canada will be proud, but
our customers, who are the general pub-
lic, can feel assured that as long as this

organization lasts their interests will be
properly protected.

In closing, I desire to express my high
appreciation of the excellent assistance
that has been rendered by my fellow as-

sociates on the Dominion executive coun-

WILL INVESTIGATE PROFITEERING COMPLAINTS

The following resolutions were passed at the annual convention of the
National Association of Retail Merchants of Canada:

—

That it is the opinion of the members of this convention that the time
has arrived for the establishment of a publicity bureau at the head office

of our association at Ottawa, for the purpose of sending out notices to

the trade press, and to the daily and weekly newspapers, notifying them
of our activities, and submitting to them articles which would educate the
public on the necessity of the retail merchants.

That whereas a great many statements are being made by men in public
life setting forth the enormous extent to which, in their opinion, profiteer-

ing is being carried on in Canada, but who so far have failed to name the
guilty parties or to take any definite or legal action to prevent the same.
And whereas we believe that general statements of the above character,

made without any true knowledge of the existence of the same, have a bad
moral and commercial effect on the trade of Canada, we, as members of

the Retail Merchants' Association of Canada, ask the aid of our customers
to assist us by sending to the secretary or to any officer of our association
in any city, town, village pr province throughout Canada, or to head office

of the association in the Banque Nationale Building, Ottawa, any complaint
they may have, no matter how small, of any profiteering or over-charging,
and we, as an association, will appoint a committee of well-known, honor-
able retail merchants, and allow the accuser to appoint a similar committee
of any persons he may choose, to examine fully into any charge that is

made, free of all costs to the accuser, and if we find any case of profiteering
among any retail merchants, non-members or members of our association

in any part of Canada, we will undertake to prosecute them to the fullest

extent of the law, with all the publicity that such action would entail.

That instead of placing the collection of the Luxury Tax on the retail

trade it should be collected at the source of supply, namely, from the manu-
facturer and importer, and in this way it would be absorbed in the same
manner as all systems of taxation are absorbed.

That this association favor a "Made-in-Canada" campaign.

That more rigid Customs inspection at border cities be urged.

That the Dominion Retail Merchants' Association be henceforth known
as the National Association of Retail Merchants of Canada.

That an effort should be made to have the gold and silver inspectors
supervise the False Advertising Act, and to see that the same is enforced.

That this association ask for local provincial option in regard to fire

insurance arrangements.

That the press be admitted in future to Dominion Board meetings.

That more care and effort be put in the work of display in members'
stores.

That the next meeting place for the association be in Winnipeg.

cil, and thank you for your close atten-

tion. (Prolonged applause.)

Secretary's Report

Vancouver, B.C., July 22nd, 1920.

To the Officers and Members of the Dom-
inion Board and the Dominion Executive
Council of the Retail Merchants' Asso-

ciation of Canada.

Gentlemen:

Owing to the fact that the annual meet-

ing of the Dominion Board this year is

held four months later than it was held

last year, and in order to cover the entire

period between the holding of last year's

convention and this year's, the report of

this, the loth annual convention of the

Dominion Board of our association, covers

a period of 16 months instead of 12.

On January 13th and 14th of this year

a special meeting of the Dominion Board
was held at Ottawa regarding certain

orders which were made by the Board of

Commerce and which we considered to be

very objectionable to the retail trade.

Copies of the minutes of this special

meeting, together with copies of the

minutes of the last annual meeting of the

Dominion Board held in Ottawa on March
17th, 18th and 19th, 1919, have been placed

in the hands of every member of the Dom-
inion Board and, consequently, it will not

be necessary for me to refer at any length

to the proceedings of those meetings.
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End Restrictions With War
Upon the termination of the great world

war I am sure that every retail merchant
felt that we had arrived at the completion
of the period over which the Government
placed restrictions of an unusual character
regarding retail distribution. In this it

appears that we were mistaken. Not only
have we been restricted to an unusual de-
gree through the actions of the Board of
Commerce, but we have been especially
selected from among the other commercial
classes and appointed unpaid collectors of
a luxury tax, the operations of which are
not only unfair but unreasonable.
Added to this imposition, in looking over

the expenditures of the Dominion Govern-
ment we find large sums of money passed
in the estimates to provide better facilities
for the agricultural, laboring and other
classes, and not one cent allowed for the
improvement of the retail distributing
classes, who have more money invested in
Canada than all the other classes com-
bined.

In addition to this, if we look over the
platforms which have been prepared by all

the political parties to date, we find every
effort put forth to capture the attention
of the other classes so as to secure their
votes, and nothing but condemnation and
almost an entire lack of recognition of
the retail distributors as a class, and
whatever reference is made to them is

made in derision, they being looked upon
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as being of the "profiteer" and "combine"
classes.

This may not make pleasant reading, but

I, personally, believe that the time has ar-

rived when we must look the facts square

in the face and act unitedly. To prove

these statements, all that it is necessary

to do is to look carefully over the orders

that have been issued by the Board of

Commerce, and read the copies of Han-

sard on the discussion of the luxury tax,

and then, to complete the evidence, read

the many speeches that have been made

at conventions of public bodies, both re-

ligious and artisan, and, without having

any knowledge of the facts, the retail dis-

tributors are held up to ridicule and often

to scorn.
Need For Co-operation

These introductory facts are cited for

the purpose of calling your attention to

the need of closer co-operation between all

classes of retail merchants throughout

Canada, and to further impress upon the

members the fact that more than 90 per

cent, of the time of the Dominion Board

office is taken up by giving attention to

measures that require to be opposed,

rather than to those of a constructive

character and which would be of benefit

to Canada as a whole. This is certainly

not as it should be, and every effort should

be made to find a remedy.
At the last convention of the Dominion

Board a number of resolutions came be-

fore the meeting, and they were handed

over to the office of the Dominion Board

to deal with.

Membership Grows

The number of members appearing on

our membership roll from the date of the

last convention in March, 1919, as com-

pared with last year, is as follows:

1918-19 1919-20

British Columbia 86.66 436.69

Alberta and Saskatchewan 1,336.00 2,316.35

Manitoba '748.50 560.65

Ontario 2,736.42 1,982.30

Quebec 637.00 1,023.00

New Brunswick 787.00 655.00

Nova Scotia and P.E.I. .. 198.85 715.00

6,530.43 7,688.99

Showing an increase over last year of

about 1,158.00.

This report must certainly be gratify-

ing to us all because it shows a growth
and an increase over last year, but, gentle-

men of the convention, I cannot disguise

the fact that I am far from satisfied. If

our association has grown to be the only
organization of its kind in Canada that
stands for the defence of the retail trade,

why is not every retail merchant in Can-
ada under its banner? The answer to that
lies at our door. We are engaged in a

great educational movement; we must be
thankful for our advancement, but when
we become satisfied we will begin to de-
cline. We must push forward and we will
not be satisfied until the last retail mer-
chant in Canada becomes a member.

Financial Statement Gratifying

I am pleased to say that the financial
statement, as you will notice by the trea-
surer's report, shows an improvement
which must also be gratifying to you.

Before closing, I desire to express my

F. E. RAYMOND.
Saskatoon, Provincial Secretary, Sa&katahewan
R.M.A., who was present at the National Asso-

ciation Convention in Vancouver.

high appreciation of the excellent man-
ner in which the members of the Dominion
executive council have looked after your
interests during the year. The president,

J. A. Banfield, has attended a large
numjser of meetings. He has been ever
ready to visit the head office at any time
his services were required. His forceful
and enthusiastic addresses have inspired
every member who has listened to him,
and his interest in the work has been un-
failing.

The first vice-president, J. G. Watson, of

Montreal, has given unsparingly of his

time and his counsel. He has been ever
on guard, and through his untiring ef-

forts and advice he has been the medium

through which the entire Dominion Board
has caught the spirit of having everything
that is to be done, done in a thorough,
businesslike manner, and if you find any
advancement in the development of the
work of our board it can largely be cre-

dited to his persistency and effort.

Tribute to Treasurer

Now, in regard to our treasurer, Henry
Watters, who at the last moment found it

impossible to be present, I cannot close
without making reference to the faithful

manner in which he has performed the
duties of his office. He has visited our of-

fice almost daily. He is always ready and
willing to give time, effort and counsel,
and he has taken as much interest in the
affairs of the association as though it were
his own private business, and he has per-

formed the duty of treasurer in a way
that must be acceptable to every member.
My only regret is that he will not be here
to present his financial statement for the

year.
The other officers of the Dominion Ex-

ecutive council who live at a greater dis-

tance from the head office have given us
excellent assistance through correspon-
dence, and have given us the benefit of

their counsel whenever it was required.

In addition to expressing my thanks for

the great assistance I have received from
the president and members of the Dom-
inion executive council, I desire to thank
the secretaries and officers of the various
provincial boards, as well as our capable
office staff, for the great assistance they
have rendered me during the year.

I trust the coming year may be full of

prosperity.
I remain,

Yours respectfully,
E. M. TROWERN,

Secretary,

Dominion Executive Council and
Dominion Board.

Among the correspondence getting: a

roiisingr reception was a wire from Otta-

wa to the effect that the issue of the ob-

noxious questionnaire was suspendeil.

A huge luncheon was tendered by tbe

Vancouver Kiwanis Club, where all visit-

or.-; were introduced, and the luncheon

was addressed by Jerry McGeer, the

youngest member in the B.C. Legisla-

ture. His subject was "B.C.," and briefly

and interestingly he marshalled an array

of figures regarding the farthest West-
ern province that was a revelation to the

visitors.

All last year's officers were re-elected.

Want Reconstruction of Commerce Bd.
B.C. Retail Merchants' Association Meet in New Westminster at

Annual Convention—Number of Branches in British Columbia is

Growing—Excellent Reports Presented.

New Westminster, B.C., July 20.—"An
unqualified success." This seems to be

the consensus of opinion of the delegates

who attended the third annual con\ention

of the Retail Merchants' Association of

Canada, B. C. branch, at New Westmin-
ster, B.C., July 19 and 20. Many scriou.s

problems confronting the trade were de-

bated before the convention, and it is

thou'.^ht that solutions for many of them
have been found. Of course the most
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vital subject for discussion was the lux-

ury tax and even for this a solution has

been found, the opinion of the B.C. con-

vention being that the action suggested

by the Saskatchewan branch and en-

dorsed by the Dominion Board is the

best under the circumstances.

The Royal City certainly "did itself

handsomely" from the moment the con-

vention opened with an address by his

worship, Mayer J. J. Johnston, until
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the singing of the national anthem after

the association's official dinner on Tues-

day evening.

Splendid Reports

Excellent reports were made by the

president, secretary, treasurer and the

organizer. Great progress has been

made in the organization of the outlying

portions of B.C. along R.M.A. lines,

—

the last few months have been very try-
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ing ones to retail merchants generally,

and of course the association has had an
opportunity to demonstrate the very
great necessity for organization. Within
the last few days an organization has
been commenced in Victoria which was
very gratifying to the various branches,

as a good strong R.M.A. branch in Vic-

toria will certainly be of great assis-

tance to the provincial office in keeping
intimately in touch with the Provincial
Governnent's actions. While the name
of the place for the next convention has
bee.i left to the incoming executive it

seems pretty well understood Victoria

will have the honor of entertaining the
visiting delegates next year, notwith-
standing the pressing invitations that
were extended to the convention by the
delegates from Alberni, Duncan, Nan-
aimo, Vernon and other points in Bri-

tish Columbia.

President's Report

In presenting his annual report Provincial Presi-
dent H. McRobbie of Vancouver, dealt with the
work of the Provincial Board since the last con-
vention in Vancouver, special reference being given
to the appointment of George S. Hougham as
joint secretary of the Vancouver and provincial
branches ; the management of the B. C. Retailer

:

organization ; freight adjustment : fire insurance
and collection services ; the luxury and sales taxes ;

the Board of Commerce and the movement to es-
tablish a commercial education department in the
University of British Columbia.

Touching upon the activities of the Board of
Commerce, Mr. McRobbie said

:

"The Board of Commerce also has proved the
necessity for and the value of the association.
This board started off with methods akin to those
of the old-fashioned star chamber, and had it not
been for the persistent pressure of the association
there is no doubt that the regulations would have
proved much more onerous than they are."

The Luxury Tax

"It is not too much to say," said Mr. McRobbie,
dealing with the recently imposed taxes, "that the
luxury tax as originally proposed was perhaps
the most poorly devised and ill-considered piece
of legislation ever attempted. Not only was the
scheme illogical, indefinite and incomplete, but
the officers of inland revenue throughout the
country were without one word of information
from headquarters, had no machinery set up to
collect the taxes, and could give no help to the
hundreds of merchants who asked for information
in their respective districts.

"The value of our affiliation with the Dominion
board was never better demonstrated than on this

occasion, and your B.C. office became a veritable
public service institution for the time being. En-
quiries were received from all sources, manufac-
turers, wholesalers, boards of trade and retailers,

both members and non-members of our associa-
tion. The promptness of our national secretary
can best be illustrated by the fact that Secretary
Hougham had a bulletin in the mail three days
before the local inland revenue office was able to

publish anything. The efficiency of our associa-
tion officials was gratifying to all and numerous
expressions of appreciation were made."

The president went on to enumerate the various
meetings held by the trade sections of the asso-
ciation, and of the many telegrams sent to Ottawa
in which the weaknesses of the regulation were
pointed out to the Finance Minister and the com-
missioner of taxation. In closing he urged the
delegates to attend the Dominion convention at
the Hotel Vancouver on Thursday and Friday
and thanked the executive for the excellent sup-
port rendered during the year.

Membership Increases

Provincial Secretary George S. Hougham cf
Vancouver was highly complimented upon his
very complete report covering the work accom-
plished by the Provincial Board since the last
convention in September, 1919. He said that the
membership had been increased from nine branches
and 413 members a year ago, to 14 branches and
689 memjbers to-day. New branches were organiz-
ed at Vancouver, Vernon, Merritt, Cranbrook,
Kamloops, Kelowna, Nelson and Ladner.

He went on to say that 76 new members had
been added in Vancouver and this with the ad-

dition of three new sections. Auto Supply and
Tire dealers. Sanitary and Heating Engineers and
the Electrical dealers, embracing 118 members,
had meant an increase of 194 members since
October last in Vancouver. Branches at Ender-
by. South Vancouver and Prince Rupert had fail-

ed to function during the year.

Importance of Accounting

A very helpful address was given on Monday
afternoon by John Cowan, C.A. (Scotland),

J. H. CURLE,

Winnipeg, Provincial Secretary, Manitoba R.M.A.,
who attended the Convention of the National As-
sociation of Retail Merchants at Vancouver last

week.

treasurer of Vancouver Milling & Grain Co., Ltd.,
on the subject of accounting, as a feature in suc-
cessful merchandising. Mr. Cowan described ac-
counting as the art of correct recording in com-
plete, convenient and permanent form. He said
that without proper accounting no man had a
proper knowledge of how his business stood at
any given time. One point brought out by Mr.
Cowan was a scheme for checking up losses by
pilferage. In this connection he stated that where-
as it used to be that the greatest losses were from
"tapping the till," in his many investigations of
the retail merchants' businesses he found now
that the most losses were incurred from pilferage

of goods. To offset this, or to at least get an
idea of the extent of such losses, Mr. Cowan sug-
gested that in stocktaking a separate column
should be run where the selling prices of the
various lines might be extended. The invoice book
would also carry such a column with the selling
prices extended, then with the daily sale slips,
one could readily strike a balance to see how
nearly the estimated value of stock agreed with the
next inventory taken. Mr. Cowan stressed the
necessity of employing the very best kind of ac-
countant, "for," he added, "I do not know of any
other profession where a poor man can get away
with such an amount of bluff."

L. Dashwood Jones, solicitor to the B.C. Board
of the R.M.A. of Canada, gave an address on
the Bankruptcy Act as applied to retailers.
On Tuesday afternoon, C. L. Greer, display

manager for Canada of the Hudson's Bay Co.,
gave an address on scientific window dressing,
assisted by Mr. Mitchell in his department, who
arranged the displays as Mr. Greer explained
the theory. This was a very practical feature of
the convention, and one that was followed with
a great deal of interest by all the merchants.

Advertising a Factor

Frank Harris, of the Crawford Harris Adver-
tising Co., gave an address on advertising as a
factor in business success, and one of the poiris
made by Mr. Harris which brought forth the ap-
plause of the audience was the fact ihat the re-
tailer has a right to expect advertising by the
manufacturer to assist him to market the goods,
and that on the other hand he has a special duty
to the manufacturer who does so assist him in this
way to push the sale of the goods so advertised.

J. A. Cunningham, honorary president of the
B.C. Manufacturers' Association, and J. H. Fal-
coner, president of the B.C. Manufacturers' As-
sociation, addressed the convention in a plea for
special consideration for articles of British Colum-
bia manufacture. Mr. Falconer protested against
Mr. Harris' statement that the manufacturer
should assist the retailer to popularize his lines,

claihiing that the B.C. manufacturers could not
advertise by reason of their limited finance.

The New B.C. Officers

G. H. McRobbie could not be persuaded by the
convention to accept a second term, claiming that
as a general principle, new blood should come
into the executive every year, and "Mat" Phil-
lips, president of the New Westminster branch of
the R.M.A., was unanimously elected to the Pro-
vincial Presidency. Harvey Murphy, of Nanaimo.
was unanimously elected to the position of first

vice-president, and His Honor Mayor Ashwell of
Chilliwack was elected to the position of second
vice-president. Daryl H. Kent was again pre-
vailed upon to accept the office of treasurer.

Convention Briefs

Professor Boggs, of B.C. University,

in speaking on the subject of taxation,
mentioned that the word "tax" was
derived from a French word meaning

DISMISS PRESENT BOARD OF COMMERCE

"That we, the B.C. Branch of the R.M.A. of Canada, endorse the ac-
tion of the officers and members of the Dominion Board and the Dominion
Executive, in their protest to the Postmaster-General regarding the pre-

sent parcel post regulations benefiting the large mail order house to the
detriment of the smaller retailers.

"Resolved that instead of placing the collection of the Luxury Tax on
the retail trade it be collected at the source of supply, namely from the
manufacturer and importer, and this way it would be absorbed in the same
manner as all systems of taxation are absorbed.

"Whereas the retail merchants suffer loss and inconvenience owing to

wholesalers and manufacturers billing shipments in an incomplete and
careless manner, steps to have shippers give the correct weight, classifica-

tion and rate on all bills of lading should be taken.

"Resolved that this convention instruct its Executive to exercise its

powers to the fullest extent possible to prevent wholesalers, manufacturers,
or importers selling in direct competition with the retailer tjo consumers
or others.

"Resolved that the Retailers of Canada petition the Government to dis-

miss the present Board of Commerce and form a board consisting of a

representative manufacturer, wholesaler, retailer and consumer, who will

strive to build up the best commercial interests throughout the Dominion."



MEN'S W E A R K E V I E W

Easton visitors to the conventio)i of the National Association of Retail Merchants in Vancouver last wsek were

very mxtch interested in the above. These two ships having arrived from the Orient during the delegates' stay.

"touch." Harry Murphy rose to his feet

and shouted: "Man! you said a mouth-

ful."

The member from Wyatt Bay con-

vulsed the gathfring by mentioning that

in his store, every sale was entered in a

book, as made, "and if at the close of

the day, there is more cash in the tili

than balances with the sales entered up
—I PUT THE DIFFERENCE DOWN
AS SOMETHING, OR OTHER."

Delegate Thorpe, of Duncan, B.C., re-

gistered a minority dissenting vote to

the proposition to make it obligatory

to take the B.C. Retailer and to collect

a dollar for same in connection with the

fee for membership to the Retail Mer-
chants' Association.

Owing to over zeal in association af-

fairs, and a natural enjoyment of col-

lecting, on the part of the secretary,

Alberni branch finds themselves with

their dues paid up well into next year.

Delegate Cox says the secretary is noc

an Irishman.

"If the retail merchants will stick to-

gether, we will be strong enough to

defeat the Ccoveinment on matters per-

taining- to our affairs," stated President
Bnrifield; "wo pretty nearly did it re-

cently. They only had a plurality of

fourteen."

"Trowern look<^ like Lloyd George,"
said one delegate, "and if pep were dyn-
amite, the Board of Commerce would
have been blown sky high before this."

Said Banfield:—"If the opinions ex-

pressed by Meighen and Borden of the

mei'ibers of the Board of Commerce
had only been held when they appoint-

ed them, what a lot of trouble we would
have been saved."

"By jove," said Wm. C. Miller, secre-

tary Ontario Branch Retail Merchants'
Association, Men's Wear Review is al-

ways on hand, at anything pertaining

to the retail trade," when he saw the

Men's Wear representative at the vari-

ous sessions.

As the Retail Merchants' Association

is ambiguous in the clause relating to

whether the secretary should or should

not have a vote. Cox, of Alberni, made
a resolution to have the wording changed
to more simple form.

Professor Boj'gs, speaking of the lux-

ury tax, said: "It violates all the axioms
of taxation; it will be expensive to col-

lect. It will be easily evaded, and will

thus put a premium on false state-

ments."

MERCHANT TAILORS ACCEPT NEW
TAX

Merchant tailors of Winnipeg though

not entirely satisfied with the conces-

sions granted them by the Minister of

Finance at Ottawa, will not make fur-

ther contentions for a reduction of the
luxury tax, J. S. Stephenson, chairman
of the Merchiui 'Tailors' AssociaJ.ion
stated. The tailors wanted an exemp-
tion of $65 oil tailor-made suits, Mr.
Stephenson stated, but will accept the
concession of $60 and 15 per cent, tax
payable on the excess only.

"The situation in regard to merchant
tailors in the east, is entirely different
from the west," said Mr. Stephenson.
"The material used is of lower grade
and the highest priced suits run from
$65 to $75. On account of this condi-
tion in the east, the minister of finance
was loth to reduce the exemption, anu
the tailors had to put up a hard fight
to get the conce-.sion of $60."
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WESTERN DELEGATE COMPLI-
MENTS U. M. ASSOCIATION

The Retail Merchants' Association of

Saskatoon, is in receipt of a letter from

S. J. Sheridan, who was appointed a

delegate on the recent committee wait-

ing on the finance minister in an effort

to have the luxury tax on tailor-mado

clothing lowered. In the letter, Mr.
Sheridan compliments the associaion or>

the useful work done by them in looking;

after the interests of the merchants
"Mr. Trewern, Dominion secretary of

the association," wrote Mr. Sheridan,
"fs the right man in the right place.

Whenever an interview is wanted, Mr.
Trewern arranges one without delay
and never has to wait for an audience.

"I woyld like to see every merchant
in the Dominion a member of your or-

ganization and thus make it one of the

strongest associations in the country.
There is great need at the present time
of all merchant? standing together."



MEN'S WEAR REVIEW

The 111-Wind That Blew Good;
Doings of Ottawa Clothiers

Many Sales Being Conducted in the Capital City—Accumulated
Stocks Are Moving Out—Extra Bonuses to Civil

Servants Mean More Grist to the Mill.

OTTAWA, ONT.—The ill-wipd that

blew and hit the clothiers via the

budget also proved a good thing

for the man w^ho wp.s in need of clothing

of all kinds. The disorganization of the

business in these lines caused a slump in

sales at an awkward time and to-day the

public is getting the benefit of lower

prices to help move stocks that have ac-

cumulated owing to various causes. In

Ottawa, the advertising pages of the local

press have shown how greatly one can

benefit in buying a suit over prices that

predominated but a few weeks ago.

Blair's Ltd. impressed upon the men
the advisability of being well dressed and
offered to assist to that end by catting

prices on $90 suits to $69.50 net; $82.50

suits to $62.25 net; $80 suits to $59.95

net; $75 suits to $56.50 net; $70 suits to

$51.90 net; $65 suits to $48.45 net, and
$60 suits to $45 net.

A. C. Wellwood, Limited, 71 Bank
Street, cleared 300 s-uits at huge reduc-

tions in lines especially made to order

in guaranteed Wellwood quality goods,

value and workmanship. A. J. Freiman,
Rideau Street, sold $35 blue serge suits

less 20 per cent., Myles, Sparks Street,

offered attractive values in suits and
specials in a good flannel trouser line.

Jess Abelson, the clothier, Sparks St.,

continued his chronicles and he "Resolv-

ed to return unto the people a part of the

purchase price of everything vended in

his shop even to the amount of one-fifth."

R. McGiffin, Limited, gave special clear-

ance values in their old store to save

cartage to the new home in the Jackson

building that is the city's pride and new-
est business block on Bank Street, noted
for its roof garden :n! beautiful dance
floor up with the stars.

The Two Macs, Limited, Bank Street,

sold Anti-Grouch suits tailored by
Heidleberg-Wolff to beat the heat and at

prices that stopped ?.ny grouch from the

greatest grumbler. E. R. Fisher, Sparks
Street, featured Palm Beach suits and
made a tempting window display of

pleasing models. Macdonald & Com-
pany, Bank Street, took advantage of the

weather to remind the men of Ottawa
that their stock of waterproof coats was
worth seeing and values surprising.

Straw hat sales also went strong,

Ely, Limited, offering $3, $4, and $5 hats

at $2.50, and Panamas at 33 1-3 per cent,

discount. Nolan's, Rideau Street, cut

straws to clear at $1.75. The Premier
Hat Shops, at their two stores on Ban":

and Sparks Streets, gave real reduc-

tions that made buying advisable.

Underwear of all kinds has also been
featured at the same reasonable figures

and business ahead looks better than was
expected. The bonus checks now going

into circulation to civil servants will

add about $1,000,000 to the money in

hand in the Ottawa district if figures

published are reliable, and of this amount
the men's wear dealers can get their fair

share by using the advertising columns

of the papers and the windows at their

disposal. Desire to buy has long been

created now for the consummation of the

desire by co-operation on the part of the

man behind the counter.

To Look After Oddities;

Ely's Ltd. to Have New Store
The Long, Fat Man and the Long, Thin Man, the Short, Fat Man

and the Short, Thin Man Will be Clothed De Luxe

—

Drumming Up Customers—A Handsome Store.

THERE are oddities in the human
family just as there are in the

vegetable and mineral kingdoms.
There are long fat men and short fat

men, long thin men and short thin men,
and other men with peculiar and unusual
angles to their physique. These men
have to be clothed like other mortals, but
Ely's Ltd., of Toronto, seem to think,as

Lord and Taylor of New York thought,
that the clothing and haberdashery re-

quirements of such men were not looked

after smartly enough. Whether it be a

suit of clothes, a shirt, a suit of pyjamas,

a pair of socks or a nightshirt, or what

not, this oddity of creation must have a

home where he can buy clothes that suit

the man. Because of his odd shape, his

tastes usually are very simple and easy

to satisfy; and men of the trade who have

gone after this branch of merchandising

state that good results can be obtained

from a comparatively small stock.
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New Departure for Elys

In opening up their new store on King
Street West, between Bay and Yonge,
Ely's have taken a new departure in their
retail trade. Formerly, they have devot-
ed their entire attention to furnishings
and have carried considerable quantities
of very high-grade and exclusive acces-
sories. Made-to-measure shirts have
been one of their lines; and it may have
been this line which suggested to them
the idea that, in the first place, more
might be made of a business that cater-

ed particularly to oddities in the human
form, and in the second, that such oddi-
ties required suits of clothes as well as ac-

cessories. At all events, in this new store
they are to have clothing. For the time
being it is all on the first floor! Even-
tually these special departments for long
and short fat men, and long and short
lean men will be on the second floor and
the entire arrangement of these depart-
ments will be in sympathy with the par-
ticular service which they aim to give.

Drumming Up Customers

This idea was not worked up overnight.
The man who is in charge of this new
store, Mr. Ker, was formerly the manager
of Ely's at their King Edward branch.
In such a place Mr. Ker saw much of the
travelling public as well as hundreds of
men of this city who frequent a fashion-
able hotel. And in seeing all these men,
he saw the oddities amongst them. Dur-
ing the last year Mr. Ker has studied
the men who dealt at Ely's King Edward
branch. He has contrived by one method
and another to get their names and ad-
dresses. Over five hundred of them have
their names in his little notebook, and
in due time they will be advised by a
handsome circular letter and booklet that
this store, which caters particularly to
their custom, is at their servlcs.

Will Do More Advertising

Ely's have always been very c:n;erva-
tive acWertisers in the daily press. One
of the features of their advertising, how-
ever, has been the same position in the
paper in which it always appears. One
always knows exactly where to see Ely's
advertisement; and the advertisement
itself is a model of conservatism in ap-
pealing to the public for patronage. In
future, they will do more advertising
with regard to this one store because they
believe that they have a store that is

required in the city of Toronto, and that
there is a good thing in it for them.

A Handsome Store

The new store is a very handsome one,

indeed, and, when finished, will be admir-
ably adapted to the particular service

which it intends to give. As yet, how-

ever, the appointments are not completed.

When they are. Men's Wear Review will

have some illustrations of it, and in them
there will be some valuable suggestions

for men of the trade.



News of the Clothing Trade
HHE I

Robinson's Clothes, Ltd., have occu-

pied new quarters at 216 Princess St.,

Kingston.

William Dineen, of the W. & D. Din-

een Co., Ltd., of Toronto, is on a busi-

ness trip to England.

Shannon & Quinn, of Hamilton, have

opened a new pant department in con-

nection with their store.

A. D. J. Mathieson & Co. of Golden,

B.C., had their store gutted by fire early

in July. The loss was heavy.

The National Convention of clothiers

of the United States will be held in Chi-

cago on September 21 to 24th.

E. L Green, of Toronto, has bought
out the men's furnishings business of

Isaac Dolnecoff, of the same city.

A new paper suit can be bought on

the Strand, London, England, now for

half a crown, or about 60 cents.

The overall movement has reached It-

aly and the gay set parades the streets

in their $8.00 overalls instead of their

$140 suits.

H. S. Hensrhel, who has handled the

clothing end of the business in Nova
Scotia, is taking over shirts and caps

in that territory.

P. J. Culhane, tailor, of James street,

Hamilton, suffered a $1,000 loss by fire

on the evenino- of July 18th. The loss

was covered by insurance.

W.R. King's store in Pennington, B.C..

was recently entered by thieves and
$200 in cash and about $400 worth of

clothing removed. The clothing con-

sisted mostly of raincoats.

In a recent report. Dun's says that, m
spite of the alluring advertisements of

many retailers, the public continues to

be cautious in their buying.

German-made paper suits of clothes

are selling in England at from $8.00 to

$40.00 a suit. Many of these suits are

finding their way to India and South
Afiica.

Plucky clerks in Glen H. Cases's store

on St. Catherine street, Montreal, held
on to two alleged thieves who were
about to get away with three silk shirts

valued at $40.

Lipsett Bros., who have been conduct-

ing a business ;n Regina, have taken over

the store recently occupied by R. Tay-
lor & Co., of Indian Head, and are open-

ing up a store there.

An appeal has been made to the Dom-
inion Railway Commission to increase

the freight rates by 30 per cent. If such

an increase is granted considerable costs

will be added to merchandise.

Ralph Moses, an American glove man-
ufacturer, thinks the price of gloves

will be high for at least another year
because of the scarcity of raw materials

and high wages paid to labor.

Sir Thonia.s Lipton and Senator Hard-
ing, Republican candidate for the presi-

dency of the United States, are said to

be responsible for a polka dot bow neck-

tie craze in the United States.

A. R. McMichael, who runs the "Noth-
ing but Hats" store in Hamilton, has

secured the premises of the G. T. R.

office on James street and will open a

remodelled store about August 15th.

Bradshaw & Co., overall manufactur-
ers, formerly of Toronto, have started

to manufacture their wares in Markham.
.At present about fifty hands are em-
ployed, but it is expected that this num-
ber will be increased in a short time.

Messrs. Jones and Robinson, of Brock-
ville, have just returned from an ex-

tended trip to the factory of the Mara-
thon Tire & Rubber Co. at Cuyahoga
Falls, Ohio. They are the sole Cana-
dian distributors of the Marathon belt.

Eddie Laird and Frank Carson, who
played in the Stratford O.H.A. junior

hockey team last winter, have purchased
a clothing and men's wear store in that

city. In addition to running their busi-

ness, they will continue to play hockey.

Stephen Jones, for 48 years a resident

of Toronto, died on July 3rd. He was a

tailor by trade and worked for many of

the tailors in this city during his resi-

dence here. .At the time of his death
he was with T N. Miller & Sons, Dundas
street.

The war office has decided to restore

scarlet as the full dress uniform of the

army. Writing on the question, Major-
General Sir Frederick Maurice says that

most of the old officers of the army are
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in favor of retaining khaki as the full

dress uniform.

J. W. Stanley, Summerside, P. E. I.,

travelling salesman for John W. Peck
& Co., Ltd., of Montreal, who has cover-

ed Nova Scotia with shirts and caps

for some years, has been transferred to

Eastern Ontario territory. He will now
make his home in Montreal.

A parliamentary sub-committee of the

British House cf Commons, investigating

profits of clothing manufacturers, has re-

ported that manufacturing costs have

quadrupled since 1913, that net profits

were 4^/^ per cent., and that their pro-

fits averaged about 12 pence per suit

length.

Clothiers need to be on the lookout

for persons attempting to pass worthless

cheques on them. Recently a man was
arrested in Port Hope for attempting

to pass five such cheques. Merchants
in Hamilton, Ingersoll and other centres

have spoken of this to Men's Wear Re-
view.

D. S. Day, of Tew and Raymond, Lon-
don, Eng., states that there is no pros-

pect for lowei- prices in clothing this

year. He says that English mills have
still all the orders they can turn out for

months to come and that orders have

to be placed well in advance to secure

deliveries at all. Mr. Day sees no reduc-

tion in labor costs for some time to

come.

F. W. Stewart, managing director of

the Cluett, Peabody & Co., Ltd., of Can-

ada, in addressing the convention of

Retail Shoe Merchants, strongly urged

that every merchant should take out

of his business a fixed salary for his

services during the year. On an annual

turnover of $120,000, he argued that

the salary should be $7,200 or six-

tenths of the turnover.

Earl and Wilson, collar manufacturers

of Troy, N.Y., celebrated their 53rd an-

niversary early in July. Sales managers
from all over the States were present

at the anniversary which was also the

annual sales conference, and the occas-

ion was marked by a second announce-

ment of a reduction in collar prices

whereby retailers will be able to sell E.

& W. "Wood" line collars for 25 cents

each.



Co-Operating With Daily Newspapers;
What Indianapolis Merchants Did

The "Reader"_ That Advertises a Specific Sale Should Be Marked "Advertisement." —
Calling in the Managing and Business PMitors—Could Be Done Here

DURING the last two months when
there have beer, many sales car-

ried on in d'fTe'.'ent parts of the

country, a new interest seems to have

been taken by many of the newspapers

throughout the country in such sales.

Not only has tliere been a (je?ieral re-

ference in tho news oolunins of the

daily papers to the cut-price sales that

have been running in leading stores,

but there have O'Jtn specific readers call-

ing attention to a certain sale being

conducted by, say, John Smith, in which
tremendous ba'-gains have been offered,

and there would prob:;bly be a sentence

at the end which would run something

like this: Evidently John Smith is put-

ting forth a great effort to bring down
clothing prices by sacrificing profits.

Should Deraand Fair Play

Of course, it i.-; thoroughly understood

by men in the trade that sucJi readers

are as much paid for when specific re-

ference is made to one store as the ac-

companying adverti.sement that appears

in the same paper. However, if cloth-

ing men were properly oi'ganized in

every town and city in the country they

could demand that newspapers give a

fair deal with referenc? to them, that

I is, they should be marked "Advertise-

i ment" so that the reading public will

I
understand that no boost is being given

I

to this particular sale through the edi-

I

tonal columns of the newspaper. Men's
Wear Review has repeatedly heard from

I

men of the trade in different towns and

I cities throughout the country that their

respective papers were of the very in-

dependent type and that nothing could

be done with them to mitigate the evil

being wrought by ill-informed articles

which have appeared au too frequently

during the last yo.ir.

What Indianapolis Merchants Did

It seems to us that the experience of

the clothing merchants of Indianapolis
is very suggestive and might well be fol-

lowed in this country to a greater ex-

tent. During the big price-cutting wave
in the United Scates, it will be remem-
bered, a host of articlos appeared in the
papers which wrought infinite harm to

the retail trade and did no good to the

consumer at al'i. other than to get him
into an attitude of mind where he be-
lieved that grPH'-, reductions in prices

were to follow, an attitude of mind that
cannot be realized by the facts for many
many months to come. Such articles

were appearing daily in tlie news col-

umns of the paners of ihat city. TIt?

clothiers got together and asked for a

conference with the managing editor and

This Window Brought Results

The window display manager of the Charles C. Hauger Company, in that
company's Indianapolis store, deserves credit for getting results. it is

not always that a display man can claim direct returns, but the Hauger
man can. For the windows of that store have been broken into on three
occasions by a man who either wished to evade the H.C.L. or could not wait
until the next day's business hours to purchase.

At any rate, it was the same man who broke the window on at least
two of the occasions; fur, as Charles A. Berdson, advertising manager, says,
a half of a brick was used on each of these two occasions, and the two hal-
ves fitted together perfectly. The thief was even economical of bricks.
When the second half of the brick was found the two halves were shown in

the window with a card complimenting the burglar on his taste.

When the card was placed in the window this advertisement was set
in a three-column ad. in Indianapolis newspapers:

"Mr. Burglar:

"We are pleased to notify you that, in case any of the suits or over-
coats you selected in your three window smashing exploits at our Massa-
chusetts avenue store are not entirely satisfactory we will gladly exchange
them.

"Any man who will three times risk his life to get a Hauger suit or
overcoat must think well of them. We want you to be satisfied.

"We have some very appropriate styles in 'horizontal stripes' to show
you if you care to make an exchange."

the business manager of the paper to

be held outside the office so that no

interruptions might occur and that the

case of the clothiers could be duly pre-

sented. In writing to Charles E. Wry,
of the National Association of Retail

Clothiers, Sol Schloss made the follow-

ing statement:

"We stated our case very plainly,

telling them that we wer.? not asking

them to refrain from publishing news
if it was true and of benefit to the pub-

lic, regardless of what harm it might
be to us, but what they were now pub-
lishing as news not only v/as not news
but was very misleading to the public.

We showed them how sales had been

conducted each year for the past forty

or fifty years ur even longer, but it was
never news before, only now, due to the

agitation of the high cost of living, and
as they published these sales they were
leading the public to believe that tilings

would get cheaper and tliat the high

cost of living was falling, .\fter show-
ing them how misleading the above
statement was. we invited them to our

places of business, showed them copies

of orders placed for fall on which prices

were higher than ever placed before.

We even went so far as to shov/ them
goods in our stock and on what margins
of profit they were being sold and
showed them the cost of doing business.

In plainer words—we were fair, took

them into our confidence and told them
the truth and nothing else; and they
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immediately saw the merit of our ar-

gument with tkie result that the follow
ing day our largest and most influential
paper had an editorial stating that this
was only a temporary condition and that
goods would cost more for fall."

Might Follow Example

This example might well be followed
in Canada where misleading articles,

appearing in the daily press have done
more to upset the public mind with re-

gard to clothing prices than many
months of sound education will undo. In
making up the modern newspaper, in

the rush and roar and hurry of it, many
things creep into it that are untrue and
misleading and harmful to legitimate
business interests. Clothing men have
realized that during the last year. They
can be stopped by such methods as were
adopted by the clothing men of Indian-
apolis. Most newspapermen are amen-
able to sound common sense and fair ar-
gument.

The next annual convention of the
Retail Merchants' Association of Can-
ada will be held in Winnipeg.

J. M. McLood, manager of Sutliff's

Men's Wear Store at Courtenay, B.C., has
resumed his work after an accident sus-
tained while placing goods on the top
shelves of the store. While doing this

work, Mr. McLeod had a bad fall.



Window Displays Must Sell Merchandise;
Essentials of Successful Window Dressing

General Set-up of Window is Important—Merchandise Must Be Made to Look Neat and

Faultless in Appearance — Window Must Be a Drawing Power— Keep
Windows and Floors Clean.

DRESSING over 300 feet of window
space every week, and sometimes

even more than that, requires some

thought and experience if monotonous

repetition is to be avoided and if the full

drawing power of window space is to be

realized. More and more merchants are

coming to realize that window space is

another term for salesmanship; it is

salesmanship that does duty nearly

twenty-four hours- of the day. There-

fore they are paying considerably more
attention to it, realizing that to neglect

it is to neglect a most fruitful source of

revenue. It is the business of G. E.

Stayzer of Hanriton to dress the 300 odd

feet of window space in the two stores

of Shannon & Grant and Shannon &
Quinn. Mr. Shannon himself is a great

believer in window display; he says win-

dows sell merchandise, and Mr. Stayzer

is the man who makes them sell mer-

chandise. He does nothing else and if

Mr. Shannon wore to e.xpress a view on

the subject, he v.'ould probably say that

Mr. Stayzer was one of the best, if noL

the very best, salesman in his employ.

General Set-Up Important

Men's Wear Review had a talk with

Mr. . Stayzer on window-dressing. He
had just returned from the Detroit con-

vention where the value of window-
dressing was discussed and illustrated

in a thousand ways. Not only were

beautiful displa>s shown of seasonable

merchandise but care was taken to em-
phasize other essential points about

window-dressing. Men were shown
movements of the body which aided

this work and other features which
improved the whole art. "The general

set-up of your window is one of the

first essentials of window-dressing,"

said Mr. Stayzer to Men's Wear Review.
"You must have your window well bal-

anced, which includes the grading of the

different fixtures used so that portions of

the display will not be hidden from the

view of the passer-by. It also includes

the spacing of the fixtures on the floor

of the window so that the display will

not looked bur.ehed in some places and
bare in others."

Merchandise Must Look Natty

Not only the quality of the merchan-
dise shown but the condition in which
that merchandise is is another important
feature of window-dressing. "Have your
merchandise well pressed and well plac

ed on the forms," said Mr. Stayzer,

"so that whether the display be on forms
or draped, the window will appeal to

the individual eye so attractively that

the man who looks at it feels that he

wants to possess it. He might realize

that he does not actually need the article

which he sees; but if it is displayed at-

tractively enough the appeal becomes

very strong, so strong that it becomes
irresistible and he buys the article."

Must Be Drawing Power

A third essential—and this, perhaps,

is the greatest essential of window dress-

ing— is that it be made a drawing power

for the store. Unless it is this, it is use-

less. Not only must the window be

artistically arranged, but from a selling

standpoint it n>ust show results. "Have
your windows so arranged," said Mr.

Stayzer, "that it is good from a selling

point of view in which your employer

will benefit as well as the lover of the

artistic. Thers must be a drawing

power to the window, a power that will

bring people out of their way to see

your windows because they know there

is something in them worth seeing and

worth buying when they do see it."

Have Windows and Mdse. Clean

In mentioning the fourth essential to

window-dressing, Mr. Stayzer hit on,

perhaps, a weakness that is frequently

too apparent in many windows. "Al-

ways have the glass well cleaned," he

said, "and have the floors of the window
cleaned, too. A window that is not clean

will take away a man's appetite to buy

as dirty linen and dishes in a restaurant

will take away a man's appetite to eat.

Don't have dirt lying around on the

Continued on page 64

A unit trim in the window of Shannon & Quinn, of Hamilton.
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Labor Profiteers as Well as Traders;
a Distinction Without a Difference

F. G. Douglas, President of Thornton & Douglas, Hamilton, Says Labor Responsible For the
H. C. of L.—Must Get Back On the Job and Produce—No Lower Prices

For a Year—Get Your House in Order.

"W-
'E have no defence whatever
for the profiteers but there is

no difference between the

workman who sells 50 cents worth of

labor for one dollar and the trader who
sells 50 cents worth of merchandise for

one dollar."

This reply was given at the Republi-

can Nomination Convention recently by
the solicitor of the American Manufac-
turers' Association to a question as to

why something had not been said about
the profiteers and as to who was re-

sponsible for unsettled conditions to

day. F. G. Douglas, president of

Thornton & Douglas, Ltd., of Hamilton,
quoted this reply to Men's Wear Review
in outlining conditions in the woollen

markets and clothing manufacturing as

they exist at the present time. Labor,

he says, is responsible for those condi-

tions, is responsible for the high cost of

necessaries altogether. Raw materials
have little to do with present high prices.

Looking into the future, Mr. Douglas
does not see lower prices in clothing for

full another year because contracts for

supplies for spring, 1921, have been en-
tered into at the highest prices than have
yet prevailed.

Labor Is the Cause
"Labor is the cause of to-day's condi-

tions," said Mr. Dougjas. "The clothing

you wear to-day has a little raw wool
in it, a little silk, linings, buttons, etc.,

but it is labor that produces them. The
cost of the raw wool in a man's suit is

nothing. The rancher employs labor to

shear the sheep and to prepare the fleece

so that it can be exported in ships.

Originally, the ship is a little raw ore
and timber but labor makes the ship,

transports the materials to the market,
thence on to the mill and the clothing
manufacturer through the hands of
labor. The whole thing is of no value
until labor touches it. Labor enters in-

to the cost of the suit from the very
foundation up and if labor would do its

part what would happen? Tailors are
paid two or three times to do what they
did formerly. The man who produces
the raw material has the same exper-
ience and until the material reaches us
to be made into 'jiothing, it is all a
matter of labor, and everybody is pay-
ing two or three times the money they
paid formerly to have less work done
For instance, the man who is laying
bricks across the street there (Mr. Doug-
las pointed to a new building going up)
is being paid two or three times as
much to lay 600 or 700 bricks a day
i"? ho £',ot when he laid 1.500. There
is only one thing that can better condi-

WILL LABOR HELP?
When one stops to consider what

happens to a fleece of wool from
the time it leaves a sheep's back
till it reaches a man's ba-ck in the
shape of a neatly-tailored suit of
clothes, one realizes what Mr.
Douglas is saying in the accom-
panying interview. The part which
labor plays on the broad highway
of life is, undoubtedly, an increas-
ingly important one both from the
social, political and economic stand-
point. Labor has come into a new
consciousness of power in all

phases of human activity, a con-
sciousness which may have had its

birth many years ago but was
greatly emphasized during the war
ivhen the Empire cried for shells
and still more shells. Demand up-
on demand was made during those
days which had to be granted if

the enemy was to be destroyed.
During the period of reconstruc-
tion those demands have gone on
and on, ever higher and higher,
and in the vicious circle that has
been created, labor has been in the
vanguard. It has been labor's de-
mayids that have put the cost of
living where it is to-day. Un-
doubtedly the conditions which
surrounded labor in the years that
are goyie were not what they should
have been, but the danger now is

that the pendulum is swinging too

fair the other way, that labor is

getting out of hand in the enjoy-
ment of its new-found power and
position. Men's Wear Review has
yet to meet the clothing mamifac-
turer or the manufacturer of any
line of men's wear who would not
xvillingly and gladly still further
increase wages if, as Mr. Douglas
intimates, one dollar's worth of

labor were given for every dollar

paid in tvages. The question is still

unanswered—Will labor help?

tons and that is that people get back tc

work and produce goods."

Increasing Prices Further

Mr. Douglas referred to the fact that

the American Woollen Co.. which largely

controlled the woollen market in the

United States, had closed its doors be-

cause of lack of orders. The result was
that the head rather than the tail of the

whole trouble had been cut off. No sur-

plus stocks v/ould be created so that

supplies would get ahead of demand and
the only result that could follow would
be a further increase in prices.

"So far as prices are concerned,"

continued Mr. Douglas, "there are no
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lower prices in sight for some consider-

able time. It will be a year, at least,

before the consumer will feel it. Con
tracts for spring, 1921, were let some
time ago on the highest market that has

prevailed and while I say this, I believe

there will be lower prices. There has

been a drop in the raw wool market and
there are some indications of a surplus

of woollens. But it takes so long to

get around to the consumer that it will

not reach him for some time yet. In

Great Britain at the present time they
are asking the highest prices that have
ever been asked from the trade."

Fittings Increasing, Too.

Mr. Douglas pointed out that suit

fittings—linings, silk, buttons, etc.

—

were also on the rising market to an
even greater extent in some cases than

the wool. He cited one instance, that of

sleeve linings. In June, 1919, he said,

he had paid 52 peace for sleeve linings;

an invoice which he had just received

gave the price at 102 pence.

"Get Your House in Order"

"My advice to the trade," said Mr.
Douglas, "is firsi to get your own house
in order. If you have too big a stock,

get rid of it, get it in shape. I do not

mean by that that it is necessary to

slaughter it as, I fear, many mer-
chants have done, because it will un-

doubtedly cost more to replace it at the

present time. V/hen the market breaks,

the bottom is net going to fall out of

it; the decline will be gradual and all

merchants can save themselves from
loss by getting their stocks in hand."

Knit goods manufacturers of the

United States are about to launch a na-
tional campaign in which the advantages
of knit underwear will be set forth.

Knit good mills are to-day paying be-
tween 85 cents and 90 cents for yarn
that last year cost only 55 cents or 60
cents. With the advances that have
been granted to labor during the last

year, these manufacturers state that it

would be necessary for yarns to drop
to 40 cents or 45 cents if they are to
be able to meet last year's prices. Up
to the present time. Spring prices have
not been announced by the mills, and
buyers who went to them for their
Spring goods were turned away without
being told the prices. Recognizing that
prices of knit goods must be higher
than formerly, the knit goods manufac-
turers are about to launch this cam-
paign, believing that the conviction thus
carried to the mind of the consumer will
make him in a more receptive mood to-
ward the purchasing of knit underwear.



MEN'S WEAR REVIEW

To J. N. Harvey, president of J. N. Harvey, Ltd., with stores in Vancouver

and Victoria, belongs the credit of making the first aerial delivery of merchandise m
Canada. On June 21th, 1919, piloted by Lt. G. K. Trim, he flew over the Gulf of

Georgia and delivered a valuable consignment of men's wear to their Victoria store.

The above picture shows Mr. Harvey handing out the first fetv packages to R. B. Price,

manager of the Victoria store. The actual flying time was 63 minutes; and returning

28 minutes. The boat time for this trip is 4% hours each vmy.

To let the people of Vancouver and Victoria know that he was in business and

first in everything, Mr. Harvey had post cards, with the above picture ayid an explana-

tion of the same, made and mailed. It was a novel bit of advertising and shows that

men of the clothing and men's wear trade are leaders amongst the first-class adver-

tisers.

In addition to this, Mr. Harvey has had a neat little celluloid note pad made con-

taining two blank pages for v.se in making memos. The cover page gives the addresses

of his two stores, while the back page coyitains a calendar for the years 1920 and 1921.

Prices of Spring Underwear
Are Higher than a Year Ago

Advances Range From 15 to 60 Per Cent., With Most Lines Nearer

the 60 Per Cent.—Cost of Labor and Raw
i

Materials the Reason.

WHEN the trade is presented with

samples of Spring and Summer
underwear for 1921 they will

be as-ked to pay prices from 15 to 60 per

cent, higher than for the Spring of 1920,

according to the manufacturer's agent

of one of the largo mills. This advance

covers balbriggan, porous knit and mesh
underwear. This manufacturer's agent

was none too pleased with the somewhat

stiff advances, particularly, he said, as

most of the lines showed the advance as

being nearer the sixty per cent, than

the fifteen. Moreover, he felt that it

would be harder to sell as the trade

and the consummg public generally were

looking for prices at least no higher

than formerly, if not a shade lower.

Stocks Seem to be Low

On the other hand, there are indica-

tions that the stocks held by both job-

bers and retailers are low. Deliveries

during the past few months of Summer
lines are reported to have been very

indifferent and incomplete, with the re-

sult that the shelves of the retailers are

by no means filled to overflowing with

surplus stocks. Moreover, Men's Wear
Review has been informed by jobbers

that they have bought very heavily on

ne.irly all underwear lines because their

own stocks have been sadly lacking in

quantities and assortments. It was said

by one manufacturer's agent that job-

bers had increased their purchases of a

year ago by some forty per cent.

Causes of Increase

The causes of the increase in Spring

and Summer prices are very familiar,

though none the less sufficient. The cost

of labor has certainly not come down,
as is well known.. Labor costs have
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not even reached the point where they

can be called firm because all agitation

is for increases which are usually grant-

ed to a more or less degree. The other

cause is the higher cost of the raw ma-
terials. All cotton prices recently have

shown advances and it is not surprising

therefore that the prices of underwear
should show some increases over a year

ago.

CLOTHING PRICES
UP FOR FALL

So the People of the U.S. are Told

Notice was served recently on a

long suffering public by Willard B.

Stevens, secretary of the National

Wholesale Men's Furnishings Associa-

tion, of the U.S., that the prsent cloth-

nig prices will be superseded by much
higher charges in the fall, and that the

time to buy is now. The price cutting

movement, he said, had been caused by
"backward spring season, followed by

curtailment of credit by the banks." Ex-

cept for cases where surplus stock was
unloaded, the reductions were unjustifi-

ed, unscienti.nc, economically unsound

and contrary i;o market conditions, he

said.

Mr. Stevens was not happy over the

announcement of the Department of

Justice officials that price advances in

the fall would be met with prosecutions.

The association regards the activities of

the Federal Reserve Board and the De-

partment of Justice as "premature,

though laudable, and in some respects

altogether too radical," as an attempt to

reduce the cost of living.

"Retailers and banks against whoir.

no suspicion has been directed have sud-

denly been deprived of accommodation,"

said Mr. Stevens. "They have been

compelled to dispose of at a discount

millions of dollars worth of Liberty

bonds—bought under the impulse of

patriotism—in order to save their busi-

ness. And it ;s wondered why these

splendid investments have dropped so

in price and why the Government nega-

tived its efforts to stabilize the market

by forcing the impairment and sacrifice

of v.'hat should be the finest securities in

the world."

Mr. Stevens said cotton, woollen and

silk factories have been forced to shut

down by lack of credits, reducing pro-

duction 25 to o5 per cent. This means
inevitably higher prices this fall, he

said.

W. Abelson & Son, 117 Bank street,

Ottawa, are selling out suits and over-

coats. Over 350 of these are to be clear-

ed without reserve at a straight $10 off

regular prices.
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No Advance Will Be Asked on
Some Lines of Spring Hosiery

But the Later Lines Will Show an Advance of, at Least, 25 Per Cent.
—Bigger Variety of Patterns For Spring and

Christmas Novelties.

ACCORDING to the manager of one
of the large specialty houses in

Toronto which handles hose, the

first offerings of hose for the spring

of 1921 will be tio higher in price than

the last quotations. The news will be

most welcome to the trade, but it can

only benefit the trade, so declares this

manager, if immediate advantage is

taken of it. The reason for there being

no advance on the first offerings is two
fold. In the first place, sorting business

is well over a!id considerable stocks have
been left on the shelves of the jobbers.

This house, therefore, has decided to

maintain the same price. In the second

place, the mills are just beginning work
on spring hosiery and no prices have
been quoted yet, even to the jobbers.

It should be understood, however, that

these prices apply only to the first of-

ferings. When the new stock is on the
market, prices., so say hosiery men, art

going to be higher by about 25 per cent.

Spring showings will be a trifle more

varied and fancy than during the last

few years. Duimg the war, the mills

were not accepting orders for fancy
creations because the demand was simp-
ly for hose regardless, largely, of the

patterns or styles. That is changed
somewhat now and fancier lines are being
produced.

The trade will, within a very short

time if not already, be seeing Christ-

mas novelties. Prices for these novel-

ties will be higher than last Christmas,
due partially to the natural advance
that has gone on during the past year

on account of labor and raw materials;

also to the fact that there will be a larg-

er variety from which to make Christ-

mas selections. Men's Wear Review has

seen some of these lines and they are

not only quite equal to former offerings

but the same care has been taken in ar-

ranging them in boxes so that the re-

tailer may be able to make the best

possible showing of them.

Home Prices Easier than English

;

Places Orders Only for Hosiery
Canadian Buyer Says Fine Hosiery- Hard to Get While Coarser

Grades, Are Very Plentiful — Higher Prices for Fine

Lines—Business Poor Amongst the Retail Trade.

A BUYER of several lines of fur-

nishings, who has recently return-

ed from a business trip to England
for one of the largest wholesale houses
in Toronto, reports that there is still

great difficulty in getting merchandise.
This buyer was in the market for all

lines of men's furnishings, but came home
with only a few odd lines of hosiery
having been placed. On lines, such as

shirts, pyjamas, nightshirts, etc., he
says better prices and quicker deliveries

can be had in Canada. Finer lines of

hosiery have not only advanced in price

but are harder to get than formerly;
while the coarser lines are more plenti-

ful, even bountiful, and the prices easier.

