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MKN'S WEAR REVIEW

By so doing you will help make 192 1 a brighter year

than that just closed.

The genuine value of our

Men's and Women's Gloves

is so generally recognized that displaying them is

all that is required to sell them.

In every industry there is some dominating name

associated with its development and establishment

of high standards. In Gloves that name is

Perrin Kayser Company, Ltd
Successors to Perrin Freres et Cie

Sommer Building Montreal
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GLOVER'S CRAFT
MAKE GOOD

Do you know that their business is DOUBLING every year?

Why is that?

With the public now demanding service, price and the best in gloves,

Glovers' Craft have come into their own. They are as near perfect
as it is possible to make them and bring prosperity to every merchant
who stocks them in response to the demand for gloves of reliable leather,

smart appearance and practical wearing qualities.

Their range comprises a wide assortment of styles for men, women
and children, Fine Capes, Suedes, Mochas, Peccaries, Dress Gloves,
Motor Gauntlets, also Heavy Work Gloves and Mitts.

Hundreds of different styles for every purpose. Expert workmanship
is apparent in every pair sent out.

Write, wire or phone if our salesmen, now on the road, do not get to

you soon enough.

See our latest samples before ordering your Spring and Fall supplies
for 1921 at pre-war prices.

We have also a splendid line of Horsehide, Elk and Jackbuck Moc-
casins and Slippers, which you will find helpful in speeding up your
winter sales.

Glover's Craft, Limited
P.O. Box 1026 Montreal

II

Organized and supervised by Canadian experts, having upwards of twenty years'

practical experience.
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at the Home of Good Values and Satis-

factory Prices, a wide assortment of Men s

requirements for Spring:

"Racine" Working Shirts
"Hero" Fine Shirts
"Strand" (Chemise de Luxe)

Shirts

"Samson" Pants
"Life-Saver" Overalls
"Record" Sox

Gloves
Handkerchiefs
Collars

Underwear
Pyjamas
Ties, etc.

are endeavoring to carry out in our business as you will see

by visiting any one of our numerous salesrooms. Our well-

appointed stocks are of a quality warranted to please the most
critical, and our prices show an orderly retreat to

a normal basis.

We are optimistic about the coming season for we have

given careful consideration and study to the situation

and have come to a realization of the fact that when th:

Quality is the BEST and the Prices are RIGHT, vigor-

ous selling results

and strain is re- | m 1

1

lieved. This policy

of full value for

your money , we

If you cannot visit one of

for a traveller.

our salesrooms, write

SMAm <onse /wehe limited
60-98 ST. PAUL STREET WEST, MONTREAL
Manufacturers and Wholesale Distributors of Dry Goods

PERMANENT SALES OFFICES:

OTTAWA QUEBEC TORONTO HAILEYBURY
111 Sparks Street Merger Building 123 Bay Street Matabanick Hotel

SUDBURY SHERBROOKE THREE RIVERS
Nickle Range Hotel 4 London Street Main Street

SYDNEY, N.S. RIVIERE DU LOUP
269 Charlotte Street Hotel Anctil

CHARLOTTETOWN, P.E.I.
Queen and Sydney Sts.

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



M E N ' S W E A R R E V I E W

Announcing QEutt Clotfreg

We are as confident of the Superiority of Tutt

Clothes as we are of the future of Canada.

That is why we make our initial bow to the

trade at a time when Quality counts above
everything else.

The quality, conservativeness, and workman-
ship displayed in Tutt clothes are three sound
arguments for every salesman.

Mr. Merchant—you are thinking of a line of

Spring clothes that will quicken turnover and
bring a fair margin of profit. The buying
public wants lower prices, but it also wants

Quality and Style. We can guarantee both.

We ask you to see our sample lines before

completing your Spring buying. Our repre-

sentatives are out now and will call on you.

We specialize on evening clothes. All com-
munications will receive prompt attention.

Made-to-Measure Clothes

Tutt Clothing Cot
MAKERS OF wJllfPIlSfr FINE CLOTHES

21 Dundas Street East
Toronto, Ontario
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Prosperity Shirts

Bring Year 'Round Profit

Those of your customers who consider
themselves in the well-dressed class will be
delighted with the quality and workmanship
of PROSPERITY SHIRTS.

The assurance of reliability that these shirts

give bring you a steady patronage that leaves

a lasting confidence of all-year-round profit-

able sales.

We manufacture PROSPERITY Men's High-
Grade Made-to-Measure Shirts—also a medium
and better line of cotton and silk shirts.

SAMPLES ON REQUEST.

Prosperity Shirt Company
New Address, 1 2 Queen St. E., Toronto

CAMPBELL'S
CLOTHING

To our friends and patrons who have done business with us
throughout the past year, we extend our thanks for your
patient forbearance and co-operation during many difficulties.

.We can assure you that the quality of

CAMPBELL'S CLOTHING
for 1921 will be of the same high standard, the same good value
as in the past, and trust that we will again be favored with
your esteemed patronage.

Wt extenb to pou tfce fjearttegt Reason'* (greeting*

The Campbell Manufacturing Co.
Montreal LIMITED
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Made-to-Measure M ^
Clothing

For Better Business

It is the satisfaction you sell a customer that brings him back

to your store. Men of discrimination pin their faith to

Peck's

Made-to-Measure Clothing
for Value, Style and Reliable Workmanship

These are the guarantees of satisfaction.

We are now preparing new swotches of samples, etc., for the

approaching season, which include a superior line of patterns

at attractive prices.

We shall be pleased to receive applications before revising our

lists of special Made-to-Measure representatives for 1 921

.

Applications east of Winnipeg should be addressed to our Montreal office

and those west to our Winnipeg office.

John W. Peck & Co., Limited
Manufacturers of

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

MONTREAL WINNIPEG VANCOUVER
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Have You Given

the Question of

Tweed Hats for
Spring

Your Serious Considera-

tion ? IfNot—Why Not ?

Note these hats are better to-day

than they have ever been ; they

are stylish, well made, having self

bands or black ribbon bands. Just

the hat to satisfy the most par-

ticular dresser.

Our stock comprises a complete

assortment of Hats, Caps and
Uniform Caps for Firemen, Bands-

men, Policemen, and Chauffeurs.

Also Graduation Mortar Boards.

We promise in the "Palter Sons''

lines to give you every satisfaction.

Why not give us a trial?

We guarantee prompt delivery.

PALTER SONS
MANUFACTURERS OF

CLOTH HATS AND CAPS
122-128 WELLINGTON ST. WEST

TORONTO, Ont.

?&

Also Selling

EVERYMAN'S BRAND
SUITS

Write to our Custom Department

for

Made-to-Measure Clothing

Complete Lines for Spring and Summer

DAVIS BROS.
HAMILTON - ONTARIO
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Our stocks are

ready. Prompt

deliveries as-

sured for Spring.

'Vl

H

Made in desirable

sleeve lengths, with

your own name on

every shirt if you

so desire.

Fancy Prints-
English and Scotch
Zephyrs—
Viyella Flannels—

these are among the fabrics that make
the range of style and fabrics The
Lang Shirt Co., Limited, are showing

for

Spring and Summer 1921
one of the most attractive ever shown
by this firm.

The Lang Shirt Co.,
Kitchener LIMITED Ontario
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Prepared for Immediate Delivery

Irrespective of the present existing trade eon-

ditions matters have been arranged whereby
we are prepared to ship you

—

ULSTER COATS FOR MEN, also imitation

buffalo cloth coats and robes. Astrachan and
buffalo cloth gauntlets.

Write us stating your necessities and we will

mail you samples of cloth.

You will appreciate the ready sales of all

our lines.

& CLOTHING CO.
'I > !^F^ - LIMITED #*..._
L_fl ^-Kitchener. Ont

You will find

UNIFORM EQUIPMENT
if it is made by

William Scully, Limited
the best drawing card you can feature.

Our Winter Uniform Caps and Metal Badges
and Buttons, designed to suit every kind of
uniformed employee, are smart and distinc-

tive, for we have reached the Ideal in value
and workmanship.

That 1921 may be a year of great prosperity
for you is a wish which will come true when you
display our business-getting lines.

Prompt deliveries guaranteed.

Send For Our Illustrated Catalog.

WILLIAM SCULLY, LIMITED
Manufacturers of Military and Uniform Equipment

320 UNIVERSITY ST., MONTREAL
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HICKOK Leads in Design,

Quality, Workmanship and Value

The HICKOK SPRING LINE embraces many new and dis-

tinctive patterns and a new type of ratchet attachment guaran-

teed not to slip.

HICKOK QUALITY represents the highest attainable quality

in belt and buckle making.

There's a HICKOK Belt to fit every price demand you have

to meet. We make both belts and buckles in our own factory

—so can sell you at comparatively low prices.

Salesmen now showing new styles

WRITE for the 1921 Hickok Spring Catalogue

HICKOK Belts & Buckles
The Largest Factory in the World ^Manufacturing 'Belts and buckles

The HICKOK MFG. CO., Ltd., 33 ''Richmond St. West, Toronto, Ont.

ROCHESTER, N. Y., U. S. A.
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There is complete avoidance of the com-
monplace in our smart Spring line of

children's Head-wear. Snappy metro-
politan numbers with salability sewed

in.

You will find that these hats and
caps always sell—no matter
what the business conditions

may be. When caps are

good the sales take care

of themselves.

Should our representative

miss you, a post card will

bring you samples.

The House

,

Palter Cap Co.

Limited
122-126 Wellington St. W.

Toronto, Ontario

of Service

ii
The Boy—He Knows

The real active, athletic boy,
even in playtime, knows
when he is in an equal class

with his playmates. If his

clothes always retain their

shape and he is not afraid to

move naturally, knowing
that his clothes will stand it,

he will be pleased.

Therefore, Mr. Merchant, you will

find it profitable to suggest "LION"
Brand Boys' Bloomers and Suits.

The general prices will be adjusted
shortly, to a level satisfactory to

all.

The JACKSON
Manufacturing Co., Limited
Makers of the " Lion " Brand Boys' Clothing

CLINTON, ONTARIO
Factories at Clinton, Goderich, Exeter and Hensall

Quality Will Count
Parents will insist upon quality

(which they know means money-
saving in the end) when choosing

clothing for their boys. In such

a time no line will come quite

so surely into its own as

JAMES
CLOTHES

"Mother's Choice"

JAMES & CO.
Limited

200-206 Adelaide St. W., Toronto

Makers of Clothes for Boys and Young Men
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WILL YOU BE PREPARED ?

WHEN YOUR CUSTOMER SAYS

"SHOW ME YOUR

AERTEX"
Canadians are looking for goods offering comfort and service.

"AERTEX"
Shirts and Underwear give the maximum of both.

"AERTEX"
Coast-to-coast advertising will tell its tale to the consumer this

coming season—and

"AERTEX"
Has a story worth the telling.

"AERTEX"
Are the original genuine cellular garments—and

"AERTEX"
Reputation is world-wide.

"AERTEX"
Samples are now in our travellers' hands, and we invite your

inspection.

"AERTEX"
Has come to stay—because your customer will stay with

"AERTEX"

CELLULAR CLOTHING CO., LIMITED
WILDER BUILDING, MONTREAL
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/ Pleased Patrons

and Good Profits

ts\

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 8s Company
Montreal and Toronto

Selling Agents for Quebec, Ontario
and

Western Provinces

J5
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Bengard
Clothes

B. GARDNER & COMPANY
MONTREAL
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Good Judgment
is required in buying for this year

Canadians are over their spasm of extravagance and

now are buying with their old time care and thought.

Merchants must buy only those goods that the public

want—they cannot afford to have goods lying on their

shelves.

The secret of good merchandising is to keep your money moving—
don't have any idle stock—handle only goods that are active.

Even in the dullest times people insist on wearing

*4 **

CEETEE
THE PURE WOOL

UNDERCLOTHING
THAT WILL NOT SHRINK
"The woollen underwear without the itch"

The famous sheep trade-mark is known from Halifax

to Vancouver as a result of our many years of con-

sistent advertising. "Ceetee"' is the only underwear

made in Canada that is reinforced at all wearing

parts.

Worn by the best people

Sold by the best dealers

Wait till our traveller shows you samples before ordering your season supply.

MANUFACTURED
ONLY BY of Gait
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1921
Are We downhearted?

Our slogan is always the same

You will prevent dark days for

Canada and yourselves ifyou

Enough merchandise to keep

Stock sizes and styles to fill your

NO

KEEP ON

BUY

YOUR

REQUIREMENTS

We have a big stock of piece goods on hand and are buy-

ing more every day. We have operated right along and

always have a full assortment of ready-made for SPOT
DELIVERY, so when in Montreal, hang your coat in our

office and be at home, and if not coming, use the wire.

Spring Suits and Top Coats
$12.00 to $50.00

If you wish to come out
victorious in this readjust-

ment period—buy

Victory Clothes
Made only by

Gariepy & Frank
234a St. Lawrence Blvd. - Montreal
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Let him help you
There is a better way to keep
the store records you need

In your province there are representatives of The
National Cash Register Company of Canada, Limited.
They are students of business systems. They have
been trained to be of service to merchants—to help
merchants solve their problems.

Let one of our representatives show you how you
can get the store records you need without working
overtime on day books, pass books, ledgers, and
memorandums.

He will show you the easiest way to get the records
you need every day to control your business.

We make cash re^istei-s for every line of businessNATIONAL
CASH REGISTER CO.

OF CANADA LIMITED
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1921 VALUES
Catching the elusive dollar

these days takes better val-

ues than it used to.

CROWN PANTS
made from the finest fabrics, styled to

the minute and faultlessly tailored,

are admirably adapted both in qual-

ity and price to the public's present

-tate of mind.

Our travellers will be in their respec-

tive territories early in the year with

a complete range of Outing and Ten-
nis Trousers, Dress and Work Pants

and Riding Breeches; also Boys'

Knickers, Bloomers and First Long
Pants.

It is our intention to invoice all

purchases at the market price

prevailing at the time of ship-

ment, regardless of the price at

which the order was placed.

We hope that the New Year will

prove a bright and prosperous one for

all.

Crown Pants
Company

322 Notre Dame Street W.
MONTREAL

Let This Year's Slogan be

"SERVICE"
If you adhere to the sound policy of selling ser-

vice in coats you can have every confidence in the
future of your coats business. Your net results

will not only bring in a fair monetary return, but
also a steady upbuilding of esteem for your in-

tegrity.

DUKTEX COATS
are an established line which meets every desire

for quality, style and price.

See the samples our representatives are showing:
Single and Double Texture Tweeds, Paramattas,
Gabardines and Leatherettes, for Men, Women
and Children.

Our Spring Orders will be invoiced at

the market price prevailing at time of
shipment.

We trust that the New Year will be a prosperous
one for those who handle Duktex Coats.

Duktex Coat Co.
322 Notre Dame Street West

MONTREAL

Eventually!
You will 4
want the a

s
a

"Nu-Way"

Built for

Service with

a Years
Wear
Guaranteed &
? ? 7 ?
• • • • •9

No Question a
They're the

Best. 'U

Let Your $
Next Order

Be for

-Nu-Ways"

$
a

Then Always. jSj

Nu-Way Strech Suspender Co. <5

MANUFACTURERS •*££

St. Thomas, Ontario J&

MC^^&^^^.^^C^^S^^2M
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THE NEW YEAR
EVERYBODY is wishing everybody else a

Happy and Prosperous New Year. But have

you planned to make this a prosperous year?

Have you really taken your pencil in your hand
and done some figuring for the next twelve

months? Or have you joined the Apostles of

Gloom who are always loudest in their cry

when there is a slight temporary depression?

If everybody talks gloom, everything will be

gloom. If everybody begins to talk good times,

as everybody has a right to when one considers

the tremendous possibilities of development in

this country, we shall soon have a "good times"

wave started. The new year sounds a warning
to be careful in all things, to buy cautiously

—

but to. buy—to work for greater efficiency in

store management and system. But the new
year says absolutely nothing that lends en-

couragement to the wail of the pessimist. Start

out the year in the right frame of mind.

.1 BARNACLE REMOVED

THE Luxury Tax is gone. Let the dead past

bury the dead. It is evident that it was
not a great revenue-producer; as a measure of

direct taxation it can hardly be said to have
been greeted with encouragement; as a curb
on extravagance it may have contributed some-
thing to the lowering of prices. But it is gone,
and with it one of the barnacles that hampered
the progress of the trade.

The removal of the tax, however, will be
of considerable moral benefit to the trade and
will relieve thousands of merchants of burden-
some detail in connection with the operation
of their businesses. They should not be slow
to take advantage of the situation and use it

as an additional reason for inducing the buying

public to come into the market for their re-

quirements. It has been a thorn in the flesh,

and now that the thorn is removed the or-

ganism of business ought to operate the more
freely. Every incumbrance removed gives that

much more freedom of action in merchandising.

It not only gives greater freedom of action to

the retailer, but it gives a like freedom to the

purchaser, who, in innumerable instances not

only objected to the payment of the extra

amount of money but regarded it as an injus-

tice because they were opposed to the principle

of direct taxation. All these considerations will

accumulate advantage to the retailer.

Looking to the future, the removal of this

tax will be a decided advantage to the whole

trade unless the catastrophe of getting back

to pre-war prices and conditions overtakes us.

To get back to pre-war prices and conditions

would re-introduce wage scales and sweat-

shop conditions that would be deplorable. The

"decline" in prices, after all, has been more

of a panic up to the present time, and instead

of spreading over a year or two, or even three

years, as was predicted in many quarters, has

come with a rush. We do not believe that pre-

sent retail prices are permanent; that is why
we say that the removal of this tax will be of

considerably more benefit in the future. Prices

may never, at least for some years, reach the

same high levels that they have reached since

the war, but that they will be nearer those

levels than they are at present is to be expected

and hoped. Many lines of men's wear are sell-

ing below replacement value at the present

time, but if conditions become more settled

there will be an upward tendency again. We
hope that, with conditions more normal,

merchandise sold over the counters of cloth-

ing and haberdashery merchants will retail at

such a price that, were the luxury tax still on,

it would apply. It will be then that the relief

from this tax will be more manifest, perhaps.

If the removal of this tax will alleviate the

suffering caused by unemployment then it has

not come too soon. It undoubtedly is a con-

tributing cause to a combination of circum-

stances which resulted in unemployment, but

we are inclined to the view that, in giving it

as one of the "principal" reasons for the re-

moval of the tax, it is a bit of Government
strategy having in view another election. It

is, perhaps, a shock absorber for the Board
of Commerce's assassination and a further

play into the hands of labor.

19
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NO TIME FOR RESTING ON OARS

THE mere fact that the Government has re-

moved one of the outstanding obstructions

to trade during the past year is no reason for

clothing and haberdashery men to feel that

the need of organization is less than it has

been. The Luxury Tax was but a passing

phase in the development of the entire trade

throughout the country. The very fact that it

was ever brought down rather points to a weak-
ness, or rather to the lack of organization

amongst the clothing and haberdashery frater-

nity in Canada. Were the organized view-

point of the trade better known, governments
would probably hesitate to introduce a budget
dealing such a death-blow to trade before

consulting some of the leaders of the manu-
facturing, wholesale and retail interests. Of
course the flimsy excuse was given that to have

done this before bringing down the budget

would have been to listen to a host of biased

views. It seems strange, however, that the

Government is blind to consistency when they

appoint a Tariff Commission to travel from one

end of the country to the other to get the

opinions of varied interests on the tariff before

taking any action along the lines of tariff ad-

justment.

The need of organization is just as great

as ever. We are still in the midst of a re-

adjustment and the helpful exchanging of views

at Ottawa during the convention on February

21 and 22 could serve a very useful purpose.

Other problems will arise from time to time

which should be considered nationally, and in

the light of the entire retail trade of Canada.
It will only be an organization that is assertive

by reason of its overwhelming numbers and

united view that will carry weight in the coun-

cils of the Government, be it either Dominion

or provincial. We hope that merchants are

making the necessary arrangements to attend

the Ottawa convention so that the interests of

sound and efficient organization may be pro-

moted.

ADDING NEW LINES
MERCHANTS should not lose sight of the

fact that the removal of the Luxury Tax
chandise, the sale of which was rendered

permits of the addition of new lines of mer-

harder by this tax. There are, doubtless, many
retailers who had allowed their jewellery lines

to become depleted on account of this tax;

others may have been deterred from putting

them in because of the tax itself. In many
other lines of accessories, quality has been sac-

rificed in order that merchandise might be

offered at such a price that the tax might be

escaped. It would be wise, perhaps, for mer-

chants to now go carefully over their stocks

and fill them in with good quality merchandise,

or to add such new lines as will make their

stores a store for men's wear in all its rami-

fications.

BRIEF EDITORIAL COMMENT
THANK YOU, Sir Henry.

* * *

WE HOPE that the year 1921 will end as

happily and as prosperously as the year 1920

began.
* * *

SHADES of 1920 ! May they pass as a tale

that is told, as a year that started out as a

pleasant midsummer night's dream but ended

in a horrible nightmare.

THE REMOVAL of the Luxury Tax is partly

due, says a Government statement, to the de-

sire to relieve unemployment. But it will create

much more than it relieves. There are thous-

ands and thousands of merchants now out of

a job—they have been discharged as Govern-

ment tax collectors.

VflgSSH

H?
"

rill \

Bear in mind the Ottawa Convention at the

Chateau Laurier on February 21 and 22. Only
the considered deliberations of a majority of
the trade will enable it to face the problems oj

the coming year with greater confidence and
success than it otherwise could. It is in your
interest to contribute your share to these de-

liberations.

20
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The Value of Careful Inventory
Suggested Form to be Used Which Will Provide for Mark-Down and Will Absorb Loss at

Proper Time—Wise to Know the Age of Stock so That "Dead" Lines May be
Moved Out—Other Features.

STOCK-TAKING this year possesses

some new features. Whereas a year

ago we were on a rising market and

turnover was rapid, we are now on a

falling market and turnover has slack-

ened considerably. This change involves

two main considerations: there will need

to be a mark-down on cost and selling

price; and there will need to be a careful

analysis of the quantity of stock on all

lines, and their age. This latter consid-

eration is important in view of the

greater necessity of turnover, a neces-

sity that becomes more pressing in view
of a falling market and greater compe-
tition. For the time being, volume of

customers is more important, perhaps,

than considerable profits; and to get this

volume of customers business may have
to be conducted on as narrow a margin
of profit as possible.

We reproduce on this same page a

form which, we believe, will render mate-
rial assistance to the merchants in their

annual stock-taking for 1921. Almost
this same form was used by the Haber-
dasher of New York in a recent issue of

our contemporary across the border. It

seems to us to provide for the contin-

gencies of this annual inventory of stock

in the various departments. It is advis-

able of course, to have a sheet for each
department; there might be one even for

each line of merchandise carried such as

clothing, collars, ties, shirts, etc. To in-

sure against any sheet being lost, it

might be advisable to number all the
sheets before beginning the inventory, so

that when the recapitulation takes place,

it can be discovered if any of the sheets

are missing.

Price Alterations

Perhaps the most important feature of
the stock-taking is the alteration in the
cost and selling prices of the different
lines of merchandise. Provision is made,
as will be seen, in this chart, for these-

alterations. Before these sheets are

used, of course, the different lines, and
the different prices in these lines, will

have to be assembled so that they can be
called conveniently. There may be some
merchants who do not mark on their

sales' tickets, by a code mark, the date
on which the merchandise was received.

In that case, it will be more difficult to

fill in the first column, "Age"; but it

seems to us that it is highly desirable

that the age of all lines of merchandise
should be known at the annual stock-

taking. But we will deal with this later

on. Under the column heading, "Cost
before inventory" and "Cost after in-

ventory" a very important feature is

considered. In view of the declining

market what percentage of mark-down
have you decided upon? It will vary on
different lines, no doubt. For instance,

certain lines of Stanfield's underwear
can now be purchased at 30 per cent, less

than when it was bought. The mark-
down, therefore, should be that much.
Other lines, such as clothing, have now
dropped as much. In another article in

this issue we quote Max Beauvais, of

Montreal, as saying that the average
should be 20 per cent. Some merchants
think that too high, and prefer 15 per

cent. That is for the merchant to decide

for himself. As will be observed, these

two columns refer to the individual ar-

ticle, whereas the two following columns,

"Total invoice cost" and "Total cost re-

duction," refer to the totals. Similarly,

the two columns, "Selling price before

inventory" and "Selling price after in-

ventory," and the two which follow

these.

The "Age" Column

The "Age" column is an important one
and should tell the merchant some useful

information which should be a careful

guide to him, not only for the immediate
but for the distant future. He will dis-

cover some lines of merchandise that

have been in stock for a long time. Why ?

There is food for analysis here, and war-
rant for action. It may be discovered

that there has been an accumulation of

odd sizes, of bad styles that have not

moved for some reason or other, of shop-

worn goods that have been stuck away
in a corner. This column may tell one of

a dozen useful things. If there has been

an accumulation of odd sizes, or slow-

movino: styles, or what might be termed
"junk," it is high time to move them out,

even at a bi<i loss. At the same time,

here is a guide for the future; don't buy
these lines in such quantities, or be more
careful in the selection of styles. Study
your customers more and come to more

certain decisions with regard to the kind

of merchandise they will buy. Your rate

of turnover can be estimated from this

column, and this may impress upon your

mind the necessity of quicker turnover
at a reduced margin of profit.

What Lines Are Profitable

This inventory ought to tell the mer-
chant what lines are profitable and what
are not so profitable. He may decide

from this that some lines might as well

be dropped altogether, that there is not

a sufficient call from the customers
who patronize his store to carry cer-

tain lines that have been carried. The
gross profit can be obtained from this

inventory sheet, and that will be a guid-

ing star for the future.

Moreover, from the financial statement
that is made up at the end of the year,

the cost of doing business can be arrived

at, and that is one of the very important

things to know at the beginning of the

financial year.

Reserve Stocks

Particularly with regard to reserve

stocks, the annual stock-taking resolves

itself into a long and tedious job of open-

ing parcels and boxes, counting the num-
ber of articles and marking the dstails

on a small slip of paper to be attached

where it will be easily seen with a little

time and care. Much of this may easily

be avoided. For instance, when the for-

ward stock of underwear is changed
from Summer goods to Fall and Winter
weights, if the stock is taken at the time

it is put away into reserve and listed on

one sheet to a line, it is surprising how
much time will be saved later on. When
it is unlikely that the goods will be used

they may be tied up with a cord so that

the clerk who might have occasion to

show them will have a double reminder

that the goods have been listed, and will

change the list accordingly.

Odds and Ends

Odds and ends of various lines are

often discovered while stock-taking is on,

and these should be placed on the bar-

gain counters at prices which will ensure

their prompt disposal. With a little care

there is no reason why so many mer-

chants should have so much stock that

is usually termed "dead." When these

lots grow to larger quantities—and it is

surprising how quickly they will do so

—

it cuts quite a figure into the final column

of profits.

Lot Quan-
Age No. tity Description

Cost Cost Total Total
Before After Invoice Cost

Inventory. Inventory Cost Reduction

S. P.
Before

Inventory

A
A

763
764

Fancy Brown .

.

Brown Mixture

S. P.
After

Inventory

Total
Selling
Cost

Total
Selling

Reduction

28.00
27.00

23.00
20.00

140.00
27.00

25.00
7.00

42.00
40.00

35 . 00
30.00

210.00
40.00

35.00
10.00
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Making Advertising a Powerful Searchlight
Percentages of Appropriations for Different Campaigns Suggested—Largest Percentage for

Newspaper—Using Previous Year's Sales as Basis for Appropriation

THAT advertising is a forceful, con-

structive power, the ready and

willing servant of the modern

business man is admited by all. The one

time question of "Shall we advertise or

shall we not?" is changed to "How and

when shall we advertise?" Few indeed

are the businesses that do not in some

way make profitable use of the printed

word.

To your store, having the right mer-

chandise at the right price, properly

displayed, with salesmen ready and wil-

ling to give prompt, courteous service,

publicity can and will when rightly di-

rected produce worth while dividends.

Advertising has been likened to a

powerful search light with its rays

directed upon a business, its good and

in equal measure its bad points become
known to the public.

No sooner has a merchant decided to

make an appropriation for advertising

than from all quarters enthusiastic sales-

men hasten to offer, in their own words,

the one and only medium. In this, the

first of a series of articles on advertising,

we can not do better than discuss the

best mediums and the proportion each

should absorb of the total appropriation.

The following outline with the diagram,

Fig. 1, must naturally be somewhat gen-

eral. Its practical application can be

modified and adapted to suit almost any
needs.

Advertising appropriations range from
a fractional percentage in some of the

more conservative lines of business up to

20 and even 30 per cent, of the total turn-

over in such lines as patent medicines,

tobacco, etc. It is generally conceded
that the men's clothing business can
safely spend from 2 to i'/r on publicity.

Appropriations are usually made by de-

ciding upon a percentage of last year's

sales. At the present time of unstable

conditions and general deflation, while

advertising must continue, waste must
not. Too great emphasis cannot be laid

upon careful laying out of money for

advertising. Whatever method is taken
of apportioning the amount, the sum
.should be sufficient, budgeted for use
month by month with a reserve to meet
unforeseen exigencies.

Newspaper Backbone of Advertising

The most considerable and in nearly
all cases the "backbone" of the adver-
tising campaign is the newspaper. The
writer knows several progressive, suc-

cessful merchants allotting from 55, 60,

to 65% of their appropriation to news-
papers. Next month's article will deal

with the preparation, illustration and
writing of newspaper advertisements.

Direct Mail

Of recent years "Direct Mail" advertis-

Eric W. Gibberd is the adver-
tising manager of R. H. & J. Dow-
ler, Limited, with stores in Lon-
don, St. Thomas, Windsor and
Sartiia. Mr. Gibberd in response
to a request from Men's Wear Re-
view consented to write a series

of articles which will extend over-

some months on the question of

advertising and card writing, and
these articles will be accompanied
by illustrations which tvill be of

great value and assistance to the

advertising man wherever he mau
be, and to the card writer. This

is the first of the series.

ing has grown greatly in favor, many
firms now spending 10, 15, and in some
cases 209r of their appropriation. With
good mailing lists, this form of advertis-

ing has been cleverly likened to shoot-

ing at your taget with a rifle, while we
all know that too much advertising has

much of the scattered, small power char-

acteristics of the shot gun.

One of the factors that has brought

"Direct Mail" advertising into greater

favor is the fact that although on all

hands printing costs have soared, the

postage stamp, on third class matter, still

carries its pre-war burden.

Outdoor Advertising

"Outdoor Advertising."—The painted

bulletin board and poster, have a distinct

place in all well balanced appropriations.

Their function is to familiarize the pub-
lic with your firm name and product—
their action is largely by suggestion—the

passerby on the street repeatedly sees

your name connected with your product.

Sooner or later he'll need that product,

and naturally he associates your name
with his need, the logical outcome is a

customer in your store.

The type of business, size of the town
and local conditions, make it almost im-

possible to lay down a definite rule as to

the percentage that should be spent upon
"Outdoor advertising." Many firms in

the medium and larger cities are finding

it profitable to spend as high as 20 r
r of

their appropriations in this manner. In

thickly populated country districts it

brings good results when displayed along

much travelled highways.

Miscellaneous

Programmes, novelties, and special

forms of advertising.—Keen buyers of

media are refraining from using these

obviously secondary forms of advertising

to any great extent. Local conditions

often alter the best general rules, and
often it is good policy and indirectly

profitable to support with advertising

worth while local causes. Nevertheless

as a class these mediums are not as re-

sultful and reliable as those previously

discussed. In the writer's experience it

is advisable to let as small as possible

a percentage of your appropriation be-

come dissipated on these, as a class, un-

profitable forms of advertising.

The object of all advertising is to

bring customers to your store in the

right frame of mind. Too much em-
phasis can not be laid upon the necessity
of backing up every advertised state-

ment. Let the customer get more than
he was led to expect, let the atmosphere
of your store breathe welcome as he
enters and the courteous treatment he
receives make, him glad to come again.

Out-door - 15$

r

%j

Sports SX
ftoveLtles I

yyqp'&.peps s&t'£.

<- Direct Mail- 20,
le/Ters T& Bus/ness- Men:- t> . 3

FoMes-s; Lna.fleTs, BTCls.

The above diagram illustrates the accompanying article by Mr. Gibberd. It

outlines in a very understandable way the percentages of the advei tisi>'<i allot-

ment to the different forms of advertising.
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MEN'S WEAR REVIEW

British Industries Fair,

London, Birmingham, Glasgow
Complete Arrangements Have Now Been Made—British Overseas

Department Will Render Assistance to Canadian Buyers
—F. W. Field in Charge.

ARRANGEMENTS have now been
completed for the reception of a

record number of visitors to the

British Industries Fair, which opens on-

the 21st of February at London and
Birmingham, and on the 28th of Feb-
ruary at Glasgow.

The first British Industries Fair was
held in London in 1915, and the success

which has attended the fairs held since

that date has satisfied the Department
of Overseas Trade as to the correctness

of the system of organization. The com-
ing fair, though vastly increased in size

and comprising the largest number of

exhibitors of British and Colonial manu-
factures ever assembled in one trade
fair, will be run on the lines which
proved so- successful in the past.

As only genuine trade buyers are in-

vited, all who visit the fair are known
to be there for business and not for
curiosity. Exhibitors are therefore able
to give proper attention to the buyer and
the buyer is able to do his business un-
hampered by crowds of sightseers.

The services which are rendered to the
invited buyer do not end with the mere
bringing together under one roof of the
chief British manufactures. Every pos-
sible assistance is given to him in find-

ing the particular articles he wishes to

buy. The resources of the British
Government are at his call. In the Fair
buildings the Department of Overseas
Trade opens fully staffed offices in order
that buyers and exhibitors may obtain
authentic information on all points of
importance. F. W. Field, the British
Government Trade Commissioner at
Toronto, will be in attendance at the
London Fair and will be pleased to meet
anci assist all visitors from the Dominion.
Other officers of the Department will be
available to answer inquiries as to tariffs
in all parts of the world. A special staff
gives information as to shipping and
transport and other officials are prepar-
ed to advise as to the most likely sources
of supply, not only of the articles in-
cluded in the Fair, but also of all Empire
productions. Such assistance is of in-

calculable value.

The Department's help does not stop
with advice and information. Material
arrangements are made for the buyer's
comfort and assistance at the Fair. In-
terpreters are provided for his use free
of charge. Special writing rooms are
set apart for his convenience, where he
can carry on his correspondence. Special
Post Offices deal with his letters and
telegrams. Restaurants and tea rooms

make it unnecessary for him to leave

the Fair buildings to get his meals.

Visitors to the Fair also receive valu-

able assistance from the manner in

which the catalogues at the Fair are

produced. Instead of being mere lists

of the names of the exhibitors, they are

books of reference in which they can
find in their own language a classified in-

dex of every article exhibited. Supple-
mentary pages contain tables of English
and foreign weights and measures com-
pared; and the moneys of all the principal

countries are compared with the English
equivalents.

The catalogues are not sold, but are

handed gratis to all visitors to the Fair
from overseas. Their contents, serving

as they do, as books of reference for the

year, and consulted regularly in all parts

of the world, are edited with expert
knowledge by selected officers of the

Department of Overseas Trade and the

local committees.

Buyers from overseas who wish to

visit the Fair should apply as early as

possible to the nearest British Trade
Commissioner at Montreal, Toronto, or

Winnipeg, from whom they will be able

to secure full information. On their ar-

rival in England it would be to their

advantage to communicate at once with

the Secretary, British Industries Fair,

35 Old Queen Street, London, S.W., or

should the Fair have commenced, at the

White City, Shepherd's Bush, London,
W. 14.

Intending visitors will do well to se-

cure hotel accommodation in advance.

Messrs Thomas Cook and Sons will

provide every facility for doing this.

KEEP ACCOUNTS FOR INCOME TAX
Many of the difficulties which taxpay-

ers find themselves in, as the company

says, are due to defective bookkeeping.

Now the Income Tax Act expressly de-

clares that "If a taxpayer fails or re-

fuses to keep adequate books or ac-

counts for Income Tax purposes, the

Minister of Finance may require the tax-

payer to keep such records and accounts
as he may prescribe."

Don't wait for Sir Henry Drayton to

"prescribe" for you. Make up your own
prescription, and take it. Now is the
time to begin, for the tax has to be
calculated on the income of every calen-

dar year, opening on January 1.
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Walter Blue Co.

Hold Convention

Sherbrooke Firm in Sales Convention
Expresses Confidence in

Future

A conference of the directors, the

executives and representatives of Walter
Blue & Co., Limited, was held in Sher-

brooke, Que., on December 14th, 15th,

and 16th, and was characterized through-

out by a note of enthusiasm and of entire

confidence in the future.

Plans for the coming season were dis-

cussed and a thoroughly aggressive

policy was decided upon. The heads of

this concern are not at all pessimistic

about the future and are going after

business with renewed enthusiasm during

1921.

The conference was brought to a suc-

cessful conclusion with a dinner given

by Mr. J. H. Blue at St. George's Club.

The conference was attended by the

following: J. H. Blue, managing director;

F. A. Baldwin, secretary; James Craig,

director; B. A. Brooks, treasurer; W. S.

McCutcheon, sales manager, and F. St.

Pierre, manager of the Winnipeg branch;

also the following salesmen: A. I. Hart,

Nova Scotia; A. B. McLeod, Nova Scotia;

A. E. Duranceau, New Brunswick; J. 0.

Dufort, Montreal; L. A. Charron,
Quebec; J. A. Kirouac, Quebec; J. A. Mc-
Keon, Ontario; A. B. Laddon, Ontario;

M. G. McCarty, Ontario; D. C. Smellie,

Saskatchewan; Thos. Sullivan, Alberta

and British Columbia and G. McKeon,
Manitoba.

Clothing Prices

Take a Drop
CHICAGO.—The market for men's

Spring and Summer clothing was opened
in Chicago today, and manufacturers
offered suits much below prices of the

Spring of 1920. One of the leading fac-

tors in the ready-made trade quoted the

manufacturers' price of wool suits at

$25, compared to $40 last Fall and $37

&. year ago. Fine blue serge suits are

offering at $30, compared to $47 last Fall

and $43 a year ago. A standard wor-

sted suit is now wholesaled at $34, com-

pared to $45 for the Spring of 1920.

The very finest worsted suits made in

America are now offered at $53, com-
pared to $80, the price last Fall. Fine

worsted trousers are now $9, compared
to $12.50 last Spring. Prices for Sum-
mer goods, such as mohairs and palm
beaches, range upward from $14.50, com-
pared to $16.50 last year.

Buyers from every part of the United
States say that they have, for the most
part, liquidated goods bought at peak
prices, and from now on clothing will

be retailed on the new level.



Merchants Preparing to Revise
Costs During Stock-Taking

General Opinion is That It Will Be About Twenty Per Cent.—Government Cannot Object

to Writing Off Percentage During Falling Market—What About
Make-Up?

"Merchants should revise the cost of their goods to show a depreciation up to twenty per cent, this year, and
in that ivay prepare for the revision of prices from the wholesaler or manufacturer that will undoubtedly be made
in the coming years. When such losses are taken at stock-taking, it will be found that the selling prices of staple

lines can he made more attractive to the consumer, this applying more particularly to hosiery, underwear, hats,

etc."—Max Beauvais, Montreal.

ANEW and vitally important prob-

lem enters into stock-taking in

1921. The peak of prices seems to

have been past; the decline has set in.

How far it will go is a question for time
to answer; many factors will enter into

the final solution of the problem. The
fact is indisputable, however, that mer-
chandise is cheaper and it is altogether

probable that some lines have not yet
reached the bottom. In view of these

facts, in anticipation of still lower prices

on some lines, it is advisable that mer-
chants give serious consideration to the
prices they will accept as cost prices
when listing their stocks. The greater
the turnover between now and the ac-
tual time of stock-taking, the greater
the saving when these losses have to
be absorbed and the stock sheet is fin-

ally made out. If extra efforts are not
made to get rid of the high-priced lines

in particular, the greater will be the loss
later on. Competition, indeed, will
force merchants to accept the losses con-
sequent upon a falling market sooner or
later. But for the sake of merchandising
at attractive figures during 1921, lower
costs will have to be accepted as a basis.

Losses Will Be Assumed.

That merchants throughout the coun-
try have already decided that they will
absorb these losses in their annual stock-
taking is made clear by a wide survey
that Men's Wear Review has recently
conducted throughout the country. There
is a general recognition of the fact that
the loss must be taken in view of the
fact that nearly every line of men's weaf
can be purchased cheaper than three
months ago. Live merchants rightly took
advantage of the rising market to in-

crease costs of lines in stock at the time
of the various increases. In doing so, they
have made legitimate and handsome pro-
fits that should act as a counterbalance,
in some measure, to the losses they will
now have to assume. They have not lost
sight of the sound principle of merchan-
dising involved in buying and selling

their merchandise on replacement value.

If they do not mark down their costs

then they know that competition will

force them to later on; so they have de-

cided to take the loss at stock- taking

time.

Will Average About 20 Per Cent.

As indicated above, Max Beauvais

of Montreal, who is one of the shrewd-
est merchandising men in the country,

believes that the average will be about

twenty per cent. Judging from the

many conversations Men's Wear Re-
view had with the merchants in various

sections of the country, this average is

accepted by them. There were a few
who thought it a little high. "I think

15 per cent on the average would be
nearer the mark," said one merchant who
went on to point out that, with the ex-

ception of the coarser gr-ades in many
lines of men's wear, the reductions had
beea nearer fifteen per cent, on the av-
erage than 20 per cent. Perhaps this

man did not. for the moment, consider
further possible reductions during the

year, or that his merchandise could be
placed on the counter at move attractive

prices if he took a greater loss.

"I fully expect to mark down my costs

twenty per cent." declared another mer-
chant. "I am expecting that there will

be further reductions on some lines and
this markdown. therefore, will not be too

much. The present reductions ir. tho

finer woolens have not been great, but
other lines have dropped considerably.

In the meantime, I am pushine-

all my
hig-h-class lines out as fast as I can so

that this twenty per cent, loss will not
be as great when I take stock in Febru-
ary."

The Government's Attitude.

Practically every merchant with
whom we conversed agreed to the prin-

ciple of absorbing a loss at stock-taking.

The actual percentage varied and was
dependent largely on the nature of his

stock. This certainly must be taken in-

to consideration. It was pointed out
very frequently bv clothing men that
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the prices of the best grades had come
down but very little and they did not be-

lieve that Spring prices would be down
sufficient to warrant a retail price such
as is now being given by many retail

houses during their stock-reducing sales

That being so, they felt that the revision

at stock-taking would be very small, un
less further reductions were made aris-

ing out of new factors entering into

the manufacturing costs.

The attitude of the government was a

question that was causing some concern
in many quarters. It will be remembered
that the government would not allow any
revisions last jear on account of the
effect such revision would have on taxes.

And merchants admitted that such re-

visions were not justified during a ris-

ing market. Now, however, the situation

is different. Men's Wear Review heard
from Ottawa that the government will

make no objection to such a revision of

stock-taking time. In fact, they are, we
understand, encouraging it in their effort

to bring about lower living co.^ts.

Their attitude could hardly be anything
else and be logical. If they refused it

during a rising market, they could not
vary the principle during a falling mar-
ket. We do not think there is anything
to fear from the government on this

score.

What About Markup?

There are a few merchants who are
thinking seriously of reducing their

mark-up during the uncertain times.
While not actually saying so, they told

Men's Wear Review that they would
keep their eyes open. What they v ant

to do is to keep customers coming to

their stores. They figure that is is bet-

ter to have a greater volume of cus=
tomers with a narrow margin of profit

than a smaller volume of customers with
a wider margin of profit. Above all

things, they want to retain their friends,

and if it is necessary to shade the mar-
gin of profit to do this, they are pre-

pared to do it.



Retaining a Good Window Front
Dave Livinson, of Montreal, Adopts Novel Scheme—Makes Window Trimming Easier by

Box-like Case— Dog Toggery as a Coaxer—The Street Position.

w INDOW specialist" might very

aptly be the title accorded to

Dave Livinson of St. Cather-

ine St., Montreal, whose clever arcade

idea was recently described in Men's

Wear Review. Mr. Livinson has

given proof time and time again

of his resourcefulness in the matter

of merchandising as evidenced by his

ability to get goods when other haber-

dashers found it impossible, and to make
them himself when none were forth-

coming from the regular sources. In

the matter of window arrangement he

has carried out the same original

methods and his success is well deserved.

Retaining the Window Front

All merchants are beset at one time

or other in their career by the aggra-

vating necessity of having to submit to

conditions beyond their control as re-

gards alterations to the building in which
they are situated. It sometimes hap-

pens that the owner is obliged to recon-

struct one part with a consequent up-

heaval to the entire building. Such was
the case with Dave Livinson, who found
bimslf obliged to part with the great-

er part of his store by reason of the

necessity of providing adequate exit fa-

'dlities for the Gayety Theatre which is

situated just overhead. How to retain

a window frontage which would not be
too insignificant was the problem in

question.

The old time square-single display
window with the entrance at one side did

not appeal Mr. Livinson's idea of what a
modern store required, and so he devised
himself a plan whereby he could have
two windows, one on either side of the

entrance, large enough for all sorts of

merchandise, yet easily accessible for
dressing and re-arrangement. In the
average window, there is one very great
objection, according to Mr. Livinson. It

is almost impossible for a clerk to get
an article out of it without serious dif-

ficulty. It either means disturbing the
display to reach over the front for the
goods, desired, or else it means a lot

of clumsy lifting of backgrounds and
general difficulty to the clerk, with con-
sequent loss of time to the customer.
Many a time, said Mr. Livinson, a cus-

tomer comes into the store and asks for

an article which is on display in the
very front of the window, and will not be
satisfied with anything else. It certain-

ly is very undignified for a clerk to have
to crawl in on his hands and knees and
risk knocking over half a dozen hats
or a tie stand in order to reach the
small article which of course is alwavs
the very farthest away from his reach,

Here is a reproduction of a window which proved to be an unusually good
business getter. It is entirely filled with ties of all sorts and colors, which were
neatly displayed upon T stands in sets of four, laid side by side and slightly over-
lapping. A clothes line was stretched across the window to which colored pic-

tures of cravats were pinned by means of cardboard clothes pins, and alongside
ran the admonishment to "Look at our line at 95 cents."'

On each of the T stands neat little show cards mounted upon scarlet mats
were attached, each one setting forth an original idea regarding masculine mer-
chandise. One ran in this wise: "We're ready for you with everything that's new
in haberdashery. If it's shirts you need, just mention the word to one of our
salesmen and see him grin. Say, our line of soft shirts with stiff cuffs is stun-

ning! And when you call, we have a pleasant little surprise for you in silk

cravats. Nothing like them has ever been shoivn in town before. Their price

is low enough to please everybody."
A second card announces that: "Being off color in matters of dress is as bad

as being off key in a chorus—both represent discord. Look at our line!"

Each week a different display of haberdashery is shown by Mr. Livinson, who
has created for himself a reputation for clever ideas in all matters relating to

equipment and display.

At the rear of this picture, too, will be seen the box-like case which is referred

to in the accompanyiyig article on this same page. The former store front was
24 feet with the windows directly on the street. The front shown above is 12

feet in width and has two plate glass windows slanting in and box arrangement
at the rear. The tiled flooring is finished in terra cotta.

but that is what generally what occurs in

the majority of stores. Besides, the

same hardship is entailed when a window
dresser is about to begin operations—he

has a long stretch to cover in the or-

dinary way, which is very tiring and
annoying.

A Box-Like Case
What is the solution? Why, something

like this. You build a box-like case

at the rear of the window, and cut away
the floor space so that it is quite hollow

and easily entered from the rear. It

should have sufficient height to permit

a clerk to enter comfortably and yet not

too high, because it will make an excel-

lent stand upon which to show goods.

It must have two doors on the sides fac-

ing the window, which open backwards
permitting an easy reach to the front

glass. A window dresser can then stand

comfortably inside the box and dress his

display without any difficulty whatever
and the effect of the result will be artis-

tic and unusual.

Another feature about Mr. Livinson's
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windows which he devised for himself is

their position with regard to the street.

As they are small and space is precious,

it was necessary that every inch should

tell so far as effect was concerned, and
therefore Mr. Livinson deemed it wise
to move his windows in from the side-

walk in a slanting direction to the

entrance, so that passers-by could stop

and look in without being jostled by
other pedestrians. The accompanying
diagram shows how the windows are now
placed and also the former arrangement.
Under the former arrangement as will be

noted, there were four interior sections

and three glassfronts. Now one of

the glass panes has been done away with
entirely and only three inside divisions

are utilized. The idea is that by means
of these removable sections the window
dresser can feature one large display or

three separate ones and by enlarging the

size of his entrance encouragement is

given to passers-by to stand inside, if

waiting for entrance to the theatre next

(Continued on Page 49)
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Address)
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Smallman & Ingram, London,
Keep History of Clothing

A System That Gives Them Valuable Information Regarding Each

Suit of Clothes—Can Tell Quantity of Stock on Hand

—

Finding Out Popular Lines.

THE present is a time that points

more forcibly than ever to the ab-

solute need of a thoroughly sys-

tematized business. We have frequently

urged that retailers would always be in

a better position to buy, would keep

closer in touch with their business and
would know at a given moment just

where they stood if they had a system

in operation whereby they could tell at

a moment's notice just what amount of

stock they had on hand. Stocktaking

reveals some startling surprises. In con-

versation with a retailer in a central

Ontario city the other day a little inci-

dent was told that bore this out. In tak-

ing stock of hose it was found that there

were dozens and dozens of size 9%, a
size that is little in demand. In purchas-
ing hose it had been the custom to order
all sizes—more of the popular sizes, of

course, but always a few of the odd
sizes. Because a system was not in op-
eration which kept a daily or even a
weekly account of the stock on hand,
these odd sizes accumulated until there
were so many dozens on hand. This
same thing might easily happen in other
lines of merchandise carried either in

clothing or haberdashery. It can be

avoided by various simple little systems
which constantly keep the buyer in-

formed as to the exact quantities of

stock on hand at any minute. Then,
when he comes to buy, he is really buy-
ing, not simply making a wild guess at

it.

The two diagrams on this page illus-

trate the system that is employed by
Smallman & Ingram, of London. In their

clothing department they have a little

box office where parcels are wrapped up
and a record kept of the history of the

suit from the time it is sold. The illus-

tration at the top of the page is a re-

production from a book that is kept by
the girl in this little box office. As will

be seen, it is a complete history and
leaves nothing to be desired. In the

main office, of course, another record is

kept of the actual sale, and this, of neces-

sity, must tally with the record kept in

this book.

In order that the manager of the de-

partment may know the exact quantity

of stock on hand at any time, a third

record is kept which is illustrated by the

other diagram on this page. Their

records, of course, tell them which are

the best selling price suits. Either from

?25 Suit

•530 Suit

*45 Suit

$50 Suit

S60 Suit

$65 Suit

$75 Suit

$80 Suit

the office or from the book kept in the

little box office of the department, it can

be ascertained how many suits have been

sold in the day, and the price. This is

reported to the manager of the depart-

ment and is recorded as shown in this

diagram. By deducting from the gen-

eral stock sheet the exact quantities of

different priced suits can be found out-

in a few minutes.

Sometimes—on Saturday, perhaps, or

during a special sale—it may be impos-

sible for the girl in the box office of the

department to keep this record com-
pletely. In such case the record is kept

by the individual clerks and is entered

the next day.

Outlook For

Palm Beach Suits

Palm Beach suits for the summer sea-

son of 1921 are not likely to be lower in

price according to Alex Miller, of the

Miller Men's Wear, Toronto, manufac-
turers of Palm Beach suits. Inform-
ation has been received by them from
one of the largest mills in the United
States that the price of Palm Beach
cloth will not be reduced. The more
stable price of the cloth is accounted for

by the fact that the United States »ov-

ernment did not requisition mohair dur-

ing the war, as a result, this cloth

did not reach the extreme high prices

reached by fabrics made from wool.

So far as the manufacturing of the

actual suits is concerned, Mr. Miller

pointed out that the garment workers
on Palm Beach clothing have to be spec-

ialized men to a greater degree than is

required in the manufacture of woollen

clothing and that, therefore, the cost

of production is somewhat higher. What-
ever reductions, if any, are possible, how-
ever, will be passed along to the cus-

tomer whether their order has been
placed or not.

Mr. Miller stated that the Summer
season of 1921 would not see any great

changes in models. The general ten-

dency, he asserted, was to follow more
conservative lines. On account of un-

certain times, this was more desirable.

Manufacturers were not anxious to risk

extreme styles at the present time.
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Routhier & Perron of Sherbrooke, Quebec:

Conducting a Large Business in a Small Place

Occupy a Sixty-foot by Thirty-foot Space—Handy Arrangement of the Stock—Do Not Em-
phasize Bargain Prices or Sales—Showcards Are Little Used—General Layout.

SIXTY feet by thirty- does not sound

a very extensive area in which to

carry a wide range of wearing ap-

parel, including everything from head to

foot for men of every age and type, but

such is the actual extent of the clothing

and haberdashery store of Messrs. Rou-

thier & Perron, of 129 Wellington street,

Sherbrooke, Que.

Towards the latter part of October of

this year, these two men, whose com-

bined ages, by the way, would not total

more than fifty, took over the firm of

J. H. Poupart & Co., Ltd., and intend

to carry on the business under their own
name in future. Both the young part-

ners are ambitious and energetic and
understand fully the complexities of the

business which they are engaged in. Al-

ready, although only at the start of their

career, they are owners of a most mod-
ern and smartly stocked men's wear
store and their intention is to cater to

those who require the very best in mer-

chandise.

Stock Easily Accessible

All stock in the store is immediately

accessible, for examination and sale, and

the customer can see at a glance the

range of patterns in shirts, for instance,

that is carried. The shelves are pro-

tected by glass doors where the haber-

dashery is kept, and on the right of

the store a very fine inset show case,

which is lined with dull gray paper and
brilliantly lighted all round, features a

different display of the latest in furnish-

ings each week. This case is really the

feature of the store and many a cus-

tomer drops in to see what the "latest"

in scarfs or headwear is, more from
curiosity, but usually ends in succumb-
ing to the charm of a certain novelty.

The small tie and st>ck stands which

are ranged down the centre of the floor

space are the only fixtures used for dis-

play, and are most suitable in every way,

as in this contracted space, counters

would be in the way and their absence

gives the store a much larger appearance

than its measurements indicate.

At the extreme left, scarfs, gloves

and collars are kept neatly ranged un-

der glass, each row carefully ticketed as

to price and size. Umbrellas and canes

are also kept under glass, and on the

right two large fixtures contain all the

newest headwear.

A cash register occupies a space near

the centre of the store and is thus easily

accessible to each section. The footwear

section is a very comprehensive one and,

as can be judged, the partners are very-

versatile men to have achieved the dis-

tinction of being capable outfitters in so

many different lines.

The interior of the store is done in

(Continued on page 53)

INTERIOR OF THE ROUTHIER AND PERRON CO.'S STORE IN SHERBROOKE
This firm have recently taken over the business formerly known as J. H. Poupart & Co., Ltd., and the accom-

panying picture shows the main part of their up-to-date store, wherein is to be found everything needed by the
well-dressed man including footwear and luggage.

The comparative smallness of the floor space is well utilized by display stands for socks and cravats instead of
more bulky tables or counters. The right wall is flanked by ivall cases containing hats and a smart shoiving of
the newest scarves, all under glass.

At the rear a door connects with a large stock room and alteration department.
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Get People Into Your Store Nowadays
by Showing Something Really Out of the Way
\Y. Reeve, Junior, of Montreal, Has Novel Methods of Merchandising Caps and Hats

—

Specializes on Shirt Values—Merchants Should Take
Losses Now

FIVE haberdashery stores in one

small city block spells keen com-

petition, but when each one of the

five is wise enough to specialise each in

its own particular line, or even in more
than one line, business is apt to be just

as good as though only one shop occupied

the field. The case in question happens

to be concerned with that section of

Montreal wherein representatives of

every nationality under heaven congre-

gate, which is half way between the old

town and the new, and which is infested

by the cheapest sort of amusement
places and second-rate shops of foreign

ownership. Such an environment by
no means suggests a setting suitable for

the retailing of high-class men's fur-

nishings, but such, nevertheless, is ex-

actly the true state of affairs.

From one of the five, two others have

grown and a third is shortly to be opened

up, while the fifth does an excellent busi-

ness entirely apart from the others.

The pioneer and original store is that of

W. Reeves, Senior, of 65 St. Lawrence
Boulevard, whose career in the men's
furnishings business has been one of un-

usual enterprise and success. Among the

many features of Mr. Reeves' business

which he discussed with a representative

of Men's Wear Review was the inter-

esting fact that his business has been
the training • field of several first-class

haberdashers, who have since left the

firm and opened up successful stores for

themselves. First and foremost there

is his son, W. Reeves, Junior, who is

the proprietor of a large and up-to-date

haberdashery shop at 69 St. Lawrence

Boulevard, and also there is H. Pre-

vost, co-partner with Reeves, Junior

and proprietor of another successful

store situated a few doors down the

"Main," whose store is described else-

where.

The former store, that of W. Reeves,

Junior, has an area of about 77 feet by
21 and is a fine, modern establishment

managed upon highly systematic ideas

by a man who has had the good for-

tune to receive the best training pro-

curable in the business. W. Reeves,
Junior, is known as a cap specialist, and
he declares enthusiastically that "there

is money in caps if a haberdasher

knows how to get it." All the aspects

of the cap business are familiar to him

including the multitudinous variety of

fabrics, styles, colorings, etc., and the

equally varied methods of merchandis-

ing such types of headwear.

Interior view of W. Reeves' store, Montreal.
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MEN' S W E A R R E V I E W

Towards the rear of his well lighted

and mirrored shop can be found two

striking looking fixtures resembling

high desks with 16 drawers in each.

These cases are finished in natural hard-

wood with plain tops and contain 'a very

wide assortment of men's and boys' caps,

carefully folded one against another in

such a way to keep the goods perfectly

flat and yet display them to a customer

without disarranging them in the least.

In each of the 32 drawers there are a

dozen or so caps, each collection in one

size but in a wide variety of colorings

and fabrics. Beginning with the smallest

boy's sizes and continuing through to

the largest out-size for men, together

with the ordinary styles for every day

wear or special types for winter, even-

ing or sports wear, the range is

thoroughly complete and always kept

as fqll as possible. "On an average

Saturday I sell as many as ten dozen

caps" said Mr. Reeves to Men's Wear
Review," "and I attribute my success to

my good assortment and this method of

displaying and protecting the stock.

Having a good lai'ge mirror at i,he far

end of the store enables my customers to

judge themselves how they look, and

as the caps are easily accessible a cus-

tomer can pick out his own model from
the drawer marked with his size and is

saved the trouble of asking what else

we have got, etc."

Hat Department.

Besides the cap section there is also

a well-stocked hat department wherein

the many neat rows of oval boxes lend

an air of distinction to the store itself.

Mr. Reeves believes in suggesting to his

customers, who may came in for a cap

that his hats also are worth inspection,

and according to him, smart models to-

gether with careful lighting and attrac-

tive mirrors rarely fail to convince the

customer that he needs a new hat, if not

then, "well, a little later when some
more models will be in."

All the boxes and bundles of goods are

marked by a system of Mr. Reeves' own
devising, which simplifies the business of

selecting the exact color or style re-

quired in any line, whether of socks,

shirts, neckwear, garters, etc. He uses
simple numerals beginning with zero

which he stamps in a size easily legible

from a distance upon all package goods
which would necessitate opening with
a consequent loss of time and energy,
and as each line of reserve stock is kept
in a small stock room at the rear, it is

a matter of seconds only for a clerk to

snatch whatever he is in need of from
the shelf and so satisfy the particular
need of the moment without delay. A
line of socks which is carried in black,
blue, purple and gray is numbered from
zero to three and each clerk is familiar
with the line and its individual units.
The range of sizes is kept piled together,
so that it is not even necessary for a
clerk to stop to read the manufacturer's

notice of the sizes or colors, the look of

the package and the numeral stamped
on it is quite enough.

Specializing on Shirts.

Mr. Reeves has another policy which
has won success for the store of late.

He is becoming noted for his splendid

range of smart shirts which he sells at

ridiculously low prices. All the season's

best styles are featured in his windows
at $1.89 each. Where is the man who
could pass up an attraction like that?

There are very few, according to Mr.
Reeves, who explained that although he
loses money on his shirts, he has not re-

duced any other line of merchandise, and
through very careful salesmanship he
can nearly always manage to push the

sale of something else to the prospective

shirt buyer, and in so doing comes out
on the right side. "You've got to at-

tract your customers into the store

nowadays by showing something really

out of the way in value, and once you
have made a sale, it is an easy matter to

suggest a necktie or collars." Ac-
cording to Mr. Reeves, it's a poor clerk

who cannot sell a couple of ties, some
collars and a muffler to a man who
comes in for a shirt, and even if he
only comes in for one shirt, he must
not be allowed to depart without ac-

quiring at least three at the present
price.

The Reeves' store keeps open until

seven p.m. because the many employees
of the various theatrical concerns of the

neighborhood are going and coming
about the end of the afternoon and
many a little purchase is made about
that time. The workingman's trade is

well worth getting after, according to

Mr. Reeves, who considers that the av-
erage haberdasher is not sufficiently

aware of the potential buying capacity
behing the workingman's family.

Regarding the matter of pricing

goods, Reeves follows the example of

his father, whose personal views are

elsewhere presented, and believes that
the first loss is the smallest in the long
run to the retailer. "It simply does not
pay to hold out for war-time profits,"

declared Mr. Reeves, "I believe in get-

ting rid of my goods quickly and buying
while the market is profitable. I am not
placing for Spring because I do not hap-
pen to need much, but I am getting rid

of my merchandise just as quickly as I

can in order to take adavntage of pre-

sent conditions."

In consideration of the neighborhood,
Mr. Reeves believes in featuring plenty
of goods in the windows, and especially

the line which is being used as a means
to attract custom. Reeves' windows are
bright and well arranged, featuring the
splendid values in smart shirts which are
such potent business getters. Other
lines which might be classed among the
gift range for Christmas are also shown
and help to provide the seasonable touch.

29

GIBSONS
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C W\
BE YOUR OWN SALESMAN

IF YOU CAN BUY BETTER ELSEWHERE
DON'T BUY HERE

5 ROOMS 5 PRICES
FIFTH FLOOR

DOMINION BUILDING

Cor. Hastings and Cambie

Some Facts Regarding Above Concern

Newspaper advertising is very expensive. We may not reach as many
by this form of advertising—those we do wilt benefit. The cost is only a

fraction of what the papers charge for advertising. One small ad. costs

over $30 for one day: ten thousand of these hand-bills cost as $25.

We have and are still conducting the Gibson & Keddie concern, hand-
ling exclusively "Art Clothes" made to measure, selling in the past 18

months to over 3,000 people, which any one who is sceptical can be shown.

That business we got without one single newspaper ad. Why? Satisfied

customers brought their frienos.

Now we have opened on the same floor Men's Ready -to-Wear. Every
garment made in the city of Vancouver by white help. For the space we
occupy, oor rdot, light, water, janitor and elevator service cost us exactly

$4.50 per day. No merchant in the city is in a better position to buy for

less than we can, aa we are connected with the best woollen mills in the

Old Country. All we ask you to do is to come and see for yourselves—THE
FACTS ARE HERE.

Yours sincerely.

GIBSON'S SUrr-A-TERIA

W. H. Gibson, Mm-.

The above is the reproduction of an
advertisement which W. H. Gibson, of
Vancouver, used in announcing the ad-
vent of the Suit-a-Teria on the northern
half of this continent. The Suit-a-Teria
is to the prospective searcher after a suit
of clothes what the groceteria is to the
economical wife, and the cafeteria to the
busy office man or woman who has to
rush for his or her meal in the middle
of the day. Men's Wear Review pre-
dicted some months ago that the Suit-a-
Teria would be one of the developments
of the trade within a short time, and
here it is.

The displayed suits are arranged in
sections carefully graded as to size, color
and quality. The customer is invited to

walk round the rooms and, after getting
into the right section, is assured that all

the suits displayed are the size which
will fit him. He can select the color and
the quality of the suit he wants. The
price is clearly indicated on tidkets; it

is a case of "You pays your money and
you takes your choice." The retail prices
range from $25 to $50.

Summing up the reasons for Mr.
Reeves' success it might be said that en-

thusiasm is the outstanding feature of
his efforts, and the fact that he has fully

understood the fundamental thought that
necessity, not a luxury, and a vital busi-

ness proposition, not a side line for other
retailers to dabble with in order to at-

tract custom to other lines.



A Good Scout Smiles and
Whistles Under All Circumstances

Keep Smiling, Be Energetic in the Promotion of Sales, Try to Get the Public Back Into the

Market, But Don't Scold Them—Show Them That Prices Are at Rock Bottom
And Now is the Time to Buy.

ON THIS same page is a copy of

an advertisement which was run
early in December by R. H. & J.

Dowler, Ltd., who have stores in Lon-

don, St. Thomas, Windsor and Sarnia.

It introduces a new note in advertising

at a very psychological moment. The
note here struck is being sounded more
and more, not only in advertising, but

in editorial comments appearing from
day to day in the daily press. Atten-

tion is being called to the fact that

prices of many commodities are away
down and that profits are being sacri-

ficed, if not altogether eliminated, in

the reductions that are offered. The
public is being coaxed to go back into

the market to purchase their neces-

saries so that the retailer may buy and
start the manufacturer again who has

been obliged to either close his plant or

run on short hours, thus causing unem-
ployment.

A similar note was struck about the

same time in an advertisement which
appeared in the daily press over the

name of Smith, Denne & Moore, Ltd.,

general advertising agents of Montreal,

Toronto, New York, London and Paris.

It was pointed out in this advertisement

that the public had gone on a buying

strike, and that until this strike was de-

clared "off" unemployment was bound

to continue.

Psychological

As a matter of fact, the attitude of

the public today is largely psychological

in its origin. Various factors contrib-

uted to this attitude of mind, the out-

ward expression of which was a deter-

mination to put off buying until con-

vinced that prices were down to levels

in which profits were not so long. The
time has come when profits are not only

not so long but have been cut away,
in many cases, altogether. There is

nothing unsound in Canada's financial

position today, nothing whatever to war-

rant depression in trade or pessimism in

outlook. If the public can now be in-

duced to come into the market again,

the wheels of industry will re-commence.

It is the "big job" of the advertising

man to convince the public that the oc-

casion for their psychological attitude of

mind has passed and that they should

now do their part toward rejuvenating

industry and curtail further unemploy-
ment.

The Advertiser's Duty.

It is the duty of the advertising man

Mr.

Buying Public

UPON your action and decision your
own and Canada's prosperity de-
pends. Merchants are making big

concessions and accepting considerable
losses to stabilize conditions. It's profit-

able for you to buy what you need NOW!
If you, the consumer, won't buy, the ma-
chinery that helps you earn your daily
bread comes to a standstill. Be you
farmer, mechanic, business or professional
man, your prosperity and Canada's go
hand in hand; dependent upon the turn-
over and exchange of commodities your
country and its craftsmen produce.

IF YOU STOP BUYING,
the wheels stop turning

Then hard times.

to help break up this buyers' strike but

it should be done in such a way that only

secondary, if any importance at all

should be attached to the actual strike.

It is not wise to complain of the attitude

of the public; that merely advertises the

buyers' strike and has a tendency to

extend it rather than break it. It is

well, perhaps, that from the proprietor

down to the elevator boy no mention be

made in the store of such a thing vs

a buyers' strike; the impression might

rather be given that busines is going

along quite as usual. Nothing succeeds

like success and optimism breeds optim-

ism. It is an infectious thing. There

should be no room either in your store

or in your advertising for the calamity

howler.

It is possible in a general way to point

out the relationship between the active

exchange of buying and the industrial
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situation in the country. There is no
reason now why those who have held off

should not come into the market to pur-

chase their necessities. We are con-

vinced that the retailer has decided to

take this loss and have it over with;

that he is already taking it, in fact, in

a thousand centres throughout this

country. Useful information regarding

the decline in prices can be given. It

can be pointed out with considerable ef-

fect that prices went up step by step
and that they have come down the
bannister. The most energetic policy
should be adopted with regad to getting
business but it is unwise to announce
them on account of the attitude of the
general public. If manufacturers, whole-
salers and retailers alike would adopt
such a policy, it would do much to stim-
ulate business.



Lesson Gleaned From Forty
Years Business Experience

Started Out at Fifty Cents a Week in Kingston and Is Now the Veteran of Montreal
Haberdashers—Has Never Done Any Advertising—Has Always Operated on Re-

placement Value System.

"Noiv I am anticipating my losses by keeping a record book %vith every single purchase of stock entered in it

and patting alongside of the purchase price the loss I expect to stand on each dozen. When my annual stock-
taking comes along in February I have every item all figured out and can tell at once what the present value of
my stock is and how much it will be necessary to buy. Basing my price on quotations from the manufacturers for
repeat orders, I mark my own stock accordingly, believing that it is better to take my loss gradually from the
very beginning than to have to mark my goods down all at once later on and very likely have to resort to all

sorts of devices to get business artificially."

I
[ F you've got fifty ceuts, you'll

have to save twenty-five out of it

or you'll get nowhere in this

world," declared W. Reeves, the veterar

haberdasher of St. Lawrence Boulevard,

Montreal, to a representative of Men's

Wear Review. "I started out as a boy

on the magnificent salary of fifty cents

a week and as I could not speak a word
of English, I had to begin my career

by sweeping out a store in Kingston,

Ontario. My people lived in Montreal

and were not very well to do and could

not help me very much, so I had a hard

time of it at first. As soon as I learned

English I decided to go into business for

myself, and so I went to see a friend

of mine who was one of the partners

of a large wholesale house in Kingston,
and I asked him to let me have $200
worth of goods as I wanted to start a

store for myself. He thought it over
and told me to come back the next day.

When I returned, he said to me, "Well,
boy, I'm going to let you have $1,000
worth of merchandise, I think you will

make good." So I selected what I

thought I would want and I started a
little general store in Kingston. Well,
it was pretty hard going, because the
crowd I went with were fond of a good
time, but I realized at the start that
I owed a lot of money and when it was
a question of spending anything I knew
that I didn't have any to spend, so that
kept me hustling for a few years. I

stayed there until I had paid it all back
and could return to Montreal and open
a store there, and to make a long story
short, I not only opened one store, but
three. Things just seemed to come my
way, I think. I had to make a home of
my own, and I was just naturally fond
of work and so I had a double incentive
to be successful," concluded Mr. Reeves
with a characteristic gesture which is

practically the" only vestige of his
French extraction which remains.

In Metropolitan Centre

Thirty-three years ago, Mr. Reeves
opened his present store on the "Main,"

as the Boulevard is more familiarly

known, and he is now the oldest and
longest established haberdasher in the

neighborhood. Notwithstanding the fact

that he is in the centre of a melting pot
of nationalities, wherein French, Jewish,

Greek, Scandinavian, Chinese and Eng-
lish speaking peoples are mingled close-

ly together, and his neighborhood is

regarded none too favorably by better

class custom, although competitors are

numbered by the dozen in the same
block, Mr. Reeves has steadily pursued
the even tenor of his way year after

year, doubling his turnover from season
to season, and expanding his business
from one store to three. During the

war years, however, he found it advis-

able to give up one store and to con-

centrate his efforts upon his two St.

Lawrence Boulevard branches. The one
at number 65 he manages himself, and
the second, at number 89, is managed
by his eldest son, W. Reeves, junior. The
first store is a large, well-lit and at-

tractively equipped concern, with the
usual up-to-date fixtures and a splen-

didly assorted stock of all kinds of fur-

nishings. "I never did a cent's worth
of advertising in my life," said Mr.
Reeves, in discussing methods of mer-
chandising. "Lots of times hotel men
have dropped in and asked me to sub-
scribe a couple of dollars to have my
name printed on their register. I al-

ways give them the $2, but I flatly re-

fuse to allow my name to be used in

any way whatever."

Take Loss With Profits

"How do I get customers?" he contin-
ued with his characteristic gesture,
"why, by giving the best values in the
city. You see, I'm the oldest of them
all hereabouts, and I know my cus-
tomers. I set the pace and the others
follow. When I put a window full of
ties on sale at seventy-five cents,

_
you

may be sure that I am offering ties which
are worth double that price. How can I

afford to do that? Because I know mar-
kets and I realize that when the peak

3i

price is once reached, you have got to

begin to allow for replacement value
and take your loss from season to sea-
son just as you took your profits when
they came along during the fat years.
During the normal times my turnover
is from $60,000 to $65,000, but the last
few years it has risen to about $120,000.
Now I am anticipating my losses by
keeping a record book with every single
'purchase of stock entered in it and
putting alongside the purchase price the
loss I expect to stand on each dozen.
When my annual stock taking time
comes along in February I have every
item all figured out, and can tell at once
what the present value of my stock is

and how much it will be necessary to
buy. Basing my prices on quotations
from the manufacturers for repeat
orders, I mark my own stock accord-
ingly, believing that it is better to take
my loss gradually from the very begin-
ning than to have to mark my goods
down all at once later on, and very like-

ly have to resort to all sorts of devices
to get business artificially. Ever since
the first rumors of a coming decline
in prices came to my ears, I have kept
a little ahead of the other fellows, and
I guess I'll be first to touch pre-war
levels around here, if I have not already
done so."

One Sale a Year

So far as sales are concerned, Mr.
Reeves features one important sale an-
nually in order to clear up odds and
ends of stock, but, as he says, "It's
always sale time with me." He is a
firm believer in fair dealing with his
customers, and relates a story of how
a young country boy came in to Montreal
recently with a large roll of green-
backs, which he flourished openly and
ostentatiously purchased about $27
worth of neckwear and shirts from Mr.
Reeves. "I thought it only wise to warn
that young fellow," said he, "and I ad-

vised him to put that roll out of sight,

when he was leaving my store. He
thanked me for the warning, but he
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didn't follow it. Instead, he turned up
again next day with his parcel, and said

he had been drugged by some companion
at a cafe, and his roll of bills was stolen.

He had no money to get back to his

home and he asked me if I would take

back the goods I had sold him. I fig-

ured it would be pretty hard to be in his

place, and I thought that he had learned

a hard lesson, so I let him have his

money back. Was I right? Well, I

have never x-egretted doing so."

Mr. Reeves thinks it is better to tell

some customers frankly when he does

not desire their custom, and when cer-

tain men come in and take up his time,

wandering around the store, turning over

goods with evidently no intention of

making a purchase, he tells them frankly

that he would prefer them to go else-

where as he is too busy to serve them.

"There is little loss to a merchant in

chasing such customers as that," contin-

ued Mr. Reeves.

Buys a Season Ahead

One feature about Mr. Reeves' busi-

ness which he believes to be a factor in

his successful career, is the habit he has

maintained of buying a season ahead

of his requirements. For instance, dis-

playing a smart woollen glove in a hea-

ther mixture, he stated that he had been
offered a lot of this line by the manufac-
turer at the. close of last year's season for

less than half of the original price. "I

knew the market couldn't drop much
lower than that in 6 months," laughed
Mr. Reeves, and so I laid in my winter
gloves when other men wfere buying
summer stock. And that is the way I

do in everything. My customers want
value and quality before they want
style and novelty, and so it pays me to

pick up bargains no matter whether I

have to carry the goods another year
before I can sell them.

Dealing With Women

Mr. Reeves is in the store all the time,

yet he keeps in constant touch with all

the wholesalers and manufacturers. Re-

establishing a strong bond of friendship,

he believes that the retailer can do bet-

ter business than if he is always on the

lookout for a chance to "beat the other

fellow to it." In catering to women cus-

tomers, Mr. Reeves said that the sales

clerk needed to possess infinite patience

and tact, but that once a woman was
convinced that she could get the values

she wanted she was your friend for life.

He quoted an illustratioa cf how he had
sold over $30 worth of merchandise to a

woman who came into the store without

c: aclly knowing ju? v .'/hat she did want.

"One woman is not so hard to handle,

but two of them together are quite a

proposition, because they waste so much
time in consulting each other's likes and
dislikes," explained Mr. Reeves. "It is

better to get them separated if possible,

and attend to one at a time, or one
doesn't get anywhere. Where a man
will look at a tie-stand and pick out his

tie inside of five minutes, a woman
always wants to see every tie you have
in the store, so it pays to be patient, and
make suggestions, if you want to make
a sale at all."

Patience, kindliness and fair dealing,

together with a passion for work, and
a thorough knowledge of conditions

relative to the haberdashery trade are

the main ingredients of the recipe for

success which Mr. Reeves has achieved

in forty years of experience, wherein
prices have risen and fallen, fluctuated

with an uncertainty which even the wis-

est merchant could seldom foresee, and
which have left most merchants grasp-

ing for a bare competence, under condi-

tions scarcely improved by the passing

of seasons.

"I'm glad to speak about my work,"

said Mr. Reeves, "because I have only

tried to do the best I could, and such

as it is, I am satisfied."

The accompanying cuts shotv

a model designed by C. R.

Mandata for the Campbell
Manufacturing Co., Ltd., of

Montreal, and was shown at

the International Designers'

Convention held in Chicago.