Wholesalers' Prices Cheapest

"The situation there," said this buyer
to Men's Wear Review, "is much the
same as it is here with regard to the
various lines of men's wear. I could get
better prices from the wholesalers in

London and Manchester than from the

manufacturers themselves.

"All lines of fine hosiery are up in

price from ten to fifteen per cent, and
there is a great scarcity of it. It is

exactly opposite with the coarser lines.

Worsted hosiery is down in price about

ten or fifteen per cent, and there is

plenty of it on the market. In the finer

lines, I found that many of the mills

were filled up with orders for months
ahead. Fancy cashmere and novelty hos-

iery is exceedingly hard to get. On the

other hand, the worsted hosiery is very

plentiful and the mill owners are keen

after new business." Our informant

went on to say that on lines of hosiery, as

well as on other lines of men's wear, he

simply took quotations with a view to

comparing them with the prices of the

Canadian mills believing that he could do

better on this side of the water. Since

coming home, he stated that he had look-

ed into the matter of Canadian prices on

hosiery and was of the opinion, at first

glance, that hosiery for the spring of

1921 would be higher in price than it

had been before.
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Trade Outlook
More Buoyant

Conditions in Canada are more
or less affected by those across the

border. The price-cutting wave
that swept the United States two
months ago had a faint echo on thi.s

side of the line. Trade papers of

New York and Chicago now say

that this wave of hysteria has

passed off and that conditions are

settling down nicely. What the

First National Bank of Boston has

to say of present conditions is,

therefore, of interest.

"The problem is not one of

counteracting a long period of

over-production and over-construc-

tion," suys the bank, "but rather

of determining a new and lower

price level on which, under a

strained credit condition, business

may go forward to do the im-

mense amount of necessary work
which is pressing. Already in this

market there is a more optimistic

feeling and a growing opinion that

in the leather and woollen business,

for example, present prices are at

or near bottom. There are more
inquiries and more actual sales

than two «veeks ago. In some in-

stances prices are slightly higher,

indicating that some price declines

were overdone. While the lower

prices already realized are helpful,

the householder has not yet found

his average cost of living reduced."

Visited London Exhibition

While in London, this buyer visited the

Manufacturers' Exhibition held in that

city and states that he was impressed
with the great showing and splendid ar-

rangement of the various lines exhibited

by the British and Scotch manufacturers.

So far as anything radically new in lines

of men's wear, he stated that he did

not see anything that was particularly

new. The ladies again seem to have come
into the major position with regard to

new goods, while mere man would have
to be content with prevailing styles with
few if any alterations. A big variety

of ladies' sport goods is being shown at

this exhibition and wood fibre is being
largest used. In these various sporting

creations, caps are being made to match
them.

Business Poor Amongst Retailers

That business is poor amongst the re-

tailers was the information which this

traveller gave. Similar reasons for poor

business there, as byre, are given. They
had a cold spring, with the result that

heavy stocks accumulated, and he stated

that practically all of the London retail-

ers were running big sales to unload

these heavy stocks so that they might
realize on them.



Trade, on the Whole, Comparatively Good
Clothing Quiet, Though Cancellations Have Stopped—Piece Goods Higher For Spring-

Shirts to be Higher in 192 1—Christmas Novelties—The Markets At a Glance.

BOTH wholesalers and retailers are finding it

difficult to get into that attitude of niind

where they can look at business conditions

as being more like normal than they were a year

ago at this time. Whereas a year ago trade was
unusually lively as a result of demobilization 01

the Canadian soldiers, to-day it is more quiet,

though, on the whole, it is good. In wholesale

and retail trade alike, the first six months of tha

present year compare not at all unfavorably

with the corresponding months of last year.

Placing orders for fall in practically all lines

have been smaller than a year ago, cancellations

having been a new development of the trade;

but on the whole the comparison with a normal
year leaves little to be desired.

CLOTHING

Clothing continues to be about the quietest

end of the trade. Manufacturers state that can-

cellations have about stopped, and they do not

disguise the fact that they have been very heavy.
Unseasonable weather and the accumulation of

stocks, they believe, are the reasons for these
cancellations. Withal, they look for the rein-

statement of many of these cancelled orders,

providing crop conditions as they appear at the
present time are justified by actual results. In

spite of all the talk about a big drop in clothing
prices, they point to the fact that contracts for

Spring piece goods were let at the highest prices

paid within the last five years. Many of them,
however, have stated that they will do their best

to keep prices from soaring still higher.

SHIRTS

Spring, 1921, is already looming on the hori-

zon of the shirt business. The retail trade, gen-
erally, has been looking for advances in cotton
shirtings, at all events, with some uncertainty in

their minds as to prices of the silk creations.

These latter are still somewhat in doubt, though
there is little, at present, to justify any belief

that there will be a drop in prices. Labor still

continues to be a decisive factor in the whole
silk situation. Men's Wear Review has been in-

formed, however, that prices on cotton shirtings
for the coming Spring, in both imported and do-
mestic lines, will show advances as high as 40
per cent. One buyer stated that deliveries from
the mills of back orders are still very much be-
hind and that some of the lines ordered for
Spring, 1920, are still coming in in little batches,

HATS AND CAPS

Business in the hat and cap trade is quiet.

Spring weather played havoc with felts and
changeable Summer weather has been none too

illlllilllll

good for straws. There have been heavy can-

cellations of Fall orders on this account. Hat
manufacturers state that they believe the peak
has been reached in felt hats, thougl. Ihoy point

out that the decline will be very slow, hardly
noticeable, in fact. The "American Hatter"
also believes that the peak has been reached in

spite of the fact that strikes are threatened on
the other side for higher wages. Their reasons
for so believing are that stocks have accumu-
lated and that public demand for lower prices

will make for lower prices, so that buying re-

sistance may be overcome.

NECKWEAR AND HOSIERY

Christmas novelties are making their appear-
ance on the market, though it is still too early to

give an accurate estimate of how they are going.
Neckwear and hosiery men state that their

orders up to this time of writing are not as large
as a year ago, but are exceedingly good as nor-

mal trade. A year ago buying was very heavy
on account of demobilization; now it is more
careful and is prompted by the actual needs of

the trade. Early bookings on hosiery are bemg
placed at about the same price as a year ago;
but manufacturers state that later bookings wi"
be higher. The reason for this is that they now
have a chance to manufacture lines out of goods
bought months ago, lines for which there was no
demand a year ago because higher-priced stutf

was in demand from the trade. Novelties in

belts and hai^d kerchiefs are selling unusually
well, due, perhaps, to the fact that there is no
luxury tax on these lines.

UNDERWEAR

Manufacturers' agents have been out for a

short time with Spring and Summer underwear,
1921. Prices are said to be from 15 to 60 per

cent, higher than a year ago. These agents have
been out for such a short time that it is impos-
sible to tell with what general reception they
are being met by the trade. It is probable, how-
ever, that in this as in many other lines of men's
wear, an effort will be made by the trade to

select such lines as will be least affected by the

Luxury Tax.

THE EUROPEAN SITUATION

Attention has been directed by a number of

manufacturers and wholesalers to the European
situation which, at this time of writing, is far

from encouraging. The effect of the recent war
is still too fresh in the minds of everyone to

lightly set aside the bearing of war on trade.

In the meantime, one can but wait and see.
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"Best Way to Make Money is Keep It!"
A Truism Well Exemplified by Friend—The Wisdom of Money Out of the Business De-

monstrated—Paving the Way to Independence.

By HENRY JOHNSON JR.

A MAN wise in the ways of finance,

whom I have quoted more than

once in these columns, once said

to me:

"Very little money would be lost if

men could realize that one of the best

ways to make money is to keep it. When
fishing for big interest, be careful that

you don't swallow the bait."

One of the strongest things about that

remarkable statement which I published

recently was the piling up of $4,500 in

cash and a Canadian Victory Bond by
that small dealer whose net earnings

had figured out to only about $1,050 a

year for the past six years.

He did not let me have all his figures.

For example, 1 do not know how much
he has invested in that vacant land deal

to which he rafers only once. Neither

do 1 know how many times he has paid

$100 on the mortgage. Nor yet has he

said what interest he pays on the mort-

gage. But the mortgage comes due very

soon now and he plans to pay it off.

Suppose then, that the balance unpaid

now is $3,000. After he pays it, he will

have a clean surplus of at least $1,500.

Of that, $1,000 adready is invested in

a Victory bond, as fine security as any
on earth, which pays him 5^^ per cent.,

or $55 a year. With care and on con-

sultation with his banker, he can put

out the remaining $500 at between 5

and 6 per cent, with perfect safety. To-

gether, then, these funds will earn him
$70 or $75 a year, or about $6 per month,
without thought or care on his part.

Wise to Keep Small

You will remember that he said he
would like to do things on a bigger
scale, but felt that it was wiser, con-

sidering his impaired health, and his

years, not to attempt to do more than
he is doing now.
Now see the beauty of the habit of

rigid accumulation carried out over a

series of years. This story sheds a new
light on my contention that it is the

plain duty of every merchant to himself
and his busines.= to draw money out of

his business and invest it in good se-

curities.

This for the reasons that, under this

system, he is sure he is laying by some
real money, hence is piling up a com-
petence. Also, that thus he keeps him-
self scratching for capital in such a
way that he will figure more closely
and carefully; hence will become not
only a more conservative buyer but a
vastly better collector, and in a thousand
other respects a keener business man.

But, see, now. how it works out with

this man. He would like to operate on

a larger scale. Why? Because he has

a normally wholesome ambition. Now,
though he cannot himself directly under-

take to do more business, he is in a

position to enter into partnership of in-

terest with the biggest business men in

the country and share in their work.

Yes, even better than that; he hires

those men, on a contingent salary, to

work for him! For just as soon as he

buys sound bonds or seasoned stocks he

shares in the enterprises they have

built up, in the earnings they make, and
he has the advantage that they pay him
his share of those earnings before they

get a cent for their own work!

Grows Without Direct Effort

So now he is able to and does operate

on as wide a scale, as rapidly as his

accumulations grow, as he likes, mean-
time having his mind and body free to

devote steadily to his own little busi-

ness.

"0, but what's G per cent?" somebody
says. Nor are you the first who care-

lessly and thoughtlessly have uttered

that foolish question. So let me tell you
one thing that six per cent., compounded
only every six months, will do.

The sum of $25 set aside every month
at 6 per cent, compounded every six

months will pile up a total of over $30,-

000 in 30 years. How much is $25 a

month? Is it not $300 a year? And if

it i.s $300 a year and we do it for 30

years, how much will we have laid by
ourselves? Figure it out and you will

find it is $9,000. So, in the 30 years,

the 6 per cent, has accumulated $21,000

and over—without effort on the saver's

part—in return foi his faithfully laying

up less than a third of the total.

Next I hear somebody say that he

does not want to wait 30 years. That,

of course, depends on the point of view.

1 took out my first life policy 27 years

ago. It was written on a plan whereby
I could withdraw it, or take part of the

dividends, or do a number of other

things in twenty years, and then quit

or continue for a further ten years. When
the 20 years lolled around, and they

rolled without much thought or care on

my part, I did not need the money. I

left it for further accumulations. When
it comes to me in another three years,

it will come as a windfall, as purely

found money, because I had never miss-

ed the premiums paid.

The Little That i.s Never Missed

So it will be with the merchant who
lays by $25 a month. He will not miss

it. Further, by the very discipline to
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which he subjects himself to make the

systematic accumulations, he will auto-

matically become a better business man
in every particular. Then, as life

stretches more and more behind him,

that goal which once was 30 years

ahead comes rapidly nearer. Say he

starts at 28. Will any man in fairly

good health who is nearly 58 admit for

a minute that he is too old to enjoy a

competence of .'^30,000 when it is handed

to him at 58? Ask him—anywhere you

find him—and see!

"Despise not the day of small things!'*

"Mony a little makes a mickle."

Well-B,alanced Self-Respect

Notice that this man said he had no

telephone and no delivery, that he never

went after orders nor asked anyone to

trade with him; that he simply tries

to give satisfaction in quality and price

and does not cut rates.

Does this sound as if he were a little

bit "independent?" It does not sound

that way to me, because it is very like

my own experience in certain respects.

One day, about 15 years ago, I got

to thinking about our system of solicit-

ing orders. We sent out a very com-
petent clerk to solicit orders, of course

his time had to be paid for and it occur-

ed to me that possibly the outlay was not

a good investment.

Immediately, I figured out exactly

what that system cost and what it

yielded. I figui'ed the solicitor's time

at about double what we paid him, be-

cause he was absent the time when he

could be of most use to us. Result was
we quit soliciting cold, kept the custom-

ers who would stay with us on the new
deal, lost those who would not stay

—

and never resumed the system. There

was no "independence" about our action.

There is none with my friend. He just

figures that there are certain limitations

beyond which he cannot go without

overtaxing his own capacity to get his

work done; and he has the wisdom not

to try to overdo.

Being free from a thousand vexations

of phones, deliveries and anxiety about
whether Biffkins is trading as much as.

usual this month, he can concentrate on

service in his store and the general oper-

ation of his business. Note, too, that

"success succeeds." It's mighty hard

to find fault witr, a small merchant who
needs three banks and a Government
bond to care for his financial assets!

True Independence

But I went over the ground of true

independence with you recently. That
Continued on page 63
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CARRYING ON
BUSINESS WITH
SMALL CAPITAL

CTRETCHING the capital is one of the
'^ tests of a true merchant. Ahnost
anyone with any merchandising; ability

at all can do things with plenty of

capital, but it takes a genuine manager
to do business on a small amount of cash.

The banana man loads his cart in the

morning with, say $10 worth of fruit.

He returns at night with an empty cart

and $15. Since he works every day, ex-

cepting orJy holidays and Sundays, he

turns his capital about 300 times a year.

On a gross annual business of $4,500 he
makes 300 separate profits of 33 1-3 per
cent., and all on an original investment
of $10 plus the cart and his time.

Nor does the banana man carry any
surplus stock. If some of his fruit gets

over-ripe or is frost-bitten, he sells it

out at cost or less, and he will even give

it away to the youngsters rather than
lose the fruit entirely. In this way he
makes use of his capital all the time.

Question of Over-Buying

What would this man make if he had
a capital of $10,000 instead of $10, and
turned it on the same plan, 300 times a

year?

Not many business men can success-

fully imitate the banana man's methods,
but a great many of them could well

go much further in that direction than
they usually do. All business men who
are not blessed with abundant capital

should be interested in trying to see

how far they can make this capital go.

It is a rare business man who hasn't

a lot of his money tied up in stock that

doesn't move fast. Over-buying has been
called the greatest curse of retailing.

It seems to be inevitable that merchants
will buy more goods than they need,

and some merchandise that they can't

use at all.

Sometimes this is the fault of the

mei'chant, but not always. The man who
keeps detailed records of past purchases
and sales can judge his future needs

pretty well. His calculations are only

upset by backward business conditions,

unexpected demands, or changing styles.

In buying new goods he may have no

definite guide and thus is dependent on

intuition, but ? dealer soon learns to

approximate what his customers will

buy.

Uses for Ready Capital

Knowing with some exactness what
will be his needs for a given period

—

a month or six months—a merchant can

gauge his purchases accordingly so as to

obtain the most rapid turnovers. If some
goods sell fast and he can stock them
daily or weekly, that means he can

handle the business in this line of goods

with small capital. It is the goods that

represent a high investment and turn

Clerks of St. Thomas, Ont.,

Have a Strong Organization
Compromise On Early Closing Question Reached With Retail

Merchants' Association—Public Becoming Accustomed
to the New Hours—Everything Going Well

WITH their working principles,

and their organization thoroughly
independent of all outside unions

or combinations, the retail salespeople

and store assistants of St. Thomas, late

in April, formed themselves, almost one
hundred per cent, strong, into what is

known as the "St. Thomas Retail Clerks'

Association." The organization was vir-

tually the re-formation of the clerks. In

December, 1919, the idea of amalgama-
tion for the betterment of working con-

ditions was broached and a branch of

the American Federation of Labor's re-

tail clerks' department resulted. The
aims and objects of the branch were
radical, antagonistic. They savored of

"closed shop," strikes and "walkouts."

Sympathy with every other branch of the

Federation was the keynote, literally the

mandate of the clerks' organization. The
St. Thomas branch proved a failure from
the very beginning. It was frowned on

by employers, and the better thinking

classes of clerks refused to identify

them.selves with such a movement. The
branch died an abortive death, but with

its death the new organization was
ushered in. Diametrically opposed to the

first organization in theory and practice,

the regenerated union has proved a

brilliant and growing success. It has

accomplished big things by the applica-

tion of common-sense methods.

Shorter Hours Asked For

The united clerks wanted shorter

hours. They had been talking Saturday

only once or twice a year that tie up

his capital. The less of this last class

of goods he can get along with, the bet-

ter for his capital.

There may be some men who wouldn't

know what to do with more capital if

they had it, so they are not interested

in releasing what was tied up in slow-

moving stock. This money, howeve*, can

be used in taking advantage of cash

discounts, in improving the store equip-

ment, in advertising, in adding new
lines, and in other ways.

So, Mr. Merchant, if you are losing

cash discounts or if you lack ready cash,

suppose you look through your stock to

see where you can do with less, or where

some items need to be pushed. Adver-

tising and good salesmanship may lighten

your load. And, once you have reduced

your stock to the point where it is the

livest possible, careful records on each

line will help you keep it alive by govern-

ing both your buying and your selling.
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night early closing for months but had
accomplished little, simply because they

had lacked a definite purpose and co-

operative effort.

In a giant petition that savored more

like a suggestion than a request, the

association asked the Retail Merchants'

Association of St. Thomas to confer with

them on the early-closing question, and

to consider nine o'clock Saturday night

closing, six o'clock closing the other five

business days of the week and Wednes-

day half-holidays from May until the

end of September. The meeting was held

and a compromise agreed on, the retail

merchants signing up for ten o'clock

Saturday night closing from April 30 to

September 30, and nine o'clock Saturday

night closing the remainder of the year,

six-thirty closing the other five days and

Wednesday half-holidays from June 1 to

September 1. The change was made

with the understanding on both sides

that it should be tentative, the idea be-

ing to try out this medium course on the

buying public before attempting to in-

troduce six o'clock closing every night

in the week the year round. The new

hours are meeting with the approval of

the public, who have become accustomed

to the change with little inconvenience.

And now the St. Thomas Retail Clerks'

Association is conducting an energetic

campaign with the consent of their em-

ployers to educate the people to shop

earlier on Saturday. Their campaign is

already producing the desired results.

Other Interests

The clerks' organization has developed

along many other commendable lines. It

has one of the livest sports committees

in the city, with a baseball team, bowl-

ing and tennis clubs and other athletics.

Its entertainment committee has staged

two brilliant "at homes" this spring,

with the retail merchants and business

men as their guests, and they have

several others planned for the summer.

There is an a?tive visiting committee m
connection with the association whose

duty it is to cheer up the members who

are ill and also to look after newcomers

and find them congenial lodgings. This

committee has proved its worth in the

case of young women coming to the city.

The glad hand of welcome is extended

to all.

The Retail Clerks' Association is one

of the finest organizations ever formed

in St. Thomas. It is progressive and

brimful of pep and it has received the

hearty support of the merchants.
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More Co-operation Between
Town and Country is Needed

Renfrew Mercury Believes that the Farmers'
Co-operative Store with Its Proposed Fifty

Million Dollar Turnover Jeopardizes the Liveli-

hood of the Retail Merchants in the Smaller
Towns,

(From The Renfrew Mercury)

THE Important event of the week

in South Renfrew was the visit

of Mr. J. J. Morrison, the secretary

of the Ignited Farmers of Ontario. Mr.

Morrison is a man of pleasant person-

nlity, a nice man to meet, and a thorough

democrat. The "Mercury" has devoted

a great deal of space to the U. F. 0.

picnics and particularly to Mr. Morrison,

as we believe a great many of our

readers are deeply interested in what

he had to say.

Much that Mr. Morrison said was
admirable, and the "Mercury" is in sub-

stantial agreement with a great many of

hi.'! proposals and arguments looking

towards a more democratic method of

parliamentary representation. At the

same time we feel that throughout the

greater portion of his addresses Mr.

Morrison made the mistake of assuming

that every man's hand was against the

farmer, and that therefore the farmer's

hard should be against every man.

- This is certainly not the case. As a

matter of fact the working people of the

towns and cities are feeling the pinch of

conditions fully as much, if not more
than the farmers to-day, and, while they

may not feel like subscribing fully to

the Farmers' platform, they are \villing

to go a good part of the way with any

organization that will curtail the priv-

ileges of the big interests and make
living conditions easier for them. But
Mr. Morrison decries a People's Party,

yet Hon. Mr. Drury, Hon. Mr. Smith,

and other members of the Cabinet have

openly advocated it.

We feel that in some instances if Mr.

Morrison's arguments were followed out

to their logical conclusion it would not

be for the best interests of the country

at large. Mr. Morrison deplores the de-

population of rural Ontario, and yet he

must realize that hundreds of young men
and women are drawn to Toronto every
year by the large mail-order houses with

their immense factories and warehouses

employing thousands. Rather than dis-

couraging this, is not the Farmers' Co-

operative store, with its proposed fifty

million dollar turnover, encouraging it

at the expense of the smaller towns and

villages? Is not thf business of the pro-

vince becoming centralized in Toronto?

We are not pressing this point simply

for the sake of argument, but because

we feel that what is wanted is greater

co-operation between the town and the

country, and not a desire on the part of

one to succeed at the expense of the

other. In urging the farmers to send

their money away to Toronto, Mr. Morri-

son is seriously interfering with the

business and jeopardizing the livelihood

of the retail merchants in the small

towns that are a necessity and con-

venience to the farming community. If

this movement to build up the city of

Toronto is encouraged, eventually, al-

though perhaps not immediately, towns

like Renfrew will dwindle to mere vil-

lages or cross-roads, a condition which

we feel no farmer is anxious to see

brought about.

It is not desirable at this time to en-

ter into a lengthy discussion of Mr. Mor-

rison's addresses. At the same time we

could not help feeling that they were

very largely a class appeal, and not as

broad as we had hoped they would be.

We all realize that agriculture is the

basic industry of the country and every

man is glad to see it prosper, yet is any

lasting good going to come to the coun-

try by setting up rural against urban

communities, and sowing seeds of dis-

trust of one another among the people?

It is a mistake to take too seriously the

jokes and jibes of the writers in the city

press about the hayseeds and other

things. They are often said in jest and

who know and appreciate the sterling

worth of the tillers of the soil of this

Dominion.

Mr. Morrison is an earnest, sincere

speaker, a genuine good fellow, and as

we said before, we are in substantial

agreement with a great deal that he

said, but we feel that what is wanted
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in this country is not a class movement

of any kind, but a peaceful revolution of

a united common people that will wrest

from the privileged interests some of

the unfair advantages which they enjoy,

and give to us all a fair and square deal,

and equal opportunities in this land that

is full of promise and which we all love

so well.

Richard L. Gaunt
Dies Suddenly

HEAD OF MARK FISHER SONS &
CO., VICTIM OF APOPLEXY

Death came suddenly on July 4th

to Richard L. Gaunt, one of Canada's

largest business men, and leader of the

woollen trade in this country for many

years past.

Mr. Gaunt was stricken at his home,

4263 Dorchester street, west. He had

beea in apparently excellent health dur-

ing the day, taking a walk downtown

in the morning. He returned home at

3 o'clock in the afternoon with Mrs.

Gaunt and it was not until the tea hour

at 5.30 that he complained of not feeling

well, remarkii;g that he believed he was

suffering from indigestion, and refusing

to have tea, betook himself to his room

where Mrs. Gaunt sent him some hot

water. After drinking two glasses of hot

water he said that he felt better, and

that all the pain was gone. He left his

room and as he walked down a corridor

fell to the floor and died within a few

minutes. Dr. A. R. Griffith, of Peei

St., was summoned and was in the house

within ten minutes, but Mr. Gaunt had

passed away. The cause of death was
pronounced by Dr. Griffith to be

apoplexy.

He was born near Leeds, Yorkshire,

England, a little over 67 years ago, and

early went into the woollen industry at

Huddersfield, one of the great woollen

centres of England. He came to Canada
44 years ago to take charge of the busi-

ness of Mark Fisher Sons & Company,
assuming the managership of this

business on arrival, later becoming part-

ner. The development of this large

business is the story of his business

talent and of his untiring energy, the

business growing until it has branches

and warehouses in many parts of Can-

ada and in New York.

Mr. Gaunt is survived by his widow,

nee Elizabeth Cowan, daughter of the

late Jolin Cowan, founder of the Cowan
Chemical Works, of which Reginald

Tait Gaunt, thi' only child, is now man-
ager.
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You Want to Know?
You buy service when you subscribe to the MEN'S WEAR REVIEW. We have facilities for procuring in-

formation regarding all subjects connected with the Men's Wear trade and this Service Department is

always at your disposal. If the information you desire is not to be found in the editorial columns of this
number or in the advertising pages, cut out the coupon below and fill in the question you want answered. Every
day these are coming in and welcome and we want our readers to feel quite at liberty to make these inquiries
of us. The idea of this Review is to be of the greatest possible service to our readers. If, therefore, there is

some information, be it little or great, which you want, please do not hesitate to use our Service Department
for this purpose.

Here are a few of the inquiries that reach us and which are promptly answered upon receipt:

Dear Sirs:

Hamilton, Ontario.

I intend opening up a Gents' clothing and furnishing
store and would like you to give me the names and ad-
dresses of the leading wholesale houses where I can pur-
chase goods at reasonable prices.

Dear Sirs:

Tillsonburg, Ont-

Will you please let me know by return mail where
I can buy Lion Brand collars ?

Dear Sirs:

Cochrane, Ontario.

Please tell me if a merchant is allowed to stay open
for business on the 1st of July ? We are having a big
celebration here on the first and a number of the mer-
chants are going to stay open.

Picton, Ont.

We are considering buying an air-brush for show-
card work. Could you advise me where I could procure

one at the right price ?

THE MEN'S WEAR REVIEW For Subscribers

143-153 UNIVERSITY AVENUE

TORONTO INFORMATION WANTED
DATE 192

PLEASE TELL ME

NAME

ADDRESS

WELL-KNOWN TAILOR OF TOR-
ONTO PASSES

J^t his residence, 290 Roncesvalles

Avenue, on Thursday night, July 8, Mr.

John Burton, a well-known tailor of

Toronto, passed away. He was born in

England eighty years ago, and had lived

in Canada for more than half that time.

For thirty years he was connected with

the tailoring firm of Bilton Bros., but

retired from active business six years

ago. He had the distinction of being

known at one time as the best cutter in

the United States and Canada, and won

the gold medal at the Cincinnati conven-

tion in 1900. Besides his wife he is sur-

vived by two daughters, Mrs. A. Math-

ers and Miss Rose Burton, and one son,

Jack Burton.

BRITISH INDUSTRIAL ART
EXHIBITION

"The British Industrial Art Exhibi-

tion will be open until 16th September,
inclusive, at Knightsbridge, London. This

exhibition will comprise textiles, wall

papers, furniture, pottery, glass and
metal work, also building and other

crafts. A number of buyers are ex-

pected from Canada, other overseas

Dominions and foreign countries.

Canadian buyers who propose to visit

the Exhibition should secure further in-

formation from the nearest British

Trade Commissioner in Canada. Their

names and addresses are:

(a) Captain E. J. Edwards, 248 SL
James St., Montreal.

(b) F. W. Field, 260 Confedera^tion

Life Building, Toronto.

(c) L. B. Beale, 610 Electric Rail-

way Chambers, Winnipeg.

E. & S. CURRIE. LTD., TO MAKE
BELTS

Within a short time the trade will

have an introduction to a Canadian-

made belt handled by E. & S. Currie,

Ltd., of Toronto. Fortunately, the belts

sold by this firm were merely assembled
at their Canadian plant but they have

recently added to their floor space in

Toronto and are now going to manu-
facture, in fact are now manufacturing,
their own leather belts.

Similar to tiieir other lines, these belts

will be specialty belts of all leather and

great attention has been paid to the

finishing of these belts. The firm has

aimed to give an English quality with

an American finish, believing that these

combinations will produce an alntoarti

perfect belt. To the trade, these belts

will sell as high as $60 a dozen, accord-

ing to the quality of leather and the

kind of buckle used.
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Silk Market Becomes More Stable;

Causes of Recent Panic in Japan
Japanese Raw Silk Was Largely Controlled in the U.S.—Poor Silk

Season Resulted in Backing Up of Supplies—Labor
Still Big Factor in Price Situation.

OF more than passing interest to

the trade is the condition of the

silk market. Silk is one of the

I

essentials of the furnishing end of tht

men's wear business; in addition it is

largely used as a trimming for the high-

er-grade brands of clothing. The cost

of it, therefore is one of the factors

which determines the ultimate price of

the suit of clothes as well as of the neck-

tie, the shirt and other accessories that

go tc make up the perfect man.

I The Break in the Market

As is well k.nown to the trade, there

was a serious break in the silk market

I

several weeks ago, a break that had its

j

origin in Japan though the effect of

that break made itself moi'e manifest

in the United States. It is interesting

to know the exact cause of that break
as well as to trace its effect upon prices

j

in silk materials generally. It might
have been expected that such a tremen-
dous break in the market, resulting in

much lower prices for the raw silk,

would immediately bring about lower
prices. Such, however, does not seem
to have been the case, except for a short

time when a number of the smaller

houses were f.;rced to sell out or were
crushed out by the action of the Fed-
eral Reserve Board in the United
States. There vvas then a considerable
sacrificing of good merchandise, a sac-

rifice which made itself felt to a more
or less extent r.r'. this side of the inter-

national boundary line. Unfortunately,
perhaps, our Canadian markets are more
susceptible to the reverberations of the
United States markets than to the more
stable and conservative British markets,
with the result that we are sometimes
made to suffer losses when there is really

no occasion for it.

U. S. Corners Jap Market

Tne recent break in the Japanese silk

market was really due to conditions
which developed in the United States.

For some time back, interested parties or

speculators in the United States have
been making a serious effort to get con-
trol of the Japanese silk market. Their
effort has proven successful, with the
result that about 80 per cent, of the
Japanese raw silk was under demand to
such parties in the United States. In
the meantime, British and European buy-
ers were gradually forced off the Jap-
anese market and sought their supplie.-;

from the Italian market.

Result of the Break
Silk prices during the last few years

have increased tremendously and the

time was bound to come sooner or

later when a halt would have to be call-

ed. Whether it was excessively high
prices or just a peculiar turn in the

trade that made last spring's business
in silks a poor one may not be too ap-
parent, but the fact remains that busi-

ness was very poor. The United States
market went dc:ad; small houses began
to dump their stocks on the market at

greatly reuced prices and others were
forced out by ihe action of the Federal
Reserve Board in curtailing credit. The
re-action was immediately felt in Japan.
Orders placed there were cancelled

wholesale. Silk houses failed and one
of the largest banks in Japan closed its

doors. It was a financial panic in Ja-
pan rather than the world break in silk

prices, because, as has been pointed out,

only the United States was vitally in-

terested in the supplies of raw silk in

Japan. It was the backing up of the
tide. European countries and England
took some advantage of the drop in

prices to complete their own stocks

whose main source was Italy; but such
orders were only a drop in the bucke.
so far as the whole situation was con-

cerned.

Labor a Big Factor

In the matter of silk creations, labor

continues to be one of the biggest fac-

tors in the price of the finished article.

By such a panic as recently happened
in Japan, the price of raw silk may come
tumbling down; but the general effect

is too local in character and labor con-

ditions so reverse from a downward ten-

dency to materially alter the price of

the finished article. In the United
States many of the mills have closed

their doors on account of the unsettled

condition of the whole silk market in

that country, and because labor is so

high. On the other hand, labor does

not seem disposed to accept lower wages
and until the same inexorable law of

supply and demand begins to work in

the ranks of the laboring classes, until

there fre more men available than ther?

are jobs for them, it is hardly likely that

lower wages will be paid.

As has been '^aid, the European market
has been little, if at all, affected by the

panic in Japan. Swiss houses have all

the orders th:"y can handle and recent

confirmations or orders placed by Can-
adian houses have been accepted on the

promise of delivery next March which
probably means June. The general ten-

dency of the whole silk situation now
seems to be to settle down again and
find a solider foundation than it has
hitherto.
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Hatter Believes

Peak is Reached
Decline, However. Will be Gradual and

Needs Should be Looked After

While hat manufacturers in the Un!i.-

ed States are predicting that felts have

not yet reached the peak, Canadian

manufacturers have expressed themselvei

to Men's Wear Review as believing that

this period had come and that there

would be no further advances so far as

the outlook for the present justified any

prediction at all. The information has

been given to us by more than one hat

manufacturer and jobber (that is, of felt

hats) that every effort would be made

to keep prices from going any higher

and that there was not much likelihood

that prices would go higher. The peak

has been reached, they say. This does

not apply to straws, however. Straws

for 1921 will 'ikely be higher on account

of P shortage of straw braid and be-

cause manufacturers have been unable

to n^eet the demand even for the season

that is just past.

What the Hatter Says

In spite of what some hat manufact-

urers of the United States say with re-

gard to the price of felts for 1921, the

American Hatter takes the ground thac

the peak has been reached. "While man-
ufacturing costs and conditions," it

says, "show no tangible change from

those of the past few seasons, a careful

analysis of all influences leads to the

conclusion that at last the peak has been

reached in the price of felt hats. Straw

hatd will continue to go higher."

The Hatter then goes on to analyze

the situation in the hat industry, point-

ing out that there have been no reduc-

tions in the di^mands of labor and refer-

ring to the fact that strikes for higher

wages are imminent, or even in progress.

So far as raw materials are concerned,

the Australian fur market has barely

opened and manufacturers are not dis-

posed to buy except on actual demands
for goods.

"It will be seen from this review,"

continues The Hatter, "that there is ab-

solutely nothing apparent in the situa-

tion to cause apprehension of an im-

minent decline. There need be no fear

of a break in the market in ordering

felt hats for the next two seasons. The
intelligent buyer will always avoid an

over-stock; bu*^ he will equally avoid the

opposite extreme of under-buying, es-

pecially in view of the certainty of slow

shipments and an unparalleled freight

congestion.

The New York Clothiers' Cutting Un-
ion of the Amalgamated Clothing Work-
ers of America have opened a co-oper-

ative clothing factory with the announce
ed intention of manufacturing clothing

at prices from thirty to fifty per cent

below those of the average retail store.
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Forty to Fifty Millions Are
Distribvited by Wheat Board

Business Outlook is Improved by This Action

—

Payments Began on August 1st—Merchants
Should Look After Collections

directors: A. J. Brown, K.C., Wm. Mc-
Master, W. M. Weir and W. S. Barker,
the latter member of the board being
also secretary-treasurer of the company.

THE business outlook in Canada,

at the present time, is largely in-

fluenced by conditions of the

crops, particularly the western crops.

As the prospects of a bumper crop in the

west brighten, so does the horizon of the

whole business outlook of the Dominion
brighten; and whatever benefits the west

in a business way, also benefits the

east and helps business generally.

Under these conditions business

throughout Canada, and particularly in

the west, should be greatly helped by
the distribution of 30 cents per bushel

on the participation certificates issued

by the Wheat Board. This distribution

began on August 1st.

Writing of the effect of this action of

the Wheat Board on business, THE
FINANCIAL POST, of July 31st said:

"Information secured by THE FIN-
ANCIAL POST indicates" that there

are over 800,000 of these certificates in

Western Canada and about 100,000 in

Eastern Canada. In Ontario about $2,-

500,000 is to be distributed. Consider-

ing this as a basis in relation to produc-

tion and local consumption in the Wes-
tern provinces it would seem that more
than $40,000,000 would be distributed

through Winnipeg. If then there is be-

tween $40,000,000 and $50,000,000 of

"new" money distributed at this time
it should help conditions materially.

"The Bank of Commerce Winnipeg
office reports by wire an unofficial esti-

mate that there are between 800,000 and
900,000 certificates to be paid in the

west, representing 130,000,000 to 140,-

000,000 bushel? of wheat or $39,000,000
to $42,000,000.

"The payment of this money will be
made through the banks and will largely

be a matter of book-keeping so far as

supply of capital for the movement of

the new crop, and business generally
are concerned. In fact bank managers
will undoubtedly take steps to reduce
present advances in some cases and
there should be an opportunity for mer-
chants to check up their accounts. The
fact that at Regina recently a meeting
of business men decided upon a general
tightening up of credits with the elim-

ination of long standing accounts and
collection of outstanding credits by fail

is significant in this connection.

"The idea that curtailment of credit

to industry will bring about the de-
sired deflation seems to be changing,
however. It ii being pointed out that
the readjustment will be reached
through an increase in the margin be-

tween supply and demand and that if

production is checked through curtail-

ment of c]:edit this will not be attained.

What seems desirable is a certain reduc

tion of demand or an increase of pro-

duction which will bring about a sur-

plus of goods and permit of an adjust-

ment to a more stable basis. This can-

not be expected to result from checking

production and the increased efficiency

of labor noted during the past month by
Judge Gary is therefore a good indica-

tion."

CHANGES IN PERSONNEL OF
TOOKE BROS., LTD., OF

MONTREAL
Several interesting changes in the

personnel of the executive and board of

directors were effected at the annual

meeting of Tooke Bros., Ltd.

Two new directors, Lt.-Col. Chas. W.
McLean and W. M. Weir, were elected

to the board, replacing W. Fred Heney
of this city and Hon. F. H. Phippin,

K.C., of Toronto.

Lt -Col. McLean also replaces W. A.

Brophey in the vice-presidency of the

enterprise, the latter, however, retain-

ing his post as managing director.

The board and officers now comprise:

W. A. Tooke, president; Lt.-Col. C. W.
McLean, vice-president; W. A. Brophey,
managing director, and the following

CLOTHING PRICES
FOR SPRING, 1921

Marked Advances Within a

Year's Time

A retailer m Fort William recently

received a letter from the firm from
which he buys his clothing. The letter

sets out the prices paid for certain piece

goods for spring and fall of the present

year and for spring of 1921. Here is

the letter:

—

"We beg to say that our buyer has

just returned from Great Britain

where he has been purchasing woollens

and linings for spring, 1921. His report

is that everything in tweeds, worsteds

and linings shows a big advance over

the price paid for winter, 1920, and cloth-

ing, therefore, cannot help but be higher

for next spring than it is for the com-
ing fall. Below we give a few compari-

sons showing the prices paid per yard

for the three seasons, spring, 1920, fall

1920, spring, ]921, which are a fair

average of our buying during these per-

'°^^-
Spring Fall Spring

1920 1920 1921

Canadian Tweed 2.45 2.75 3.35

Canadian Worsted 2.35 3.00 3.25

British Tweed 4.38 4.74 5.60

British Worsted 5.95 7.03 10.95

British Serge 4.50 5.11 6.30

British Lining 1.10 1.35 1.73

Canadian Silesias ... 30 .4012 .515/8

BEWARE OF GERMAN "SCOTCH TWEEDS"

Time hath not dulled the cunning of the German. Perhaps there
is some compensation, however, in the fact that one of his latest tricks

bears out the old adage that imitation is the highest form of flattery.

Writing in "The Haberdasher," of New York, The Baron has this to

say of this new German effort:

"American buyers of suitings and overcoat materials from
Europe should protect themselves against fraud. German traders
have been sending into this country (that is, England) spurious
Cheviots and Saxonies, falsely described as of Scotch origin.

These have been offered in a great many British cities, not ex-

cluding Glasgow. 1 do not know whether the game was tried

in Galashiels, but Teutonic gall is equal to any extremity. When
it was pointed out that all the Scotch tweed in the market could,

owing to shortage, be easily accounted for, the representatives
of German exporters blandly explained that the material was
pre-war stuff that had been left over. Examination proved this

to be entirely false. The material was impure, of poor quality,

and had never even seen Scotland in Its life. There is no diffi-

culty in distinguishing genuine Scotch tweeds. They bear a
mark of origin on the reverse side containing the words: 'Scottish

Woollen Trade Mark,' with a conventional thistle design. This
is an official mark of origin, regulated by the Government Board
of Trade."

According to a traveller, who has recently returned from the Manu-
facturers' Exhibition being held in London, there are even others who
are trying to copy Scotch tweeds. Some oi the Bradford tweeds, he
says, have been sold as Scotch tweeds. The beautiful array of Scotch
tweeds on exhibition at this London show bear the mark every three

yards, "Made in Scotland." This stamp is put on, not only to prove
its origin, but is a scheme of the Scottish Woollen manufacturers to

popularize and advertise the Scottish productions.
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SOME NEW IDEAS ON SALES-
MANSHIP

Continued From Page 35.

buy difl'erent shoes. Of course this

doesn't have to be kept up indefinitely,

but if .salesmen want to get a quick idea

of the value of other merchandise which

is competing with their merchandise,

then they should test it out themselves.

Tn the past year, I have assisted in

' the formation of a good many selling

I clubs scattered in all parts of the United

I

States, and I am convinced that this

method of cutting down selling costs is

going to be adopted by more than one
organization. To get people to a store

you have to pay a higher rent to get a

permanent store location where people

continually pass, or you have to resort

to the other method of cutting your rent

down and increasing your advertising.

These are the two methods now followed

by most merchants. I predict that in

the next 10 years, hundreds of stores

are going to invest a great deal of time
and .^cnie money in improving the selling

ability of all their sales people, and this

one thing alone will be used as the big

feature of the advertising done by the

.store.

In almost every town or city you find

some one store that continues to grow
and they are not always on the main
thoroughfare. There is nothing spectacu-

lar about their advertising, there is

nothing spectacular about their selling

methods. You enter the store anfl you
find sales people who are quiet, who are

orderly, who are well groomed, and who
arc prepared to give you any amount of

information you may want on the mer-
chandise they are selling, and who never
seem to be m a hurry. Such stores are
never forgotten by consumers.

I think the classic example of store

service is represented in the man's pet
barber, or the woman's pet manicurist.

Once the average man finds a barber
who can cut his hair to his satisfaction

that barber generally has a customer for

life. T know of more than one man who
needed a hair cut in New York, bat who
waited until he had returned to Chicago
to have liis favorite barber do the job.

Most barbers want to cut otf too mueh
hair. They feel that they have to cut
ofi" a great deal in order to earn their

35 cents or 50 cents. The same is true
of manicurists who give women quick,

e.flicient service and who are willing to

listen but seldom talk. The average
store owner, advertising man, sales

manager and salesman can learn a big
lesson from these two groups of sales

people. Give the salesman an oppor-
tunity to study his work. And the most
surprising thing about this simple plan
is that the results are almost immediate.
You don't have to wait a year to see the
returns. They commence the verj' next
day that the salesman goes on the floor.

Consumer resistance is going to be
much higher this Fall than it has ever
been. Prices will continue to be high
for some time. The peevish, dissatisfied,

disgruntled customer v/ho is trying to
save money will feel much more kindly
toward high prices if he can be accorded

MEN'S WEAR REVIEW
quick, efficient and helpful retail service.

This is up to the salesman himself, but
the .store owner is responsible for this

service— he is the one who can start this

new service m his own organization.

BEST WAY TO MAKE MONEY
Continued from page 57

is a phase of tiiis man's unusual record

to which we well may give the closest

attention. For after all is said and
done, money is not everything and al;

success is relative. To be able to look

the whole world in the face because you
owe not any man is worth years of

patient toil, as any man will tell you
who has been through the real mill. So
I feel like ending this review with a

quotation with which I think, some-
how, that you will agree:

Thanks, thanks to thee my worthy
friend

For the lesson thou hast taught.

Thus at the flaming forge of life

Our fortunes must be wrought;
Thus on its ringing anvil shaped
Each burning deed and thought!

MAKING THE BOYS' DEPARTMENT
Continued from page 34

department as much before the public

as any of the other men's departments.

There is never an advertisement writ-

ten about men's clothing in which there

is not mention made of boys' clothing,

too. We very frequently run a separ-

ate advertisement altogether for boys'

clothing, particularly with summer
goods, and we find that it pays very
well. We do considerable advertising

to the parents and this fall we will send

a letter to the boys directly, not sending

them a circular letter with a one cent

stamp on it, but with a sealed envelope

so the boy will feel that Grafton's are

taking a very personal interest in him.

In one of our circular letters, for in-

stance, we mentioned that we had con-

firmation suits and we sent these letters

to many of the Roman Catholics and got

a good response from them because they

saw we were locking after their require-

ments.

Quicker Turnover than in Men's Clothing

While there is not so much money in-

vested in a boys' clothing department,

Mr. Watson .states^ that the turnover

during the year is quicker than in men's

clothing. A boy will wear out two or

three suits of clothes while his father is

wearing out one suit.

Grafton's keep their boys' clothing in

as fine condition as their men's cloth-

ing. The suits and overcoats are all in

glass cases as the accompanying photo-

graph shows. The odd pants and
cheaper lines are kept piled on tables in

the centre of the department.

According to a report issued by G.

& C. Kreglinger of Boston, a report

which covers Belgium, England, Hol-

land, Poland, Italy and other European
countries, there is little outlook for an
advance in raw wool prices or a recovery
of values.
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BEATS WASTE PAPER BASKET
Continued from page 36

they recently ran a half-price sale in

which it was advertised that clothing

prices were cut in two. Mr. Shannon

says he will run more sales this year

than formerly because he believes that

this is the year to unload heavy stocks.

He believes that things will be down to

normal, or considerably more normal by

January next and that the wise mer-

chant will unload his stocks if they are

too heavy. Hd says that deliveries in

nearly all lines are much better than

formerly, indicating that supplies are

adjusting themselves to demand, and

that it is better to have no surplus stocks

on hand.

Here is the letter which Shan

non & Quinn used on the opening

of their new store:

Mr. S. F. Washington,

City.

Dear Sir:

Enclosed find check for five dol-

lars, which we take great pleas-

ure in sendiiig to you with our

compliments. This check if en-

dorsed and presented by you,

within sixty days from date, at our

new store, will entitle you to a

credit of five dollars on any suit

or overcoat you may wish to pur-

chase.

We consider that it is worth this

five dollar bill for us to get in

touch with yoU; and we trust that

you will be one of the first to come

in and present your check.

We will not confine you to any

particular suit or overcoat, nor

are there any strings on this offer,

just come in and select any suit or

overcoat in the store, and your

check will be accepted the same as

cash.

We will have for your inspec-

tion the finest stock of men'.-

clothing in tiiis part of the country,

carefully selected and made by the

best clothing manufacturers in the

Dominion of Canada.

Trusting that we shall have the

pleasure of .seeing you in our new
store on the opening day, we re-

main, very truly yours.

Shannon & Quinn, Limited.

C. R. Shannon, President.

Martin's Ltd. are opening up a new

store in Winnipeg. They have secured

the third floor of the Business Exchange

and will operate a store dealing in

ladies' and misses' ready-to-wear gar-

ments, with a men's tailoring department

in connection. An easy payment plan

is a feature of the new business.
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"WHERE-TO-BUY"
==:,^IRECTORY^*»=

Telephone East 7526

GOLD BROS.
Manufacturers of

Boys' and Juveniles' Clothing

930 St. Lawrence Blvd. Montreal

AGENCIES WANTED
For men's and women's ready-to-wear
clothing, hosiery, knit g-oods, etc.

Covering Wholesale and Retai! trade in
Manitoba. Saskatchewan, Al'berta and
British Columbia. Box 198. Men's Wear
Review, 143 University Ave., Toronto.

CONDENSED ADVERTISE-
AiENTS

Five cents per word per insertion. Ten
cents extra for box number.

^'ANTED—TRAVELLER COVERING
most of Maritime Provinces, having

good connection with Tailors and Dry
Goods Stores, would appreciate lines
with reliable house. Box 189, Men's
Wear Review, 143-153 University Ave.,
Toronto.

VyANTED — CAPABLE MAN FOR
vniting advertisements, trimming

windows, decorating interiors, writing
show cards ; one who can assist in sell-

ing men's furnishings and shoes during
rush hours. Write to The Hudson's Bay
Company, Lethbridge. A'ta.

Christmas novelties «« silk hose shown
by E. & S. Currie, Ltd., of Toronto.

WINDOW DISPLAYS THAT SELL
MERCHANDISE

Continued from page 52

floors because a window cannot be made

an appealing Thing if there is dirt

around. Cleanliness is one of the

avenues to perfection in window-dress

ing; without it there can be no perfec-

tion. In the summer time, particularly,

it is hard to keep the dead flies out of

the window but every effort should be

made to keep them, out and to keep the

whole appearance of the windows as

clean as possible. Moreover, if this is

not done, if dirt accumulates and thei'e

are dead flies lying around for weeks

on end, a considerable amount of mer-

chandise can be ruined in a year's

time."

TWO COURSES
ADVERTISING and
SHOW CARD WRITING

atiould interest many young men in

men's wear business. Write the Shaw
Correspondence School, 393 Yonge St.,

Toronto, for particulars.

SHOWER PROOF
GARMENTS

FOR

Ladies and Men
We specialize in the manufacture of

Higih^Class Garments made from Eng-
lish Gabardines (wool and cotton).

Neat-fitting, stylish, comfortable and
absolutely dependable.

Our Salesmen will shortly be showing
samples for Fall and immediate.

Special discount to the wholesale trade.

SCHWARTZMAN BROS.
1448 St. Lawrence Blvd. Montreal
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Big- Values August 1920 Right Prices

Our range of silks for Fall and
Christmas is now complete. ,

We have no hesitation in saying

it is the finest we have had for four

years.

We have a splendid assortment

of

Swiss Repps
and

Jasper Stripes

These are sure sellers

When in Toronto visiting the

Exhibition, we extend to you a cor-

dial invitation to call and see us. We
will show you one of the most up-to-

the-minute factories in Canada. No
obligation to purchase.

WILLIAM MILNE
The Newest in Neckwear

1 29-39 Spadina Ave. Toronto
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A Young Man's

OPPORTUNITY

MANY a young man engaged in the clothing business

would launch out into business for himself, if he saw
the opportunity. He is not necessarily anxious to

go into competition with his present employer—but wants
to do something for his own business advancement.

We offer several experienced, capable and progressive

young men that opportunity.

We will give you exclusive territory and the agency for a

nationally-known, advertised line of men's clothes—a brand
that has been made and sold in Canada for upwards of 30
years.

Only a very small amount of capital is required because we
carry the stock. All you require is an ability to measure a

man accurately for a suit of clothes, and help him to select

the most suitable style and fabric.

This exceptional opportunity is limited to a certain number
of men of the right character.

Write, stating your age, business experience, references as

to character, present employment and financial position, and
we will give you full particulars of this proposition.

Apply Box 201

MEN'S WEAR REVIEW
143 University Ave., Toronto

I
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Special Orders'

Will Capture
That Lost Trade

Why not write us for
particulars about this at-

tractive proposition ? We
would be very glad to give
you the fullest informa-
tion.

There is always some business that a Ready-
To-Wear Clothing Establishment loses in the

course of a season.

In every locality there are some men that are

not normal in build and are difficult to fit from
the average stock of ready-made suits. And
further, some men insist that their suits must

be made to measure.

Therefore, if you sell clothes exclusively you
are unable to serve all your would-be cus-

tomers, and somebody else gets that business.

But we are ready to help you round out your

business. By taking advantage of the services

rendered by a Special Order Department you

can handle special orders for your customers

without adding anything to your investment.

You can fit everv man in vour town.

T&D Clothes
for men who care

made by

Thornton & Douglas, Limited, Hamilton, Ont.
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The increased demand for

Kant^K
I 1 COATED

I
\ LINEN I 1

i2i^to i8K I \" ' I
%'

I \ i2lto 1834

C©MIP©SI!TI©M C0LLAES
MADE IN CANADA

has demonstrated that men everywhere endorse them

as the satisfactory collar for all conditions

If you are not a K^ntj^racK dealer write for a trial order to be sent on our condi-

tional guarantee, which means that if goods are not satisfactory to you or your cus-

tomers they can return them within sixty days at our expense.

One Grade Only and That the Best.

THE PARSONS & PARSONS CANADIAN CO.
Established in U.S.A. 1879 HAMILTON, Canada Established in Canada 1907

ForOVERALLS,COVERALLS
and ALL WORK CLOTHES

As indestructible as a fabric can be made in weave and color—
that's why Stifel's Indigo Cloth guarantees satisfaction to gar-
ment manufacturers, retailers and wearers. The dots and
stripes of StifeFs Indigo Cloth positively will not break in the
print. Look for this little mark stamped on the
back of the cloth. It is put there for your protec-
tion and the protection of your customers.

J. L. STlFEL & SONS, Indigo Dyers and Printers
Wheeling, W. Va.

• M^r* ^ NEW YORK 260 Church St BALTIMORE Coca Cola Bide.
ST. JOSEPH, MO Saxton Bank Bldg.
ST. LOUIS 604 StarBldg.
ST. PAUL 238Endicott Bldg.

TORONTO
WINNIPEG
MONTREAL
VANCOUVER

14 Manchester Bldg.

* i
^W PHILADELPHIA.. 1033 Che«tnut St.

31 Bedford St.
..223 W. Jackson Blvd.

.. 400 Hammond Bldg.
Room 508 Read Bldg.
506 Mercantile Bldg.-mm SAN FRANCISCO.Postal Telegraph 8ldg.

*«m^i .|!HJB|«||.
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Leaders
m

Work Shirts

The proof of a work shirt is in the wear-

ing. This is whei'e the "Hercules" scores,

because every detail in its construction

—

double stitch, double seam, generous cut,

etc., is designed, together with the dur-

able fabric, to produce a garment from

which every ounce of wear can be ex-

tracted.

In stocking the "Hercules" line of work
shirts, you have the right goods at the

right prices—goods that will increase the

prestige of the dealer selling them.

THE HERCULES GARMENT COMPANY, LIMITED
Head Office: Montreal Factories: Montreal and Louiseville, P.Q.

No. I 130 Eiffel

Tie Stand

The
Very Latest

is revolving Counter
Tie Stands, 6 inch

EiflFel base and square

standard, 3x5 card

holder on top of stand-

ard.

Everything in Stands
for your particular
trade.

Send for our new
Catalogue

Clatworthy&SonLtd.
Toronto

REPRESENTATIVES :

Vancouver, B. C. : M. E.Hatt & Co., Mercantile Bldg.
Montreal, Que. ; Graham Harris, 551 Dorchester St.

Winnipeg, Man.: O'Brien Allan Co., Phoenix Block.
Halifax, X. S. : D. A. Gorrie, Box 273,

^ n 1111 mill 111 II imiii 111 11 li I J I 111 ill! I I 1 1 1 11 mil 1 lliiiilll

I n r 11m niiiii n I n tm n in I n II I I 1 I I »T» n I II ITT
â^
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Reaisfered No 362 OOS
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The Hall-Mark of

Maximum Comfort and
Durability at Minimum Cost.

FIRST IN THE FIELD AND STILL LEADING.

Manufactured on THE GRADUATED
PRINCIPLE, and Commencing with TWO
THREADS in the TOP, it increases in

WEAR-RESISTING PROPERTIES as it

descends.

Thus THE LEG HAS THREE THREADS.
THE INSTEP AND FOOT FOUR,

and the HEEL and TOE FIVE,

making it essentially

A HALF HOSE
FOR HARD WEAR.

ABSOLUTELY SEAMLESS
PERFECT IN FIT

GUARANTEED UNSHRINKABLE

To be had from any of the Leading Wholesale Dry Goods Houses. :
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An Advertising Moral
Manufacturers who sell to retailers cannot help being impressed with one of the
main causes for the downfall of the liquor business. This was the failure of the
brewer and the distiller to give constructive attention to the retail end. They
concerned themselves with manufacturing. They advertised their goods and car-
ried on publicity propaganda. They worked hard to combat the rising sentiment
against liquor. No such widespread institutional advertising reaching out into so
many angles ever was done before. And then, after spending millions in making
and advertising, they let the retail part take care of itself.

Is not this neglect of the retailer being duplicated in a measure by some manu-
facturers? They devote time and money to bringing and keeping their goods up
to the highest standard. They advertise liberally to increase consumer demand
and good-will. Then they do not realize adequate dividends on this because of
failure properly to line up the retailer. PRINTERS' INK a few months ago told

about an Indiana dealer whose attitude towards a famous nationally advertised
talking-machine actually shut that product out from an entire county. This was
a case w^here the dealer was well acquainted with the merits and salability of the
machine, but objected to the company's selling proposition.