It is one of the novelty lines

for young men for Fall and
Winter, 1921. Note that the

back view has the skirt effect

and the inverted pleat with

fold.
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Things Seen and Heard by "The Spectator"
Putting the Clothing Department Away Back in a Corner—Discounting Salesmanship by

Unattractive Displays—The Entrance to the Store—Courtesy Can Be Had by
the Customer Free of Charge—Keeping Stock

THE other day, I stepped into a departmental store

in a northerTi Ontario city to look at the clothing

department which was advertised as one of the

largest, if not the largest, department in the store. After

a time, I found it. The furnishings and accessories were

in the conspicuous foreground of this department which

was nearly half the down-stairs floor space. These fur-

nishings were well arranged and were well displayed;

there could be no fault found in that respect. But the

clothing—the very heaviest end of the whole department

and in which the most money was wrapped up—the cloth-

ing was stuck away back in a corner that was ill-lighted

and uninviting. It seemed to me a poor way of keeping

this important department in the public view.

Men who lecture on the subject of diets, the way they

should be prepared and the best way to lay them before

people on the dinner table, say that half the appetite is

satisfied by the appearance of the clean linen, the well-

shone silver, the tasty arrangement of the several dishes,

and the aroma that comes from the viands. After all,

the retailer's store is his bread and butter—his table, in

other words,—and he should have it set in such a way
that, immediately one comes in the door of his store, an
appetite is created. Like the arrangement of the dishes

on the table, the clean table linen, etc., which partially

satisfies the appetite, the sale of a certain piece of mer-
chandise may be half made by the manner in which his

merchandise is arranged and displayed. Salesmanship is,

to some extent, a matter of psychology; and every man
responds to neat and attractive displays. I can well un-

derstand that a sale of a suit of clothes in the store above
referred to would be harder on account of the way the

whole department was shoved to the back of the store in

an uninviting and ill-lit corner.

An Inviting Entrance

Some time ago I was talking with a man who has had
wide experience in store layouts, that is, in the arrange-
ment of merchandise in the store in the best way to pro-

mote sales. He told me many things, but the thing I

remember most was what he said with regard to a certain

retailer in Nova Scotia who made a practice of putting a

table full of remnants at the very entrance of his store.

This man pointed out to this retailer the futility of it. In
the first place, very few sales were made off this table;

therefore, it was occupying valuable sales space in the
store—perhaps, the most valuable sales space in the store,

that is, the very entrance. But the point he made was that
it made a very bad impression on a person coming in the
store to buy. Instead of having something attractive in

this valuable spot, something that would create an appe-
tite or that pleased the eye, there was this table full of old
remnants that only bargain-seekers wanted at reduced
prices.

I was reminded of this the other day in a central
Ontario city when I dropped into a store. At the very

entrance of the store there was a fine display of acces-

sories on a quite long table. A few neckties, a pair or two
of gloves, a handsome neck scarf and a few other acces-

sories made an altogether handsome little arrangement of

merchandise. Not only was the display pleasing to the

eye, but there were suggestions in it for the person who
came into the store. It seemed to me a good idea.

One Never Knows

I suppose ti-avelers and mere "shoppers just lookin'

round" become wearisome to clerks who stand behind the

counters. Yet, one never knows, that is, the clerk doesn't

always know whether a stranger is a traveler to see the

"boss" or whether he is some one who wants to make a

purchase. In going into a store the other day, I asked for

the manager of the department. "Ugh?" replied the clerk

from behind the counter. There may have been some-
thing about my appearance that impelled the clerk—-doubt-

less there was—but there certainly was something about
his discourteous reply that repelled me and if I had been
going in that store to buy something, I would have im-
mediately turned around and walked out. After all,

there is one thing that a customer can get in a store that

doesn't cost a red cent, that is courtesy. It is one of the

finest assets of the successful salesman and one of the easi-

est to possess and to cultivate. The roughest old bohunk
that ever stepped out of the back woods will respond to

courtesy from a man behind the counter. True, he wants
to buy something and he is obliged to go to a store where
he can buy it. But he isn't obliged, necessarily, to go to

your store. He doesn't like to be made to feel that you
are doing him a service by attending to his requirements;
and, as a plain matter of fact, you aren't doing him a
service. He's putting you in his debt, and, incidentally, he
is paying you the compliment of coming to your store
when he might go to another one. That compliment
should be appreciated, and the way to appreciate it is to

give service with the utmost courtesy. It pays every time.

Poorly Kept Stock

I noticed, too, that the stock in this department was
poorly kept. Shirts were jammed in here and there in

disorderly array; boxes were all out of plumb; and the
shelves were most untidy looking. It struck me that the
manners of the clerk behind the counter and the stock
that he kept were pretty much of a kind—pretty careless.

I get back to the same old point from where I started,
namely, that salesmanship depends to some extent on
surroundings. If everything is attractive, both personal
and impersonal, the sale is half made.

After all, such salesmanship can be developed with
little expense. If a sale can be half made by attractive
displays, well-kept stock, courteous manner and tasty
arrangement, isn't it worth while to spend the little time
and attention to these that is necessary to enhance the
value and effectiveness of the sales force of the store ? It

seems to me like long results with short effort.
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Tell the People They Are Getting Better

Values Than Year Ago, NotjLower Prices

E. R. Charles, of Toronto, Believes Merchants Make a Mistake in Not Pointing Out That
Better Values Are Given—Price Is Not the Thing to Be Most Considered—Avoids

Use of Comparative Prices

IS
THERE a fine difference between

advertising that a suit that sold last

year at $60 is now selling at $45 is

"better value than was given a year ago"

and advertising that this same suit repre-

sents "lower prices"? In other words, is

it better to advertise at this time when
prices are falling that "better values"

are being given to the customer than to

constantly seek to impress upon their

minds that they can buy their merchan-

dise at "lower prices"? E. R. Charles, of

1220 St. Clair Ave. West, Toronto, be-

lieves that it is; he thinks the trade is

making a mistake in everlastingly talking

about "lower prices" when they ought to

be talking about "better values." He
thinks it would be better to drum into the

public's ear that they are getting much
better value than they got a year ago
because, he argues, it is value that counts

in successful merchandising in the long

run. To constantly preach lower prices,

he believes, may be to get the public to

place a false value on that abstract thing

called "price"; to induce them to think

that "price" is the thing that sets its un-

alterable seal upon a suit of clothes, an
overcoat or a necktie. Values will be re-

membered in a piece of merchandise long

after the price is forgotten, and the per-

son ,so remembering will not forget the

place where the value was obtained. Mr.
Charles believes that the trade has done

itself a lot of harm by continually talking

prices on a declining market, rather than

pointing out that the time has come when
conditions are such that better values can

be had for the same money that was spent

a year ago, or even less money.

People Should Not Look for Lower Prices

"We should advertise that we are giv-

ing better values than we gave a year

ago," said Mr. Charles to Men's Wear
Review. "People should not be induced to

look for lower prices but for better

values. I think it is best to keep away
from the use of comparative figures and
in my advertising I always do. I tell the

people they are getting better values for

the same money that they paid a year

ago. To give low prices, you have to give

trash. The public should be coached to

ask for better values, not lower prices.

"We don't want people coming to our

store expecting to get something for

nothing; we expect to give them value

for their money and that is what they

want. If people load up on cheap stuff

it siimlv kills busines for the future."

No Sale in Seven Years

The section in which Mr. Charles is i

doing business is one of the newest sec-

tions of Toronto. In 1913, when he

started in business, it was then on the

very fringe of its rapid development since

that time. In those seven years Mr.

Charles has not conducted a sale, and he

pays that business has shown a steady

improvement and that this year is even

ahead of last year.

"I do not hold sales here. In my ad-
j

vertising I never use comparative figures.

If I ran a sale I would have to put goods
in my window and on them 'Regular' such

and such a price and 'Now' such and such

a price. That immediately puts a doubt

in the minds of the people as to whether
the prices ever were what I advei'tise

them."

And to prove his point, Mr. Charles re-'

fers to a recent advertisement he ran

which reads "No camouflage, nor over-

loaded sale, just Charles' good values.

Men's overcoats $25, $28, $30. Boys' over-,

coats $8.95, $9.45, $10.95," etc. Mr.

Charles certainly pushes the idea of "val-|

ues" in connection with his business and

he says it pays.

Above is a picture of the windows of E. R. Charles,
these windows are simply filled with merchandise without
ed. The window is typical of many windows appearing i

country. It is not that Mr. Charles, or many other vela
beauty of the exclusive trim as for some years he was as
Yonge Street, Toronto, where exclusive trims counted
trim in wasted in a new district where there is, perhaps
thry say, come to buy, not so much to look or to shop,
the trim," said Mr. Charles to Men's Wear Review.

This style of window-trimming, as a matter of fact,
new store recently opened in an outlying city district wh
became apparent to the management of the store that the
Now, they are adapting themselves to the district and are

34

1220 St. Clair Ave. West, Toronto. It will be noted that
conveying the impression that the merchandise is crowd-

n many city districts, and in many other sections of the
Hers in such districts, does not appreciate the use o-

sociated with one of the fashionable down-town stores of

But he, and other merchants also say that an exclusive
(i large English element or a mixed element. Such people,
"Put as much as you can in the window without spoiling

seems to be borne out by experience. We know of a

ere the exclusive trim teas attempted for some time u> I

y were losing money on their windows by so dressing tl

following more of the style of the above window.



Adjust Business to Changing Conditions:

Work Hard and Pay Attention to Details
Mr. Boucher, of Sherbrooke, Que., Outlines Secret of Success—Favors Selling at Replace-

ment Value—Believes Policy of the Banks to be Sound— Says Business is Good.

IN
CHATTING with one of the vet-

erans of the men's wear trade of

Sherbrooke, Quebec, a representa-

tive of Men's Wear Review was enabled

to view the present situation from a

different angle than that usually pre-

sented by merchants of today. Mr. Bou-

cher, president of the firm of Boucher,

Lacroix & Fisette, Ltd., of Wellington

St., is well qualified to speak of condi-

tions in the clothing trade, having had

a wide experience, dating back close to

a half century.

According to Mr. Boucher, the success-

ful merchant will not set himself a hard

and fast policy to which he must ad-

here in order to preserve a certain rep-

utation for consistency. -That method

was all very well in the olden days when
conditions demanded that a retailer

should protect himself as well as build

upon a foundation of more conservative

policy in order to ensure himself a repu-

tation for fair dealing and satisfaction.

Some men, he said, were averse to the

holding of sales, deeming them undigni-

fied, while others considered sales to be

their best ally in business expansion. For

bis own part, he had always felt it best

to keep constantly adjusting his busi-

ness to meet the ever varying condi-

tions of the trade, and in that way be

could record an unbroken chronicle of

growth achieved through hard work and

unremitting attention to details.

After having worked for his first em-

ployer some fifteen years, Mr. Boucher
was enabled to buy him out and go into

business for himself. This he has done,

later admitting two partners as well into

tiie firm, when its interests grew larger

than he could well manage alone. At
the present time the store is in two
distinct parts, and comprises a complete

clothing and haberdashery store and a

footwear shop.

"The public," said Mr. Boucher, "are
on the lookout for spectacular drops in

all kinds of merchandise, and expect that

clothing will be reduced in a sensation-

al manner before very long. To them,
the actual decline of 10 per cent, means
nothing; they expect something more
like 40 per cent, and are refusing to

buy until the retailer will consent to

give them something for nothing, so to

speak. I was rather fortunate in not
being- overstocked this Fall as regards
clothing, and so was able to secure a
large number of suits and overcoats di-

rect from the manufacturers, which were
cancelled orders left on their hands by
retailers who were not in so good a
position as I was. We got these goods
at a very low figure and are actually
selling them at pre-war prices. We are

also encouraging our customers not to

delay their holiday shopping and are
offering them exceptional inducements
in the way of practical gifts such as

neckwear, bath-robes, shirts, etc., which
are also proving very popular. The day
of the purely utilitarian gift is still with

us, and so far as our feminine patron-

age is concerned, it is too important a

part of our business to be overlooked

at this season. Therefore we play up
the holiday spirit in a way calculated

to appeal to women perhaps more than
to our regular customers."

Selling at Replacement Values

Regarding present day prices, Mr.

Boucher had a word to say. He believed

that replacement value should rule down
in all cases, and it was owing to this

policy that he has been able to meet the

present situation with no worrying prob-

lems as to ways of ridding himself of

unsaleable merchandise. By being fore-

handed enough to carry only enough
stock to subsist, and that bought at

prices which were below normal in many
cases, he has gone on the principle that

it is better to share than to hoard, and
so he is now in the fortunate position

of being able to purchase instead of

waiting for an indefinite period.

Reaching Professional Classes

Mr. Boucher's firm caters especially to

the professional class and therefore the

question of prices is not so vital as is

the question of value and quality.

Believes in Banks' Policy

Considering the many problems which
characterise the present situation in re-

tail trarb, Mr. Boucher considers that

the attitude of the banks is a very fair

one, and just in every instance which
has come under his own observation. It

all depends upon the attitude of the re-

tailer, he concluded, and he thought that

the cautious, shrewd merchant would be

in little need of any assistance from his

banker at this juncture other than that

which ordinarily occurred. If the bank
is strict with its customers, it is because
it believes that policy to be best under
the existing circumstances, he said, and
in his opinion such an attitude was ab-
solutely the right one.

Mr. Boucher is a firm believer in the
use of the cash register for recording
sales, and he attends to all the book-
keeping incidental to the daily sales him-
self, tabulating his records according to
the slips which are made out every day
by the sales staff. In this way, he knows
every night just what business has been
done during the day and he can imme-
diately check up any discrepancy with
the minimum of trouble.

Business Good

Mr. Boucher's store is a very commo-
dious one, occupying two large floors.

Upstairs is found the clothing section,
in which a very large assortment is car-
ried, and on the main floor the haber-
dashery is situated on the left of the
entrance, the right side being occupied
by the boot and shoe section. Owing to
the fact that Sherbrooke is a very im-
portant industrial centre and the junc-
tion point of three railroads, its com-
mercial possibilities are practically un-
limited, and even under the present state
of trade dullness, most merchants find
a ready sale for their merchandise.

MUST IMITATE STYLES TO GET
MARKET FOR SHIRTS

'•Last year Canada imported about

$400,000 worth of men's shirts, but only

$49,000 worth were supplied by the

United Kingdom," says the London Times
in its Foreign Trade supplement. "This

is due to the preference of Canadians for

American styles of shirts and also on

account of what they regard as the in-

ferior fit of the British article. It would
appear that in North America roominess
in shirts is' not appreciated, a close fit

across the shoulders and fairly tight

sleeves being preferred. Whether it is

worth our manufacturers' while to at-

tempt to cater for the special tastes of

the Canadian market in this respect is a

matter for them to decide. It is worth
remembering, however, that in Australia

there is a distinct inclination toward Am-
erican styles on the part of a consider-

able section of the population, so that the

possibility of selling the transatlantic

pattern of shirt in the Commonwealth
as well as in Canada should be taken into

account.
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Outlines of the New Bankruptcy Act
No One Will Go so Far as to Say That Every Man Who is Unable to Meet His Obliga-

tion is Dishonest—New Bankruptcy Act Will Accomplish Much Good for the

Trading Public—How It Will Work Out

Written by A. E. NASH, for Men's Wear Review

A GOOD DEAL has been said in

past years of the man who is un-
able to meet his obligations, and a

good many unnecessarily hard things

have been said. The number of men
who are unable some time in their lives

to meet in full all of their obligations

is much greater than many of us realize,

but the number of men who cannot tide

over a difficult period and eventually pay
their debts in full is small. There is

always a hard feeling towards the man
who cannot do so. While it is a wise
thing to be cautious in extending credit

to the man who fails to pay all his debts

promptly, there are very many cases

where a hardship is performed through a

too-ready suspicion. No one will go so

far as to say that every man who is un-

able to meet his obligations is dishonest,

because the inability to meet one's

obligations comes from a number of

sources, of which circumstances beyond
the control of the person affected and
hard luck are two.

The Bankruptcy Act.

Much will also be said in the next few
months about the new legislation cov-

ered by Chap. 36 of 1919 and its amend-
ments, officially called "An Act Respect-

ing Bankruptcy" and commonly called

"The Bankruptcy Act." This Act has

been designed by the Government to take

care of the procedure previously covered

by the Assignments Act and similar acts

and which have failed to entirely meet
the necessities of the trading public. The
Act as it stands is moulded very much
on the English Bankruptcy Act and all

the principal points, with the necessary

alterations to meet the special require-

ments of this country, are taken from the

English Act. The interpretation of the

word "Bankruptcy" is that it is a pro-

ceeding under which the Government
takes possession of the debtor's property,

when the debtor cannot pay his debts

or when the creditors of that debtor can-

not obtain satisfaction of their claims,

by the appointment of a trustee. The
property of the debtor is realized and
the proceeds distributed among the cre-

ditors in proportion to their claims, with

the necessary provisions to cover any
legal preferences given previous to the

date of bankruptcy, and during the pro-

ceedings, and, as will be shown, subject

to certain exceptions. Forever after-

wards, the debtor has complete protec-

tion from any legal proceedings that can

be instituted by any of his creditors, and
can finally obtain a complete discharge

of all obligations and debts, and recom-
mence in business under his own name.
The exceptions which are spoken of

above, are covered in Section 59 of the

Bankruptcy Act, and are briefly as fol-

lows:

—

The Exceptions Outlined

1. That the assets of the bankrupt do
not realize 50c on the dollar of his un-
secured liabilities, but this does not ap-

ply when the Court can be satisfied that

this position has arisen from circum-
stances for which the debtor cannot just-

ly be held responsible.

2. That the debtor has not kept proper
records for three years preceding the

date of bankruptcy.

3. That after becoming insolvent and
knowing himself to be such, the debtor
has continued to trade.

4. That the debtor has not accounted
satisfactorily for a loss or deficiency of

assets.

5. That the bankruptcy has been
brought on by rash and hazardous specu-

lation or unjustifiable extravagances or

culpable neglect.

6. That the debtor has not dealt pro-

perly with his creditors, but has put
them to unnecessary expense by frivolous

or vexatious causes.

7. That the debtor has incurred un-
justifiable expense by engaging in frivo-

lous or vexatious actions.

8. That the debtor has given undue
preference to certain of his creditors

within three months of the date of bank-
ruptcy.

9. That the debtor has previously de-

liberately incurred liabilities in order to

affect the ci'eciitors' standing.

10. That the debtor has previously

made an arrangement for extension with
his creditors, or previously been de-

clared a bankrupt.

11. That the debtor has been guilty of

fraud or a fraudulent breach of trust.

Not a Dishonest Action.

The above exceptions have been spe-

cially mentioned here, because the object

of this article is not to describe the

Bankruptcy Act in its dealings or work-
ings, but to try to show that an Act of

Bankruptcy in itself does not constitute

a dishonest action. First of all, if none
of the above eleven things has hap-
pened, then any time after the adjudica-

tion of bankruptcy, the debtor may, upon
proper application, obtain a discharge,

and such discharge in the eyes of the

law, is equal to stating that the debtor
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is once more free to trade, that he is

considered to be an honest man and that

he has to the best of his ability dis-

charged his liabilities; that he is a fit

and proper person to again receive from
the public a share of their confidence.

If, on the other hand, he has done any
of the eleven things mentioned above,

a full investigation as to his integrity

is made and the onus is on him to prove
that he has acted honestly. He may fail

to satisfy the Court that circumstances

for which he cannot be justly held re-

sponsible have caused his assets to real-

ize less than 50c on the dollar, and for

this technical reason he may fail to ob-

tain his discharge at first. He may
through circumstances which he has been
unable to control, be unable to produce
proper records of his business transac-

tions, and by this, his discharge may be

delayed, although, provided he can satis-

fy the Court that the failure to keep
the records was no fault of his or that

it was an oversight through ignorance,

he eventually would obtain his discharge.

If, on the other hand, it is proved that

he has acted dishonestly, his discharge

would be difficult to obtain, and rightly

so.

May Examine Affairs of Debtor.

The intention of the Government in

providing for exceptions to the discharge

of the bankrupt is to assure itself of his

honest intentions, and that if he has

done any of those things, that they have
been done through ignorance and not by
deliberate act, so that when the debtor
obtains his discharge he may be able to

hold up his head and say to the public,

"While it is true that I became a bank-
rupt, it is also true that I have done
everything in my power to meet my lia-

bilities, that I unfortunately failed and
that my assets were not sufficient to

pay everybody in full, but the Court has
satisfied itself that I have done nothing
wrong, fraudulently or otherwise, and
that my bankruptcy was the result of

bad luck or misfortune, and has satis-

fied itself that I am a fit and proper
person to continue in business, and,

therefore, that I am an honest man."
The assumption here is reasonable. The
British law treats every man as honest

until he is proved dishonest, and through
the medium of the Bankruptcy Act, the

Court has in its power the means of

thoroughly examining the affairs of

every debtor in bankruptcy, and the

Court will not grant to a debtor a dis-
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charge from bankruptcy until it is satis-

fied that everything in the power of both

the debtor and the Court through the

trustee as been done.

Obtaining Discharge Not Easy

The obtaining of a discharge from
bankruptcy is not quite as easy as a lot

of people may think, and the reason is

that the Court is supposed to satisfy it-

self as to the future bona fides of the

debtor before it allows him to again com-
mence trading. He may at any time

after he has been adjudged a bankrupt

apply for his discharge. First of all, he

must get a certificate from the trustee,

giving full details of the creditors, to

whom notices will be sent that the ap-

plication for discharge will be heard in

Court, and the trustee will appear and
present his statement of the conduct and
affairs of the bankrupt. There is no
reason to suppose that when no good
purpose can be obtained and no addi-

tional benefit accrue to the creditors by
keeping a man in bankruptcy, that the

discharge will be refused, because the

State holds that the refusal of a dis-

charge or the granting of it subject only

to almost impossible conditions, imposes
too great a burden and discourages the

man to a degree where it would not be

in the interests of the country. For cer-

tain reasons the discharge may be sus-

pended instead of being altogether re-

fused, and either the refusal or the sus-

pension must be given if any of the

above eleven things have been commit-
ted, and the suspension may be for a
period of two years, or it may be for

such time until a dividend of not less

than fifty cents on the dollar has been
paid to the creditors, or it may be pro-

vided the bankrupt agrees to allow a
judgment to be registered against him
for the amount of the unpaid balance of
his debts.

A discharged bankrupt is, therefore, in

the eyes of the law and must be in the
eyes of the public, an honest man, but
an undischarged bankrupt may in the
same manner be just as honest, for the
discharge may in some cases be delayed
only for the purpose of further investi-

gation and more complete particulars,

and if he is honest he will eventually

get his discharge.

Will Accomplish Much Good
On the whole the Act will work a won-

derful good for the community. It is

severe on the debtor who does not in-

tend to meet his obligations, but while

appearing to be hard to the debtor who
is trying to do his best, it is not unjust,

and we must remember that the Govern-
ment should protect the trading public.

If legislation such as this Bankruptcy
Act Was not introduced, business would
suffer very materially on account of the

dishonest trader. Not only does the Act
take care of the creditor by giving him
the power to make a debtor a bankrupt
and thus enables him to obtain some
return for the goods he has supplied, but

it will also have the effect of curtailing

the dishonest practices of men who in-

tend deliberately evading their just obli-

gations. The Act is hard, and justly so,

on the dishonest man, and this very fact

will keep men from dishonest trading in

the future.

The Bankruptcy Act coming into force

at a time when credits are not easy to

obtain and when it looks as if we might
be about to pass through a period of

tight money, and when prices have
reached the highest point they are likely

to reach, and we may expect a reduction

in almost every line, is a fine thing for

the future business stability of the coun-
try. It will have the effect of creating

much needed caution in many of our busi-

ness men and will restrict foolish and
speculative buying, and the over-loading
with stocks. The Act, indeed, could not
have come at a better time, and one
effect of it will almost surely be that

additional care, which is so much re-

quired during a period like the present,

will creep into our business methods.

Acts of Bankruptcy Defined

For the benefit of our readers, the

following are acts of bankruptcy:
1. The making of an assignment for

the benefit of the creditors.

2. The making of a fraudulent con-

veyance of property.

3. The creation of a charge on pro-

perty which would be a fraudulent

preference.

4. Absconding with intent to defeat.

creditors.

5. Allowing an execution in the
sheriff's hands to remain unsatisfied,

subject to certain limitations.

6. Exhibiting by a debtor to a meeting
of creditors a statement of assets and
liabilities showing that the debtor is in-

solvent.

7. Assigning, removing, secreting of

disposing of any goods with intent to

defraud, delay or defeat any creditors.

8. Making a sale in bulk of one's assets

without complying with the Bulk Sales

Act.

Results of Order Serious

The results of a Bankruptcy Order are

immediately very serious. For three

months after the order is made, the
trustee who is appointed will receive all

the bankrupt's mail, telegrams, etc., and
the bankrupt is restricted in his businesf

without a heavy penalty being imposei

in the event of his doing anything con

trary to the Act, which includes thi

inability to borrow more than $50.00 q
obtain credit for five hundred or more
without disclosing the fact that he is an
undischarged bankrupt. I doubt if any-

one carefully reading through the Bank-
ruptcy Act will not come to a very sane
conclusion, and that is, that the punish-

ment meted out to a man who has com-
mitted grave acts of indiscretion, and
has thereby got himself into a position

where he is unable to carry on any
further, while appearing to be severe, is

very just, and moreover that the Act
affords as full a measurement of pro-

tection as possible to creditors. Another
conclusion that I think we will all agree
in is that bankruptcy is a thing to be
avoided, wherever possible, for the stig-

ma naturally attaching to it must be
difficult to overcome.

Editor's Note—Questions on the Bank-
ruptcy Act will be promptly answered to

the best of our ability. While not guar-
anteeing that our opinion will be upheld
at law, we have on our staff men quali-

fied to give an opinion. Questions should
be addressed to the Editor.
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Hope Governs Business Outlook
Feeling in All Circles That the Bottom Has Been Reached in Prices and That Recovery is

Already Beginning—Some Good Orders Placed Between Xmas and New Year's

—

No One is Down-hearted—Markets at a Glance.

WITH the turn of t lie new year, hope and con-

idence are dominating factors in the market
dtuation. There is a pronounced feeling

among wholesalers and manufacturers and retailers

alike that the rock bottom of prices has either heen

reached or that we are so near it that it doesn't

much matter. Judging from reports that are reach-

ing us from different sections of the country, retail

stocks are none too heavy. December was an alto-

gether unusual month in the history of the trade;

sales were conducted from the Atlantic to the Pacific

during these thirty-one days when the buying public

unloosens its purse strings with little thought of

price. The realization that lower prices had come
found expression in sales that advertised reductions

of from fifteen to fifty per cent. It is more or less

evident that there ha* been a fair response to this

appeal and that stocks have been considerably re-

duced in many cases. January already gives promise

of its usual big sales and by the end of the month,
if such sales meet with any degree of success, shelves

ought to be reasonably clear for the arrival of Spring
goods.

There is already a little nibbling at Spring sort-

ing (for such orders cannot be called placing orders

now) as these words are written during the first few

days in the new year. AVe have heard of some splen-

did orders placed between Christmas and New Year's.

Some buyers are coming into the market and are

placing clothing orders, knowing that they must
place them if they are to get good Spring delivery

and feeling certain that the time ha* nearly arrived

when the public will come into the market to re-

plenish its shattered wardobe. A particularly keen
buyer known to us recently placed a good-sized order

in furnishings, stating that he and the public gener-

ally would get cheaper merchandise in January.
1021. than in December of the same year.

On the whole, however, there is not a great

volume of business as yet. but there is an undoubted
feeling that the worst is over and that there are

brighter times in the not far-distant future. Travel-

lers in many lines are getting their samples in shape

to start out on the road the second week in January
and they expect a better reception than they got on
their last trip. There will be a few Fall lines shown
within a month's time. The movement in clothing

'

is still slow but prices are remaining, for the most

part, firm. It would be safe to say that the reduc-

tions for Spring lines vary from fifteen to thirty, or.

perhaps, thirty-five per cent. One buyer told Men's
Wear Review that he had recently placed an order

for stiits made from English woollens at a cheaper

price than he expected to pay next Fall for lines

not as good in quality. Like the retailer, the manu-
facturer is disposing of piece goods that he has in

stock to make way for the newer lines—and, in-

cidentally, higher-priced than is usually expected.

An import agent stated that import lines were rather

dull and that prices were remaining firm on nearly

all lines of merchandise.

The trade in shirts and collars has been very

good, better than in many other lines, and there are

no reductions recorded since those of a month ago.

The trade in collars, both soft and stiff, has been
exceptionally good. One wholesaler expressed the

view, however, that further reductions might be

made in some lines. Wholesalers report heavy stocks

on hand after their inventory.

There is not much trading going on in hats and
caps, and there are still some cancellations coming
in to the wholesalers. The wholesale trade feel

optimistic, however. The retailers have cut deep

into the profits on their stocks and have cleared them
up fairly well. By Spring manufacturers and whole-

salers look for times more nearly approaching
normal.

A hosiery buyer for one of the largest hou*e<
in Canada stated to Men's Wear Review that he had
recently received notice of an advance in the price

of silk hosiery from one of the United States mills.

The result of the slack buying during the past few
month- ha- been that production is now practically

at a standstill, and to set in motion the manufactur-
ing machinery again means getting right back to

the rawest material, of which there seems to be an
abundance. But a buyer who placed an order a

short time ago with a mill was surprised to learn

that he could not get delivery for some months be-

cause there were no yarns available. Some good-
sized orders of a sorting nature have recently been

booked in wholesale houses, indicating that slocks

are pretty low.

Business is still rather quiet in the neckwear
trade, retailers apparently having fairly good stocks

still in hand. Neckwear can be bought all the way
from $4.50 a dozen up. Manufacturers agree that

the removal of the luxury tax will help them in

the future, but that the harm, so far as the present

is concerned, was all done.

Despite the fact that trade in general is still quiet,

the feeling of optimism with regard to the future

is very pronounced. Everyone is talking optimism,
at all events, feeling that the cumulative effect of

optimistic propaganda will bear good fruit. If the

closing month- of 1020 were less than was generally

expected, they have left no one downhearted.
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Why Prolong the Unpleasant Agony?
If Castor Oil Is Nasty, Take It All at One Gulp— If Losses Have To Be Taken, Why Not

Take Them All at Once and Get It Over With?—It Will Decrease Consumer
Resistance and Unemployment.

PREMIER the Hon. E. C. Drury,

of Ontario, gave sound advice to

the retail trade in Canada a

few weeks ago when he told them to

take their losses voluntarily. Looking

at the question from the national view-

point, he was perfectly right in claiming

that the first country that got down to

rock-bottom in the way of prices would
be the first to rejuvenate the wheels of

industry, to stave off unemployment, and

to revive its export trade. There is, in

this country, a surplus of high-priced

goods, and they must be got rid of. The
public refuses to buy them and the re-

tailer, no matter what line of trade he

may be in, might as well recognize the

fact. What Premier Drury said of the

question as it affected the nation must be

reduced by the retailer to fit his own
case and circumstances. What is true of

the whole is also true of the part, and
the retailer is a part of the commercial
mechanism of this country.

Overhead Goes On Just the Same.

It makes little difference what future

prices are going to be, it is better to

sell goods than to hang on to them. We
are convinced that there is a vast con-

sumer demand piling up day after day.

Talk confidentially with any of your
friends and see if they do not tell you
the same old story—that they have only

bought one or two suits this year where
they usually bought three or four and
that they are making the old ones hang
out as long as they can. This has been
going on for eieht or nine months. The
consumer is looking for good values at

lower prices and he has, surely by this

time, sufficiently demonstrated his deter-
mination to stay out of the market until

he is satisfied that he is getting good
values at lower prices. So, sell him what
he wants. It is the retailer's role in

life to cater to the wants and whims of
the consumer. If you hold off, believing
that the market is going to stiffen, your
overhead goes on just the same and the
date of the outstanding bill draws ever
nearer with relentless precision.

Losing Good Will.

And in the meantime, you are losing
one of the most valuable assets of your
business, that is, the good will of the
people. The people govern the present
trend of business. The retailer, more or
less, has to dance to their playing. They
can be induced to go into the market
only when the price is right and the
value is good. They do not seem dis-

posed to pay undue attention to explan-
ations; they want just one thing—lower
prices. And the first merchant in each
locality who bows to the will of the peo-

Head Reading as an Advertisement
We are all familiar with those machines found in most hat stores that

take the actual measure and shape of your head for the purpose of blocking
a hat to fit. But the Vancouver store of Richardson & Potts has turned
this little machine into quite a publicity feature. After taking off the pat-
tern of the head, they number it and send it blank to a phrenologist, who
reads the head and tells the capabilities of the man, what he is specially
suited for, what his strong points and what his weaknesses. They also take
the head pattern of various well-known citizens, and have a head reading
taken and attach the pattern and the reading together with the man's name,
on their front window. (With permission, of course). A great deal of inter-
est is attracted to the window each day. Also they use the same material
in their newspaper copy. The reading is a good item of news, and the
point that is made is the exactness with which this store measures the cus-
tomers in order to fit them properly.

pie will be the first to get and to retain

their good-will. He it will be who will

get the people started toward his doors.

If they begin to supply their actual

needs, he will have big business. As
Premier Drury said the other night,

many of the necessaries of life have been
let go because of high prices. That fact

should be impressed on every sales-

man's mfnd with great emphasis. In the

eyes of every salesman, a man who
comes into the store is a man who has
made one necktie do 'the work of two,

one suit do the work of two, and so on
all down the several lines of men's wear.

If the price is right, in all probability,

the customer will or can be urged to buy
considerably more than he lets on he
wants. To reach out for this accum-
ulated demand of the buying public is

the foremost problem of the present day,

and the way to reach out and grasp it

is to get down to rock bottom volun-

tarily. There is nothing to be gained by
waiting.

What is Happening?

If this is not done what will happen?
or rather what is happening ? Just what
we paid a few months ago. The con-

sumer will still refuse to buy. Back of

him is the retailer, and he will continue

to refuse to buy. Back of him is the

wholesaler and he will continue to refuse

to buy. And back of him is the manufac-
turer and he will continue to refuse to

manufacture. And the total result is

that men and women all down the line

are thrown out of employment because
the wheels of industry and commerce
have stopped running. There is less and
less money, more and more unemploy-
ment—buying stops. Everybody is in a

worse position.

It is again a time for the retailer to

recognize his responsibility in the state.

He is the medium between the manufac--
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turer and the consumer. On him rests

the solution of the whole problem. If

he takes his medicine first, he will get

people buying again, he will get the peo-

ple coming back into his store. As a

result, he will be compelled to buy more
goods to meet demand and the manufac-
turer, in turn, will be able to start his

staff at work again. Unemployment will

get less and less, money will be the

more freely circulated, business will re-

sume more of its normal channels.

Days of Profit Again

And the days of profit will come again.

There is not the slightest cause for pess-

imism in this country. If a crash

comes it is because we have not gov-
erned ourselves wisely. The retailer can

force the issue both with the consumer

and the man higher up. But on the re-

tailer rests the responsibility of the first

big move. Make it. It is better so. Did

you ever have to take a dose of bad

medicine? castor oil, for instance? It's

rotten stuff; but there are times when it

is a necessity. And did you take it in

little sips? or in one big gulp? In one

big gulp, we venture. The comparisan

with the present situation is not a bad

one. The dose has to be taken and the

sooner the better. It will hasten the

days when things will again be normal

and when profits will be certain. So,

buck up. Take a gulp at it. And have

it over with. Get people coming to your

store. Sell goods. Get rid of your stocky

and be ready to meet the new situation

that is arising. To hold off is to decrease

the purchasing power of the consuming

public through unemployment. The

situation is in your hands.



MEN'S WEAR REVIEW

Suggestions for Show-Cards
for Seasonable Merchandise

"A Window Without a Show-Card
is Like a Book Without a Title"

THERE ALWAYS HAS BEEN, IS, AND ALWAYS
WILL BE, A DEMAND FOR REALLY SUPERIOR

CLOTHING.

ACCESSORIES FOR EVERY YOUNG MAN—OF
EVERY TASTE—OF EVERY MEANS.

NOT TOO EARLY IF YOU WOULD NOT BE TOO
LATE.

QUALITY NEEDS LITTLE SELLING.

VALUE—A SMALL WORD WITH A TREMEND-
OUSLY BIG VALUE.

DRESS CLOTHES AND ACCESSORIES OF
DISTINCTION.

DISTINCTIVE FEATURES OF ACKNOWLEDGED
MERIT IN NECKWEAR.

THE SNUG WARMTH OF THIS CAP MAKES IT A
SURE SELLER.

WITH THIS SORT OF MERCHANDISE WE DO NOT
FEAR COMPETITION.

THE NAME OF THIS COLLAR STANDS FOR THE
ACME OF PERFECTION.

THESE HATS ARE ACCEPTED BY THE CORRECT
DRESSER WITHOUT ARGUMENT.

FOR DIGNITY THERE IS NO SUBSTITUTE FOR
THESE CLOTHES.

SPORT CLOTHES THAT GIVE GOOD APPEAR-
ANCE WITH FREEDOM OF MOVEMENT.

YOU CANNOT AFFORD TO OVERLOOK THESE
REDUCTIONS.

CLOTHES WITH JUST ENOUGH STYLE AND
NOT TOO MUCH EXTRAVAGANCE.

A LUXURIOUSLY STYLED ULSTER, SMARTLY
DESIGNED TO MEET ALL WEATHER

REQUIREMENTS.

IF YOU HESITATE DURING THIS SALE YOU
WILL LOSE.

THERE IS SUPREME SATISFACTION IN MEETING
THE DEMAND FOR POPULAR PRICES.

WE DON'T PREACH VALUES—WE GIVE THEM.

A PRACTICAL SOCK FOR THE TASTY DRESSER
WHO DEMANDS STYLE WITH ECONOMY.

IT IS NOT WHAT YOU PAY—IT IS WHAT YOU
GET FOR WHAT YOU PAY.

PRICE, QUALITY, AND FABRICS THAT TAKE
YOU BACK TO PRE-WAR DAYS.

THIS HAT JUST OUT OF THE "STYLE BOX."
TRY THIS NECKTIE AND BE CONVINCED.

THERE IS BEAUTY. GRACE AND COMFORT IN
THESE HATS.

HOSIERY IN WHICH YOU CAN PLACE YOUR
FAITH AS WELL AS YOUR FEET.

DON'T BE SATISFIED WITH ANY BUT THE
BEST COLLARS.

VALUE—FIRST IN THE NAME, FIRST IN THE
CLOTHES, FIRST IN THE MIND OF THE

CUSTOMER.

STYLE'S LATEST IDEALS IN FASHIONABLE
ATTIRE FOR MEN AND YOUNG MEN.

FASHIONABLE CLOTHES ARE "PRICE CUT"
CLOTHES—THESE ARE FASHIONABLE.

THESE BOYS' CLOTHES GIVE MORE WEAR.
LOOK THE MOST STYLISH, SAVE THE

MOST MONEY.

DEPENDABLE STOCK AT REDUCED PRICES.
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WILLIAM MILNE IS GIVEN
HANDSOME "BYWATER" CHAIR

William Milne, of the Milne Neckwear, Toronto, was
presented with a very handsome chair on Christmas Eve
by the members of the staff, a picture of which appears on
this page. The presentation came as an utter surprise to
Mr. Milne. The chair is exactly like the one that was pre-
sented to the Prince of Wales when in Toronto. A suit-

able address accompanied the presentation in which the
appreciation of the members of the staff for the kind and
courteous treatment during the year was expressed, and
reference was made to the many acts of kindness shown
by Mr. Milne, acts which made possible a splendid spirit

of co-operation in the institution.

CANCELLED CONTRACTS
The Annual Trade Supplement of the London (England)

"Times" has the following to say with regard to cancelled
contracts:

—

No good purpose would be served by ignoring the fact
that the cancellation of contracts is causing a good deal
of feeling. We have passed through a time of very great
difficulty, and we fear it must be admitted that those dif-

ficulties are by no means ended. During the past few
years, not only have prices been rising rapidly, but sup-
plies have been extremely hard to obtain, and in their
anxiety to get goods for their customers merchants and
importers abroad have sometimes been inclined to order
more than they really required in the hope that they would
get sufficient for their purpose. A year ago order books
were bursting and manufacturers in many cases were
unable to guarantee date of delivery or price—hence the
much-discussed variation clause. To-day conditions have
entirely changed, and mei'chants and importers are threat-
ened with delivery of goods bought at a high price for
which they can only secure the lower market prices now
ruling. In these circumstances some contracts have been
cancelled. We cannot for a moment justify such a practice.
The sanctity of contract is the basis of business, and in

the past many a merchant has incurred immense loss
rather than go back on his word, even if there were noth-

Good-bye, Pussy,
How we Hate to See You Go

Story's conception of the luxury tax

Drawn byBatsford.

Killed—And Not a Moment Too Soon

7 months old. What would it have de-
veloped into had it lived another year? It was, a wild
one alright and did a lot oLdamage during its short life but now it

is gone and there will bcm* mourners.

The Luxury Tax was a Jumsy piece of
legislation, poorly advised and ill conceived. It was ex»

pensive to collect, unjustly applied and its collection
evaded in many instances. It penalized those making and selhn
good merchandise while it put a premium upon the sale of poor and
shoddy goods. It put the public on strike, depressed business and
caused a lot of unemployment. Everyone will welcome the notice o 1

its abolishment*

You can once again buy high-grade clothes without paying
penalty.

Here is how Story & Story, of 350 Portage Ave.,
Winnipeg, celebrated the removal of the Luxury Tax
in the Winnipeg "Free Press." It is a bit of live adver-
tising characteristic of this firm. On another page of
this issue will be seen some verses which accompanied
the advertisement.

ing whatever in writing to seal it and the only evidence
of a contract was the recollection of an offer and accept-
ance by word of mouth. Unhappily, that is not a univer-
sal standard of honor.

THAT LUXURY TAX
The luxury tax we learn is dead,
So all the papers say,
An abortion it has surely proved,
'Twas born nineteenth of May.
For seven months it scratched and
Its life was sure a bane,
For everywhere the darn thing went
It left loud cries of pain.

A pretty kitten "Henry" brought
Upon that nineteenth day,
And passed it to the Government,
Says he, '"Twill make them pay
A luxury tax on things they need,

On gloves and ties and clothes,
Yes, even on their nightie-shirts
As well as on their hose.

They'll pay it on their underwear,
bit, On petticoats and waists,

We'll make them pay on corsets,
On perfumes and on pastes.
On baseball bats, golf balls and skates,

On clocks and watches, too,

Smokes, drinks and gum and candy,
And on a toy cow's MOO."

Sir Henry had a brilliant mind,
And nothing overlooked,
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But if a thing he did forget,
Next day he had it booked.
He switched around the rate of tax
Until he thought it right,

Some people thought him crazy,
It was a holy fright.

In seven months this baby kit,

Into a wild-cat grew,
Had it but lived another year
The damage it would do
Is quite impossible to say,

We're glad the cat is through.
So now let's buy the things we need
That's our advice to you.
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Boston Clothing manufacturers broke

off negotiations and agreement with the

Garment Workers, charging that they

were restricting output to the extent of

50 per cent.

Roney's of Brockville are advertising

a "Retiring from Business" sale.

Robinson Company's store at Napanee
was broken into early in December and
shirts, collars, ties, gloves, etc., stolen.

The goods were later recovered and the

thieves arrested.

Macleod Bros, of Calgary during a

sale they held early in December sold

Arrow collars for 20 cents. In announc-
ing their sale they used three full pages
of the Calgary Herald.

Philip Clouth, of Newmarket, Clothier,

has been succeeded bv E. A. S'cott.

A new store which celebrated its first

Christmas last year, but has the satis-

faction of knowing that the occasion is

being fittingly observed is Everyman's
Store, 147 Charlotte street, near Prin-

cess, St. John, N. B., where a splendid

trade in men's furnishings has beten

built up during the last ten months. The
location appears to have been most fa-

vorable for the offerings of haberdash-
ery and other lines of men's goods, and
the patronage has been most encourag-
ing to the proprietors, Messrs. Arm-
strong and Patterson.

The Oak Hall front, already one of

the most imposing in King street, St.

John, N. B., is beginning to take on a

much improved appearance as the re-

sult of the completion of the Standard
Bank and the portion of the corner build-

ing which is to be occupied by Scovil

Bros. & Co. This firm is already oc-

cupying the remaining portions of their

old building, and the change will give

them additional space to take care of

their rapidly growing business.

A big surplus of raw wool in the

world is reported. The British govern-

ment alone holds over 2,500,000 bales

and the incoming stocks from the col-

onies are very heavy. It is believed

that the price will drop still further aft-

er the new year. Owing to the curtailed

production, it is estimated that only

about half time work is in progress in

textile factories the world over.

"Hickey's Hurricane Mark-Down Sale

of Men's Clothing—the Big Outstanding
Scoop of the City—Wrecking Prices Con-
tinue All Week." These flaring head-

lines appeared in the Peterboi-o Exam-

iner on December 13th, right across the
front page, at the top, and in red ink.

Something new in advertising to get
such headlines on the front page of a
good-sized daily—and in red ink, too.

Cummings the Clothier, of Stratford,

recently conducted a novel sale of over-

coats. He advertised it on the principle

of the dollar day scheme. Any overcoat
in the store went for a certain price,

while two overcoats of the same price

went for $1.00 more. It proved to be
a chance for two men to get together
and buy their winter overcoats.

"It is comforting to remember," says
M. C. Lamburn of R. G. Dun & Co.,

"that in all likelihood the present de-

pression has already passed the critical

point."

R. Reade Davis of Toronto was in

Winnipeg during the middle of Decem-
ber on an extended business trip.

Ames, Holden, McCready, Ltd., have
announced that there will be big reduc-

tions in the wholesale prices of shoes,

effective January 3rd, all along the line

to accord with replacement value. It

was announced at the same time that

the various plants of the company which
have been closed since autumn would be
re-opened about January 10th.

R. J. Tooke, Ltd., of 245 James street,

Montreal, was l'obbed on Monday night,

December 27th, of about $5,000 worth of

goods. Men's clothing, silk garments of

various kinds and other haberdashery
articles were stolen. It is believed that

the work was done by local men who were
acquainted with the layout of the store.

H. G. Eamon, Ltd., of Biggar, has
opened a new branch store at Dodsland,

Saskatchewan. The local manager is

Mr. Norrice.

Oak Hall at St. John, N.B., put on a

Santa Claus for the children of the city

on December 18th. It proved to be a

verv successful venture.

Amberg's of Niagara Falls closed the

last three days of the year by holding

a sale at which they sold everything at

half price.

The Canadian Suspender Co., of Yar-
mouth, N.S., who started up in business

last year, are considering an addition to

their plant.

W. F. Dineen, of Ansley-Dineen Hat &
Fur Co., Ltd., is on a business trip to

England.

Libellous Report
Was Retracted

Newspaper Regrets False Report About
John W. Peck, Ltd.

Some weeks ago a Montreal paper
gave prominence to a report that the

well-known clothing firm of John W.
Peck, Ltd., of Montreal, had failed, and
that resumption of operations would
take place on inferior working condi-

tions. Immediately upon seeing the item

in the newspaper, the heads of the firm

wrote the newspaper and demanded a

retraction forthwith, characterizing the

statements as unfounded, libellous and
damaging, and enclosing the form of

retraction desired, with instructions that

it should be displayed conspicuously.

The Retraction

The following retraction appeared:

"We regret exceedingly an item ap-

pearing in our issue of the 18th instant,

reflecting on the credit of John W. Peck
& Company, Limited. We desire to state

that there has never been any question

of this company's solvency and that it

is not seeking favors from its creditors,

employees or anyone else.

"We have pleasure in giving a full

retraction to the report above mentioned
and to tender our most sincere apologies

to the company.
"As to the rumors that have been

more or less current during the past

few days, we have taken means to in-

form ourselves and are satisfied that

the company's financial standing is be-

yond all question and in fact has never

been better.

NEW CLOTHING FIRM ORGANIZED
IN TORONTO

A new wholesale custom tailoring firm

has been organized in Toronto under the

name of the Tutt Clothing Co. with E. M.
Tutt as head of the firm. It is the in-

tention of this firm to turn out only the

.highest class tailored garments from
high quality of woollens. They will make
a specialty of evening clothes. It is the

intention to establish agencies through-
out the country.

W. H. Miln, formerly assistant de-

signer of the Wm. H. Leishman Co., Ltd.,

of Toronto, is the general manager and
designer, while R. W. Mclntyre, former-

ly with Beauchamp & How Co., of To-
ronto, is in charge of the cutting depart-

ment.

Hickey's, of Toronto, are advertising

a farewell sale. It has been decided by
the directors of the company to close up
this business.
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Motor Appeal Helps Sell Men's Wear
Suggestions for Handling Motor Accessories For Men's Wear Stores—Effective Methods of

Advertising Them Are Outlined—Can It Be Made Fruitful Field for Clothier?

HAVE you ever tried to buy a
pair of automobile goggles?

Now, now, don't rise up in

wrath and declare that you want to read

an article about selling more men's

wearing apparel and not about selling

automobile accessories

!

Men's wear and automobile goggles

have a very real and vital connection

if you'll simply sit still and listen a bit.

If you have ever purchased a pair

of auto goggles you've probably had the

same experience as many other autoists.

You've found it a pretty hard task to

locate 'em at all. You've tried hardware
stores, auto accessory stores and, per-

haps, filling stations, without success.

The auto accessory stores, you've found,

confine their attention to accessories of

a mechanical nature. The hardware
• stores seem to hardly know that such

things as auto goggles exist, and as for

the filling stations—nix!

And then, perhaps, you've taken a

last chance and tried some men's wear
store and had the exquisite pleasure of

getting just what you want at the exact

price you want to pay.

So, you see, there is a distinct con-

nection between auto goggles and men's
wearing apparel.

As a matter of fact, whether you have
had any such experience as the fore-

going or not, such experiences are con-

stantly occurring. And the more they
occur the more it becomes evident that

the selling of many auto accessories

hasn't been clearly defined as to just

what stores will carry certain acces-

sories, and it also becomes evident that

in this situation there is a real chance
for the alert men's wear retailers.

Listen!

Do you know how many autos there

are on the average in your own prov-

ince? If you could clinch for your store

the regular trade of one out of every
ten people in your city, especially if

these men were among the wealthiest

men in the city, it would mean a lot for

your store, wouldn't it?

Well, why don't you go out and do it,

then?

It's an easy matter to get their trade.
Simply play to them by carrying in your
establishment the sort of automobile ac-

cessories which they want and which
are not definitely marked as being the
privileged stock of regular auto dealers.

Remember that every tenth man or
fifteenth man, or whatever the figure

may be, in your city owns a machine.
Remember that the vast majority of
these auto owners have families in

which there are sons, brothers and
fathers. And remember that when you

By FRANK H. WILLIAMS

clinch the trade of the head of the
family you are clinching the trade of
every member of the family who is ever
in the market for the sort of goods you
carry.

It's a big proposition, isn't it? It's

well worth the careful consideration of

every men's wear dealer, isn't it?

Let's now look at some of the definite

and specific ways in which the men's
wear store could go after this automo-
bile trade and so thoroughly hook itself

up in the minds of the autoists with
all the men's wear and certain sorts

of accessories they purchase as to make
sure of securing the great percentage
of their business.

Suppose that the store established an
auto wear and auto accessories depart-

ment. Suppose that it carried in this

department all the wearing apparel and
auto accessories which investigation

showed a demand for and found a dif-

ficulty in securing at other establish-

ments in the city. For instance, the

store could carry goggles, leather gloves

for driving, tire gauges, automobile
caps, dusters, heavy motor coats, robes

for use in cold weather, auto road

guide volumes, trunks for attaching to

cars for long tours, etc.

Then the store might add a distinc-

tiveness to the department which would
attract a lot of attention and create a

lot of talk, by placing a large road map
of the city and immediate country—in-

cluding five or six of the nearest coun-

ties—on the wall where every visitor to

the department could see it. Then at

the entrance to the department it could

place a sign modelled after the road

signs in use on the country turnpikes

near the city where the store is located,

unon which sign would appear directions

like this:—
"Boys' department, straight east at

the rear of the building."

"Men's low-priced suits, second floor

front."

"Men's higher-priced suits, first floor

front."

"Underwear and night wear, to your
left, turn to the right at the next aisle."

The more this sign and directions

were made to look like the regular sort

of a touring sign appearing on the coun-

ty's highways, the better it would serve

Co attract attention and the more the

visitors to the store would talk about it.

And, of course, at the top of the sign

should appear a hand or arrow pointing;

at the auto accessories denartment. All

of this would tend to attract attention

to the auto denartment and to impress
unon the minds of customers the fact

that the store had such a department.
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Again, after instituting the depart-
ment, the store should advertise it in a
way to definitely attract the attention
of the city's motorists. It would hardly
be enough, for instance, to state that

the store had a lot of good motoring
caps for sale in the auto section. Such
a statement would be too altogether or-

dinary and too lacking in the different

kind of sales punch which is always
so effective in making people take notice.

The store might much better adver-

tise the department by running a little

road map in the store's regular adver-

tising on which would be suggested an
interesting Fall tour for the week-end
and by then placing beneath this map
some copy reading about like this:—
"TAKE THIS TRIP OVER SUN-

DAY !

"The roads on this trip are all in

perfect condition ; the country is beau-

tiful and you'll enjoy the ride im-

mensely.

"BUT, remember that the days are

getting cool, now, and when you come
back to the city late at night you'll feel

decidedly chilly unless you are provided

with robes to keep you warm.

"Come in to our store before going on

your week-end trip or Sunday afternoon

joy ride, and look at our stock of robes.

You'll find here just the sort of robe that

will make your trip much more enjoy-

able and you'll find it at just the price

you want to pay for it."

Such advertising would be sure to at-

tract attention and would drive home
a good sales argument at the very

moment when the thought of going on

an auto ride was uppermost in the

minds of the readers of the advertise-

ment.

Or the store in its advertising might

give actual testimonials from some of

the friends of the establishment regard-

ing the benefits derived from the use of

goggles, caps, robes, etc., purchased from
the store and recommending conditions

under which they can be used to the

best advantage.

Hook up your store with the automo-

bile trade. Nearly everyone who has

money to spend beyond the bare neces-

sities of life has a car nowadays. And
even those who haven't cars have friends

or relatives who own machines and who
take them riding frequently.

The Daly Company, Limited, Sparks

and Queen streets, offered $45 overcoats

at $27.60; caps worth up to $3, for

$1.49, and all the boys' clothing and

furnishings at 20% discount.



Getting the Customer Interested
The Salesman Who Is an Artist Can Point Out Deficiencies in

Without Giving Offence—Then He Can Turn Around
Merchandise

By FRANK FARRINGTON

a clerk in a department store where I

had been looking at gloves recently. This

latter man did not know anything about

the construction of gloves or why they

might be good or poor. All he could say

was, "These are some gloves, believe

me!" He did not secure my interest. I

like to buy from a man who knows what

he is talking about and who is willing

and able to make explanations. I have

met with some salesmen who probably

knew enough but seemed to hate to part

with the knowledge. A salesman needs

to be willing as well as able.

While this salesman was having my
gloves wrapped (yes, I bought a pair of

the good ones) he was talking to me
about collars. He asked me what make
of collars I wore and I told him I had
never tied up to any one kind, but usu-

ally bought the sort they sold where I

happened to be buying. They all look

alike to me as far as material and
workmanship were concerned.

"I don't believe you buy other things

that way," he suggested.

"What do you mean?" I asked.

"Why, in buying a razor or razor

blades, for example, you don't take what-

ever you happen to find in the first

store you visit. Your wife doesn't take

any kind of flour or soap the grocer

happens to have."

I had to admit that we usually adopt

a brand we know to be reliable and then

stick to it.

"That's a good plan in collars as well

as in razors and household goods," said

he. "I believe you would find it worth
while to pick out just the make of col-

lar that will give you the best and the

most satisfactory service and then stick

by that brand."

I told him I hadn't given the matter
thought, but that it sounded reasonable.

"Well," he went on, "I don't want to

seem to know more about your collar

likes and dislikes than you do, but there

is a difference in collars. Some brands
wear a good deal longer and will stand

a good deal more laundering than other

kinds. Some kinds fit better, feel more
comfortable, have a better style. You
may have always been lucky in getting

good collars, but I think it is safe to say

that unless you have stuck by a brand

you know to be good, you have just been

lucky.

"I think that by tying up to one good
make of collar and buying that kind

regularly, picking out the style you like

best, of course, you would get better col-
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ONE day I stopped in at Johnson's

men's wear shop to look at

gloves. I wanted something for

automobile wear, and I went into John-

son's because they had a nice window
display of gloves, showing a well known
brand, advertised extensively, and I felt

sure of getting something dependable.

"I want to see some gloves," I said to

the middle-aged salesman.

He led the way to a large showcase
which contained a fine line of gloves, so

displayed that you could see a sample
of each kind. He switched on the hood-

ed electric lights that illuminated the

interior of the case. I noticed that each

kind of gloves was shown with one glove

palm up and one back up, so I could see

the whole style and design of each.

"Did you want to get something you
could wear motoring?" he asked.

I don't know whether he mentioned
motoring out of compliment and in the

hope of pleasing me with flattery, or

whether he really did think I belonged to

the automobile class. I told him that

was just what I wanted of the gloves.

He showed me a nice variety of suit-

able gloves, but none of them as cheap
as some I had seen in the window. The
ones I liked were priced higher than I

had expected to go. I objected to the

price.

"I don't blame you," said the sales-

man. "These gloves are certainly not

cheap, but I can promise you that they
will give splendid service. They are

made by a manufacturer who has not

skimped on the quality in the effort to

keep prices down. On the contrary he

has been improving quality where he
could, even when it reduced his profits

and made the line higher priced than
some competing; lines.

"These gloves are fairly high in price,

but they are still higher in quality and
they are the cheapest motoring gloves

you can buy, everything considered. You
know what a strain there is on a pair of

gloves when you are driving a car, es-

pecially if they fit snugly. You are us-

ing your hands all the time, and as the
muscles swell under the strain of a pull

on the wheel or on the gear lever you
stretch the seams. These gloves will

stand the strain and the seams will hold.

Cheaper gloves often rip or split."

I knew he was right. I had burst
more than one pair of snug, street gloves
when using them for motoring.

In my mind I could not help contrast-

ing this man's selling talk with that of

the Dress of His Customer
and Sell Him More

lar service than you have ever had be-

fore.

"There is an advantage, too, in always

buying your collars at one store. By go-

ing always to the same store, whether

it might be our store or some other, you
get that dealer interested in your collar

trade and in giving you satisfaction.

That man is going to try his best to

keep you satisfied, and if anything goes
wrong with the purchase of collars it

will be easier to get it made right."

All this he said and more, and I knew
in my own mind that the man was right.

I admitted it to him and I called his at-

tention to the collar I wore and asked
him if he had that style. He said he
had, but he asked me if I would be will-

ing to try on another style that he
thought I would like better.

I had been wearing the same style of

collar for some time and had thought it

was just what I wanted, but, believe me
or not, when I tried on the style that

salesman suggested, I saw there was
something more to buying collars for ap-

pearance than merely getting one that

will go around your neck and button. The

different style really added a hundred

per cent, to the looks of rather an un-

gainly appearing neck. I admit it. I

wondered right away why it was that no

dealer had ever before sought to get me
fitted into a collar that would make me
look my best.

Of course I bought collars, I acknow-

ledge that I am that vain. I bought an

entirely new outfit of collars and I am
going to wear the old ones on fishing ex-

peditions. So I became a regular collar

customer of Johnson's shop.

After completing my purchases I went

my way, wondering why so good a sales-

man should be merely a clerk at his age.

It seemed to me that his ability should

have made him a proprietor by that

time. I was talking about this to the

druggist next door to Johnson's shop a

week later and describing this capable

salesman to him when the salesman him-

self came into the drug store. "There

he is now," I said under my breath.

He walked over to where the druggist

and I were talking and the druggist grin-

ned as he said to me, "I want you to

meet Mr. Johnson, the proprietor of John-

son's Shop."



Reduce Your Slow-Moving Lines
Turnover is Lessened by Slow-Moving Styles and Sizes—What a Western Merchant Dis-

covered—A Time for Efficiency in Store Management—Profit and Turnover.

SUCCESSFUL competition is a test

of efficiency. The real, live mer-

chant, while recognizing that he

must take some losses while the market
conditions are so unsettled, is not

apprehensive of normal conditions when
Competition is the great factor in busi-

ness. He welcomes competit : nn as a

greater incentive to efficiency in his

store organization; it puts him on his

mettle, so to speak, and every energy

is bent toward maintaining turnover,

or even expansion. During the rising

market merchants did not feel that

they were involving themselves in any
danger by heavy purchases--

: the con-

suming public was on more or less of

an extravagant spree md business was
exceptionally good. Now that the turn

of the tide has come, that prices are

falling, the retailer is discovering what
surplus of stock has accumulated dur-

ing the past few years. During the

stock-taking month he will probably find

some things that will surprise him, par-

ticularly if he has not adopted a sys-

tem whereby he knows at the end of

the day or the week, at least, exactly
wh;;i quantities of stock he has on hand.

Watch For Odd Sizes

One of the tests of an efficient organ-
ization will reveal itself when stock is

taken of the different sizes carried in

the different lines of men's wear. It is

all very well to know the rate of turn-
over on all lines carried in stock; at
the same time it is quite possible to

lessen that rate of turnover by over-
buying many odd sizes.

Efficiency in store organization requires
that a merchant knows, not only the rate
of turnover of the several lines carried,
but the rate of turnover of the several
sizes in those several lines. For, there-
in frequently lies the secret of the
turnover of the whole lines. The
rate of turnover of a given line

of men's wear, say underwear, may
be altogether held up by the slow-mov-
ing sizes. And, in the meantime, good
money is being tied up in goods that
are only accumulating dust on the
shelves. Particularly on a declining
market is it desirable that these lines
be moved out, for they continue to ac-
cumulate losses so long as they remain
on the retailer's shelves.

An Incident

The manager of a department store
in a Western city recently undertook
to find out how the different sizes in

different lines were moving. He had a
passion for efficiency. He wanted .to

know if his rate of turnover could not
be increased, even though it was fairly

good as it was. So he began to take

a daily stock of these sizes. The first

thing he discovered was that, after all,

it took but very little of the day's time
—almost nothing—to keep such a record.

But at the end of a few months he had
found out that from half to two-thirds

of the sizes carried in different lines of

underwear sold only a few garments
monthly. Unthinkingly he had been
buying nearly the same quantities of

odd sizes in underwear as of the faster-

moving lines, with the result that the

departmental turnover was being held

up by at least twenty-five per cent He
found out that the buying policy had
been all wrong and that considerable

money was being tied up in slow-mov-
ing merchandise, money that might bet-

ter have been devoted to increasing his

business in other ways.

The Lesson

The lesson derived from this one inci-

dent was not lost upon this merchant.

He tried the same thing in all other

departments and the results were sur-

prising to him in many respects. In

the first place, it proved to him con-

clusively that it paid him to keep the

minutest record of the stock he carried

and that it took very little of his time

to keep such a record. In the second

place, it showed him that his rate of

turnover could be vastly increased by
the inauguration of a keener buying
policy that worked hand in hand with

his daily record of stock. When his

buying season arrived he had at his

finger tips a complete knowledge of

every line carried in his store and of

how every size in every line had moved
during the intervening months. It was
knowledge that was most desirable to

him and to the department managers.
Like many other men's wear merchants,

he carried shoes and he was surprised

to find how many odd sizes and dead

styles he carried on from month to

month, sizes and styles that tied up
money and killed rate of turnover. He
got rid of them at a loss, but he had
learned his lesson and has continued

to profit by it to this day. Now he has

an efficient accounting system in opera-

tion which keeps him constantly in-

formed regarding all lines carried in

his store and he has increased his rate

of turnover.

During the Coming Months

February is usually the stock-taking

month. It is the month when a new
page is turned in many a retailer's

books. It is a good month to begin
over again, and, in view of the mer-
chandising problems that now confront
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PART OF YOUR JOB

Your job is a tremendous part
of your life. Not only does it dir-

ectly consume one-third of your
life each business day, but also
with its three hours over the eight
at your desk to cover travel to and
fro, and luncheon, eleven out of
sixteen waking hours are absorbed.

To enjoy life is, therefore, to
enjoy your job. Work is not de-
signed merely to bring in money
that one may enjoy life when the
day's work at the office is over.
Work is a pre-requisite for enjoy-
ment. It remains a joy when so-

called pleasures cloy and pall. For
there are three things essential to
enjoyment—contrast, contest and
suspense.

Analyze your favorite sport,

your favorite play or your favorite

book. In each you will find con-
trast, contest and suspense. Con-
trast is the outstanding factor in

your morning plunge. Contest
with conditions, with competitors,
with yourself is the element that
makes business the keenest of

games. Suspense is the element
that keys one up to appreciation.
Anticipation is a mild form of sus-

pense.

Your job molds you, even as you
mold your job. It is inevitably

what your power is to make it.

—

From The World's Markets, pub-
lished by R. Cx. Dun & Co.

the retailer, it is a good time to adopt

new methods which will help to solve

those problems. It will be a good time

to begin to watch odd lines, to see if

rate of turnover is being curtailed by
odd sizes and styles that are now slow-

moving. Simply because there is a

slowing up of consumer demand is no

reason for sitting back and allowing

things to drift. Business will be harder

to get because of consumer resistance

and because of keener competition. But

by keeping careful watch over the move
ment of different lines, it can be ascer-

tained what are the best selling ones

and these should be constantly kept in

stock. Turnover is the salvation of busi-

ness and profits on a declining market

and everything that will increase turn-

over and will eliminate lines that are

slow-moving contributes to that turn-

over. There is comparative safety in

stocking moderately fast-moving lines;

there is extreme danger in stocking

slow-moving sizes and lines. An effici-

ent system in store management can

soon eliminate these lines and allow for

the greater concentration on turnover

in profit-bearing lines.



First the Children, Then the Parents
Building Up a "Neighborhood Store" in Westmount—Prefers Personal Advertising and Street

Car Advertisements to Newspapers—Meeting Downtown Competition.
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ET after the children's trade, if

you want to build up a good
rade for a neighborhood

store," said C. W. MacBride of Sher-
brooke St., Westmount, to a representa-
tive of Men's Wear Review. "If you
build up a business with mothers and
children, the parents' trade will follow
of its own accord. I began business over
fourteen years ago at Point St. Charles,
a surburb of Montreal, with a boot and
shoe business, and gradually added a
men's furnishings department which has
been very successful all along. About
five years ago I decided to open a branch
in Westmount and cater to the high class
trade there, and I find that the com-
bination of footwear for the family and
haberdashery for men works out satis-
factorily."

Mr. MacBride thoroughly understands
the art of adapting the store to the
needs of the neighborhood and further-
more to the tastes and requirements of
his customers. His store is located in
a particularly advantageous position in
the heart of the residential district, side
by side with a popular French pastry
shop and almost at an important street
car junction. He has interesting theor-
ies regarding store equipment and ar-
rangement which in practice lend a some-
what unusual appearance to his estab-
lishment. For instance, he does not be-
lieve in the use of centre- tables or
counters for display purposes, although
his store is very wide and has ample
room for such additions. Instead he

f keeps one side and one end entirely for
the range of footwear and the other for
his stock of haberdashery, leaving a
clear unobstructed floorway in the cen-
tre, which strikes the shopper, accus-
tomed to the rather crowded appear-
ance of the average store, as decidedly
unusual. White walls and a bare hard-
wood floor with only two large glass
silent salesman flanking the entrance
convey a sense of spaciousness and
freshness which have a strong appeal to
mothers who are obliged to bring babies
with them on their shopping expeditions.
Another interesting feature which is at-
tractive especially to the younger gen-
eration of shoppers is a large bowl of
goldfish which is placed upon one of the
glass showcases in full view' of the
children. A large tank was formerly
used, which only recently met with an
accident, necessitating the temporary
use of a bowl, but in Mr. McBnde's
opinion anything was better than giving
up the gold-fish, which are one of his
strongest drawing cards for the children.
He also talks of installing a squirrel
cage as well because nothing is so suc-
cessful as a means of distracting the

ADVERTISING SUGGESTIONS

"In my mind there is no greater
service that can be rendered to-

day to business and to the public
than to re-establish a normal vol-

ume of buying," Mr. Williams as-

serted, "And to do this it seems to

me business and the public must
come to an understanding. Unless
business is being done, unless there
is a fair distribution of activity,

there can be no prosperity to

divide, either between employer or
employees, business man or con-
sumer.

"It is no time to preach thrift-

lessness now, but it is a tvtne to

place emphasis on the need for
sanity hi buying. It is not thrifty
to stop buying altogether any more
than it is thrifty to consume all of
our current production without
consideration of the future. That
is a wasteful way of doing busi-

ness. It means extravagant pro-
duction costs and waste of ma-
terials in the boom period, and in
the period of depression it means
deterioration of goods not con-
sumed. In both periods, therefore,
it means great waste of human
endeavor—and in the. last analysis
the public pays the bill.

"Is there not a great threat in

the present situation of such un-
fortunate results as these? Is not
the recession in public buying forc-
ing industry into too great a cur-
tailment of production? Will not,
in other words, the public pay a

greater price for its false economy
than if it maintained a more tem-
perate attitude, both as to buying
in flush times and as to abstention
from, buying in a time such as the
present?"— Roger H. Williams,
Vice-president National Bank of
Commerce, New York.

attention of small and somewhat irrit-

able customers who have been brought
against their will to be fitted with
rubbers, or to wait while mother picks

out a dress collar or shirt for father.

There are several adverse factors to

compete with in establishing a successful

neighborhood store, according to Mr.
MacBride. First. there is the fact that

it is necessary to compete with
downtown store prices and if the de-

partment or specialty store is advertis-

ing neckties at $1.00; then the suburban

retailer has to shave profits in order to

anticipate the inevitable, "I'm afraid

that is too expensive," which greets his

attempt to push his own line. However,

by carrying a very carefully chosen line
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of furnishings at a moderate price with
especial care paid to stocking full size

ranges, it is possible to overcome tie

natural prejudice which exists against
the small store in the suburb.

Another point emphasized by Mr. Mac-
Bride was the fact that the neighborhood
store cannot count upon advertising to

bring business for the reason that only a

very small proportion of newspaper
readers live within such a radius that

it would be distinctly worth their while

to patronize his store. Newspaper ad-

vertising, in Mr. MacBride's opinion, is

a waste of money, for by such invest-

ment one is paying for useless publicity

in other parts of the city. In his opin-

ion, attractive placards displayed in the

street cars which run on the route ad-

jacent to his district are infinitely more
advantageous as business getters, and
are well "worth using by every proprietor

of a neighborhood store. Personal let-

ters or circulars are also better for pub-

licity purposes and have a stronger ap-

peal to a high class trade.

Comparing the trade done by his two

stores, Mr. MacBride said that the un-

usual feature of it was the fact that the

workingmen who formed the greater

part of his custom at his Point St.

Charles store purchased a higher class

of merchandise than did the patrons of

his Westmount store. The reason for

this, he pointed out was due to the

fact that residents of the former sub-

urb are all employed in that vicinity and

consequently cannot get into the city

often to make their purchases. Evening
shopping was an important feature of

this type of trade. In this store he finds

it necessary to employ five clerks, while

in the Westmount store two are suf-

ficient. In point of volume of business,

he remarked, the workingman's store is

a better proposition for a haberdasher

than the high-class custom. The latter

class are usually owners of motors and

are consequently not tied at home as are

their less fortunate fellow citizens, and
whereas the latter are steady and prof-

itable customers, the former are uncer-

tain and more fastidious in taste

difficult to please.

"The owner of a neighborhood store

has got to know his neighborhood," con-

cluded Mr. MacBride, "and by adapting

his service to the peculiar needs of his

customers he will be successful, although

I do not think that ordinary merchan-

dising methods will ever prove satisfac-

tory. It is up to the merchant to dis-

cover how to appeal to his prospective

customers, and in my case I have found

that catering to children gets the fath-

er's trade as well."



A Rule That Doesn't Work Both Ways
Retailer Says That British Firms Which Asked for Increase on Straws in Mid-Season Because

of Advance of Raw Material Do Not Give Decreases When Raw Material Has
Dropped

SOME rather sharp replies have re-

cently been received by Canadian

retailers from English jobbers sell-

ing straw hats direct to the trade here

in Canada. Buying for next season in

straws was pretty well completed here

by the end of the first week in Septem-

ber. Since then there have been some

reductions in straws and Canadian manu-
facturers and jobbers have notified their

customers of these reductions and have
• led to them the advantages of,

such. But, according to a retailer who
expressed himself very heatedly on the

subject, some of the English jobbers have

not done this, even though they have

admitted that the price of braids has

fallen and that reductions are being of-

fered in other quarters.

Took the Increase All Right

According to this retailer, who is a

very large dealer in hats and buys con-

siderable quantities from English

houses, English houses were not slow to

ask for an increase a year ago when the

market was rising. This retailer had
received advices from three firms there

of increases of fifteen and twenty per
cent.—two of them fifteen and a third

twenty—over the prices at which they
had accepted the order. That was a

year ago. The reason given for the ad-

vancement was the increase in the cost

of braids. The increase was accepted
without any great objection, and the rea-

son for the increase was not questioned.

It Is Different Now
But the story is different now. We

are on a declining market. Though
nothing was said by the agents of these
British firms at the time the orders were
booked about their customers being
given the advantage of any reductions
that might occur, there was the natural
expectancy that such would be given
without asking when the time came. This
retailer stated that, after a number of
Canadian wholesalers had given reduc-
tions, he wrote to English firms asking
for reductions similar to those being
giver here.

But the reply he received from one
house quite surprised him. This firm in-

formed him that he would be obliged to
accept the order at the price booked.
They admitted that the price of the
braids had declined; but it appears that
the logic of a year ago, namely, that an
increase in the price of the raw material
justified an increase in the price of the
finished product, failed at this point.

"When the price of the raw material
increased they increased our prices,"
said this retailer to Men's Wear Review,

More Service Means Satisfaction

Looking Backward and Security

Looking to the Future
"Men's Wear Review as a trade paper," says Walter Watt, of Ux-

bridge, Ontario, has been a great help in keeping us abreast with the times.

It has contributed in no small measure (especially during the trying times
of the last three months) much useful help and information.

"We have always been led to believe that it is hard to do business on a
falling market. The last three months have proven this conclusively to the
retail merchant of the province. Undoubtedly the only merchant who will

make any money during 1921 will be the good buyer.

"During the war any fool could buy goods, for no matter what the line,

it was worth dollars more in a few months' time. Now the conditions are
reversed. Goods must be bought strictly on their merits and with a keen
eye to the future; and yet we must be careful not to buy too cheaply. We
must be careful to make our clothes and furnishings selections from re-

liable houses and the working clothes we buy must bear the Union made
label.

"If the times are going to be bad let us not deteriorate with them. Let
us keep our heads up and face whatever is in store for us with a smile.
Let us be satisfied with a little smaller profit on the goods sold. Let us
give our customers a little more in service and when a standard of values
has again been reached we can look back satisfied with the past and look
forward knowing we are secure in the future."

"and we paid it, believing that it was
justified. But now that the price of the

raw material has decreased this house

does not seem to think that we have a

right to expect a reduction. It was no

fault of ours that the price of the raw
material had increased after our orders

had been booked; yet we paid the in-

crease. Now that the tables have turned

we think we should have been given the

benefit of the reduction in the price of

the raw material. We will take the

hats, of course, but there will be no fur-

ther business with that firm."

Not Characteristic

Men's Wear Review has been in touch

with a number of British firms since the

declining market started in and we have

not found that to be characteristic of

other houses. It is perfectly true that

the reductions given by British firms

have not been as large as those given

by the Canadian or the American
houses. The reason is obvious. The
English markets are open to the world

and if they do not sell to Canadian or

American buyers they figure that they

will probably sell to some other sources

in other quarters of the globe. In dis-

cussing the same question with a large

buyer of English goods he pointed out

that the increases during the rising

market on all lines of English goods
which he bought were not as sharp as
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those on this continent. Now that the

decline had come, he said, their reduc-

tions were not as sharp either.

However, we do know of a number of

cases where reductions have been given

by English firms on orders that had al-

ready been placed. The retailer who

voiced his complaint to Men's Wear Re-

view did not wish to convey the impres-

sion that this was characteristic of all

British houses.

It would seem, however, that this is a

point worth remembering in future. Dur-

ing unsettled times rising and falling-

markets are not uncommon and it might

be well for buyers to have an under-

standing with the firms with which they

deal that a mid-seasonal increase due to

higher costs of raw material has as its

natural sequence a mid-seasonal reduc-

tion when there is a drop in the price

of raw material. Labor costs have re-

mained the same during the last year

and the contention of this retailer that

this was a law that should have worked

both ways seems to us to be perfectly

sound. High-handed methods such as

this firm seems to have followed will, in

the long run, get them nothing but ill-

will.



Forms of Appeal in Advertising
Valuable Suggestions Contained in a Paper by H. H. Scovil, of St. John—Appeal That

Sells Goods Put Into Effective Copy With Attractive Layout— How Often Should

the Ad. be Changed?

ADVERTISING to the retail mer-
chant takes a number of forms:

Advertising by means of news-
papers, circulars, enclosures, signboards,
mailing lists. A store decoration is a
form of real advertising. Window dis-

plays are a very important branch of ad-

vertising. Store policies and store service

are today considered most important
from an advertising point of view.
One can readily see, therefore, that

advertising in all its branches is a very
broad subject to the retail merchant.
As it would be impossible to cover this

whole subject in the small space allotted

to this paper, we will confine ourselves
mostly to the writing of an advertise-
ment. The fundamental principles on
which good copy is based. But first of
all, what is advertising and does it pay?
To consider the last part first—if a re-

tail merchant doing his own advertising
waits until the last minute of the day,
then grabs a piece of wrapping paper,
scribbles off the first few words that
come into his head, rushes this to the
paper office and then heaves a sigh of
relief, saying, "Thank goodness, that's

over with," then certainly advertising is

not of great value—in fact it does not
pay its way at all.