Almost any manufacturer will wax indignant if told he is neglecting the re-

tailer. But this does not alter the truth of the condition in many instances.

The neglect is not intentional, of course. The manufacturer is ready to help,

and he does help. But the trouble is the help is not constructive and practical

enough.

One big concern advertised broadcast its willingness and preparedness to assist

its customers in every phase of their store activities. Then it placed the whole
proposition in the hands of one advertising man. This man would have done
quite well as advertising counsellor along a variety of lines. He was a clever
worker and a good thinker. All he lacked—and this was a fatal lack—was a

knowledge of the retail store.

The trouble with much of the service work, as PRINTERS' INK has said several

times, is that it often is the product of a desk theorist. You have got to

know a lot more than how to make a clever lay-out or write good copy if you
want to do something worth while for the retailer. You have got to know the

retailer, his problems and his customers. There is no royal road to this sort of

knowledge. The best way to get it is to go out and dig for it—to go right to

the retail store, work or talk with the retailer, and bring to bear upon his difficul-

ties the fresh viewpoint of the outsider.

Many of the most successful concerns in the country have found that this is the
only basis upon which real service to the retailer can be built.

—Editorial, "Printers' Ink."

The business newspaper gives you a chance to build business with the merchant
who sells your goods.

MacLEAN PUBLISHING CO., LIMITED
Montreal Toronto Winnipeg Vancouver

Boston New York Chicago

London, Eng.

Publishers of the following specialized business papers:

Hardware and Metal Canadian Grocer Bookseller and Stationer

Sanitary Engineer Dry Goods Review Druggists' Weekly
Men's Wear Review
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It's no use stocking mer-

chandise that will not

sell—Stock a line that's

going stronger all the

time.

Stock

—

Wearwell ^Trousers

"that kind that sell"

Send

for

Samples

Levine Mfg. Company
1 62 John St., Toronto

Our production—2,000

pairs per week—enables

us to assure our patrons

prompt deliveries.

For Immediate Delivery

We have in stock" about 500 Coats

—Single and Double Texture

Tv^eeds and Paramattas—Trav-

ellers' Samples in assorted sizes

and designs—which we are pre-

pared to sell at a reduction of

25%
We shall be pleased to ship trial

lots on approval.

Drop Us a Card Today

Duktex Coat Co,
322 Notre Dame St. W. Montreal

Special Values

"Direct from Mill to the Trade"

"Through Ctmm!ssi:>n Merchants"

For Ladies' Wear
Botany Wool Serges, Gabardines, etc., etc.

For Men's Wear
Indigo and Black Serges and Vicunas

Grey and Fancy Worsteds
Also

Pure
Wool

Scotch
Tweeds

"Manufactured in Scotland of pure, new wool, free

from cotton or other vegetable fibre, shoddy, muneo,
thread waste or any other remanufactured wool."

ON account of

THE HEATHER MILLS COMPANY. Selkirk (Scotland)

"From whom we hacc Sole Canadian Selling Agency"

Stocks of all the above on hand.
Ready for immediate shipment.

C. E. ROBINSON & CO.
importers

Mappin & Webb Building
10 Victoria Street

MONTREAL
Commlision
Merchant!
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Says a Reader of Many
Years Standing:

"I do feel that your paper is the most interesting

and readable financial journal published in this

country and, perhaps, in the entire North
American Continent. Each week I somehow
find time to read every word of it—mostly in

bed, late at night. I find I have to read THE
FINANCIAL POST in order to maintain myself
properly abreast with the bigger things and
movements taking place in this country."

T^HE FINANCIAL POST is published for men who are
-- interested in big things—not necessarily men who
personally have big financial interests at stake, but for

men who are eager to know what is happening that will

have a bearing on business and the well-being of Canada
generally.

nPHE entire editorial organization of the MacLeanPub-
^ lishing Company is at hand to co-operate with the

editors of THE FINANCIAL POST. Specialists in many
^businesses write for THE POST. A practical farmer, in

constant touch with the farming conditions, deals with

crop prospects.

T^HE POST is a paper edited by specialists for business
^ specialists.

The Financial Post
MONTREAL TORONTO WINNIPEG

128 Bleury Street 143 University Ave. Union Trust Bldg.

Subscription Price per year (52 Issues) $5.00



M K N ' S W P: A R R E V I E W

MILNE'S

NECKWEAR NEWS

65

Big Values

-Vr>~

August 1920 Right Prices

Our range of silks for Fall and
Christmas is now complete.

We have no hesitation in saying

it is the finest we have had for four

years.

We have a splendid assortment

of

Swiss Repps
and

Jasper Stripes

These are sure sellers

When in Toronto visiting the

Exhibition, we extend to you a cor-

dial invitation to call and see us. We
will show you one of the most up-to-

the-minute factories in Canada. No
obligation to purchase.

WILLIAM MILNE
The Newest in Neckwear

1 29-39 Spadina Ave. Toronto
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A Young Man's

OPPORTUNITY

MANY a young man engaged in the clothing business

would launch out into business for himself, if he saw
the opportunity. He is not necessarily anxious to

go into competition with his present employer—but wants
to do something for his own business advancement.

We offer several experienced, capable and progressive

young men that opportunity.

We will give you exclusive territory and the agency for a

nationally-known, advertised line of men's clothes—a brand
that has been made and sold in Canada for upwards of 30
years.

Only a very small amount of capital is required because we
carry the stock. All you require is an ability to measure a

man accurately for a suit of clothes, and help him to select

the most suitable style and fabric.

This exceptional opportunity is limited to a certain number
of men of the right character.

Write stating your age, business experience, references as

to character, present emnloyment and financial position, and
we will give you full particulars of this proposition.

Apply Box 201

MEN'S WEAR REVIEW
143 University Ave., Toronto
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"Special Orders'

Will Capture
That Lost Trade

Why not write us foi'

particulars about this at-

tractive proposition ? We
would be very glad to give
you the fullest informa-
tion.

There is always some business that a Ready-

To-Wear Clothing Establishment loses in the

course of a season.

In every locality there are some men that are

not normal in build and are difficult to fit from
the average stock of ready-made suits. And
further, some men insist that their suits must

be made to measure.

Therefore, if you sell clothes exclusively you

are unable to serve all your would-be cus-

tomers, and somebody else gets that business.

But we are ready to help you round out your

business. By taking advantage of the services

rendered by a Special Order Department you

can handle special orders for your customers

without adding anything to your investment.

You can fit every man in your town.

T&D Clothes
for men who care

made by

Thornton cSc Douglas, Limited, Hamilton, Ont.
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The increased demand for

feK^AcK
I
1 COATED I \ LINEN I 1

C©MIP©Sra©]M COLLAES
MADE IN CANADA

has demonstrated that men everywhere endorse them

as the satisfactory collar for all conditions

If you are not aK^NTKRAcK dealer write for a trial order to be sent on our condi-

tional guarantee, which means that if goods are not satisfactory to you or your cus-

tomers they can return them within sixty da}'s at our expense.

One Grade Only and That the Best.

THE PARSONS & PARSONS CANADIAN CO.
Established in U.S.A. 1879 HAMILTON, Canada Established in Canada 1907

•/

ForOVERALLS,COVERALLS
and ALL WORK CLOTHES

As indestructible as a fabric can be made in weave and color

—

that's why Stifel's Indigo Cloth guarantees satisfaction to gar-
ment manufacturers, retailers and wearers. The dots and
stripes of Stifel's Indigo Cloth positively will not break in the
print. Look for this little mark stamped on the
back of the cloth. It is put there for your protec-
tion and the protection of your customers.

J. L. STIFEL & SONS, Indigo Dyers and Printers
Wheeling, W. Va.

M^^^^^^V ^^KMin.wf- NEW YORK 260 Church St. BALTIMORE Coca Cola Bldg.
ST. JOSEPH. MO Saxton Bank Bldg.
ST. LOUIS 604 StarBldg.
ST. PAUL 238Endicott Bldg.
SAN FRANCISCO,Po3tal Telegraph Sldg.

TORONTO...
WINNIPEG
MONTREAL. .

VANCOUVER

.... 1 4 Manchester Bldg.

m^^f HHpp. PHILADELPHIA..
BOSTON

1033 Chestnut St.
31 Bedford St

.. 400 Hammond Bldg.
Room 508 Read Bldg.

CHICAGO .223 W.Jackson Blvd. 506 MercantUe Bldg.

HBtdH^'ZlSt^StSi1 IHHi1
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Leaders
in

Work Shirts

The proof of a work .-liirt is in the wear-

ing. This is where the "Hercules" scores,

Ijecause every detail in its construction

—

double stitch, double seam, generous cut,

etc.. is designed, together with the dur-

able fabric, to produce a garment from
which every ounce of wear can be ex-

tracted.

In Slocking the ''Hercules'" line of work
shirts, you ha\e the right goods at the

right prices—goods that will increase the

prestige of the dealer selling them.

THE HERCULES GARMENT COMPANY, LIMITED
Head Office: Montreal Factories: Montreal and Louiseville, P.Q.

No. I 1 30 Eiffel

Tie Stand

The
Very Latest

is revolving Counter
Tie Stands, 6 inch

Eiffel base and square

standard, 3x5 card

holder on top of stand-

ard.

Everything in Stands
for you r particular
trade.

Send for our new
Catalogue

Clatworthy&SonLtd.
Toronto

REPRESENTATIVES :

Vancouver, B. C. : M. F.. Hatt & Co., Mercantile Bldg.
Montreal, Que. : Graham Harris, 551 Dorchester St.

Winnipeg, Man. : O'Brien Allan Co.. Phoenix Block.
Halifax. X. S. : D. A. Gorrie. Box 273.

Umil 111 I 111 I UTTTTHIT n II I I 1 LIIIII II

The Hall-Mark of

Maximum Comfort and
Durability at Minimum Cost.

FIRST IN THE FIELD AND STILL LEADING.

Manufactured on THE GRADUATED
PRINCIPLE, and Commencing with TWO
THREADS in the TOP, it increases in

WEAR-RESISTING PROPERTIES as it

descends.

Thus THE LEG HAS THREE THREADS,
THE INSTEP AND FOOT FOUR,

and the HEEL and TOE FIVE,
making it essentially

A HALF HOSE
FOR HARD WEAR.

ABSOLUTELY SEAMLESS
PERFECT IN FIT

GUARANTEED UNSHRINKABLE

To be had from any of the Leading Wholesale Dry Coods Houses,

'm iiiirTTtiTnn irr n irtrtiTTiiiiiTr M TtTTTTTriTTTTtTriiTirtTT
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An Advertising Moral

Manufacturers who sell to retailers cannot help being impressed with one of the
main causes for the downfall of the liquor business. This was the failure of the
brewer and the distiller to give constructive attention to the retail end. They
concerned themselves with manufacturing. They advertised their goods and car-
ried on publicity propaganda. They worked hard to combat the rising sentiment
against liquor. No such widespread institutional advertising reaching out into so

many angles ever was done before. And then, after spending millions in making
and advertising, they let the retail part take care of itself.

Is not this neglect of the retailer being duplicated in a measure by some manu-
facturers? They devote time and money to bringing and keeping their goods up
to the highest standard. They advertise liberally to increase consumer demand
and good-will. Then they do not realize adequate dividends on this because of

failure properly to line up the retailer. PRINTERS' INK a few months ago told

about an Indiana dealer whose attitude towards a famous nationally advertised
talking-machine actually shut that product out from an entire county. This was
a case where the dealer was well acquainted with the merits and salability of the
machine, but objected to the company's selling proposition.

Almost any manufacturer will wax indignant if told he is neglecting the re-

tailer. But this does not alter the truth of the condition in many instances.

The neglect is not intentional, of course. The manufacturer is ready to help,

and he does help. But the trouble is the help is not constructive and practical

enough.

One big concern advertised broadcast its willingness and preparedness to assist

its customers in every phase of their store activities. Then it placed the whole
proposition in the hands of one advertising man. This man would have done
quite well as advertising counsellor along a variety of lines. He was a clever

V'/orker and a good thinker. All he lacked—and this was a fatal lack—was a
knowledge of the retail store.

The trouble with much of the service work, as PRINTERS' INK has said several

times, is that it often is the product of a desk theorist. You have got to

know a lot more than how to make a clever lay-out or write good copy if you
want to do something worth while for the retailer. You have got to know the
retailer, his problems and his customers. There is no royal road to this sort of

knowledge. The best way to get it is to go out and dig for it—to go right to

the retail store, work or talk with the retailer, and bring to bear upon his diflficul-

ties the fresh viewpoint of the outsider.

Many of the most successful concerns in the country have found that this is the

only basis upon which real service to the retailer can be built.—Editorial, "Printers' Ink."

The business newspaper gives you a chance to build business with the merchant
who sells your goods.

MacLEAN PUBLISHING CO., LIMITED
Montreal Toronto Winnipeg Vancouver

Boston New York Chicago

London, Eng.

Publishers of the following specialized business papers:

Hardware and Metal Canadian Grocer Bookseller and Stationer

Sanitary Engineer Dry Goods Review Druggists' Weekly
Men's Wear Review
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It's no use stocking mer-

chandise that will not

sell—Stock a line that's

going stronger all the

time.

Stock

—

Wearwell Trousers

" that kind that sell'

Send

for

Samples

Levine Mfg. Company
1 62 John St., Toronto

Our production—2,000

pairs per week—enables

us to assure our patrons

prompt deliveries.

For Immediate Delivery

We have in stock about 500 Coats

—Single and Double Texture

Tv^eeds and Paramattas—Trav-

ellers' Samples in assorted sizes

and designs—which we are pre-

pared to sell at a reduction of

25%
We shall be pleased to ship trial

lots on approval.

Drop Us a Card Today

Duktex Coat Co.
322 Notre Dame St. W. Montreal

Special Values

"Direct from Mill to the Trade"

"Through Comrrission Merchants"

For Ladies' Wear
Botany Wool Serges, Gabardines, etc., etc.

For Men's Wear
indigo and Black Serges and Vicunas

Grey and Fancy Worsteds
Also

Pure
Wool

Scotch
Tweeds

"Manufactured in Scotland of pure, new wool, free

from cotton or other vegetable fibre, shoddy, mungo,
thread waste or any other remanufactured wool."

ON account of

THE HEATHER MILLS COMPANY, Selkirk (Scotland)

"Ftom whom we have Sole Canadian Selling Agency"

Stocks of all the above on hand.
Ready for immediate shipment.

C. E. ROBINSON & CO.
Mappin & Webb Kuilding:

Importers 10 Victoria Street

MONTREAL
Commhiion
Merchanis
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Says a Reader of Many
Years Standing:

"I do feel that your paper is the most interesting

and readable financial journal published in this

country and, perhaps, in the entire North
American Continent. Each week I somehow
find time to read every word of it—mostly in

bed, late at night. I find I have to read THE
FINANCIAL POST in order to maintain myself
properly abreast with the bigger things and
movements taking place in this country."

T^HE FINANCIAL POST is published for men who are

^ interested in big things—not necessarily men who
personally have big financial interests at stake, but for

men who are eager to know what is happening that will

have a bearing on business and the well-being of Canada
generally.

T^HE entire editorial organization of the MacLeanPub-
-- lishing Company is at hand to co-operate with the

editors of THE FINANCIAL POST. Specialists in many
^businesses write for THE POST. A practical farmer, in

constant touch with the farming conditions, deals with

crop prospects.

T^HE POST is a paper edited by specialists for business
-- specialists.

The Financial Post
MONTREAL TORONTO WINNIPEG

128 Bleury Street 143 University Ave. Union Trust Bldg.

Subscription Price per year (52 Issues) ^5.00
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Handy Map for Visitors to Toronto

Cut out this whole page and use it as a conveniem -f guide when making calls in Toronto at

Exhibition time. All of the firms listed below cordiau.^hi invite you to viMt them ivhen yon are

in Toronto for tJie Exhibition. See their adveriiiicments \n' . this issue.

BRILL HAT & CAP COMPANY, 160 John St.

SIDNEY J. CLAYTON, 606 Carlaw Bldg., Wellington St. W.
COOK BROS. & ALLEN, cor. College and Markham Sts., College St. Car to

Markham St.

CLATWORTHY & SON, LTD., 161 King St. W.
CANADIAN CAP CO., 221 Richmond St. W. "1

DALE WAX FIGURE CO., 86 York St., Opposite Prince George Hotel.

J. A. HAUGH MFG. CO., 658 King St. W., King St. Car.

HAMILTON CARHARTT COTTON MILLS CO., 535 Queen St. E., King

St. Car to River St.

JAMES & CO., 200 Adelaide St.W.

JONES BROS. & CO., 29-31 Adelaide West.

W. H. LEISHMAN & CO., 68 Temperance St.

LEVINE & COMPANY, cor. Queen St. W. and John St.

WM. MILNE, Spadina Building, 129 Spadina Ave.

NATIONAL CASH REGISTER CO., 40 Adelaide St. West.

ONTARIO CAP CO., Darling Building, Spadina Ave.,

UNIFORM AND EQUIPMENT CO., 57 Colborne St.

MEN'S WEAR REVIEW, 143-153 University Ave.

-WLj^^ a
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/m&rmaThe "CEETEE SHEEP" trade mare
what your best customers look for wh
buying wool underclothing—there is oiiiy , /^ ^-^ ^ u ». mi.
one grade and that the highest.

*^ ^—""^^ THE PURE WOOL
rZ.""'',,"""""'"; "^"' ''""P^**^ "'th --y other manufactured in UNDERCLOTHINGCanada, sells on mer.t and every garment is backed by 60 years' experience- - THAT WILL NOT ^HPIM IC

it is made in all weights-sizes and prices to suit every require
"•*-*- '^^» ^nrtiniX

ment—and bears the diamond-shaped label as illustrated. •^"^i —~-^ -^v

The C. Turnbull Co. of Gait, Ontario ^W^^^™kLAlso Manufacturerf of Turnbull's Ribbed Underwear for Lajies and
Children and Turnbull's "M " Bands for Infants.

^^^:*^Jj

15 ON EVERY .j

GARMENT H

i

Worthy of Your Considerajcion

Retailers want to deal with people who know why r\ney have

something to sell.

Did you ever stop to figure that the retai^ lers you want to

interest have advertising news for th^— public in every day's

newspapers? Let the retailer*: -" have particulars of your

goods at least once a montV.u.

Think this ove'-.x and let us strengthen your trade develop-

ment work tueginning in next month's

Men's Wear Review
143 University Avenue, Toronto

COPY PREPARED WRITE FOR RATES

I

Business Data
Would it interest you to get all information pulilished from time to time on industrial con-

ditions in certain districts?

Do you ever wisli to refer to the advertising of a competitor, the past quotations of certain

stocks, the expansion of factories, the fire losses or any data that may assist you in manag-
ing your business?

Our service is a decided success in this field and three months' trial will prove to you that

having this valua!ble data at your finger ends is assuredly worth while.

We will be glad to give you rates and sugges' a service that you will use daily.

Canadian Press Clipping Service
143-153 University Avenue, Toronto
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Fall 1920

Made to Measure
Clothing

Provide yourself with a

line distinguished for

and secure your share

of this important trade.

Write to

THE CAMf^BELL MFG. CO., LIMITED
'V MONTREAL

I
S/iAe^Le Gai^teTiS ft SfiheAe, iS-r-adeiS \

Pad garter with soft
leather front and spe-
cial finish Suede Cloth
back. Extra strong
Mercerised Elastic %"
wide. Natural only.

Sphere Mikado Brace,
a great improvement
on the old Mikado
style. Patent clip

fastening is extreme-
ly simple and can be
released with one

hand.

Biir;

Have you sent for a sample of these high grade suspenders and garters yet? If not you are missing a valuable oppor-
tunity. They are specially notable for their quality, which is always maintained at the highest standard. The word
"Sphere" is a quality mark which will be looked for by appreciative customers. Introduce them right away—you will

both benefit. British throughout.
,

Prices and full particulars gladly furnished on request. Enquiries welcomed and orders
executed through London House or direct.

IVhoteaale only:

FAIRE BRO^ & CO. LTD., LEICESTER, ENGLAND
19, Fore Street, London, E.C.2. 32, George Street, Manchester.

a^
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INDEX TO ADVERTISERS
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Naugahyde Bags as Trade
Builders

Men and women everywhere who demand
distinctive luggage will want Naugahyde
Bags. These new bags are waterpi-oof,

smart and durable. They are made in

attractive styles, in sizes for both men
and women. Every bag has the finest

of brass fittings and specially selected

linings.

There's not a stitch or seam anywhere in

a Naugahyde Bag. The material is first

fitted carefully over the steel frame of

the bag; then, by a special process, the

seams, joints and corner reinforcements

are all fu.sed together into one piece.

The result is a bag that can stand the

hard knocks of modern travel and yet

keep its smart appearance.

Naugahyde is a durable and waterproof
material. Its handsome black surface

can be wiped clean with a damp cloth.

Its composition and the process of manu-
facture make it an exclusive product.

Every Naugahyde Bag is backed by the

reputation of the oldest and largest rub-

ber organization in Canada.

For full information as to sizes and
prices, write to the nearest Dominion
Rubber System Service Branch.

Dominion Rubber System Service Branches

Located at

Halifax, St. .John, Quebec, Montreal, Ottawa, Toronto, Hamilton, Brantford, Kitchener,
London, North Bay, Fort William, Winnipeg, Brandon, Kegina, Saskatoon, Calgary,
Lethbridge, Edmonton, Vancouver, Victoria.
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Tliimlex
A NE'W

OLLAR

THINTEX
A new SummtT Ii,ulit\vei2;ht

iiindcl. Two-ply lop, three-

lily liaiid. ^'erv smart low

effect. l!an(l 1— Points 2".

Ready for Delivery — Price

1^2.10 Per Doz.

('tin i/(ji' ».ST II CuHiir (ir Sli'irt

Linifcrn Shilr/ If ijuii cim,

irrifi' 1 1 1(1(1 Office, Moiitrcol.

TOOKE BROS., LIMITED

:\1()NTREAL TORONTO WINNIPEG VANCOUVER
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The Proof of a Work
Glove is in the Wearing

\ \V(irk ,<2,i()ve tlint promises well (';iii

^ell (HI si^ht. l)ut unless it I'eueeius

ts ])r()niise, and Itack-^ (U)OD a])-

)earance by STILL BETTEL wear,

t will not remain sold.

'(ilnver's Craft'" \\'()i'k (doves and
-Mitts are made to sell on sioht. keejj

sold and produce repeats. This is

liow the deed is accomplished.

They are manufactured to stand the

t()u,<>;hest wear, from the toughest

materials, horsehide^ cowhide, mule-

hide, pigskin, etc. ; their fitting and

finishing guarantee freedom of move-

ment and comfort to the hands, and

their stout sewing keeps every seam

intact to the end.

"(dover's Craft" products move fast

from your shelves, and net you a sub-

stantial margin Isesides. Wi'ite for

price li-t and samples.

Glover's Craft, Limited
Montreal

0r(/(uuzcd and supervised In/ ('nnadian experts, liaving iipimrds of fwentii

liedrx praefiecd experienee.

iQiQ c n n mi ii n n ii ii ii ii ii ii ii ii ii ii i i i

-qioi loic
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THE CAREFUL BUYER feels that he is running
a grave risk in purchasing any brand of under-
clothing with which he is not familiar. The

scarcity of material has forced so many inferior gar-

ments on the market that the wise purchaser has learned
to let a trade-mark be his guide,—a trade-mark that
has a house with a sound reputation behind it.

The name "Penmans" has been synonymous with
quality underwear for so many years that you may,
with a feeling of assurance, stock up with these well-

known lines, knowing that they will meet with a ready
response from your trade.

Q^nmanJ Underwear
THE STANDARD OF EXCELLENCE'

Penmans Limited, Paris Aho makers of Hosiery and Sweater Coat ~, IT

(£_ J)
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Copplej>, Moptfi Sc Eanball, Himiteb
^atntlton, 0ntatio

Manufacturers of Men's and Boys' High-Grade Clothing
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COPPLEY, NOYES & RANDALL,
LIMITED.

proper^^ Clotfjess

'«iWenS^S """ JB^opg
THIS LABEL IS

A GUARANTEE OF SUPERIOR WORKMANSHIP

Individuality

in clothes is what the particular man demands—
and it is most important.

Coppley, Noyes & Randall

Made-to-measure System

will take care of your better trade with clothes

made to their owner's own particular measure

—

designed to appeal to the tastes of the carefully

groomed man, and tailored to fulfill his desires for

fine appearance and shapeliness throughout the life

of the garment.

Copplep, ^opesf Sc Eanball, Himitth
J^amilton, ©ntario



MEN'S WEAR REVIEW

QUALITY FIRST

OUR TRAVELLERS
with New Models and Patterns for Spring 1920 will call on

you shortly if you are one of our regular customers; if not

—

and you would like to become one—we shall be glad to give

you an opportunity at points where there is no Fashion Craft

agency established.

// interested, write Promotion Department.

Fashion Craft Manufacturers
Montreal
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Hickok Belts and Buckles

for Christmas Gifts

-J '1

f

I
HE large number of orders already re-

^ ceived for HICKOK BELTS and
BUCKLES in Christmas boxes proves that

this year's demand for these most accepta-

ble Christmas gifts will greatly exceed the

demand of last

year. We ad- |

place orders as

early as possible

for HICKOK BELTS and BUCKLES de- „^ , „

sired for Christmas sales. Plenty of time mm '-" ^ -Tl

enables us to give the right attention to every 1

desired detail. J
HICKOK BUCKLES will be furnished /|
separately in attractive, velvet-lined jewelry

boxes, or with any desired leather belt in

unusual gift boxes.

WRITE for the new Hickok Catalogue

HICKOK Belts dc Buckles
The Largest and Only Factory in the World Manufacturing Belts and Buckles Exclusively

The HICKOK MFG. CO., Ltd-, 33 Richmond Street West, Toronto, Ont.

i

J5iw

-<«5»r
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1

it

The above buckles represent but a few of many hundred Hickok designs in hammered,

engraved and engine-turned patterns

WRITE for the new Hickok Catalogue

HICKOK Belts dc Buckles
The Largest and Only Factory in the World Manufacturing Belts and Buckles Exclusively

The HICKOK MFG. CO, Ltd, 33 Richmond Street West, Toronto, Ont

-aintr

.WW.
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Hickok Quality
of Hide, Metal and Workmanship

Is Lasting Quality

"L_TICKOK QUALITY is lasting quality—a superior quality that is evident
"'-' to the end of the wearing days of HICKOK BELTS and

BUCKLES.

Only the finest selected hides are used in the manufacture of HICKOK
BELTS—hides that are durable, pliable and of exquisite finish.

HICKOK BUCKLES are made from a single piece of metal, shaped

and finished into a distinctive design of great strength. They wear in-

finitely longer than other buckles and never lose their firm grip.

Only the most expert workmen are employed in the manufacture of

HICKOK BELTS and BUCKLES. There are no better belts or buckles

made than HICKOK'S.

WRITE for the new Hickok Catalogue

HICKOK Belts ^ Buckles
The Largest and Only Factory in the World Manufacturing Belts and Buckles Exclusively

The HICKOK MFG. CO., Ltd., 33 Richmond Street West, Toronto, Ont.
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Pleased Patrons

and Good Profits

A stock of warm, wonder-
fully comfortable, Atlantic

underwear is an investment
which yields the dealer big

returns.

Wool from the backs of
hardy Maritime sheep is

knitted into soft, warm yarn
and woven into garments
which give absolute satis-

faction. Atlantic garments
never chafe or bind.

Their sale is good business.

It ensures contented custom-
ers and good profits.

Atlantic Under^vear
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September 1920

Clothes
for exacting men

BIG BUSINESS

Broadway Clothes
are made with one dominating pur-
pose—to build trade for us and for you

Once a BROADWAY suit or over-

coat gets into the hands of a customer
it becomes a publicity agent for the

brand. Its distinctive style and the

very apparent quality of the fabric

prompts inquiries of its owner.

Our travellers will be glad to show
vou samples of our smart, dependable
BROADWAY lines for Fall and
Spring, 192 1, also to explain the

BROADWAY Made - to - Measure
System—simple and satisfactory.

Your request for particulars, whether

written, phoned, or wired us, will

receive prompt attention.

Randall & Johnston
Limited

TORONTO
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X

COLLARS
In Up-to-date Styles

'T^HIS range stands pre-emin-

^ ent. It typifies the best of

those qualities for which this line

has longbecome famous. Every

collar holds the guarantee of the

makers to give absolute satis-

faction in its length of wear.

When you stock the SUCCESS
range you can recommend it with

the confidence that your custo-

mers will not be disappointed.



14 M EN'S W E A R REVIEW

Perrins "Own Mak.e

Gloves Bear the Trade-

Mark "Ace of Clubs"

TRADE ^—i MARK

In addition to our English and French gloves we are now
making a complete range of domestic gloves in our own
factory in the Wilder Building, Montreal.

These gloves are identical in style, workmanship and

material, to those made in our U.S. factory, and will mark

a new era in Canadian glove manufacturing.

Our salesmen are now out on their Fall trips. If you have

not already seen the samples of our OWN MAKE CAN-
ADIAN GLOVES, make a point of examining them.

Perrin Kayser Company, Limited

Distributors of:

PERRIN GLOVES
KAYSER GLOVES
RADIUM HOSIERY

Sommer Building - Montreal
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LOVE
MADE IN CANADA

We appreciate the responsibility that has been placed upon

us by the confidence of the dealers who sell "Kayser" gloves.

The "Kayser" glove will maintain the reputation of your

house for giving value. Your customers know that "Kayser"

Chamoisette Gloves look well, wear well and are best in

the long run.

You cannot go wrong when you stock

Radium^ liosiepi)
rtegi&tcrcd

Radium Hosiery is the line for you to handle. Our reputa-

tion for quality is your insurance against returned goods.

This line is absolutely dependable, comfortable, good-

looking and long-wearing. In every style, weight, size and

color to meet every selling need of the retailer.

Radium Hosiery for Men, Women and Children

Perrin Kayser Company, Limited

Successors to Perrin PVeres et Cie

Sommer Buildings Montreal
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ADMIRAL
COSY COMFORT

UNDERWEAR
GUARANTEED UNSHRINKABLE

"s*-..

s*?

[ft

NATURAL
WOOL

Made forMen andBoys

in Shirts^ Drawers and

Form^Fittin^ Combinations

SalesA^Q/it to Wholesale Trac/e

C.O.PATON i
2i Fgy Building, Toronto.

,^.

?3C !*sL-" -TTTJ
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WATERPROOF
BEST BRITISH MAKE

Timely, Quick-

Selling Raincoats

whose absolutely waterproof

material enables every wearer

to face the fiercest storm with

equanimity.

Their cut and tailoring are the work of

experts, resulting in a garment which,

for style and distinction, is without peer.

With a good showing of the FIT
WELL Waterproof, a new selection of

which is now ready for your inspection,

you can hold the trade of those men
whose trade is worth while. Write us

about It.

S. Rubin and Company
Mjrs. of the "Fit Well" Waterproofs

SOMMER BLDG., MONTREAL
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For Your Spring Trade

IRONSOX
This line of men's hose is steadily increasing in dealer-

popularity.

Every dealer knows the advantage of regular profits on
a staple, easily-selling line not subject to fluctuations in

fashion.

Ironsox is such a line. Strongly made, well finished, in

mercerized, combed Egyptian yarn and lisle, these socks

are the kind the average man looks for.

?. We are Canadian selling agents for Ironsox, and the

above Trade Mark is our guarantee of their merit.

We are now booking orders for Spring Trade—in black

and a variety of colors, and in all sizes.

Caulfeild, Burns & Gibson, Ltd.
60-62 FRONT STREET WEST, TORONTO
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For Your Spring Trade

Palm Beach Suits
With a fast-increasing popularity in Canada, these light Spring
i\\\(\ Summer suits are bringing good profits to dealers. We
can .'-upply them in a wide variety of styles, shades and sizes.

Separate Palm Beach Trousers

The man who doesn't buy a Palm Beach Suit you can usually

sell on a pair of Palm Beach Trousers. Be prepared!

Khaki, White Flannel and
White Duck Trousers

These are big sellers for Spring and Sununer. Well cut, of

superior workmanshi]) and finish and good materials, you will

find llu'sc ]ir(ilital)le lines to stock.

Tliis trade mark is behind all tliese lines, and guarantees you

full quality and the best terms. Keep it in mind.

Caulfeild, Burns & Gibson, Ltd.
60-62 FRONT STREET WEST, TORONTO
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Art Kraft dealers are

s t y 1 e dictators. The

clothes they sell express

that vigor and dash

which aggressive men,

everywhere, look for.

Their store is the Mecca

of the well dressed.

''Clothes of Distinction
ft

Walter Blue & Company, Limited
SHERBROOKE, QUE.

Coaticook, Que. Montreal, Que. Winnipeg, Man.
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Clotlies forBoy.

tbhe Clothes with the Guaraniee

3i

P

i

THE satisfaction parents find in

the smart appearance of Wear-
better clad boys means their con-

tinued patronage.

Wearbetter clothes are the mag-
net which draws to vour store the

class of customer you most desire.

I?
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Send in your sorting order now for

Carhartt
Corduroys, AUovers and Cottonades

FOR some time past we have
urged upon our customers the

advisabihty of sending in their

orders early, rather than to hold back in the

belief that lower prices were in sight. There
was sound reason for our policy as any one
who has kept in touch with market con-

ditions must know. While lower prices for

raw and manufactured materials must come
when the saturation point has been reached,

present indications do not suggest the

presence of anything like that condition.

The urgent call for increased production

for home and export demand, together with

the shortage of materials, makes the prospect

of any material drop in prices very remote.

Moreover, orders from other countries are

large, and are likely to be for some time, so

that, all things considered, it would seem to

be good business to let us have your sorting

order now while we can supply you prompt-
Iv and economically.

HAMILTON CARHARTT
COTTON MILLS, LIMITED

Toronto, Montreal,
Winnipeg, Vancouver

Manufacturers of Men's Overalls and Work Gloves and
Carhartt Allovers for men and boys.
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No more mistakes in adding up
the items of a sale

OLD WAY
By hand and brain and

pencil.

Makes mistakes.
Causes losses.

Causes worry.

NEW WAY

This new receipt-printing cash register

adds the items by machinery.

1. It prints a receipt for each customer. —>

2. It prints the price of each article.

3. It indicates the price of each article. >

4. It prints the total of all items. ^

5. It retains an added and printed record.

J. SMITH
COMPANY
lOMAMST.

ao7
0.32

0.48

0.19

TOTAL

$01.06

Copy of receipt,
with merchant's
name, printed for

each cuktomer.

It also does many other things which have made
National Cash Registers a business necessity.

We make cash re^istets for every line of businessNATIONAL
CASH REOISTER CO.

OF CANADA LIMITED
TORONTO, ONT.
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Foreign and Domestic

Percales

Anderson's Celebrated Woven Colored

Yarn Madras

Manchester Silk and Satin Striped

Madras in English range of designs

and colors

Spring 1 92 1

Showing
Now Ready

Our showing for Spring,

192 1, contains a most re-

markable array of distinc-

tive and beautiful shirtings

from some of the world's

most famous looms, in Per-

cales, Madras and Silks, etc.

English

End and End Madras

in all the latest styles and colorings.

Our representatives will leave for

their territories about October ist

with a complete range of Star

Brand shirts for Business, Golf and

Outing wear.

DELPARK OF CANADA
VAN ALLEN COMPANY, LIMITED

HEAD OFFICE 153 NOTRE DAME STREET WEST MONTREAL

FACTORIES: HAMILTON, ONT.

Sample Rooms: Toronto, Winnipeg, Vancouver, Calgary, Queb3c, St. John, N.B., Halifax
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PRODUCTIONS

Our Spring showing of

ATHLETIC
UNDERWEAR
PYJAMAS
WASHABLE
NECKWEAR

SILK

NECKWEAR
for

HOLIDAYS

^

Spring Showing of Unusual Merit
It is our aim to put into our merchandise a quality that
makes life-long friends for you. Because your friend-
ships enhance our reputation and ultimate profit.

SOFT COLLARS, Etc.

is replete with features of interest—the utmost in

authentic style, quality and service ; and this at a price

that adds to its popularity.

A feature of particular interest to you is our showing
of special lines for late Fall and Christmas selling in

neckwear.

Let us have your requirements as soon as possible.

DELPARK OF CANADA
VAN ALLEN COMPANY, LIMITED

[? ^

HEAD OFFICE 153 NOTRE DAME STREET WEST MONTREAL

FACTORIES: HAMILTON, ONT.

Sample Rooms: Toronto, Winnipeg, Vancouver, Calgary, Quebec, St. John, N.B., Halifax
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ChaLlleivc^
Clc2av2J>le
CollaLnA

.

''oi' the convenience of your customers

ami for your own profit, you should stock

he full lines of Challenge Cleanable

Collars.

Our advertising will bring new customers to your store this year,

if you satisf}' their requests they will become permanent cus-

tomers and you can satisfy them by being able to supply them
''i any size and stvle ofwi

Challenge Collars
they may ask foi'. And Challenge collars will mure than satisfy

them because of their economy, style and linen-like appearance.

lie ready for your sluu'c of this business and get the benefit of

the en(U'mous amoinit nf money we're putting into our adA'ertising.

Write us for your supply of counter envelopes.

Challenge collar dealer helps are of valuable assistance in displaying goods.
Write us about your supply to-day.

THe Arlington Co. ofCanada
Limited

,E2£

Montreal
^Vinnipeg

Toronto
Vancouver
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Two WATERHOUSE Brands

with but a single aim—
to give SATISFACTION

MAPLE LEAF

and DR. NEFF^S

Combinations or Two-piece

Your customers are our custom-

ers. We want to please them.

From the selecting of our raw
materials to the smallest finishing

touches it is our constant aim to

ensure the satisfaction of the

wearer.

Are you ready for Fall?

Sold to the Jobbing Trade Only.

Thos. Waterhouse & Co., Ltd.

Ingersoll, Ont.
Represen ta t iue s :

WM. R. BEGG & Co., 20 Wellington St. West, Toronto, Ont.
C. E. HOWARD, Coristine Bldg., Montreal, P.Q.
O'BRIEN & ALLEN, Phoenix Block, Winnipeg, Man.

For Unrestricted
Movement—
Both from the dealer and consumer view-

point there is unrestricted movement in

Brophey-Chester

"Wear-Well" Suspenders

A strong, universal demand for these long-

living, satisfaction-giving Suspenders is a

source of continual revenue to the energetic

dealer.

Quality of the web—with its permeation of

live, heavy cut rubber is the best obtainable,

and it is maintained at this high degree by
our own Boston factory.

Brophey-Chester Suspenders are made in all

styles, they measure full 36 inches, and retail

at prevailing popular prices.

Order To-day.

TheBROPHEYSUSPENDERCO.
LIMITED

Leather Belts. Armbands and Garters

TORONTO
Office. Factory and

Salesroom

266 King St. W.

MONTREAL
OjJice. Factory and

Salesroom
321 Bleury St.
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Always in every com-

munity there are men
who prefer to Wear
clothes that are specially

tailored to meet their

individual tastes.

Leishman Special

Measure System
makes it easy to give

every " tailor ed-to-

measure " man the sort

of style and fit he re-

quires. The Leishman

Makers of

THE BEST
TAILORED
GARMENTS

FOR
MEN

Wm. H. Leishman & Co.,
LIMITED

68 Temperance St.,

Toronto

self - measuring forms

are s imp lie ity itself,

and Leishman made-

to-measure garments

are tailored with ex-

ceeding care by expert

clothing craftsmen.

Look l^^o ihe Leish-

man offerings. Drop

us a line and we will

gladly send full par-

ticulars.
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Leishman Clothes

For Spring

They portray style's latest

ideas in fashionable apparel

for young men

Leishman Clothing from the designer's first

idea to the finisher's last touch, is built on

quality. Superior workmanship, and careful

designing given to the smallest detail, enable

us to guarantee, not only the correct tailoring

and correct styles, but clothes that will retain

their shape throughout the long life' of a

"LEISHMAN PRODUCT."

It will be to your advantage to

see and compare Leishman
offerings beforefinally deciding

on your Spring 1921 stocJ^s.

Wm. H. Leishman & Co., Ltd.
Wholesale Custom Tailors

68 Temperance St. - - - Toronto

Maimers of the best Tailored Garments for Men

wm-
kM ||||,|Jj;|J||il;|;lill|;l.|lli|i|,|,|ili|JJ^|,|iM1J||iiil;lil;l!iailli|l|||;|iU
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By featuring

Punchard-Birrell

Clothes

for men and young men you are put-

ting your business on a firm founda-

tion and strengthening your reputa-

tion as a merchant.

Our line for Spring, 1921, will con-

vince you that nowhere can better

value be found. The materials are

well selected, in smart colorings, made
in the most approved styles.

Every design is original, the product

of our first-class designer, and in-

variably showing the newest and
smartest effects.

Our travellers are now on the road

with samples. Be sure to see them. If

you do not have a call from our repre-

sentative

DROP US A CARD.

The Punchard-Birrell Co.
545-7-9 King Street West

TORONTO
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THERE are just as good
reasons why progressive
dealers are selling Mar-

athons as there are reasons why
particular dressers are wearing
them. It is not too early to see

our representative about orders
for Christmas and Spring trade.

We have several new styles you
will like instantly.

Jones & Robinson
Brockville, Out.

Exclusive Canadian Distributors

of Marathon Flexyde Belts

Here "is a
f^edl Friend

Out-door

MARATHON
Easyto WASHABLE FLEXYDE ^^Sj"

OjT- . ^ i-r J-l A-l A tF Ivory WhiteBELTS
^ Most Comfortable oT All Belts
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MEN'S Slip On

FALL
OVERCOATS
and SUITS

To meet the new conditions prevailing to-day on the market we
have installed a new department that takes care of your consuming

customers whose pocket books are being drained by the H.C. of L.

We have been successful in placing some two thousand on the

market and we have more coming through at the low price of

—

$

In order to get there, we have to make a tremendous turnover on

a very small profit and short terms, to roll the ball fast, so this

Special offer at this special Price is at the Special terms of net

10 days ist following.

We will send you a sample dozen on request, charges prepaid.

Write to-day.

GARIEPY & FRANK
Men^s and Young Men^s Clothes Specialists

234 St. Lavs^rence Boulevard Montreal, Que.
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naouaeiqff
THE DEPARTURE OF OUR TRAVELLING STAFF FOR THEIR
RESPECTIVE TERRITORIES WITH COMPLETE

SAMPLE LINES FOR SPRING, 1921

Of special interest to the trade in general, is the addition to our lines of

A LOWER PRICE RANGE
comprising a series of entirely new numbers in all-wool worsteds and-

woollens and our own models.

We earnestly request withholding of orders until you have had oppor-

tunity to examine these lines.

B. GARDNER & CO.. MONTREAL

With the addition of

the new lower-priced

range of suits, we are

now in particularly good
position to supply the

entire clothing needs of

our trade.

B. GARDNER & CO.

MONTREAL
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Announcing the introduction

of our

Jylaae-tO'J^easure Suits ana Overcoats

for Jylen ana Young Jylen

Every Model we offer is the original creation of our expert
designer, made to the owner's own particular measure from
dependable fabrics of the smartest designs—correctly
tailored by skilled workmen, and will give absolute satis-

faction in every respect.

We are open to receive enquiries
regarding agencies.

Our plan of distribution is to have a representative in every
town.

Write us to-day for particulars about this attractive propo-
sition. We will be glad to give you the fullest information.

York Clothing Company
35 Cnurcn Street, Toronto

ENGLISH MEN'S WEAR
The "LOOM" Brand Goods "Blizzardeen" Raincoats.

"Carlington" Overcoats.

Silk Ties Belts

Knitted Ties Braces

Silk Squares Hosiery

Collars Underwear

Shirts Mufflers

Pyjamas Motor Scarves

Bath Robes Handkerchiefs

Smoking Jackets Walking Sticks

Dressing Gowns Buckingham Zephyrs

"Heath" Ready-to-Wear Suits.

Sports' Jackets and Trousers.

Flannel Trousers.

Fancy Vests.

Works:—Basingstoke, Leeds, Reading, Fleet

Lane, London E.C. 4; Golden Lane, London E.G.

1; Hackney, London E. 8.

J. H. BUCKINGHAM & CO., LTD. GERRISH, AMES & SIMPKINS, LTD.
(Manufacturers and Warehousemen) ( Manufacturers

)

4, 5, 6, 7 and 8 Ropemaker Street, London E.G. 2 6.3 to 67 Carter Lane - London E.C. 4

Cable address—"Neckwear London." Cable address—"Obligable, London."

Canadian Representative:

SIDNEY J. CLAYTON
60-62 FRONT STREET, TORONTO

PHONE ADELAIDE 4449
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If you want to handle a line of Suspenders with
merit and profit, write for price

THE NU-WAY
The k^nd with no rubber,

but more stretch, and a

year's wear.

Guarantee With Every Pair

More comfortable, yet cost

no more

Why not handle the kind that gives satisfaction

the year round ?

Give us a trial

Nu-Way Strech Suspender Company
St. Thomas .:. .:. Ontario

llllll!lllllll!lllllllilllllllllllllllllllllllllll

Uniform Equipment
g A very necessary adjunct to a smart uniform is a distinctive set of

g badjies and buttons. We manufacture

I
Gold and Silver Embroidered Badges,

I Metal Badges and Buttons

1 for every kind of civilian vuiiform. and carry all

1 standard naval pattern badges in stock_

1 Years of honorable dealing and progressive policy

1 have estaiblished a reputation for us with the trade

1 in which we take great pride, and which it is our

1 constant endeavor to maintain.

1 Send for our iUusfrated catalog.

I WILLIAM SCULLY, LIMITED
§ Factory and Office:

1 320 UNIVERSITY ST., MONTREAL

Irnilllllllllilllllllllllllllllllllllllililiiilililililililllllililllilililililiiilililjlilililiiiiih^
llilllllllllllllllllll iin^
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MILNE'S
NECKWEAR NEWS

BIG VALUES SEPTEMBER. 1920 RIGHT PRICES

Quality
is the dominant note of this

new Milne assortment.

Special Line of Ties

in a complete assortment of patterns

$8,25 per dozen

which includes Allover Designs

Cord Stripes and Swiss Failles

This is a very special offering that will

equal many lines retailing for $1.50

each.

Mail your orders now. Prove by in-

spection that Milne Neckwear is just

the thing for big business.

You may return these ties if not pleased

with them.

WILLIAM MILNE
The Newest in Necl^wear

129-39 Spadina Ave. Toronto
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Distinctive Headgear
Our travellers are now leaving for their respective ter-

ritories with a unique showing of the

MONARCH HAT
Felts and Straws

For Spring, 1921

Because it sets a high standard of beauty, quality and
service, the Monarch Hat is always in favor and always
in demand.

His Majesty George V.

L. Gnaedinger, Son & Company

1852

St. Peter Street, Montreal

THE PIONEER HOUSE OF CANADA 1920

"For Stock or Specials"
you will find our Service unsurpassed, and our Values in Men's Gaur-

ments, tailored from the choicest of Imported Fabrics, second to none.

Our Leader this season is an All Wool, 16 oz. Indigo Serge, bought

some 15 months ago and which is only now coming to hand from the

English Mills, and the Price is in accordance with the early buying.

You are sure to need certain lines for "Sorting Up" before the Season

is very far advanced.

Write us for Samples.

We have a limited number of "Special Order Setts" left, for this sea-

son.

A. E. Richardson & Co.
Makers of

HIGH-GRADE CLOTHING FOR MEN
172 Simcoe Street .:. .:. TORONTO
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The increased demand for

12} i to 183 Mt 12 to 18.1 2

MADE IN CANADA

has demonstrated that men everywhere endorse them

as the satisfactory collar for all conditions

Your stock should include KantKracK collars in

Every Style and Size.

A Saving of 3 Cents a Day or More

is a saving worth well considering these days. Your customers will instantly

appreciate the economy of wearing KantK.racK collars when you tell them how
they can save laundry bills, and how KantKracK collars take the place of a

dozen other collars—easily effecting a saving of

—

3 Cents a Day or more
21 Cents a Week or more
90 Cents a Month or more

1095 Cents a Year or more

IVe guarantee every collar through the dealer.

12 to 181/2

One Grade Only And That

The Best

stocks carried: At Vancouver for the Province of British

Columbia; Calgary for Alberta; Winnipeg for Provinces of

Manitoba and Sask. ; Toronto for the City of Toronto;

Montreal for the Province of Quebec; Fredericton for thel

Maritime Provinces.

12 to 181^

THE PARSONS & PARSONS CANADIAN CO.
Established in U.S.A. 1879 HAMILTON, Canada Established in Canada 1907
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The
Davis

"Storm Resista"
Raincoats

Continue in Popularity
Throughout the Dominion

Sold by the Principal Merchants

from Coast to Coast.

Our Travellers are now in their

various fields with a range of

samples worth seeing.

For Immediate and Next Spring Deliveries.

H. E. Davis & Co.
Manufacturers

Sommer Building
41-47 Mayor Street - Montreal, Que.
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The exclusive patterns and

color combinations of our

Spring, 192 1, line will attract

new customers, and the dur-

ability of this year's line will

bring your old customers back

again.

The Lang Shirt
KITCHENER, H
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The Spring

Showing Is Now Ready

If you have yet to become acquainted with the .^.^^

quality now is an excellent time to plan on seeing what

big things we can offer you. And note—we will put your

own name on every shirt in your order if you so desire,

which will give an exclusiveness to your shirt department.

Though there are many differ-

ent weaves in the j^^ line there

is only one standard in all—the

highest.

Made in desirable sleeve lengths.

Our stocks are ready. Prompt
deliveries assured for Spring,

but our advice is

Order Early

Company, Limited
ONTARIO

E <aMIMI^Utia^tli^i^li^liyj|MiU^liyjliU'l'i^liL^ .yityjlMliU'lMIMl'-yjlMiMaifiMliySMIMlMIMIMB^J^^
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The Return of

Reid's Real Bengalene Cravats

During the period of the late world's war, we
were unable to obtain further supplies of our

famous tie silk~~REID'S REAL BENGA-
LENE—from the Swiss manufacturer. The
special type of wool which is part of its con-

struction was not available. The first ship-

ment in sezcral years has just arrived, and
we are more than pleased to again be able to

offer for sale this highly satisfactory cravat

m.aterial in all of the salable shades.

A SPECIALLY WOVEN WEAR-RESISTING FABRIC

PRESERVES ITS SHAPE AND NEWNESS LONGER
THAN OTHER CRAVAT MATERIALS

PRICE, $12.00

the dozen

m

I

A. T. REID COMPANY, LIMITED
TORONTO

Maimers of Better Class Cravats

•7^it?^i??^itrai??^[ffyiffff^?^g^^r:fr^<iys
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Better Business
Dealers who previously bought our
lines are again placing orders to get
the Big Share of the Young Men's
Clothing business. They realize

from past experience that K. & S.

Clothes are Styled and Tailored
JUST RIGHT.

The young men of to-day are looking
for the store which can give them
Better Clothes of Correct Style at a

Price Within Reach of

Their Pocketbooks

Our line is just that. You can sell

K. & S. clothes because they offer the

best value and are priced within reach

of the great majority of buyers. We
are confident that no better valued
clothes will be offered you.

Wait to compare our lines and prices.

Travellers will be out about Oct. ist

with a complete range of Men's and
Young Men's Styles.

Your Label on Our Garment Assures You of

a Satisfied Customer. Try It.

KAPLAN, SAMUELSOHN & CO.
MONTREAL
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^3(r

Where Quality

Leads the Way
^^^.^t^'"

Those who cater to a high-
class trade will find that
the Racine line of pro-
ducts will satisfy even the
most critical.

Of soundly - becoming
style, true quality, uni-
form standard, and real

service value, they build

respect and good-will for

the merchant who stocks

them.

Popular price enters into

their desirability, of

course, and always
clinches the sale.

Underwear

Sweaters

Socks

Outing

and

Fine Dress Shirts

Collars

Cravats

Suspenders

Belts, Etc,

Our numerous and well-

stocked salesrooms offer

an exceptional oppor-
tunity to our clients to see

for themselves the values
that Racine's oflFer to the
trade.

If you are unable to visit our salesrooms, samples will

gladly be forwarded to interested merchants.

ALPHONSE RACINE, LIMITED
"Men's Furnishings Specialists

"

60-98 St. Paul St. West, Montreal

FACTORIES :

Beaubien St., Montreal; St. Denis, Que.; St. Hyacinthe, Que.

SAMPLE ROOMS:
HAILEYBURY SYDNEY, N.S. OTTAWA QUEBEC TORONTO

Matabanick Hotel 269 Charlotte Street 111 Sparks Street Merger Building 123 Bay Street

SHERBROOKE SUDBURY RIVIERE DU LOUP
4 London Street Nichol Range Hotel Hotel Antil

THREE RIVERS CHARLOTTETOWN, P E.I.

Main St. Queen and Sidney Sts.

^yw
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DRESS, WORK and

OUTING TROUSERS
For Men, Youths and Boys

made in our factory under

careful supervision, from

the best grade of material

on the market.

Our range is complete.

Our values unsurpassed.

Our representatives are now on the
road showing our complete range for
immediate and Spring delivery.

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^

g There are various ways and means =

1 of testing products for the purpose 1
M of ascertaining their genuineness, J
m but none so simple and depend- 1
1 able as

—

1

! "PROOF BY EXAMINATION" I

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^^

Mackinaw Clothing

Shirts Underwear

Socks Sweaters

Overalls Pants

We will he pleased to forward you
prices and information. Write us

to-day.

Cornwall Pants Mfg. Company i i\ /r i •
I

• *. 1

.............. I Mackenzie LimitedManufacturers of

Men's, Youths" and Boys' Pants

Cornwall - Ontario

Ottawa Canada

r;ilillllllllll!llllllllllllllllllllllllllllllllllllll|l|llllllllllllllllill|||1|l|l|lllll|l|i|l|l|l^
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Spring Line Now Ready!
We are ready to take care of Spring orders for Men's and Boys' Caps
for Spring, 192 1.

"Canadian Brand" means that—the styles are correct, the ma-
terials are worth while and the workmanship is substantial.

The best hat is not only the one which lasts longest but the one which stays new longest.
In our line of Tweed Hats for Fall you will find hats that are exceptionally well made and
xre sui'e to satisfy the most critical buyer.

If you are interested in Men's or Boys' Caps or Tweed Hats in all grades, write us at once
and we will gladly furnish samples.

Canadian Cap Co.
221 Richmond St. W., Toronto

iirj@^^« "s^^^^w^^

)

Neckwear is your best drawing card
It is the one thing you handle that all men ai'e interested in

all the time.
If you want to establish a i-eputation for your store where
values are big, see our Fall Special Holiday range—it is the
neckwear that gives a man more than he expects for his
money.
We specialize in making Neckwear Departments big suc-
cesses.

In your own interest—your request to see our line should
not be delayed.
Travellers are now in your territory for Christmas trade.
We can supply your demand for Christmas boxes at cost
price.

The Arrow Neckwear Company, l
Makers of ''Arrow" Neckwear

11S4-1188 QUEEN STREET WEST
TORONTO, CANADA
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Strength
of construction, of fabric, of the manu-
facturer's guarantee — these are the

prime requisites o f

really satisfactory over- ^fk
alls—ir other words of ^' i

Star Brand

Overalls

whose workmanship, style and utility wear
have placeci them in the foremost position

in the overall world, and kept them in their

rightful place at the front.

We supply bright, attractive Show Cards

for window display, that reduce selling

effort to a minimum.

Write to-da}' for a sample order of Star

Brand 0\'eralls.

The J. B. Goodhue Co., Ltd.
ROCK ISLAND, QUE.

Montreal: 211 Drummond Bldg.

Ottawa: 76 O'Connor St,
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You cannot afford to miss seeing our magnificent range of:

Boys' Assorted Tweeds

$13.50 per dozen, 1 or 8

piece.

Tweeds at $21.00 to

$24.00 per dozen. Car-

ries no luxury tax.

Assortment at $18.00

per dozen, silklined, as-

sorted patterns to doz.

All overhand finished.

Lovat's Tweeds at $24.00

per dozen, one piece,

Saxon shape.

The Brill line is one that

Mieasuros u[) in every sense

U> the requirements of men

of refined taste.

Tweed Hats
of

Superior Make

These cle\cr creations are the result of skilloil \v<ii-kniaii.s]iii) and inspired designing, and

when they hear tlie Brill lahel all douht as to iheiii holdin.u' their shape and fit is at once

dispelled.