Good advertising pays good returns, as
reflected in some of the greatest com-
mercial concerns of the day. There is

scarcely a person who is not, either con-
sciously or unconsciously, affected by ad-
vertising. Just to illustrate, I'll ask and
you'll answer in your own mind. What
products are represented by these slo-

gans: "It floats," "57 varieties," "Have
you a little fairy in your home?" "Good-
morning, have you used?" and there are
dozens of others. Think for yourself
of the many kinds of automobiles, to-

bacco, correspondence schools, clothes
and other things that fill the human
wants. How did you become acquainted
with them? Through advertising, of
course.

Then reflect for a moment upon
the commercial value of this

common knowledge throughout the
entire country, and you can
account for the tremendous success
of most of these names—proof positive
that it pays to advertise. This brings us
down to the nature and function of mod-
ern commercial advertising. The power
of advertising as a creator and developer
of commerce is the predominating factor
of modern distribution. Advertising
may be thought of as "written salesman-
ship," or advertising is a mode of edu-
cation by which the knowledge of con-
sumable goods is increased and an ef-

fective demand created. For, to become
less academic and nearer to the heart,

The accompanying paper was
read at the convention of the New
Brunswick retailers, held recently.

It was written by H. H. Scovil, of
Scovil Bros. & Co., Ltd., of St.

John, N.B., clothiers, and read by
C. R. Wasson, in Mr. Scovil's ab-

sence. The question of advertising

is always one of the uppermost
questions of the retail trade. Mr.
Scovil presents some new as well

as many helpful suggestions in

tit is paper.

advertising is the force which has trans-

formed the parlor melodeon into a pia-

nola, the crane over the hearth into a

tireless cooker, the tallow candle into the

Mazda lamp, and everything else in the

world in like degree. True advertising

must ultimately produce business in an

economical manner.

Although advertising is a powerful

force in our modern life, still it would

be folly to attribute the entire success of

an undertaking to advertising; many
other elements combine to make the re-

sultant success. But in the final analy-

sis, the fact remains that an outlet must
be found for the goods on a merchant's

shelves. Unless they can be sold at a

profit, production must finally cease and
business become paralyzed. Advertising

is one of the greatest selling forces that

keeps the money moving from buyer to

seller.

Is advertising an expense or an invest-

ment? Usually it would be considered

as a selling expense, it being assumed
that advertised merchandise is already

partly sold before the customer enters

the store, and therefore advertising may
legitimately be considered as part of the

cost of selling. Again, good advertising

should create good will, which in many
cases is the greatest asset a firm can
have. For example, when the Booth
Fisheries Co. were forced to reorganize

a few years ago, their physical assets

were practically nil and it was only the

great potential value of their trade mark,
which had been built up through exten-

sive advertising, that served as the basis

of refinancing. It is said that the one
word "Sapolio" has been valued at $7,-

000,000, and some time ago Printers' Ink
ran a series of interesting articles de-

bating the proposition that it would take

a least a million dollars for a new com-
petitive soap to begin to even make a

dent in the Ivory soap market. This

shows that in certain instances advertis-

ing is certainly a true investment, al-

though this good will would only be ap-
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praised at a cash value if the business
were to be sold or reorganized.

To come down to the fundamental
principles on which advertising should

be based:

First. Let us consider the appeal that

sells the goods.

Second. This appeal put into effective

copy.

Third. This effective copy given a

layout that will attract attention.

First. The appeal that sells the goods.

The great buying public can be divided

into definite groups and your advertising

directed at one of these groups. Don't
try to talk to all the world in one adver-
tisement. You'll get nobody's interest.

Your space will be wasted. Select a defi-

nite group or class of buyers, then con-

centrate your fire on them, and them
only. A shot gun would be only an ag-

gravation to a lion, whereas, one clean-

cut steel bullet rightly placed would
quickly turn the trick. Successful ad-

vertising makes a specific appeal to the

buying motives of a definite group to

which the appeal is directed. The adver-
tiser may be guided by a study of pri-

mary buying motives. The chief points

of self-interest are fairly common to all

people, at least to most members of a

particular group.

The various fundamental appeals may
be as follows:

1.—Profit or Economy.
2.—Health.
3.—Pleasure and Comfort.
4.—Pride and Vanity.
5.—Affection.
6.—Knowledge and Progress.

In the case of each of these appeals, the
self-interest of the buyer forms the com-
mon meeting ground on which all appeals
join.

The Profit or Economy Appeal
This appeal is familiar to all in the form

of "marked-down" sales, such as "regular
$50 suits—specially priced at $42.85 for to-
day only," or "Prices at less than manufac-
turer's costs of to-day." Some other basis
than price comparison may be used in this
appeal, such as "Superior Quality." A
hardware dealer might advertise stoves as
making a 30 per cent, saving in fuel, over
other types, or paints as covering more
square feet of surface per gallon, auto-
mobiles as giving more miles per gallon of
gasoline. Hundreds of other illustrations
can readily be thought of, that show the ef-

fectiveness of the profit or economy appeal,
when properly used. A money-saving appeal
will meet with instant response from most
members of a certain group of buyers.

The Health Appeal

Everybody wants to be well, and many
people are always open to suggestions along
this line. This appeal is used with great
force in selling breakfast foods, chewing
gum, fruits, and almost every article of

food consumption. It is used in selling

such articles as dust preventives, window
screens, even in selling wearing-apparel,
such as "Wear one of these warm over-

coats now and save doctor bills." One firm
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have issued a whole book on the health ad-
vantages of woolen underwear, hosiery, etc.

This appeal can be used in featuring al-

most every kind of merchandise a retailer
handles.

Pleasure and Comfort Appeal

Man loves ease, pleasure, comfort and
satisfaction. Many lines of merchandise
are readily adaptable to this form of ap-
peal. For instance, "the pleasure derived
from well-fitting, comfortable clothes."
"This easy chair is so comfortable you just
want to stay home in the evenings." "This
table lamp makes reading a pleasure."
Many other such appeals will readily sug-
gest themselves. The pleasure and comfort
can always be appealed to through the var-
ious senses of seeing, hearing, smelling,
tasting and feeling, each one to be analyzed
on its own merits.

The Pride and Variety Appeal

Almost every person is susceptible to this
appeal in one form or another. Pride can
be appealed to through quality and style

and the high character of the store, such
as "This ring came from Yorks." "This
dress is tne latest New York style." Pride
and vanity can be appealed to through all

the human senses.

Affection

In this appeal, the welfare, happiness,
and joy of others is the predominating
motive. Seasonal conditions offer unusual
opportunities for this appeal. "June is the
month of Brides." Many holidays have their
special associations in the way of gifts. The
Christmas season brings out such head-
lines as "For Him," "For Her," "For
Father," ^tc, and then there is the Baby

—

the new arrival always calls for special at-

tention.

Knowledge and Progress

The desire for knowledge and progress is

a strong and natural craving. This can be
appealed to in various ways by technical
description of the articles for sale. Those
selling, say, cement might advertise the
various uses of concrete on the farm,
around the home, etc., educating the people
to these uses.

This outlines in a general way the vari-

ous appeals to be considered in writing ad-
vertisements. In selecting the appeal, one
must aim at the complete concentration
of attention on the part of the reader, re-

membering always that the reader looks at
it from the standpoint of his own interest.

Analysis of your object leads to one thing

—

copy. Successful copy is that which makes
a specific appeal that will sell goods.

Effective copy should be simplicity itself,

use simple understandable words—sturdy
advertising words. It will save one from
word slavery and, stock-phrases. One un-
accustomed to copy writing oftimes uses
too many uninteresting words. One should
appreciate fully the use of a few well
chosen words that make the copy out-
standing. Someone once said that the art

of writing consists of saying one hundred
words and make the reader think a thou-
sand. Choose your words carefully. Every
word costs money and this leads to brev-
ity.

Clearness is another essential point in

writing. Be sure your reader will grasp
at once what you are driving at, don't let

him flounder among a lot of words, hunting
for a meaning.

In writing copy, there are several styles
that are commonly used:—
The Narrative Style.
The Descriptive Style.
The Commanding Style.
The Conversational Style.
The Interrogative Style.

Remember that advertising is news for
the consumer, and that style must be
chosen which best suits the merchandise,

the store and the consuming class appealed
to.

After the copy is complete comes the se-

lection of cuts and the lay-out. Cuts
should be selected as nearly as possiblbe
that will depict the merchandise covered
by the copy. A draught should be made
of the desired lay-out, showing the position

of all cuts, etc.

As for the styles and size of type, if a
professional ad. writer is employed, he will

thoroughly understand all this, but where
the merchant himself or one of his em-
ployees does the ad writing, he hardly has
the time nor the inclination to go thor-

oughly into this part of advertising, and
will do well to leave these selections with
his newspaper, except possibly to indicate

where he wants white-spaced displays, bold
strong type used, medium sized type, small
type, light faced type or other general de-

tail.

This covers in a general way the advan-
tages derived from good advertising, the
various principles on which to base your
advertising, and the usual methods adopted.

Keep in mind always that the final object

of advertising is to make a profit through
the sale of goods. The truer the sales-

manship put into copywriting, the more ef-

effective will be the advertising, the less

will be the use of unnecessary words. Ad-
vertising, like salesmanship, follows a well

defined formula—that is, attention, inter-

est, desire, action. Good advertising car-

ries its reader naturally and inevitably
through the successive mental stages, and
therefore the final test of a good advertise-

ment should be as follows:—
Does it command attention? Why? Is

the attention held? Why? Does it arouse
interest? How? Is it direct self-interest?

How do you know? Does it create desire?
Why? How? What is the basis of de-

sire? Is there a clear purpose? Has the
reader any doubt how to act? Why?
No matter what appeal and style has

been used, the advertisement to be suc-

cessful must result in a desired state of

mind or action on the part of the reader.

There are many mediums through which
your advertising may be. brought to the
attention of your community. We will con-

fine ourselves to newspaper advertising.

No matter whether you have a weekly or

a daily paper in your local field, consider-

able thought should be given to your news-
paper advertising. Buying space in a

paper should be considered the same as buy-
ing merchandise, to produce a profit and for

no other reason. Advertising in your local

paper can be made profitable if used right,

but it is an absolute waste of money if

not used in the proper way.

The first thing to do is to figure out how
much money you can afford to spend, say
from 2 3-4 to 4 1-2 per cent, of your sales

volume, according to your line of business.

Then proportion this amount over a year's

campaign, so much for a contract space, be-

cause it is the best policy to advertise con-
sistently with every issue of the paper and
preferably the same location in the paper
throughout the year, so that readers know
unconsciously where to find it. Then set

aside so much for special sales, for Christ-

mas and other times when it will pay you
to use additional space.

Then in preparing your copy, remember
this,—to invoke interest it should be store

news—news about the merchandise you
have, its description, quality, price, etc.

Then store trims and window displays, if

co-related to your advertising will give

double effectiveness.

Many merchants give too little attention

to their local paper, believing that adver-
tising in the local paper is of little value.

If you have the proper store news, if care-

ful attention is given to the appeal, and if

you advertise consistently along business-
like lines, there will be no doubt as to the
result, but if you look upon the space as

almost worthless and leave the same copy
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in for numerous issues at a time, not
thinking it worth while to make a change,
then you can be assured in advance you
have simply wasted your money.
How long would you buy a daily paper

that changed its subject matter only twice
a week? Your answer relates to the ques-
tion, "How often should I change my ad
copy?"

A GOOD WINDOW FRONT
Continued from page 25

door, or to escape a shower. A small

window is quite as potent in appeal

under these circumstances if the pro-

portions are carefully planned. Prior

to the alterations which recently occur-

red in the building, Mr. Livinson had
a frontage of 24 feet. His present front-

age is just twelve feet, but so ingeniously

has he contrived his windows that the

effect is quite as striking and the sel-

ling power just as strong as when they

were twice the size.

Among the little details which have
recently been installed by Mr. Livinson

to finish off his entrance should be
mentioned the artistically tiled flooring

with the proprietor's name inset with

white cement, and also the two neat

glass collar show cases on either side,

one containing American models and the

other Canadian.

A Dog-Gone Good Window

As a little variation to the usual run
of masculine haberdashery, a window
card persuasively admonishes the passer-

by to "Be Good to Your Dog," and all

around are countless little knitted out-

fits for the smart canine wardrobe,

featured in the leading university colors

and those of other local institutions.

"Toggery for Bow-Wows" makes an
unusual window display, and one well

calculated to arrest attention and inter-

est on the part of many dog lovers.

Harness, leashes, collars and blankets

are other suggestions which are of inter-

est to owners of dogs, and which have a

place in such a display.

Unusual merchandise, up-to-date

equipment, efficient service and a large

measure of resourcefulness are all ab-

solutely essential to progressive mer-
chandising, and are fully reflected in the

enterprise demonstrated by this Mon-
treal store.

GARMENT MAKERS ELECT
OFFICERS

The third annual convention of the

Canadian Association of Garment Manu-
facturers closed a two-day session at the

Windsor Hotel, Montreal, with the elec-

tion of officers, including the following:

President, R. F. Sparks, Ottawa; eastern

vice-president, P. S. Hardy, Montreal;
western vice-president, C. A. Graham,
Edmonton; treasurer, H. F. Brooks,

Ottawa; secretary, F. E. Hawkins, Ot-

tawa. The executive council includes:

F. S. Hodgins, of Kitchener; W. F. Cor-

bett, Toronto; C. E. Kitchin, Brantford;

and J. A. Haugh, Toronto.



How Sales Affect Yearly Financial Statment
Interesting Address by F. W. Stewart on Pressing Question of Merchandise—Pointers That

Wil-1 Come in Useful During the Current Year

THE phase of merchandising which

I desire to speak upon to-day is

"The results of selling mei-chan-

dise at less than regular prices," as it

applies to the final showing at the end

of the year. Before doing so, I wish,

however, to refer to the figuring of ex-

penses and profits.

Statistics show that 90 per cent, of

merchants who start in business are un-

successful largely for the reason that

expenses and profits are figured incor-

rectly. I have found that the custom is

very general to figure expenses on sales,

and gross profits on invoice prices. If

this basis of figuring does not put a mer-

chant out of business it keeps him con-

tinually in the position of finding it dif-

ficult to meet his payments when they

become due.

Expenses and gross profits must be

calculated on the same figures, either in-

voice or sales prices. Sales figures are

the most desirable to use, as a merchant

knows from day to day and year to year

what his sales figures are, whereas it

requires considerable detail work to

secure invoice prices for all the units

sold during the year. The comparative

results would be the same whether sales

or invoice totals were used, but I want
to emphasize the point that total sales

or invoice prices must be used for the

figuring of both expenses and profits.

I want to illustrate to you that 50 per

cent, mark up does not mean 50 per

cent, gross profit—it is only 33 1-3 per

cent. The following shows expenses and
gross profits figured on sales price, bas-

ing expenses as 30 per cent, of sales:

Sales price $12.00

Invoice price 8.00

Mark up 50 p. c 4.00

Expenses 30 p. c. of sales price . . 3.60

Net profit 40

Equals 3 1-3% of $12.00

You will note that the invoice price,

$8.00, is 66 2-3 p.c, and mark up, $4.00,

is 33 1-3 p.c. of selling price, making a

total of 100 p.c, or $12.00.

Basing expenses and gross profits on
invoice prices, the final results will be

the same, as follows: Expenses for the

year having figured out as 30 p.c. of

sales, we see that 30 p.c. of $12.00, the

sale price, is $3.60. $3.60 is 45 p.c. of

$8.00, the invoice price. The difference

between 45 p.c. and 50 p.c. is 5 p.c, 5

p.c. of $8.00, invoice price, is 40c, cor-

responding with the net profit as figured

on sales price.

If expenses are figured on sales price,

and gross profits on invoice prices, and
50 p.c. mark up is made, and expenses
are 30 p.c. of sales, the apparent dif-

F. W. Stewart, Canadian man-
ager of Cluett, Peabody & Co. of
Canada, recently delivered the ac-

companying address to the New
Brunswick Convention of Retail
Merchants. In view of the many
sales that are likely to be held

during the year which has just

opened, it is of particular interest

and importance. Just how these

sales should be included in the

yearly financial statement is care-

ful In outlined.

Expenses 30f"

ference is 20 p.c, which is what so many
merchants figure is their net profit, while

the actual result of 50 p.c upon invoice

price and expenses 30 p.c. of sales is

3 1-3 p.c, as already shown.

An easy method of figuring the per

cent, of gross profits being made on any
article is as follows:

Subtract the invoice price from the

selling price, and divide the selling

price into the difference, adding two
ciphers to the latter, as follows: :

Selling price $12.00

Invoice price 8.00

12)400.00

33.33

Equals 33 1-3$

If you desire to ascertain the neces-

sary per cent, to add to invoice price,

to give you a certain net profit, say 10

per cent., and we assume expenses,

are 30 per cent, and add the net profit to

expenses, which totals 40 p.c, and deduct

this per cent, from 100 per cent., divid-

ing the difference into total per cent.,

expenses and net profit, 40 per cent., as

follows:

Expenses 30%
Net profit desired 10%

Total 40%

Deduct 40% from 100% 60%
Divide 60 into total expenses and

net profit adding to ciphers ..60)4000

66.66

Equals 66 2-3%

With expenses 30 p.c and the desired

net profit 10 p.c, 66 2-3 p.c must be

added to invoice price to give this result.

To prove this:

Invoice $12.00

Mark up 66 2-3% 8.00

Selling price $20.00

Deduct invoice price 12.00

Divide by selling price 2) 80 c;

40%

50

Net profit 10%
These few examples are given to make

clear to those who may not be figuring

correctly, that to place a business in a
secure financial position, and be able to

cope with periods of depression and
business stagnation, merchandise must
be sold at prices to cover all expenses
and leave a fair net profit as the results

of the year's operations.

I wish here to give an itemized state-

ment of expenses showing the per cent,

of each, making the total of 30 p.c. These
are not actual, and naturally vary with
different firms, but they are reasonably
correct, and I believe that 30 p.c is a

fair average cost of doing business of

retail stores throughout Canada. The ex-

penses of some stores are less, and some
higher than 30 p.c of sales. This typical

statement is based on a yearly turnover

of $120,000:

Personal 6<
f $ 7.200

Pay Roll 7%» 8,400

Rent 4'r 4,800

Advertising 4% 4,800

Insurance l
f
r 1,200

Lighting and Heating 600

Depreciation 3 r
r ;j,600

Transportation *2 % 600

Delivery 1%% 1,800

Bad Debts 600

Interest

General

lr 1.200
t

1% 1,200

30% $36,000

Equals 30 <7

Average monthly sales $10,000

$7,000

Average monthly expenses .... 3,000

Average monthly purchases, 6,666

Equals 66 2-3' %
Average monthly net profits, 334

Equals 33 1-3%

Annual sales

Annual expenses

100*7

$120,000

36.000

Equals 30<V of sales

Annual purchases
84,000

80,000

Equals 66 2-3<% of sales

Annual net profits 4.000

Equals 3 1-3% of sales

Equals 100*7 of sales

The phase of merchandising which is

overlooked by many merchants is the

amount given to customers during dis-

count or cut price sales. I have pre-

(Continued on page 53)



Cotton-Growing May Shift from the U.S.

Automobile Requirements Boost Cotton Goods
From One-Tenth to One-Fifth of World's Output Used for Automobile Tires—Boll-Weevil

Evil Forcing Southern Farmers to Grow Other Crops—Other Countries Becom-
ing Increasing Factors in World Situation

SO
MANY lines of men's wear have

their origin in raw cotton that it

becomes both interesting and in-

structive to get a world-view of the

cotton situation in its bearing upon the

future of the finished articles that are

sold over the retailer's counter. Such a

world-view is given in the November
issue of the Atlantic Monthly by Melvin

T. Copeland, who is now a recognized

authority on this question. One of the

outstanding features of this article is

contained in the suggestion thrown out

by Mr. Copeland that the time may come
when the scene of the world's largest

producing market of raw cotton may be

shifted from the Uriited States to some
other countries. Though, perhaps, for

different reasons, the same thing seems

to be happening in the United States

with regard to raw cotton as has hap-

pened in Russia with regard to flax.

With world trade shut off from Russia,

the great flax growers have found it un-

profitable to grow flax and have turned

to other crops as their livelihood. Some-
what the same thine has happened in the

United States. Judging from what Mr.

Copeland says, the other cotton-growing

countries of the world—Egypt, India,

Turkestan, Persia, China, and the small

districts in South America and Africa

—

may be called upon to produce more of

the world's raw cotton than they have
hitherto done.

Would Make Prices More Stable

Says Mr. Copeland on this phase of the

question, "While means may be found,

possibly, for producing substantially

larger crops of cotton in the United
States, it seems probable that sooner or

later raw cotton production will expand
faster in other countries than in our own
Southern States. This would not be an
undesirable event. Except for the rather

superficial gratification that comes from
mere bigness, there is little gain to the

people of the United States in having this

country produce sixty per cent, of the
world's supply of raw cotton if other
crops are equally profitable to the farm-
ers. Instead of gaining an advantage
from our preponderant share in the pro-
duction of raw cotton, both the American
farmers and the American manufacturers
tend to suffer therefrom. The trade is at
the mercy of weather conditions that
have had similar effects, good or bad,
throughout the entire growing district
each season. If cotton growing could be
heavily, but not too suddenly, increased
in other parts of the world, where the
weather conditions would be likely to

Building Up Business

by Hearty Co-operation

Clothing and haberdashery men in the Danforth district, Toronto, are
setting an enviable example to the men of the trade all over the country.
They are face to face with a problem that confronts the men of the trade
from one end of the country to the other, namely, to keep trade at home.
The Danforth district in Toronto occupies the same relative position to

Yonge street as do thousands of towns within an hour or two's distance of

some large city. Yonge street offers the same opposition to the Dan-
forth district as the more numerous stores in the centres of population
offer to the less frequent stores in a thousand little towns in Canada.
What they want to do is to keep trade at home. They believe that To-
ronto can best be built up by building up its outlying districts, and they
are doing what they can to help build up the Danforth district, just as the

men of the trade all over the country should try to build up their town or

city.

These men of Danforth do not feel that it is nearly as bad a thing for

a customer to walk out of their store to their competitor's store just

across the street or a little further down the street, empty handed, as to

go down Yonge street and have their requirements met there. And so

when John Smith comes in for a suit of underwear, a certain sized collar,

a suit of clothes, a necktie or a pair of suspenders, and Henry Brown
doesn't happen to have it, he tells his customer to step across the way to

William Black's and he sure will be able to get it there. In doing so, he
has done two things: He has shown this customer that he is a big enough
chap to help him get what he wants at his competitor's, even though it means
the loss of a sale to himself; and he has blocked the way to Yonge street,

which is worth considering. Money spent in the Danforth district means
the development of the Danforth district, just as money spent in every town
and hamlet in this country means the development of that town or hamlet.
And the bigger Danforth is, the better will be the trade in Danforth.

Such is the value of co-operation. The "big fellow," while he may be
disposed to say that he does not need such co-operation from the "little

fellow," stands to benefit by such co-operation even more than the little

fellow. He carries many lines that the smaller man does not carry and
his hearty co-operation with the smaller men will mean a good deal to him.
Co-operation in business for the benefit of a town or district cannot be a
bad thing for any man, no matter whether he be a big fellow or a little

fellow.

differ each season from those in this

country, the result would be greater sta-

bility in prices; there would be less likeli-

hood of a glut or a famine in the world's

markets in any one year. With broader
producing markets, fluctuations in prices

would tend to be less severe, and the

degree of certainty as to prices is nearly
as important to the farmer and to the

manufacturer as the absolute amount per
pound to be received or paid."

Successful Experiments in the Sudan and
Africa

Mention was made in Men's Wear Re-
view some months ago of experiments
that were being made by the British Gov-
ernment in South Africa and Egypt in

cotton growing. Mr. Copeland deals with
these experiments in his world-review of
the industry. He says, "Experiments in

cotton-growing in the Sudan and in east-
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em and western Africa indicate that soil

and climatic conditions there are suited

to the crop. Transportation facilities are
lacking, however, and the labor that is

available is of the lowest order. The
British Cotton-Growing Association, fi-

nanced chiefly by British spinners, has
been engaged actively in this experi-
mental work for two decades, in an effort

to secure relief from complete dependence
on the American crop. Eventually, the
efforts of this association, together with
the industrial development that seems
likely to take place in Africa, may pro-

vide an abundant supply of cotton from
these undeveloped sources."

Ravages of the Boll-Weevil

"Despite the efforts of the Federal
government," says Mr. Copeland in deal-

Continued on page 53



Hard Work—No Sales—And Value
Essentials of Success as Outlined by Sherbrooke Merchant—Advertising and Window Display

—Keeps Clear of the Banker—Is Placing for Spring.

SUCCESS is not always measured by
expansion but by the reputation

which underlies the growth of a

man's achievement. Because a man may
possess a large and up-to-date establish-

ment, it does not necessarily indicate

that his success is assured, rather does

one seek for the motives and the prin-

ciples which have actuated the merchant
to follow the course he has and whether
from envy or admiration, endeavor to

arrive at a just appraisal of his business

ethics. Nine times out of ten the in-

vestigator is disappointed by finding that

.instead of a sensational story of unusual

luck coupled with "pull" and other under-

hand but only too common incidents of

modern life, the secret of it all is just

the old, old story of plain prosaic, hard

work.
When a man looks back upon twenty-

three years in business all alone, twenty-

three years unmarked by such incidents

as fires or moves, or even by such a

thing as a sale, and, at the end of that

time he finds himself proprietor of the

largest store of- its kind in the city, he
may be pardoned for a little legitimate

pride in his own efforts, especially when
the secret of his success is attributable

to the above-mentioned factor.

Such is the unusual record of J.

Rosenbloom, the well-known clothier and
haberdasher of Sherbrooke, Que., pro-

prietor of the "Star" Clothing Hall. The
"old store with the young spirit" is the

slogan of the business which has grown
from a very small origin to its present

size, comprising four distinct stores

—

clothing, haberdashery, and hats and
shoes, occupying a very large area of

floor space and boasting four large dis-

play windows.

Three Essentials of Success

The age in which we live is the age
of youth. To be successful in any line

of life one needs unbounded energy and
a spirit of youthfulness which alone can
ensure the ambitious man the goal he
has in view. "How can a retailer do
business successfully to-day?" was the

query put to Mr. Rosenbloom, and the

answer came as follows: "Give the pub-
lic value for its money and do not mis-

represent a single article in any way.
Keep the youthful spirit to the fore and
insist upon giving prompt service and
the newest merchandise."

"I never held a sale," continued Mr.
Rosenbloom, as I don't need to reduce
any lines in order to move them. They
move quickly enough because I pride

myself upon buying only for spot cash

and pricing my goods at the lowest pos-

sible margin of profits. Furthermore,

I own my own building and keep over-

head expense down to a minimum. This

policy has made my business the largest

of its kind in Sherbrooke and quite as

progressive as any in Canada.

Advertising and Display

Mr. Rosenbloom has been a firm be-

liever in the power of daily advertising

in the past, and his clean-cut and at-

tractively laid out copy has always been

a feature of the Sherbrooke papers. Mr.
Rosenbloom believes now that the better

class store will not centralize its pub-
licity efforts upon journalistic adver-

tisements solely but will devote an equal

amount of money and effort to make
its windows radiate the spirit of the

store within. "I am experimenting with
my four windows," said Mr. Rosenbloom,
"and am almost convinced now that four
displays, representing each branch of

my range of merchandise is not so pro-

fitable in the end as four windows
full of one line of goods only and chang-
ed as often as possible would be. In my
opinion the man in the street is more im-
pressed by a very comprehensive show-
ing of one line of goods in all colorings

and styles than he would be by four dif-

ferent windows full of goods. He says
to himself that here is a store which
seems to carry a large variety of styles,

and so he is prevailed on to come in. By
putting only seasonable goods in the win-
dows when adopting this plan, it is very
easy to awaken the right degree of in-

terest in your stock. For my part I

would prefer to keep a display man just

for this work and none other, changing
goods at least twice a week and en-

deavoring to make my windows as at-

tractive as any advertisement could be."

Salesmanship

Another important point in successful

merchandising, according to Mr. Rosen-

bloom, is the psychology of salesman-
ship. "It is most essential to minimize

the expenses incidental to overhead and
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an efficient sales staff is the best asset

a store can possess," he said. "When
one's clientele is drawn from office, farm
or railroad, one needs 'a more able sales

force than would be required in the case

of a purely city store. The farmer us-

ually requires a much longer time to ;

serve than the city man, and there is

much more fuss incidental to serving

him, still he has his advantages as a

customer. At the end of a season,

thanks to the farmer, I never have any

clothing to carry over for the simple

reason that he knows that whatever I

do not wish to carry over I will let him

have at a slight discount, and I do not

need to advertise this fact. They do

not require the same styles as the city

men and when it is understood that the

garments are first-class stock I never

fail to clear out all my superfluous lines

on a slight discount basis.' Strictly

speaking, though, I believe in a one-

price business for all, and I hope the

day will come when the farmer will

realize the wisdom of it."

Dangerous Delay

In reply to a query as to prospects

for next season in the clothing line, Mr.

Rosenbloom stated that he had not felt

any marked decline in business and

therefore had placed whatever erders

he needed. He was of the opinion that

delay is dangerous when it concerns the

matter of Spring placing. He has al-

ways believed it better to take a legiti-

mate loss of profit.

"If a retailer has been shrewd in his

own merchandising," concluded Mr.

Rosenbloom, "he will not require any

assistance from bankers, and in my own
experience I have found it best to keep

clear of any speculation whatever."

HOW TO REDEEM LUXURY TAX
STAMPS

Merchants are instructed to make out

a list showing the total number of un-

cancelled and unused stamps of each

denomination in their possession and

add up the same in money value. The

list should then be forwarded to the"

local collector of customs, who will in

turn forward it to the taxation offices of

the Dominion Government. When these

returns are verified, checks will be issued

to the merchants.

Cancelled luxury stamps will not be

redeemable. This will affect some of the

large departmental stores, where there

was only one machine and where many
hundreds of dollars' worth of stamps

were cancelled at once for the several

departments.
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COTTON GROWING MAY SHIFT
Continued from page 51

ing with the prevalence of an evil that is

largely responsible for the changed atti-

tude of the Souther'] farmer with regard

to devoting all his time to the growing of

raw cotton, "through the Department of

Agriculture, and of various other agen-

cies seeking to check the ravages of the

boll-weevil, the pest continues to spread.

It ruins millions of pounds of cotton each

year. In addition to this direct loss

caused by the boll-weevil, its depreda-

tions discourage farmers from planting

cotton in the districts where it is most
active. Starting on a small scale in Texas
near the Mexican border in 1892, the boll-

weevil migrated steadily eastward and
northward until it has infested the entire

cotton belt, with the exception of portions

of Tennessee, North Carolina and South
Carolina. These districts are not likely

to remain immune. Unless some means
be discovered of getting rid of the boll-

weevil, it will tend directly and indirectly

to lessen the quantity of raw cotton that

otherwise would be grown each year in

the United States."

Cotton Manufacture

Dealing with the problem of cotton

manufacture, Mr. Copeland points out
that the morale of the whole industry is

impaired in England by speculative in-

terests, that machinery in Germany is so

deteriorated that there will be no surplus

from there for years to come, that France
is nearly back to normal and with the ad-

dition of Alsace has added twenty-three
per cent, to her output, that Poland and
Russia cannot be reckoned on for years
to come, and that in India, China and
Japan most of the spinning is carried on
in factories. He points out, however,
that Japan has succeeded, by special ef-

fort, in capturing the Manchurian trade
from the United States. "The task of the

American cotton manufacturers," says
Mr. Copeland, "is not to win existing

markets from foreign competitors, but to

be prepared to supply a share of the new
demand that will arise, not only in the
United States, but in other countries such
as India, China and Africa."

Where Much of the Cotton Goes

It is illuminating to know just where
a great deal of the manufactured cotton
goes and what is the cause of the high
prices of some of the necessary cotton

commodities which find their way to the
retailer's shelves every day. It will be
remembered that during the "overall"

movement, we pointed out that wealthy
men who lent their support to this move-
ment by going to their offices in overalls

might better put their automobiles away
and let some of the supply of the manu-
factured cotton go to the legitimate

manufacturers of such necessary com-
modities. Mr. Copeland says, "During
the current year, it is estimated, from
one-tenth to one-fifth of the world's en-
tire production of long-staple, high-grade
cotton will be consumed in the manufac-

ture of automobile tires in the United
States." This, says Mr. Copeland, is re-

sponsible for the high cost of cotton

goods.

RAUTHIER & PERRON.SHERBROOKE
Continued from page 27

mahogany, with cream walls and ceil-

ing, panelled in mahogany. The small

office at the rear is done in oak wood-
work. Palms and soft indirect illumina-

tion provide an artistic and attractive

atmosphere, which is considerably en-

hanced by the care used by Messrs.
Routhier and Perron in arranging and
displaying their stock.

The Windows

The show windows are the introduc-

tion to the store and are tastefully

dressed with merchandise appealing to

the discriminating dresser with a well-

filled pocketbook. No attempt whatever
is made to emphasize bargain prices or

sales. Ties which sold considerably

above the luxury tax and shirts of the

better qualities as well as the most
unique and attractive designs of mascu-
line jewelry are all to be found in this

exclusive store and help to emphasize its

character for smartness.

The store itself is located in the very
heart of the business section of the city

and is only a stone's throw from the

hotels, theatres and banks.

In chatting with the partners recently,

Men's Wear Review was informed that

it was not their policy to feature price

cards or even many show cards in their

windows or show cases. Their idea is

that good merchandise is sufficient to

impress customers with the idea of its

individual worth and that artistic show
cards are only "gilding the lily." They
do believe in sending out artistic circu-

lars and advertising and have recently

got out a very attractive telephone di-

rectory for their patrons engraved in

colors which will undoubtedly be pre-

served by the recipients.

Although comparatively new comers to

the world of merchandising, both part-
ners have had a long experience in sales-

manship, and are confident that the fu-

ture will bring success in full measure.
The best wishes of Men's Wear Review
will go with them in their career, the
success of which will be all the more
certain after facing the perplexities and
dangers which characterize trade to-

day.

SALES AFFECT FINANCIAL
STATEMENT

Continued from page 50

pared figures to show what these cut

prices mean in dollars, and the effect

they have on the final figures.

Naturally the sales during two months

of cut prices are larger than the average

monthly sales for the year. I, therefore,

assume that they will amount to 50 per

cent, more than the average montly

sales, or $15,000, totalling $30,000 for

the two months. The expenses during

these two months are larger than during

other months, as those for advertising,

payroll, delivery, light, paper, twine,

etc., will be greater. Deducting the two

months' sales $30,000 from total sales

leaves $90,000 to be sold at regular

prices during the other ten months as

follows:

Average monthly sales, $10,000

$120,000

Sales during cut price months

(2) $30,000

Total sales at regular prices . .$ 90,000

If the $30,000 of cut price sales had

been made at regular prices, the sales

would have amounted to $37,500, basing

the cuts in prices at an average of 20

per cent., which shows that $7,500 was

given to customers during the two

months, which amount is an expense on

the business just the same as rent, sal-

aries or any other expense.

Now the point which I wish to bring

out is that this $30,000 bears the same
selling expense, 30 per cent., as if sold

at regular prices, and adding to this the

$7,500 given away during the sales' ex-

penses work out as follows:

Expenses for 2 months, 309c of

$30,000 $9,000

20nr deducted from regular price

of $37,500 7,500

Total expenses for 2 months ...$16,500

Equal to 55' fc

Presuming that outside of sales

months there are additional goods sold

at reductions amounting to $2,500, as it

is seldom that all reductions are con-

fined to the two sales months, this would

show a total of $10,000 given away dur-

ing the year, which must be added to the

other fixed charges of $36,000, making
total expenses for the year $46,000, or

38 1-1 per cent, for a total volume of

sales of $120,000, which would show a

net loss of 5 per cent, for the year in-

stead of 3 1-3 per cent, net profit.

As I have shown, the total amount of

reduction in prices is an actual expense

on the business, and this item must be

included in the total expenses for the

year. The amount has been paid out

to customers, just the same as paying

rent to landlords, wages to employees
or any other expense.
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Is a Big Buying Movement
Soon to be Inaugurated?

Alontreal Clothing Makers Believe So—Opinions Vary as to Spring

Outlook—How some of the Factories Are Running

—

Breaking a Strike.

MONTREAL.—Many and varied

are the opinions voiced by the

textile and clothing' manufac-
turers concerning prospects for the

Spring trade. While some are rather
optimistic and predict a return to nor-
mal within a short time, others do not
look forward to a change for the better
for a considerable period. The reason
alleged by Montreal makers of clothing
for a more satisfactory state of affairs

in the near future is that a
big buying movement is soon to be
inaugurated on the part of the public,

which would be brought about by a

general cut in prices, although it is not
definitely stated just how this is going
to be effected.

Others gave as the reason for the
present conditions—which to them ap-
peared not all cheeerful—that a feeling
of distrust has been engendered between
buyer and manufacturer, between retail-

er and the public. Until this relation

is changed to one of mutual co-operation,
there can be no hope for a clearing
of the situation.

Conditions in the various textile and
clothing industries vary but slightly at
present. While the general condition
seems to be one of relative inactivity.

and measures have been resorted to, by
which to meet the situation, but a partial
curtailing of operations, affecting hours,
number of help and wage scales, yet
some manufacturers still hold out bright
prospects for the coming reason. One
of the latter was A. C. Dawson, of the
Canadian Cottons, Ltd., who stated that
no reductions of any kind have been re-

sorted to in any of their mills in Ontario
and the Maritime Provinces, as business
warranted continuing operations as here-
tofore.

In cases where working conditions
depend entirely upon orders and amount
of output required, some of the staff

have been laid off and the hours reduced
in order to meet the exigencies of the
situation. Among the manufacturers
who have adopted the latter method of
coping with conditions are the Fashion-
Craft shops, but in general the majority
of the manufacturers are unwilling to

predict the future prospects in their

respective lines.

Advertising Manager Wood, of the
Semi-Ready Co., stated that most of their

staff were still at work and no cut in

wages or hours of work had as yet been
made. Any prophecy for the future of

the trade would be hard to make, as a

general state of upheaval was being ex-

perienced in the clothing line, following

similar movements in the food and build-

ing trades.

Comparing local conditions with those

existing in smaller centres, it does not

appear that the unemployment problem
is as general as has been expected, yet

the situation must be summed up as one
in which uncertainty and hesitation to

take any chance on the market are

playing an important part. Until the

commercial atmosphere clears, it will be

impossible to predict what the immediate
future holds for the manufacturers of

clothing and textiles.

An indication of the general attitude

of labor was well exemplified during the

week of December 13th, at the factory

of H. Vineberg & Co. About 260 of

their employees went on strike, demand-
ing an increase of wages, which was
refused. The management promptly ad-

vertised for new workers and the re-

sponse was unusually good, as many ap-

plicants presented themselves to obtain

the positions which had been thrown up
by the strikers. The outcome of the

situation was that practically the whole
of the old staff decided to go back to

work under the old conditions, based on

a weekly wage schedulue for a 44-hour
week. According to Mr. Vineberg, the

garment workers speedily realized their

error, almost immediately after the

strike was declared, for the response to

the advertisements issued was a sur-

prise to everyone. Operatives in search

of jobs literally flooded the offices of the

Vineberg Company and their action had
the result of convincing the strikers of

the futility of their demands.
Mr. Vineberg indicated that while the

staff of operatives would be taken back,

yet they could only be given employment
as- trade warranted, which did not mean
that they would get full time employ-
ment. "We have to recognize the law
of supply and demand," said Mr. Vine-

berg, "and we cannot give these people

work when there is no work to be done.

What we are going to do is to divide the

work up, and if there is not enough to

go round, our factory will work shorter

hours, so that at least the whole staff of

employees will make part wages at

this time, when they need all the em-
ployment they can get."

According to the wage schedule pub-
lished by H. Vineberg Co., the highest

wage earners will be the head operators

and sleeve hangers who will average $45
per week, while the lowest scale of $22

will be paid to female finishers.

54

MONTREAL SHOWROOMS ARE BE-
GINNING TO SHOW SIGNS OF

SPRING ACTIVITY

IN
DISCUSSING the matter of

Spring lines with one prominent de-

signer this month, a representative

of Men's vVear Review was informed that

it was generally considered inadvisable

by the manufacturers to introduce any
particularly novel features into the new
lines, for the reason that merchandising

in general will be too uncertain to per-

mit any degree of speculative tendency.

The time for extreme styles has gone

and no signs of its return are yet mani-

fest. At any rate, from present indica-

tions; few manufacturers have any idea

of what class of goods to produce for

Spring, since orders have not commenced
to come in. One designer stated that

he was going to feature herringbone

weaves very prominently for Easter,

1921, both in overcoats and business

suits. One very smart lightweight over-

coat was made of gray and black tweed

in a herringbone weave, designed on

semi-fitting lines with extremely long

skirt. The effect was decidedly new and

smart.

Sacks are to be longer than last year's

models, and are adopted after the style

which is so popular in California and

other parts of the United States where
warm climate conduces to eliminate the

overcoat. The majority of these sacks

are close fitting with short vents about

ten inches long and low cut gorge. The
cut-away front seems to be the most
popular feature of Winter models and

will be continued upon the new lines for

Spring. Two or three button styles are

preferred on cut-away models and the

waist line is in most cases perceptibly

lower than last year's. Both peak and
plain lapels are favored, it is stated.

Serge will not occupy so important a

position among the popular fabrics for

Spring, it is said, having be?n supplant-

ed by the more fancy weaves in lighter

colorings. The anticipated craze for

English style coats has not apparently

been reflected in this country, at any
rate for Spring, although reports from
American style centres have it that

sports clothing will be particularly

strong. The few sack coats which have
been shown featuring bellows or patch

pockets and soft roll fronts have been
regarded as somewhat extreme for Can-
adian dressers.

In colorings, gray and brown will un-

doubtedly be among the leaders for

Spring, and not only will mixed tweeds

continue in popularity, but the use of

striped effects is prophesied as likely to

predominate.

Retailers in genei'al are waiting for

final announcements before placing any
orders, but the tendency to get rid of

goods as quickly as possible is gaining

ground, so that a speedy demand for

fresh stocks seems imminent.
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Woollens and
Knit Goods

During 1920

ACCORDING to a report issued by
the Dominion Bureau of Statis-

tics, production of the woollen

textile industry was given a selling-

value at the works of $27,516,270. This

report covers the operations of seventy-

six mills. Hosiery and knit goods for

1919 were given a value of $45,052,002,

while woollen yarn was valued at $6,-

575,710.

The amount of capital invested in the

woollen textile industry was $21,311,-

633, of which Ontario's share was $16,-

873,388 and Quebec's $3,126,141. The
number of employees was 2,928 males
and 2,959 females, and the total salaries

and wages was $4,511,325, of which
$466,619 went to 138 officers, superin-

tendents and managers. Fuel costs were
$61,512, for that of Canadian origin and
$332,917 for imported fuel.

The total capital invested in the knit

goods industry was $34,149,593 in 1919,

according to the report covering the op-

erations of 114 plants distributed as fol-

lows: Ontario 83, Quebec 18, Manitoba
5, British Columbia 3, Nova Scotia 2

and New Brunswick 1. Of the total

investment, $7,086,099 was in land,

buildings and fixtures, $7,750,263 in ma-
chinery and tools, $12,679,203 in mate-
rials and stocks on hand, and $6,634,028
in cash, operating accounts, etc. There
were 4,054 male and 8,941 female em-
ployees, and the total of salaries and
wages was $8,460,739. Fuel consump-
tion involved an expenditure of $120,236
for domestic and $270,636 for imported
shipments.

Materials used cost $26,548,736. There
was used 4,016,623 pounds of raw cot-

ton, and 11,020,646 pounds of raw cot-

ton yarns, 2,453,685 pounds of raw wool
and 2,464,064 pounds of woollen yarns.

Worsted yarns were purchased to the
amount of 2,464,500 pounds, valued at

$5,231,141. The amount of tops pur-
chased amounted to 1,199,880 pounds,
valued at $1,263,527.

The production record was $45,052,002,
of which $33,775,672 was in Ontario, $7,-

818,294 in Quebec, $2,406,402 in the
Maritime Provinces and $1,051,634 in

the western provinces. Products were
classified as follows:

Geo. C. Coppley, of the firm of Copp-
ley, Noyes and Randall, of Hamilton,
clothing manufacturers, has been accord-
ed the highest honors in the gift of the
city to confer upon one of its citizens by
being elected mayor by a majority of
1,225 over the next-running candidate.
Mr. Coppley has had no previous munici-
pal experience, but his wide reputation
as a business man, added to an outstand-
ing personality, stood him in good stead
in the campaign.

Notes From the Capital
Many Sales Being Continued in January—Removal of Luxury Tax

Helped Christmas Business—Feel That 192 1 Will Be
Healthier Than the Past Year.

OTTAWA,—Alexander, The Great
Tailor, will move into his new
store 186 Sparks St., immediately

alterations are completed. Meanwhile,
stock at the old location is being sold at

rock bottom price to unload rather than

carry over stocks. It was general antici-

pated that the removal of the luxury tax

would help Xmas and New Year trade

and the expectation proved correct, the

clothiers having very little to grumble
about over turnover. Many report that

trade beat last year while others say
that the last ten days' shopping helped to

pull a big addition to the year's sales.

While looking back on 1920 with mixed
feelings all agree that 1921 appears to

be a much healthier specimen at first

sight and business will be gone after

with vigor.

Glaude's, Limited, men's upstairs

clothiers, Rideau street, have sold the

entire stock to A. J. Freiman, Rideau
street, it being understood that Mr. L.

H. Glaude will return to the wholesale

field.

January sees no let up in the price

reductions as far as men's wear is

concerned but rather the reverse. The
Blair stock has been on sale since the

death of Mr. Blair and the balance is

to be slaughtered to clear, the store

being closed to reduce prices on balance

still on hand, December 31. The Two
Macs, Limited, Sparks street, are giving

the men the benefit of their price re-

duction under the name of "The Grand
Slam." It's a mighty mark down.

Prices advertised show from half to

one-fifth off. McGiffin's, Limited, Jack-

son Building, Bank St., offer overcoats of

"irreproachable qualities at incomparable

reductions." Wellwood's, Limited, Bank

street, start the New Year with a real

sale of men's clothing, while the Daly

Co., Limited, Sparks street announce a

price adjustment sale.

Looks Forward to Organization

Of a Dominion Association

"I might just say," says J. C. Begg, of Begg & Co., Ltd., of Hamilton,
"that I believe that a local association in each town or community a good
thing for the merchants themselves in that they meet in this way with
their fellow-merchants. This has a tendency to make them become bigger
and broader minded than their individual business could, and helps them
to act in concert in these things that are facing us from time to time that

are of vital interest to all clothiers alike.

"I believe that a provincial association is necessary and a good thing
to link up the local associations and my contact with the Ontario Provin-
cial Association in the past two years and the unselfish spirit evidenced by
all and particularly the executive in trying to work for the good of the
clothiers in the province, has thoroughly convinced me of its importance
and the fee which any one merchant pays has been many times over saved
to the individual merchant. I might say further that the merchant who
has received these benefits and has not paid his past year's due ought to
recognize that he is in debt to the association and I hope his conscience will

soon start to trouble him.

"I believe that a Dominion wide association is a thing that we as a pro-
vince should look forward to and that the force brought together by the
provincial association might be united under one specific organization to
meet such conditions as arise by much ill-conceived and badly thought-out
legislation such as was inflicted on us during the past year by our legis-

lature in passing the so-called Luxury Tax. Had our retail merchants as-
sociation not brought to bear the force that they did, this tax would have
been a still worse blow to retail business than it has been. Two hundred
merchants being assembled in delegation at Ottawa from all parts of On-
tario and even further in a matter of forty-eight hours and the well pre-
pared memorial presented to Sir Henry Drayton had a definite bearing as
was evidenced in the changes made. Had its force been augmented to the
extent of covering the whole Dominion as a dominion-wide association
would have permitted, the retail clothiers would have been enabled to
bring force upon the government at that time and in fact could rally at
any time a force that would be felt and would prove effective.

"I am in favor of every city having a local retail clothiers' association.
I am in favor of every province having a provincial association, and I look
forward to the time when the Dominion of Canada will have a retail cloth-
iers' association that will be a power and a factor such as the National
Association in U.S.A."
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Bank Managers Say Many Retailers Still Holding
Out for Prices Above Present Market Values

Reports From Over Five Hundred Centres in Canada Say That in Majority of Cases Reduc-
tions Warranted by Present Conditions Not Being Made—Not Many Financial

Embarrassments in Sight

WHAT the bank manager thinks of the manner in which the retailer is conducting his business on

a falling market is both of interest and importance to the retailer. The bank manager may be

right or he may be wrong; but in either case, the conclusions to which he has come are bound

to influence the relationships between himself and his client, the retailer. If he is right, retailers can

understand a little better, perhaps, why he has adopted the attitude he takes at the present time; if he

is wrong, the retailer should be at some pains to convince him of his error because it is in his interests

to do so.

Recently The Financial Post sent out a questionnaire to bank managers all over Canada. In this

questionnaire, questions were asked that are of importance to the retailer. From the retailer's point of

view, the most important question asked was, "Is the retailer reducing prices as far as conditions war-

rant?" Of the hundreds of answers received to this question from every province in the Dominion,

there were two hundred and sixty-eight bank managers who stated that, in their opinion, retailers were
not reducing prices warranted by present conditions; two hundred and fifteen replied that, in their

opinion, retailers were making such price reductions as wTere warranted. There were some thirty or

forty doubtful answers. Saskatchewan and Ontario broke about even in the answers that were received

;

while all other provinces recorded a majority for the "nays". Readers of the Men's Wear Review will

understand, of course, that this questionnaire did not refer specifically to their business but to the retail

business, generally, and as presenting the bankers' viewpoint on the general business situation it is of

importance.

FEW FINANCIAL EMBARRASSMENTS,
One of the questions asked by The Financial Post was with regard to the liquidation of debts and

the likelihood of assignments having to be made. There are some isolated instances where bank man-
agers gave it as their opinion that some of the smaller merchants would be forced to the wall, but the

great majority of answers to this question is very reassuring. Bank managers give it as their opinion

that retailers are doing their utmost to liquidate their debts, and they add that there seems little danger
of financial embarrassments in the vast majority of instances which are their especial consideration. The
consensus of opinion is that merchants will be able to weather the storm.

STANDING IN DIFFERENT PROVINCES

Reverting again to the first question, it is of interest to learn how the several provinces stand with

regard to the price reductions by retailers:

In Saskatchewan, fifty-one centres report tha t reductions are being made that are warranted by
conditions; fifty-three say not.

• In Manitoba, fifteen centres report price reductions; thirty-nine say such reductions are not being
made.

In Alberta, thirty-nine centres answer the question in the affirmative; and twenty-eight in the
negative.

In British Columbia, seven centres answer the question in the affirmative; and thirteen in the nega-
tive.

In Quebec, thirteen centres answer the question in the affirmative; twenty in the negative.

In Ontario, eighty centres say that price reductions warranted by conditions are being made; while

eighty-six say that such reductions. are not being made.

In the Maritime provinces, ten centres answer the question in the affirmative, and twenty-nine in

the negative.
STATEMENTS BY BANK MANAGERS

Under the column headings "Affirmative" and "Negative" we quote from statements made by bank
managers in the different provinces:
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AFFIRMATIVE
"We consider that they are making every

effort to do so. Certain lines which they pur-

chased at higher prices than those now prevail-

ing in wholesale circles they are attempting to

dispose of at the old price".—Norval, Ontario.

"The majority of retailers in this district are

selling at a discount from 20 to 30 per cent".

—

Tweed, Ontario.

"I believe the retailers in Fort William have
reduced prices on mostly all lines with the idea

of getting rid of stocks as quickly as possible".

—Fort William, Ontario.

"There* is every evidence that retailers are
quite conscientiously reducing their prices, as

may be judged from their advertising".—Toron-
to, Ontario.

"The more reliable retailers are reducing
prices fairly well but there is still room for im-
provement in this locality".—Port Arthur, Ont.

"Yes, decidedly".—Sommerside, Ontario.

"With the exception of men's furnishings,
ready-made clothing and ladies' ready-to-wear
garments, we find that little reduction is made
in prices".—Fredericton, N.B.

"I think in most cases he is reducing as far
and as fast as he can".—Lethbridge, Alta.

"Yes, locally, all merchants are doing this".

—Provost, Alta.

"We believe the retail merchants of this vil-

lage are reducing their prices accordingly".

—

Minburn, Alta.

"This is being done locally, but from inter-

views with some of our retail clients from small
outlying points, this matter has not yet received
the attention which it should demand in view
of present unsettled conditions".—Morinyville,
Alta.

Medicine Hat, Lethbridge and Edmonton re-

port that suitable reductions are being made.

"In most cases in this locality, I believe that
the retail merchants are reducing their prices
as far as conditions warrant and, in some cases,

a little farther than would appear to me to be
reasonable".—Winnipeg, Manitoba.

"The retailers are reducing prices as much as
possible".—Steinbach, Manitoba.

"At least, as far as they can safely do so".

—

Rossburn, Manitoba.

"We believe that the merchants are reducing
prices in order to cope with the larger con-
cerns".—Valparaiso, Sask.

"Practically all merchants are reducing prices
in this city as far as conditions warrant".

—

North Battleford, Sask.

"In my opinion, the majority of retailers are
reducing prices as much as conditions warrant
but I think there are, shall we say, some pro-
fiteers who are holding out for the highest pos-
sible figure still".—Eskbank,"Sask.
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NEGATIVE
"Generally speaking, I think that retailers are

unwilling to take a loss on merchandise pur-
chased at high prices and they are not basing
the selling price on the present replacement
cost".—Toronto, Ontario.

"In my opinion, reductions are being made
on certain lines of inferior quality but when a

decent article is called for there is little or no
reduction—this applies particularly to cloth-

ing".—Peterboro, Ontario.

"Prices only slightly reduced. Retail Mer-
chants' Association appear to be holding to-

gether".—Owen Sound, Ontario.

"A number of dry goods and clothing stores

have held sales but we have found it difficult

to determine whether any real reductions have
been made in the price of goods".—Brantford,
Ontario.

"There does not appear to be much inclina-

tion to cut prices in the smaller centres. Re-
tailers are disinclined to accept a small margin,
and are much slower in marking down than
they were in marking up".—Montreal, Quebec.

"He is trying to make all he can but claims
that the country merchant did not mark up his

goods on hand but gave his customer the bene-
fit of the low price as long as the goods lasted".

—Killaloe, Ontario.

"According to present wholesale prices he is

not; he is holding prices up to equalize the
eventual losses on old stock purchases at the
higher level".—Marysville, N. B.

"Retailers claim to be reducing prices, but we
do not think that they are basing reductions on
replacement values".—Hillsborough, N.B.

"No, and in spite of the fact that wholesale
houses are quoting lower prices, the retailer

does not seem to be giving the buying public the
benefit of these lower prices".—Sydney Mines,
Nova Scotia.

"Generally speaking, I believe the retailer

does not show a disposition to take a loss and
only reduces when the action of a competitor in

cutting prices forces him".—Hull, Que.

''Practically no reductions here and the mail
order houses outside are getting the business".—Prince George, B. C.

"No, very reluctantly reduce prices".—Revel-
stoke, B. C.

"No. Although we are passing through an
epidemic of sales the retailer appears altogether
too anxious to cling to the prices of four months
ago and has little consideration for replacement
values".—Hanna, Alta.

"I would say not; there is a tendency to keep
them up".—Winnipeg, Man.

"There is little evidence yet of any reduction
in prices. Cost value rather than replacement
value still controls prices".—Shoal Lake, Man.

"In my opinion, prices of commodities, espe-
cially in country points, are not being reduced
considering conditions. Prices have been re-

duced but very little and were they reduced
in accordance with conditions. I believe it would
stimulate local trade".—Glenboro, Man.
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Garment Manufacturers' Convention

Strong Opinions Expressed With Regard to Cancellations—Dele-

gates Feel That Prices Have Been Established—Discussion

on the Tariff—Election of Officers.

THE THIRD annual convention of

the Canadian Association of Gar-

ment Manufacturers was held in

the City of Montreal during the sec-

ond week in December, when the follow-

ing officers were elected for 1921: Presi-

dent, R. P. Sparks, Ottawa; eastern vice

president, P. S. Hardy, Montreal; west-

ern vice president, C. A. Graham, Ed-
monton, Alberta; treasurer, H. F.

Brooks, Ottawa; secretary, F. E. Haw-
kins, Ottawa.

Discuss Cancellations

Among matters discussed at the con-

vention, the present business situation

was dwelt upon and while the difficulties

of the situation were fully recognized,

an undercurrent of optimism was strong-
ly evident at the convention.

In the opinion of the great majority
of those present, the disregard of moral,
if not legal, responsibility of contracts
was regarded as one of the most menac-
ing features of the period of deflation.

Delegates stated that manufacturers
were held firm to their committments,
and while the difficulties of the retail-

er were recognized, it was felt that a

resumption of business depended upon
the re-establishment of confidence be-
tween buyer and seller. It was felt that
the problem was one of re-billing. Man-
ufacturers, it was said, were going out
to the trade after the first of January
with the full conviction that prices were
now established—that all the water had
been squeezed and, unfortunately, a lit-

tle blood with it. The hope was ex-

Time To Buy
"It is obvious that the Canadian

people must continue to produce to

the utmost, and in this course they

will be supported by the Canadian
banks. The doctrine of economy
has been wisely and insistently

promulgated throughout the coun-

try, but the time has arrived when
people with money to spend should

afford some encouragement and
assistance to merchants by mak-
ing reasonable purchases. This

cannot be construed as extra wo-

gance—it is the only way in which
commercial liabilities can be re-

duced and domestic trade stimu-

lated."—C. A. Bogert, president of

the Canadian Bankers' Association.

pressed that merchants would pm-chase

conservatively and sanely, that fhey

would do so with the full intention c

accepting purchases, and that these fac-

tors would largely contribute to the nor-

mal resumption of business and Curtail-

ing of unemployment.

The Tariff Discussed

The "tariff was fully discussed; also

the case for the industries that had been

presented in the form of a brief before

the Tariff Commission at Montreal in

November. The feeling of the conven-

tion was one largely of hope that the

government would see its way clear to

do something to relieve the hardship re-

The New Agreement
With Garment Workers

The wages of garment workers employed in the factories of some
twenty firms which are members of the Associated Clothing Manufacturers
in Toronto have undergone a slight reduction as the result of a new agree-
ment, recently concluded, and which became operative on December 1st.

When the last agreement was drawn up about the middle of 1029 there was
an increase awarded amounting to about 12 per cent.; it gave a $3.00 in-

crease to women and a $5.00 increase to men, per week. The latest agree-
ment eliminates this 1920 increase. One of the officials of the organiza-
tion stated that it would make a difference of about two per cent, in the
cost of a garment to the trade.

At the time of writing, the Montreal Clothing Manufacturers' Associ-
ation is not able to make any definite announcement regarding the wage
schedule in that city. A tentative scale has been announced by the Harris
Vineberg Co., Ltd., following their recent strike which, however, only
holds good for one month, or until the trend of conditions becomes more
certain. If the volume of business does not come up to the expectations
of the company, the schedule may be changed.

Popular-Priced
Men'sand Boys'Clothing

Well made from up-to-date,

saleable materials and at a
price which will meet pres-

ent-day competition.

IT WILL PAY YOU

to get our quotations before
placing orders.

The Gardner Clothing
Manufacturing Co.

Wholesale Clothing Manufacturers

645 St. Valier St., Quebec

A.P.H. Pants
Guaranteed all pure sheep 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
I

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

High-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

suiting to the garment industry from
the operation of the tariff.

Also as a further result of the con-

vention, a question of price adjustments

was taken up with the mills for the

first time as an association enterprise.

So far as possible at this time of un-

certainty, plans were laid for the new
year's activities in the full belief that

the return of normal conditions might
be a hard but none the less necessary

process; and that the sooner the prob-

lem was tackled in a practical manner
by everybody, the better.
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The House with over a century
y

s reputation for value

Manufacturers and Merchants

119 Wood Street, London, E.C. 2, England

Complete Drapery and
Men's Outfitting Service for -

Canadian Trade

IT
IS sound policy for Shippers to go to "Brettle's."

There is the certainty of securing that maximum
value at the right price, which is the most important

factor in successful business development. Brettle's

"Oberon" specialities merit the attention of every buyer
and there is a range suitable for the needs of every

climate.

Furl her, sales-people take genuine pride in showing "Oberon"
goods, knowing that they give the fullest satisfaction—in fact,

it may be said, that "Oberon" specialities clinch their own sales.

Write or call on our nearest agent for samples.

—LINES FOR MEN—
Men's Silk Handkerchiefs

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.

"Oberon" Quality Neckwear
Brettles are manufacturers 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 especially suitable for the better to best-
class trade.

Canadian Representatives:

Eastern Provinces Western Provinces

Marshall & Hardine Mr. G. E.Ledder
Carlaw Bldg. Grace Court

Wellington St. West, Toronto Cornox Street, Vancouver, B.C.

"Oberon"

Specialities

Hosiery,

Underwear,

Sports Coats,

Knickers,

Knitted Scarves
in Silk,

Artificial Silk

and Wool,

Ladies' and Men's
Pyjamas,

Towels,

Quilts,

Rugs, Blankets,

Sheets, Linens,

Haberdashery,

Men's Shirts,

Dressing Gowns,

Ties, Braces,

Collars, Caps,

Ladies' and Men's
Raincoats and
Waterproofs.

George Brettle & Co., Limited
119 Wood Street, London, E.C. 2

ENGLAND



MEN'S WEAR REVIEW 61
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GOSWELL RD, L0ND0N.E.C1 , ENG.

Ladies'

Leather
Blouse
Cases.

Ladies'

and
Gents'
Suit

Cases.
CATALOG M.W.R. 12 ON REQUEST

THE MOST PROGRESSIVE HOUSE
IN THE
TRADE

Overland
or Cabin

Trunks

Ladies'

Hat Cases

Cowhide
Kit Bags

Suit Cases
Brief Bags
Dress Cases
Masonic
Attache Cases 1
Music Cases
Writing Cases
BEST BRITISH MATERIAL AND WORKMANSHIP

YOU ARE CORDIALLY INVITED TO VISIT

STAND F. 103
BRITISH INDUSTRIES FAIR

WHITE CITY, SHEPHERDS BUSH, LONDON, ENGLAND
FEB. 21 -MAR. 4, 1921

ALL GOODS ARE
THE PRODUCT
OF OUR OWN
FACTORIES
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The Mark of Fine Merchandise

"Viyella"

"A z a"

"Clydella"

Unshrinkable Flannels

Your particular attention is

directed to our circular letter

of December 27th, 1920.

WM. HOLLINS & CO., LTD.
(of London, England)

62 Front Street W., Toronto

45 E. 17th Street, New York
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Regisi-ered No £62 005

i t i i t i t n 1 1 1 t im 1 1 1

1

t rr-m in iiriimniTi

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

had from any of the Leading Wholesale Dry Coods House:

«*TMMMM IJ H T M TTT M im T! MMM TI H IITMMHHM THmHM ITT M TTV.

Salesman Wanted
We require a representa-

tive who has made a suc-

cess in a retail store and
who wishes to broaden his

experience and at the

same time increase his

present earning power and
immediate prospects. Sal-

ary and bonus on sales. To
a man of ability and char-

acter this position offers a

bright future. Write

—

The MacLean Publishing Co., Ltd.,

Trade Newspaper Division

Toronto Canada

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

A/TANUFACTURERS' AGENTS SELLING WHOLESALE DRY GOODS
trade wish to obtain a standard Canadian line. Box 320, Men's

Wear Review, 143 University Ave., Toronto. Oni.
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GARTERS
Garters of the

Satisfaction-Giving kind.

SUSPENDERS
Stock Sphere Suspenders
it means extra business.

No. G.P. 22.

Regd. No 2054.%

" Sphere " Garters.

Made in Cord and Pad

styles in a large variety of

Qualities and Colourings.

Carries our high standard

of make familiar to the

trade.

WHOLESALE ONLY:

Rend. No 205436.

"Sphere" Specialities
are noted for their

Quality and Value.

"SPHERE" Suspenders and
Garters are cut from most
carefully chosen materials that

will give greatest service.

Always well made and well

finished, allowing fullest freedom

and comfort.

If not already stocked, send us

a trial order through London
House or direct.

"SPHERE" O.C. (OsoComfy). Rigid
webbings, button-hole rigid ends and
elastic at the back similar to the French style

" Sphere " Suspenders are also made in a

Large Variety of Artistic Designs, in

ordinary elastic webbings and leather ends.

FAIRE BROs
- & Co., Ltd., LEICESTER,

LONDON: 19 Fore Street, E.C. 2.

SOUTH AFRICA: Davies, Gnodde & Smith, 1 Strand Street,

Port Elizabeth.
MELBOURNE: Alfred F. Smith, 2 Fink's Buildings, Elizabeth

Street, Melbourne.

ENGLAND.
SYDNEY: Alfred F. Smith, 39 Queen Victoria Buildings,

George Street.

CHRISTCHURCH : Robert Malcolm, Ltd., 79 Lichfield Street.
Also Auckland, Wellington, Dunedin.

BOMBAY : F. A. Filmer &. Co., Gaiety Buildings, Hornby Road.
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Now Prices Are On
The Level

This position will be a pleasant
one for all thrifty merchants.
Those of whom are dealing in
ARM AND HAMMER Brand
Goods will be sure of receiving
value for value.

Shirts, Overalls, Bloomers and
Shopcoats, also Trousers of good
wearing quality— those that
will please both you and your
customers.

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

Manufacturers of the famous "Arm & Hammer" Shirts,

Overalls, Bloomers, Trousers and Shopcoats

Nilftffi.W.1B^^
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THE MONARCH KNITTING COMPANT. LIMITED

Monarch -Knit
Be sure to see the fine range of samples

our travellers are now showing- for

—Fall 1921

—

Men's and Boys'

Sweater Coats, Pullovers and

Button-neck Sweaters

Jerseys, Toques, Scarves

Mufflers, etc.

Men's Hosiery
Silk and Mercerized in all the popular

styles and colors

The Monarch Knitting Co.,Limited
Head Office : DUNNVILLE, ONT.

Factories at : Dunnville, St. Thomas and St. Catharines, Ont.
and Buffalo, N.Y.
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To-day—it's none too early—reserve one of our wonder-
fully complete Sample Books for SPRING. Enlist the

strong support of made-to-measure

ART CLOTHES
in your Clothing Department—on a safety-first basis.

Only one representative in each
locality. Secure this desirable

agency for yourself now.

No investment—no loss—no risk—no stocks on your hands
—no worry.

Enjoy the advantages of our remarkable selection of

woolens, our incomparable styles—and allow us to carry
the stocks and the investment.

There are never sufficient ART Style Books to supply de-
mand—the moral is plain—reserve yours to-day!

Cook Bros. & Allen, Limited
TORONTO
J^lanufacturers of

gRTCLgTHES
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FIT-U CAP
ADJUSTABLE TO ANY HEAD

WITH WINTER INBAND
Customers from Coast to Coast have been

asking for a winter Inband in our Fit-U Cap.

Here It Is!
PATENTED 1920

Warm, comfortable, snug-fitting baud lined with fur or sanitary cloth, knitted visor in front.

Easily adjusted to fit any head, from 6% to 7%. No worry re sizes. No odd sizes left over.

Write us to-day for sample box containing half-dozen winter Fit-U caps, assorted patterns,

one-piece top, at $16.50 per doz. Six different patterns; each cap will fit any normal head.

Tf only you could buy all your merchandise that way!

BUT YOU CAN BUY CAPS-LET US SHOW YOU

TIP TOP CAP CO. (Greene Swift, Limited)LONDON, ONT.

The Stamp of a Better Overall

Goodhue's

"STAR BRAND"
are THE Overalls

Ask the workman. He can tell you what it

means to have overalls of the best material,

double seamed and reinforced for the hard

going, strenuous wear he must give them.

Workmen are eager to patronize dealeis who specialize in Work Clothes of

quality. This is why "STAR BRAND" Overalls are such effective trade bring-

ers. Their wearers have confidence in your entire establishment.

// you are open to conviction let us have your orders-

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

Montreal: 211 Drummond Bldg. Ottawa: 76 O'Connor St.
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MILNE'S
NECKWEAR NEWS

BIG VALUES JANUARY, 1921 RIGHT PRICES

Buy Early

Prices are now at the lowest.

Do not leave your buying too

late. Goods are not manu-

factured over night and later

goods will be scarce and prices

higher.

Now
We can give you prompt de-

livery at the lowest prices but

cannot promisefor later orders.

Complete Spring Line
now on the road.

WILLIAM MILNE
The Newest in Neckwear

1 29-39 Spadina Ave. - Toronto
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NEW PROBLEMS
1 he period of readjustment to normal conditions has brought about
the enforcement of industries to lower prices and more efficient pro-

duction.

Therefore we are in a position to give our customers
better value and standard prices.

Our travellers are going out on the road with a full range of samples

SPRING AND FALL, 1921
in latest patterns and newest shapes in Men's and Children's

HATS AND CAPS
It will pay you to see this interesting range.

BOSTON CAP CO.
Montreal338 St. Urbain Street
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NEGLIGEE and WORK
SHIRTS

offer the maximum in quality, value and service;

the best possible advantages for volume sales—
and repeat sales.

The Hercules standard is established. Improve-
ments alone change it from time to time.

Value is one point we are keen about. We make
every Hercules Shirt stand not only for the finest

in fabric, make and finish, but for the fairest in

good value.

We've a splendid assortment of models, all just

right in price, style and pep for big Spring sell-

ing.

It will be to your decided interest to see our

range of samples before placing your orders.

The Hercules Garment Co., Limited
Head Officer—Montreal

Factories: MONTREAL and LOUISEVILLE, P.Q.
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NO MORE SUSPENDERS

•°^§uspender-Belt

Manufactured by

The Uniform $ Equipment Co.

57 Colborne Street

Toronto, Ont.

Main 5435

Be sure to visit us at at our Warehouse, 57 Colborne St.

You will receive a cordial welcome and no obligation to buy.
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AS ONE BUSINESS MAN
TO ANOTHER

The aim of Men's Wear Review is to give our readers the finest

type of editorial service—the best market service and the most

up-to-date methods and ideas as aids to better merchandising.

We are confident you will want to renew your subscription for

1 92 1—for, as many men have expressed it in renewing, they

would not want to continue in business if the market infor-

mation in Men's Wear Review were not available.

Every dollar saved in renewing subscriptions means just one

dollar more that we can devote to bettering our editorial and

market services. The large majority of merchants realize this

and when they do not renew promptly—it is due to an oversight.

We feel in bringing the plain facts to their attention they will

not, in their own interests, permit us to waste money in per-

suading them to renew when they intend doing so from the

first.

In the present indefinite state of markets and prices you will

not wish to be without a single issue— which will happen if

you do not renew promptly.

If you will help us in this way we can serve you better and to

serve our readers better is the daily effort of every member of

our staff.

Renew promptly in your own interest.

MEN'S WEAR REVIEW
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A Vital Message to

Business Men

THIS IS THE TIME for every brain

and hand to utilize every atom of

energy, every constructive thought, every

helpful suggestion that will furnish more

power to the business motor.
,

This is the time when the generals of busi-

ness must take off their coats, roll up their

sleeves, spit on their hands and re-vim every

department, inside and out. 100% manage-

ment must register 110% and more.

This is the time when raw material men
must join forces with manufacturers, with-

out fear or favor, to keep production on an

even keel with both hands on the wheel.

This is the time when manufacturers

must co-ordinate their interests with whole-

salers in a will to win by working together.

This is the time when wholesalers must

co-operate to the fullest extent with retailers

by the suggestion of better selling methods.

Showing a merchant how to sell more is to

show him how to buy more.

This is the time when entire sales organ-

izations should be on the road selling pros-

perity, and star salesmen should not ignore

From Chicago Evening Post, December 3rd.

one-night stands. Beating the brush for

business is more profitable than killing time

at home.

This is the time when retailers must take

advantage of every legitimate means of in-

ducing business by catering to the public

needs at equitable prices for dependable

goods. Business may be encouraged when
it cannot be forced.

This is the time for the salespeople behind

the counter to remember that truth, cour-

tesy and smiling service are the three great

assets of personal success.

Inertia begets inertia ; even- complaint

imagines another.

This is the time when the business winner
should be ostracized, the grouch banished,

the discouraged inspired.

Super-effort in the sanctum, office, fac-

tory, on the roads, behind the counter, will

do more to blow away the clouds of uncer-

tainty and put business on a soundly econo-

mic and profitable basis than all the theories

that ever have been or ever will be ex-

pounded.

This is the time—let's all go to work for

the new era of real prosperity.
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Deacon Shirts

Better Than The Best

EVERY MERCHANT
WHO SELLS OUR-

Working and Outing Shirts

Starched Shirts Sateens

Flannel Shirts Oxfords

Viyellas Clydellas

Tweeds, Drills, etc.

WILL FIND THEM PROFITABLE
and your Customers will surely describe them

SERVICEABLE.

ffc)
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ALWAYS FIRST

in NEW BUST FORMS and
NEW IDEAS

To help sell more merchandise we are now
putting on the market complete

line of Wood Fixtures to

display all classes of

goods.

DELFOSSE & CO.
i\~l 241; Craig St. W. Factory

MONTREAL
to 19 Hermine St.
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Dominion Raynsters
i tMade-in- Canada ' Raincoats

Think of Spring

"DOMINION RAYNSTERS"
are made for men, women
and children. They come in

many different styles and
materials suitable for every
occasion.

Almost before you realize

it, Spring will be here and

your customers will be

asking for "Dominion

Raynsters.'
1

Have you seen the new
Spring styles? Have you

placed your "Dominion
Raynster" orders?

If not, write our nearest

branch to let you see what

"Dominion Raynsters"

have to offer in the way
of styles and values.

"Dominion Raynsters" are

the everyday, rain-and-shine

coats. They are absolutely

waterproof, yet, in appear-

ance, are like the expensively

tailored Spring and Fall

coats.

Being Dominion Rubber
System products, you can sell

them with every confidence

in their sterling quality and
in the service they will give.

Ihe "Dominion Raynster"

label goes in every coat to

protect you and assure satis-

faction t'i vour customers.

Write to the nearest service branch

JBSSffi)

Dominion Rubber System Service Branches
are located at

Halifax, St. John, Quebec, Montreal, Ottawa, Toronto, Hamilton, Brant-

ford, Kitchener, London, North Bay, Fort William, Winnipeg, Brandon,
R°gina, Saskatoon, Calgary, Lethbridge, Edmonton, Vancouver and Victoria.
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PARK effectively shows the new low

shape. Made of best quality satin

striped Madras, it is the leader of all

striped collars.

PARK is a collar you will be glad to

stock.

Immediate delivery at $2.40 per doz.

TOOKE BROS., LIMITED
MAKERS

Montreal Toronto

Winnipeg Vancouver
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Glovers-Craft Limited
P. O. Box 1026 Bell Telephone East 5 1 00

SAVOIE LANE, MONTREAL
Thus addressed from February First, 1921, your com-
munications or phone calls will reach OUR NEW
LOCATION.
It has been necessary to DOUBLE our manufacturing

facilities to meet the increasing demands for our lines.

THECONSUMERS INSIST MORE AND MORE,ON FIRST-
CLASS GOODS, CARRYING ONE HUNDRED CENTS IN
THE DOLLAR OF VALUE, AND THAT'S WHAT WE
HAVEGIVENAND INTEND TO CONTINUE SUPPLYING.

STOCK GLOVERS-CRAFT LINES

Workingmen's Heavy Leather Gloves and Mitts, made
from Muleskin, Horsehide, Pigskin, Elkskin,Chromesheep.

Ladies', Gentlemen's and Children's fine Gloves and Mitts,

made from Mochas, Kids, Napas, Capes, Peccaries, Deer-

skins, Buckskins, etc.

Moccasins, made from Jackbucks, Elkskins, Horsehides, etc.

Slippers in various Fancy Leathers and Specialties.

You will then have Quality Goods at the same price as

you^have to pay for inferior lines. What's no less,

you get real service. Every order, small or large, is

shipped on time, complete. Goods same as samples.

To try Glovers-Craft Lines once, is to

adopt them forever. That's how good.

Because these goods are manufactured under the per-

sonal supervision of Canadian experts, having upwards
of 20 years' practical experience.

If our Salesmen, now on the road, do not get to

you soon enough, call, wire, phone or write us.

GLOVERS-CRAFT LIMITED
P.O. BOX 1026 SAVOIE LANE, MONTREAL

m
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This is the home of the

Tutt Clothing Com-
pany, "makers of fine

clothes," and specialists

in Dress Wear.

A new building, hous-

ing a new organization,

for the creation of the

best in clothing for

men.

Our representatives are

out with a special mes-
sage for you concern-

ing quality and ex-

clusiveness in Tutt
Ready - tailored and
Tailored - to - measure
Garments.

Tutt Clothing Gq
MAKERS OF tssssst FINE CLOTHES

21 Dundas Street East

Toronto, Ontario
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OTTAWA
111 Sparks St.

HAILEYBURY
Matabanick

Hotel

SUDBURY
Nickle Range

Hotel

SHERBROOKE
4 London St.

VISIBLE VALUE
Brings Big Business

Value above all things is what the public are looking

for. Get the utmost in value in what you buy and

pass it along to your customers.