Oui' pride in a worthy product will be reflected in the pride with which you will display

Ihil! liats and caps to your customers.

If <iur travellers do not call, phone, wire, or p.ist card us.

The Brill Hat & Cap Companyy Limited

160 John Street, Toronto
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5

ARE YOU READY
FOR XMAS ?

Do not leave your King Suspender order for Xmas lines any

later. Place it NOW while our stock is complete and accur-

ate deliveries assured.

All of our well-known models, such as Eze, Senator, Empire.

Champion, IJberty, Victor, and armbands, garters and belts

may be had in holiday boxes at unusually attractive prices.

PREPARE NOW. AVOID DISAPPOINTMENT LATER

The King Suspender & Neckwear
Toronto, Canada

Co.

Western Offices:

R. J. QUIGLEY. 550 Hammond Block. Winnipeg

H. S. ELLIOTT, 543 Granville St.. Vancouver

Eastern Offices:

C. L. SURPRENANT. 26 Victoria Square, Montreal

T. H. REID. 83 Morris St.. Halifax

I

I

I

J
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This Fall, It's Economy-
here s the Economy Tie

"STAY-INSHAl!
C RAVAT S

have two rows of patented stitches down the back, which
grip the lining, holding the tie in shape and ensuring long

wear. Isn't that just what your customer is seeking? King
"Stay-in-Shape" ties will always demand their moderate

price because they last so much longer than ordinary ties.

Priced from $7.50 to $18.00. Immediate or Christmas

Made in Canada

THE KING SUSPENDER & NECKWEAR CO.
TORONTO. CANADA
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Trim and

Distinguished
describes nicely the clothes into which we sew
the T&D label. It will mean much to you in

goodwill for your business to suit your cus-

tomers with T&D Clothes this. Fall and
Winter.

The high standard of materials, careful

hand tailoring, giving correctness of detail

and the finished style—novel, yet correct

—

make these clothes the first choice of men
and young men who buy with discrimination.

CLOTHES
or men who care

are being featured in a general i)ulilicity cam-
paign beginning the first of September, to assist

our representatives in obtaining a quick turnover

during the coming season. We want one high-

class clothier in each district to sell T&D Clothes.

Our travellers have already left for their ter-

ritories with complete lines of samples and designs

Drop us a line now, while you are thinking of it,

and our representative will be pleased to call on
von.

Thornton & Douglas
Limited

Hamilton - Ontario
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DALE WAX FIGURE CO., LIMITED

You will

mal^e money

if you act now!

The first step toward making a
sale is making a favorable impres-

Goods always look their best when
displayed on the DALE fixtures.

We are always ready to meet your
requirements in fixtures especially

suitable for your trade.

Dale Wax Figure Co., Limited
86 York. Street, Toronto

MONTREAL. 1 50 Bleury Street

VANCOUVER, E. R. Bollert & Son, 501 Mercantile Building

Special Goods for

Speedy Selling
*?f^ iV

THREE BIG SPECIALS IN MEN'S TWEED HATS

at $30.00, $32.00 and $36.00 per doz.
The Cap that -wears

These are goods you can sell without adding the Luxurj^ Tax, and the extensive-

ness of our range warrants our confidence that we meet all your requirements.

Nowhere will you find a more complete assortment of Men's and Boys' Caps at

popular prices.

Be sure to see our Samples. It will pay you.

Prompt Deliveries.

ONTARIO CAP CO.
TORONTO

Darling Bldg., Spadina Avenue
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tifers IndigoQmm

There's a double advantage to the garment manufacturer

who uses Stifel's Indigo Cloth, and to the dealer who
carries work clothes made of Stifel's Indigo.

1. The advantage of a work garment cloth that is firmly

woven, beautiful fa^t blue in color, and whose dot and

stripe patterns positively will not break in the print

The advantage of Stifel's advertising which is

telling wearers of work clothes all over the

country aboutthe extra value of StifeFs Indigo
Overalls, Coveralls and other clothes—^and

teaching them to look for

this trademark on the

back of the cloth in- REGISTERED

TAis Baltimore isf Ohio

"Royal Blue ' Engineer,

Mr. Charles Broil, like

thousands of his Jellows,

wears Stifel's Indigo Over-

alls and Jumpers.

side the garment to be sure it is

made of genuine Stifel's Indi-

go Cloth, which in its lifetime

of over seventy-five years

has never been success-

fully imitated.

J. L. STIFEL & SONS
Indigo Dyers and Printers

Wheeling, W. Va. 260 Church St., N. Y.

SALES OFFICES
NEW YORK 260 Church St.

PH1LADEU»HIA 1033 Chestnut St.

BOSTON 31 Bedford St.

CHICAGO 223 W. Jackson Bl»d.

SAN FRANCISCO. Po»tal Telegraph BIdg.

ST. JOSEPH. MO S«U.n Bank^B^dj.

BALTIMORE Coca Cola BU«.

ST. LOUIS 604SurBUi.
ST. PAUL 238 Endicott BUf

.

TORONTO 13 Manchester BUf.

WINNIPEG. 400 Hammond BM».

MONTREAL Room 508 Read BUf.

506 Mercantile BIdg.
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)BE&aOTHIN6CO.
1^ LIMITED ^^
—KITCHENER , ONT.-

The coat illus-

trated is made
of BARRIE-
CLOTH, a new
fabric of our
own manufac-
ture, and em-
braces the high-

est quality of

tailoring, ])lus

style and dis-

tinction—a coat

any man would
feel proud t-t

wear.

Our lines are

—

Ul'^ter coats for

men and youths,

also imitation

Initfalo c 1 t h

coats and robes.

Astrachan and
huftalo cloth
gauntlets, etc.

These goods can

be sold without

adding a luxury

tax.

BARRIECLOTH is made in

Black, Brown, Heather, Blue
mixture, Green mixture, and
Oxford Grey. This cloth is

positively guaranteed to give
entire satisfaction.

Samples mailed on request.

The Robe & Clothing Company
Limited

Kitchener Ontario

Quality Clothing

at

Reasonable Prices

Tailored as you would expect of

any high-grade lines, yet priced

within the reach of men of moder-
ate incomes.

The fabrics are carefully selected,

and the styles are the very smart-

est.

This is a line that will make
staunch friends out of chance
acquaintances.

Our men are now showing our
range for Spring, 1921. Be sure

and see our samples and

Place your order early

EMPIRE CLOTHING COMPANY
Toronto, Ontario
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Another Development

Our lines of Palm Beach, Mohair
and Summer Crash suits for the
Summer of 1921 will be opened in

Canada this month.

We have taken another big forward
step in the designing of our young
men's models. They will be made
with the new, graceful, young man's
waist effect, flat English shoulders,

and the new, neat, perfect-fitting

sleeves and armholes.

Our men's models will be conserva-
tive, but will be given just a little

touch of smartness that will distin-

guish them from the ordinary con-
servative suit.

Our Canadian customers may won-

Coheri
PAN
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Summer Clothing

der why we lay such emphasis on
our models. The reason is that the
making of a Palm Beach or Mohair
suit requires a highly specialized

knowledge.

It isn't just a question of tailoring.

It is a question of understanding the
peculiarities of these thin tropical

fabrics—knowing how to handle
them, what allowances to make, and
how to give them the same snap and
dash as the most stylish worsted suit,

but at prices that admit of a wide,
popular appeal.

The new models we have developed
for 1921 are the result of 20 years'

experience in making Summer cloth-

ing.

Lzpoidman 6 Go.
NEW YORK

OVERCOATS RAINCOATS SUMMER CLOTHING
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JAMES
CLOTHES

forBoys are dependable.
The careful selection of materials, together with the style,

workmanship and general appearance of our boys' clothing, have
placed them in a foremost position.

If you Want a top-liner--write us at once.

JAMES & COMPANY
Limited

200-206 Adelaide St. W., Toronto

lllllH"lllll'l!l""iii
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^^^ TRADE

jmndon/
IT APPEARS ON ALL OUR SOCKS

Your reputation—

what is it worth ?

To your business it means success, so why
risk it by selling "so-called" quality Socks ?

"Hanson" Socks are guaranteed Socks

—

guaranteed to wear well and give entire sat-
isfaction. We make a specialty of sock-
making, so why gamble with your reputa-
tion? Make your next sock order Hanson's
and play safe.

If for any reason you have not
ordered through our representa-
tive, send order direct to the mill.
It will have our personal atten-
tion.

GEORGE E. HANSON
HULL, P.Q.

^iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiifiiiiiii^

Special Values

"Directfrom Milt to the Trcde"

"Through Commission Merchants"

For Ladies' Wear
Botany Wool Serges, Gabardines, etc., etc..

For Men's Wear
Indigo and Black Serges and Vicunas

Grey and Fancy Worsteds
Also

Pure
Wool

ISCOTTISH WOOLLEN I

Scotch

Tweeds

"Manufactured in Scotland of pure, new wool, free

from cotton or other vegetable fibre, shoddy, mungo,
thread waste or any other renvanufactured wool."

ON account of

THE HEATHER MILLS COMPANY,
Selkirk (Scotland).

*'From whom we have Sole Canadian Selling Agency"

Stocks of all the above on hand.
Ready for immediate shipment.

C. E. ROBINSON & CO.
Mappin & Webb Buildingr

Importers 10 Victoria Street

MONTREAL
Commission
Merchants
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In 1921
When money came easy, it 'went the

same way— with little thought to

value, and none at all to price!

But the dollar that is mustered out next

Summer will have to give a true ac-

count of itself, and buy SUBSTANTIAL

Worth. The store that ignores this

prophesy will risk its lease on life.

The store that heeds it will

play safe

Pin your faith to PALM BEACH ClOTH.

Buy liberally of Suits of the "genuine"

and see to it that this fact is known to

your community when the warm days

come round.

THE PALM BEACH MILLS
GOODALL WORSTED COMPANY, SANFORD, ME.

A. ROHAUT, Selling Agt., 229 FOURTH AVE.,JjVy.

"AX
^^

ISSS

!?
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REGD.

Manufacturers and Merchants

119 WOOD STREET/LONDON, E.G. 2, ENGLAND

The Trusted Line for
the Fall Trade

<(OBERON >>

BRITISH MADE

UNDERWEAR
BKETTLE'S famous brand, made in all

garments and all sizes for Men, Youths
and Boys, is recognized by progressive

men's fumishers everywhere as being one
of the leading and most reliable lines of

British Undei"wear. Here are a few reasons

why: "OBERON" Underwear is woven
from high-grade yarns of soft, yet durable
quality. It is ample cut and neatly, yet

strongly seamed. "OBERON" Underwear
looks and IS cosy and comfortable—giving

the wearer complete satisfaction.

"OBERON" NEGKWEAR
Brettles are actual manufacturer.s of neckwear, and
have always in stock a wide and attractive range of

ties in tasteful and exclusive designs, in all up-to-

date colourings and especialh' suitable for the better

to best-class trade. We ask our numerous friends

who have not yet stocked these goods to make a

point of sending us a trial order.

SILK HANDKERGHIEFS
We always hold well-assorted stocks in Madders,
Plain Colours, Fancy Colours, and Jap Silks in plain

hemmed and hemstitched lines—all of our usual

high standard of quality and excellent value.

Samples at the Addresses below :

Western Provinces: Eastern Provinces:

Mr. G. E. Ledder,
62 Grace Court,
Crrpox Street.

Vancouver - B.C.

_ 1" hnll & Harding
C;»rlav\r Bldg.,

Wellington St. W.,
Toronto

GEORGE BRETTLE & CO., LTD.
119 WOOD STREET, LONDON, E.G. 2, ENGLAND
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In Stock for Immediate Delivery

Men s and Boys' Suits

Men's, Boys'
and

Children's

Overcoats

We are quoting exceptionally

Lo\v Prices— Order Now
For Spring 1921

'^ ur salesmen will go to

thetradeabout Sept. 25.

Wait for them—it will

be to your advantage.

Elk Brand Clothes are fashioned of

\

hardy and attractive fabrics of the

very latest design, and are stylish and

up-to-date in every essential.

For your Boys' Department we offer

Elk Brand Clothes for Boys.

We offer a complete stock. See them and ap-

preciate something different in Boys' Suits.

J. Elkin & Co., Limited
Makers of Elk Brand Clothes

29-31 Vitre St. West Montreal
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"Wearwen"Trousers
Are All the Name Implies

There is quality, style and satisfac-

tion in every pair of "WEARWELL"
Trousers that will bring the cus-

tomer back for another pair of

"WEARWELLS/'

If you haven't placed your complete
orders for Fall, order now and make
sure of having lines that will satisfy

your customers.

Our Western Representative is

now showing a complete range of

—

Trovisers, Mackinaw Reefers and
Lumbermen's Breeches.

Western Sales Office: 316 Avenue Block*

265 Portage Ave., Winnipeg, Man.

Mr. H. O. Wodlinger, Manager

The Levine Manufacturing Co.
162 John Street, Toronto, Ontario



FOR MEN AND YOUNG MEN

New Styles for Spring 1921
University Clothes, as hitlierto, will embody those little fea-

tures that make them distinctive and above the ordinary.

The New Spring, 1921, styles are so appealing that we are

sure they will win instant appro\al.

From the selection of fabrics to the tinal finishing touches

absolute care is taken to assure you of a perfect garment,

one which will put the stamp of reliabilit}' in your store.

Travellers will go out about September 15 with one of the

most complete ranges we have ever offered.

314 Notre Dame St. W. MONTREAL

You can rest assured

that your orders will re-

ceive careful and prompt
attention when you send

them to us.

Coned Models

in Coat Forms
We are in a positidii \u take care of ydiir urdei'.< for di.splay

fixture- of all kind> for the clDthing and men'.s wear trade.

We change our models frequenllv to coufonn [o ilie latest

styles.

IVhy not buy the best ? "They cost no more"

No. 6-B

Our nciv vdlii-lixjiic on lyuincst.

CLATWORTHY & SON, LIMITED
Esr. 1896 161 King Street W., Toronto



64 MEN'S WEAR REVIEW

/'/;,„ ,/////» II

'llllh'1111%

.A

COPYRIGHTED

STANFIELDS
UNDERWEAR

"it wears longer"
TRADEMARK R^CISTtRtOO

Repeat orders filled promptly on most of our
standard lines.

Spring range for 1921 is now being shown by
our salesmen.

Truro

%
imniiii Nova Scotia

Stanfield's Adjustable Combinations and Sleepers (Patented) for growing children.
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A
AVOID FALL SALES

COMBINATION of circumstances devel-

oped to turn back the time clock of the

Summer sale season from six weeks to two
months. Unseasonable weather, the curtail-

ment of credit by the banks and a slight tighten-

ing up of the purse strings on the part of the

public were responsible for poor business and
consequent sales rendered necessary, perhaps,
to meet financial obligations. Merchandise that
could not be replaced at the same values was
sacrificed; stocks were, in a measure at all

events, cleared up. Following this came many
cancellations. Fall, therefore, should begin
with stocks in very good shape.

It seems to us that there is no occasion for a

repetition of methods pursued last spring no
matter how Fall business shapes up. Assuredly
it is altogether unde.sirable that another raft of

sales, with the accompanying advertising of

comparative values, be promoted this fall.

Merchants are fully aware that their present
stocks cannot be replaced at lower values.

Woolens purchased for spring clothing were
bought at a fifty per cent, advance over the

prices paid last year. Manufacturing costs have
certainly not decreased, nor is there any im-

mediate prospect that they will.

If the public, influenced by the propaganda
of the daily press, refuses to buy, believing that
lower prices are just over the hill, let them take
that attitude. Sooner or later it must recoil

on their own heads if merchants refuse to sell

good merchandise without profit. Manufac-
turers are stating that they cannot manufac-
ture at lower costs than they have because of

labor's attitude, increase in freight rates, in-

crease in the costs of woolens, and other in-

creases all along the line. Shorter hours or un-

employment, not only in the clothing industry

but in other industries as well, may bring labor

into an attitude of mind more amenable to

reason. There are already indications that pro-

duction is becoming more efl!icient; labor can
see the handwriting on the wall. If they had
given an honest day's work for an honest day's

pay months ago, clothing prices would not have
reached their present high level. If in spite of

all reason the daily press argues the people into

refusing to buy because they suspect gross

profiteering, let them do so; the inevitable will

be the glutting of the labor market, with the

consequent lower costs. Then prices will drop
with a bang. But, in the meantime, the mer-
chant ought to be able to stand firm if he has

properly financed his business during the fat

years.

A
CONDITIONS IN THE TRADE

FTER a careful canvas of the situation in

many of the cities and towns of Ontario,

Men's Wear Review has found that trade seems
to be much more active in the smaller centres

of population than in the larger ones. Cities

where demobilization resulted in phenomenal
trade a year ago are complaining that business

is dull; the same complaint is not heard in

smaller places. Conditions are, undoubtedly,

drifting back to normal to a more or less extent

and merchants find it difficult to look at Fall,

1920, trade out of normal eyes. The unusual

conditions governing the trade during the last

few years when competition played little or no

part in the game, when merchandise was easy

to sell and hard to get, are passing away. Busi-

ness will be harder to get both because of

greater competition and a noticeable tendency

on the part of the public to refrain from buying.

In spite of the new difl^culties to be met this

Fall, however, we feel after talking with many
merchants all over the country that business is

going to be good. There are not a few of the

city merchants who have balance sheets at the

end of the Summer that compare favorably and,

in some cases, exceed those of a year ago, de-

spite the unusual trade at that time. Many
merchants have stated to Men's Wear Review
that they believe the public in general are sick

to death of constant sales. This may partially

account for the more noticeable slackening in

trade in the larger centres of population than in

the smaller when such sales have been infre-

quent.
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Fall, 1920
Fall business opens nudei- conditions that are altogether iieio and unique in the history of vterchandising.

The whole trade atmosphere is surcharged with the feeling that loiver prices for merchandise are to prevail.

Scores of retailers have had customers come into their stores saying that things are going to be much cheaper;
and they have seen iuch customers walk away, fully convinced in their own minds that time was the essence

of the whole 'matter, that within a few short months the old days of the $35 suit, the $3 felt hat, and the 75-cent

7iecktie would return, and that the purchasing power of the dollar woidd again be normal. That is one type of

customer ivho steps jauntily upon the horizon of Fall, 1920, trade, and whose attitude of mind has to be con-

tc72ded with during the season that is now upon us. He creates a somewhat difficidt problem for sticcessful mer-
chandising. His attitude of mind is not one for which he, alone, is entirely responsible. It has been augmented
by a raft of sales promoted by reckless advertising. Prem.ier Meighen, in addressing recently the Imperial Press
Conference, pointed out that one of the worst sins of the modern newspaper reporter was to tell only the half-

truth. The same truism m,ight be equally applied to the advertiser. Sales advertising during the late Spring
and the Summer ynonths dwelt much upon prices offered being less than the manufacturers' prices. In the re-

ductions that were so lavishly advertised, the impression could not help but be created that too long profits made
them possible. This too frequent customer, with an attitude of mind looking for a big slump in prices, is the

product of advertising that did not tell the ivhole truth There were only a few honorable exceptions where re-

tailers frankly told their custotners through their advertising that prices for Fall would be higher and that the

bargains offered were prompted by over-stocking or the necessity of financial obligations to be met.

But there is another type of customer whose resistance must be overcome. If not a member he is, at least,

a devotee of the idea inculcated in the "Ole Clothes Leagjte." He is going to buy sparingly. He may believe

that there is too much profiteering going on in the clothing and haberdashery business, and, on a matter of prin-

ciple, buy only the bare necessities of the season. Or his own circumstances anight make it necessary for him.

to buy sparingly; he may belong to ivhat is known as the great clerical classes who have watched labor thrive on
advancing wages while theirs have not kept pace with the increasing cost of living. But through one caiise and
another, this man is not on the market for more than he actually needs. This type also creates a problem in

merchandising. There is only one way to deal with hitn. Quality is the argument to use with him. He viust

be convinced that the cheapest article in the long run is the best one. Men's Wear Revieiv believes that this

Fall presents a greater opportunity for sales on a strictly quality basis than has been the case for a mimber of

years. Well-infortned people know that prices are going to decline gradually ; that there ivill be no landslide,

carrying with it scores of financial wrecks. It is doubtful if they ever look for the old prices that obtained prior

to the ivar, and certainly they do not look for any radical reduction within a couple of years. Quality will count
tvith S7ich customers. They want that which will last and still look ivell. If you h ave it in your store, it is well

to advertise it. Make quality the uppermost consideration of your store service and policy.

Still a third type of customer must be dealt with if business during Fall, 1920, is to justify its present ex-

pectations. He is the customer tvhose extravagance is giving way to caution. In this class, perhaps, are to be

found many of the laboring classes who begin to realize, even though faintly, that continual demands for in-

creased xvages—demands that are usually granted—cannot mean other than increased costs of living. His buying
power has not, in the least, been restricted; his wages have engendered a spirit of extravagance that is hard to

curb. But the continual rise in the price of all commodities has made him think and his sentiment has under-
gone, or is undergoing, a change. He is becoviing more cautious. The price situation is profoundly interesting

to this type of customer, and he is likely to keep a careful ivatch on the whole trend of m,erchandise. The right
kind of merchandise at the right price is what he is looking for; and merchants will be well advised to •meet

the requirements of his case.

No matter what the problems confronting the trade during Fall of 1920 may be, there is no cause for undue
pessim,ism; on the contrary, the outlook seems to us to be decidedly good. Active trading between manufacturer,
wholesaler and retailer and customer does yiot stop when a nation is so abundantly prosperous as is Canada..
Hard times are not the counterpart of high wages, steady employment and under-production. Neither do we
have prosperous times when things are cheap, when labor floods the market and ivhen the wheels of iyidustry

are silent because supply has outrun the demand. We think that the retailer who looks to Fall of 1920 with mis-
givings does not read aright the signs of the times. We believe that it will be harder for him to get business,
perhaps; neither does it seem to us that the volume will be as great as it was last year when altogether unusual
conditions contributed to phenomenal business. But with higher prices, the actual cash returns should not be

much less. With more aggressive methods, with careful emphasis placed upon quality and service, with consistent
and truthful advertising , with a healthy spirit of competition making for good values, there should be a good Fall
season. The man who does not get it should take careful inventory of his stocks and of his methods of doing busi-

ness to see if there is not some fault somewhere that should be cot reeled before it is too late.

CUSTOMERS HELI» THEMSELVES
HERE

Salesmanship is, to a marked degree,

a matter of psychology—finding out

what the other man wants and then feed-

ing that want or playing upon that de-

sire. Phonix & Mitton, Walkerville, do a

large trade anions?; the working men
of the district. There are thousands of

them there and their trade is very de-

sirable and, once started, becomes very

regular. It seems to be an easy trade to

hold, once secured and with good ser-

vice given. Mr. Phonix stated to Men's

Wear Review that they have found it

very beneficial to literally throw their

showcase and stocks open to their cus-

tomers when they come in for goods.

They keep open every night of the week

except Thursday, because that is the

only time in which the workingmen can
come in to do their purchasing. "The
public likes to think that your store

was built for them especially," said Mr.
Phonix, "and we help them to think it.
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If we have a rush of customers in the

evening, we tell (hem to help them-

selves to what they want. And they do

it, too. They pick out what they are

looking for and hand us the money and

go out. We lose some things, of course,

but in the long run it pays and it

creates a good atmosphere In our

store."

Phonix & Mitton opened their store

in March of this year and report a big

business during the few months they

have been doing business.



Opening a New Store for the Boys
Idea of Clubb & Stewart of Vancouver

Carry Complete Stock of Goods For Little Men, Except Boots—Appointments the Same as

Men's Wear Store—Have Lady Manageress—Description of Store.

AS far as the regular, established

men's wear trade is concerned,

Clubb & Stewart, Ltd., Vancou-

ver, at their old stand, at 615 Hastings

Street, West, have all the most up-to-

date ideas embodied in their store. They
have continued to adopt the most mod-
ern methods since they launched out in

very modest premises in the early days

of Vancouver's history.

Have Special Boys' Store

But in recent times there nas 'oeen de-

veloped a department that has becom"
more of a specialty in up-to-date cloth-

ing stores—the boys' and youths' trade.

To give this department the attention

that its importance warrants, this firm

has just openf^d a special store for boys
and youths at 623 Granville street,

about the most expensive retail location

in Vancouver. This in itself should sug-

gest to the merchant generally the ad-

visability of investigating the possibili-

ties in catering to the "youngsters" in

his own neighborhood.

In this store as in others serving the

same trade, the fixtures and equipment
are identical with those in the "regular"

gents' furnishing establishments. The
suits and overcoats are displayed on
similar racks to the men's suits, and
in Clubb & Stewart's quite a large wall

case of the usual variety for men's hats

is well stocked with a full range of

"lid.s" for the youngsters.

One show case holds an attractive dis-

play of sweaters and bathing suits. An-
other shows dress shirts and collars, etc.,

in boys' sizes. Another holds a very
attractive display of imported English
jerseys and woollen socks, with fancy
tops.

Men's Wear Review was advised that

these imported English woolen lines are

great sellers to the American tourists.

A large wool case with racks is en-

tirely filled with a range of English and
Canadian oilskins, in all sizes and
colors. These are lightweight attrac-

tive little garments, and the tourists buy
them on sight. Another rack holds a

splendid assortment of the smallest

"kiddies' " reefers, in various colors.

This store carries everything for the

youngsters except boots.

Lady Store Manager

The store manager, who is a grey-

haired lady, with a personality that in-

spires confidence, and a mcijst thorough
knowledge of her wares (we promised
not to mention her name) told Men's
Wear Review that she sells both Cana-
dian and English knitted sweaters. "We
could sell more Canadian sweaters if

the Canadian knittiiig mills would fash-

ion the garments like the Old Country
mills do, that is knit the form into a
sleeve and the cuff on to it instead of

making the sweaters from piece goods
and sewing the garment together."

The store ht>.s made a specialty of the

genuine Highlr.nd suits and carried quite

a range. A window of the|se suits, trim-

med with heather, etc., certainly gets

a good share of attention from one large

element in the Canadian population.

The above is a picture of Clubb & Stewart's new store in Vancouver. This new store is devoted entirely to

boys' clothing and furnishings, and is a new departure in that respect in the trade in Canada.
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Styles and Fabrics for Spring
Outlined by Montreal Designers i,

Tendency Said To Be Distinctly Conservative—Moderate Gorged and Medium Waisted

Coats in Single and Double Breasted Models—Tweeds and Worsteds Popular

—

Slight Price Reduction, If Any.

ACCORDING to the best informa-

tion obtainable in the Montreal

field, styles of Spring clothing,

1921, will be considerably more consei^va-

tive than they have been hitherto. Every
manufacturer and designer is glad to

impart ideas and explain theories on the

dictates of fashion. A recent statement

given to Men's Wear Review by a Mont-
real manufacturer is as follows:

"A tendency toward more conservative

or staple stvles will be the feature of the
Spring models which will be shown to

the trade in the course of next month.
The fact that freakish modes are limit-

ing the productivity of the worker and
as a consequence are forcing up the cost
of the finished garment is, to a cei'tain

extent, responsible for the saner trend
of the designer's effort.

"Moderate gorged and mediuni-waisted
coats will predominate among other fea-
tures characterizing the Spring models.
Both single and double breasted styles
will be popub)- in one, two and three but-
ton models. Peak lapels are passe, the
blocked style or square notched being
preferred. Thirty and a half, thirty-two
or even thirty-six inch lengths will be
preferred in semi or form-fitting lines.
Waist seam models are a thing of the
past, as far as the better class is con-
cerned, and no belts will be seen.
Rounded fronts will compete equally
with straight, and shoulders will be
somewhat more square than formerly.
There will be no stiffening of flat effects
in the coat front anywhere. The coat
vents are to be shortened considerably
and will probably average about eight
inches in depth.

"In trousers, the semi-English style
will be favored by conservative dressers;
the bell-bottom trouser is also predicted
to be among the leaders and waist line.^
will be from one-half to an inch easier
in cut, allowing more freedom of move-
ment. No cuffs are featured on the flare
models, which show quite perceptible
fullness as compared with the cut of this
season."

Material-s to be Used

Tweeds and worsteds will lead in
fabrics for Spring; no novelty cloths are
announced. It is anticipated that the
sports suit shown in a variety of tweeds,
Donegals, homespuns and heathers will
be among the best sellers for Spring,
1921. The English note predominates
above all others and Scotch plaids and
shepherd checks even will be seen again.
As a rule, Canadian designers have fol-
lowed the style trend of the American

houses fairly closely, but with the latter

manifesting a plain determination to fea-

ture little else but English styles, Can-

adian men find themselves following in

the wake and adapting themselves to the

rougher finished cloths and sporting de-

signs.

Light weight ulsterettes will be very
popular next Spring for city men. These
overcoats are short in length, cut on
smart form-fitting lines in the lighter

weight fabrics, such as Scotch woollens.

Various types of general purpose water-
proofed coats are also being shown with
half-belts, cut on easy, full lines. The
Chesterfield, it is said, will be more worn
than ever next season.

As to Price and Deliveries

A feature of the situation as regards
Spring deliveries is that Easter comes at

an earlier date than usual—March 27th.
This will mean that the season of the
manufacturer of Spring clothing will be
one of the shortest in the history of the
business. It will leave an extremely
short period of time for manufacturers
to get in their orders and make up their
goods in time for the Easter retail trade.
Canada is ahead of the United States,
however, in this respect as travellers
start out about September 1st with their
Spring lines, whereas the average date
for American factories is November 1st.
Montreal men state that the piece goods
are practically costing the same as
they did six months ago, and they are,
therefore, buying for Spring on the same
basis as then; and were deliveries only
quicker in light-weight cloths they could
get their samples out almost on time.

Reports from Montreal men who have
just returned from England indicate that
things are pretty much at sixes and
sevens there, especially at Bradford,
where the big mills are playing a wait-
ing game, each with its eye upon the
other. Textile workers in the West Rid-
ing of Yorkshire are demanding a 40 per
cent, increase in wages, no Saturdays
and a two v/eeks' vacation annually.
Mills are showing an inclination to close
down rather than grant any concessions
eitner to labor or to the trade. The ser-
ious situation arising from cancellations
by Japanese and French Governments to-
gether with those from Canadian cloth-
ing men has begun to make its effects

upon the autocrats of the English wool-
len trade who are now, for the first time
in many years, facing the prospect of
actually competing for orders. It is felt,

also, that the decision of the British
Government to drop the role of wool
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SMALLER SHAPES, WIDER
TRIMMINGS

W. Galvin, of the Fried Grills &
Co., hat manufacturers, in outlin-

ing some of the styles for Spring
hats, stated to Men's Wear Review
that .shapes would be smaller, with
considerably wider trimmings.
Bands would be 21 to 27 line.

Among the new styles would be
many welts and the colors would
run to the lighter .>-hades, pearl
greys being particularly strong,
some of them be^ng finished with
a black band. While little if any
advance in price may be looked for,

it is expected that prices will re-

main firm.

Reports reaching hat manufac-
turers is to the effect that the Aus-
tralian clip this year is a short one
and will be .'hort thousands of
bales in comparison with last year.
In addition, the grade seems to be
of a poorer quality.

warehousemen for the whole world will

tend to bring down prices. "When Gov-

ernments step in and run things, costs

multiply and service becomes arrogant
and unsatisfactory," said a Montreal
manufacturer, "and when supply catches

up with demand, then competition will

grow keen all round. Costs must go
down a bit and the downward trend will

be as gradual as the climb upwards.
Labor disturbances or a capitalistic panic

might send prices tumbling down, but
the average decline must be gradual.
Strikes would enhance costs somewhat
but the strikei-s have always to pay thn

cost of their strikes in the end.''

The consensus of opinion among the

Montreal manufacturers is that any price
reduction for Spring lines, if any, will

hardly be noticeable.

On the whole, the market is by no
means pessimistic in its tendency. Con-
ditions, it is felt, will soon readjust them-
selves. Manufacturers and retailers alike
realize that profits must be shaved a
trifle.

A CORRECTION
In the advertisement of the Fried

Grills & Co., hat manufacturers, run
in last month's issue of Men's Wear
Review, the address was given as 139

Pearl Street, Toronto. It should have
read 39 Pearl Street, Toronto.

J. B. Gould's store at Port Hope was
entered on Saturday night, August 21st,

and a suit of clothes stolen.
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Proprietor of Two Stores at Twenty-six Years;

Personal Contact in Selling and Advertising
Leo. Watson, of London and Gait, in First Four Months in Former Place Has Sales Equalling

Value of Stock
—"We Buy Only Good Merchandise and Stand Behind Every

Sale"—Keeps Finger on Business.

({ rXTE buy only good merchandise

^%/ and stand behind every sale we
» make." Leo Watson, who owns

two stores, one in the heart of London

and the other in the heart of Gait, says

that this is the secret of the success

he has, so far, achieved in the clothing

and furnishing business. He started in

business in Gait four years ago; he was
then twenty-two years of age. In

August, he celebrated his twenty-sixth

birthday. His London store is one of

the nicest little stores in western On-
tario. We say "little" stores because

Mr. Watson dees not seem to be a great

believer in too large a store; a store

that is so big that the proprietor seldom,

if ever, comes in contact with the cus-

tomers who frequent that store, is not

very much to his liking. Personal

service is one of his strong mottoes; but

the day may come when Leo Watson
will find that, providing he continues to

succeed in the coming years as he has

in the last four, he may find it impos-

sible to carry out the idea of the pro-

prietor alwavs coming in contact with

his customers. He can probably come
near that ideal by instilling the motto
into the minds of his associates in busi-

ness.

Dees Direct Advertising

Mr. Watson carries this idea of play-

ing up the personal element in business
into his advertising and he says that it

has been proven to his satisfaction that
it is the best kind of advei-tising. While
he does not decry newspaper advertis-

ing, he believes the other is better;

newspaper advertising appeals to him
more as a medium for sales or special

features. But for persistent advertis-

ing, he gets right to his prospective
customer. In Gait, he sent out 200 per-
sonal letters or folders or circulars every
month for one year. At the end of that
year, he found that he had more than
100 regular clothing customers; he kept
track of those but he figures that he
also got many more customers for fur-
nishings of whom he kept no track. His
method of keeping track of his clothing
customers was to check up the sales
with the mailing lists he had on file.

In London, he is following up the same
idea; he sent out at the end of August a
"Let's-get-acquainted" folder, for he
finds that it takes some time to estab-
lish oneself in a community to that ex-
tent where worth is part of the estab-
lishment.

,

Customers Don't Like to Wait

This is an aee when everything is

Exterior viei': of Leo Wdtsmi's xtmi in London, Ontario. Mr. Watson says that
the "flulfij stuff" at the top of the window is one of the main features of it that
is attractive and alwai/s 7nakes the windoxv attractive.

done in a hurry and Mr. Watson feels

that when men come into the store they

want to be waited on by clerks who
know what they are talking about. He
sees that hjs clerks know their business

thoroughly. "If a man comes into this

store," he said to Men's Wear Review,
"we don't let him stand around; we wait

on him immediately if it is possible to

do so. I find that there are stores

when a clerk saunters up to a customer
as if he were doing that customer a

personal kindness by waiting on him;
that is not our policy here. It is the

customer who is doing us the kindness

and we try to repay it by prompt and
efficient attention and service. We
don't buy merchandise because it is

cheap, but because it is good. We don't

carry any workin? clothes in this store

because we feel that men want to know
they can get exclusive clothing and fur-

nishings here. Men know that they
can get a good assortment in such a

store."

Four Months* Sales Equal Stock

Leo Watson started his London store

on the first of April of this year. In
those four months his sales have equal-
led the value of his stock. Moreover,
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they have b^en, comparatively speaking,

quiet months in the clothing business as

merchants all over the country are well

aware. He believes that he will have

a turnover between three and four times

a year. He has gotten off to a good
start, at all events. Along with many
other merchants, he feels that Fall busi-

ness will be good and in justification of

his belief he points out what many
others have pointed out, that wages are

still high and going higher, that there

is no unemployment, and that the crop

outlook in Canada was never better.

His Finder on the Business

Mr. Watson keeps his finger on the

business all the time. At the close of

every day he knows exactly how his

clothing stands and he knows, too, the

condition of his furnishings. He does

not guess at buying; he knows what he
needs. For twenty-six years he has
done marvellously well and the clothing

business ought to hold something good
in store for Him.

Oak Hall store in St. Thomas was re-

cently entered and a quantity of mer-
chandise stolen.



Method of Handling Incoming Merchandise;
No Cost Price on Sales Tickets; Gives History

System in Use b}- the C. H. Smith Co., Ltd., of Windsor—Helps to Prevent Accumulation of

Old Merchandise—Everything Reckoned From Selline Price—Features of the Svstem.

EACH department in the large de-

partmental store of the C. H.
Smith Co., Ltd., of Windsor, is

run as a separate business. In this in-

tricate and most complete organization

is a men's furnishings department
which, incidentally, did more business

last year than the whole departmental
store did the first year it started in

Windsor, and that is not many years

ago either. Now there are nearly 25

departments, and the system of mer-
chandising in this store is one of the

most complete and finished that could

be found anywhere in this country.

Mr. Smith finds that a men's furnishings

department is a practical necessity be-

cause shopping for men has become one

of the household duties of the women
folk. Underwear, neckwear, etc., are

increasingly being bought by the

women, therefore, he argues, they should

be in a store where the women do their

shopping. One of the outstanding-

features of this system of merehandisin':^

is that all the departments are merchan-
dised on retail prices. No cost prices

are to be found on the sales tickets at

all; as a matter of fact the manager
of the department is the only one in

it who has knowledge of the cost price

of the goods offered for sale. He is

charged with the responsibility of

making that department pay; and the
system used throughout the whole store

is such that it contributes to that re-

sponsibility in the greatest possible

measure because it keeps him in daily

touch with the stock, what has been
bought and sold and the profit or loss

at the end of the day's business.

Ticketing According to Season

In outlining the system to Men's
Wear Review, Mr. Smith said that the

seasons were divided into two in hand-
ling the merchandise, spring and fall.

The first season, the first six months
and the second, the last six. Each
season is given a letter and the invoices
coming in are numbered with this letter

in order as they arrive as Al, A2, A3,
etc. The idea in giving each season a
letter is to eliminate the possibility of
stock remaining unsold for longer than
a given period. Mr. Smith explained
that, by this system, the merchandising
man could check over his stock and, at

a glance, tell the age of the merchandise
by the seasonal letter on the price ticket.

Carrying this idea of the seasonal let-

terring of the merchandising to the
sales tickets in each department it would
be like this:—Al—6051—$10.50.

That ticket means that the merchan-

One Sale in Fi\e Years

Chathamites Death on 'Em

There are two firms in Chatham that are not strong on sales. In five

years--, according to their .statements to Men's Wear Review, they have only

one sale between them. Mr. Trudell, of the "Two T's," says he has not had
a sale in five years, and Mr. Stone, of Stone, the Hatter, who is a few doors
from his, says he has had only one-

"Years ago," said Mr. Trudell, "you could get a special line of merchan-
dise and run a Saturday sale. But I have had no sale in my store for five

years, because goods have been hard to get. I do not believe in advertising

unless I can back up the advertising with the sales. I know there are men
advertising their $75.00 suits for $44.75. But that can't be done honestly in

Canada to-day and no reasonable man will believe it. The Retail Merchants'
Association should step in and stop that sort of advertising, because it is

putting the clothing business on the bum. You can't get a gold dollar for 98

cents. There was a time when you could offer for sale a $25.00 suit for

$15.00 and it was really a $25 suit, but at the present time there is no cloth-

ing merchant in Canada who can do it.

"I believe in doing business on a strictly legitimate basis. I have to have
profits to run my business and claim I can give values equal to any one else

in the business."

Stone, the Hatter, was equally emphatic in his denunciation of what he
believed were fake sales. While there was nothing in sales, he believed that

when they were advertised they should be run as advertised. He said he had
had only one sale during the last five years.

dise was listed on the first invoice of

the year (only two letters, of course,

are used in the year) that the number
of the line is 6051, and that the selling

price is $10.50. The manager of the de-

partment or the merchandising man of

the store can look at that ticket and, in

a moment, trace it to the invoice and
get the whole history of it.

What Is Done AVith the Invoices

"After the invoices are numbered,"
continued Mr. Smith, "they are placed

on a file and when the merchandise ar-

rives, the department manager or the

merchandise manager comes to the of-

fice for the invoice and checks off the

goods with the same. They mark on

the invoice the selling- price per article

and initial same, marking the depart-

ment thereon. Then they ticket the

goods showing the season letter and
number, manufacturing stock number
and selling price. In this way, no cost

appears on the merchandise. When the

invoice is returned to the office, the

various calculations are checked and ex-

tended and mark-up also checked. The
invoice is then charged to the depart-

ment at cost, plus freight and duty and
is charged at selling price.
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Departmental Totals at End of Month

"At the end of the month, all the de-

partments are totalled and purchases

charged for all the merchandise, plus

freight and duty, taken in during- the

month. These purchases for the month
are then entered into a statistical book

by departments at cost and selling. Re-

ductions and sales are also entered.

From this information and, knowing the

stock on hand at the first of the year, it

is easy to determine the amount of stock

in each department at retail price; also

the amount of stock at cost may be ar-

rived at by figuring the maintained

mark-up for purchases. For instance,

if the mark-up was 33 per cent., the per-

centage of merchandise at cost would

be 67 per cent -of amount of inventory

at selling price."

The Information Obtained

This method of handling stock, ac-

cording to Mr. Smith, keeps them in-

formed of the following facts with re-

gard to the business:

1. Total purchases for year at cost

price and selling price.

2. Maintained mark-up.
3. Reductions.

4. Sales present year.

(Continued on page 114)



Building Up Business in Fort William:
MacDonald & Woodgate Have Fine Store.

Started in Business in Stormy Year as Result of Another Man's Failure—Have Store With
Fine Appointments—Prominent in Civic and Sporting Circles.

IN
THE lives of successful men there

is always an inspiration. Young
men who start out in the mercantile

world at an early age, filled with visions

of early achievements in the financial

or business world, are often, perhaps,

disappointed at the meagre results which

attend their efforts. They see this or

that man whose ascent seems to have

been meteoric and wonder why they,

too, do not succeed as well, forgetting

that behind this new-found success there

may have been years of patient toil and
study which equipped them to grasp the

golden opportunity at the psychological

moment. While success came, as it

were, in the twinkling of an eye, back

of that success was the silent prepara-

tion, the plodding and, many times, the

same disappointments as attend other

men's efforts.

MacDonald & Woodgate, Fort William

There are two comparatively young
men in Fort William—J. G. Macdonald
and A. E. Woodgate—proprietors of a

very fine furnishing store in that city,

who have done well through persistent

effort, plodding and a rigid attention to

business. Fifteen years ago, George
Macdonald ran a little tailor shop in

Fort William; prior to that he had work-
ed for a number of the shops in that

city. In the same year, Bert Woodgate

was manager of one of the local fur-

nishing departments, being a compara-
tive stranger to that portion of western
Canada. Along with many other firms

that went to the wall in the disastrous

year of 1907 the firm that Mr. Wood-
gate worked for made an assignment.

Messrs. Macdonald and Woodgate saw
the opportunity and they grasped it;

they bought out the store in which the

latter was employed and started in busi-

ness. What they lacked in actual cash,

they made up in courage and good
name. These two men were well match-
ed to conduct a clothing and furnishing

business by reason of their respective

trainings; they secured the agency for

Fashion-Craft and the furnishing end
was bought under Mr. Woodgate's direc-

tion. Being liberal, but yet careful, the

new firm soon made its presence felt.

Each day their advertisement appeared
on the sporting page of the leading local

paper and, from the very first, the new
venture proved to be a success and made
money for the partners.

Branch Out in 1919

After twelve years of a successful

partnership, Macdonald and Woodgate
decided to branch out and they moved
into their present quarters in April of

last year. Fixture costs were high

in 1919, business was of a nervous char-

acter, merchants cautioned against ex-

pansion and the sinking of profits in

new equipment. But the new firm de-

cided that the time had come for ex-

pansion, so they secured as good fix-

tures, as up-to-date, as it was possible

to get.

In conducting the business, an equal

share of responsibility is assumed by
each. Mr. Macdonald's connection

with the civic life of Fort William
might well be considered a valuable as-

set to the business. On Mr. Wood-
gate's shoulders has devolved the work
of attending to the window and show-
case dressing and the interior decoration

of the store. He has also watched
over the financing and office work of

the firm's business.

Outside of Business

Alderman J. G. Macdonald—for that

is what he is in the city—is, perhaps,

one of the most prominent figures in

the civic life of Fort William. He has
been alderman for several years and
acting-mayor whenever His Worship is

out of the city. It is stated that he

could have been elected mayor in 1919
by acclamation if he had so desired. He
is chairman of the Public Utilities,

which comprises the street railway,

teelphone, waterworks, etc. In sport,

(Continued on page 115)

The above is a view of the ivindoivs of Macdonald & Woodgate, Fort William. A policy which this firm has
adopted and which they have found pays them well is that no undue pressure is ever brought to bear on a cus-

tomer to purchase an article. Every assistance is given the customer to do his purchasing, for the prices of all

goods are marked in plain figures. Macdonald & Woodgate employ the best salespeople they can get; but they
believe that it is better to have a customer go out of the store feeliyig that no offensive pressure has been used
than to make the sale knoiving that there is an inward protest on the part of the customer.
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Alcn accustomed to sfndj'ng views w'M see by the interior of this store, which is that of Macdonald & WokI-
gate, of Fort William, that it is finely equipped in every respect. The entire store fixt^ires are solid quarter-cut
oak, finished iv ynission style. All furnishings and clothing, while kept in full view, are covered with glass at all

times, except when being actually shown to a prospective customer. Over the top of the f^irnishings and cloth-

ing on either side of the store are massive glass showcases which are always kept dressed up-to-the-minute.
Showcases, wall cases, tables and wiytdoivs are dressed regularly, and, as will be seen by this and another vieiv

of the wiyniows, well. The store is kept spotlessly clean; chairs are set about here and there which carry with
them the invitation to be at ease.

Ad\ ertising

That Helps the

Other Fellow

An Advertisement That Helped Business
to n Comnetitor

"A man and woman came into my
store the other day," said James Ma-
thewson, of Yonge street, Toronto, to

Men's Wear Review a couple of weeks
ago, "to see a blue suit which I had in

the window."
"What size do you take?" asked Mr.

Mathewson.
"Oh, about a 36,"' was the customer's

reply.

The garment was tried on.

"Is that a good suit?" asked the pros-

pective customer.

"Yes," said the salesman, "it is. I

will guarantee that suit as being every
thread wool; it is good merchandise."

"Do you think it fits me?" again

queried the gentleman.

"Yes, I think it fits you perfectly,"

said Mr. Mathewson.

"All right, I'll take that suit." And
the sale was made.

But Here's the Story

"Do you know, it's a funny thing

about me buying that suit of clothes,"

said the customer. "I was reading in

the paper last night of a big sale of

clothing on in another store and I was
going to this store to purchase my suit.

But that looked like good merchandise

in your window. I was attracted by it,

and now I have bought it."

Advertising Sometimes Helps the

Other Fellow

The subject under discussion with Mr.

Mathewson was advertising, and he told

this story to show that advertising

sometimes helps the other fellow.

"There is a lot of advertising going on

these days," said Mr. Mathewson, "that
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is helping the other fellow. Clothing

men themselves are largely responsible

for the manner in which public confi-

dence has been destroyed in the cloth-

ing business. I believe the people are

getting sick of the sale advertising that

is carried in the Toronto papers from
one end of the week to the other. In

a city of 500,000 people there are many
people, I believe, who are looking for

good merchandise and who are not being

attracted by this kind of advertising.

There is no city in this country where
there are the number of sales run that

are being run in Toronto."

Which is Mr. Mathewson's way of

saying that many merchants are saying

every day that it is impossible to al-

ways sell a $50 suit for $39.50, that it is

impossible for half a dozen merchants

to conduct the world's or Canada's

greatest clothing sale at one and the

same time, and that the sooner saner

methods are used in advertising the bet-

ter for the trade in general.



Paying all Store Expenses By Cheque;
Keeps Closer Tab on Entire Business

Watson Bros., of Sarnia, Find This the Best System—Petty Cash Expenses Covered by One
Cheque—Advocate a Government System That Will Fit in With Tax Slips to

Save Money and Time for Most Merchants.

MERCHANTS who haven't a care-

ful system of accounting very

often discover at the end of the

year that there are some hundreds of

dollars gone somewhere of which there

is no trace. Little amounts are paid

for this and that and the other thing,

a contribution is given to this or that

or the other cause out of pocket and no

track is kept of it. A small express bill

or freight bill will be paid as the ex-

pressman hurriedly waits at the front

door; and in the little details that de-

mand the immediate attention of the

merchant no entry is made of this cash

paid out; and it is forgotten altogether.

Run Their Business by Cheque
The Watson Bros., of Sarnia, have

overcome this difficulty largely by pay-

ing everything by cheque. Salaries,

bills of all kinds, are either paid by a

cheque or taken from a petty cash ac-

count which is paid by cheque and

which never exceeds twenty-five dol-

lars. They found that the end of the

day often came with little cash in the

till; this, that and the other bill had
been paid by cash as they were pre-

sented and little leakages were occur-

ring against which there was no check.

Every dollar taken in over the counter

is, therefore, banked and they know
that they have a better hold on the busi-

ness from day to day.

Advocates Government System of

Bookkeeping
How Watson Bros, keep their books

is shown below in the accompanying
forms. They believe, however, that a

government system of bookkeeping, a

standard and a simple system for all re-

tail merchants would be preferable and
would save considerable time and trouble

on the part of all. Such a system, they
say, should be devised as will make ft

possible to carry it on to their tax slips

without undue trouble. The slips they

get now are not adaptable to the great

majority of retail merchants throughout
the country who conduct a small busi-

ness. They are required to answer
questions about bonded indebtedness and
like matters which do not affect them
at all and which take up needless time.

The above two forms are used by
Watson Bros., of Sarnia, in conducting

their business. It is a system devised

by themselves and is carried out day by
day during the whole of the month.
Simple as it is, they state that they are

able to keep their finger right on the

pulse of their business from day to day
and to know how it stands. If there

are more than three salesmen, of course,

the columns may be extended to cover
each man. In the column headed
"Other receipts" such items as rent may
be included if the whole of the building
is not occupied by the store.

DAILY RECORD
Salesmen's Salei

1. 2. 3.

Total Cash on
hand

Sales other
Receipts

Total Bank Balance
Cash in

Store

Total

•

PETTY LEDGER ACCOUNT
EXPENSE ACCOUNT

Cash
$25 only

Freight Office
Supplies

Misc. Total Salaries Advt. Interest Insurance Petty
Ledger

Alterations Telephone



Suggestions For Window Display;

The Value of the Show Card
Unit Display Better Than a Mixed Window— Clothes Should be Carefully Pressed and Fitted

to Good Forms—Too Many Gaudy Show Cards Being Used—
Cleanliness an Essential.

By H. HOLLINGSWORTH

MY IDEA of window-dressing in

a men's wear store, where elotli-

ing ana furnishings are carried,

is to have clothing in one window and

furnishings in the other. It is advisable

to show only one line of goods at a

time; for instance, show a whole window

of ties at a time so that the onlooker's

attention may be concentrated on that

one article. A mixed window is more

or less confusing to the onlooker and

has neither the drawing power nor the

selling power of the unit display.

No window should be without a ticket

except wherein extremely high-class

goods are shown. Ticketing inside the

store, too, is a big feature. These

tickets are silent salesmen and it is

essential to inside display that goods

be shown attractively and bear a price

ticket on them. The average man is a

busy man and he neither wants to waste

his own time nor the time of the clerk

in effecting a sale. Probably twenty-

five per cent, of all sales made are made
by silent salesmen. To neglect them,

therefore, is to neglect one of the most
effective salesmen in any organization.

Another essential in window-dressing

is that the proper display forms and
fixtures be used. I know there are

many merchants who think that the

purchasing of good forms and fixtures

for window-dressing is an extravagance,

but it is not so. It is necessary to the

proper display of a good fitting coat,

vest or shirt that such forms be used

as will illustrate the proper hang or fit

of the article wherever it may be. I

see lots of nice clothes displayed very

badly because the shoulders have not

been properly pressed out, the result

being that such goods do not look to

be nearly what they are actually worth
to the customer.

In connection with men's clothing dis-

plays in the United States, the very
poorest clothing stores take extra pains

to display the proper hang of the sleeve

or the fit of the back, so much so that

the displayed goods look even better

than the goods on the inside of the store.

It requires some study and ability to

properly display a suit of clothes. Very
often a poor quality of cloth can be
enhanced 100 per cent, simply by the

way it is displayed. A great many
window-dressers do not press out the

clothes before they put them in the
window and so do neither the maker
nor the clothes ample justice.

For fourteen years H. HoUings-
u'orth xvas display 'manager of the
Robt. Simpson Co., Ltd., of Toron-
to; he is now in business for him-
self. But during those fourteen
years he studied window display
and supervised it day in and day
out. He learned to know the actual
money value of proper and im-
proper windoiv display work, for
ivindows have to pay their way
as other departments do. He is

an expert in his line and he has
seen window-dressing develop from
the crude performance it was
tiventy years ago to the fine art it

has hecom,e to-day. What he says
about window-dressing is ivorth

reading. Men's Wear Review asked
him for some of the essentials of
windoiv display, and took down his

words jnst as they appear in this

article.

I think it is wise in dressing a win-

dow with suits to keep the garments of

the better quality away from the cheap-

er garments as the poorer ones will de-

tract from the appearance of the better

ones. If you are sliowing good suits

of clothes, show them; if poorer suits,

show them, but don't mix them up in

the same window. In other words,

showing $25.00 suits with $50.00 suits

is, in my opinion, not good judgment.
Also, I think it is better in displaying

suits of clothes to have all one price

in a window. It commands more at-

tention than another window would if

showing the lowest and the highest

priced suits carried in stock.

Absolute cleanliness is one of the

main essentials of good window dres-

sing; without it an effective display

cannot be made. Particularly at this

time -of the year I see many windows
with dead flies and dust and dirt

of one kind and another in

in them. This leads the onlooker to

feel that the inside of the store must
be like the window and it is not a great

inducement to go inside the store to

purchase merchandise. As near as pos-

sible, all windows should be made dirt

and dust proof.

In connection with show cards, there

is a tendency to use gaudy cards with
a good deal of color in them. In my
opinion these are not as good as a black
and v/hite card with the block type of

lettering on them. The simpler the
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card used for display the better. The
card that can be read while the onlooker

is on the walk or even passing in a

street car is the card to be preferred.

I notice very often that good displays

of blacks and navy blues are not made.

This is due to the fact that, with these

colors, the glai'e of the window makes
it hard to see them well. This can be

largely overcome by displaying greys

or light browns with the navies and the

blacks. It is well to mix them up and
the whole effect of the window is im-

proved.

It seems to me that there is a mark-
ed tendency to overcrowd window space

these days. Simplicity is a great es-

sential in window-dressing if it is to

reach its highest art and effectiveness.

It is much better to take half the quan-

tity and make each article stand out

individually so that it has some real

individuality than to fill a window up
with goods. As little as can be put in

a window without giving it the appear-

ance of being skimpy is, I think, the

very best kind of a window. Of course,

when sales are being held there must be

some exception to this rule because the

desire is to show the bargains and
prices rather than the quality of the

goods, perhaps. But for high-class

display, the window should not be over-

crowded at all. The danger of over-

crowding is much greater than under-
crowding.

Frequent changes in window-dressing
are to be commended. It is impossible

to over-estimate the yalue of a window
to the selling of merchandise. Particu-

larly should this be done on Friday
nights, because so many people are out

on the streets on Saturdays.

•~<*m»_-»1Ki.T*^

The neiv one-piece, octagon pointed
cap which is shoivn in brown English
overplaid tiueed; stitched visor with in-

side forehead protector. Shown by Bos-
ton Cap Co., Montreal.



Giving Men Something for Nothing
Does Not Bring Them into Your Store

Bentham's, of Dundas Street, Toronto, Have Received No Business by Selling Overalls and
Underwear Without a Profit, So Thev Take a Profit—Know Your Customers, Is

Their Motto—Workman Wants to Forget His Craft.

Is
IT necessary in the interests of

good business in clothing and haber-

dashery stores to make a leader of

overalls or certain lines of underwear

to get the working man's trade?