Racine Values Are Visible

That is why they are particularly profitable in these

days of careful buying.

See Our Profit Producers Before Making Your
Spring Purchases

"Racine" Working Shirts "Life-Saver" Overalls

""Hero" Fine Shirts "Samson" Pants

"Strand" (Chemise de Luxe) Shirts "Record" Sox

Underwear Sweaters Collars

Cravats Suspenders

Pyjamas Umbrellas Belts, Etc.

SYDNEY, N.S.

269 Charlotte
Street

THREE
RIVERS

Main Street

RIVIERE DU LOUP
Hotel Anctil

CHARLOTTETOWN,
P.E.I.

Queen and Sydney Sts.
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Ready-made Clothing Made-to-Measwe ciothmg

for Men and Boys

Our Spring and Summer Outfit

for specials is the best we have

ever offered to the trade.

Our prices are based upon replacement values of to-day.

Our range is complete in every respect.

The best hand tailoring, which goes with every garment,

combined with the use of the finest fabrics, assures the

merchant handling our line, merchandise that will

please his customers in regard to workmanship and
reliability.

Our prices are as low as good clothes can be sold for.

Write to-day for our special Made-to-Measure propo-

sition.

Small investment, big profits.

WE CARRY THE STOCK.

Copplep, J^opea & &anball, Htmtteb

Hamilton, ©ntaxio
m n
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Many More NEW Designs

in HICKOK Buckles
There are many surprising new HICKOK designs in store for HICKOK dealers

this season.

HICKOK Buckles are always appropriate. They never go "out of style"

—

because every HICKOK design is good and correct, and therefore lasts. The

wearer never tires of HICKOK Belts and Buckles. But each season we add a

new lot of designs to the HICKOK Line—and each new lot is invariably

better than the last.

This season we have added a number of unusually distinctive patterns—patterns

that will be style leaders in belts and buckles. There will be a big demand for

the new HICKOK patterns. Be prepared to meet it. Be sure to see our sales-

men's samples and order early. Popular prices—to retail at 50 cents and up.

Our salesmen are now showing the latest HICKOK c
Belts and cBuckles

WRITE for the new HICKOK Spring Catalogue

HICKOK Belts dc Buckles
The Largest Factory in the World ^Manufacturing cBelts and cBuckles

The HICKOK MFG. CO., Ltd., 33 ''Richmond St. West, Toronto, Ont.

ROCHESTER, N. Y., U. S. A.
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TRADE MARK

SPRING
SOR TING

Easter is early this year,

making it desirable to sort

up at once. We can assure

you of prompt deliveries and

unusually satisfactory prices.

FALL
PLACING

Acme salesmen are now
booking orders for Fall.

Our line is one of the finest

we have shown—and prices

—well, they are such that

you will not hesitate to buy

!

By Way of Suggestion:
Men's Unlined Domestic Cape Gloves, from $13.50 do:.

Men's\Unlined Domestic Mocha Gloves, from $12.00
"

Men's Work Shirts, from $ 9.00
"

Men'slFinc Shirts, from $14.50
"

ACME GLOVE WORKS

M
mnnm

r
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MILNE'S
NECKWEAR NEWS

BIG VALUES RIGHT PRICES

The narrow-cut tie is un-

doubtedly the popular tie for

the coming Spring season.

Its popularity is assured—it is

neat in appearance; practical

in design; will hold its shape;

and what is perhaps more im-

portant to the trade, IT IS NEW.

The Milne narrow-cut tie is

made only of the finest of

materials and in a wide diversity

of patterns, colors and color

combinations. Its cost, too, will

permit of its popular pricing.

THIS IS, OBVIOUSLY, THE BIG SELLER

It is necessary to place orders

immediately to insure a before-

Easter delivery.

WILLIAM MILNE
The Newest in Neckwear

1 29-39 Spadina Ave. :: :: Toronto



MKN'S WEAR REVIEW

S

w

E

A

T

E

R

5

MONARCH-KNIT

The

Monarch Knitting

Company, Limited
Head Office : DUNNVILLE, ONT.

Factories at: Dunnville, St. Thomas and
St. Catharines, Ont., and Buffalo, N.Y.

IS

Monarch-Knit
Sweaters, Jerseys, Etc.

For Men and Boys

f\ UR range for Fall, 192 1,

^-^ fully maintains the leader-

ship long since established by
Monarch-Knit.

In this range you will see the
kind of styles that appeal to real

boys and manly men.

Our designers possess the ability

to evolve styles that are smart
without being freakish or effem-

inate—and the sturdy qual-
ity of each number in the
range is backed by the Mon-

j^fc arch-Knit guarantee.

A Very
Popular
Coat

This coat is one of the most
popular in Canada because of
ils smart appearance and solid

comfort. The outside is wind-
proof and showerproof, while
the inside is incomparably soft

and warm.

^ YARNS
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M O NARCH-KNIT

What's Best in Hosiery?
The Answer is: See the range of

Monarch-Knit
For Fall 1921

A SPLENDID range of silk and
mercerized hosiery, in all the

popular colors, for men and women.

Double-soles, high spliced heels,
shapely ankles, fashionable mock
seam and fashioning, and elastic rib-

bed tops, all combine to give the fit,

finish and wearing qualities de-

manded by your particular cus-

tomers.

Place Your
Order Now

We have a splendid assortment of

goods in stock. On all sorting orders,

therefore, we are able to give imme-
diate delivery. Anticipate your re-

quirements now.

The Monarch Knitting Co., Limited
Head Office: DUNNVILLE, ONT.

Factories at : Dunnville, St. Thomas and St. Catharines, Ont., and Buffalo, N.Y.
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This Explains the

Price Situation
HP HE selling price of KantKracK collars has increased only

62j/> per cent, since 1914. During that period raw materials

increased over 200 per cent, and labor 100 per cent.

In some lines of merchandise lower prices are possible at the

present time on account of decreases in cost of raw materials.

The materials used in the manufacture of KantKracK collars

have not lowered in price, and, as a matter of fact, raw materials

have increased 15 per cent, in the past six months, while other

commodities have been declining.

The old saying is "What goes up must come
down." This appears to be true of prices, al-

though the descent of prices will be governed
by the height of the ascent. Prices that climbed
to dizzy heights are experiencing a big drop.

Tust how close to pre-war levels they will reach

is a matter of conjecture. Other prices that ad-

vanced moderately cannot drop as fast or as far

as the hieh-fliers.

It naturally follows, then, that the price of KantKracK collars

cannot come down very far, because they did not go up very
far. And until some lowering of cost occurs in raw materials,
no decrease is justified. Just as soon, however, as any decrease
in cost occurs (none is in sight yet), it will be passed on to our
customers.

In the meantime, we advise our dealers to carry well-assorted stocks of
KantKracK collars, which can be delivered quickly from our distributing
branches, located from coast to coast.

Quick service and one price to every customer are features that appeal
to the dealer, while the exclusive patented features of KantKracK collars

maintain a steady demand from consumers.

"What's the use of stocking cheaper collars when K^IM is what thev
want r

One Grade Only, and That the Best

Made in Canada

'antKrac
K

The Parsons & Parsons Canadian Co.
HAMILTON, CANADA

ESTABLISHED IN U.S.A. 1879 ESTABLISHED IN CANADA 190
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-day

haps

before, men
realize that

there is sound
economy in buying

good clotbes.

Samples—
See Them

Every one a "SPECIAL"
in every sense of the word.

Never before have we been
in a position to show to

the trade such a wide
range of really worth-
while fabrics. Every piece
has, either in the weave or
in the pattern, some out-

standing characteristic,

that stamps it for ex-

clusiveness and undoubted
value.

Makers of

THE BEST
TAILORED
GARMENTS

FOR
MEN

\vm. H. Leishman & Co.
Limittd

68 Temfarance St.

Toronto

m$\
The Leishman Special

Measure System of tailor-

ing gives satisfaction both

to the agent and his cus-

tomer. A pleasant in-

come is easily earned by

supplying an increasing

demand with clothing of

superior merit.

If you have no agency in

your neighborhood per-

haps we can arrange one

with you. No investment

is required.

iiiiiiiiiiiiiiiiiiiiiii^^^^^iiiiiiiiiiiiiiiiiiiiiiitin
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Real Caps for Real Boys

Caps of that sturdy build that is really boy-

proof. The strongly sewn seams, the heavy

linings, the unbreakable visors, the long-wear-

ing fabrics, argue well for the long life of these

caps.

Carefully tailored along newer style lines in

fetching colors and color combinations, these

caps are very attractive on display.

Our entire new stock of cloth hats and caps

for men and boys shows particularly good
workmanship and an aptitude in style selection.

Here is real value, for

Prices Are Greatly Reduced

PALTER CAP CO., LIMITED
SIXTH FLOOR. 122-128 WELLINGTON ST. WEST

TORONTO, ONTARIO

Silks, Percales. Flannels. Madras, Zephyrs

and many other fabrics, new and old, are

carefully selected for Prosperity Shirts.

There is a surprisingly large num-

ber of men in your neighborhood

who can not get real satisfaction

out of a stock shirt.

These, and many others who like

exclusiveness, will welcome the

addition of a special order counter

to your shirt department.

We can still arrange a few

agencies. Write for samples.

These are well-tailored shirts, with a careful

eye to the smaller details, assuring the ut-

most in wear and comfort. The sleeve

lengths are right.

In spite of the high standard of Prosperity

Shirts we have found it possible to greatly

reduce our prices.

Prosperity Shirt Company
1 2 Queen St. East, Toronto
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The history of the day's business

Every time a sale is recorded on an up-to-date National
Cash Register, a complete record of the sale is printed

on a strip of paper inside of the register.

This strip of paper is called the detail-strip.

It shows how much business is done during certain hours,

or during the merchant's absence.

It cannot be removed or changed without the merchant's
knowledge.

It prevents the cash drawer being opened without a per-

manent record being made.

At the end of the day, the merchant takes the detail-

strip out of the register and files it away.

It gives him a permanent, unchangeable history of each
day's business.

The detail-strip is only one of the many features which
make up-to-date National Cash Registers a business

necessity.

RB*-2.50
SA Re 12.00

RE* -0.75

RA*-1.25
SE Ch-7.45

RD*-0.33
RD*-4.25

RAPd-0.50
RD*-0.89
RB*-0.15
RE *-5.35

SA Ch-4.50

-DNS-0.00
RB*-2.23
SDCh-3.75
RA*-4.08
RE •-0.75
RD*-lJ00
SECh-1.25
RB*-5.75
RD •-0.47
RA*-1.25

0001
0002
0003
-0004
0005
-0006
0007

0008
0009
0010
0011

-0012
-0013
-0014
-0015
-0016
-0017
-0018
-0019
-0020
-0021
•0022

This is a section of the

detail-strip. For each
transaction it shows (1)

whether a receipt or slip

was issued, (2) the initial

of the clerk, (3) the kind

of transaction, (4) the

amount, and (5) the
number.

Let our representative

how you how it will help

you make more money.

We make cash re^istets for every line of businessNATIONAL
CASH REGISTER CO.

OF CANADA LIMITED
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So Big a Single Step Has Perhaps Never Before

Been Taken in the Process of Cap-evolution

The Fit-U creation is the cap-innova-

tion of the season and is being en-

thusiastically acclaimed by dealers

everywhere. The Fit-U cap will fit

any normal head from 6% to 7^g in

size and without any sacrifice of its

good style.

PATENTED 1920

Still maintaining our high standard of manufacture we are now
accepting orders for Fall delivery at greatly reduced prices.

TIP TOP CAP CO. (Greene Swift, Limited) Lond(Hl, Ont.

We Are Willing to Take
Our Medicine
All Our Raincoats in Stock at

50 CENTS ON THE DOLLAR
SEND FOR SAMPLES
This is a Genuine Offer for the

Months of February and March

Victoria Rubber Company
Manufacturers of Waterproof Clothing

GENUINE LEATHER COATS OUR SPECIALTY

437 St. Paul Street W., Montreal
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Popular and

Profitable
TN Atlantic Underwear the most
* discriminating purchaser will

find a garment that fits snugly.

The soft warm wool yarn with
whichAtlanticUnderwear is knitted

guarantees a suit that is free from
irritation, a suit that is absolutely

comfortable. With an Atlantic a
man can warmly breast the win-

triest weather.

Atlantic Underwear pleases both
the retailer and the consumer. The
fit, the quality and the price of

Atlantic assure satisfaction to the

consumer. Their popularity assures

quick sales to the retailer.

Sold in a large range of different

weights and qualities.

UNSHRINKABLE

TheUnderwear
that Overyears

ATLANTIC UNDERWEAR
LIMITED

MONCTON - - N.B.

E. H. Walsh & Company
Montreal & Toronto

Selling Agents for Quebec, Ontario and Western Provinces

Hi
HP-
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CLUETT, PEABODY & CO. OF CANADA, LIMITED, MONTREAL
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A National Duty

ASIDE altogether from the immediate benefit to

be derived from a quick disposal of high-priced

merchandise to make way for similar goods at re-

placement values, and from a rapid turnover of lines

that will yield a fair margin of profit, the clothier

and haberdasher can serve a national purpose in rid-

ding his shelves of as much merchandise as possible.

Merchants who are not making the necessary sacri-

fices having in mind replacement values are not alive

to their own interests, but we believe there are not

many of this class left in Canada. Profits are being

largely thrown to the winds these days in the retail

clothing stores. The indications are that there has

lieen a ready response on the part of the public to the

price-cutting sales of December, but more particular-

ly.January, showing that lower prices have been look-

ed for and, when they have arrived, have been taken

advantage of quickly and quite freely. Merchants

who have not fallen in line should do so, for, in so

doing, they not only are helping themselves but they

are helping Canada, they are serving a national pur-

pose and performing a national duty.

John S. Capper, of Chicago, has summed up the

situation very well when he said: "We realize that

it has become not a question of whether merchandise

sells at a profit or at a loss. The profit of the individ-

ual is of small moment when the welfare of the mul-

titude is involved. The clearing of shelves has be-

come a public duty—shall I say a patriotic duty?

—

so that future purchasing may be done to the end

that the industries of America may not become stag-

nant. And so we come to the waste that is greatest

of all, the waste of time. It is one of the assets of the

country, greater in value than anything else."

There is a world of truth in what Mr. Capper

says. Merchants know that profits have to be sacri-

ficed, the sooner the better. The sooner their shelves

are bare, the sooner will they buy ag ain. And the

sooner they buy, the sooner will the wheels of indus-

try turn once more and unemployment come to an

end. In the light of such logic, emptying the shelves

of goods becomes a national and a patriotic duty.

The Annual Statement

THIS is the time of the year when every merchant

is examining the hard, cold figures that stare at

him from his annual statement. "Figures don't lie
-
'

is an old adage, and yet figures do not tell all the

truth. The old adage is correct but it is not complete.

These figures that look at you tell of balances, profits.

losses, expenses. But there is nothing there of the

story of the business, its shortcomings and successes,

its improvements, its policies that have either suc-

ceeded and justified themselves, or failed and must

be cast to the four winds. These figures do not speak

of the regard in which the head of the firm is held by

the members of his sales staff; they tell of turnover but

tell little of the attitude of the customer toward the

store and its varied services.

In other words, little of the human interest that

attaches to business is revealed in the annual state-

ment. If inferior goods have been substituted for

old reliable wares and momentary* profits increased

thereby, this annual balance is silent on the point,

though the dissatisfaction of customers may not be

so silent. If you have backed up every bit of adver-

tising you have done with honest-to-goodness mer-

chandise, the balance sheet does not convey to you

that inner consciousness that Burns expressed in his

historical phrase: "An honest man's the noblest

work of God," but satisfied customers who still follow

the beaten path to your doors are a more eloquent

tribute to your store policy than cold figures would

indicate. Between the rows of figures that confront

you there is much of human interest that is worth

more than a mere retrospective glance.

Rain and Rainbows
THERE are many men who are just as short-

sighted when it rains as when the sun is shining.

To look at their faces, one would think they had come

to the conclusion that it was never going to stop rain-

ing. They forget that the sun still shines behind the

clouds, and that with every one rain there are thou-

sands of rainbows if they will but look for them.

Similarly, when the sun shines brightly there are

men who forget that it is going to rain some day and

that they will need temporary protection from, the

.storm.

Such, as a matter of fact, is business. We had

the bright, sunshiny days, and it began to look as if

they would never come to an end. But suddenly a

dark cloud appeared in the sky, it became more and

more menacing until it finally broke and the storm

was upon us. Then, many men were forced to the

17
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conclusion that they had not provided a temporary

shelter against the storm and they were painfully

caught. They had put their profits in unrealizable

things such as automobiles, expensive houses and use-

less luxuries. The banker began to squeeze a bit and

he was called all sorts of names; and it was forgotten

that he had given a warning months ago that the in-

evitable break must come and that merchants must

be prepared.

And now the storm is upon us, though we hope

we are just emerging from it. After all, there has

been much to be thankful for during the storm. There

has been no panic, and the depression has not been

so great as it was seven or fourteen years ago. Not

many men have been forced to the wall, and it does

not look as if many men were going to be forced to

the wall. Profits had to be sacrificed, adjustments

had to be made; but who was there who did not

know that this period had to come? In fact, the

period has been a very short one, comparatively ; and
the losses are not irretrievable.

There are scores of rainbows in the storm if we
will but look for them. Even a storm can't last for-

ever : the end has got to come, and it is usually fol-

lowed by sunshine.

ON TO OTTAWA
OX February 21st and 22nd the clothing section of

the Retail Merchants' Association of Canada,

Ontario branch, will meet at Ottawa. One of the

most pertinent matters that will come up for discus-

sion will be the form of taxation to follow the aboli-

tion of the Luxury Tax. It is the common belief

amongst business men the government will introduce

some new form of taxation to take its place in order

that sufficient revenue may be obtained to discharge

Canada's war debt. The occasion of the convention

will he an excellent one in which to make a show of

force and opinion to the government with regard to

this matter. When the Luxury Tax was brought

down there a howl of protest from every section of

the country, and the clothing men contributed their

share to the noise. That was their right. Now, how-

ever, there is a fair warning that something new will

be introduced in the way of taxation. Sir Henry-

Drayton has invited the retail merchants to come be-

fore him with a concrete proposition. Here is a

chance for the clothing men to contribute their share

toward constructive legislation. They will, doubtless,

be asked to endorse the resolution of the Dominion
Board which objects to any form of taxation that in-

terferes with the merchandising of his goods; in

other words, he wants a tax that is absorbed at the

point of importation or manufacture. What the

merchant is saying in effect is that he wants the tax-

ation passed along to him in the cost of the goods

quoted.

The clothing section might well go to Sir Henry

while in Ottawa and tell him what they favor with

regard to taxation. If each individual clothing or

haberdashery man does not do his part by going to

Ottawa, he should not kick if another form of tax-

ation is brought down harmful to his interests. He
will have done nothing to place his view on record.

THE IMPROVING SITUATION
As we go to press there are indications of an im-

provement in the general situation of business.

Several of the very large industries in Canada and

the United States have reopened their doors, thereby

helping materially to relieve the unemployment

situation _ In cities like Toronto, Montreal, Winni-

peg and Vancouver, there are signs of a return to

more normal industrial conditions. Unemployment

not only keeps the unemployed out of the market,

but it has a marked tendency to tighten the purse

strings all round. With the partial relief of this

situation, a reflection in business circles is already

apparent. Prominent men in industrial and com-

mercial circles are confident of good times in the not

far distant future.

BRIEF EDITORIAL COMMENT
THAT WAS a nice winter we had on January 17th

and 18th. Come again.
* * *

FALL STYLES are said to be conservative. When

will we refer to styles as being more U.F.O.-ish?
* * *

NOW THAT the January sales are over, let us get

down to business in the regular way. It will bring

results.
* * *

SIR HENRY DRAYTON has asked the retail mer-

chants of Canada to help adjust the trade balance be-

tween this country and the United States by buying

more Canadian-made goods. If the Canadian manu-

facturer will produce the goods and tell the retailer

about them, we are convinced the retailer will do his

share.

Editor's note—Throughout this issiu frequent

reference is made to the forthcoming Ottawa con-

vention. The matter was all set up in type when

the executive made the decision to changi the place

of the convention from Ottawa to Toronto, and it

was impossible to make changes all through the

issue in accordance with this decision. Readers of

Men's Wear Review will understand, therefore, that

where reference is made to Ottawa, it should now be

understood to read "Toronto.''

18
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Turnover Depends on Salesmanship;

Increasing Efficiency of Staff

Through Department Managers

New Plan Is To Increase Turnover by Careful Buying of Department Heads — Managers

Must Pay Interest on Over-stock—A Time to Encourage Salesmanship, Not to De-

crease Morale by Cutting Wages

TO recognize that a greater effort will have to be made to effect sales and to increase turnover during the

coming months is one thing; to lay plans to effect this purpose is quite another. Surely it is not a time for

an indiscriminate cutting of wages. To do such a thing would be to decrease, almost to annihilate, the

morale of the sales' force at a time when, above all other things, morale is needed if the heights are to be

scaled. "The black-coated gentry," as sales' people and salaried people generally are called, have never been
notoriously over-paid, to put it mildly. And when the success or failure of business enterprise during the next

eight or ten months, at least, primarily depends upon the work done by the sales' staff, it would manifestly be

unwise to start them on the road with a thinner weekly envelope. It may be a time for weeding out the in-

efficient; it is assuredly not a time for decreasing the reward of the efficient. It is, perhaps, the best time imagin-
able to encourage the efficiency of the sales' staff so that the volume of business may be kept well up or even
increased. Turnover depends altogether upon the volume of sales, and the volume of sales depends very largely

upon the efficiency of the sales' staff. Therefore, the thing that maintains or even increases the volume of turn-

over is the thing that should receive the careful attention of every merchant. And that "thing" is your sales'

staff.

In discussing this question with the proprietor of a large departmentized clothing and furnishing store recently

Men's Wear Review learned of the plan he is inaugurating this year to increase the volume of sales in his store,

through the department managers; and also to make these managers more efficient as managers of the several de-

partments. These managers are to be given a liberal bonus on the sales in their departments, so that the greater
the volume of sales the greater is their boyius at the end of the year or the half-year, or the month, as the case

may be. The merchandise manager of the whole store is also given a commission on the rate of turnover in the

whole store, so it is to his interest to keep constantly in touch with the department managers to see that their

turnover is according to schedule.

For, as a matter of fact, it is a schedule. A definite objective has been fixed for each department as to the

rate of turnover, an objective that looks not only to past records but to future bigger records in the history of

the store.

Turnover is regulated, however, by purchases; and as much depends upon the careful buying of the department
manager as upon the purchases of the individual customer for the rate of turnover. It is just at this point that
the proprietor of this store is going to encourage the efficiency of his department managers by a scheme that may,
at first glance, look negative but which is really positive in character. The better buyer the department manager is,

the faster will be his rate of turnover; and the faster his rate of turnover, the larger will be his commission
cheque which is given at stated periods. Conversely, if the buying is poor, if bad selections are made, if too

much stock is purchased, the rate of turnover decreases. Above all things, this is to be avoided.

This proprietor wants his department managers to be good buyers; if they are good buyers their commission
cheques offer a sufficient reward. If they are not good buyers, their commission cheques are smaller and
their stocks are, necessarily, too heavy. If they overload their department with, say, $5,000 too much stock, they
must pay to the firm bank interest on that amount which ivoidd probably mean $150 a year.

And, after all, isn't that making the department manager almost a co-partner? It is placing his services and
ability on the same plane with the proprietor himself. If the volume of business done in the store increases in
the calendar year, the store dividends reflect the result. The same holds good with the department manager.
If the volume decreases because of the lack of aggressive -methods, if the stock at the end of the year is ten,

fifteen or twenty per cent, heavier than it should be, the firm has to bear the expense of carrying it or of dispos-
ing of it at a loss. The same holds good with the department -manager. He is now the manager, almost the
proprietor of that department, in a position to- benefit himself according to the ability of his managerial pow-
ers and the keenness of his buying policy.

The new feature of this policy is the check which it places on buying and the impetus it gives to more care-

fid buying. The simple commission plan, of course, acted as an encouragement to turnover to the department
manager. The merchandise manager of the whole store was likewise encouraged on the commission basis. But
the straight commission plan placed no check upon over-buying. Its weakness, therefore, was that it did not
encourage greater care in buying with a view to increasing turnover by such careful buying.

The head of this firm is hopeful that this plan will make better departnient managers of the men he has
placed in charge, that through them a better sales' staff may be developed, that the department turnovers may
be increased to the benefit of both the department managers and the firm itself, and that every one will be better
satisfied all round.
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The Clothiers' Convention

On account of the prevalence of smallpox in the City of Ottawa, it

has been deemed advisable by the executive of the Clothing Branch of

the Retail Merchants' Association of Ontario to change the place of the

Convention which was to have been held at the Chateau Laurier on

February 2lst and 22nd, to the King Edward Hotel in Toronto. The

dates of the convention, however, remain unchanged.

This step has been taken very reluctantly by the Ottawa members of

the Executive who were sincerely anxious that the clothiers meet at the

Capital and who, moreover, had gone to a great deal of trouble to make

the occasion one long to be remembered by the delegates who had de-

cided to attend the convention. In the interests of the convention and of

the trade, however, they decided that it would be better to change the

place, and they urge upon all the men of the trade to make a point of

going to Toronto on the 21st and 22nd of the month.

Notes From the Capital

Ottawa, Ont.—The army of war-time

prices has been absolutely annihilated by
Ottawa clothiers, who unanimously
agreed to place General New-Price
Values in sole control of the local front.

That the population of the city have
been delighted in the change of com-
mand goes without saying, the desire to

buy being immediately evident and sales

improved almost overnight. Price reduc-

tions have been most generous and all

kinds of men's clothing and furnishings

have been affected. Overcoats, suits,

shirts, hats and ties have been cut in two
as far as the former values were con-

cerned and already clothiers are more
than convinced that 1921 will be good
and prosperous for them.
The day of the high priced fur coat

seems passed and the fine values offered

the men of Ottawa, by local furriers,

leave no cause for complaint or argu-
ment why every lover of a fur coat

should be without.

The R. J. Devlin Company, Limited,
Sparks street, have been giving extraor-
dinary values during their men's fur

sale in January. Hair beaver coats,

made from Northern Quebec beaver,

specially useful for driving or motoring

with a guarantee of almost endless wear
were cut from $880 to $395. Coonskin

coats, silver grey, best quality, the real

Devlin pride, worth up to $675, now
$275 and $325. Muskrat lined coats

with roll and notch collars of prime
Labrador otter, plucked otter or Persian

lamb were reduced from $400 to $225,

with mink lined coats, wombat coats and
goatskin coats reduced in like manner.

Nolan's, 122 Rideau street, offer men's
racoon coats from $165 to $250.

M. J. Isaacs, Limited, Sparks street,

sells any fur coat half price, these

being a fair sample of the offerings in

fur goods here.

George Preston & Sons, Rideau street,

received a visit from gentlemen at pres-

ent unknown, who called during the night

and opened the safe, only to find that

the valuables had been removed by Mr.
Preston before he left the store. The
thieves were evidently disturbed as the

door was wide open and appearances

20

pointed to a hurried exit when Mr..

Preston arrived at eight o'clock the next

morning, in response to a call over the

phone.

McGiffin's toggery shop, men's fur-

nishers, Rideau street, are selling out

at generous reductions, as the lease ex-

pires at an early date.

If you want a successful straw hat

sale, try one in February. E. R. Fisher,

selling out the stock of Blair's, Ltd.,

Sparks street, staged such a sale to be

quickly swamped with buyers with such

heavy selling that he estimated twice

the stock could have easily been dis-

posed of. The cost to the public was
just one dollar per hat, but the cash came
fast, so that everybody was satisfied,

and "$12 Panama hats at $2" was the

second venture, which proved just as

attractive as the first one.

The Premier Hat Stores, Limited, (2

stores) offer hats at half-price.

"Note the wonder-working virtues of

the mystic 99," was the big idea in the

Saturday advertising for A. J. Freiman,

men's wear, Rideau street, when the val-

ues offered for 99c included every pair

of mitts and gloves in the house, silk

ties, knitted ties, cashmere hose and work
shirts.



Successful BusinessVenture in Cornwall
Cieorge H. Wassman Started Up in August Last Year and Is Going Strong—Takes Particular

Pains to See That His Customers Are Well Satisfied — Policies Adopted by Store

Management

OXE of the new successful busi-

ness ventures of eastern Ontario

is that of George H. Wassman,
of Cornwall, who keeps the men's wear

shop, and specializes on men's and boys'

outfitting-. Perhaps Mr. Wassman's

great faith in Cornwall is largely re-

sponsible for any measure of success

that has attended him since he opened

up business there on August 28th of

last year. Next to the confidence which

a man should have in himself and the

merchandise which he sells is the con-

fidence he has in the town where he does

business. When merchants generally or-

ganize their confidence in their home-
town and work together to convince the

people living in their town that they can

do just as well at home as out of town,

merchandising will be made easier and
more profitable.

Starting on a Boom

"This town is starting on a boom,"
said Mr. Wassman to Men's Wear Re-
view, "as practically all manufacturing
firms have enlarged their plants and
two of them are spending millions.

Several new ones have just started up
and we have fine prospects of a big in-

crease of new industries. We have
every facility which manufacturing
firms require, unlimited power supply,
three railways, plenty of water, and on
the main line of the Grand Trunk. We
feel that the future of Cornwall has
no equal. Factories are busy and are
looking forward to good business when
spring orders come in."

Opened up August, 1920

"We opened shop on August 28th,
1920," said Mr. Wassman, "and an-
nounced ourselves by sending out a nice-

ly written letter, inviting the public into

our shop and stating our policy. That
policy made it clear to prospective cus-
tomers that we would handle only the
best quality of clothes at moderate
prices, and with them our absolute guar-
antee of satisfaction with every gar-
ment or it would be replaced or money
refunded. I made a strong ptoint of
doing this not in a grudging manner,
but freely and gladly. An unsatisfied
customer can do a great deal of harm
by telling his friends that he got poor
merchandise at such and such a store.
The money or trouble involved in making
the necessary alterations to a bad-fit-
ting suit, or exchanging it is nothing
compared .to the bad advertising I might
get if some. of my customers were un-

Interior view of 'Geo. H. Wassman's Store in Cornwall, Ontario.

satisfied. I would rather lose a sale and
keep my customer's confidence than sell

him by misrepresentation or fake ad-

vertising.

Three Slogans Used

"We use three slogans in our store and
advertising.

"It pays to shop at Wassman's.

"We sell as we advertise.

"The house of satisfaction.

"Shortly after opening up, we gave
away several thousand paper aeroplanes

George H. Wassman began his

life and clothing experience in Ox-
ford county. After a year and a
half with Grafton & Co., Ltd., of
Woodstock, he was given charge of
their furnishiyig department. From
there he went to John White & Co.,
Ltd., of the same city, where he
took charge of the clothing depart-
ment. Following this he was shop
manager for N. J. Fraid, of Corn-
wall, for three years, and then
buyer and manager of the fur and
hat department of -the Two Macs
in Ottawa for nine years. Mr.
Wassman decided last year that it

ivas time he went in biisiness for
himself.

to the boys of Cornwall and vicinity and
sent out thousands of blotters, inviting

the public to our shop."

Mr. Wassman's policy of exchanging
goods or refunding money if not satis-

factory suggests a scheme that has been
tried and proven successful by a re-

tailer in one of the southern states.

With each suit or overcoat he sold,

either to men or boys, he put a stamped
letter addressed to himself, and request-

ed the purchaser to mail it to him within

a few days, telling him if the garment

fitted properly or if he desired any alter-

ations. He was convinced that a dissat-

isfied customer was an enemy of the

store. If any alterations were neces-

sary, he would pay all expenses in con-

nection therewith, even to paying the

man's railway fare to his city, if it were

an out-of-town purchase. At first, cus-

tomers did not pay much attention to the

scheme but gradually they came to real-

ize that it was a part of his store ser-

vice, and that he really wanted every

customer satisfied with the merchandise

bought at his store. This scheme has

been a good business-getter for this re-

tailer and it might well be adopted by

clothiers and furnishers in this country.
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Price Quotations and Their Effects on Business:

Use of Comparative Figures May be Harmful
Values Are No Longer What They Were a Few Months Ago So Why Quote Them?—Manu-

facturers Are Discontinuing Use of Comparative Figures—It Only Further

Unsettles the Public Mind.

JANUARY has passed. This is the

month of the first half of the year
when most merchants run their big

sale. With conditions ordinary, most
merchants by this timejiave passed the
sale period until after mid-summer. Un-
usual conditions forced them to hold
mid-seasonable sales before Christmas,
and during these sales as well as during
the January sales values that could not
help but satisfy the most discerning
buyer were given. Comparative prices
were freely and effectively quoted in
many quarters, having in view, of course,
the values which obtained during the
peak prices of the last two years.

IS IT NOT NOW TIME, IN THE IN-
TERESTS OF BETTER BUSINESS, TO
DISCONTUE THE USE OF COMPAR-
ATIVE FIGURES?

A New Basis of Values

Remember, we have now arrived at a
new basis of values. The feeling; is

widespread that prices have reached the
bottom or are so nearly there that it lit-

tle matters. Every merchant knows, in
fact, that some lines are below the bot-
tom, are below the cost of production.
That fact alone establishes a new basis
of value. Your stock to-day is not worth
what you paid for it in dollars and
cents; it is worth what it can be re-
placed at from wholesalers and manu-
facturers who are selling either at re-
place value prices or even below. There-
fore, is it not time to stop quoting old
prices when, as a matter of fact, there
are no old prices? The prices are now
new prices, and to say that a suit is

"worth $50, now $32.50" is no longer
true. It probably is worth something
between 15 and 25 per cent, less than
$50 from a house that is not forced to
liquidate and considerably less than this
from a house that is.

Unsettling Effect of Such Quotations

The worst of these quotations of com-
parative figures which seek to represent
values that no longer exist is that they
are decidedly unsettling to the consumer
mind. Mr. Merchant, work this problem
out for yourself. How much merchan-
dise have you bought since markets be-
gan to decline? As Sir Henry Dray-
ton said at Brockville recently, "It is

one of the strange contradictions of
human nature that everybody buys on
a rising market and nobody buys on a
falling market till the bottom has ac-

tually dropped out of it." When a trav-

eler came to you and said: "Here is a

line that was such-and-such a price and
is now so-and-so," What did you do ?

You said: "No, it will be lower still; I'll

wait." And you waited. And we ven-

ture to say you are pretty well con-

vinced by now that rock-bottom has been
reached unless labor costs are cut to

pieces, and nobody wants that.

The effect of these quotations was
unsettling to your mind. Now, put
yourself in the position of the consumer.

If you persist in the use of comparative
figures, the foremost of which does not

really represent the present value of the

goods you are advertising you are help-

ing to further unsettle the mind of the

consumer. You have said in your ad-

vertisement a score of times that rock-

bottom has been reached. All right,

leave it at that. Be consistent. If

rock-bottom has been reached, then the

value of your stock is not what it was
four months ago; it has a new value.

And if it has a new value why not start

out doing business again on the old

conservative lines when a decent profit

is gained from your hard day's labor?
Give values and quote values in the light

of present day conditions.

Manufacturers Are Doing It

Many manufacturers with whom
Men's Wear Review has talked are do-
ing this. They started out the first of
the year, after they had written off de-
preciation due to the drop in prices, by
quoting one price. "This is our price,"
they said, and they did not mention
what the price had been. What did it

matter what the price had been? It was
no longer of any concern what it had
been, it was what it was. "What is the
use of going to a man," said one manu-
facturer to Men's Wear Review, "and
saying to him: 'Here is a line of $19.50
stuff that is now $11.50.' It only un-
settles his mind and puts him in an
attitude of mind when he says he will
wait. If we persist in this policy we
can keep on slaughtering stuff the year
round and selling little."

Another manufacturer proved the

very point referred to above when he

said that a traveller had come in to

him with a beautiful piece of serge for

$3.50 a yard which he had on his own
shelves at $5.75. He didn't buy it be-

cause it only made him dissatisfied with

the stock he had on hand, knowing that

he would have to mark it down, and also

because it left him with a feeling that, if
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he waited, he could get it cheaper still.

"What is the use of going to a retailer

and offering him suits at $22.50 that he

has on his shelves at $35?'' continued

this manufacturer. "It only helps to

further upset conditions. When we have

absolutely determined what the replace-

ment value of our goods is we will quote

them at that price and be done with it."

One other manufacturer adopted a

slightly different system, though he did

avoid the use of comparative figures. He
told his customers that the goods he
was offering were offered at prices

which represented only the cost of pro-

duction and did not include overhead at

all, and that when things got back to

normal he would sell them at a higher

price because he couldn't do business

without charging some overhead ex-

pense.

Use of Comparative Figures

There are many large firms being

convinced that the use of comparative
figures is really harmful to business

and they are discontinuing their use.

Whether or not that is so may be a de-

bateable question. Assuredly, however,
the time has come when the use of com-
parative figures, the former of which
represents the values of high-peak days,

should be discontinued. They are help-

ing to keep people in that attitude of
mind when they are looking for still

lower prices. Now that the January
sales are over, it seems a good time to

discontinue them.

Above is a new Spring cap being
shown by Boston Cap Co. of Montreal.
It is three-quarter lined. Note the fancy
perforated sweat absorber which is a

new feature of the cap.



Many Keen Merchandising Men Favor
Smaller Profit Margin For Spring

Think That Business Should be Stimulated This Way Rather Than by Continuance of

Sales—Response of the Public Will Have Bearing on Question—A Shaking Up.

WITH the approach of Spring, two
questions of importance loom
upon the horizon of Spring mer-

chandising—the mark-up and the policy

with regard to sales. A year ago un-
usual conditions began to be apparent in

the trade. For the first three months
business continued on the high level

which characterized the entire year of

1919. Spring business opened poorly and
with unseasonable weather and the lux-

ury tax it became apparent that Spring
merchandise was to be more or less of a
stone about the neck of the retailer. As
time progressed it also became evident
that the public had pulled in its purse
strings, that a wave of economy, or a
buying strike, or something had hit the

public, which kept them out of the mar-
ket. Before Spring was over sales in

mid-season were put on, and they have
been continued ever since, both in season
and out of season.

A Shaking Up

It has been a distressful year in which
there has been a good deal of shaking up
all round. Heavy losses have been sus-

tained by manufacturer, wholesaler and
retailer alike. Firms that did not make
any sort of provision for the rainy day
have passed through hard periods. On
the whole, however, we have passed
through the rapid decline very success-
fully. There have been comparatively
few failures, few financial embarrass-
ments. The feeling is now very wide-
spread that we are down to rock-bottom
with regard to prices and values. The
shaking-up process has been shorter and
sharper than was expected, but most men
are glad it is over with. Retailers who
are wise have written off their losses

during the inventory or are doing so
during the early part of February. Men's
Wear Review has talked with retailers

who have said that they have marked off

from between fifteen and twenty per cent.