That is a question that has been put

to Men's Wear Review time and time

again by merchants all over the coun-

try. There are many merchants doing

it year in and year out. They are

selling overalls without a profit, at a

loss, in fact; and they are practically

giving away certain well-known line;|

of underwear to working men, believing

that it brings business into their stores

that they would not otherwise get.

Complaints have been made to Men's

Wear Review concerning this practice

and not a few merchants have expressed

a wish that they did not have to carry

these lines at all. We know of cases

where certain retailers have been ad-

vised in no uncertain terms that they

must not sell specified lines of under-

wear at a cut price or they would be un-

able to get any more. But we have

yet to hear of the manufacturer or

wholesaler of either underwear or over-

alls who has objected to profits made
on these lines or who has sought to fix

the retail price. And we doubt very

much if anything of real value is gain-

ed by giving goods away.

"Will Not Bring Men to Your Store"

Benthams, of 2921 Dundas street west,

Toronto, do not believe that it is neces-

sary to give goods away to get the

working men in their store. Their store

is situated in a locality literally running

with working men. And Mr. Bentham
states that their bread and butter de-

pends on the trade that comes to them
from the men who earn their living by
the sweat of their brows. "It will not

bring men into your store by giving

them something for nothing," he de-

clared emphatically to Men's Wear Re-

view. "That is not the way to get or to

retain their trade. ' And then he went
on to say that on Penman's ninety-five

and on overalls he made a good profit

and that all the merchants in his locality

did the same thing, and did it not by
arrangement, either, but because they
realized that it was not the way to get

the working man's trade. It might be

pointed out in this connection, too, that

they are as capable of paying prices as

most people rnd better than many.

Treat Them As If You AVere a

Working Man

That the working man has to be
treated differently from most people is

Canadian Straws Wrongly Numbered
R. Stirling, of St. Thomas, voiced an objection to Men's Wear Review re-

cently regarding the numbering of Canadian straw hats. So far as he was
concerned, he stated that this faulty numbering resulted in many hats being
left on his hands, because popular sizes were not to be had. At one time, he
said, 6% sized straw hats were not to be had in the whole city. It was not
infrequent that a 7 hat was numbered 7 '4. "I could have sold every straw
hat in the place," he said, "if they had been properly numbered."

Mr. Bentham's belief. "Treat the

working man as if you were a working
man," he said. "I make it a point to

know every working man that comes in-

to my store and I get to call him by his

first name. Occasionally, I go over to

the Union Stock Yards to see them and
to get better acquainted with them."

Give Him What He Wants

Mr. Bentham believes that a great

mistake can be made in trying to dic-

tate to the working man what he wants
or what he should wear. There are

many clerks, he says, who do not know
how to handle the working man. They
try to tell him what he should wear, why
he shouldn't wear this and why he should

wear that. The working man doesn't

like it, and it doesn't get the retailer

anything to try to tell him. Give h?m
what he wants. If he wants a black

bow tie, sell him a black bow tie. If

he wants an article that is not just up-

to-date, don't bother telling him that it

is not up-to-date, but sell him what he

wants. Don't talk style to the work-
ing man; he doesn't care much about
style and probably knows less about it.

Mr. Bentham believes in making a care-

ful study of the men who come into his

store to find out what their tastes are

and then get them what they want, re-

gardless.

Wants to Forget He Is a Working Man

It is Mr. Bentham's opinion that the

working man wants to forget his craft

when he comes out in the evening to

look around. For that reason, he does

not dress his window with working
men's clothes; he religiously avoids

dressing his windows with the goods

that the working man has to adorn him-

self with during the daytime. He
wants to help him forget what he really

wants to when he comes out to go with

the wife and kiddies to the movies. His

pulling power for working men's trade

is not primarily through his window
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space; it is through personal acquaint-
ance and good service when he comes
into the store to buy. If he sees a
working man he knows at his work
along the street somewhere he is at

pains to speak to That man, not in a
patronizing way by any means, but as
a hail fellow well met, which, in all

probability, he is. And once you have
met him, don't forget him. In this re-

spect, however, the working man may
not differ greatly from other men

—

men don't like to feel that they are of

so little importance or that they have
made such a faint impression on intro-

duction that they are forgotten the first

time there is another meeting.

Dress As Well As the Other Fellow

That the working man is dressing as
well as the other fellow is the opinion
of Mr. Bentham. True, he is not quite

so strong on waistlines, curves and the
slant of the pockets, but he buys good
clothes and is willing to pay the price

for them without much murmuring. He
wants value for the money he spends,
but, convinced that the value is there,

he is willing to foot the bill. And Mr.
Bentham does not believe that the dig-

nity of the working man is elevated by
giving him his work-a-day clothes for
nothing or that he can't afford to pay
for them as he affords to pay for the
suit he wears in the evenings or on
Sundays. Therefoie, he takes a fair

margin of profit on overalls and under-
wear as he does on clothes and neck-
wear. And why not?

Charles Deccardo, recently of Phila-

dVilphia, has jbden appointed devsigner

of College Brand Clothing at the Mont-
real factory. He is now engaged in

re-organizing the staff along American

lines.



Keeping Monthly Record of Haberdashery;

System Followed by Lumbers Co. Toronto,
Monthly Stock Sheet is Checked by Stock Taking—Movement of Different Lines Closely

Watched to Discover If They Are Moving Well—Thinks Monthly Record
Sufficient For Small Store.

HABERDASHERS there are who

believe that a daily record of

sales and stock on hand is un-

necessary. The stock they carry is en-

tirely haberdashery; it is not large,

taking stock is not an irksome task and

it can be done nicely in the quiet hours

of the morning or the evening. After

all, the chief thing, they say, is to have

a comparatively accurate knowledge of

the stock on hand so that they may be

guided safely in pm'chasing new stocks,

and know if this or that line is not

moving as quickly as it should. They
have found that a weekly or even a

monthly statement of stock on hand is

sufficient, especially when it has behind

it the actual performance of taking

stock and discovering that there can be

no possible error in the amount of stock

on hand. Such haberdashers state,

however, that such a record would not

be sufficient in a departmental store or

even in a store that is considerably

larger than their own; it applies strictly

to the smaller store.

The Lumbers Co., haberdashers at

733 Yonge street, Toronto, keep a

monthly record of all their haberdashery

lines. Associated with the actual re-

cord sheets which they keep showing the

movement of stocks, they take stock

monthly. Men's Wear Review was in-

formed by Mr. Lumbers that he and

the clerks in the store could take a

complete inventory of their stock inside

of two days, using certain hours in the

mornings and the evenings. He has

found that the monthly record has

served very well, though with the de-

velopment of his business he is contem-

plating either a daily or a weekly sys-

tem. The system, like most good sys-

tems, is a very simple one. It is shown
below in detail. This same system is

used in every line of haberdashery he
carries, with the exception of little lines

of jewellry which l.e has. He has a

double check on the quantity of stock

carried in these lines by the monthly
stock taking; it is impossible, therefore,

that any serious mistake, if mistake at

all, could be made.

Watches For Movement of Stock

Mr. Lumbers states that his record

sheets are watched very carefully so

that it may be ascertained if different

sizes and lines are moving as quickly

as they should. If, for instance, a line

of cashmere hose at the beginning of

the month is listed at 20 dozens and at

the end of the month there is little re-

duction in the quantity, he looks around
to see what is the matter with that line.

Either the clerks have not been pushing
them hard enough or there is something
wrong with the latter that makes it un-

appealing to the customers who come
into his store. If there is something
wrong with the merchandise, his stock

number shows him where they were
bought and he is more careful the next

time he places an order with that house.

At the same time, he will make an ef-

fort to get rid of such lines, knowing
that carrying them on is carrying dead
merchandise.

Here is another imit display of Shannon & Qidnv, of Hamilton, Ont. Note the way in which the trousers
are displayed.
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Making the Windows a Separate Department;

Keeping Tab on Displays and their Sales Value

Making Each Department Pay For Window Space Used—Helps to Pay For Window Expenses

And Turns in a Profit to the Firm—Resuhs in Better Displays and Promotes Sales.

TIME was ten or fifteen years age

when windows and window-dres-

sing were secondary considera-

tions in the management and economy

of store life. If "he stock room was

overcrowded and new consignments of

goods arrived for which there was no

room they could be dumped in the win-

dow and a rough and ready display

made of them. Window dressing

didn't matter much anyway; it was, at

that time, one of the undeveloped

sciences of modern merchandising. Ad-

vertising—and window dressing is a

form of advertising itself was an in-

significant part of store life. Such a

thing as an advertising manager was
unthought of and the coffers of the

present-day newspaper were little aug-

mented by departmental stores', cloth-

iers', haberdashers' and other mercantile

prices.

But Things Have Changed

But things have changed since that

day. Some of the brightest men in the

business world are now engaged in daily

bringing to the attention of the con-

suming public values, bargains, reasons

for purchasing at this, that and the

other store. Live-wire men today are

described as men who do a deal of ad-

vertising and who give an air of bustle

and push to their businesses. They use
big space in the daily newspapers and
promulgate novel advertising schemes of

one kind and another that bring results.

But all the advertising they do is not
done on paper. Windows are adver-
tisers; they are sellers of merchandise.
They are on duty twenty-four hours of
the day and thousands of dollars are
spent to beautify ihem so that the eye
of the passer-by may be attracted either
during the busy hours of the day or the
quieter hours of ihe night. Men be-
lieve in these salesmen to such an ex-
tent that they are kept ablaze all night
and elaborate elect'-ic signs are con-

structed as a beacon light to the win-

dow and the store.

Making a Department of Windows
System in store management and

economy is likewise a rapid development

of modern merchandising. There are

many stores whose proprietors know at

the end of the day the amount of stock

sold, amount on hand, gross profit, net

profit, loss, the number and value of

sales made by each clerk in his employ.

They say it all makes for better busi-

ness, helps them to conduct it more
scientifically and, with changeable mar-
kets, enables them to steer clear of fin-

ancial pitfalls.

Men's Wear Review has also heard of

departmental stores where windows
constitute one of the regular profit-

bearing departments in that store. It is

figured out that these windows have to

be paid for, they represent so much
floor space which is a part of the entire

store floor space on which taxes have

to be paid. Moreover, there is consider-

able expense in connection with their

upkeep. But the iieart of the whole
matter is that they are salesmen, oc-

cupying the best position in the whole
store. Like salesmen inside the store,

some window spaces in a store front

are better than others; therefore, they

are of more value to the firm.

Window Space Paid For by Departments

But the "firm" in this case is only an
abstract entity looking for dividends on
stocks. The inside selling departments
must pay these dividends. Each of

these departments, in turn, is given

space in the daily store advertisements

which helps them sell more goods and
turn out these dividends. Window dis-

plays also help sell goods. . In depart-

mental stores each department is given

an objective which must be reached and
all honor and more money to the man-
ager who exceeds the objective. He
figures out that a window display is of

MERCHANDISE JANUARY FEBRUARY
Shirts Stock on

Hand
Sold Rec'd Stock on

Hand

No. E 38 20 doz. 19

This is the simple system used by the Lumber.-, Co. in all lines of their
haberdashery. Different lines of shirts, of course, would have different num-
bering; and they are thus kept track of from month to month. The verifica-
tion of this stock sheet is arrived at in the monthly stock-taking. This sys-
em has proven very satisfactory to Mr. Lumbers, whose stock is not a
large one.

so much value to his department that

it will enable him to sell so many more
goods. The windows are already or-

ganized into a department charged with

the task of paying for themselves and

turning over a profit at the end of the

year.

How It Works Out
In these departmental stores, there-

fore, each department pays the manager
of window displays so much for window
space. There are, of course, some posi-

tions in the windows better than others.

There are many clothiers and haber-

dashers who have Loth front and side

windows and the value of window space
varies accordingly. Window display

managers by renting space pay for al-

terations and improvements in the win-
dows, make up their own salaries and
meet the expense connected with the

amount of floor space they occupy in

the whole store.

While such a system might seem
elabobrate for the smaller stores, yet a

modified system could be made to be of

real benefit. Merchants realize the
relative value of window display to

sales. Perhaps there are lines of men's
wear carried which are not displayed
enough. If a charge were made against
each department—even though it be but
a nominal charge— ;t could be ascertain-
ed what lines given window display
were bringing the best results. It

would likewise be a test of the work of
the window display men. "Goods well
displayed are goods half sold" is a tru-
ism of modern merchandising. If there
is not an immediate return for your
window displays, there is probably some-
thing wrong with the display. If win-
dow displays had to be paid for by the
departments inside the store it would be
an incentive to the display man to make
them pay, and to the managers of the
departments paying for the display to
take full benefit of these displays by
pushing sales.

Tlie shutdown of the mills of the
American Woolen Company has been the
subject of discussion and dispute in the
trade for many weeks. The labor ele-
ment was quick to pick up the matter,
calling it a strike of capital, and argu-
ing rhat it had been done to bring the
working man to terms in the matter of
wages. Politicians took it up and argued
that it was being used as a means of
swinging votes from one party to an-
other.

Lack of orders on which to operate
the mills was the reason assigned by
William M. Wood, president of the
company, for the shutdown.
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Keeping Perpetual Inventory of Stock;

Accurate Profit and Loss Statement Monthly
Cost of Each Article Sold is Marked on Sales Slips—Entry Made in Office Books—Net

Profit at End of Month and at End of Day If Necessary—Much
Depends on Accuracy.

A
PERPETUAL inventory of stock,

according to the manager of one

of the Yonge Street clothing and

haberdashery stores of Toronto, is a very

simple yet very exact system of keeping-

one's finger on the very pulse of the

business. There are two features about

it which commend it particularly:

1. There is always a check on the

stock.

2. An accurate statement of profit

and loss can be made at the end of each

month.
This store carries an avevage-sized

stock of clothing and haberdashery. The

turnover is rapid. In working out the

office system there are just the two de-

partments in the store—clothing and

furnishings, and the sales slips, there-

fore, show a sale to be either C or F.

Invoices Added to Different Departments

Starting out With the beginning of

the year when stock is taken, the in-

voices as they come in are added to the

different departments. As the goods are

sold the selling price and the cost price

are entered. Now, the difference be-

tween the stock, plus the invoices of

goods, less the sales cost should bs what
stock theie is in the store. The books

that are kept show what stock there is

in the store, that is the cost of it, and
this corresponds, of course, with the

yearly inventory or with an inventory

that may be taken at any time. The
statement was made to Men's Wear Re-
view that, providing accuracy were main-
tained throughout the year in the keep-

ing of the books and the proper entry

of the several sales in each department,
practically no error would creep into this

accounting by perpetual inventory. Not
a little of the success of the system, how-
ever, does depend on its accuracy.

How Sales Slips Are Handled

To begin with, in this store, a separate
account is kept of the sales of each
salesman. Befoi-e a clerk is given a
counter check book it is all stamped at
the office with his number on it; conse-
quently there is no chance of one clerk

being given credit for a sale made by
another. Each is careful to use only his

own check book. As "has been said, the
sales slip, when marked either C or F,

indicates what department is represent-
ed in the sale. In addition, the cost

price is marked by each clerk on the
sales slip. Suppose, for instance, that

he is selling a tie. His sales slip would
bs made out this way:

Tie F897 $1.00

The "F 897," of course, is a private

code, and the bookkeeper, in making the

Combat Future Price Increases;

Action Taken by Virginia Clothiers

The clothiers of Virginia have pledged themselves to fight further price

increases; at the same time they deplore the reckless attacks that have been

made against them by the irresponsible and uninformed press of the United

States. At their recent convention held at Richmond, the following resolu-

tion was unanimously passed:

—

"We, the Retail Clothiers' and Furnishers' Association of Virginia in

convention assembled deplore as unjust and misleading the attacks that
have been made against the retail merchants of the country.

"It is a fact easily proved that merchants have been obliged to pay
for merchandise, and therefore cannot sell at lower prices.

"It is a further fact that members of our association have endeavored
and pledge continued effort, both collectively and individually, to protest
and combat every advance, no matter what its nature, which would mean.'

further increase in prices and pledge every possible effort to secure re-

duction whenever and wherever possible.

"We urge every retail clothier and every manufacturing clothier in the
country to operate his business in these stressful times on the lowest pos-
sible margin of profit and with the highest efficiency possible.

"We urge the laborers in the industry to realize their responsibility to
ppeed up production and to give an honest day's work for an honest day's
pay.

"We maintain that clothing prices are no higher proportionately and
show no greater increases than have been shown in practically every other
commodity. We fully realize our duty to the consuming public and offer
our heartiest and full co-operation in every effort that makes for fair, square
and honest dealing."

entry in the books can transcribe the

cost price in plain figures. In the case

of all furnishings in this store the coded
cost price is the cost per dozen, not each.

Advantages of the System

It can readily be seen that there are

several advantages to this system. In

the first place the gross profit—or loss

—at the end of each day can very easily

hs determined. In the second place, an
accurate profit and loss statement is

made out at the end of each month. As
a matter of fact it is very easy to arrive

at an almost accurate statement at the

end of each day what the exact net pro-

fit or loss has been. Of course the over-

head expenses per month are known,
consequently it would be comparatively
easy to figure out the net profit or loss

per day if desirable. In the third place

it enables the management to keep a

monthly tab on the cost of stock so that

advantage of the 80 per cent, insurance
clause may be taken. This is one of the

very important things in modern mer-
chandising where the value of stocks is

continually changing.

While this system does not give a
daily record of the nuantity of stock on
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h:ind, it is not felt that this is necassary
where the stock is not too large to sum-
marize when buying is being done. In

the larger departmental stores where big

i-eserves may be kept or where each
article of haberdashery may constitute a
separate department, this may be more
necessary. At least, that is the opinion
of many merchants with whom Men's
Wear Review has talked and who have
an average stock of furnishings. At
least, the system is very complete and
very accurate, and is as simple as it is

complete and accurate.

A slight, but general reduction in the

price of all clothing seems assured for

the autumn and winter trade, according

to many of the leading merchants of

Philadelphia. They believe the high

point in prices was reached last spring

and say that now the cost of merchan-
dise is going down.

The underwear market in the United

States remains practically at a stand-

still and no new developments were ap-

parent at the closing of the week.
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Will Operate W.G.&R. Factories

Cluett,Peabody Take Possession
W. G. & R. Departmental Heads and Salesmen Remain—Spring

Lines of W. G. & R. to be Shown as Usual—

-

New Canadian Executive Appointed.

Late Deliveries

of Swiss Silks

CLUETT, Peabody & Co., of Can-

ada, Limited, has acquired the

business: of The Williams, Greene

and Rome Co., Limited, of Kitchener,

and will in future operate the three fac-

tories of that company.

This will give Cluett, Peabody & Co..

of Canada, Limited, six factories in the

following places:

St. Johns, P.Q.

Kitchener, Ont.

Montreal, P.Q.

Sherbrooke, P.Q.

Gait, Ont.

Pveston, Ont.

It is felt by the consolidating of

these plants under one management,
that considerable advantage will b3

gained by concentrating the manufac-

ture of the different articles produced

under control of two companies as form
erly.

The following is a list of goods which

will be manufactured by them in the

future:

Laundered and Soft Collars.

White and Fancy Shirts.

Pyjamas.
Ni^ht Robes
Athletic Underwear.

Boys' Waists.

Handkerchiefs.

Stocks of collars will be carried as

usual, in the salesrooms in Montreal,

Toronto, Winnipeg and Vancouver, and
complete assortment of other goods as

soon as production permits.

Shirts, pyjamas, underwear, etc., of

the W. G. & R. brand will be shown for

spring delivery as usual.

All of the heads of departments and
salesmen of the Williams, Greene &
Rome Company have been retained, and
will carry on their former duties with

increased responsibilities under the con-

solidation.

A new Canadian Executive has been
appointed as follows:

G. A. Cluett, President; F. W. Stew-
art, Vice-President and Managing Dir-

ector; F. S. Hodgins, Vice-President; A.

E. Cluett, Secretary; A. Gillespie, Treas-

urer.

Directors.—E. H. Cluett, C. A. Culver,

C. S. Dean, G. I. Miller, F. R. Caldwell,

L. Nash, J. R. Kirby, B. K. Robinson,

H. J. Elliott.

All goods ordered from both compan-
ies will be delivered as soon as produc-

tion will permit.

"Shall Be Paid by Purchaser

to Vendor at Time of Sale"

There has been some doubt in the

minds of many retailers throughout the

country as to the collection of the luxury
taxes. Special reference is here made
to the practice that has been followed

by a number of merchants in paying the

luxury taxes themselves. In some cases
this has been done as an inducement;
in others, to avoid the confusion that

followed upon the first introduction of

the budget last May. It will be remem-
bered that Sir Henry Drayton stated at

the time of introducing the budget that
the tax must be paid by the purchaser
at the time of purchase, but there has
been a more or less loose interpretation

of that clause, merchants contending
that, so long as the taxes were paid to

the Government it made no difference to

said Government how they were collect-

ed.

Ruling by Commissioner

Men's Wear Review, a few weeks ago,
addressed a letter to the Minister of
Finance asking him for a specific ruling

on the question as to whether it was
permissible for a merchant to pay the

tax himself if he so desired. Sir Henry
Drayton turned the matter over to the

Commissioner of Taxation, Mr. Breadner,
who replied as follows:

"I may state the Act providing for

the payment of luxury taxes on clothing

sets forth that such taxes shall be paid

by the purchaser to the vendor at the

time of sale of delivery for consumption
or use."

Mr. Breadner directed attention to

Section 3, Chapter 71 of the Act to

amend the Special War Revenue Act of

191.5, which reads as follows:

"(3) The excise taxes imposed by the
preceding sub-sections shall be paid by
the purchaser to the vendor at the time
of sale and delivery for consumption or

use, or on importation for consumption
or use other than for resale on the duty
paid value in addition to the duties of

custonjs already imposed, and such
taxes shall be paid in stamps or other-
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June Orders of 1919 Just Arriving

—

Bis Advances Since Then.

Very late deliveries of Swiss Silks

for neckwear are just arriving, accord-

ing to William Milne, neckwear manu-
facturer of Toronto. Mr. Milne states

that these silks were ordered in June of

1919, the lateness of the delivery being
due, of course, to the difficulty exper-

ienced by the Swiss mills in filling all

the orders they have received since the

conclusion of the war. These silks

were bought when the price was around
$6.50 or $7 a pound. They will be
made up into lines for fall that will be
some 20 per cent, lower than the prices

a year ago. If the same lines had
been bought three or four months ago,
said Mr. Milne, they would cost con-
siderably more than at present. Such
lines would sell at $20 on prevailing
prices four months ago; now they can
be made up into lines to sell to the
trade at $12.

It is still rather early, perhaps, to

make any authoritative forecast of
Spring prices, 1921. The whole condi-
tion of the silk market is so unstable as
to make such a forecast of silk prices
impossible. Labor, however, continues
to be a considerable factor in the ulti-

mate price of the necktie and staffs are
bein somewhat disorganized because
orders are slow in reaching the silk

mills. Tie manufacturers state that
retailers are not buying heavily and are
allowing their stocks to get pretty low.
If this is the case, the result may be a
flood of orders at the eleventh hour,
which will again send prices up. A
number of tie manufacturers have
stated to Men's Wear Review that prices
now are the cheapest they have been
for some time.

wise by the vendor to His Majesty in
accordance with such regulations as may
be prescribed."

This ruling should answer the ques-
tions of many retailers and set the mat-
ter at rest.

One of the difficulties with the cloth
ing industry seems to be its present
inability to utilize an attractive reduc-
tion in the price of goods. For example
it is figured that a worsted at $3.25 net
will make up in a suit to retail at
about $50. If the worstead material was
given to the cutter it does not seem that
a suit could be produced to retail for
much less than $38. A dollar a yard ofT

the price of a piece of goods is a size-
able reduction especially if the fabric
has been selling around $3 or $4. This
reduction of a dollar a yard however,
wouid mean only a reduction of about
$3.50 in the price of a finished suit,

unless the manufacturers of that suit
could make effective economies on their
own account.



Conservative Styles for Spring Shirtings;

Prices Higher; Production on Increase
Montreal Manufacturers Say Silk Shirt Becoming Less Popular— Inconspicuous Designs in

Checks and Pinheads With Distinctive Colors—Three-inch Cuff and Nine-inch

Width—English Prices Still High.

CONSERVATISM is the keynote in

the Spring styles of men's and

boys' shirtings; Montreal manu-

facturers seem agreed upon that point.

It would also seem that the popular silk

shirt is somewhat on the decline since

the better class trade refuse to buy and

prices are too high in these goods for

the average man. One manufacturer ex-

pressed the situation to Men's Wear Re-

view in this way: "There is a lapse in

the demand for silk shirts just at this

time, but of course there will be some
demand for them during the holiday sea-

son, and there will always be silk shirts

sold and worn. The poorer classes" of

men have been spending their high

wages for silk shirts and they have be-

come so common that the better-dressed

man who has always worn silk shirts

now sees them in such common use that

he doesn't want them any more. That
accounts for the better dressed man's
refusal to buy silk shirts.

"On the other hand, the poorer classes

have discovered that silk shirts worn in

common uses and considerably soiled

have been returned from the laundries

after the first washing badly worn or

sometimes even in ribbons. Those people

have thus arrived at the conclusion that,

after all, silk shirts are not practical

and consequently they are not buying
any either. Thus it is that there is very

little call for them from any source

"The present and future demand," he

continued, "is for plain staple shirts of

colored yarn madras in the better grades

and wool taffetas and percales in small

fancy patterns. Very few novelties are

being introduced as everybody seems shy
of money and retailers realize that there

is always a gamble on novelties in shirt-

wear. Therefore there is no volume of

business in novelties of any sort except

the usual demand for French flannel,

which is always good."

Shirt Styles—Quiet Patterns

Another prominent shirt manufacturer
said: "The tendency is for fine corded
madras with narrower and deeper cuffs.

Three inches will be the average depth
for cuffs instead of two and two and a

half, as they have been running. The
average width will be reduced from IOV2

inches to 9 inches.

Patterns are not all definitely decided

upon for Spring as deliveries from the

piece goods manufacturers have been un-

usually slow. It is said upon the best

authority, however, that sober effects in

tiny all-over designs such as pinheads,

•cross bars, cross lines, circles, and

checks, all of the most inconspicuous yet

distinctive colorings, will be preferred

by the best dressers. These are, of

course, better in the lighter weight

prints and percales, but the zephyrs,

taffetas, etc., will also show a marked

preference for less pronounced designs.

This tendency to get away from bright,

loud patterns, particularly in the higher

priced goods, is a noteworthy feature of

Spring styles. The better class of stores,

it is said, are buying these small designs

as well as plain-colored fabrics.

Comparatively few new styles are be-

ing shown, it is said, as the manufac-
turers are mere largely occupied with

production problems than they are in de-

signing novel effects.

Production on Increase

Production of shirts is expected to in-

crease during the next few months as

the Fall season generally finds factories

running at greater efficiency than during

the Summer. The present shortage of

shirts is so acute that wholesale houses

and manufacturers are now able to dis-

pose of styles and patterns that were
formerly indifferent sellers.

One authority on the question recent-

ly stated that "practically every shirt

factory in Canada is sold a solid year
ahead, and at the present time it is im-

possible to buy either through the jobber

or from the factory any men's shirts

from working to a negligee. Almost
everything in cotton goods is sold in the

retail stores cheaper to-day than to-

day's cost price, so where are the cheaper

prices for 1921 to come from?"

Advanced Prices

A representative of Men's Wear Re-
view recently interviewed the several

shirt and collar manufacturers of Mont-
real and ascertained that the factory

prices for next year on cotton shirts

show advances of from 30 to 75 per cent,

over this year's prices. The only lines

showing a decrease are the Japanese
goods, such as Habutais and Shantungs,
which will be about 25 per cent, cheaper.

Among the individual advances noted

by M. W. R. was that printed percales

will experience the most marked increase

of any shirting. Zephyrs and fancy
weaves with mercerized stripes will not

vary so much. The general feeling about

the situation among the manufacturers
is that no possible drop in price can be

expected until the fall of 1921. "The
majority of people think a slump is com-
ing very soon," said one wholesaler, "and
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whereas we would like to see their wishes

granted, yet, owing to the poor cotton

crop and the enormous demand from Eu-

rope, there cannot possibly be any reas-

onable basis for any assertion that prices

will drop. On the contrary, I expect

that the majority of manufacturers will

be working on a smaller percentage of

profit next season. Canadian factories

are now sold right up till January as far

as the production will go, and it may be

a question of allocating orders to our

various customers. Our latest delivery
date for Spring lines will be May, 1921,

and therefore no possible break in price
can occur before June. Jobbers have no
reserve stocks and as the demand for

all kinds of shirts is on the increase and
not a single cancellation coming in, you
can figure out the general situation for

yourself."

Engish Prices Still Up

Another prediction was that no drop
in price will occur for at least a year in

England and for even six months later

in the Canadian market. One line of

shirts made by a well-known firm sold in

Spring, 1920, for $27 per dozen. This
Fall the same line will sell for $42 per
dozen and two years from now the price

will be $80 per dozen, according to a

statement made by the managing direc-

tor to Men's Wear Review.

A chat with one or two of the lead-

ing retailers brought to light the fact

that they are as eager as ever for de-

liveries from the shirt makers, despite

the high prices and slowness of delivery.

In several cases they are entirely out of

certain lines and shipments for this Fall

are expected to run well into next year.

While high prices may not be desirable,

they have their compensation, according
to the retailer's point of view. One shirt

buyer, in discussing conditions following
the advent of high prices, pointed out
that the percentage of overhead of the

retailer ought to show a decline because
a considerably larger volume of business
is being done with the same amount of

help. An $8 shirt is now sold with as

little expense of time and effort as was
needed to sell a $2 shirt in pre-war
days. Not a positive proof of shortage.
The pract'cal thing now would be to pro-

duce more sensible and more du'-able

fabrics for shirtings, fabrics that have
a standard value. The wide experience

and ample resources of representative

manufacturers should enable them to

produce a quality which would be uni-

form, and large quantities that are more
economical.



The Advertising of Fall Merchandise;
Result Acid Test of Conduct of Other Sales

Advertising Men Say They Will Talk Quality and Tell Facts—Business Will Show How
Public Have Viewed Your Past Sales and Your Advertising—Moral

Effect of Honest Advertising.

ADVERTISING men this Fall are

facing new problems, some of

which have been created by the

unusual conditions that have obtained in

the trade since last Spring. Sales that

usually figure prominently in July and
August were run through June, and, in

some cases, even in May. Mid-summer
clearance sales v^^ere being conducted

long before mid-Summer had arrived.

These sales helped to create the present

feeling amongst consumers that lower
prices were on the verge of breaking and
that they should hold off for the time be-

ing. If the public stops buying alto-

gether it is difficult to foretell what may
happen, though it seems certain that

only one of two things must happen.
Either merchandise must be sacrificed

without nrofits or merchants will have
to "sit tight" and wait till the present

hvsteria created by vicious or uninform-
ed newspaper propaganda passes over.

It is certain, however, that the duty of

the advertising man has been made
heavier because of these prolonged sales

and this feeling amonest consumers. It

is his dutv to present a strong appeal
through the newspapers, such an ap-

neal as will bring "erist to the mill."

How is he going to do it?

Will Talk Quality and Tell Facts

Men's Wear Review asked Edgar V.

M. Gilbert, advertising manager of the

J. H. Blumenthal's Sons, Ltd., Montreal,

his opinions regarding the best kind of

advertising for the Fall and Winter
trade.

"I have come to the conclusion that

the only way to meet the situation," said

Mr. Gilbert, "is to explain the facts and
to talk quality. Of course, it is all very
well for me to say "talk quality." How?
First of all, I plan to feature "the un-
seen things in clothing." Why does a

better garment—meaning a higher-

priced garment—keep its shape where
the cheap suit doesn't? After all, is

not Hart, Schaffner and Marx's advertis-

ing of quality the very best we have yet

read, telline the quality by dividing the

number of days you wear the suit into

the price you pav? What is workman-
ship anyway? Why do the stores' buy-
ers harp so much on workmansh-Ti. and
"why does the consumer say nothing

—

and think little—about workmansh'n?
Is the retail buyer all wrong in insistin'^

on sleeve linings that are sewn in and
not just tacked in at the edge of the

sleeve? Is he foolish to insist on hand-
made button holes ? Is Hymo lining

a necessity? Is fine canvas such a

desideratum? and whv does the careful

In a border touni or city difficulties that are foreign to most merchants
iydavd have to be met and overcome. There is a strong disposition to cross
the line to larger cities and purchase many lines of Tnen's wear. In cotton
goods in particular competition from across the line for the Canadian
border cities is hard to meet. Clothing men in Windsor are continually
faced with these difficidties and, in addition, they face the general belief

that lower prices are about to prevail to a more or less ynarked degree.
Mr. Briden, manager of the Oak Hall store in Wi^idsor, believes that

the coming year presents neiv problems to the advertising yuan which have
to be met in new ways. The day of high prices, he says, is past. Dis-
cussing with Men's Wear Review their policy of advertising during the
coining Fall, he said: "We ivill advertise strongly through the newspapers
and we ivill empliasize strongly medium prices, of which ive have a large
stock at present. We will appeal to the people through the medium of
the lower-priced goods because the day of high prices is absolutely past.
In conjunction with this kind of advertising, xve will also talk quality,
and point out to the customer that even though prices are still high, it

pays to get good quality that makes it unnecessary to purchase as fre-
quently as in the case of inferior goods."

buyer study the workmanship of the
trousers ?

"The thing the buyer looks for to

keep his customers the customer ought
to look for in buying his clothes, and
the sooner the consumer knows there is

more to clothes than fabric and style, the

easier it will be for the reliable mer-
chant to do business and the harder it

will be for the shopkeeper who wants
to clean up a fortune.

Fall Business Will be Test

"Fall business, in my opinion, will not

be so good with some stores, for after

all this coming season is going to be the

test of the merchants of Canada. Who
has dealt honestly with the public in

these past two or three years will find

business good; but he who has put it

over on the public will find plenty of

time to rue his work."
Discussing the same question in Men's

Wear of Chicago, R. C. Bretz, vice-

president of the Derge-Bodenhausen
Clothing Co.. of St. Joseph, Mo., says

the following:

"At the critical time, in face of the

recent crisis, it was our advertising plan

to be more constructive. We tried to

reason with the consumers, taking them
into our confidence. We dealt with them
as a wild, seething, clamoring mob, that

must be appeased, and justly so. Our
advertising was carefully guarded and
only constructive propaganda was
spread. We had the Fall season in mind
constantly, and were very careful so

that we would not have to contradict

ourselves later. That, in our opinion,

would shatter confidence in our store

policy. What the retailer gained this

summer by using bold '24 point type'

and 'full pages' to herald the so-called

coming of lower prices will be lost in

the volume of business this Fall. Just
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think how confusing to the buying public
it will be for these merchants who an-
nounced that prices had fallen to have
to tell the consumer that they were
wrong and that they had only been fool-
ing the public.

"I think any stagnation of business
this Fall will depend wholly on how
much false news you spread in putting
over your semi-annual clearance sale
last Spring. Do not get the idea that
I am trying to belittle the 'clearance
sale,' because I am not. It is a matter
of store policy, whether you merchan-
dise with the twice yearly sale in mind
or whether you believe in giving big
values the year round. Your profit will
be about the same, only the moral effect
and force of your advertising will be
greatly enhanced should you choose the
latter policy. The first step towards
success, is right thinking. The second
step is truthful advertising.

"Trying to analyze the two kinds of
advertising policies reminds me greatly
of the woman who used a certain tablet
for headaches. At first she thought she
was helped, but she found after a while
she had to double the dose to get the
same results. She had reached a point
where nothing else would relieve her,
and to continue with the tablets in quan-
tities needed for relief would kill her.
You can figure it out for yourself. A
business that is so founded that it con-
tinually needs tonic of that kind is not
healthy. I contend that if the skill and
brains of the combined advertising pro-
fession were directed along construc-
tive and educational lines instead of the
'was' and 'now' price, the retail business
of this country would be on such a solid
and staple foundation that nothing could
shake it. The power of advertising i?

mighty and when directed along the right
lines will b-ar fruit tenfold."



Creates History Sheets for Overcoats;

Valuable Information on Stock Sheets
Serial Number Used Which is Key to Entire History of Each Line—Can Tell When Line

Arrived, From Whom Purchased and How It Has Sold—Prevents Over-buying,

Accumulation of Stock and Carrying Old Lines.

THERE are several very good rea-

sons why the up-to-date stock-

keeper and merchant should have
the most intimate knowledge of his stock.

Whether that stock be on the shelves or

in the stock-room, it is important to suc-

cessful merchandising—and also to the

service one tries to render his customers
in putting out for sale the latest goods
in all lines of men's wear—that a dealer

has at his finger tips the exact know-
ledge of his stock. The old idea that

one can know his stock only at stock-

taking time has given way to a host of

more progressive methods of merchan-
dising; the merchant to-day who figures

on profits out of quicker turnovers must
know the condition his stock is in at the

close of every day's business. Very
simple methods have been worked out

for the various lines of men's wear
and are in successful operation through-
out hundreds , of stores on this half-

continent. But all methods are not

adaptable to all stores; conditions vary
and. make it advisable that one system
be dropped for another one that more
nearly meets the requirements of this

or that particular store. The trend of

merchandising in men's wear stores is

ever toward siniplicity with the most
accurate results. Particularly in de-

partmental stores is this desirable; it so

centralizes the entire store system that

the proprietor can have placed before

him at the end of the day by the man-
agers of the various departments the

exact amount of the day's business and
the condition of the stock at the end of

that day.

History Sheets for Overcoats
The firm of Holt-Renfrew Co., Ltd..

with stores in Toronto and Montreal,

have worked out a very simple system
in connection with their overcoats, which,

at all times, is an accurate history of

the condition of their stock. By the

ticket to be found on each overcoat it

can be ascertained the number of the

line, the date of arrival, the cost and
the selling price. And then by examin-
ing the stock sheet which corresponds
to the serial number on the overcoat
the number of overcoats of this line,

whether on the shelves or in the stock

room, can be ascertained. This stock
sheet, of course, is revised after each
day's sales; by this method the daily

condition of the stock is known.

Each Line Separately Numbered

These tickets and stock sheets are
made up from each invoice that comes
in with a consignment of goods. And
every line on the invoice is given a

separate number. Suppose, for instance,

that only eight out of a dozen overcoats
ordered are shown on an invoice. The
eight overcoats are given their serial

number, and when the other four come
in they are given another number alto-

gether. If there are four lines on the
invoice each line is given a separate num-
ber and continual reference is made to

the stock sheet if it is desirable to know
the maker of the overcoat, the cost of

it, how long it has been in stock, and
how many of this one line have been
sold. The ticket on the overcoat is the

key to the stock sheet, which gives a

complete history of that one line; it

gives the serial number, which, in itself,

is the required information as to the

date of arrival of that particular ove'-

coat. In addition, of course, it gives the

cost and selling price of the overcoat.

Advantages of the System

What are the advantages of this sys-

tem ? They are many. In these days

of merchandising when competition is

keen, when merchants are buying on a

rising market with uncertainty looming
large in the not far-distant future, it is

essential to the well-conducted business

that the most exact knowledge of stock

be known at the time of buying, other-

wise duplication results, certain lines be-

come overstocked, and, in the distance, a

sacrifice of good but out-of-date mer-

chandise becomes inevitable. That means
a loss of money and smaller profits at

the end of the year with poorer service

to one's customer. The buying of mer-

chandise can be done and ought to be

done on as scientific a basis as the most
delicate experiment in the laboratory;

it should not be mere guessing with only

a superficial idea of the coming season's

business and no knowledge whatever of

what one has in stock.

In the second place it prevents the

accumulation of old goods. The serial

numbers used on the tickets and the

record sheets give the date of the ar-

rival of those lines. To a merchant whr>

caters to a very high-class trade and is

continually after new goods for his cus-

tomers, this is particularly valuable in-

formation. He may have it firmly fixed

in his own mind how long merchandise
should be on his shelves to keep within

the safe profit margin. Turnover, to

such a merchant, is a necessity both

from the standpoint of the successful

Confnued on Page 114

A Fall display by Holt-Renfrew & Co., Ltd., of Toronto
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An Order Should Become a Contract;

Cancellations Upset Credit and Production
Manufacturers and Wholesalers Have Accepted Recent Cancellations Without Complaining

Retailer Should Recognize His Responsibility in Industrial State—Better

Knowledge of Stocks Essential.

THERE are, normally, a certain

number of cancellations received

by wholesale and manufacturing-

houses during the course of the year.

An over-zealous, over-persuasive sales-

man is sometimes responsible for this

development of the trade. At the same

time, there is little justification for the

retailer in allowing such a salesman to

upset his knowledge of the requirements

of his own particular trade, or what his

knowledge should be. The retailer is

an important factor in the whole busi-

ness life of the country. He is the

medium between the producer and the

consumer. When the manufacturer

starts out to figure how many suits or

overcoats he will make up for the next

season, he makes a careful survey of the

requirements of the trade as based on

previous orders received. To that, he

adds, in all probability, a little for in-

creased business due to more aggressive

methods. When the wholesaler books

his orders for imported or domestic

lines, he does so on the strength of the

business of the last similar season from
his customers—the retailers. Thus the

retailer becomes the criterion of pro-

ducers' efforts. The retailer should,

just to this extent, realize the import-

ance of his position in the community
and seek to render reliable service.

Crder Should Be a Contract

Perhaps it never was a good thing

for merchandising in general that can-

cellations of orders were ever allowed.

After all, the same principles should

govern the sale of suit lengths as govern
the sale of one piece of property from
one man to another. It becomes a con-

tract in the case of real estate; but in

the case of the suit lengths or other

men's wear merchandise it seems to be
more or less of an open contract that

can be cancelled at will or wish. It

can easily be seen how such a loosely-

constructed arrangement will make for

an unsettled condition in the whole in-

dustrial fabric of the state. If goods
are to be cancelled in a wholesale
fashion, a number of unhealthy and em-
barrassing contingencies arise. The
manufacturer produces according to

orders received and if those orders be
cancelled after the goods have been
made up, the manufacturer is left with
big stocks on his hands, he may not
have money to meet his obligations, and
the result is disaster. The retailer, in

many cases, is carried for a certain
time by the wholesaler or the manufac-
turer. If every person who bought

MANUFACTURERS' SALE
CONDEMNED

Strong action by the Washington
Clothiers' Association with regard
to the practice of manufacturers
putting on a sale of clothing direct

to the consumer was recently taken
at their convention, when the fol-

lowing resolution was passed:

—

"Be it resolved that the Wa.sh-

ington Retail Clothiers' Associa-
tion go on record protesting the

action of manufacturers and job-

bers in selling direct to the con-

sumer, commissaries, etc., and
that a copy of this resolution be
forwarded to the secretary's of-

fice of both the manufacturers' and
jobbers' associations of Oregon and
Washington, and be it

"Further resolved that the sec-
retary be instructed to file the
names of offenders with the mem-
bers of the association."

goods from the retailer should suddenly
return them, the retailer's financial posi-

tion would soon become very much in-

volved with his wholesaler or manufac-
turer. Credits and production become
seriously involved where wholesale can-

cellations obtain. An order should be-

come a contract, seriously entered into

and as rigidly carried out.

The Heavy Fall Cancellations

In ordinary times cancellations could

be absorbed by a wholesaler or manu-
facturer without loss. He usually ac-

cepted them as part of the day's busi-

ness, without objection and feeling that

he was doing a kindness to the retailer

who cancelled. And Men's Wear Re-
view will say this after talking with

scores of wholesalers and manufacturers
during the last few months: that in

rpite of the numerous and heavy cancel-

lations they have received, they have
taken them without a murmur. "What
can we do? We don't want to offend

our customers" has been said time and
time again. The Fall cancellations, of

course, have been altogether unusually

heavy. It has taken a strong house,

financially, to weather these cancella-

tions; some have not been so fortunate

and have gone to the wall or been forced

into methods of unloading that have not

met with a hearty response. Assured-
ly, the manufacturer and wholesaler has
not been responsible for the retailer's

over-stocking or for the inclement

weather that spoiled his Spring and
nearlv spoiled his summer business.
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Yet, they have had to bear these heavy
cancellations, due to conditions not of

their creating.

The Moral Is Obvious

The moral of the whole case is very
obvious. In the first place, there

should be a firmer understanding be-

tween buyer and seller as to the nature
of an order. It should take on con-

siderably more of the form of a con-

tract which, once engaged in, should be
regarded as binding. In England, the

cancellation of an order is accepted.

But it is accepted but once, for the man
who cancels an order of goods is wiped
off the slate and no further order is

accepted from him. In the second
place, houses should instruct their re-

presentatives to use judgment and cau-
tion in booking orders and less emphasis
should be placed upon the understanding
that unsold numbers can be returned.
Men's Wear Review recently heard of
the case of a traveller for a large cloth-

ing house who went into a retailer's

Ltore, looked over his stock carefully,

and then went and shook hands with his

customer, telling him that he did not
need any more clothing and that he did
not wish to urge him to buy. The re-

tailer thanked him, and said that he had
saved him the trouble of telling him
that he didn't want to buy any. But
that traveller, at the same time, made
a very firm friend for his house because
he was perfectly frank and honest in the
course which he pursued.

Know Your Stocks

There is still another point which
should not be lost sight of by the retail-

er. He should have the most intimate
knowledge of his entire stock of clothing
and furnishings. There are a dozen
simple systems whereby a retailer can
know the condition of his clothing and
every line of furnishings carried at the
end of each day. Knowing this, he
can buy scientifically, not as a mere
guess. It is impossible for trade to be
in any condition when it is not to the
advantage of the retailer to know the
exact shape his stock is in. Without
a complete knowledge of his stock and
without a knowledge of the requirements
of the community which he serves, buy-
ing becomes the merest guessing. Soon-
er or later, such buving leads to disas-
ter.

I. Lewis is commencing a Men's Fur-
nishing and Shoe Store at Hull.

Laird & Carson, Men's Furnishers, of
Stratford, have dissolved partnership.



Things Heard and Seen by "The Spectator"
Not Enough Attention Being Paid by Some Merchants to Window Display—More Encour-

agement For the Clerk—Things Being Said About Three Cities—What Organiza-

tion Would Accomplish.

T "T 7HILE a marked improvement is observable in

V/V/ window dressing and in the very style of the store
' ^ fronts and the windows that are dressed, I still

wander into towns and cities where this most important
phase of modern merchandising is either lost or has never
been found. Twenty-five years ago when hydro-electric

or other electrical power had not made of our town and
city streets a pathway, as light as day, that should be trod-

den by many thousands of feet after the day's woi'Tv was
done, window dressing had little place in the store man-
agement. Now a thousand electrical signs blaze the way
to theatres and other places of amusement in the very
heart of the city. The store may close its doors at six

o'clock in the evening; but there is no reason why it should

stop doing business at that hour. More people will, in all

probability, look into your window after your doors are

closed than when they are open. Yet I find many mer-
chants not taking all possible advantage of this fact. I

was surprised in going into a Western Ontario city a short

time ago to find that only one store in that whole city had
a store front that was at all modem, or whose windows
were dressed up to the mark. I have never talked with a

merchant who really had a good store front and well-

dressed windows who did not tell me the same thing—that

his windows were the best paying investment he had made.
They bring results- There are departmental stores in this

country charging the various departments thi'oughout the
store for the use of the windows; and departmental man-
agers are so convinced of the value of a good window
trim to the sale of the merchandise in their departments
that they pay the price gladly. I would say to some mei'-

chants in Ontario that they might well invest a few hun-
dred dollars in good fixtures and a more up-to-date store

front. It will soon pay for itself.

Clerks Interested in Window Trimming

Among the clerks in many of the smaller stores into

which I go, I find a lively interest being taken in window
dressing. The impression I get from them in talking
about the matter is that they do not get any too much en-
couragement fi'om their employers in this work. It seems
to me that it would be well worth the employer's while
to discuss this matter with his clerks to see if something
cannot be done to improve both the clerk and the windows
in your store. One of the new departments being opened
by the National Association in the United States is win-
dow trimming; free courses are to be pi'ovided for clerks
in clothing and haberdashery stores. When a national
association is formed here, it is to be hoped that this step
will be followed.

Seasonal Goods Displayed Too Late

It seems to me that too many merchants leave the
dressing of their windows with Fall goods much too late.

Between the 15th and the 20th of August I was in five

towns and cities in Western Ontario and out of the thirty
or thirty-five windows I saw there was only one where
an advanced shovdng of Fall goods was on display. It

surprised me to see one store which concentrates on hats

with Summer straws still in it. Unless I am greatly mis-
taken, men ai'e not thinking about buying Summer straws
around the middle of August, and if they are it is mere
necessity that drives them to it and a window display is no
allurement. If a man has only one window in his store

and is having an August sale, it is inevitable, perhaps,
that sales goods get in the windows. But where there

are two or more windows, it seems to me that a Fall dis-

play of men's wear should be made around, or not long
after, the 15th of August. If you fail to bring it to the
attention of the passer-by that Fall is coming, he will

—

you may depend upon it—forget it as long as he can, and
the longer you display Summer goods, the longer he feels

comfortable in wearing his.

Sacrificing Summer Straws Too Soon

I have had many merchants say to me that Summer
straws are sacrificed much too early in the season. I

agree with them entirely. Time was when we looked for
Summer straws about the 24th of May. But there is no
denying the fact that the seasons have changed and hot
weather puts in its appearance much later than it did
fifteen years ago. The first straws are now seen nearer
the 24th of June than the 24th of May and hot weather
continues into the middle of September. I met a man
in Sarnia the other day who said he had sold every straw
hat he had in the place and that he had sacrificed fewer
than a dozen of them. He must have been a careful
buyer. If more merchants bought more carefully there
is no reason why the slaughter of Summer straws should
begin about the first or the fifteenth of July. It seems
to me that the first of August is plenty early enough, per-
haps earlier even than is necessary. Hat manufacturers
have said the same thing to me many times, that mer-
chants sacrifice their Summer straws much sooner than
is necessary.

What Organization Would Do
This is one instance of a hundred that might be cited

where local organization would eliminate needless sacrific-
ing of profits. As I go into towns and cities I run up
against this lack of organization in many different ways.
Life could be made much more pleasant and business
would not suffer one whit by organization amongst the
clothing men that eliminated slaughter sales. I hear all
over the country caustic criticisms of Toronto, Hamilton
and Montreal—more particularly the two former—for the
slaughter sales they have been running during the last
few months. There is no use trying to hide the fact,
either, that the great majority of merchants throughout
the country do not believe in their genuineness or sin-
cerity. I can only see one way to stop it—organization
that will weed out or expose sales that are not genuine.
Merchants all over the country tell me that clothing men
themselves have done more to put the clothing business
in disrepute by the manner in which they have run sales
than any other agency in the land. I believe that the next
provincial convention will see some strong objections
to these methods.
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it. //. & J. Dowler, Ltd., have recently completed al

have as fine w'mdows for display as any to be seen in t

front in Men's Wear Review would not have served tha
paper, namely, to give such detail as will he helpful or s

his otvn work wherever he may be located. For that rea
in these windotvs. Mr. Jackson, who is assistant sales m
the dressing of these opening wiyidows, of which the ab
in color, price and merchandise; and three of the open, w
on the unit plan. Mr. Jackson, stated to Men's Wear Re
dressed was to sell merchandise; back of this was the d
and compelling manner. His experience led him to the
in this respect.

One of the features about this trim and others whi
these pyjamas are draped. It is a very simple form, a
The oval portion of the foryn is of beaver board, about 1

able and gives the passerby the correct idea of how th
is very small. The puffy effect adds to the richness of

On the show card is written "Comfy Pyjamas for R

'aerations In their London stoie with the result that they
'lis country. To have reproduced a picture of their entire

t piirpose for which pictures are reproduced in the trade
uggestive to the windoiv dresser in the performayice of
son we have taken three pictures of separate unit trims
anager and supervisor of window display, superintended
ove is one. He is a strong believer in unit display, unit
indows—shirts, pyjamas and underwear—were carried out
view that the chief purpose for which a window was
isplaying of that merchandise in an attractive, artistic

conclusion that the unit display brought the best results

ch are shown in this issue is the use of the form on which
nd, for the rnost part, was made by Mr. Jackson himself.
X 15 inches in size. It is adjustable to any angle desir-

e mercharidise will look when worn. The cost of this form
the display considerably,
eal Sound Sleep."

CANADIAN WOOLLENS HAD
PROSPEROUS YEAR

Montreal.—The first annual report of

Canadian Woollens, Limited, shows the

result of the company's operations in

the first twelve months of its existence,

and indicates that the period has been
a successful one. Profits from opera-
tions after deductinj?: all manufacturing,
selling and general expenses, and pro-

viding for Government taxes, but before

making provision for depreciation, in-

terest on bank loans and organiaztion

expenses, etc., amounted to $599,072;

provision for depreciation of buildings

and machinery, $107,188; interest on

bank loans, $25,999; organization expen-

ses, $10,000; reduction of investments to

market value, $12,650, and provision for

employees' pension and insurance fund,

$20,000, when deducted, left income for

the year. $423,227.

After deducting preferred dividends,
net earnings were $300,727, indicati;ig

over 17 per cent .earned on the 17.500
common shares. The balance sheet
shows the company in good financial
position. Total assets aggregate $5,-

581,208; current assets are given at $2,-

340,894, as against current assets
amounting to $1,290,174; a surplus of
current assets (net working capital) of
$1,056 220.
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Merchandising on Monthly Stock Sheets;

Figures Gross on Three Years' Business
R. J. Johnston, of Johnston Co., Toronto, Has Simple System of Computing Stock at the

End of Each Month—Uses This Knowledge to Check Up Insurance

—After the Boys' Trade. >

A SYSTEM of accounting stock that

is applicable to one store may not
be either applicable or necessary

to another. Men's Wear Review has
found in travelling around the country
that, while most merchants keep a daily

record of their clothing sales—and so

know at the end of each day the exact

condition of their entire clothing stock

—they do not keep jsuch an exact ac-

count of their furnishings. Where fur-

nishings do not constitute the bulk of

the stock carried, or where the furnish-

ing end of the business is not particu-

Harly heavy, merchants believe that a

general knowledge of stock on hand, a

Icnowledge gained from daily contact

with their own merchandise, is ^sufficient

-,to guide them when purchasing addi-

tional stock. We believe that such know-

ledge serves af: a sufficent guide only if

it is very accurate; it is possible to

over-stock in furnishings as it is in

clothing and unless a merchant has his

finger constantly upon his business in

its every detail he runs considerable

danger in overloading himself with fur-

nishings that represent good money just

as clothing does. Where a store is run

on the departmental plan, it is advis-

able to keep each department separate

with respect to buying, selling expen-

ses, etc., so that any leakages in the

year's bi^siness may be traced to their

proper source and adjusted accordingly.

But where the entire stock is carried in

a comparatively small space this may
be unnecessary.

Figures On Monthly Sheet

R. J. Johnston, of Johnston Co., 2959

Dundais St., West, Toronto, has devised

a system whereby he figures on a

monthly stock sheet the exact condition

of his entire stock. At the end of each

day, he knows the condition of his cloth-

ing stock; a daily record of this end of

the business its kept. But he does not

feel that it is necessary to keep such a

minute record of the furnishings end of

the business. His system is, like most

good systems, a very simple one. Sup-

pose, for instance, he begins a month

with a $20,000 stock, say, on the first

of July. During the month of July he

enters in a separate book all the in-

voices that come in during that month.

At the end of the month he totals them.

.Suppose they are $4,000. As strict an

account, of course, is kept of the sales

during that month. Suppose they are

also $4,000. At the end of the month

then, "hg has this result:

Stock on July 1st $20,000

Invoices during July 4,000

Sales during July 4,000

Now, Mr. Johnston merchandises on

the basis of getting 25 per cent, gross

profit on buying price though this figure

is changed slightly from year to year,

but more of this anon. That means, of

course, that the cost of the $4,000 worth

of goods sold was $3,000. The net result

of the month's business is that his stock

is $1,000 heavier than at the first of

July, or $21,000. He starts out the

first of August, therefore, with a $21,-

000 stock on hand. Of course, this

statement varies from month to month;

some months, the value of the stock

on hand is pulled down whereas, as

shown above, other months it will in-

crease in value.

Keep.s Close Check on Insurance

The wisdom of knowing the exact

value of the stock is, of course, obvi-

ous. The more unsettled the markets
are, the better it is that the most intim-

ate knowledge be gained of the condi-

tion of the stock on hand at the end of

each day or week or month. But there

is another important consideration which
must not be overlooked. Reference was
made in this periodical some time ago
to the fact ttiat many merchants had
allowed their insurance to remain at a

stationary figure during the years of the

war. They have done this in spite of the

fact that the value of their stock has

almost doubled becau.se the value of

the dollar has almost doubled. They
have been content vnth carrying the same
amount of insurance in 1919 as they

carried in 1914. They have forgotten that

$10,000 worth of insurance carried in

1914 is worth only about $5,000 in 1920.

Mr. Johnston stated to Men's Wear Re-

view that one of the reasons he figured

out this monthly statement shovdng the

condition of his stock was that he could

keep the strictest accounting of his in-

surance. If the stock is kept insured to

80 per cent, of its value, insurance com-

panies make certain advantageous ar-

rangements with the holder of the insur-

ance. At the end of every month, Mr.

Johnston knows exactly where his stock

stands and his insurance can be, and is,

adjusted accordingly. This is certainly

a very important part of modern busi

ness.

Figures Grcss on Previous Three

Years

Mention was made above of the fact
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The Vicious Circle

Scarce goods, increasing profits;

Increasing profits, stimulated pro
duction;

Stimulated production, advancing
wages;

Advancing wages, increasing cost;

Increasing cost, rising prices;

Rising prices, high cost of living;

High cost of living, declining demand;
Declining demand, falling prices;

Falling prices, unprofitable business;

Unprofitable business, arrested pro-
duction;

Arrested production, falling wages.

that Mr. Johnston changed slightly the

gross profit at which he aimed at the

beginning of the year. Not only does he

know at the end of each month the

gross and the net profit of that month's
business, but he also knows at the end

of the year what the gross and the net

have been. Before beginning the next

year's business, he figures out what the

gross has been during the three previous

years and from this strikes an average
to guide him for the coming year. He
believes from his years of business that

it is not wise to figure on a year's busi-

ness by the business of the previous

year only. Mr. Johnston stated that

this percentage varied a trifle from year

to year, ranging from 25 to 27 or 271/2

per cent, during the years he had been
in business.

Getting After Children's Trade

The section in which Mr. Johnston

conducts his business is one in which

there are many schools and there are

thousands of children attending them.

Figuring out that the modern boy wears

out three suits of clothes to his father's

one, there is a fruitful field here. He
has a progressive boy's department and

has adopted various schemes to retain

and increase this end of his business.

In this connection, he expressed the

opinion to Men's Wear Review that many

of the wholesale houses did not devote

enough of their time and attention to

featuring or even carrying boy's wear,

so that it was not always possible for

them to get all they wanted or could

handle in this line.



The clothuty disjAaj ji DuivLci'ti iciiidows wab paiticakuhj effective because of its simplicity. The mistake which
many window dressers make of putting too maich merchandise in their windoivs is here avoided. The isolation of
a garment in a window is a thing to be desired in effective display; each garment can here be examined without
confusion or vnthout its individual worth ' being detracted from by other garments being crowded in by it.

Fur Prices May Drop if Auction
Sales' Are Held in the Fall of 1920

London Fur Auctions Ha\'e Refused So Far to Postpone Sales

Scheduled For October—Strike the Reason—Canadian
Fur Sales Auction Co. Joins Movement to Prevent

Test of Prices Under Present Conditions.

MONTREAL.—A peculiar condi-

tion of affairs has developed in

connection with the fur trade of

this continent that may have an import-

ant bearing on the whole range of prices

and profits of the industry in Canada.

A cable this week from London to New
York stated that the directors of the

London Fur Auctions had declined to ac-

cede to a request of those in charge of

fur auctions of New York, St. Louis

and Montreal that the regular event for

October be postponed.

Behind the movement that sought to

include London in the postponement of

a regular test of prices such as this

would involve is the peculiar situation

of the trade at the present time. It

would appear that the United States in-

terests were unwilling to hazard at the

present time a trial of relative fur

prices. That in many directions pelt

prices have declined very seriously since

the top-notch prices realized at the

spring auction of the Canadian Fur
Auction Sales Company is generally ad-
mitted. At subsequent auctions in New
York and St. Louis prices sagged. It

is known that to a certain extent bank-

ing interests in the U. S. are protecting

large stocks of pelts from coming to the

market and thus inducing a real slump
in prices. When forced liquidation

through banking pressure brings stocks

on the market that might be sacrificed,

they are quickly picked up, and the

status quo remains much as before.

Indeed, Canadian buyers report that at-

tempts to secure good stocks at lower

prices have failed. There is public

talk of heavy declines in prices, but no

goods to be bought at these reported

declines.

The New York Strike

This weak position of the pelt market
has been rendered more so by the strike

in New York, which holds the predomin-
ating portion of the business of the

United States, that is, in the manufac-
turing end, but it is felt that as soon

as this is settled a much improved de-

mand for pelts will assert itself and the

general tone of the market be improved.
The winter catch was an unusually light

one, and this will help in time to restore

the balance of demand.
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It was hoped at this juncture to have
all public sales postponed, and the mar-
ket given an opportunity to recover it-

self in a large measure. Hence the

cabled announcement from London has

been followed by renewed efforts to

secure a postponement, and this may
succeed. Conditions in the United
States were brought on to a great ex-

tent by the wild speculation in pelts

that reached its height at the time of

the Montreal auction. So far as manu-
facturers are concerned, reports made
to THE FINANCIAL POST, by both
wholesalers and retailers, is that the

price of the manufactured article will

show no decline this fall, but that as
compared with last fall price's will be
considerably higher in the better grades
of furs. The reason for this is that a
large portion of the stock that has gone
into into fur goods for the coming fall

has been made up of skins that were
bought late last fall or in the winter or

early spring at much higher prices than
are quoted today, and this will be the
principle governing prices.

So far as the Canadian Fur Sales Auc-
tion Company is concerned excellent
profits were made at the last auction,
both from the skins sold on commission

and those bought outright by the com-
pany. The coming decline was pretty

well anticipated at the time and com-
mitments have not been large since that

time, although large stocks have been

arranged for, to be sold on commission

at the next auction.



MEN'S WEAR REVIEW

Displaying Workingmen's Clothes

in Window Brings Direct Results

Nickle & Son, of Sarnia, Have Found That Being Off the Front

Street Has Promoted Trade With Labor—A Special

Window Display Brings Results For Three
Weeks—How It Was Done.

METHODS adaptable to one store

may be entirely out of place for

another. The manner of get-

ting business changes with the com-
munity and the conditions which ob-

tain in that community. For instance

Men's Wear Review has talked with

merchants whose business is largely

among working men who get after that

business in entirely different ways; yet

they all seem to get the business in their

own peculiar ways. One merchant says

that he never dresses his windows with

working men's clothes because when
they come dovni town in the evening
they want to forget the grind of the

day's toil. But this man is in a local-

ity where the stores are kept open only

three nights of the week; therefore, he

has different conditions governing his

store policy than the man in another
locality who does not keep his store

open in the evenings at all and who still

depends on working, men for the bulk of

his trade. Still another merchant, de-

pending on working men for the bulk of

his trade does not do any advertising.

He keeps in touch with the men in a

direct, personal way and this, with the

service he gives them in his store, com-
bines to make his trade a very lucrative

one amongst the working classes.

I

* Direct Results From Windows

In this same issue of Men's Wear Re-

view will be found the experience of a

clothier in West Toronto who habitually

refrains from dressing his windows with

working men's clothes because he says

they want to forget their work in the

evenings. This merchant keeps his

store open three nights of the week.

William Nickle & Son of Sarnia have

had an entirely different experience in

conducting their trade, a good deal of

which comes from the working men of

that city. They are off the front

street, near the market building. In-

cidentally, Mr. Nickle informed Men's

Wear Review that their results from
hand-bill advertising at the market
building on market days were nil. His

view was that people came to market
to buy provisions, not clothing, and that

it is a waste of time and money to

solicit business in this way. But he

says he gets direct results from a win-

dow display of working men's clothes.

Except for Saturday, he does not keep

his store open in the evenings. Rather

than a detriment to trade in being off

the front street, he believes that it is

a boon to trade. Working men, he says,

do not like to go into the main street

stores in their working clothes, where
they brush up against other folks in

their better toss.

Special Sale of Working Men's Clothes

Recently Nickle & Son ran a special

sale of working men's clothes. It was
their intention to run the sale for a

week. It was not a sale in the sense of

cutting prices; but just a special offer-

ing of good lines for the laboring man.
They had two forms in their windows,
one dressed in khaki and the other in

blue overalls. They had everything in

their windows from a pair of 15 cent

gloves to the best garments worn by
working men. The advertising which
they did in the local newspapers con-

formed to their windows. The first

week of the sale proved so successful

that they kept it up for another one and
then a third one. "We got as good
results in the third week as during the

first one," Mr. Nickle said.

Trouble With Small Sizes

Mr. Nickle stated that a good deal of

trouble resulted in the sale of work-
ing men's shirts by small sizes. When
a man comes into his store he invaria-

bly asks him if he has had such trouble

and if he finds that such has been the

case he shows him then and there that

he can fit him with an open-front shirt.

Having proven this to him, this man
comes back again for his work clothes.

Mr. Nickle states that he has no
trouble in getting prices from the work-
ing men. They have the money and
are willing to pay the highest price for

the best garments; in fact, he says, they
will pay the higher price more quickly

for their working clothes if they are Al
quality than if they are inferior.

He finds, of course, that the purchas-
ing of these working garments by the

men themselves on their way to and
from work is the occasion of introduc-

ing other lines of finer clothing handled
in the store. While he sells many
working garments, his trade is not con-
fined to that and he has worked up a

good trade in furnishings and ready-to-

wear suits.

The American Woolen Company open-

ed its lines of woolens and worsteds for

the spring 1921 season on Thursday.
September 9, and the mills of the com-
pany, which have been shut down for

over two months, re-opened on Monday,
September 13, at the same wage scale

as heretofore.
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A Big Mistake
To Be Avoided

It is not very difficult for a
salesman to outwit a purchaser,
but to turn the tables with great
success is considered an accom-
plishment. Recently a young man
entered one of the stores on
Broadway, says the New York
Times, and asked to see some silk

shirts. The salesman brought
forth some very nice ones, and the
customer selected three shirts at
$10 each. The man behind the
counter wrapped them up and was
about to hand them to the pur-
chaser when the latter asked if

he could see some $3 shirts.

The salesman, with the expec-
tation of an additional sale, was
very obliging, and escorted the
customer to a case which held the
cheaper articles.

"Will these shirts look as well
and last as long as the silk shirts?"
the customer asked.

"Absolutely," replied the sales-
man; "they will wear like iron. I

have had one for the last year,
and it seems that I cannot wear it

out."

The customer selected three of
the $3 shirts, and the salesman,
with a smile of satisfaction,
wrapped them up neatly. The pur-
chaser handed the latter $9 and
turned to leave the store. The
man behind the counter looked be-
wildered, and said:

"What about the silk shirts,

sir?"

"Oh, never mind them," replied
the customer. "I am just fol-

lowing your tip that the cheaper
kind are just as good as the $10
assortment. Good bye."

The customer does not know
how the salesman felt or acted af-

ter his departure, but he is cer-
tain that the latter will be a little

more careful about his state-
ments hereafter.

OPEN NEW STORE AT THREE
RIVERS

J. H. Blumenthal Sons, Ltd., of St.

Catherine, Bleury and Balmoral Streets,

Montreal, have recently opened a branch
of their store in Three Rivers, where it

is their intention to build up a similar

business to the present one in men's
and boy's clothing and haberdashery. A
particularly gratifying feature of the

opening of this new branch was the re-

ceipt of a letter from the Mayor of

Three Rivers extending a hearty wel-

come to the firm on behalf of the town,

and assuring them that their advent
will "be a great advantage for the citi-

rens of Three Rivers." A similar tribute

was received from the local board of

trade, on behalf of the merchants of the

town. Such a spirit of co-operation au-

furs well for the future success of the

new store.



Raincoat Prices Will Remain Steady;

New Models for Spring Season of 1921
Effort Made to Keep Prices Within Taxation Exemption—Olive and Drab and Tan Gabar-

dines in Cravenette Finish Will be Strong—Rubberized Tweeds For the West—
Cancellations Slight.

A
REPRESENTATIVE of Men's
Wear Review recently had a con-

ference with three manufacturers

of raincoats in Montreal relative to the

prospects for the coming season. While
each man interviewed is a specialist in

his own particular line, each one took

care to emphasize the same points when
summing up the situation in their par-

ticular branch of the ready-to-wear

clothing.

Prices Will Remain Steady

The first point touched on was the

price question. "Prices will remain
steady" was the unanimous reply of each

of the three manufacturers. Although
there has been a slight decline in the

price of the raw material, the usual op-

posing forces, including labor and under-
production, are neutralizing the effect of

this drop in raw material prices. If any
tendency to fluctuation occurs it will in-

evitably be upward instead of down, al-

though the tendency will be to keep as

close to the untaxed margin as possible.

The average lines for next season will,

in all probability, be priced at from $8

to $35 by the manufacturers, and in the

case of the imported lines the maximum
will be in the neighborhood of $45.00.

As to Fabrics

The second point of agreement b3twjen

the manufacturers was as to fabrics.

Olive and drab, tan gabardines in a
cravenette finish will, it is said, be the

best sellers in 1921. Many different

styles are being shown, and it seems that
two distinct types will be in evidence,

namely, the slip-on and the trench model
effects. The plain styles will continue
to be good. There seems an increasing
tendency to meet the demand of the

business man to make a coat that is

adaptable to different seasons without a

too apparent indication that it is a rain-

coat. The Raglan sleeve is slightly more
popular than the set-in variety and there

is no change whatever in the cuff trim-

mings or collar shapes.

After gabardine, but in many cases

especially out West, will be preferred the

rubberized tweeds in neat, dark shades in

semifitting effects. These weather-proof-
fabrics are ideal in colder sections as

they are warmer than an overcoat and
lighter in weight for chilly Spring and
Autumn days. It is said that there is

a scarcity of these rubberized tweeds and
that the available output for the Spring
is strictly limited. The Eastern section

is stronger on Paramattas and staple

wools when it comes to a choice of

fabrics as they may be worn easily and
comfortably over a business suit even

in warmer weather.

The third point in common amongst
the manufacturers is that of trade con-

ditions. Cancellations, it appears, have
been received but they have not been
sufficiently heavy to affect business ap-

preciably. On the contrary, owing to

scarcity of suitable fabrics, the manufac-
turers are not oversupplied with surplus

stocks and are, therefore, optimistic as

regards Spring business. They are

strongly advising early buying on ac-

count of this shortage, on account of

the high cost of British cloths and the

demand of American tourists for this

product.

English Gabardine Coats

A feature of the better grade range
next season will be the coats made of

English gabardines, especially woven for

R.A.F. caps, one million yards of which
cloth have been allotted to the Canadian
manufacturers. The advance models
shown are very attractive and embody
the last word in correct tailoring and
serviceable style.

Aside from the range touched on
above, manufacturers are also showing
a fairly full range of leather and leather-

ette coats, both lined and unlined. The
new reversible model is in pretty strong

demand for Winter on account of its

(Continued on page 90)

For the boy ivho is going back to school, everything from head to foot will be needed, and is shown in this window
by Almy's, Ltd., of Montreal. This window includes suit cases, boys' clothing, school books, and other school neces-

sities, played up against a background suggestive of the school room. The atmosphere of the school is well carried
out. The display card announces "Service-giving school suits with two pairs of bloomers."
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Bank Funds for

the Movement
of the Crops

Reasons Given For Curtailing of Credits

at This Time

Writing in "The Financial Post" of

August 27, "J.W.T." gives the point of

view of the banker in the present period

of curtailed credits. This article is of

interest to every retailer because it may
be an inkling to him of what his banker
will say to him if he asks for extended
credits. The article is as follows:

"At the moment commercial money is

tight—very tight. It will continue so

until after the crop has been financed.

The banks recognize that it is highly im-

portant to the prosperity of the whole
country that our agricultural products
should be moved to the consuming mar-
kets of the world as soon as possible,

and the financial resources are being
conserved to that end. This creates a

situation in which the bank manager
with commercial and industrial accounts
finds himself in the position of having
to explain why loans are being called

and new credits refused except for essen-
tially productive purposes.

The crop is one explanation which can
be advanced, and it should appeal to the
average business man as a sound one, es-

pecially if he is broad enough to under-
stand that it is to his advantage and
to the advantage of the whole community
to have new money from the crop flowing
into Canada as soon as possible to liquid-

ate farm loans and at the same time im-
prove exchange by offsetting the heavily
adverse balance of trade.

"Then attention can be directed to the
general state of uncertainty prevailing
in the commercial and industrial world.
Which way are prices going? The an-
swer is difficult. And until conditions
are more settled it is undoubtedly good
policy to sail close to the wind. This is

the advice that one of the well-known
Canadian firms of business engineers has
been giving to clients for some time.
They have been advising that stocks of
both manufactured goods and raw ma-
terials be kept at low level.

" 'This may mean that in some in-

stances orders will be lost,' the head of

the firm told me in explaining the stand
taken, 'but it is safer to do that than
be caught with a big stock of high price

materials or products.'

Peak Has Been Passed

"It seems to be more and more gener-
ally accepted in the business world that,

although declines may not be rapid or

general, and though there may still be
some advances, the peak has been reached
and passed, and that the period of re-

adjustment is now a reality. The weak-
ness in the market for some of the staple

products and the evidence that produc-
tion has overtaken demand in the auto-
mobile and some other industries in

Lii the above picture, which is another scctiov of the Doivler opening windows,
is a unit display of shirts. The material seen draped around the window is a rich,

soft color velvet that shows up the shirts to the very best advantage. In addition

to the beaver board forms here used, there is an added feature of the triple walking
stick. These three canes are adjusted on the back of the beaver board form and
give a nevj touch to the entire display, which is pleasing. The use of palms lendff

color to the window.

v/hich the general good times have play-

ed an important part in relation to de-

mand may be pointed out as indications

of this.

"Altogether I do not think the bank
manager need have the least reason to

feel that he is doing anything but what
is in the best interests of the customer
as well as of the bank in adhering close-

ly to the policy of keeping industrial and
commercial loans at a low level at the

present time. Of course there will be
some customers who will not see this

—

will not try to see it, in fact; they
imagine that the banks have an in-

exhaustible supply of money and that if

they do not get all they want they are

being discriminated against. However,
in the majority of cases a fair presenta-
tion of the circumstances as outlined
will convince the customer that the

banks know what they are doing and
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that in the last analysis the interests

of the customer and the bank are the

same.—J.W.T."

RAINCOAT PRICES STEADY
(Continued from page 89)

suitability and general adapatble style.

Manufacturers say that anyone con-

versant with conditions knows that prices

cannot show any radical change for some
time to come. Although many people

are lead to believe that prices are com-

ing tumbling down because of the news-

papers' "say so," they will soon realize

that such publicity is empty of real

significance. All underlying conditions,

they say, are sound and business will

continue as good as at present, with

more than usual activity during the

coming Winter months when inventories

of stocks will show a shortage of sup-

plies.



Organizing a New Co-operative Stock Company;
10% Reduction on all Lines at all Times

Walker's Clothes Shop, Ltd., Successors to G. Hawley Walker Ltd., of Toronto—Capitalized

at $250,000 and 5,000 Shares Will Be Sold at Par—Eliminate Sales—Buyers'
Guide—"Service Man"—Other Features.

A PLAN that is altogether novel

and new in Canadian business cir-

cles has been inaugurated by the

Walker's Clothes Shop, Ltd., of Toronto.

This firm is successor to the G. Hawley
Walker, Ltd., a firm from which Hawley
Walker has retired as the active head.

The basis on which the new firm is

being organized is best told in the pros-

pectus which reads as follows:

The Prospectus

Walker's Clothes Shop, Ltd., succes-

sors to G. Hawley Walker, Ltd., has
been incorporated for the purpose of

taking over the men's clothing and
furnishing business, situated at 126-128

Yonge street, Toronto, as a going con-

cern. It is the policy of the new com-
pany in the future to establish and oper-
ate other clothing stores on a basi.s of
co-operation, throughout Ontario or
Canada, when or where deemed advis-
able by the Board of Directors. The
business of G. Hawley Walker, Ltd., has
been established and patronized by the
public for the past twenty-five years,
and the new firm will endeavor to re-

tain this much-appreciatea patronage by
allowing the privilege of a 10 per cent,

cash discount on all future purchases,
providing they are members or share-
holders in the company. All sharehold-
ers will also share in the profits accru-
ing from the business through dividends
declared.

Capitalized at $250,000

The new firm is to be capitalized at

$250,000, which is divided into 25,000
shares of $10.00 each of which 5,000 are
offered for subscription at par on the
following terms:—On application for
one share either the full amount may
be paid or $5.00 on application and the
balance on the 30th of the following
month; or if more than one share is

taken $10.00 is to be paid on application
and the balance on the 30th day of the
following month. Application for more
than five shares will not be considered.
In the prospectus it is pointed out that
it takes $225 a year to clothe a man
and that by taking a share of this stock
a flat $22.50 is saved to the purchaser
which is equal to a return of 225 per
cent, on a $10.00 investment in the com-
pany.

Stock Certificate Good at All Times

Each stockholder, of course, will have
a certificate, but it is the intention of
the directors to issue a coin with a num-
ber on it which may be carried by the
purchaser of any quantity of stock and
presented at time of purchase when it

will be honored according to the charter

of the company. Men's Wear Review
had a long chat with Robert F. H.
Walker, Merchandise and Advertising
Manager of the company, and some
features of the new plan were told.

These features are for the purpose of

improving the general business and
merchandising policy of the store. For
instance, it has been decided as a part

of the firm's policy to get away alto-

gether from sales, that is, running sales

constantly. There will be two clear-

ance sales during the year, no more. If

they are successful in getting some
specials in any line of merchandise they
will be run, but not on the sale plan.

Any person who holds stock in the com-
pany can get his usual reduction in time
of a clearance sale or on specials simply
by presenting his numbered coin to

show that he or she is a stockholder of

the company.

Buyer.s' Guide; Service Man
Two other features of the new organ-

ization were mentioned by Mr. Walker.
The first is a plan whereby a guide to

purchasing is secured. As each person
becomes a subscriber to a share in the

new company it is found out what sized

suit of clothes he wears, the size of his

hat, shirt, collar, underwear, etc. In

this way valuable data are secured which
will be a guide to the buyer when pur-
chasing his merchandise for customers.
A second feature is the inauguration

of what will be known as a "Service
Man." Mr. Walker expressed the opin-

ion that many thousands of dollars were
lost by merchants each year because
they did not have immediately on hand
some article which a customer might
want. It is the duty of the "Service
Man" to overcome this loss. If a clerk

in the store is waiting on a customer
who asks for something they have not
in stock or which may be just out of

stock, the "Service Man" is called by
the clerk. This man takes the cus-
tomer in hand and finds out from him
if he wants the article immediately or

how long he can wait for it. If he

wants it immediately, it is secured im-
mediately; if the customer can wait for
it a day or a week or whatever length
of time he might suggest, that article,

if procurable at all, is secured for the

customer in that length of time. In

this way, they hope to give not only
better service to their customers, but
to make many sales that are ordinarily

lost.

As To Advertising

Of course, a valuable mailing list is
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secured by this plan and, undoubtedly,

there will be a predisposition on the

part of the shareholder to do his pur-

chasing at the store in which he holds

stock. It will be the policy of the direc-

tors to keep their subscribers well in-

formed of new goods arriving each

month and the general tendency of the

markets and prices. Newspaper adver-

tising will not be dropped, though Mr.
Walker said it would not be as exten-

sive as under the former company, and
booklets will be mailed to each subscrib-

er each month.

Proposition Has Been Knocked

Mr. Walker stated quite frankly that

there had been considerable knocking of

the proposition. One criticism that

had been made was that it was a scheme
to advance prices 10 per cent, and then
give the 10 per cent, reduction. Mr.
Walker pointed out, however, that com-
petition was altogether too keen to at-

tempt this now. At the time of writing

this article, the plan had been under way
for only a short time and Mr. Walker
said it was meeting with splendid suc-

cess; regular customers of the former
organization, he said, were being given

the first opportunity to subscribe to the

stock.

GRANT OF $7 PER MONTH TAKES
PLACE OF FREE CLOTHING

Cancellation of the full issue of cloth-

ing to D. S. C. patients in hospital after

July 1st, 1920, has been duly authorized

at Ottawa under Order-in-Council 1549.

In place of clothing the department
will pay a cash allowance of $7 month-
ly which will be credited to the patient's

account in monthly arrears and the bal-

ance be paid when aesired.

Long treatment eases will not come
under this provision, according to the
order which reads: "It shall not be per-

missible to credit long treatment
patients with this allowance of $7 per
month." In order to be sure that the
money is expended for the purpose of

clothin;.':, the assistant director on re-

commendation of the hospital superin-
tendent, may order clothes from a local

merchant for a sum not exceeding the
patient's total balance. Clothing may
be purchased from the unit or institu-

tional stores as far as the stocks last,

and the order applies to ex-Imperials
domiciled in Canada before the war.
Patients taken on hospital strength be-
tween April 1st and June 30th may get
free clothing to the full value of $21
or under, according to their period spent
in hosnital.



Markets Show Greater Activity
Hat and Cap Men Say Business Very Good With Re-Instatement of Cancelled Orders-

Reports That Sweatshops Are Re-opening in Toronto—Neckwear and Hosiery

Fairly Active—Underwear Quiet.

TO MAKE a general statement applicable to

all hnes of men's wear is out of the ques-

tion. Some lines are moving well for both

immediate and future delivery ; some are strag-

gling along as if to tide over a period of un-

certainty; while others seem well nigh at a

standstill. Prices on practically all lines, with

the exception of straw hats for Summer, 1921,

and Spring and Summer underwear for next

Spring and Summer, are stable with slight re-

ductions here and there. Men's Wear Review
has heard from travellers just what we have
said in other parts of this issue, namelv, that

business throughout the smaller centres of popu-
lation is good, while in the larger cities it is

quieter. There seems to be a note of questior/ng

in the minds of many manufacturers with whom
Men's Wear Review has talked; others, notably
one hat wholesaler, are frankly optimistic re-

garding the Fall trade. For our part, we cannot
see but that Fall business will be good; not so

good, perhaps, as last year when unusual con-
ditions prevailed, but good nevertheless if mer-
chants will attune themselves to changing con-
ditions. Assuredly, the crop outlook was never
better. Money, for the time being, is somewhat
tight; but this is due. in all probability, to the
action of the banks in hoarding money with
which to move the crops. In some quarters,
there has been within the last few weeks re-

newed activity in some lines that were previously
quiet. The opinion has been expressed to Men's
Wear Review in manv quarters that all lines

will be moving much better within a month or

six weeks.
CLOTHING

Undoubtedlv, the press campaign in which
frequent attention is called to the drop in the
price of raw wool and the public urged to cur-
tail their buying until lower prices come is hav-
ing its effect on the clothing industry and on the
sale of clothing. The charge has been made by
the daily press that manufacturers are combin-
ing to stop production until another period of
unexampled profits looms upon the horizon.
Grossly unfair as the charge is, and unsupported
by facts, these unsupported statements are hav-
ing their effect. It has been reported to Men's
Wear Review that, within the last few weeks,
some forty sweatshops have reopened in Tor-
onto alone, and that cheap labor is being em-
ployed to turn out cheaper garments to meet the
public demand for less expensive garments. A
prominent Canadian stated at the time the first

budget was brought down that its tendency
would be to lower the standards of Canadian
production. There is some difference of opin-
ion in clothing manufacturing circles whether
the budget has had this effect on the industry;
but there is no difference of opinion as to

whether the press campaign has had this effect.

Manufacturers state that cheaper garments

—

that is, a cheaper-made garment—are finding

their way on the market and that the bulk of the

business being done to-day is in the cheaper
garments. This perhaps is more noticeable in

the cities than in the towns. The clothing busi-

ness m both wholesale and retail circles is much
better in the smaller centres of population than
in the larger. Manufacturers state that there

has been some reinstatement of orders can-

celled just after the budget was introduced and
there is a consensus of opinion that all will be

well in time. They seem inclined to sit tight,

at all events, knowing that clothes can neither

be manufactured nor sold for less than at pres-

ent with labor costing what it does now. There
is considerable unemployment amongst garment
workers and some short time.

HATS AND CAPS
The most optimistic man with whom Men's

Wear Review has talked recently is a hat whole-
saler. He finds the roots of his optimism in big

business; he says they have had the best busi-

ness this year they have ever had. Reinstate-

ment of orders for high-priced hats has been
universal. Straws for next Summer, that cost the

retailer from 20 to 30c^ higher, have been
bought, he says, with great freedom. The West
is buying well. This wholesaler says that they
are having difficulty in supplying the demand.
And it is all due, he says, to the crops which are

abundant. Business is to be had if men will

only get out after it, is his contention ; and there
is not a note of pessimism in his trade gospel.

Other hat men say that business is good and
there seems to have been a reinstatement of

many of the orders that were cancelled just

after the budget. There is a stronger demand
for the hat that comes within the price fixed by
the budget, but the higher-priced hats are sell-

ing well, too.

SHIRTS
Prices for Spring lines of shirtings have not

yet been announced by the manufacturers and
will not be, in all probability, for a few weeks.
The general expectation seems to be to expect
slight increases; also that there will not be such
a variety of the high-priced silk shirts on the
market. Spot business is good in shirts and
there is still a shortage in some lines. Retailers

say it is harder to get the lower-priced lines

than the higher ones and they are hoping for a

line that will meet the luxury tax.

NECKWEAR AND HOSIERY
Neckwear and hosiery men say that, while

business is not as good as a year ago, it is, never-

theless, quite as good as in normal times. Neck-
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wear silks are not dropping noticeably in price

and fortunate is that manufacturer who bought
heavily at the beginning of the year, for he pur-

chased at better prices than those which obtain-

ed after the end of February. Stocks are in

good shape in most of the wholesale houses and
there are no advances in any of the lines, while

slight reductions are seen in many of the lines.

Within the last few weeks there has been
greater activity shown by retailers to buy, and
some of the large departmental stores in Tor-

onto, which had the cover on their buying a

month ago, have taken it off and are buying

again. There has been a good response to

Christmas lines in both neckwear and hosiery.

UNDERWEAR
Travellers out with Spring and Summer lines

of underwear are meeting with indifferent re-

sponse. The advance in prices over those of a

year ago were heavy and mercha^nts here, as in

the United States, do not seem disposed to pay
these advances yet till they see more clearly

what the outlook for trade in general is. Sev-

eral of the Canadian mills are securing large

contracts for coarser lines of underwear from
Roumania.

Spring and Summer Models in Suits and O'Coats
C^eneral Tendency is More Conservative—Brcader Backs and Chests Take Place on Pinch

Effects—Many Pockets Without Flaps—Overcoats With Loose Shoulders and Very

Full—General Recommendations.

TORONTO clothing manufacturers
are either representeu on the

road already by travellers car-

rying their Spring lines, or will be in a

short time. Men's Wear Review saw a

number of the models, both in suits and
overcoats. The general tendency of these

models is more conservative, although
there will still be a sprinkling of novel-

ties for the young men who seek the

height of fashion as dressers. Waist
lines are dropping a bit lower than last

year; there is a greater fullness in both
the chest and back; pinch backs are not

qu'.te so numerous; and sack coats are,

in some cases, longer. Overcoats are

very full in some cases, though there will

still be some form-fitting models. Ef-
forts are being made to turn out a good
motor overcoat for the early fall or
spring weather, an overcoat that has
plenty of room in it and that buttons
closely to the neck.

Some of the Models
For young men in more conservative

designs there is a single-breasted, one-
button model. There is an arrangement
on this coat whereby it buttons on a con-

cealed button and is thus held in proper
shape when, apparently, not buttoned
at all. It has a flare skirt, but has a
wedge effect that hugs the hips rather
than spreads out. The full chest takes
the place of the pinch chest, and the
back is also broader than last year's
models. This model has patch pockets
and all pockets are without flaps. The
lapels are dropped a trifle, and the
sleeves slightly wider than last year.
A very extreme style for young men

was also seen. This coat runs 321/^ or
33 inches in length and has very long,
crescent pockets. It is two-button, and
has square notch lapels. The back is

snugger than the model described above
but has the same wedge effect hugging
the hips. It has round corners.
For conservatively dressed men, the

sack coat this year is not so tight fit-

ting as last. It has, however, the same
lines as the last year's models with the
broader breast and back. It is a trifle
longer than those shown for Spring, 1920,
and many of the models are shown with-

out flaps to the pockets. The vti.t is

not quite so long.

In a double-breasted sack coat the

pr-tch pocket is shown with flaps on all

the pockets. Here, again, the vent is

shorter and two and three button models
are to be seen.

Overcoats

The Spring overcoats are very full, be-

ing shown either with or without the

raglan shoulder. They are made with
and without the patch pockets, but all

have the flaps. There are some three-

button styles, but most of two-button.

There is a sprinkling of the form-fitting

coat, but the shoulders -are, as in the

sack coats, wider than last year.

A special motor coat 4ias been design-

ed w^th a 90-inch skirt, with wide, loose

back, giving lots of room to the wearer.

It is shown with and without the rag-

lan shoulder. It is so designed that it

can be buttonecF close to the neck in the

cool spring evenings and is the best pro-

duction of its kind seen in this country.

It is three-buf^cn and with belt.

Following are the style recommenda-
tions of the International Association of

Clothing Designers for Spring and Summer,
1921. Charles Nickel of Toronto and Emil
Regal of Montreal are members of this

committee.
The style report is based on size 36.

"The International Association of Cloth-
ing Designers, realizing that the public has
been placed in uniform by conservative
styles during the past few years, owing to

war exigencies, and the request of the
Government for conservation, do now de-
clare that period has passed and male at-

tire will now be distinctly of the sport
type, thereby giving expression to more in-

dividuality.
"General specifications for young men's

models.—Waist length, sixteen inches;
body tracing; back skirt effect, close
rounded hip; back skirt finish, 12-inch hook
vent or 10-inch plain vent; shoulder width,
4% inches, effect square; lapel shape, me-
dium peak or square notch, width from 3
to 3% inches; gorge line, medium low; but-
ton spacing, medium high; front, full cut-
away, corners boldly rounded; front effect,

full chest; pockets, style optional, flap or
patch pockets 9% inches from armhole;
sleeve size, width at elbow 14 inches, at
cuff 11 inches, well hollowed at inseam and
rounded at elbow.
"One-button sack.—Button placed at

waistline; waist effect quite pronounced;
gorge low; lapel 3Vi inclies wide, quarter
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peak, open notch; shoulder width, A A

inches, square effect front, extreme cut-

away; sleeve, finished 4 inch vent with

four buttons; narrow cuff set on; pockets,

narrow slanting flap, shaped to correspond

with front edges; back finish, 12 inch hook

vent Vest for one-button coat, narrow

athletic shoulder, 151/2 inch opening, deep

scye, 5 buttons, 4 to bottom; deep cutaway

points. „ ,
.„

Three-button sack. — General specifica-

tions prevail. Position of buttons, lower

button one inch above pockets; front

slightly cutaway, well rounded corners,

style of lapel and pockets optional.

"Four-button sack. — General specifica-

tions prevail. Natural gorge, short lapel,

soft roll, straight front, rounded corners,

10 inch plain vent. For four-button sack

coat, vest to have six. buttons with a 13 /z

inch opening. Long points.

"Two-button double-breasted sack.—Gen-

eral specifications for young men's model

prevail. Pockets straight or patch. Me-

dium gorge; lapel, quarter peak. Lower

button one inch above pockets, button four

inches apart to stand three and one-haU

inches from the edge.

"One-button double-breasted sack.—bame

as two-button double-breasted sack, except

button at waist-line to be four and one-half

inches from edge, 30 inches long.

"Men's conservative sack.—With two or

three buttons, length 30% inches, vent, 16

inch below and 12 inch cuff, with two but-

tons; medium width lapels, natural width

shoulders, plain centre vent; regular pock-

ets. Men's two or three button double-

breasted sack, same specifications prevail;

30 inches in length.

"Young men's trousers.—Young men s

plain bottom trousers, knee TVz inches, bot-

tom I5V2 inches. Young men's cuff trousers,

knee, 18 inches, bottoms 14% inches.

"Vests.—Single breasted, no collar vest,

5 buttons, opening, ISVi inches. Long
points. Pockets optional in style.

"Overcoats.—Style tendency for Spring

is for boxy effects. The coat should be 38

inches long with 8 inch open side vents.

Slipons will be made in both regular nar-

row shoulder and raglan effects, 42 inches

long, half belt 17^2 inches to centre of belt.

"Boys' clothing.—In reference to styles

for boys' suits, the liberal use of yokes,

pleats and all around belts will be con-

tinued, both in single and double breasted

coats. Style of pockets optional, length of

coats 26 inches for size 14. Double
breasted sack coats can be made either with
or without belts. Plain back with or with-

out vents. Pockets and lapels to follow
young men's lines. Reefers and other naval
styles will be decidedly popular for juvenile
sizes. Knickerbocker trousers will be made
with medium peg top. For golf pants, cuff
buttons, finished with three buttonholes.
Boxy effects in boy's Spring overcoats will

be popular. Belts will be optional."



Austins "Skidoo" Sale Awaited by Countryside;
A Genuine Sale Brings Satisfactory Results

Originally Started in Clothing Department Has Now Spread Over Whole Departmental Store

—Gets People In and Good Chance Afforded to Show New Fall Goods
—Features of the Sale.

IT
WAS many years ago that the

slang "skidoo" came into vogue and,

like all other slang expressions and

like the proverbial dog, it had its day.

For a short few months the small boy

on the street and not a fewf of the big

ones used the word with persistent regu-

larity when he wanted to convey the

meaning that something had gone, was
going or was wanted to go in a hurry.

And then, a new slang expression was
thought out by the experts of trite say-

ings and "skidoo" was relegated to the

ancient past. For some reason, the

figure 2.3 got mixed up with the word;

why, has never been explained. But it

was and for a time the two lived and

thrived, then faded and died.

Austins of Chatham Make Them Live

It must have been twelve years ago
that "skidoo" and "23" had their run
with the users of slang. For it was
twelve years ago that Austins of Chat-
ham started their "skidoo" sale. Mr.
Grey, manager of the clothing depart-

ment, started the sale, seizing upon the

word and associating it with the mystic
figure "23." There is much to he said

for the sale when properly and honestly

conducted; it affords an opportunity to

get rid of a lot of odds and ends, and
to get rid of them honestly and with the

full knowledge of your customers that

everything is above board and as adver-
tised. According to Mr. Grey, with
whom Men's Wear talked, this is the

kind of sale Austins have tried to run
year after year. Originally starting in

the men's wear department, it has now
spread all over their departmental store
and, though there is no profit in the sale,

it is one of the big advertising stunts
of each year. ""Watch for Austins An-
nual Skidoo" is the opening announce-
ment that appears in the Chatham press
along about the middle of August, and
around about the 20th of the month the
sale is in full swing. Previously the
sale has been run only one week; this

year it will run two weeks.

Be.st Advertising of the Year

"It is the best advertising of the
whole year," said Mr. Grey to Men's
Wear Review. "It clears out a lot of

odds and ends and it booms business at

a time when business is ordinarily quiet.

In suits alone, we will probably sell 75

on one Saturday and we will also clear

out many other odd lines that we don't

want to carry over to the next season
no matter how good the merchandise
might be. I believe we have the clerin-

est stock in the country, because of this

annual sale.

"In advertising we carry full pages
in the local papers and, in addition, we
bill the country. We make it a real

event and people look forward to it as

people in other towns look forward to

the Dollar Day. We place handbills in

all the homes in Chatham and in the

factories."

Good Introduction to New Season

Of not the least importance, accord-

ing to Mr. Grey, is the fact that this

sale is an introduction to the incoming
season's goods. Summer is over so far

as the great bulk of the buying is con-

cerned, and a new season is dawning.
Hundreds of people are flocking to the

store and, besides seeing the goods that

are advertised for sale, they have a look

at the new fall goods which are also

shown at this time. Not only do people

come in to take advantage of the special

offers made in the dying season's goods
(Continued on page 115)

The above is a -picture of the men's Juntishing and clothing section in A^istin & Co., Ltd., store in Chatham,
iri which they advertise their "Skidoo" sale. A full account of the manner in which they operate this sale is

given in the accompanying article.
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News of the Clothing Trade

F. J. Paul, clothier and furnisher, of

Danville, Quebec, is reported sold out.

Penmans, of Paris, held their annual

picnic on Wednesday afternoon, August
nth.

The Department of Justice of the

United States government is conducting

an investigation to see if the closing

down of several of the woollen and cot-

ton mills is due to a conspiracy amongst
manufacturers to continue high prices.

John E. Boswell, of the firm of Mor-
rison & Boswell, of Toronto, woollen im-

porters, was the victim of a stroke while

playing golf at Oshawa on August 18th

and died a few minutes later in the

Oshawa General Hospital.

G. H. Waterbury, of Wolfville, N. S.,

has taken over the business of the late

F. K. Bishop. The business is styled

Waterbury Co., Ltd.

Harvey Wilson and F. P. Blackhurst,

of Paris, had their stores burglarized on
Sunday night, August 11th, and several

dollars taken from their tills.

The Strand Tailors opened a new store

at 364 Yonge street, Toronto, on August
14th.

J. H. Curie, of the Retail Merchants'
Association of Manitoba, told the R.M.
A. and retail bureau of the Board of

Trade of Vancouver that great benefit
had been derived by Manitoba merchants
from the course of lectures on businfcss

giver, at the University of Manitoba.

Maybee, Ltd., of Moose Jaw, held their

annual picnic at the farm of Mr. Maybee
on Saturday, July 31st. The picnic took
somewhat the form of a celebration in

honor of the increase in business in the
first seven months of the year.

E. D. Bruce, Ltd., of 401 Hastings St.,

East, Vancouver, B.C., recently bought
out the Jonah-Pratt Co., of that city.

Two years previous to taking over this
store, Mr. Bruce was manager of da-
mans, Ltd., of Vancouver and for eight
years previous to this was with Clubb
& Stewart.

A. D. Renault, of Armstrong, B. C,
is moving into his new store about Sep-

tember 1.5th. He is putting in all new
fixtures and the store has a 50-foot

frontage and a depth of 100 feet. Forty
feet at the back of the store are being
used for a stock room and a 40-foot

cedar cupboard has been installed.

J. Hunter & Co. store at 117 King
street, west, Toronto, was entered Sat-

urday morning, August 21&t, and sever-

al hundreds of dollars' worth of mer-
chandise stolen.

Clothing manufacturers of the United
States have asked the United States

Chamber of Commerce to make an in-

quiry into price conditions and make a

public report thereon.

Pennsylvania clothiers in convention
assembled recently urged four selling

seasons which might accomplish the con-

tinuous employment of labor and short-

en the time between the buying season
at wholesale and the selling season at

retail.

Onesime Beaulac, of Bondy & Beaulac,
Three Rivers, Quebec, is dead.

Sidney J. Clayton, Canadian repre-

sentative of the J. H. Buckingham & Co.

Ltd., and Gerrish, Ames & Simpkins,
Ltd., London, has moved from 60G Car-
law Building, Wellington street, Toron-
to, to 6062 Front street, Toronto.

Clothing manufacturers in England
are preparing models of standard cloth-

ing. The campaign for standard cloth-

ing in England seems to be gaining
ground.

Edw. Byers, of Vancouver, has opened
a tailoring establishment on the top

floor of the Orpheum building. He is

well known in musical circles, being
vice-president of the Men's Musical
Club and past-president of the Chalmers
Choir.

Hat Workers in England are negotiat-

ing for a further increase in wages.
Their present scale is 9.5 per cent, above
the pre-war rates and they are asking

for a further advance of 25 per cent.

If granted, it would mean that their

wage scale would be 120 per cent, in

advance of the 1914 scale.

N. J. Glas.s'.s! store at Riehmond Hill

was broken into on the night of August
29th and a considerably quantity of

goods stolen.
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No Advances in

Tweed Headgear

Spring Prices About the Same as 1920

—Tweed Hats Will be Smaller

Shape

According to Jack Brill, of the Brill

Hat & Cap Co., of Toronto, prices for

tweed hats and caps for Spring 1921

will be about the same price as Spring

1920, at least they will not be any high-

er. It is probable that the high price

of felts had a good deal to do originally

with the popularity of the tweed hat

and the greater use of the cap; but this

seems to be not so much the case as it

was formerly. Both the tweed hat and

cap have now a distinctive style of their

own and the creations made of English

and Scotch tweeds are becoming more

popular than ever. Mr. Brill stated

to Men's Wear Review that they were

making every effort to place on the

market both a hat and a cap that would

come within the limit fixed by the lux-

ury tax.

The styles in tweed hats for the com-

ing Spring, according to Mr. Brill, vary

somewhat from those of a year ago, the

newer styles following along the lines

of the felts. The whole shape will be

somewhat smaller. The crown will be

lower and the brim narrower, though

Mr. Brill does not believe this style has

come to stay. For the most part, the

bow is at the side of the hat, but there

will be a few lines with the bow at the

back. Spring lines will range from $24

to $42 a dozen. Cap prices will range
from $15.00 to $36.00 a dozen. These
are made up in English and Scotch

tweeds with silk linings. Many lines

are in the lighter colors with a fair

sprinkling of the heather shade.

The Brill Hat and Cap Co. commenced
operations in Toronto in February and
was organized by Jack Brill, who had
been with another firm for some years
prior to starting up for himself. When
he was ten years of age. Jack Brill sold

newspapers on the corner of King and
Bay streets. He started in the manu-
facturing business in a very humble
way, engaging two machines at $10 a

month as a starter. His new plant
now has 38 machines in it and the capa-
city of the plant is 300 dozen hats and
caps per week.



Putting Over Boys' Ad.-Writing Contest;

Successful Venture by Montreal Firm
A Suit Referred to in One of the Ads. Is Displayed in the Window as Illustrating Quality—

Live Mailing List Secured—Competition Well Timed and Meets With Hearty

; Response From Boys.

A BOYS' ad. writing contest was
recently successfully run by J. H.

Blumenthal Sons, i.td., of Mont-
real. In explaining the contest to Men's
Wear Review, E. V. W. Gilbert, the ad-

vertising manager of the firm, produced
the original advertisement which appear-

ed in the Montreal papers announcing
the contest. In this announcement it is

stated that tha contest closes on a certain

date, that any boy may compete, sending

in as many ads. as he wishes with name,
age and address attached to each ad.

Each ad. must bs on a different sheet

of paper and pictures may be drawn for

the ad., though this is not necessary.

Help is allowed from father or mother,
and it is suggested that guests at the

house or at any house party might be

induced to render assistance to the boy
who is out for the prize.

Succes.s From Beginning

From the very beginning, Mr. Gilbert
stated, the competition was a success
and keenly contested. Numerous tele-

phone inquiries testified to the fact that
the younger generation is as alive to
the necessity of economy as the older,

for they all seemed out to win the prizes.

The first prize offered was any boy's
suit and a merchandise order for .$10;

the second, choice of a suit; and the
third, a merchandise order for $10. No
strings were attached to the offer, and
the results were entirely satisfactory
from the standpoint of increased busi-
ness and as a means of widening the
store's circle of patronage.
The prizes offered were sufficiently

generous to induce a large number of
boys of all ages to enter as contestants
and in all some two hundred replies were
received. The greater number of these
were designed after the manner of a lay-

out as it is technically known in adver-
tising, occasionally illustrated by cut-
tings from current publications or by
original drawings. The latter type,
however, were inferior to the literary
side of the competition and the layout
variety proved to be less original than
the straightforward reply framed in the
form of a letter.

Some of the Answers

The prize-winning answers were se-
lected with great car and were the pro-
ducts of three Montreal boys of twelve
years or thereabouts. Written for the
most part in lead pencil, they afforded
an amusing but quite remarkable in-

sight into the sartorial tastes of these
men of the future. Style, it seems, is as
vital a factor with the youngster of
eleven as is the quality of durability, and
not the least of the gratifying tributes

to their merchandise which were receiv-

ed by the firm was the quite patent fact

that these replies were unaided by eager
parents but were original productions in

almost every case.

Factors Entering Into Deci.sions

The factors which influenced the

choice of the prize winners were as fol-

lows:

1. The double suggestion relative to

the large stocks carried by Blumenthals
and also the long period of years the

firm has been in business, as was evi-

denced by the letter receiving the first

prize when it was mentioned that a

similar contest had been run by the same
firm twenty years ago.

2. The suggestion regarding the work-
manship on Blumenthals' garments which
never lose shape.

3. The suggestion of service giving
quality which, as Blumenthals' slogan
has it, means "last longer."

The last suggestion embodies one of

the most potent factors in successful ad-
vertising, and Blumenthals were quick
to perceive its value and to adapt it in

a practical and original way to their own
needs. The third prize-winner stated in

his letter that his mother bought a suit

for him at Blumenthals which he wore
for two years until he was too big for
it and then his thrifty mother saved it

for his younger brother, who was then
wearing it for the second year. The suit

in question was put on view in Blumen-
thals' window, and no better advertise-

ment relative to service and quality

could be devised. It nroved to be a draw-
ing card of fine quality.

Suggestive to Advertising Manager
A competition of this nature also af-

fords the advertising manager an outside
viewpoint on personal advertising, which
is particularly valuable with reference to

getting the boys' trade; incidentally, it

created a good deal of fun and entertain-

ment at parties at which Blumenthals'

96

name was frequently mentioned. That
is of value to the firm. It brought boys

to the store as well as their parents, and

in this way has been responsible for no

little business. The prize winners lost

no time in claiming their rewards, and in

one case of the three winners the mother
purchased four additional suits while in

the store. One of the other mothers has

five young sons at home, and it is quite

likely that a large percentage of her

purchases will be made at this store.

Time of Contest Well Selected

The timing of the competition was, of

course, carefully planned. By advertis-

ing the preliminary announcement in

June, interest was well sustained

throughout July until early August, and

the awards were announced in plenty of

time before the reopening of the schools

so that the results, if any, would have

the best possible effect. It is estimated

that approximately 1,500 lines of prelim-

inary advertising were required to intro-

duce the competition and from this a

valuable boys' mailing list of over 200

names was secured. Mr. Gilbert expects

to take advantage of this and will fol-

low it up with a series of letters to these

boys, suggesting, among other things,

that they send in a list of names of their

friends. From this he hopes to get 1,200

names which will constitute a good, live

mailing list.

Letters of Thanks

All in all, Mr. Gilbert stated that the

venture was well worth the expense put

in it. One especially pleasing feature

of the competition was the expression of

thanks from parents of the successful

contestants. One letter read: "Kindly
accept our most sincere thanks for the

lovely suit which you so kindly awarded
our son Lucien as second prize. Be as-

sured that if everyone knew of the satis-

faction which you give your customers,

they would go nowhere else."

DO YOU KNOW WHEN YOUR CU.S-

TOMER'S SUIT WEARS OUT?
When you sell a man a suit, make out

a card and file it away under a certain

date with a small description of the suit

noted on the card. About six or eight

months later write this man a letter re-

ferring to that "brown suit bought some
time ago." Ask if the service the suit

rendered was satisfactory. Tell about

the new suits you would suggest for his

dress-up suit and the old brown suit

for every day. Tell the advantages of

the new suits over the old ones in quality

and style. It's a good system. It holds

your trade that might be attracted by

some other merchant's advertising.



Collections Important During Uncertain Period;

The Individual Element Once Again Assertive
Merchants Should Make Every Effort to Turn Over Stocks as Frequently as Possible—Banks

Curtailing Credits, Why Not You ?—Look After Collections Monthly— Pay
Your Bills, Make Others Do the Same.

IF
THERE is a feeling of nervous-

ness in the trade with regard to Fall

business and the outlook for next

year—and there seems to be such a feel-

ing, particularly in the larger centres of

population—it is all the more imperative

that extra care be exercised in the mat-

ter of extending credits, either long or

short term, to customers. The banks,

partly because they require the money
to finance the forthcoming crops, have

gone a long way toward curtailing

credits to manufacturing and retail in-

terests. The wise merchant will

exercise the same due caution.

He should do so at all times,

but particularly so when pressure is

brought to bear on his business by the

financial institutions of the country.

The Individual Element Again

It is certain that business will be

harder to get during the next twelve

months than it was during the twelve

months of 1919. Merchants will watch
their businesses much more closely than
they have with regard to the smaller de-

tails, with regard to buying, and with
regard to the best methods of merchan-
dising their goods to get quick turn-

overs. Nearly everything in the zone
of business today hinges upon the sin-

cerity of the interest that the individual

takes in the performance of his duties.

All occupations are suffering from the
indifference of the bulk of their opera-
tives. Both men and women workers
do not seem to see that the losses their

neglect and half-hearted work entail

bulk to a terrific total which is project-
ed directly against their own comfort.
Many have more regret over the loss of
a dollar than they have over the loss of
the consciousness of duty. The real
fact of the matter is today that the
country is in far greater danger of a self-

indulgence panic than it is of a money
panic. Safety, prosperity and the abil-
ity to enjoy more fully the privileges of
the present advancement of civilization
are each wrapped in the desire to serve
in the manner that the individual him-
self would be served. Such a belief
practised makes one first worthy of
prosperity, then presents him with it

and protects him in it. Money, curren-
cy and credits are too much thought of
as all-powerful elements to which the
individual feels himself unrelated inso-
far as they show the direction of our
commercial travel. A noted writer has
said: "Money and the use or tightness
of its flow is incorrectly looked upon as
the power of trade whereas it is merely

Why Sell Without Profit?

Value of Organization
Merchants all over Ontario with whom Men's Wear Review has talked

have frequently referred to the practice indulged in by nearly all merchants,

that is, selling certain well-known lines of merchandise without any profit.

The lines most frequently spoken of are overalls and underwear.

On each occasion when this matter is referred to we have always made
the same reply, that is, that organization locally would do much to overcome
this needless forfeiting of legitimate profits. We can see no reason why any
concessions should be made to laboring men, for instance, in the way of sell-

ing them any merchandise without a profit. It neither makes for the self-

respect of the working man or the business of the merchant; moreover, it is

a losing proposition, taking up time, space and running away with profits on
other lines, because, as a matter of fact, there is a loss in selling at cost

price. If local organizations were formed, better understandings would re-

sult between merchants and they could come to some agreement with regard
to these lines of merchandi.se, as well as on other matters of mutual interest

and concern. It has generally been the custom to make these lines as lead-

ers or coaxers to further trade. It seems to us, however, that the day of

such leaders and coaxers is passed. In the great industrial army—an army
which, in reality, includes all in the ranks of labor and capital—no one is

giving their services without profit. There is no reason why the merchant
should.

a material to which certain natural

properties belong after man has put

motion to it. Money is the belt that

connects the fly wheel on the motor of

brains to the pulley on the generator of

brawn." After all, the individual ele-

ment is the telling factor in business

and the more of it that finds its way
into business during the coming months,

the better for the business.

Credit Man's Advice

In conversation with the credit man
of one of the large wholesale houses in

Toronto, W. H. Lamonte, it was strong-

ly advised that stocks be kept as well

assorted as possible; at the same time

they should also be kept as liquid as

possible. In getting in touch with the

retail trade in his line, he tendered them
the following advice:

"For several years we have been
passing through very abnormal times,

and it is evident this unsettled condition

is still with us, making it necessary to

give business, whether large or small,

most careful study.

"Prices, as you will observe in look-

ing through this bulletin, are still ad-

vancing, and as long as these conditions

remain, credit is being stretched to the

limit.

"The retail merchant, as well as the

jobber, should put forth every effort to

turn over his stock as many times as
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he possibly can, and also to promptly
collect his outstanding accounts.
"To get his money in will help every

merchant to maintain an easy financial
position as well as provide means to
keep his stock well assorted and thus
give service to his customers.
"The reports regarding the crops

throughout this province are most en-
couraging. The farmer will, no doubt,
obtain high prices for his products, and
in consequence be in a position to co-
operate with the retail merchant by
making prompt settlement of his debts.
"We would suggest at this time of

of the year that you go over your ac-
counts very carefully, see that your
bills are rendered promptly every month
and that customers who do not respond
get timely reminders. The result of
such continuous effort, we feel, will be
encouraging to you."

A Banker Agrees

Men's Wear Review showed Mr. La-
monte's advice to one of the leading
bankers of the city, with the result that
there was a hearty agreement on his
part. "There is only a certain amount
of money now available," he .said, "for
credit and when this is used it can't be
used again. By prompt payments, the
business of the country can be carried
on much quicker than by slow, dragging^

Continued on Page 115
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The above is a picture of a Fall dis/jlun «/ hats and c

It was put in about the 15th of Auyust. My. Monuteer s

window with a Fall showing of hats about that time in A
results from, such a display, yet he sees them later on a

out that men have stopped thinking about Summer hats b

the Summer as August 15th, they will come to buy it re

the middle of the month, he gets meyj thinking about Fall

that the first Fall purchases date back to his first displa

wi)idow a couple of weeks ago."

aps ':i the vjindoiv of Moiinteer & Eddington, of Chatham,
fated to Men's Wear Review that he usually dresses his

ugust. He explains that while there may be no i'mmediate
nd kiioivs that his windows attract attention. He figures

y that time; if they do want a Sum.mer straw as late in

gardless of window display. By putting in his Fall display
buying iv lines of men's wear. Very often he has noticed

y; the customer invariably starts out, "I saw a hat in your

Day of Merchant Tailor is Passing;

Men Not as Well Dressed as Formerly

And the Merchant Tailors Are to Blame For It Themselves, Says

Archie McPherson, of St. Thomas—Have Allowed Their

Business to Drift Away Without Struggle.

THAT merchant tailors are to

blame for the inroads that the

ready-made clothing has made in

their business is the conviction of Ar-

chie McPherson, of St. Thomas. Mr.

McPherson is very strongly convinced

that the men of to-day are not as well

dressed as the men of fifteen or twenty
years ago. True,, there are more lines

to the modern suit, more curves, pinch

backs, and, perhaps, more style as we
understand style today; but in his opin-

ion these do not constitute the well-

dressed man. In the thirty-five years

in which Mr. McPherson has been in

business, he has seen the lot of the

journeyman tailor go from bad to

worse, and many merchant tailors go
out of business because they have, with-

out a struggle, allowed the ready-made
man to beat him out. The result today is

that men are not learning the tVade.

The days of apprenticeship when wages
stood at zero for months till a rudi-

mentary knowledge was gained of the

craft and when a dollar to three or four

dollars a week sounded like big

money, seem like a far-away dream.

As Good And As Chean

"We have allowed the ready-made

people to take away a lot of our trade,"

said Mr. McPherson to Men's Wear Re-

view. "The young men of today are

dressed all alike, with the set lines and

curves and pinch backs. They have

never had a decently made suit of cloth-

es and the young men of today are not

as well dressed as those of fifteen or

twenty years ago. There is no individ-

uality in their clothing. Merchant
tailors, I believe, can put up a better

garment at the same price as the ready-

made firms if they will only go after

the trade. We can give better values.

But the average tailor has allowed the

young men's trade to drift away from
him because he has not given him the

class of clothing that he wants.

But Mr. McPherson, though gray
hairs are not infrequent in his head,

does not propose to lay down on the

job. He is going to better equip him-
self for this class of work, believing

that he still has a place in the battle

of the survival of the fittest, be;ause
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he thinks the hand-made clothing is the

fittest.

Mr. Beal Agrees

And Mr. Beal, of Beal and Martin, of

St. Thomas, talked in much the same

vein. He believes that trade unionism

has done a good deal to keep appren-

tices from entering the trade because

they pay the inferior workman as well

as the superior one. Things, he says,

are only half done, though highest

wages are paid for such work; that is

why men will not learn the trade any

more because it takes first-class work.

A. M. Hobberlin, of the House of Hob-

berlin, expresses uncertainty regarding

the future prices of clothing but sees no

immediate drop unless it be at the ex-

pense of the clothier.

"On the one hand," he said, "we have

the increased wages granted last June

to contend with—$3 a week to girls and

$5 a week to the men. All manufactur-

ers have their books placed for to-day's

prices, not only for Winter delivery but

for Spring delivery also. On the other

hand, there are restrictions of credit by

the banks, closing down of woollen mills

in the United States, and lower prices

for wool. As to lower prices during this

Winter, I do not expect much reduction

unless through a restriction of credits by

the banks to the merchants who are now
carrying their stocks of clothes and

would be forced to convert their stock

of clothes into cash."



MEN'S WEAR REVIEW

Are Piece Goods Coming Down ?

Varying Opinions Are Expressed

Secretary of Clothing Manufacturers' Association of Montreal Sees

No Immediate Relief—President of American Wool Co. Sees

Cheaper Clothes, But Not Cheaper Cloth—Journal
of Commerce Announces Reduction.

THAT a reduction in the price of

piece goods would bring no im-

mediate relief to the ultimate con-

sumer is the opinion emphasized by the

secretary of the Clothing Manufactur-

ers' Association of Montreal in an in-

terview with Men's Wear Review. He
pointed cut that manufacturers were

carrying large stocks which had been

bought at high prices and which would

have to be consumed before the public

would experience that kind of relief

which is so frequently referred to in

the public press.

"Clothing has to be manufactured in

advance of the season in which it is to

be worn," said the secretary, "and I am
afraid the people who are postponing

their buying are in for a long wait.

Relief can only come more speedily

through increased production all along

the line. Clothing prices may be shad-

ed a trifle but so long as the chief fac-

tors—material and labor—remain sta-

tionary, no relief can be expected."

Conditions in the U. S.

Recently William M. Wood, president

of the American Woollen Co., when in-

terviewed, stated emphatically that he

could hold out little hope for a reduction

in piece goods in the United States for

the Spring of 1921. Mr. Wood said that

the company's mills which have been
closed in several places throughout the

States on account of lack of orders

would not be re-opened before Labor
Day and possibly not then.

"The prospects look bright, but that

is the most I can say at the present

time," said Mr. Wood. After express-

ing his belief that clothing would be

cheaper, Mr. Wood went on to say, "Re-
member, I said clothing, not cloth. I

deal in cloth and not clothing. It will

be at least 90 days after we open before

we can get goods ready for the cloth-

ieils' samples. Much will depend on

how this year's samples sell. If they

go well and the people buy clothes it

will probably mean overtime work.

But if the clothes don't sell, it will mean
that the mills will be closed again."

Announces 15 to 20 Per Cent. Reduction

This information is quite contrary to

that contained in an announcement by
the Journal of Commerce of New York
on August 27th. This announcement
in part, is as follows: The decline in

woollens and worsteds which will be

shown in the Spring opening, soon to

become general through the market, will

approximate 15 to 20 per cent., accord-

ing to present market belief. It is gen-

erally understood that whatever is done

by the many large and small producers

outside of the American Woollen Com-
pany will be strongly influenced by the

action which the big company sees fit to

take. The trade will consequently not

be sure of itself until the leading factor

has made its opening. The trade will

be surprised if this action does not come
between Labor Day and the middle of

September.

Think and Plan

Window Displays
Clement Keiffer, Jr., is the display

manager of C. A. Weed & Co., Buffalo.

Last year in forty-two display contests

he won forty-four prizes; this he did by
winning two prizes in two of the con-

tests. The Haberdasher, New York,
recently interviewed Mr. Keiffer, get-

ting from him some of the essential

points in window dressing. We quote
from The Haberdasher, as follows:

"Most of all," said Mr. Keiffer, "dis-

play men need this admonition—think."

By that, he explained, he means that the
display man should keep his work in

mind wherever he is, in connection with
all that he hears and sees, noting wheth-
er he can use a scene or a topic for a
window setting. Once the display man
gets into the habit of doing this it be-
comes second nature to him and he finds

his interest in his profession vastly in-

creased and his ideas multiplying much
faster than he can utilize them.

"The biggest benefit to the display

]nan comes from taking photographs of

his windows. Naturally he looks into

the camera before it is snapped. He
gets to notice that a form is not straight

or a coat is wrinkled, or there are

threads on the floor, or the window is

dirty. These observations help him to

avoid such faults in the future. Every
merchant should encourage his display

man to take photos.

"For high-class goods unquestionably
the sparse trim is the best. It conveys
the atmosphere of exclusiveness and of

art and refinement, all of which are ef-

fective when fine goods are displayed.

"Another thing, the display man
should learn to borrow. He ought to

be an expert borrower. Some of the

most elaborate effects may cost only a
few dollars by thoughtful borrowing.
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Action Probable

Re Cancellations

Bradford Chamber of Commerce to Look
Into the Matter

The Department of Overseas Trade in

their recent bulletin in dealing with

woollens and worsteds refers to a mat-

ter that is very pertinent to the Cana-
dian trade at the present time. The
bulletin says, in part: This industry
has recently experienced rather quieter
conditions, and new orders are coming
in less freely. Nevertheless, spinners
and manufacturers both appear satisfied

that business will continue sufficient to
keep machinery employed pending the
revival of buying orders, which, they
contend, is inevitable in view of the fact
that the world's stocks of manufactured
goods are far from being replenished.
There is, however, one factor which is

causing grave concern, that is the rapid
and serious increase in the number of
cancellations of orders. To such an
extent is this growing that the Bradford
Chamber of Commerce and all affected
trade organizations have taken up the
matter and are endeavoring to find a
remedy for an evil which seriously
threatens the contract system.

It is, of course, recognized that in
certain circumstances, such as unreas-
onable delay of delivery of seasonable
goods, the buyer has a perfect right to
cancel orders, but it is contended that
changes in market conidtions do not af-
ford justifiable reason for cancellation
either by the buyer or the seller. The
matter is approached as being quite
contrary to the code of business honour
in this country and a blow to the con-
tract system, which, if not checked, will
seriously endanger it. The Woollen
and Worsted Trades Federation has ap-
pointed a Commerce Committee to re-
view any cases of alleged improper can-
cellation and to fight such cases where
they may consider the impropriety es-
tablished. The main point of view
which will be adopted is that, where a
contract has been placed, a cancellation
will be improper if made on the grounds
of subsequent market changes.

What action can be taken with offend-
ers in this respect is rather difficult to
state, but undoubtedly producers in the
various sections will be placed in a
position where it will be a simple mat-
ter to learn the names of firms which
have offended, and can then act as they
see fit to ensure themselves against
risks in doing future business with
them.

But they involve a great amount of
thought and work. The war windows
you produced in The Haberdasher were
all planned six months in advance. A
long time is necessary to cover every
detail and to build the setting."



Difficulties Created by Many Cancellations;

Better Understanding Through Co-operation
Manufacturers Say the Only Thing For Them To Do Is To Dispose of Goods at a Loss or Not

Dispose of Them at All—In Favor of Piece Work—Retailer Should
Have Been More Conservative.

CANCELLATIONS in manufactur-

ing- and wholesale houses in Mon-

teal have, according to the best

information obtainable by Men's Wear
Review, been very heavy. Some houses

have reported these to be as high as 70

per cent, of the booking orders secured;

others have experienced only a small

loss varying from 15 per cent, upwards.

There is scarcely a manufacturer who

has not sustained some loss. Clothing

manufacturers feel that they have been

unjustly victimized in the world-wide

game of tag that is going on in trade

circles. The woollen manufacturer sells

his bill of goods to the clothing manu-

facturer who, estimating from past con-

ditions, books in his usual order and, in

turn, waits for the retailer to relieve

him of the manufactured product. But

here the retailer starts cancelling his

goods and an unforeseen contingency

arises. He accepts the cancellations

and, in turn, tries to cancel from the

mills on future deliveries. But here the

game ends, for the mills are not accept-

ing cancellations of orders booked

months ago, and it develops that the

only way for the clothing manufacturer

to get rid of his goods is either to dis-

pose of the stocks at a loss or not sell

at all. If it be true, as some of the

manufacturers claim, that the retailer

has not co-operated fairly in the mat-

ter of trade, then some of the former

apparently feel that they have somewhat
of a right to inform the public of their

difficulty. It is true, perhaps, that the

manufacturer could have forced the re-

tailer to accept the orders he has book-

ed; but, after all, the manufacturer
realizes that the difficulties of the re-

tailer are not less real than his own.
It is he who has to bear the brunt of the

public criticism and the public's indis-

position to buy. At the same time,

manufacturers feel that many retailers

have overplayed the game during the

last few years when trade conditions,

on account of demobiilzation, have been
particularly lively. He has bought
away beyond his needs during these last

few years and now has resorted to the

method of wholesale cancellations of fall

orders in order that he might maintain
some kind of stability.

Retailer Should Have Been Conservative

Manufacturers say that the position

would not have been so bad had the re-

tailer been more conservative, for the

cancellations have created an unhealthy
-conditions of affairs in the tide of com-

Undoubtedly, as is explained in

the accompanying article, hardship
has been incurred by the cancel-
lations that have poured into many
of the clothing manufacturers and
wholesale houses in Canada during
the last few months. Co-operation,
at all times, is the solution of out-
standing difficulties. For one sec-
tion of the commercial ivorld to

continually accuse another of sotne
breach of faith or contract in the
conduct of business—even though
justice is ivith the one side or the
other as the case 7nay be—will get
one nowhere. Most retailers will
probably admit that they have
over-stocked themselves during the
last few years and have, therefore,
cancelled Fall orders. It is equally
certain that most manufacturers
and ivholesalers would admit that
they have accepted orders during
the last fe%v years which ivere
never delivered or were delivered
months and months late. The re-
tailer had to have goods, so did
the manufacturer and the tvhole-
saler, and both were put to it dur-
ing unusual times. In another
article in this issue we argue that,

by a better understanding between
the manufacturer or the ivhole-
saler on the one hand, and the re-
tailer on the other, an order should
be vtore in the nature of a con-
tract. It seems to us that this in-

formation which comes from Mon-
treal is an apt illustration of our
vieivpoint.

merce which usually runs so smoothly
from the mills to the consumer. The
public, too, is affected to a great ex-
tent, partly through a natural economic
reaction following the war and partly
from press propaganda relative to "fair
prices." The great mass of the buying
public is holding off, so manufacturers
say, expecting a drop in prices.

Better Co-Operation Wanted

The solution of Uie outstanding diffi-

culties between clothing manufacturer
and retailer, so manufacturers say, is a
matter of Dominion re-adjustment.
There should be a better understanding
and more co-operation between them.
If every clothing manufacturer and
every retailer would agree to subscribe
to the principle of refusal to cancel any
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obligation incurred the problem would
lose its complexities in a short time.

Another of the difficulties of the

manufacturer is in connection with the

wage scale, so said one Montreal manu-
facturer, who bitterly criticized the idea

of introducing so-called industrial en-

gineers or standardized rates of pay
into his factory. "It's all camouflage,"
he declared, "intended to placate the

wholesalers and, in my opinion, there's

nothing to it. Piece work, pure and
simple, is the one and only solution as

the American factories have proven
among 75 per cent, of their number.

Believe Retailers Will Respond

Summing up the situation, Men's
Wear Review was informed that though
difficulties do exist between the various

manufacturers and retail men, neverthe-

less the clothing manufacturers realize

that the retailer will respond fairly

when his stocks are cleared and no real

animus is, therefore, rankling in their

hearts. It is a recognized fact that it

requires at least four times as much
capital now to run a business as it did

in pre-war days. And the present con-

dition in the clothing trade is somewhat
of a severe test of the "survival of the

fittest."

FALL HAT DISPLAYS IN
MONTREAL

Many of the Montreal hat stores are
showing quantities of fall felt hats in

their windows at present, the straws
having been cleared out to a fraction of

a dozen in all caess. Window cards in

various snappy styles are advertising
the feature of the new fall styles. One
window of the C. A. Workman Clothing
Store on McGill street features a fall

hat display with several original touch-
es. A battered and weather beaten sen-

net straw is displayed prominently be-

side a new model felt and between them
is seen a show-card which intimates
that

"It's time to switch from that old

straw kaydie."

While another card proclaims that

the Workman store is

"First always. While other hatters

are striving to dispose of their straws,
we show you the first felts for 1921."

And still another states the fact that

Workmans are

"First to show you straws.

"First to sell em out.

"First to show you fur-felt fads for

fait 1920."



Help Business by Telling of Store's Services
Not Only Prices and Goods Which Attract People to Your Store—Tell About Services in a

Newsy Way—Helping Vacation Business by Mail Order Department.

By FRANK H. WILLIAMS

THE new advertising manager of

a medium sized men's wear store

was looking over the stock in the

window trimming department one day
when he ran across a neatly lettered

placard reading like this:

"Check your bundles here.

"Use our phone free.

"Make appointments to meet your
friends here.

"Our information man will answer
any questions you may ask.

"This is a friendly store—make use of

our service."

The advertising man looked at the

card interestedly for a moment, then
turned to the man who dressed the win-
dows and who had been with the store

for a long time.

"I presume," said the advertising

manager, "that the store formerly
placed this sign in its show windows,
figuring that a lot of strangers who en-

tered the city over the auto highway on
which the store is located, would be at-

tracted by it and come into the store."

"Yes, that was the idea," was the re-

ply-

"But why don't you use it any more?"
"Oh, everybody knows all about these

services now," was the rather surprising
answer. "It got to be an old story so

we cut out using the sign. Everybody
knows about the services."

"Oh, they do, do they?" the ad. man
ejaculated.

The very next day a new sign read-
ing the same as the old one made its

appearance in the show windows and, in

addition, in the store's regular adver-
tisement appeared a little box in which
the attention of the readers was directed
to these services.

If, as the window dresser
had declared, everybody knew
about the services, then it would
be presumed that the sign in the
window and the box in the advertise-
ment would have failed entirely of pro-
ducing results. But what really hap-
pened? Five strangers, who so far as
employees could recall had never been
in the store before, availed themselves
of one or more of these services on the
next day and two of these strangers
made purchases and eventually develop-
ed into being regular customers. It was
very evident that "everybody" hadn't
known about the services.

All of which calls attention to the
fact that it is not always prices and
goods which attract people into a store
and that once people have been brought
into a store of their own accord it is

quite an easy matter to sell them goods.
In other words the emphasizing of the

services rendered by a store, outside of

the actual sales and delivery and charge

account services, is a mighty good busi-

ness every now and then in spite of the

fact that the services have been adver-

tised before and are, perhaps, old stories

to the employees of the establishment.

And the size of the store makes no dif-

ference in the matter—it is equally as

profitable for a small store to do this as

for a large store.

Furthermore the telling about the

store services in the advertising gives a

pleasantly interesting news value to the

ads. and rather tones down the neces-

sarily eternal screaming of prices and
quality.

Men appreciate services which are

apart from the strict selling of goods

and are quick to avail themselves of all

opportunities of using such services to

advantage. For instance a medium
sized store recently inserted the follow-

ing small announcement in the middle

of a large sized advertisement:

"Visit our neckwear department and
learn just exactly the color and kind of

neckties you should wear. This is a

very helpful service and you will be in-

terested in the illustrations we have
prepared showing the kinds of ties that

should be worn by men of various

types."

The response to this little advertise-

ment was immediate and large. Many
men came in to look at the advertise-

ments which, by the way, had been

painted by a local sign painter and
while not particularly wonderful as ex-

amples of art, yet graphically showed
how a certain kind of tie looks best on

a man with a long, thin neck and how
another kind of a tie looks best on a

short, stubby man. The preparation of

the illustrations for this service took but

a short time and the results were well

worth the trouble and expense involved.

Another service much appreciated is

told about in the following little news
extract from a large advertisement:

"Remember when you go away on
your vacation that our faithful mail

order service will follow you, wherever
you go. Orders can be placed for any
merchandise sold in the store and will

be filled promptly and given the same
personal attention as if you did your
own purchasing."

This service might be an old story

with this store and all the employees
might feel that all the store's customers
knew all about it, but it is sure that un-

less emphasis is given to this service

through advertising it from time to time
during the season, mighty few men will

avail themselves of it.
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And though store services may be old

stories it is always possible to give

a new, refreshing and newsy touch to

them. For instance, let's consider this

matter of the free checking of parcels

by the store. Suppose that instead of

inerely making a bald and uninteresting

statement to the effect that the store

offers this service to everyone who
comes into the establishment, the store

published this soi"t of a newsy little

story about the service:

"THIRTY-FOUR MEN AND ELEV-
EN WOMEN—used our free checking

service in the past few days. Among
the articles checked were a baby car-

riage and a shot gun! This service is

one of the most popular of the many
services we conduct for the benefit of

our customers. Avail yourself of this

service when you drop into the store

burdened with parcels, packages, grips,

etc., you don't want to lug around while

transacting your business."

Telling about the checking service in

this unusual way would be sure to

arouse a lot of interest which would not
be aroused by the ordinarily uninterest-

ing statement that the store conducts
the service. It would also be calculated

to bring a lot of strangers into the

store.

So, too, the little corner of the store

or the room devoted to a playground
for children while the mothers purchase
the kiddie clothes at the store, can be
told about in a newsy, entertaining fash-

ion that will go far toward impressing
the service upon the minds of those who
read the advertisement and thereby
booming the children's wear depart-

ment.

For instance, this sort of a story
might be printed about it:

"Our hobby horse travelled at least

761 miles yesterday!

"All day long the hobby horse in our
children's department was kept going at

a gallop by children whose mothers were
buying clothes for them. The young-
sters didn't give the old nag a single

moment's rest and the distance covered
by our hobby horse shows how popular
this children's department is with moth-
ers and with childi'en. Bring YOUR
kiddie here the next time you shop for
him."

Such a story about the service would
attract a lot more attention than a

dozen ordinary stories merely stating
that the room is there ready for the

use of those person.'^ who wish to use it.

It is always good business to keep
before the public the various services

conducted by the store for the benefit of

(Continued on page 102)



MEN'S WEAR REVIEW

William H. Blair, Ottawa, Dies Collar Styles

From Burns of Acetylene Explosion For Spring, 1921

Gas Lamp Exploded at Quyon, Quebec, in a Barber Shop—Had
Part Interest in Montreal Store and Head of Blairs, Ltd.,

of Ottawa—Was Treasurer of Provincial Clothiers.

WILLIAM H. Blair, of Blairs',

Limited, died Saturday after-

noon, August 14th, at a local

hospital as a consequence of burns and
injuries sustained at Quyon, Quebec, a

week previous, from the explosion of an
acetylene gas lamp. His passing has
removed one of the most successful of

Ottawa's merchants and a man who, in

the eight years he has lived in the city,

had won a wide circle of friends and
vfcfho had shown a keen interest in all

matters pertaining to the city's ad-

vancement.
Mr. Blair and his family were at

their summer home at Woodridge and
on Saturday evening Mr. Blair went in

his motor boat to Quyon to get a treat

for his children and a couple of other
children staying with him. He was
in the barber shop and store of James
McClelland, Quyon, when the lamp, into

which Mr. McClelland was pumping air,

exploded. Mr. Blair and Mr. McClel-
land were both severely burned, as Mr.
Blair was standing at the counter only
a short distance from the lamp. They
received temporary attention at once
and were then taken by boat to Britan-
nia and from there, in Rogers and Bur-
ney's ambulance, to the hospital.

At first it was thought that Mr. Blair
Mras the less severely injured of the two,
tut complications ensued and for the
last two or three days very little hope
had been held out for his recovery.

The late Mr. Blair was born fifty
years ago in Montreal, where one
brother, A. Blair, is in business. For
some time before coming to Ottawa he
conducted a haberdashery and tailoring
establishment in Montreal under the
firm name of Blair and Ross. He re-
tained his interest in the Montreal es-
tablishment when he came to Ottawa,
leaving the active management to Mr.
Ross. Both in Montreal and Ottawa he
was signally successful as a business
man and by his integrity and high prin-
ciples gained the esteem of all with
whom he came in contact.
He was a member of the Masonic

order, having joined many years ago
in Maxville. Later he became a Royal
Arch Mason, a Knight Templar and a
Shriner, being connected with the Mon-
treal lodges. He was also a member
of the Canadian Order of Oddfellows.
As an active member of the Glebe Pres-
byterian church, he will be particularly
missed. He was an official of the Ki-
wanis club and a member of the Central
Canada Exhibition association, being on
several committees. He acted as chair-
man of the publicity committee in the
absence of Mr. A. J. Freiman in the

The late William H. Blair, of Blairs

Ltd., Ottaiva, who died on Saturday,
August IJfth, as a result of an explosion

of an acetylene gas lamp.

recent arrangements for the advertising-

trip to Malone. He was treasurer of

the Retail Clothiers' branch of the Re-

tail Merchants' Association of Ontario.

The late Mr. Blair is survived by his

widow, two sons and one daughter, Gow-

an. Flora and Robert, the eldest four-

teen and the youngest six years old.

The funeral took place from the family

residence, 10 Woodlawn avenue, on

Tuesday afternoon, August 17th, to

Beechwood cemetery.

TELLING OF STORE'S SERVICES
Continued From Page 101

the public. And when it is felt that the

reiteration of the fact that the store has

these services has become an old story,

then new life and freshness can be given
to them by printing new stories about
them. And then they never again need
to seem old, because there is always
something new and newsy and interest-

ing and entertaining to be told about
them if only the writer has a nose for

news!

Gus White, Men's Furnishings, of

Sault Ste Marie, has made an assign-
ment.
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Prices Not Yet Announced But o" ght

Advance May Come

A marked change in collar styles is

forecast for Spring, 1921, by the Mont-

real collar manufacturers, who state that

popular demand is for the more com-
fortable, low collars, both stiff and soft.

The latter variety are expected to be par-

ticularly strong next Spring, espec'ally

in fancy weaves, such as plain white

piques and square and pointed

fronts will be tremendously popular in

all types of collar. Deliveries in most
lines are away behind, and short-

ages in the more popular lines are handi-

capping retailers, who complain that

they frequently lose business because

their stocks of advertised styles are of-

ten exhausted and replacements are un-

usually late. This is something that has

always existed, but never to the extent

that prevails to-dav. In fact, o- ffers

placed for Spring, 1920, are not yet all

delivered in the case of one large concern

established in Montreal.
Spring models will show decided

changes as regards style. A new model
of moderate height, which is said to be

universally becoming to all types of men,

is shortly to be introduced by the Cluett,

Peabody Co., and similar changes are

also forecast by Tooke Bros. It seems
definitely decided that the day of the

comfortable collar, either stiff or soft,

for all round wear, has come to stay.

Retailers state that their experience de-

monstrates a ready acceptance of soft

collars by many customers, who former-

ly would consider this style only for hot

weather use. Various reasons are given

for its adoption beside that of fancied

comfort. It is considered by some to be

the economical collar, offering its weaver

longer service than the starched variety.

The 35 cent collar is most in demand by

customers, it is said, but next Spring

may see a slight increase in the price

of the fancy weaves.
No definite pronouncements regarding

pr'ces will be made by the manufacturers
until October next, when they hope that

they will have caught up on delivcvcs

and that the present shortage will be

relieved to some extent.

There will be no change in meii'i dress

collars. The bat wing collar, which is

cut very open in front and about two

inches in height, is preferred oy the best

dressers. Retailers should take especial

pains with regard to fitting this tvpe

of collar for a customer, as a poor dress

collar will destroy the gooo effect of

any evening clothes, no matter how per-

fect they may otherwise be in detail.

The silk collar will not figure largely

in next season's styles unless it be in lae

very fine expensive grades.

Importers of English collars maintain

that they a^-o getting better delireries

of their orders. Their prices have not

advanced radically and it is possible that

there will be an increased d-^ivnnd in that

direction.



Manufacturers Now Advertise for 1930
The Advantages of Safeguarding the Future—Manufacturers
Have More Than Just the Present to Consider—Must Make

Business Secure for Years Ahead.

THE great development in house-
hold labor-saving appliances that
has come about in the last year or

two has given to advertising some unus-
al problems and promising opportunities.

If a woman has electric power in her
house—and more than half of the wo-
men in the country have—and for any
reason has to do her own laundry work,
she needs no argument at all to convince
her that a washing machine is just the
thing for her to have. It is the thought
of some far-seeing leaders in this in-

dustry that the great market and the
absence of selling resistance may pos-
sibly bring about methods of manufac-
ture and advertising calculated to do
harm to the future growth of the wash-
ing-machine business. With this possi-
bility in view they organized the Ameri-
can Washing Machine Manufacturers'
Association, which comprises about
ninety-seven per cent, of the country's
producers in that line.

"The purpose of this organization,"
E. B. Seitz, secretary of the association,
said to "Printers' Ink," "is in a general
way to establish and insist upon a high
standard of ethics in the manufacture,
advertising and selling of washing ma-
chines. The need of this is shown by
the mushroom crop of washing machines
that has been springing up ever since
the market became so great. A large
number of local companies were formed
to make machines and rush them on the
market.

"If a manufacturer had only the pre-
sent to consider he would not need to
worry about ethical standards or any-
thing else. Every manufacturer of
washing machines in this country to-day
—good, bad, or indifferent—has a volume
of business that he cannot possibly hope
to take care of. But it stands to reason
that this is not going to continue for
ever. So we must advertise now and
work now to make the business secure
in 1925, 1930 and succeeding years.
"The manufacturers have been quick

to see the advantages of thus safe-
guarding the future. This is why they
are going into advertising in such a big
way—advertising not only to the user
of machines but to the maker."

Mr. Seitz emphasized the fact that
the manufacturers' association does not
in any way attempt to fix prices. No
division of market is made. The mem-
bers are all competitors. They carrv
on their individual manufacturintr, sell-

ing and price-making just as if they
were in no associat-on at all.

The advertising bp'ne don^ bv the
American Washing Machine Manufac-
turers' Association is an in^^erestinp-

commentary on the man->'sidednf>RS of
advertisin"- and also an illustration of
the fact that printed advertising is only

one branch of publicity etYort. No ad-

vertising in national mediums and news-
papers is done by the association as

such. But most of the campaigns being
carried on by individual manufacturers
are based upon ideas, facts and counsel
supplied by the association. A member
desiring to market a machine, say in

the South, may, if he desires, consult
the association headquarters and get de-

pendable data upon which his advertis-

ing agency may proceed to lay out the
campaign.

Vast Potential Market on Farms

"Figures right here in this office," he
said, "show that more than 100,000
farm-lighting plants are installed in

this country each year. For the farm-
house equipped with electricity tlie first

of the electric appliances thought of is

naturally a washing machine. This is

inevitable. If a farm has electric power
somebody is going to sell a washing
machine on that farm. Is it any wonder
with all this wonderful future market
at our disposal that we are trying to

get the whole washing-machine industry
to a basis of manufacturing, advertising
and selling that will enable it to live up
to this great opportunity in a natural
way and with the best possible results

for all concerned?"

All this shows once more the truth
of the assertion made several times in

"Printers' Ink" to the effect that no
manufacturer can expect to make his

advertising a power unto himself alone.

The electrical company sells a farm
lighting equipment. This automatically
creates a demand for electrical acces-

sories which will enable the farmer to

utilize the power in driving his machin-
ery. Then comes the washing-machine
man with his product. When the farm
woman gets this the next logical thing is

an electric iron, and so on. He is indeed

a skilful and wise advertising man who
utilizes and profits by the advertising

of others—even that of his competitors.
Nobody in business, be he manufacturer,
jobber or retailer, gets all the trade his

advertising stirs up. Much of it goes
to others. But he in turn also gets help

from others.

Advertising's Indirect Benefit

If the writer had a little retail store

he would ask for no better fortune than
to have it located next door to Marshall
Field. Field's advertising and windows
would bring the crowds down that way
and the writer would p-et much business
from it. But he would h'^ naying for it

just the same. He would be paying in

additional rent what otherwise he would
s'^end for printed publicity. Pay day
plways com"s in advertising as well as

in anyth'ng else.
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"Our idea," said Secretary Seitz, "Is

that the effect of much good advertising

is minimized through lack of proper pre-

paration and adequate preliminary cul-

tivation of the field. When all this pre-

paration and cultivation has to be done

through the medium of the printed mes-

sage alone the expense may be greater

than is at all necessary.

"As a part of our campaign to pre-

pare the way for the individual adver-

tising effort of our members we are go-

ing to work in co-operation with the

Government home-demonstration agents.

Periodical meetings are held in which

are made demonstrations of various home
economics.

Demonstrations and Talks

"Miss Keown, assistant secretary of

this association and an expert in domes-
tic economy, will attend these meetings

and will discuss washing machines in

general. She will refer to no particular

make of machine, but merely will show
the great economic benefits attending

their use. Such members of the associa-

tion as are in that district may have

their machines at the meeting for

demonstration purposes."

The organized effort to make depend-

able washing machines as spoken of by
Mr. Seitz is bearing tangible fruit al-

ready. This is seen in the readiness with

which department stores now handle

power machines. Formerly the depart-

ment stores were inclined to keep away
from power machines because the ma-
chines were so likely to get out of order.

The present-day standard is so high on

the well-known advertised machines that

there is practically no cost for upkeep.

The strength of the instalment method
is shown by the lack of inducement to

pay cash for washing machines. A
Chicago advertising man went to a cer-

tain store and bought a power washing
machine that would cost him |164, pay-

able in instalments of $7.50 per month.

He told the clerk he did not want to be

bothered with instalment payments and
preferred to pay cash. How much woula
the machine cost him on a cash basis.

The clerk told him the cash price would

be $155—only nine dollars less than on

instalments.

"I'll take the instalment plan," the

man said. "I can use that money just

as well as you can. If your cash price

were $140, say, I could afford to pay
cash. As it is, the instalment plan for

mine."
"That's what they all say," replied the

clerk.

There must be an advertising angle to

the instalment selling of washing ma-
chines that the manufacturer and re-

tailer want to keep.



Better System of Retail Accounting
G. A. Burbidge, of Halifax, K.S., Thinks a Simple System Might Be Devised Which Could

Be Taught in Colleges and Adopted Generally by the Trade—Suggests Appoint-

ment of Committee to Effect Form of Standardization.

WHEN this subject is mentioned

we can hear some one say, "Why
take the joy out of life? The

happy-go-lucky come-day-go-day method

of doing business is good enough for

me." If you think so, what I have to

say will not interest you, but the real

business man enjoys his business as

much as a game of golf, and is not

satisfied unless he plays the game in

the most approved fashion, knowing also

that by so doing he has the best chance

of success.

I presume there is scarcely a drug-

gist, certainly not a wide-awake one,

who does not desire some system of ac-

counting that will give him certain in-

formation. He probably feels, however,

that a system which may suit a larger

or a smaller business or one of a dif-

ferent character from his, will not

exactly suit him. True, but while there

is room for a great diversity in details

there may be agreement in the main,
UD to a certain point, and it would be

of decided advantf^e if we could all

agree in our methods and all work along
similar lines, so that we could compare
notes. It might be worth while for

the C. P. A. or the colleges to appoint
a committee for the purpose of devising

a standa'-di-'ed system.

After Years of Study

There are many problems that might
be referred to if time permitted of very
practical import, which might form the

basis for interesting and profitable dis-

cussions, but we are under the disad-
vantage of a lack of agreement in our
methods of arriving at conclusions, if in-

deed we have any method at all. Prob-
ably there can scarcely be found two men
with exactly the same system. There is

really no need for this diversity. I

think it would be quite feasible, and cer-

tainly a most useful plan for the C.Ph.A.
to devise a modern, flexible and reason-
ably simple accounting system which
could be taught in our colleges and which
the majority of us could adopt. Then,
when we desired to compare notes our
terms would correspond, we would be
using the same language.

I am not an expert, but after some
years of study of the question I think
I have worked out a system that gives
the most important results with the
minimum of labor. What I have to say,

however, will be in the nature of a dis-

cussion of first principles.

It is first of all necessary to have in

mind the results that we desire—our ob-
jectives, in other words, to decide how
far we wish to carry our system. Our
aim may be:

To prevent mistakes at the counter.

To know that goods are priced correct-

The accompanying paper wa.s

delivered by G. A. Burbidge, of

Halifax, N.S., at the Pharmaceuti-
cs. AsSLCiiuicn convention recently

Lcid at Montreal. It is of such a na-

ture that it is applicable to all re-

tail businesses: for this reason
Men's Wear Review believes it will

be of interest to the men of the

clothing trade.

ly and the proper prices obtained.

To know goods are not going cut

without being paid for.

To know whether clerks are paying
for what they take, or are favoring per-

sonal friends or special customers.

To know which clerks are really sales-

men.
To know our gross profit and net pro-

fit.

To know what lines are profitable and
what are not.

To know what margin of gross pro-

fit is required on each line.

To know whether our expense account

is too large for our business.

To know whether we are drawing too

much out of the business ourselves.

To know whether we are carrying too

large a stock; whether we are turning

it over as often as we should.

To know what goods are working for

us and what are merely taking work out

of us.

All these things may be determined
if we have the right kind of system and
work the system properly. It is not so

difficult as it may seem to some.

IManning a Sound System
All the details of our system should

be carefully thought out before instal-

ling. It takes time, usually a year or

two, to get any system properly work-
ing and to show results. We cannot
change the system without a loss.

I have consulted (and paid) several

chartered accountants without any bene-

fit. It is the business of a public ac-

countant to audit rather than devise

system. I have received real help, how-
ever, from professional system men who
will give the necessary advice and assist-

ance without charge for his services, if

there is the probability of an order.

We should be critical of the advice of

salesmen who are thinking only of the

immediate transaction and whose desire

is to sell as expensive an outfit as pos-

sible, whether it is adapted to our busi-

ness or not. We should remember, too.

that no machine will take the place of

brains or stop dishonesty, and that no
machine will take the place of a good
system though it may be a useful ad-

junct.
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It is necessary that some one person
have entire charge of the system, other-

wise there is apt to be confusion. It

pays to have a bright young woman to

attend to all the office work, under the

supervision of, and responsible only to,

the proprietor. It is necessary to have:

An annual inventory, the first requis-

ite for any system.

The necessary records for handling the

general transactions. These records can

conveniently be combined in the form of

a synoptic which is a combined cash

book and journal.

A customers' ledger, a purchase ledger

and a general ledger; the purchase ledger

is of course for accounts with firms from
whom we buy. The general ledger is

for merchandise sold, expense, and all

accounts which are not customers' or

purchase accounts.

A total adding, ticket printing, cash

register. Incidentally my opinion is that

expensive multiple drawer cash registers

are not worth what they cost. The giv-

ine of sales tickets to customers is a

nuisance, and the offering of a bonus for

purchases does not alwavs attract a

good class of trade. I use the tickets for

another purpose which I shall explain

later.

To these should be added a convenient

charee system, either through the regis-

ter or better still by counter books.

A set of auxiliary books, the form of

which will depend upon the kind and
amount of permanent information de-

sired.

The Most Difficult Par*

The most difficult part for beginners

is not the selling end but the stock-

keeping and buying end. Whatever
classification we adopt must begin with

the inventory as follows:

(1) Furniture.—This should first be

divided into three general classes, in-

cluding all permanent fixtures and ap-

paratus. Depreciation should be credit-

ed annually to furniture account and

debited to expense in the general ledger.

Such cross entries should go through the

synoptic. The total depreciation may be

apportioned among the departments in

the auxiliary. Furniture and apparatus

used for particular departments may be

charge system.

(2) Expense. — Including apparatus

such as dispensing implements, etc.,

which are frequently replaced, paper,

twine, boxes, labels, corks, office sta-

tionery, etc., and all other items which

are not sold or included in the price of

goods.

(3) Merchandise.—Including all goods

for sale. Depreciation of stock should

be made in the valuing of each article.

As the object of the inventory in a
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going concern is to determine profit and

loss, the valuation should always be

made at laid down cost. What we think

we should get for a sale "en bloc" is

another matter. The underlying principle

is that a profit is not made until the

goods are sold. It would also be un-

reasonable to write off a loss that has

not actually occurred. If we price our

inventory according to the market we
may make a lot of money (on paper)

one year and lose it the next. There-

fore, value at actual cost instead of th?

market. Some firms do not deduct cash

discount from the inventory, others do.

Whichever plan we adopt should ba con-

tinued.

Classified Into Departments

For the auxiliary books the inventory

of furniture, expense and merchandise

should be classified into the departments

decided upon, for instance:

1. Prescriptions.

2. Drugs.

3. Non secrets and own preparations.

4. Proprietaries.

5. Toilet articles.

6. Tobacco.

7. Confectionery.

8. Photo goods.

9. Sundries, etc.

Make a list of doubtful items with the

department to which you have assigned
them in the inventory, and follow this

classification throughout the year.

The total of merchandise in the inven-

tory is charged to the account of each
department in the respective accounts
of the auxiliary.

Some accountants combine the depart-
mental features with the general book-
keeping but I do not like any system for

a retail business which mixes up the de-

partment analysis with the general book-
keeping as so doing complicates matters
and leads to errors. The results of the
auxiliary should of course total up the
same as furniture, expense and mer-
chandise accounts of the general ledger.

Neither do I like a card system for
accounting, but as buying records they
are very useful.

The Handling of Invoices

The auxiliary ledger is simply a mul-
tiple column analysis or departmentizing
of the general merchandise and expense
accounts.

Invoices. — The next point for us to
consider is that of invoices. Should
there be any expense items in the in-

voices these are separated and debited
to expense in the synoptic. If part of
the invoice is for another person or firm
to whom you are to deliver at cost or
at a very small margin, the amount is

credited in the synoptic to merchandise
bought and debited to the account of the
person or firm sold. Otherwise the true
percentage of gross profit will be affect-
ed adversely. The invoice should then
be classified for the auxiliary ledger.

Perhpps here is whcr'' there is most
apt to be a difference of opinion. My
cbject has been to get a systsm that

GEORGE A. BURBIDGE

Reglstrai'-Treasurer of the Pharmaceuti-

cal Association of Nova Scotia and Dean
of the Maritimes College of Pharmacy,
who showed by his reading of a paper
on "Retail Accounting" that even the

pharmaceutical savant can stray from
the ethical to the commercial quite easily.

would involve the least amount of work
and responsibility upon the salesman. To
ask him to classify his sales at the cash
register is unreasonable and only leads

to confusion. The classification should
be done by one person and in the office.

This means that each item sold must be
written down. For this purpose I use
the tickets printed by the register, the
clerk writing the items on it at the time
of sale. It does not take more than a
few seconds and does not appreciably
slow up the counter service. The tickets

are put in a box like a ballot box, sup-
plied by the Cash Register Company.
These tickets are invaluable, and I would
not try to do business without them for

the following reasons:

What the Tickets Tell

There is a record of each and every
sale made, which may be reviewed by
the proprietor at his leisure.

The salesman reviews each transaction

before it is completed. If he is not siire

as to having rung up a sale, or if he
thinks he may have made a mistake, the

tickets will tell.

Disputes with customers are often pre-

vented, and if they occur the tickets will

usually afford the best kind of evidence.

This is especially true if a customer dis-

putes a charge, saying that it was paid

at the time. Clerks are encouraged to

write the customer's name on the ticTcel

when known.

Wrong prices are noted by the book-
keeper and reported.

Stock gettin'- '-^-"v may be at once
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noted by the clerk on the ticket and fol-

lowed up by the book-keeper.

Clerks who are pushing profitable

lines may be given credit.

The tickets are the best check against

dishonesty or favoritism to friends at

the firm's expense.

They afford the best means of accurate

classification.

It is surprising how little time it takes

to classify the tickets by one who has

learned the classification.

For the cash analysis I use a daily

sheet, twenty-six of which are bound to-

gether for each month. Each sheet con-

tains full particulars of the day's

balance and classification of sales. From
these daily sheets the synoptic and aux-

iliary ledger are posted. From this

point it is merely a matter of ordinary

book-keeping. The general results of

the business are shown in the profit ar,/

loss account annually, which should tally

with the net total results of the auxiliary

ledger, after the next year's inventory

is taken into account. During the year

the finger is kept on the pulse of the

business, chiefly through its various de-

partments as shown in the auxiliary.

Results Opened His Eyes

Results certainly are obtained, and

possibly results which at first will be sur-

prising and lead to checking up the work

of the clerks, and the prices charged.

For instance, the first year I found that

whereas it cost me about 35 per cent,

(on turnover) to do business and live

comfortably, my gross profit on my
cigar case was less than 4 per cent., on

my confectionery sales about 17 per

cent., and, strange to say, on toilet

articles, which I thought a profitable

line, I was getting only about 25 per

cent. The lines on which I made my
real profit were pi-escriptions and drugs

and non secrets. The problem at once

presented itself of preventing leaks and

getting better returns from the unprofit-

able departments.

Those who have a certain amount of

wholesale or semi-wholesale business will

find a complication which, unless pro-

perly dealt with, will materially affect

the gross percentage results. One
special set of columns in the auxiliary

will take care of this problem, and if

the wholesale selling enables quantity

buying, it should receive credit for the

advantage by considering such goods as

belonging to the wholesale account and

charging from it to the retail at usual

wholesale prices.

In deciding whether a line is affording

its share of profit, it is necessary to dis-

tinguish between overhead and selling

cost. There are certain costs such as

rent, insurance and interest which are

chargeable even if the store is never

opened. These constitute "carrying

costs." Certain other items, such as

heat, light, telephone, office expenses,

etc., are incurred, even if no goods are

sold, and should be borne pro rata by
(Continued on page 116)
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The above hat models, Spring, 1921, were designed and made by W. J. Galvin, of Fried Grills & Co., of Toronto.

The hat to the left is one with the extreme roll, welt brim, 21-line band with boiv at the back of the hat,

and medium crown 5% by 2%.
The centre hat is the real English hat ivith 21-line band, wide under binding, heavy flare brim, medium crown,

5% by 2%.
The hat to the right is a high tapered croivn ivith onlij the ordinary crease in it. It is an English welt brim,

2S-line band. 5% by 2Vi.
All these hats will be shown in pearl greys, the lighter colors and staple shades.

The Hickok Manufacturing Co., of

Rochester, N.Y., are making belts out of

a 7iew leather taken from the hide of

the water buffalo tvhich was discovered

in East India. After many experiments
with this leather, the Hickok people have
come to the conclusion that, although it

is lighter and finer than that taken from
the cow hide, it has greater tensile

strength, is tougher and more flexible.

The price of the finished pr-oduct is

cheaper than the belts from the covi

hide.

It is the belief of the American Wool-
en Company'^ competitors that prices,

especially those on staples, will be cut

to low levels such as have not been seen

in several years. One independent mill

agent said this week: "If the American
does not cut its prices low enough we
will cut them lower." The attitude of

the trade is to get through the readjust-
ment as soon as possible. A man who
might not buy a suit at all if what he
wanted was $60, might buy two suits
if he saw the same thing at $40. The
trade feels that there is truth in this
illustration, and that they may achieve
volume business if they can get on a
basis that is low enough.

'.v»->'-v-u>.l.s-i

Abuvc are some of the new Spring shirtings shown by Cluett, Peabody & Co.
Beginning with the upper left hand sample anl reading from left to right these may be

descri'bed as follows :

—

1. Alternate brown, dark blue and lighter blue stripe. It is also shown in pink and green

mixtures, and black and blue mixtures. White background.
2. Brown stripes with green figures. Also shown in green with pink figures, and blue with

black figures. White background.
3. Tan and mauve stripes. It is also shown in deep pink and green, and dark blu2 and black.

White background.
4. Mauve background with white and blue stripes Also shown in green background with black

stripes and light blue background with tan stripes.

.5. White background with mauve flower stripe. Also shown in blue and pink flowers.
6. White background with alternate delf blue and green stripes. Also shown in blue and

black stripes.

7. White background with dash stripes in green and pink shades. Also shown in blue and
green stripes.

8. Check in which helio is used with orange, black with pink and black with light blue.

9. Green stripes. Also shown in helio and blue.
10. White background with heavy stripe green and blue, and single stripe light b!u2. Shown i"

deep pink stripes.

ir,



Every Merchant a Trustee
To Handle Credits Successfully He Must Ha\-e Firm Principles-

—Their Practical Application.
By HENRY JOHNSON, JR.

-Sound Rules Are Needed

CONTINUALLY men ask me hov/

to handle their customers' ac-

counts. I read of schemes and
plans all the time, too, but whether talk-

ing or reading, I always find that ques-

tions and resolutions all treat of methods.
None that I know of strike the funda-
mentals, the roots of scientific credit

handling, so I want to have you think
with me along lines which will begin
with the right "mental slant" on this

problem and so lead us toward a real

settlement of this question.

It is a recognized fact that no man
can get very far without character.

Character must be founded on principles,

whether consciously adopted or not. It

is the same with business. It must
have character, and it must rest on prin-

ciples, else will its life be short and its

usefulness nil. And just as a man must
respect and live up to the high exactions
of his principles, so must a business have
principles, or rules, which everybody, in-

cluding the man at the top, respects as
rigidly as he does his own honor and
integrity.

You cannot .^ell goods haphazard. You
cannot make deliveries without a sys-

tem. You cannot "guess" at the prices
you will charge nor the service that can
be given with your prices, if you are to

be successful. And you certainly cannot
extend credi: v.dthout a plan of action,

carefully laid down and then lived up
to as rigidly as any bank, and make a
success of the credit business. But,
given sound rules and rigid observances,
the credit business is, to my mind, the
finest business there is from the stand-
point both of the merchant and his

customer.

What Kind of Rules or Principles?

The first principle is that credit is a

service. At such it is surrounded with
certain limitations. Just as the hours of

business are clearly limited, so must
be the term of credit. For you can only
give just the service you set out to give
—no more, no less—if you are to be
successful. Let us say, then, that credit

is to be extended for thirty days. That
means 30 days. It does not mean 35
days, nor 40 days, but 30 days. In-

evitably and logically that means that

the bill is to be paid at the end of 30
days. Automatically that cleans up tht

question whether there shall be any bal-

ance. There must never be a balance.

Certain matters of practical applica-
tion must come in for handling credits

on this plan. At the outset the under-
standing must be had that the bill is

payable every first of the month. It is

understood that you send it out or not,

just as your custom may be, or as your

customer may desire. Then it is to be

paid some time within the first and the

tenth of the succeeding month. That is

a piactical matter, made necessary be-

cause it would hardly be practicable for

you to insist the money be right there

on the dot or you would not send any
more goods. It might rain, or snow, or

people be ill, so the first to the tenth

is a good arrangement; but that must
end it. Bills not paid by the tenth are

liable to immediate stoppage.

Next, goods are money, therefore you
must be as careful loaning them as you
would be about loaning money. An ap-

plicant for credit must be told that you
are certainly glad to take all the good
accounts you can get, putting strong

emphasis on the good. Get all record

and references. Then, before the first

purchase is delivered to the customer,

investigate that record. If any flaws
appear, do not take the account. Never
mind that it is unpleasant. It will be
pleasanter than to have a big loss later

on.

If, in spite of all precautions, you get

in bad and find your self stung, take

your loss at once. Stop the account. Wipe
out the bill. Lose $25 now rather than

$40 later on.

Never make any bones about letting

it be known that you invite no laxity

with accounts, that you expect your cus-

tomers to pay just as they have agreed

and live up to that rule.

Practical Operation of the Plan

"Yes," you say, "but that is old stuff".

Those are usual i-ules." True; there is,

in fact, nothing new about the right way
to handle credit. The point comes in the

proper handling thereof and obeying

your own rules—living up to your own
principles and character.

You will not go far before somebody
will seek to have you make an exception

to your rules. Perhaps it will be a very

fine, high grade, thoroughly respectable

customer, a pi'cfessional man who wants

you to carry him through the summer
while he goes on a trip. It is going to

test your character to refuse. It is go

ing to test your diplomacy to decline in

such a way as will stop the account. But
you must refuse. Whether you do it

smoothly or roughly, whether you re-

tain or lose the account, the desideratum

is that you refuse.

Why? Because on your ability to re-

fuse rests your title to be regarded as

a credit man. Just as you succeed in

living up to your rules you will succeed

in extending credit—and to no greater

extent.
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Suppose you do not steal. Why do you

not? Because your principles do not

admit of stealing. Further, you would

not steal just once, as a sort of excep-

tion to your rules, would you? No.

Why? Because instinctively you know

that a single lapse is so dangerous, so

terribly liable to undermine your whole

character, that you would shrink back

in horror at the suggestion.

Yet to steal once—just once—would

be no more dangerous to your character

and no more demoralizing than to lapse

cnce in your rules will be to your entire

scheme of credit giving.

How to Prevent Lapses

Here is where the correct "mental

slant" conies in. You must approach

this tremendous problem with a heavy

sense of responsibility—for you are re-

sponsible far beycnd what -ou are apt

to think. Your habit is to think of your

business as your own, to do with as you

please. But' it is not. In fact you are

only a temporary tenant. You are a

trustee to whom that business has been

handed for safe keeping and skilful

handling. You are the servant to whom
has been givei-; certain talents for which

you must later render the strictest ac-

count. And who, then, is the owner to

whom you must account?

The owner ir^ the man you will be in

thirty or forty years from now, and his

old wife. That man is beyond the age

of useful work, and he is now looking

to you to pro\ 'de a competence on which

he can live in independence until he

passes on down the long slope. His wife

suTCly you want to safeguard ihei^,

from any danger of dependence, priva-

tion or want!

So just regard yourself as the em-

ployee of that man and woman, en-

trusted with their entire possessions, in-

structed to run that business with cer-

tain well-defined limitations, and go to

it that way.

A very successful man stood in his

store one day and I stood beside him.

We were looking over the busy crowds,

and I asked him something about his

methods. He said: "You know, our rules

do not permit us to do that"—replying

to some question I asked. I forget the

question, but 1 have never forgotten the

answer. "Our rules"—yet he was the

sole owner of the store! What did it

mean? It meant that he had character

in himself, based on principles, and he

made rules and respected them.

That is the only way you can succeed

in handling credits. You can only do

that if you have the ability to say "no"

Continued on Page 114



Indications Point to Light Buying
For Spring Lines of Felt Hats,

Montreal Wholesalers Uncertain as to Prices, But Think There

Will be Some Increases—Little Variation in Styles—Can-
cellations Light—Materials and Labor Increase.

MONTREAL.—"The hat business

is a lap behind as regards sea-

sons," stated a Montreal whole-

saler to a representative of Men's

Wear Review recently. "Factories can-

not deliver their fall orders until the end

of next December and even when they

have shipped, it is estimated that only

G5% of the original placing will be de-

livered to retailers. Therefore, opera-

tions on Spring goods will not com-

mence until January and I cannot pre-

dict at this early date just when sorting

orders will be available. Spring busi-

ness this year was a frost, generally

speaking, and it will be some time be-

fore the trade recovers its ordinary

stability."

Cancellations Slight; Prices Uncertain

According to this wholesaler, cancel-

lations are a negligible quantity, but
abnormal buying will not be a feature

of the Spring market. Ordinarily, the

Spring lines sold represent a compara-
tively small portion of the year's buy-
ing.

Few wholesalers will commit them-
selves to definite price Iprediction at

this time, but believe that a 25 per cent,

increase in soft hats for Spring and a

50 per cent, increase on sennet bolters

will be effective on all lines. Panamas
and togos are as yet uncertain, but will

probably rise, if the prices for mater-
ials and the cost of labor continue to

mount.
Spring lines, it is said, will show

slight variation from those featured
this Fall; but the effect of the delay in

shipments this season will undoubtedly
react upon the Spring business and any
left-over stock will have preference for
early selling, the divergencies of style

being comparatively of little import-
ance. Indications point to a period of
light buying for Spring, since heavy
stocks of this season's goods and later
deliveries, combined with the prices at
which the Spring lines must open are
likely to counteract any tremendous
buying wave.

Few Repeat Orders

A feature of the straw hat business
this year was that no repeat orders were
received and, therefore, many wholesal-
ers were left with a large supply of

Panamas and other novelty hats on their

hands which, no doubt, will be avail-

able at lower prices for the next season.
Reports from western branches of the
Montreal houses indicate that the small-

Price Tendency Firm
Says British Manufacturer

Ain'^ley-Dineen Hat & Fur Co., Ltd., of Toronto, recently received a

letter from the head of one of the large British hat manufacturers in which

it was clearly stated by him that he did not look for lower prices yet. The

impre.ssion one gets from the letter is that, while hat prices will not be

lower, there is not much likelihood of there being any advance. Prices will

be firm for some time. But here are extracts from the letter itself:

—

"I have gone closely into the question raised by you, viz., prices. You
expect lower prices. I do not. I have gone through the pros and cons and

I find that your last season's hats were underpriced. The present season's

are based on estimates formed two months ago to the best of our ability.

"The future of prices is very uncertain. Fur has been easier, but our

reckonings were a long way below the extreme prices that fur reached.

Silk and cotton show no sign of easing. Shellac fell, but is now firm and is

very strongly held. Other materials and ingredients, such as dyes, spirits,

are advancing considerably. The demands of labor are insatiable and the

only thing that will check them is a complete break in trade.

"The conclusion I have come to is that there is no immediate prospect

of a break in prices. A few people have unsold stocks of goods which they

could not finance; but, in my opinion, the chance of a general break is

remote."

brimmed hat has not found great favor

among western men who are accustom-

ed to the large hat and to whom this

latter style is a climatic necessity rather

than a personal preference. Neverthe-

less, the small hat numbers a vast ma-
jority of buyers amongst its devotees

and, with their finger on the pulse of

trade, the manufacturers have an-

nounced that 3V4: crowns by 2% brims

will be the correct measurements for

the Spring 1921 hat. In inverse ratio

to the dimensions of the hat itself is the

hat band, which will be extremely wide
next season, approximately 2% to 3

inches wide. The side bow will be pre-

ferred.

Colors are largely a matter of sec-

tional preference in felt hats. Reports
are current that browns are to be fea-

tured once more as they are said to be
remarkably popular in New York. Dark
grays, slate and dark greens are all

scheduled to reappear, but pearl grays
are not likely to be so popular as the

lightness of the shade does not com-
mend itself for all-round wear, a qual-

ity infinitely to be desired by the aver-

age man.
Causes of Advances

The great advances that are taking
^laqe in prices of materials and the
cost of labor are the factors responsible
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for any advance in next season's prices

that may occur. Sennet braids, espec-

ially are exceptionally scarce for next

season's straws and, as fur felts are

still abnormally high, the demand for a

popular priced hat is expected to be un-

usually large. On account of the ex-

change rate and duty, American hats

are, so far as the high-priced creations

are concerned, pretty scarce. Whole-
salers are advising early buying after

prices have been announced.

SAYS MERCHANTS ARE BUYING
MORE FREELY

According to information secured

from the H. E. Davis & Co., raincoat

manufacturers, of Montreal, there is a

recrudescence of buying on the part of

the trade. One of the officials of the

company stated that merchants were in-

clined to buy much more freely just re-

cently than they had been some weeks
ago.

Mr. Davis, himself, is on an extended

business trip to Europe at the present

time and, in writing, states that prices

of materials continue to advance and

that there seems little prospect of any

reductions.

H. E. Davis & Co. have recently

moved to the Somer building.



Still Suffering Through Lack of Publicity;

Further Vicious Attacks by the Daily Press
"Globe" Says Mills Are Shutting Down to Await a Demand That Will Pro\-ide Opportunity

For Still Further Big Profits—How Prices Have Advanced Since 1914—Glutting
the Labor Market May Bring Down Prices.

IN
A letter to the Montreal "Gazette,"

Philip J. Elliott, of that city, com-

bats the impression that seems to

be more or less widespread that prices of

clothing are to come tumbling down in

the Spring of 1921. Men's Wear Re-

view has pointed out repeatedly that,

so far as market conditions were con-

cerned, there was nothing to indicate

that prices would come tumbling down,

or even that the Spring of 1921 would

see any radical drop in prices. The

i
attitude of mind into which the consum-

I

ing public has drifted is due to two
causes: First, either a vicious or ignor-

ant propaganda on the part of the

daily press to create the impression that

gross profiteering was abroad in manu-
facturing, wholesale or retail circles,

and second, to the inaction of the re-

tail and manufacturing interests in al-

lowing this propaganda to go on un-

challenged. In discussing this question

with a manufacturer recently, the sug-

gestion was made by him that retailers

should drop their advertising for a period

of three months with all daily papers.

The buyer of another large retail house

suggested that retailers should go into

conference with the editors of daily pa-

pers and lay the full facts before them
with regard to modern merchandising,

costs, etc. If, this man said, the editors

did not then take a more rational view

of the situation, it would be time to

swing the big stick. The fact remains
that retailers are pouring their dollars

into the coffers of daily newspapers
which are doing them untold harm with

their senseless propaganda.

A Case in Point

A case in point is an editorial appear-

ing in the Toronto Globe of August 23rd,

commenting on the letter written to the

Gazette by Mr. Elliott. In the course

of his letter Mr. Elliott pointed out that

practically every shirt factory in Can-
ada was sold up for a solid year ahead
and that overall factories were eetting

very small deliveries from the m'Ps. Mr.

Elliott went on to give the following

list of wholesale prices on cotton goods,

covering the spring season of 1914,

1920 and 1921. Here it is:

1914
Men's underwear $ 4 00
Men's underwear 3 00
Men's underwear 4 75
Boys' summer jerseys.. 2 2.5

Boys' summer jerseys. . 2 75
Boys summer underwear. 2 25
Men's lisle socks 2 25
Men's lisle socks 4 00
Men's overalls 12 00
Men's overalls 6 50
Men's overalls 7 00
Men's cotton work pant-s 12 00
Men's cotton work shirts 4 50
Men's cotton work shirts 6 .50

Men's braces 4 50

W20 1921
8 10 $13 50
6 50 9 75

13 50 21 00
4 50 6 50
5 40 8 50
4 50 6 50
4 00 6 50
6 50 9 00

30 00 45 00
21 00 30 00
23 00 36 00
22 50 39 00
13 50 21 00

18 00 30 00
12 00

Men's braces 2 25 9 00
Men's braces 3 00 10 50
Men's negligee shirts.. 6 50 18 00 30 00
Men's negligee shirts.

.

9 00 24 00 45 00

The Globe then goes on to quote from
the Wall Street Journal to the effect that
conditions do not warrant the conclu-
sions at which Mr. Elliott has arrived
and then the Globe goes on to say it-

self:

"The assertion that the mills are cut-

ting their working hours or shutting
down, however, indicates a determination
to curtail production until demand gives
another opportunity for big profits on
the output, as in Canada. The public
has only one means of protection, and
that not always possible of operation.
It is to buy only when need compels.
The answer to further advances in the
prices of clothing should be to solidify

the determination to practise additional

economies. A good deal of extravagance
is still being indulged in. Nothing else

is so certain a support of high prices

and limited production. More thought in

buying and more care in keeping clothes

repaired will help to make the dollar

more nearly approximate its face value
than it now does."

The Globe's comment is quite in line

with its repeated unsupported insinu-

ations against all and sundry manufac-
turing interests, and against gross pro-

fiteering on the part of the retail trade.

And it equally fails to take into con-

sideration other important factors in the

situation. No cases of profiteering

have yet been proven against manufac-
turing or retail clothing men. It is

only because of ignorant or vicious pro-

paganda on the part of daily newspapers
that people have got into the attitude

of mind where they look for big drops
in clothing prices. These papers well

know that there have been heavy can-

cellations of fall orders. Yet, do they

expect that clothing manufacturers are

going full steam ahead, manufacturing
to their utmost capacity, when there is

no depT"^'' '''^ when the demand has

fallen off? It is, or should be, known by
the daily press that labor costs are still

the greatest factor in clothing prices

or the prices of almost all other com-
modities. There is no slackening up in

the demand for higher and still higher

wages, making it impossible to turn out

the finished product at a lower price.

The British Profiteering Committee re-

cently reported on their examination of

Yorkshire tweeds and found that wages
and general expenses a year ago had
increased to three times the ante-war

level and that raw material prices had

increased fully four times. Of a suit

manufactured from the cloth under re-
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Here is one consoling thought.
People still wear clothes.

Though some of us with fears are fraught.
People still wear clothes.

Ever since Eve took her bite
Folks keep partly out of sight
So why worry?— It's all right,

People still wear clothes.

Summer, Winter. Spring or Fall,

People still wear clothes.
There is not a doubt at all,

People still wear clothes.

Though wolves skulk close to our doors.
We can keep safe from their claws.
Just as long as there are laws

—

People still wear clothes.

—Personality Bill.

view to be sold ready-made or made to

measure at from four to six guineas,

the cost of the cloth would be 28 shil-

lings, of which the cloth manufactur-
er's profit, after allowances for taxajtion

and extra cost of renewals, amounted to

approximately one shilling per suit. As
a matter of fact the price of clothing
has not increased to anywhere near the

proportion of increases in raw materials
and wages and other overhead expenses;
a fact that is glossed over altogether

by the daily press.

What Is Happening or May Happen

In the woolen and shoe industry to-

day things are happening. Prices may
drop; so may some other things, which
is just as desirable. Shoe manufacturers
are closing their doors because there are

no orders and they cannot manufacture,
with wages at their present levels, for

less than they have been. The result

is that thousands are being thrown out
of employment. In some of the woolen
centres in England, the same thing is

happening. If clothing manufacturers in

this country can't get orders, they will

probably do the same thing. Why
shouldn't they? The Globe and its as-

sociates who pander to labor and the

farmers would close their doors if there

was no demand for their sheets. The
result is that more thousands will be

thrown out of employment in this coun-

try. If the labor market suddenly be-

comes flooded with a surplus of unem-
ployed men, there may come a big drop
in other things besides clothing prices.

Wages will begin to tumble also and
then, as the Globe fondly advocates,

clothes will be repaired and the dollar

will reach its approximate value. The
fact of the matter is that the daily

press hasn't the sand to tell labor that

their demands are unreasonable and that

such demands are, more than anything
else, responsible for the high cost of

livintr.



The Decrees of Fashion Seen in France
Different Styles in Morning Coats, Dress Coats, Dancing Coats, Travelling Coats and Lounge

Coats—The Fancv Vest—Fine Light Stripes in Trousings—Odd Shades Being Used.

IF
YOU would know what is the

"dernier cri" in the wardrobe of the

Frenchman of fashion today, you

will come to the so famous beach re-

sorts or to the country club where "les

mondains" congregate themselves to-

gether for the sport or for the house

party. Here you are going to see the

triumph the most absolute of the lounge

coat, which is, of all the clothing, the

garment most chic that one wears at the

moment.

Our customs so practical, our sport-

ing "esprit" disdains forever, we are as-

sured, the stiff appearance and the

skirted coats. The frock-coat, even, is

despised, and slumbers in forgetfulness

the most sombre; the morning-coat is

disdained; the dress coat must without

ceasing struggle with the smoking

jacket, that so presumptuous upstart.

We wish no longer to wear the floating

and so useless skirted clothing—ah non!

"All poetry disappears!" has cried

with sorrow a well-known dandy of

Paris, "Pan is dead!"

Let us accept courageously our des-

tiny and console ourselves: the lounge

jackets that one offers for our approba-

tion, are sufficiently varied and suffic-

iently elegant to justify the optimism

the most fervent.

We will admire then, this Fall, an

amusing play of sporting coats con-

ceived and designed according to two

styles in actual vogue: the sti'aight coat

and the lapped over front coat. For

we possess, since a short time, by some

divine grace, a new model of a lapped

overcoat, of which the success assures

itself with a rapidity very unexpected.

Waist a little high, belted without ac-

centuation, moderately lapped over,

sharp pointed revers, and adorned with 6

buttons. But 6 buttons one must have,

disposed after this formula severely de-

creed:—the upper buttons a little diver-

gent and free from any actual duty, the

middle button must perform the duty of

buttoning, the lowest button is free and

is hidden by the flap of the other crossed

over front.

The unlapped coat retains its appear-

ance so jaunty and youthful with the

new note, and is gay with a certain

gravity: a little bit more long, less

pinched at the waistline and deprived of

those converging wrinkles at the mid-

dle button which used to give to our sil-

houettes so narrow and scanty an ap-

pearance.

Thus shall we see to shine resplen-

dant in the sunlight an entire series so

picturesque of these coats; morning
coat, sports coat, dress coat, dancing-

coat, travelling coat, lounge coat.

France is gradually stepping to

the fore in the matter of men's

fashions. For years this has been

the case in women's styles, hut the

war seems to have let loose man's

desire for elegance, beauty and
grace in attire to that extent where

he m,ay be looked up to, as are the

women-folk of France, as leaders

of fashion. The accompanying
article is from the pen of Pierre

De Trevieres, and appears in

"Femina," of Paris, France. The
name of the a7-ticle is "The Mode
Masculine."

The morning coat is made of some
supple cheviot of medium shade, perhaps

blue-gray or bronze. The trousers are

of the same fabric, and creased sharply

according to the latest decrees of "la

mode."

This garb may be enhanced if you so

wish, by a "gilet de fantaisie" or fancy

vest.

But if your taste remains quietly dis-

ciplined and refuses the audacious, there

is the unlapped vest, without collar or

revers, in a discreet colour "genre pas-

tel," but always following the chromatic

note of the coat—just a shade of dif-

ference—as the painters would say it.

"Enfin," these new vests suppress the

lower notch of "V" shape and them-

selves end in a straight line in order to

harmonize with the trouser creases.

Sober, neat, practical, the sports coat

must free our actions from every an-

noying constraint. The arm holes so

expansive, the stitched "martingale" as-

suring a liberal stretch to the Scotch

homespuns. Patch pockets with but-

toned flaps and leather buttons also add

much charm. The neck opening unus-

ually wide and "degagee" permits the

showing of the newest low collar shirts,

those so famous "Eton" shirts, or "Dan-
ton" as we term them in Paris.

An attentive and precise care must
preside, of course, over the choice of a

sports suit. The golf vest of discreet

nuance, rust, ochre or gray-green, cut

on ample lines for the links, would not

at all do for cricket or the tennis. On
the courts, the tennis costume retains,

by grace of circumstance, the privilege

of the light flannels and vivid colors, as

coats with wide stripes of bright colors

such as the red and black or blue and
orange. But abandon, I beg of you, the

short models and adopt the longer coat

with the cut so pretty, which one may
see any day at the "Theatre Femina"
worn by M. Andre Tuguet, the lover-

sportsman.
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I imagine willingly that the dress

coat will adopt the lapped-over mode.

There is in the world of wearing ap-

parel a pleasant diversity, a distinction

subtle yet logical.

The gay color scheme was "tres a- la

mode," this summer and it seems that

for Fall they will continue, but more
discreetly, in the range of blue, tobacco

or gray, with an invisible stripe or an

imperceptible diagonal line woven in the

woof. The trousers and the vest must
be of the same.

,

For the receptions, the afternoon teas,

the races, etc., the unlapped dress-coat

should take up its position uniquely in

the darker shades. Waist pinched in,

moderate revers, rounded fronts. One
may enrich it at will by a fine braiding

in border effect.

An interesting particular I must not

forget, the men of fashion are abandon-

ing for this kind of dress a uniformity

of tone. The trousers may be lightened

by fine light stripes. Very few "checker-

boards" now are seen, for checker-

boards are altogether "vieux-Monsieur."

But the "dernier cri," I tell you in

confidence, it is the trousers of whip-

cord, either in beige, chestnut, or even

bronze green, worn with a black vest.

My essential recommendation is: do not

turn up the cuffs of this admirable

"pantalon" of whip cord, for it is this

imperceptible note which classes a man
and reveals the quality of his "diletan-

tisme."

The travelling coat, less nipped in

and looser in appearance, one finds in

beautiful Irish tweeds, with belts which

button over in front.

There remains now to treat of the

grave question of dancing clothes, for

one will dance this Fall, do not mistake

yourself! The great god Tango con-

serves his prestige and fox-trot, one-

step, hesitation waltz, Spanish schot-

tische will spread abroad their graceful

rhythms among our country houses and

hunting lodges. Parisian tailors offer

us for these so delightful fetes a dan-

cing coat of black, to be worn with a

light vest of very taking charm;

I believe, nevertheless, that for the

less formal of these entertainments the

so-called "smoking" or as you call it

"tuxedo" coat will keep its vogue. But

by the shades of Brummell! let your

choice be exercised with a care the most

rigorous. The tentative offerings of

the best "maisons" are too daring for

the majority of you dancers.

The lapped over dinner coat is a

manifest error. Certain m'odels with

satin facings are in doubtful taste. The

(Continued on page 114)



MEN'S WEAR REVIEW

Cotton Gloves Montreal Cap Men Say Prices

Reach the Peak About the Same for Spring 1921

Slight Increase of About $3.00 Per Dozen—Plain Colors Predom-

inate and Subdued Tones—Linings High in Price and

Some Fancy Ones Being Used.

It is the opinion of M. J. Fultz of the

American Pad and Textile Co., Ltd., of

Chatham, that the peak has been reach

ed in the price of cotton and canvas

working mitts and gloves. The decline

in price, however, is not so certain; in-

creased costs are pilini utd on produc-

tion which take care of any possible re-

duction in cotton valii^s.

"It is hard to get a reliable focus on

the cotton situation." Mr. Fultz stated

to Men's Wear Review, "but from what

information we can get the prospect is

that the peak has been reached and we
look forward to a decline. This de-

cline is not yet in sight, however, par-

ticularly in Canada. Any slight reduc-

tion in the price of cotton in the United

States is offset by the exchange rate,

in the first place, and by the increased

freight rates on the other side, in the

second place. Moreover, we cannot

place any orders with the' Canadian

mills before December and January and

they will not take orders on goods at a

later date than that. I see no decline

in prices for months to come."

Since establishing their business in

Chatham in 1915, the output of the

American Pad and Textile Co. so far as

cotton gloves are concerned has greatly

increased. In the making of these

work gloves, dies are now used in cut-

ting them out and there is very little

waste in the operation and a good-fit-

ting glove is being turned out. The
jersey gloves are selling particularly

well, Mr. Fultz states, because they are

closer fitting than the others and have

more warmth to them. They are being

made in Oxford grays, tan and dark

slate and it is not an uncommon thing

to see a sprinkling of them in some of

the rural congregations where driving

to church is very common. This com-
pany uses about 35,000 pounds of cot-

ton per annum for these gloves alone;

while about 60,000 pounds are used for

the various gloves made in their fac-

tory. Their business has increased and
placing orders already in hand will keep
them busy to December.

Prisoners Now
Prisoners De Luxe

MONTREAL.—A Montreal manu-

facturer stated a few days ago

to Men's Wear Review that de-

liveries of Spring 1921 lines of men's

and boys' caps were already underway.

Travellers left Montreal about the mid-

dle of August with their samples; it is

too early to predict the bulk of their

sales.

Prices About the Same

The main feature of the cap situation

is that the prices quoted on all spring

lines are practically the same as a year

ago, there being only a slight advance

of about $3 a dozen. The range of

prices this year will run from $15 to

$52 a dozen for the Canadian-made pro-

ducts and for imported models, particu-

larly the English golfing type, the price

will go as high as $72 per dozen. A
fair quality cap will retail at about $3

and caps of the better grades will sell

from $5 to $8 each.

Plain colors predominate in Spring-

styles as well as those for the present

Fall; subdued tones are preferred in all

cases. Checks are considered a staple

in ordinary demand and hairline stripes

in plaid effects are included in some
lines. Dark greens ahd grays are the

most popular colors as indicated by re-

Will Be Discharged in Well Tailored

Suits, While King George Orders
Ready-Mades.

Ottawa.—Believing that the old

striped uniform in which all convicts in

penal institutions have previously been
garbed has a tendency toward degrad-
ing and hardening prisoners, the De-
partment of .lustice, after much deliber-

ation, has decided to abandon it. In

tailers' orders. Some manufacturers

have gone in for vivid-colored linings of

harmonizing tones which include tans,

greens and yellows in heavy twilled

satins. Linings are very high in price

and scarce, while cotton threads and

other findings are also adding to the

costs of cap manufacturers. All the

better grade caps feature the unbreak-

able peaks which have become very

popular with travelling men.

While the one-piece cap has the great-

er call, the eight-quarter cap is still

strong in some regions. The tendency

is for smaller models, but such styles

have not yet become very popular. Light

fabrics such as silk cords, worsteds and

poplins will have a decided run next

Spring and Summer.

A Novelty

Winter caps, designed to be of real

service in the coldest climates are a
leading feature of one Montreal fac-

tory. The inner band is lined with

soft fur and the cap itself is lined with

felt and cotton wadding which absolute-

ly excludes the cold. The one-piece

lining is generally preferred in all lines

as it is practically untearable and pro-

vides a maximum of wear.

the future, two uniforms, one for sum-
mer wear and one for winter wear, will

be supplies to take its place.

Made from durable, uni-colored

brown denim, the new Summer uniform

will consist of jacket and trousers cut

in conventional patterns, with none of

the hitherto distinguishing prison feat-

ures. The huge painted numbers
which, in the old uniform, adorned the

back and chest of the wearer, and which

were unnecessarily conspicuous, will be

abandoned. They Vi/ill be replaced with

small, neat metal number plates, secur-

ed to the back and breast of the jacket,

quite inconspicuous and equally effic-

ient.

The Winter clothing will be made from
French blue cloth, while numbers simi-

lar to those on the Summer uniform will

be affixed. Round cloth caps, simi^

lar in design to the forage cap issued

by the German Government to field

regiments, of blue cloth, and with ear-

flaps, will complete the convict's Winter
equipment.

The most radical change, however,

will be made in the provision of dis-

charge clothing for prisoners. In for-

mer years the Government has been
wont to provide grey tweed suits, badly
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cut and absolutely unmistakable to resi-

dents of prison cities. These suits will

be replaced by well tailored and modern
garments in many varieties of texture

and colorings. They will also be made
to order, and when the prisoner receives

his discharge, he will leave prison garb-

ed in clothing whicli will not betray the

fact of his misfortune to the first man
or woman whom he may meet upon the

street.

Many of the changes decided upon are
already in the process of making. Dis-

charge suits are now supplied to re-

leased men and, within a few months, it

is hoped to have all prisoners in Kings-
ton Penitentiary wearing the newly-de-
signed Winter clothing.

In the Meantime

In the meantime King George has
called in his tailors to discuss with them
fall prices. They informed His Majes-
ty that his tailored suits this fall would
cost $80. King George, with other
members of the Royal family in tryin?
to popularize the purchasing of less ex-

travagant clothing, declined to pay t^^"

price and ordered six ready-made suits

at $36 each.



Sound Systems for Figuring Turnovers;

^K Actual Inventory Figures Do Not Always
Show the Average Condition of the Stock

The Dealer's Problems Are Taken Up in the Following Article in a Way That Should Fur-

nish Him With New Thoughts on the Value of Keeping Records, Particularly Now
When Everything is So Uncertain in the Way of Buying and Selling.

No matter how many dollars are

put into a business, unless they

are made to produce new pro-

fits they might better be left in the

bank, or loaned on good security to some

one who would pay the legal rate of

interest. Idle dollars represent a con-

tinual loss, especially when they are

tied up in stock that no one wants.

This fact, of course, is quite genenally

understood, but the difficulty lies in the

fact that the merchant is not always able

to tell when the dollar is idle and how

to make it stick on the job. For the

dollar is a quiet worker, and unless he

has the right kind of assistance the

druggist may not discover until it is too

late that some portion of ;Ms capital has

gone into retirement. There is only

one sure way out of this and that is

through figure records that tell every-

thing that is done about the store dur-

ing the day, 'how much stock is on band

;

how much is tied up in accounts receiv-

able; sales for the day, payments on ac-

count and expenses—in fact every little

detail that affects the profits the dollar

sihould make.

The Folly of Overbuying

We are told by commercial agencies

that at least 90 per cent, of dealers

overbuy because they do not know how
their stock is moving. They lack the

records that should tell them when it is

necessary to buy certain lines and when

it is not. And right here it is well to

say that a large proportion of failures

are due to this glaring business fault.

BIG SUMMER TRADE IN TWEED
HATS

It has been found in many English

centres, particularly the north of Eng-

land, that a phenomenal Summer trade

has developed in tweed hats. These

hats are being used largely by motor-

ists who prefer them to the straws, one

of the chief reasons being that there is

no fear on the part of the wearer of

them getting out of shape. They are

made with stitched crowns and brims,

which gives them their stiffness. More-

over they can be bought very reasonably;

the price to the consumer runs from

about $1.50 to $2.50. These Summer
tweeds are very light in weight. Con-

sidering the amount of motoring that

is done in Canada, it would seem that

Whenever a dealer invests his money
in a certain line and sells out that line

entirely, he has turned his investment

once. Every time a turn is made a pro-

fit is made. It follows then that the

more turnovers a dealer can pluck from
his dollars the greater will the number
of his profits be. Frequent turnovers,

then, cannot be accomplished if a dealer

is inclined to overbuy.

Consequently, it doesn't taVe m"ch of

an effort to show that la few dollars

turned frequently will do more than

many dollars that move slowly or dol-

lars that do not move at all.

' The numb-^i' "f t-'mps a year a stock

of a business is turning may easily be

figured by dividing the year's sales

(figured at the cost of the goods) by
the average value of the stock on hand
during the year.

Safe Basis For Figuring

The cost value of goods sold last year

in a certain store amounted to $50,000.

The stock records showed that an aver-

age of $10,000 worth of goods was car-

ried. Of course, there was more than

this amount on hand sometimes, and
less at others, but the average for the

year—the only safe basis for figuring

turnovers^—was $10,000. This goes into

$50,000 five times—or this business suc-

ceeded in making five complete turn-

overs.

Sales (at cost) $50,000

Stock 10,000

Turnovers 5

There is another way of figuring

turnovers that in many cases is equally

satisfactory. That is, to take the total

sales at selling price, and divide by the

retail value of the stock.

Sales (at selling price) $75,000

Stock (at selling price) 15,000

Turnovers 5

A very natural mistake can be made
—has been made—in some cases where

a dealer takes his total sales at retail

and his stock at cost and attempts to

find the number of times his capital

has turned. See vvhat happens:

Sales (at retail) $75,000

Stock (at cost) 10,000

Turnovers 1V2

This is an easy way to make a few
more stock turns, but it isn't worth

much as an accurate reflection of the

condition of the business. And figures

like these must be accurate if they are

worth anything at all.

Lets Supply Get Low

Another thing to be remembered is

that actual inventory figures do not al-

ways show the average condition of

sitock. The wise manager lets his sup-

ply of goods get as close to the low

water mark as he dares before taking

inventory, so as to cut down the labor

required. Where a stock record is

kept, an average of value of goods on
hand can be taken, which is more satis-

factory for figuring turnovers than the

inventory figures.

there is a good opening for the sale of

such a hat here.

Decline of Soft Hat
According to The Outfitter, there is

a marked decline in the sale of the soft

hat in England. Wholesalers are com-

plaining that orders are very meagre,

and for the first time in six years they

are receiving visits from manufacturers

asking them when they will place orders

for the different kinds of soft hats. In

giving the reasons for the falling off in

the sale of soft hats, one manufacturer
is quoted as saying, "I have as yet fail-

ed to arrive at a reason for the falling

off, but I attribute it to two things. I

believe we have such stocks in hand as

will meet the demand which is only a

normal one; secondly, the price of hats

must have a bearing on the present sit-

uation. You cannot expect men to
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buy hats at a guinea as often as they

used to buy a three-and-nine-penny one,

although we do find that the velour

trade is being maintained to a remark-
able degree. Again, in regard to ex-

port trade we find that other competi-

tors are coming along. Italy, Fr^ ice,

Belgium and America are selling . its

in large quantities now where before the

armistice the trade was exclusively ours,

especially the Scandinavian and Dutch."

It is felt by hat manufacturers, how-
ever, that the Fall trade will be good,

though placing orders are late. While
they do not expect the trade to be as

good as twelve months ago, when hun-

dreds of thousands of men were being

demobilized with large gratuities and

were outfitting themselves regardless of

cost, they believe there will be a splen-

did normal trade.



iM E N ' S WEAR REVIEW

Retailers Urged to More Publicity;

Lessons from Other Organizations

Dr. W. J. Hindley, Chairman of Publicity and Education Board of

Washington State Retailers' Association, Address
R.M.A. at Vancouver—Pertinent Remarks.

In explanation of the word "tact," Dr.

Hindley told the Canadian R. M. A., a

negro explained "politeness and tact" in

this way. This darkey, sent to deliver

a package to an apartment, rapped on

the door, and received no answer. He

rapped again, and a voice said, "Come

in." He went in. Still he could see no

one. He opened another door, and there

was a lady in the bath tub.

"Now," said Mose, in telling of the

incident, "I shut the door quickly and

said, 'Excuse me, SIR.' "Now," added

Mose, "the words 'Excuse me' were po-

liteness, but that word 'SIR' was

'TACT.'
"

Lack of Organization

"Gentlemen," said Dr. Hindley, "there

are so many points in which our troubles

as retailers are common to both sides

of the line that I hope the time will soon

come when we will act in harmony—your

association and ours. The troubles and

trials that we retailers have had to en-

dure since the armistice have been, in

a large measure, due to the fact that

as a class we have not been organized.

It is more and more necessary for the

retailer to educate the public to the fact

that the retailer represents the most eco-

nomical and efficient method of distri-

bution to the consumer. If we don't

educate the public to our usefulness, we
will simply, as a class, be exterminated

—

eliminated, like any of the past examples

of creatures that have failed to adapt

themselves to their environment.

"We have not had, as a class," con-

tinued Dr. Hindley, "sufficient esprit de

corps—sufficient enthusiasm about our

profession. The impression has got

abroad that anyone vdth three thousand

dollars and an empty store can start

as a retailer, and make a go of it, with-

out brains, and without training.

"That is why," he went on, "that Dun's
and Bradstreet's show that 90 per cent,

of those who initiate a retail business

go broke. The retailers are especially

under attack from all sides at thi«

time."

Retailer on Defensive

Mr. Hindley explained the reason in

this way. During the war the patriotism
of the people made them accept all the
prices and conditions that were im-
posed. But they all looked with long-
ing to the day of peace, expecting that
pre-war conditions would again apply
and that prices would tumble and mar-
kets readjust themselves. The fact,
though, was that from the armistice
prices on all commodities soared—wages
sky-rocketed — raw materials went up.
The people simply revolted and protest-
ed against the H.C.L. With raw

materials high, and labor's further de-

mands, the manufacturer had to charge
more for his product. The public does

not know the manufacturer. With prices

up, freight up and credits extended, the

wholesalers and jobbers had to pass this

accumulation of increases on to the re-

tailer together with increased freights,

increased selling expense, increased
fares of travellers, etc.

"The retailer meets the public and is

the collector of all this," declared Dr.
Hindley; "nobody lilies a collector."

"And in Canada," Dr. Hindley re-

marked, "the Government is making
the retailer the collector of the taxes as
well."

"Have the retailers ever gone to the
press, whose very existence depends on
these same retailers' advertising, and

given them real information about retail

problems, and co-operated with them in

doing some educational work along the

lines of the function of the retailer?"

asked the speaker, adding: "they have
not."

Then, he said, the farmers had com-
pleted a wonderful organization. Like-

wise, the labor people, as witness the

various Government departments devoted

to labor and agi-iculture—and the Gov-
ernment

,
appropriations made toward

their interests. The retailer had been
passed by, simply by reason of his state

of un-organization. This, too, in spite

of the fact that the retail trade employs
more men and women than any other
single class—and pays more taxes.

"A small boy was once asked," said

Dr. Hindley, "what was the cervical

column ? He said 'the cervical column
is the backbone.' Everybody has one.
They think with one end of it, and sit

on the other."

The retail trade had been spoken of as
the backbone of the community.
"But up-to-date," said the speaker in

closing, "the retailer has been the sit-

ting end of the backbone, and it's time
he woke up and took his proper place
at the other end."

The above are Christmas novelties shown by William Milne, Spadina Ave.,
Toronto. In the centre is the famons "Jazz" bow, ivhich can be bought for from
$2.00 a dozen up.
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THE DECREES OF FASHION SEEN
IN FRANCE

(Continued from page 110)

only style I recommend to you is the

regulation dinner coat, modernized as it

becomes the wearer, high waist line,

fronts held together by a single button,

(which may be ordinary, or twin but-

tons with a chain between) and falling

straight, collar with pointed revers

faced with dull faille silk and not with

shiny satin. The shawl collar is im-

possible and I have known certain dan-

cers less conservative, who replace the

sombre faille with a narrow shiny edg-

ing. The trousers, which as you know,

are short and are trimmed with braid,

fall gracefully above the patent dancing

shoes worn with ultra transparent silk

socks; a soft shirt and stiff collar with

turned down corners, and a tiny, oh so

tiny black butterfly bow tie as decreed

by the latest "ukase."

And the Vest? .A Grave Question

Although the association of white vest

and black cravat appears a troubling

heresy, this mode becomes popular and

affirms itself. But, mes amis, this

"gilet" of white must triumph with dis-

creetness, let it be scarcely visible; the

upper edge must show a barely percept-

ible piping of white against the open-

ing; the 2 lower points are not to be

visible except during the freest of the

wearer's movement. Learn finally,

messieurs, this sensational novelty:

our Parisian "elegants" will set the

mode this Fall for white dinner coats

and also coats of silk!

We shall also wear, during the even-

ings so fresh of early Autumn, and

after the ball, perhaps, overcoats cut on

full lines of whipcord and Irish tweed

always in a light shade. The dinner

overcoat—for the dress of the dancer

must present an "ensemble" both har-

monious and strict—may dare to show

a border of dull silk about the collar,

revers and cuffs. "Enfin," we shall

see a manly adaptation of the feminine

cape whose success is so universal,

under the guise of a vest-cape or a man-

tle-cape or even a cape with sleeves

—

here are the seductive offerings to the

audacious ones!

To accompany these charming coats, a

soft felt hat is preferred. Felts, I say,

because each outfit demands harmoniz-

ing headwear.

The hard hat or bowler is for ever-

more forgotten as a relic of the past.

Soft felts lend their variety to these cos-

tumes which I have described to you.

Light shades of gray or beige with the

black ribbon band and the amusing note

of .-i black border or even the lower edge

faced with black faille are very chic.

Black felts accompany the dinner coat,

the sombre headwear combining in ex-

quisite harmony with the footwear of

black leather.—"Pierre de Trevieres."

CREATES HISTORY SHEETS FOR
OVERCOATS; VALUABLE INFOR-
MATION ON STOCK SHE"ETS

(Continued on page 114)

merchandising of the goods and the sat-

isfying of a fastidious clientele. It may
be good merchandise to another man
but to him it is out-of-date and he must
get rid of it, and the sooner the better.

His serial number is the key to the situ-

ation. He can tell at a glance when that

line came in, and, automatically, he
knows that it must be got rid of with-

out further delay. If the policy of your
store is against holding lines of mer-
chandise longer than a certain length of

time because, in the eyes of your fashion-

seeking customers, they have become ob-

solete, then such a system must highly
commend itself.

In the third place, it gives accurate in-

formation regarding those lines which
have proven their acceptability to the
public and the sizes which have sold the
best. If certain extreme styles have
sold the best, the history sheets of these
invoiced lines will tell the tale to the
very dot. Again, in the case of the
merchant catering to an exclusive trade,
is this a desirable thing. Styles are
not altogether created out of the imagin-
ation of some designer; designers get
to know what will be acceptable to the
public by knowing what the public are
taking mostly to.

This same system is used by the Holt-
Renfrew Company in practically every
department of their store.

EVERY MERCHANT A TRUSTEE
Continued From Page 107

and mean no. You cannot do it if you
fear the virrath of a customer who is cut

off more than you fear your employer.
In my own home town I have a number
of enemies. They are among two classes

of people. They are people to whom I

have refused to extend credit—not 11/

any means always meeting with their

approval in so doing—or those whose
accounts I have closed up. But I never
had to worry about my accounts, and to-

day I would not have any business for

mine other than a high-grade credit-

service business.

Be Master of Yourself

It simmers down to this:

You can run a credit business if you
run it. You cynnot run it if you let your
customers run you. Your wo^d and de-

cision must be clear and final. But you
cannot hope to be right, unless you first

lay down your rules and tlipn iive up
to them.

There will come times when you will

have disagreements and when you will

not be sure you are right. In such cases
do this: Give yourself the benefit of the

doubt. If you are not sui'e, take the safe

course for your own business. Never
mind that the customer is sore. The
man you always can afford to let go is

he who takes offence because you are
"over-particular" about your credits.
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Friday, the 13th

is Rod Weir's

Lucky Day
The 25th anniversary of tne weddi /,

of Mr. and Mrs. Rod Weir was made an
occasion for a tangible expression of

the esteem in wh.ch Mr. Weir is held

by Fashion-Craft agents in Canada, and
also by the directors of the firm and
his business associates and friends in

the factory.

On behalf of the Fashion-Craft agents

throughout Canada, Max Beauvais pre-

sented Mr. and Miss Weir (the latter

representing her mother, who is. sum-
mering at Abenakis Springs), with an
elaborate sterling silver service and a

salver, accompanied by an illuminated

address.

Upon behalf of the president. Dr. J.

N. Richard, the managing director, Eu-
gene Richard, and the other officials of

the company, Mr. Beauvais then present-

ed Mr. Weir with a solid silver humidor
filled with currency of the realm fresh

from the mint, which would assure the

recipient a comfortable supply of cigars

for many a day, as Mr. Beauvais laugh-

ingly explained.

William Henschell, manager of the

special order department, on behalf of

the sales and office staffs, factory fore-

men and other members of the execu-

tive, presented Mr. Weir with a hand-

some travelling case fully fitted in ster-

ling silver, and an address which ex-

pressed the good feeling which existed

between them and the recipient, Mr.

Weir. The latter expressed his thanks

and appreciation of the honors done h'.rrr

and to his family in a suitable manner.
The happy events of the day reached

a climax, when on going to visit his wife,

Mr. Weir found her literally surrounded

by American Beauty roses, which the

thoughtfulness of the many fellow work-

ers had provided.

HANDLING INCOMING MERCHAN-
DISE

(Continued from page 70)

5. Sales previous year.

6. Sales increase.

7. Stock on hand at cost price.

8. Stock on hand at selling price.

From this information the amount of

insurance to be carried on store stock is

determined.

All Departments Run the Same

Mr. Smith explained that all depart-

ments throughout the store were run the

same way, including the men's wear.

To cite a case: Supposing a line of men's

shirts was not moving as fast as was

expected or desired. The department

manager merely refers to the sales

ticket showing the season number; he

then comes to the office and asks to see

this particular invoice (by number)

which is available at a moment's notice.

This is his cost system and he sees at

a glance exactly how much he can af-

Continued on page 115
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Style Tendency
in Boys' Suits

Better Value to be Given — Prices

Uncertain

"Neat, sensible, good-wearing clothes

are going to be demanded more than

ever in boys' wear," said a Montreal

clothing designer this week to a repre-

sentative of Men's Wear Review. "There

can be but very little reduction in cost

to the consumer, in my opinion, because

there is very little decline in the cost of

anything which goes into the goods. But

the public is going to demand more
value for its money than has been given

in some instances during the past two or

three seasons, and while there will not

be a marked variety of fabrics or styles,

yet I think the average boy is going to

look better dressed than ever before.

We look for big business in all lines,"

he concluded.

The scarcity of cloths most suitable

for hard wear, especially plaids, is one

feature of the Spring trade situation.

For some occult reason, plaids are the

prerogative of childhood and many de-

signers are perplexed to find a substitute

should the shortage become serious. For
everyday and school suits, cheviots will

be the best choice and will be developed

in a large variety of smart models,

mostly in bloomer style or golf knickers,

with a knee cuff. Nearly ail coats will

be belted all round and slashed pockets

will be about as popular as the patch.

American imported models show a ten-

dency to eliminate tucks and plaits, the

reason given being grounded on motives
of economy, but Canadian manufacturers
are advocating the opposite viewpoint
and most Spring lines are showing knife

and box plaits to a greater extent than
usual.

The delicate question of a readjust-
* ment of prices is one that the manufac-
turers are inclined to handle very gin-

gerly. Manufacturers say that retailers
can have no justifiable ground for com-
plaint on this score, for it is only a case
of turn about.

With wash suits it is again the story
of a scarcity of merchandise and labor
and advancing prices. The shortage,
however, is said to be more particularly
in the higher grade of goods; those mak-
ing medium-priced lines do not make the
same complaint. Medium-priced lines
have advanced between $1..50 and $4.00
per dozen, keeping step with all grades
of wash suits. It is a debatable point
now as to whether labor or raw material
figures larger in the enormous rise in all

lines of these cotton products.

In any case, the anticipation is for an
unprecedented consumer demand, price
and supply scarcity to the contrary, and
if the much hoped for decline does come,
it is very probable that a serious short-
age of boys' wear will occur not only in
wash goods, but in staple woollens.

RETAIL ACCOUNTING
Continued from page 1.05

all merchandise. These are "operating-

costs" and probably half of the pro-

prietors' salary should be charged under
this head. Carrying and operating com-
bined constitute "overhead." Salaries

(including say half the proprietors'

salary), advertising, displays, furniture,

expense, boxes, labels, twine, paper,

corks, breakable implements, etc., con-

stitute "selling costs." Whether or not

these are apportioned among the de-

partments depends upon how closely

you intend to apply your system to the

fixing of prices, and to your business

policy.

BUILDING UP BUSINESS
Continued from page 71

Mr. Macdonald is active in curling cir-

cles, his rink usually bringing home one

of the coveted prizes in the Winnipeg
bonspiel.

Mr. Woodgate, while not active in

municipal affairs, is closely identified

with the sporting life of the city and is

a member of the bowling and curling

clubs. "Bert" as he is commonly known
by his fellow-citizens, is the member
of the firm who keeps his connection

freshest with the younger element and
is usually in the forefront in all sport-

ing events.

COLLECTIONS IMPORTANT
Continued from page 97

payments. The outlook for the crops

in this country is good, never better,

and when these are taken in it is turn-

ing it into new inoney. But during the

time until the crops are taken off, the

country relies upon the banks to finance

them. Merchants should keep this in

mind because if the crops are taken off

and not financed properly and quickly,

the merchants themselves will suffer in

the end."

It is well that such advice be borne in

mind with the opening of the Fall busi-

ness, both buying and selling. Pur-
chasing for the coming Spring will be

in progress before many weeks and, as

Men's Wear Review has advised before,

care should be taken to meet all the

legitimate requirements of the trade,

having due I'egard to uncertainties both
as to manufacturing costs and the gen-
eral attitude of the consuming public.

METHOD OF HANDLING MERCHAN-
DISE

Continued from page 114

lord to reduce these goods to make them
move out.

All sales records are kept in the of-

fice by weeks of both departments and
sales people. Pay is also recorded by
departments and sales people. In this

way the selling cost of each department
is figured out; also each sales person,

total selling per cent., total overhead
per cent, salaries and total overhead
per cent, to date.

IJo

Nuwav Suspender
Selling Well

Canadian Branch at St. Thomas Have
More Orders Than They

Can Fill

The Nuway Strech Suspender Co., of

St. Thomas, are finding that their Cana-

dian factory is getting all the orders

they can attend to at the present time.

Mr. Founds stated to Men's Wear Re-

view recently that they now had more

orders than they could fill, partially due

to the fact that they were finding it

difficult to get webbing with which to

make their suspenders and garters.

They claim that the article they pro-

duce will stand the wear of a year's

time. The rubber or elastic webbing is

not used; it is just the plain cotton web-

bing in fancy designs. On both fronts

and at the back small springs are used

which, of course, give with the bending

of the body and it is this spring that

has the life of a year. The spring is

bronze and will not rust, and the sus-

penders may be washed as any common
article of clothing without damage to

the usefulness of the suspenders. To
protect the spring when ironing the sus-

penders after washing, a small cord is

run through the spring so it cannot be
bent or injured in any way. The garter

is made, also, with the use of the spring
which is placed just above the fastening

to the hose.

Nuway Strech Suspender Co. also

have a large factory in the United
States from which one and a quarter

million suspenders were turned out last

year.

AUSTINS "SKIDOO" SALE
Continued from page 94

but they can and are frequently induced
to buy some of the new Fall goods.

Considerable value is placed by Austins
on this sale in simply getting the people

into their store.

Other Features of the Sale

So far as prices in this "Skidoo" sale

are concerned, every price ends in 3, and
23 is used as much as possible. That
mystic number when "skidoo" was the
slang word of the day was supposed to

represent speed in getting away; Aus-
tins use these figures for the same pur-
pose. During this sale no goods are
charged at all; it is strictly cash. No
telephone orders are taken; Austins
want people to come into their store,

where they will see not only what is

on sale, but new Fall goods as well.

Any alterations that have to be made
in goods are charged only according to
the actual time required in making such
alterations.
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Attractive Displays of Fall Goods;
Fine Windows Seen in Montreal

Tempting Displays Attract the Attention of the Passerby—Pro-

nounced Tendency Toward Aviation Togs—Reversible

Leather Coats by R. J. Tooke—Glen

Case's Windows.

BRACING winds and showery
weather have been ushered in

with September, and Montreal
stores are featuring some unusually at-

tractive displays of early Fall haber-

dashery and clothing, tempting alike to

passer-by and connoisseur in smart
wearing apparel. Quite the newest fea-

ture observed this month is the pro-

nounced tendency towards aviation togs

of all sorts, which are now becoming a

recognized feature of up-to-date stores

dealing in men's wear. R. J. Tooke &
Co. are showing several good looking

English reversible leather and fa-

bric coats in one of their windows,
which are considerably enhanced
by the accompaniment of walk-
ing sticks, gauntlet gloves, travelling

caps and rugs, arranged with a skilful

regard for spacing and effect. The whole
display shows up well against solid oak
panelling, with an unobtrusive drape of

dull blue velvet to offset the neutral

tones of the display. Their second series

of windows is well planned to obviate
the fault of overcrowding or inter-

mingling of much miscellaneous mer-
chandise. The entire window is sepa-
rated into sections by the use of orna-

mental side divisions, and in each sec-

tion is displayed a few well chosen

models of the season's novelties in hats,

shirts, ties, gloves, fall flannels and bath

robes. The best points of a simple and

even small asortment of stock display-

ed in this way are thus enhanced in an

unusual degree, and none of the effect

is lost through overcrowding or diffi-

culties of arrangement.

Another remarkable display is being

shown by Glen S. Case in his St. Cathe-

rine Street store windows. Against a

natural dark wood panelling is placed

an artistically draped length of velvet,

the color of which varies in each sec-

tion of the window. In the first is seen

dull blue velvet against which a display

of rough tweed coats shows up with dis-

tinction. In the second, the drapery is

of old rose, in a shade reminiscent of

crushed raspberry, which forms a deli-

cate background for the newest designs

in pyjamas and socks which are dis-

played on individual stands. Finally,

against a setting of dull purple, is placed

a smart collection of English overcoats

and gloves, smartlv designed and in

keeping with the dignity of the entire

display.

NOW KNOWN AS "PERRIN-KAYSEK CO."

An announcement of general interest to the trade has just been made
by the P. K. Company, with reference to its new name. Hereafter, this

Company is to be known as the "Perrin-Kayser Company" and no longer
by its initials, P. K. only. The reason for the change is due to the amal-
gamation, a year ago, of the French firm of Perrin Freres with the Ameri-
can firm of Kayser & Co. Owing to unforseen legal delays, connected
with the drawing up of a charter, which were purely matters of form, the
present title of the firm could not be used, and therefore it was considered
simpler to adopt its initials pro. tern. There has been no change whatever
in the personnel of the company, and its policy remains the same as before.
The purpose of the combined companies is to handle Perrin's gloves,
Kayser gloves, and Radium silk hosiery, which will be sold and distributed
by the company exclusively. Each branch of this important company is a
shareholder in the business of the other, and the total number of factories
included in the amalgamation is an indication of the magnitude of the con-
cern as a whole. There are some fourteen factories in France, still others
in England and Canada, while in the United States there are twenty-two
at the present time. The headquarters for Canada is situated in the Sommer
Building, Mayor St., Montreal.

A Men's Wear Review representative

recently interviewed the firm of Grant
Holden and Graham, of Ottawa, with
reference to the situation in the heavier

lines of canvas goods for spring and
was informed that existing prices quot-

ed on all lines are approximately 40 per
cent, higher than pre-war prices and
are likely to go higher on all grades
of canvas. Present prices will hold

good until February next and travel

lers are expected to leave about Janu-
ary for fall orders.

Business in all lines such as tents,

awnings, tarpaulins and all lumbermen's
and contractors' supplies is reported
good. A fair percentage of cancella-
tions of this season's orders came from
the west but business in Eastern Can-
ada is excellent. No decline in prices
is anticipated as the demand in general
is much greater than the supply pro-

duced, and ad manufacturers in these
lines prefer not to manufacture goods
unless on order. Business, they say, is

too uncertain in sporting commodities
especially and most lines are kept on
hand partly m.ade so that rush orders
can be handled almost as quickly as

though the goods were already finished.

Mackinaws, it is said, will not advance
in price for the season of 1920-21 as a
falling off in price has occui-red in the
heavier yarns. The mackinaw is a Can-
adian garment "par excellence" and is

being featured this season in a number
of new and artistic patterns, remark-
ably attractive for sports and even for
city wear.

Waterproofs
of the

FIRST
QUALITY

for

MEN,
WOMEN

and

CHILDREN

D. A. MILLER
579-581 St. Lawrence Blvd.

MONTREAL

A.P.H. Pants
Guaranteed all pure sheei> wool. Best
and strongest working pants in Can-
ada. Ask for price list and sample.

CLAYTON & SONS, HALIFAX

Telephone East 7526

GOLD BROS.
Manufacturers of

Boys' and Juveniles' Clothing

930 St. Lawrence Blvd. Montreal

TWO COURSES
ADVERTISING and
SHOW CARD WRITING

should interest many young men in
men's wear business. Write the Shaw
Correspondence School, 393 Yonge St.,

Toronto, for particulars.

SHOWER PROOF
GARMENTS

FOR

Ladies and Men
We specialize in the manufacture of
Hieh^Class Garments made from Eng-
lish Gabardines (wool and cotton).

Neat-fitting, stylish, comfortable and
absolutely dependable.

Our Salesmen will shortly be showing
samples for Fall and immediate.

Special discount to the wholesale trade.

SCHWARTZMAN BROS.
1448 St. Lawrence Blvd. Montreal
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There are two methods of Knitting

Under\¥ear in Canada—
1. One is "CEETEE" knitted on fashioning

knitting machines and made or/ly by Turn-
bull's—and by no other manufacturer in

Canada.

2. Then there is the underwear knitted on
circular machines such as are used by every

manufacturer in Canada as well as Turn-
bull's.

CEETEE
THE PURE WOOL

UNDERCLOTHING
THAT WILL NOT SHRINK

Good appearance, wonderful softness, ease and comfort

of fit, with quality always first—the best yarns, the most

modern process of manufacture are embodied in all Turn-
bull's underwear.

For over 60 years Turnbull's have been making high-

grade knitted underwear.

The C. Turnbull Co. of Gait, Limited
Gait - - Ontario
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Outing Shirts 1921
Fall Sorting 1920

Night Shirts

Pyjamas

Bath Robes

House Coats

Our travellers are now showing our lines for Spring, 1921. If you are not called on,

write us, we will be pleased to send you samples.

We are prepared to look after your order for Night Shirts, Pyjamas, Bath Robes

and House Coats for Fall, 1920.

The Duffenn Shirt Co., Limited

914-916 Dufferin Street

TORONTO

fe^'

SPRING 1921

Tills month will again see oin- travellers on the road
displaying our full line of men's clothing.

Smartness of effect and quality has been the keynote of

our judgment in selecting cloths and style, the latter to

suit the extreme ta^te of the young man, and also for

the man of more mature years.

Greater attention than ever has been paid to our prices

with an eye to keeping them to as low a level as possible,

making our values extremely tempting, although labor
and the raw market are still high.

Our range o\'erI()()ked this sea.^on would be truly a mis-
fortune.

Fairly representative stock on hand to

meet immediate requirements.

Toronto Clothing Mfg. Company
200-206 Adelaide St. W., Toronto
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Medium Price

Special-Order- Clothing

Sure Profits No Investment

Your credit advisers will tell you that
it is good business to keep your clothing

stock down this season. "Be short on
goods and long on money" is the safest

system just now. To do this and still give
your customers adequate service is pos-
sible with

DAVIS BROS.
Special - Order - Service

SUITS $25.00 to $50.00

OVERCOATS $35.00 to $50.00

TROUSERS . $ 6.00 to $12.00

This system supplies high-grade, medi-
um price, tailored-to-measure clothing lo

Canadian men through dealer agents
from coast to coast. Davis Bros, agents
are making good profits—and a sure pro-
fit on every sale without investment on
their part.

Youf territory may be open—Write
us to-day for samples of suitings,
coatings and trouserings, along with
style books and measuring chart.

DAVIS BROS.
MAKERS OF EVERYMAN'S CLOTHES

HAMILTON
ONTARIO

f

Selling Collars

The New-Way Collar System is an innovation,
but a successful one, as it brings every style in
sight of a customer and every size in instant
reach of the salesman. This is only one of
the hundreds of features of the New-Way Sys-
tem for men's wear.

Let us explain the system.

Jones Bros. & Co., Ltd.
29-31 Adelaide St. W.

Toronto

NOW

TheKay Cornforth Co.
formerly

The Kay Cutting Company
Manufacturers of

TEXTILE NARROW FABRICS

WAIST BAND CANVAS
and

Bills or Straight Cut Binding of every

description

SKIRT BELTINGS »nd TAPES
Carried in Soft and Hard Finish in widths

11/4" up.

CUTTING
Have the mills ship your goods to us. We
will cut them Straight or Bias, folded or

plain edge, and forward them on to you.
Goods cut or manufactured by us add a

(astinctive finish to a garment.

TheKay Cornforth Company
373 Aqueduct St., Montreal

Stocks carried at TORONTO an ^ WINNIPEG
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TRADE MARK

/| /_ Q I C. Yellow grain horsehide, unlined glove

tO-^/ J sewn outseam, double palm, welted
thumb, grey split back, patent
string fastener.

/< "7 /l y C Yellow grain horsehide, double palm,

T* / O/ J unlined gauntlet glove sewn outseam,
welted thumb, grey split back and
cuff.

DOUBLE-LIFE
GLOVES

WINNERS FOR .

Industrial Workers

That double palm

is a guaranty of

double wear.

These gloves bring

repeat business.

Immediate Delioery

ACME G1.0VE WORKS
LIMITED

MONTREAL
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TRADE MARK

UNPRECEDENTED VALUE
IS REPRESENTED IN THE

^^ Hercules" Shirt
Our work shirts are made of extra-heavy per-
cale, and other durable materials.
You will sell them with ease, because they are
the smartest-looking, best-wearing garments
on the market to-day.
Our splendid variety of Negligee shirts vie
with them in excellence, and are just as popu-
lar.

Our representatives are now showing Fall and
Spring range of samples.
Should you requii'e shipments prior to our
agents calling upon you, we will be pleased
to forward samples and prices.

The Hercules Garment Co., Limited
Head Office: Montreal

FACTORIES: MONTREAL and LOUISEVILLE, P.Q.

tlw' i*^5»?^t
. BOYS ~|

1^^^is^^^LOTHINGJ

.^^ Sturdy Suits

for

Sturdy Boys

Lion Brand

Clothing

A juvenile line

that for satisfac-

tion cannot be

excelled.

Manufactured by

The Jackson Mfg. Co., Limited
CLINTON, ONTARIO

Factories at

Clinton, Goderich, Exeter and Hensall

PREPAREDNESS
Is a Big word but a small meaning.

Many a nation has nearly fallen on this word,
many Businesses have failed in not using it

—

are you PREPARED for any eventualities that
may come ? Now is the time to use our clean
cut legitimate methods of advertising and
systematizing for your Business and insure
success and prosperity for 1920.

McNabb's Sales System
158 Wallace Ave. Toronto, Ont.

PHONE KENWOOD 1443

CONDENSED ADVERTISEMENTS
Five cents per word per insertion. Ten cents extra for box number.

A THOROUGHLY TRAINED SALESMAN WITH HIGHEST GRADE^ experience in haberdashery is desirous of obtaining employment in

the Canadian West ; fully competent to fill the position of buyer and
manager: familiar with both English and American brands of men's
furnishings ; an opportunity to prove worth is desired. Apply Box 205,

Men's Wear Review, 143-1,53 University Ave., Toronto.
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Wlien you sell a man HAUGH BRAND Trousers
you give him workmanship, finish, style and fit that
will please him, and bring you his further custom.

^^5b^^

THIS "REGULAR" BOY
wearing the HAUGH BRAND Kiddies' garment
has become familiar to Readers of leading Maga-
zine from Coast to Coast. Your customers will

need no introduction to this recognized necessity
in the child's wardrobe.

This garment has won first place in its line be-

cause of its attractiveness, its utility, and its sound
sturdiness. Common sense recommends it to

mothers ; solid comfort wins the favor of the
Kiddies.

For Boys and Girls—2 to 7 years.

ARjM & HAMMER
BRAND Shirts and Over-
alls are dependable, made
to satisfy and they do

—

always. They are made
to resist wear, reinforced
just where they should
be, and roomy to givr
comfort and protection to
every movement of the
body.

Let your order cover your present and near

future requirements.

SEE Our Travellers—Now Out.

The J. A. Haugh Mfg. Co., Ltd.

TORONTO, CANADA

Manufaclurers of the famous "Arm & Hammer" Shirts,

Overalls, Bloomers, Trousers and Shopcoats