Must Still Be Stimulated

Now the question, What of the Spring-

mark-up ? Keen merchandising men with
whom Men's Wear Review has talked
liken the conditions at present to a con-
valescing patient. Business has been
sick. Now it is recovering, slowly but
surely. There is no pronounced or rad-
ical change in the condition of the patient
from day to day; but from week to week
the improvement is there without doubt.
Retail business, stimulated by January
sales, was very good; but the stimulation
was needful. And now that the patient

is convalescent, can the stimulation be

dropped entirely?

Keen merchandising men say, No.
There must still be stimulation. The
more conservative men hope that the

retail clothier and haberdasher will get

away from sales and the use of compara-
tive figures. They have a conviction that

the public is sick of sales and that this

is not the kind of stimulant the public

wants during its recovery. One man
suggested that the matter should be
taken up at the forthcoming convention

and that a definite policy should be out-

lined and adhered to by the members of

the association, and his own view was
against the continuance of sales.

The Spring Mark-Up

One form of stimulation suggested is

that the Spring mark-up will be closer

than formerly. "I have made up my
mind to do business on a narrower mar-
gin," said one. "The public is in search

of medium-priced merchandise and if we
are to give it to them we must do busi-

ness with less profit. If sales continue

during the year, it will place many mer-
chants in an unenviable position. I think

we should get away from sales and the

use of comparative figures as soon as

Spring trade opens up."

"I think there will be a closer mark-
up," said the manager of one of a chain

of progressive stores. "A closer mark-

up ought to help the rate of turnover,

and this is what we will all have to aim

at till times are more normal than they

are now."
Opinions do not all agree with regard

to this point. One exceptionally keen

business man stated to Men's Wear Re-

view that he did not see how the mark-up

could be any less than it was and guar-

antee safe sailing. "I think we will have

to see that the very best service is given

from the sales staff and that the quality

of our merchandise is all that we repre-

sent it to be." This view was somewhat

substantiated by another conservative

merchant who said that people were look-

ing for regular stuff and that they were

sick of sales and so-called sales bargains.

"They are coming into my store asking

for regular merchandising and preferring

it even to the special lines we are offer-

ing at sales prices."

With Regard to Sales

Firms that have a sales policy in the

merchandising of their stocks will, doubt-

less, continue this policy regardless of

what the more conservative elements do.

Certainly, there is the pronounced feeling

amongst many retailers now that sales

should be discontinued by the end of Jan-

uary or the middle of February and that

(Continued on page 44)

Provincial Board Will

Seek New Legislation

The Provincial Board of the R.M.A. will seek new legislation at the
forthcoming session of the Legislature, asking for an amendment to the
Division Court Act. A resolution endorsing the proposed action of the
Provincial Board was passed at the Eastern Ontario and Ottawa District
convention in Brockville.

The Provincial Board aims at a cheaper and fairer way of collecting
small debts than is at present possible under the Division Court Act. The
legislation which is to be sought will apply to the case of a man who may
have contracted a number of small debts and who is unable to pay them
all at once either through sickness, unemployment, or some other unavoid-
able cause. What is desired is that the creditors place all their accounts
together and agree to accept a pro rata amount weekly or monthly until
these small debts are discharged.

Delegates who spoke to the resolution pointed out that is was undesir-
able from the standpoint of the debtor or his employer that garnishee be pro-
ceeded with in many cases. Once a debtor gave evidence that he wanted to
pay his debts, but was prevented through just cause from doing so all at
once, he should not be persecuted, neither should his employer be given the
unfavorable impression of the man that usually accompanies a garnishee.
There were cases where merchants had told a man that they would carry
hiin till he got work again, or till reasons which made it impossible for him
to pay his bill immediately were removed. Such a man should be given a
decent chance before being brought into court.
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Four Cardinal Points of Advertising
Select Copy as You Select Your Clothes—Advertising Expresses Personality— Use of White

Space Attracts Favorable Attention—Always Have an Idea in Mind.

By ERIC W. GIBBERD

NEWSPAPER advertisements ex-

press personality—by their word-
ing, type faces and general treat-

ment. Perhaps quite as important as what
you say is the way you say it—-the sug-

gestion your advertisement gives to the

casual reader—the taste, as it were, that

it leaves in the reader's mouth. Don't

overlook for one moment the fact that

there are hundreds of these casual read-

ers.

The functions of the advertisement
can be divided into several distinct

phases:—Its appearance must attract

attention.—Its copy and "story" must
get and maintain the reader's interest.

—Its argument must create desire of

ownership.—And either its price or

timeliness must stimulate action.

Headings—Complete Thoughts

Concentrating much in a few words,
crystallizing the message of your adver-

tisement into a few well chosen, atten-

tion-compelling words, is the secret of

successful headings. You cannot come
to the point too soon in the average
advertisement. Cultivate directness.

Avoid verbiage.

Often has it been said that the copy
should be selected as you would select

your own clothes. Glance through any
of the big metropolitan newspapers

—

page after page of advertising, all dif-

ferent, from all sorts and types of busi-

ness endeavors, each in its way expres-

sing the character of the men behind
the guns. This veritable exhibition of

advertising ranges from the heavy, loud,

black face advertisement of the bargain
store to the light face, artistic announce-
ments of the more exclusive establish-

ments.

Right here it might be well to remark
that the leading authorities on adver-
tising are relying more and more upon
white space to attract favorable atten-

tion to their message. It is most em-
phatically to be preferred to the over use
of heavy, black rules to give emphasis
and to catch the moving eye.

Have Idea in Mind

Each merchant writing his own copy
clearly pictures in his own mind the

type of advertising he desires for his

own particular business. It is a far more
difficult matter to get these ideas to the

printer and through him to your pros-

pective customers, the buying public.

The following hints may be useful in

the preparation of an advertisement.

After having decided upon the space
you are using, rule off that exact size

6)
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upon a large sheet of paper. (The local

newspaper will gladly supply you with

this.) Next block off the space you

intend to give to the various lines of

merchandise, pasting upon your layout

or dummy, as the large sheet is called,

pictures of the cuts you intend using.

If you have no prints of the cuts, mark

off their size and indicate their position

by writing in the space "Men's O'Coat

Cut" or whatever the case may be. Let-
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ter in your main heading and some of

the principal display lines but do not

attempt to write all copy matter upon

the layout. This should be written upon

small separate sheets and keyed to the

layout by figures as shown in Fig. 1.

Leaving a good margin on the left of

these small copy sheets will greatly

facilitate the setting of the type, the

printer having to "mark up" his instruc-

tions on each sheet.



MEN'S WEAR REVIEW

The mass reproduction of these three

advertisements which were prepared by

Eric W. Gibberd, Messrs. Dowler's adver-

tising manager, gives an excellent illus-

tration of how he carries out the four

cardinal points in advertising of which

he speaks in the article on the opposite

page. It will be seen that a good deal

depends on familiarity with different

kinds of type for headlines, if an arrest-

ing title is to be used. Not only is the

type for the headlines carefully selected,

but type that will show up well in con-

trast is also chosen. The layout of

these three advertisements is admirable,

and combines effectively a compelling

message in a conservative way. Mr.

Gibberd, in the preparation of his adver-

tisements, denotes the size of type he

wants used throughout the advertise-

ment.

Two paragraphs in "A Message Ex-

traordinary" are worth reproducing, as

showing how the writer of the advertise-

ment turned the indisposition of the pub-

lic to buy to good purpose.

"Here it is, men. A bold, decisive

cut, crystallizing into action the public's

demand for lower prices. This is the

public's fight through us, their represen-

tatives in the world's clothing markets,

elected by their patronage to a position

of leadership in the men's wear business.

"To accomplish success in this dras-

tic cut, we must double our turnover.

It's the only way we can hope to break

anywhere near even. This, then, is your

opportunity to show the sincerity of

your campaign against the high cost of

living."

This advertisement appeared about

the middle of October.

Illustrated are various rules and bor-

ders with their technical names. Speci-

fy their use in your next advertisement.

Familiarity with the limitations and

possibilities of the type will enable you

to make increasingly better use of your

space, the intensive cultivation of which

will well repay the advertiser with

greater returns.

Hairl ne rule

Ipoint rule

2 point rule

4 poi nt rule

6 po nt rule

Hi HI
12 point rule

i point p irrallel ru le

2 point parrallel ru le

Canadian
8 point Light Caslor) type

Canadian
14 point Light Caslon type

Canadian
18 point Light Caslon type

Canadian
24 point Light rjaslcn type
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Selling a Hat
How A. R. McMichael of Hamilton Handles a Couple of Customers—Pointers To Be Re-

membered in Approaching a Customer—Thinks $6.00 and $7.00 Will Be Popular
Spring Prices

L
OOKING for a hat?" I said to

an elderly gentleman who came

into my store a few days ago; I

said it as pleasantly as I could, for

greeting a prospective customer with a

pleasant smile and friendly word of

greeting is a good introduction to a

sale.

"Yes," was his reply, "I thought I'd

buy a hat if I saw one that suited me."

"That hat you have on is a Borsa-

lino," I remarked.

"Yes, I see you recognize it," he said.

"Do you like it?"

"Yes," was my reply, "I do like it;

the Borsalino is a good hat."

"I like it, too, and have worn them

for many years," my customer went on

to say. "But I have a feeling that it

is out of date. I see the young men

are wearing narrower brims than this

one. Do you think I am too old to wear

one of these narrower brim hats?"

"Not at all," I said. "If we can pick

out the right shade for a man of your

age, it will look splendidly on you."

Selecting Carefully

I made a very careful selection of a

pearl hat. My experience has been that

the first hat I select for a customer

should be selected the most carefully of

any, even though it may not be the one

he buys. It is the one that creates the

greatest impression on the mind of the

prospective purchaser. Before making
this selection I size my man up. I take

in his figure, carefully note his features,

his complexion; in fact, I take in

everything about the man that would

have a bearing on the kind of hat that

would suit him best. I ask him the

style of hat he likes, what color he is

partial to. In time, I show him this

hat. If it suits, all right; if I am con-

vinced that another hat would look bet-

ter on him, I gradually try to draw him
away from this hat to the other style

that would be more becoming to him.

"Do you like that hat?" I asked the

gentleman who was looking into the

mirror at the nice pearl gray I had
selected for him:

"Yes, I like it very much indeed. Is

there anything else?" he asked.

"Oh, yes, lots," I said. "Don't imag-
ine you are going to get off with trying

on only one hat."

I showed him half a dozen other
hats, but he always came back to the

first one and he finally decided to take
that hat.

Tried to Force Hint

"Well, young man," said my satisfied

"The Canadian hat manufac-
turer is coming right to the front.

He is studying mixtures and styles

and dyes and the wants of his cus-

tomers, for, after all, it is the re-

tailer in this country who should
keep the manufacturer informed
of what he wants in the hat line.

The Canadian manufacturer used
to send out a dozen blocks and let

it go at that. Now, he will gladly
accept the block of any retailer

and is anxious to help in getting
out the styles that are wanted.

"That Canadian hat at $48 is as

good as hats from the other side

laid down here at $52 and enables
us to give our customers a better

hat for $7 than we can give him
with American hats. It is up to

the Canadian hat manufacturers to

get out after business. I had an
American firm offer the other day
a substantial reduction together
with assuming 10 per cent, of the

exchange rate."—A. R. McMichael,
Hamilton, Ontario.

customer, "I left home a few days ago

to do some business in Toronto. While
there, I decided to buy a hat. I walked

into a Yonge Street store, tried on some
hats but did not like them. They tried

to force me to buy one of their hats

and I walked out of the store a little

hot under the collar and decided that

I would not buy a hat. But I saw yours

here and thought I'd try again before

going home.
"I've had nice treatment in your

store; I like the hat I bought and if

anyone at home asks me where I bought
my hat I'll tell them and send them to

you when they come here."

An Optical Illusion

I had another man come into my store

a few days ago wanting to buy a hat
similar to the one he had on. He said

he had been buying that kind of a hat
for fifteen years from one firm and
wanted another one just like it. Hats
that he had been looking at did not
have the same wide brim that this hat
had. This man, by the way, was a
paper manufacturer.

I showed him some hats but he always
objected to the narrow brim.

"See here," I said to him, "if a man
came to you with a sheet of paper and

said he wanted to buy a quantity of

paper that same size what would you
do first?"

"I'd get a rule and measure the sheet

of paper," he said.

"Well," I replied, "if you don't mind,

we'll do the same with the hats."

I got a tape measure and measured
the width of brim of his hat; then I

measured the brim of the hat I had
been trying to sell him. They measured
the same.

"You see," I said, after he had been
convinced that he was looking at a hat

with a brim as wide as the one he had
been wearing, "the hats now have a

turned-up brim that makes them look

narrower than the one you have been
wearing. By taking your old hat and
turning up the brim as this one is turned

(and I suited my actions to the words)
it looks as narrow as this new one."

He was satisfied, and bought the hat.

"If that hat is not as good a one as

the hats you have been wearing for

fifteen years," I said to my friend as

he passed out of the door, "will you do me
the kindness to come back and tell me?"

"Yes, I will," he replied.

And I know he will.

Must Study Customers

I believe small brims will make hard-

er selling this Spring. There has not

been such a radical change for some
years and there will be some men who
will resent the change. A hatter can't

do all his business on the small brim
hat. The 200-pound man must be taken

into consideration. The young men will

be after the style hat, be it extreme or

otherwise. The older men will want a
smart and dressy-looking hat but not

a freak hat.

I think the season ought to be a good
one. So far as hats are concerned, we
have not had a sloppier looking lot of

men in five years than we have at the

present time. The man who could af-

ford to buy a good hat during the last

year or so, say, at, $12.00, has bought
cheap hats which have only been head
coverings, and the $6.00 hat he bought
looks worse at the end of a few months
than his $12.00 would have looked at the

end of two seasons. This man thought
he was beating the merchant, whereas
he was only beating himself.

$6.00 and $7.00 Hats Popular

I think the $6.00 and $7.00 hat will

be the popular hat this Spring and the

Canadian manufacturer and others, too,

are giving us a good hat that we can
retail at these prices. This hat will give

satisfaction. It ought to be a good
Spring's business.
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Putting Dynamite Into Your Dollars
Three Things To Be Remembered During a Falling Market—To Stop Buying Means Starving

Yourself of the Lines That Bring Turnover and Profits—Back Up Advertising With

. Quality Merchandise

Many dealers have asked us

whether we consider it expedient

to buy now for Spring. Our an-

swer is—Buy only for a QO-day

turnover—Buy only for current

needs, and do not attempt to anti-

cipate your remote or next season's

needs. If you must have some
items of a particular kind or par-

ticular line and you can only get

these items by ordering now, by all

means order those items now.

Deflation, retrenchment and liqui-

dation must go the limit. Be sure

you are going to be able to sell

to advantage the goods you buy.

ABOVE are a few quotations from

an advertisement which appeared

over the name of a Fifth Avenue

clothing house. There are three points

in it worth the consideration of the

retailer. They are:

1. Buy.

2. Buy, having,in view quick turnover.

3. Buy, having in view merchandise

that will bring quick turnover.

The Necessity for Buying

It is needless to advise merchants,

any more, to buy conservatively; the

time has passed for such advice. The

danger to-day is that a merchant may
^top buying altogether and so mar his

rate of turnover that profits at the end

of the year will be negligible. There

are certain lines of merchandise which

could be bought with a 60-day turnover

in view, perhaps. It would be disas-

trous to hold off buying such merchan-

dise, awaiting a lower price. In that

time, in that 60 days, some profits could

have been made. What is equally im-

portant is that customers would have
been lost, which will undoubtedly hap-

pen to the man who starts out to starve

himself of merchandise because we are

on a falling market. We have fre-

quently urged the necessity of an almost
daily record of the quantities of stock

on hand, and this is particularly advis-

able on a falling market because the

live merchant knows that he must de-

pend on turnover during that falling

market to help out with the profit side

of his business. This record will point

to the fast-moving lines. It is these

fast-moving lines which are the back-
bone of successful merchandising dur-
ing a falling market.
Now, what happens if the sale of

these fast-moving lines is not vigor-

ously promoted? The rate of turnover

is lessened. But—and this is more im-

portant—what happens to profits if the

buying of these fast-moving lines is dis-

continued? The merchant's shelves are

drained of his profit lines during the

falling market and the very lines which

he expects and depends upon to main-

tain his profits stop moving altogether

for the very simple reason that they

have been sold out altogether. Such a

policy may well prove fatal if persisted

in. With a careful record of stock and

a courage that is necessary when a de-

cline in prices is on, this evil can be

avoided; in fact, the evil is imaginary

rather than real. The margin of profit

may be small, but satisfied customers

are leaving your store and to keep cus-

tomers coming to your store during a

falling market is to sow seed for future

profits in normal times.

Keeping Up the Morale of the Sales

Staff

Another point not to be overlooked is

that it is necessary to keep up the

morale of your sales staff. Courage is

infectious; so is the lack of it. Per-

haps the sales staff is better acquainted

with the movement of merchandise than

you are and if they begin to see that

you falter at a time when courage is

needed, it will have the tendency to

weaken their effort to keep up the rate

of turnover. In fact, it makes it im-

possible for them to act as lieuteuants

to you in conducting your business.

Clamping down on purchases that pro-

vide the necessary rate of turnover dur-

ing a falling market should be carefully

avoided.

Quick Turnover

Investing money in stagnant stocks is

really losing money. The merchant
should be a quick distributor of goods.

The quicker the distribution, the more
rapid the rate of turnover, and the more
rapid the rate of turnover, the greater

the profits. A $20,000 stock with a

33 1/3 per cent, mark-up gives a stock

whose selling value is $30,000. If he

turns this stock over once a year at a

gross profit of 33 1/3 per cent., he

makes $10,000. Assuming that his ex-

penses are 28 per cent., or $8,400, it

leaves him with a net profit of 5 1/3

per cent., or $1,600. This merchant
might better retire from business and
invest his money in mortgages or Vic-

tory Bonds or go out to work on a sal-

ary himself and spare himeslf the wor-

ries of business.

It is not the mark-up that is wrong
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in this case; it is the slow rate of turn-

over. Suppose a more aggressive busi-

ness man takes hold of this same busi-

ness and turns it over three times dur-

ing the year. His sales, dnstead of

being $30,000 a year would be $90,000,

and his gross profits, instead of $10,000

a year would be $30,000. At the same

percentage of expense, his net profit,

instead of $1,600, would be $4,800, or

24 per cent, on his capital investment.

That is what turnover can do. And it

must be remembered that the more
rapid the turnover, the narrower the

margin of profit can be made with

safety to the business because of volume

of business. That is where the large

departmental stores concentrate their

forces during a declining market—on

rate of turnover.

Quality in Merchandise

Not only should the merchant buy, not

only should he buy having in view quick

turnover, but he should buy the kind of

merchandise that encourages quick

turnover. The public is looking for

lower prices and better values at the

same time. The man who is promoting
a sale by getting rid of "junk" over his

counters will pay for it in the long run.

The public has become critical of the

sales that have been run during the last

ten months; in many instancesi their

genuineness has been taken into ques-

tion. Values are changing; a thing that

is worth $20.00 to-day may not be worth
$20.00 next week. The value of your
stock is not determined to-day by what
you paid for it but for what it can be
bought new for. It is a time when a
man should back every line of advertis-

ing by quality of merchandise. The
customer who is "done" will not forget
it, and it is advisable that good-will be
retained in view of the days of normal
business that is sure to come.

HAS CHANGED HIS LOCATION
Sam Scott, the boys' clothing specialist

in Vancouver is now located at 846 Gran-
ville street, where the premises have
been remodeled to suit his requirements.
This business was moved from 1159
Granville street, where the Sam Scott
business has been located for a few
months. Granville street in Vancouver
is considered to be the most desirable

retail location in the city, but the new
theatres building on this street, and the
banks buying the corners all result in

leading the retailer a merry chase to

find a suitable location and to keep it.



A Touch of Spring and Summer in Mid-winter
Makes an Attractive and Arresting Window

Why Waste Window Space When Winter Goods Will Sell Themselves Without Display
Middle of February a Good Time to Show Spring Lines—Will Start Inquiries

and Sell Goods Later on.

WHATEVER magic date tradition

may have fixed upon as the first

day of spring, the fact remains

that the men's wear dealer begins to

think of this glorious season of the year

and to make plans for the merchandis-

ing of his spring goods when his cus-

tomers have about stopped buying win-

ter lines. Tradition seems to have set

aside about the 21st or the 22nd of

March as the first day of spring, despite

the chill, bleak winds that often almost
freeze the blood in our veins about this

time of the year and make us wonder
if January and March have not, in some
peculiar way, got twisted about in their

proper order on the calendar. An odd
customer may be driven into the store

in mid-March for a muffler, a suit of
underwear, or even an overcoat, by an
unrelenting blast from Jack Frost, but
the spirit of spring, hovering about in

the offing, is the driving force in man's
desire to purchase his spring toggery. It

is only grim necessity that forces a
man to buy a winter article in March; it

is the time when he is beginning to

think of his new spring requirements
and his mind is open to suggestion.

Looking Ahead

The men's wear dealer, however,
should not wait for the first day of
spring, as told on the calendar, to dis-

play his spring merchandise. There is

no use in filling the windows with under-

wear, winter overcoats, mufflers and
other winter toggery when a man is no

longer interested in these and when he
will voluntarily come into yoUr store to

purchase them if in urgent need of the

same. Along about the middle of Feb-
ruary winter business begins to slacken

off; after that it is necessity more than
anything else that brings a man into

your store to buy winter goods. From
that moment, window space devoted to

the display of winter merchandise begins
to deteriorate in value and effectiveness.

Unless a sale is being run such a win-
dow is apt to attract but little attention,

it has lost it drawing power, and as a
salesman it is pretty much of a failure.

The window is one part of the organiza-
tion that should be on the job all the
time and should make itself felt daily
in sales or inquiries about goods that
will, ultimately, lead to sales.

Introducing Spring Lines

Even though the thermometer hovers
about the zero mark or lower, the mid-
dle of February is a "good time to begin
to promote the sale of spring goods.
Such a window should be given a strong
tinge of spring in its setting; the spirit
of spring should express itself rather
strongly. The very fact that it is still

the middle of winter can be used to two
purposes with marked effect. It per-

mits of a strong contrast in window dis-

play that is bound to be arresting and
attractive. No one could help but be
attracted by a display, having a good
deal of nature's green in it at a time
when the snows are deep upon the

ground and the chill of the winter's

wind still makes itself keenly felt. And
that, after all, is one of the outstanding
features of window display, to attract

attention.

May Not Bring Sales

The second purpose of such a window
is to illustrate spring styles and to start

prospective custoniers inquiring about
prices and fashions. A spring window
in mid-winter may not bring any im-
mediate sales, but it can easily be made
to be the forerunner of a good harvest
later on. The passerby who sees a
spring display of hats or suits in your
window some weeks before the season
is upon him will not forget it when the
season really arrives and, with it, the
time for him to replenish his wardrobe.
It is a good thing to get him into your
store, if only to have a look at some
of the spring merchandise. He knows
that you have a fine selection awaiting
the time when he wants to buy. He
knows, moreover, that you are aggres-

( Continued on page 43)

The people are getting sick of sale stuff," said Mr. Moore, manager of Tobey's, in Hamilton. And suitina hisactions to Jus words, he had his window dresser, S. A. Morgan, put in this splendid display of merchan seZ £out there being the slightest suggestion of "sale" about it. It is just such a window trim as one would <and hope to see for a prize contest, and the very fact that there was no suggestion of "sale" about it was ,distinct drawing card at this time of the year when many retail windows contain sale goods. The use of fm the window is a gentle reminder to the passerby that Spring is coming and with it the necessity of pu
vng an outfit in harmony with the season.

'
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Organization Brings National Consciousness:
Hearing the Retailer's Voice in Taxation

Business Problems Are National Problems and Should Be Solved in the Interests of National
Business—What the Convention Might Do at Ottawa—Organizing For

Future Struggles

WHEN the clothing and haber-

dashery men of Canada are

united in organization that

reaches from the Atlantic to the Pacific,

and can move in a national extremity,

such as the one through which we are

now passing, as one man or one force,

these national difficulties will be over-

come with considerably less dislocation

of business and less hardship than we
experience now. Business, after all, is

national in its character. Depressions

in business are, except in isolated in-

stances, national. The same may be said

of prosperity. As a matter of fact,

these two conditions of business are

international. There is a trade de-

pression in all the leading countries of

the world to-day, though the considered

opinion of many leading men of business

is that the worst is over. Business is

working its tortuous way back to nor-

malcy and, as has been pointed out by
leading financial men in this and other

countries, that country which gets down
to rock-bottom first will recover first.

Lines of merchandise in both men's and
women's wear that show greatest activ-

ity to-day are the lines that first reach-

ed rock bottom in prices, the lines on
which the loss was taken as soon as it

became manifest that the great decline

was a reality.

Organization Brings National

Consciousness

Organization always brings with it a
national consciousness. It makes no
difference whether that organization be
political, United Farmer, socialistic or

bolshevistic—it soon begins to think in

national terms. What better example
could be cited at the present moment
than the United Farmers, who started
out with a view to Organizing a few
societies, whose purpose was co-operative
buying, and who now have turned their
eyes toward the Capital as the hopeful
symbol of their national power. It is

a fine example of the national conscious-
ness of an organization.

Incidentally, it points a well-timed
moral to the clothing and haberdashery
men of this country. In February, the
Ontario clothing and haberdashery men
meet in convention at Ottawa, and it

is expected that representatives of the
other provinces of the Dominion will be
there to lay, perhaps, the foundation
stone of a national organization. From
the very moment that this organization
is brought into being, even though its

numbers be small, it will begin to think
nationally and will begin to seek the

AFTER THE MANUFACTURERS
DOING A RETAIL BUSINESS

The Eastern Ontario and Ottawa District Convention expressed its

unequivocal opposition to the growing evil of manufacturers conducting
sales in retail stores and in opposition to the retail trade. A resolution was
passed not only condemning the practice, but asking members of the

Association to forward to their district secretary the name of any manu-
facturer violating this principle of merchandising so that some steps might
be taken to have the evil stopped. Mr. Taber, of Carleton Place, stated that

main/ customers were coming there every day and buying materials from,

the mills there. Mr. Collins, of Ottawa, stated that the civil servants there

constituted the greatest violators of the laws of merchandising in this

respect. The people, he said, who were paid by the people were in com-
petition with, the merchants of that city.

Mr. Trowern stated that care had to be exercised in dealing with this

question. The law provided that a letter could be sent out notifying a

retailer that certain manufacturers were selling direct to the consume/]

only to a member of the Association. Once certain of their ground, such

a letter going to ail the trade would have a salutary effect on either a

manufacturer or wholesaler violating this principle.

solution of business problems by a na-

tional concerted action. If the clothing

and haberdashery men are the first of

the fifty-five branches of retail trade

to organize nationally and in full

strength, they can be the leaders of a

still greater organization in) bringing

together all branches of retail trade in

an organization before which govern-

ments will tremble.

A Statement Made at Brockville

During the recent convention of the

Eastern Ontario and Ottawa district

convention, at Brockville, an interesting

statement was made by one of the dele-

gates which shows how the retail trade

of Canada is suffering because mer-
chants do not take sufficient interest in

the R. M. A. to become members and
so provide the necessary funds for pro-

perly carrying on the work of the assoc-

iation. One delegate made the state-

ment that the Canadian Manufacturers'
Association employed four or five ex-

perts to watch developments at Ottawa
which might affect their interests,

whereas the Retail Merchants of Canada,
who have more money invested than all

the manufacturers, who pay more tax-
es and employ more help, have no one
there to give their undivided attention
to the interests of the retail trade
throughout the country. To refer to a
question that is now happily dead—tht
Luxury Tax—one can easily imagine
how different the course of events
might have been if there had been a
national organization of undivided
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strength that moved as one body and not

in separate units. In such a concerted

force, clothing and haberdashery men
would have been among the very first to

reap the benefit because they were
among the hardest hit men in all lines

of business.

The Struggle Ahead

Men of the men's wear trade should

not delude themselves into believing that

other struggles will not arise following

the cancellation of the Luxury Tax.
There are evidences that proposals which
will be inimical to the retail trade have
already been formulated with regard to

forthcoming taxation to take its place.

Above all else, the retail trade should
recognize that this problem of a tax on
sales is their problem, no one else's.

Argument for a sales tax is being heard
in certain quarters; but if the retailer

will think a moment that is not the kind
of a tax he wants. He does not want a
tax that he has to sell to the consumer
and that is what a sales tax means. He
wants a tax, if there is to be one, that
is absorbed in his invoice price and that
he does not see. In other words, the
tax should be levied at the point of im-
portation or manufacture, not at the
point of distribution to the retailer. If

the tax is levied at the point of dis-

tribution to the retailer, the retailer has
to sell that tax as he had to sell the
luxury tax, and it is not to the interests
of the retail trade that unnecessary or
burdensome impediments be placed in

(Continued on page 37)



Hopefulness in Hat Industry
Prices for Fall Are Still Uncertain—No Quotations Yet on Raw Materials—Labor Costs Not

Determined—Retailer's Buying Policy Will Be Cautious—Manufacturers Should

Conduct Own Made in-Canada Campaign.

WHILE there is still uncertainty

regarding stable prices on hats

for Fall, there is a feeling of

optimism amongst manufacturers and

wholesalers that the season will be a

good one, and the beginning of the way

back to normality. Conditions in the

industry are unparalleled. From the

standpoint of attempting to arrive at a

price, it is like starting all over again.

The manufacturer is considerably in

doubt is to the cost of the raw materials

be will require, except such as he hap-

pens to have in stock—and in some

quarters this is fairly heavy—he cannot

figure definitely on labor costs as there

is considerable unemployment and the

general tendency is toward a reduction

in wages. The wholesaler is not only

in doubt as to costs from the manufac-

turer, but he can only guess at the re-

quirements of the retailer, and the can-

cellations of the last six or eight months

have made him nervous about over-

stocking. And both manufacturer and

wholesaler are trying to "get a line" on

consumer needs so that they might form

some idea of what lies ahead in that

market which is the trading place be-

tween the consumer and the retailer.

Here the Hopefulness Lies

It is just at this point that the hope-

fulness of the industry centres. There

is a feeling in manufacturing and whole-

sale and retail circles that the consumer
has gone "hatless" about as long as he

can and that prices are down to rock

bottom. It is no secret at all that hats

have been selling retail cheaper than

they were quoted by the manufacturer

or the wholesaler. Whether the new
Fall prices will allow of the sale of hats

as cheaply as they have been selling

during the epidemic of sales remains to

be seen; certain it is, so say manufac-
turers, that the costs of raw materials

and the costs of production will have to

fall considerably before this is possible.

Advances in prices are not looked for.

There have been several reductions on
the prices originally quoted for the

Spring line, and the retailer will await
with interest to see if the first-quoted

prices for Fall will go even still lower
than the last revised price placed in his

hands.

Retailers have been very active in the
promotion of the sale of their stocks dur-
ing the last few months. Spring, 1920,
left them with unusually large stocks on
hand; there were heavy cancellations of
Fall orders, and the retailer decided that
he must get rid of the hats at whatever
prices they would bring so that a great-
er loss might be saved later on and so

Combining Business With Pleasure

And Doing Business, Too
Mersey Men's Wear, Ltd., of Liverpool, N.S., record the best day's

business in their history on the first anniversary of their opening-up day.
They combined business with pleasure and did a good business, too. During
the day they helped the G.W.V.A. raise funds for their work; cakes and
pastry; rubbed shoulders with suits and overcoats; they had a little music in

the evening; there was an auction sale of concealed parcels; and at intervals

of half an hour Mersey Men's Wear clerks had a chance to sell their own
wares to the public. But we shall let Roy A. Clark, the manager, tell the

story in his own words.
"We consider that the best advertising scheme we ever had was on

December 4th. That was the first birthday of our store and we advertised
an anniversary. 'One year old sale.' And in addition to that we gave the

G.W.V.A. part of our store on that day for the purpose of raising funds for
their new club rooms. They put on a sale of cakes and pastry; of all kinds
and home-made candy.

"In the evening at 6.45 o'clock the town band played a couple of selec-

tions, of music and some of the prominent men made speeches, emphasizing
the needs of the G.W.V.A. and then the fun started.

"They put on an auction of concealed parcels, which were donated by
the different merchants, and the store was not large enough to accommodate
all the people who came. An intervals of every half hour they gave us the
chance to sell our own goods, and it proved to be the biggest day we had
since opening up. It was the best advertisement we could possiblv have
had."

that he might get ready for the new lines

coming in. That he has taken some
pretty stiff losses is a certainty; but he

has been "game" and is in pretty fair

shape to buy cautiously for Fall, 1921.

With the retail prices quoted on Spring

stocks, some fair idea may be gathered

of Fall prices and their tendency, for

these prices will reflect the drop in prices

since the decline began some months
ago.

Policy Will Be Cautious
Manufacturers and wholesalers are

quite convinced that the policy of the re-

tailer toward buying will be a cautious

one, and is likely to remain so for some
time to come. The retailer of hats has
his own problems that perplex as well

as those back of him. He can only guess
at the attitude of the consumer, though
he is more convinced than he was four
months ago that low prices will hasten
the consumer back into the market. The
success of January sales with then-

wholesale cutting away of profits has
convinced him that Mr. Consumer will

come into the market if he feels certain

that prices are right down to the rock
bottom. He will have a better idea a

few weeks after Spring trade opens out
how the consumer is taking to Spring
prices and how he will look at Fall prices,

based somewhat on the same margins of

manufacturing and productive costs.

Then, and perhaps not till then, will he
feel safer toward Fall buying. In the
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second place, the retailer knows that
the mad rush for goods is over. He feels

convinced that he can get merchandise
now when he wants it. He does not
see that he has to buy six or eight
months ahead and he is not prepared to

load his shelves with goods in expecta-
tion of an endless stream of customers.
His buying policy will be a cautious one,

perhaps to the point of being niggardly
at the outset. Many will guard them-
selves carefully against a repetition of

that loss.

Will Guarante Prices

Hat manufacturers with whom Men's
Wear Review has talked, and whole-

salers, too, are prepai'ed to guarantee
prices on Fall lines. They will give the

retailer the benefit of any reductions that

come along. Competition will be keener
in manufacturing and wholesale circles

for Fall business as it will be among the

retailers, and the best houses will be

following this policy. One prominent
manufacturer with whom Men's Wear
Review talked said that he could get

no quotations, as yet, on raw material.

He believed, however, that quotations

on the finer furs would not be in the

same proportion of reduction as those on

the coarser lines. Labor costs are un-

certain. These two factors in Fall costs

have determined the policy of manufac-

turers to give the retailer the benefit

(Continued on page 37)



Fall Clothing Prices Uncertain
Reductions in English and Canadian Wooiiens Have Been Slight—Labor Costs Down a Little

and Effort Being Made to Speed Rate of Production—Stocks of English Woollens
Fairly Heavy and Little Buying Being Done.

ORDINARILY something would be

known at this time of the year

with regard to prices of Fall and

Winter clothing for the season of 1921-

22. Buyers would have taken their trip

overseas to select their piece goods; the

labor situation would have been suffic-

iently stable to arrive at a pretty safe

basis of manufacturing costs; retailers,

having had normal business, would have

had a pretty fair idea of their Fall and
Winter requirements; and manufacturers

would have felt comparatively safe in

laying plans for the making up of stock

lots.

The situation to-day, however, is

bristling with uncertainty so far as Fall

costs are concerned; not one of these

four important factors can be relied

upon with arjy degree cf certainty. In

an effort to predict the trend of business

during the year, manufacturers and re-

tailers alike feel that 1921 will show a

reversal tvf conditions which obtained

during 1920. Tn?y point out rhat 1920

started out with a whirlwind and end-

ed up with a very gentle breeze, but that

1921 will start out—did start out, in

fact—with the very gentle breeze and
will end up with something approaching
the whirlwind, if not quite as violent as

this atmospheric disturbance. But be-

yond that there is nothing definite.

The Price of Woollens

One of the chief factors in the situ-

ation, of course, is the price of woollens.

While more or less definite quotations
can be had on both English and Cana-
dian woollens, the fact remains that not
a great deal of buying for the Fall and
Winter season of 1921-22 has been done.
Buyers have not gone across the pond
as usual to place their orders. Reduc-
tions have been offered by English hous-
es ranging from 10 to 25 per cent, and
in the case of some "distress goods"
the reductions have been even greater.
The price of Canadian woolens is from
15 to 20 per cent lower than a year ago,
according to the prices recently an-
nounced by the Canadian mills. But
when the clothing manufacturer is asked
about his buying for Fall, he simply says
that he has not done any yet. And
when he is asked if he can give any
idea of Fall prices on clothing, he pro-
bably replies, as one did to Men's Wear
Review, that he hadn't even fixed up
his Spring prices yet, let alone Fall.

The drop in the prices of English
woolens has been insignificant so far.

There are, perhaps, two good reasons
for this. In the first place, the labor
costs have undergone no important re-

Will Have $100,000

Welfare Fund For R.M.A.
It was decided at the Vancouver convention held last Summer that the

time had arrived when, in the interests of the retail merchants of Canada,
greater assistance was required to fight some of the battles of the R.M.A.
To cite one instance: During the fight over the Board of Commerce it re-

quired the sum of $1,000 to have the case of the retailers prepared and pre-
sented. The decision to go ahead with the case had to be made in a hurry,
and had to be made without seeing the money actually in sight. There have
been many similar instances in the history of the R.M.A. during the last

twenty-five years. Irreparable harm might be done to the cause of retail

merchants throughout the country if provision was not made to have legis-

lation watched very carefully and all the interests of the R.M.A. safe-

guarded. It is beyond the present power of the executive officers to dol

this work with the money at their disposal; the membership fee is not yet
sufficient to cover necessary and advisable expenditures.

Consequently, a welfare fund is being solicited from merchants from
all over Canada. Committees are being or have been appointed in the sev-
eral provinces and in several of the large cities whose business it is to can-
vass the retail trade. There is nothing obligatory about helping with this

fund, but the officers of the association, both Dominion and Provincial, feel

that it will commend itself to the judgment and the generosity of the retail

merchants of Canada.

vision, leaving the cost of production of

piece goods practically the same. There
is an abundance of raw material and it

has dropped in price, but the finished

product is about the same. In the sec-

ond place, the English market is a world
market, looking to half-a-dozen big

markets in need of great quantities of

woolens. One of these is Russia, and
Canadian manufacturers have been told

by agents of English houses that their

firms were expecting large orders from
there when trade channels were again
opened up. Whether this prospect has
been negatived during the last few
weeks remains to be seen. The fact

remains that a commission of the British

government recently reported, after

visiting Russia, that there was no hope
of trade with that country for a long
time yet. It is still in the lap of fortune
whether this will increase the "distres-

sed goods" market and fix a scale of
prices governed by necessity rather than
legitimate cost of production and sale.

Stocks Fairly High

A number of clothing manufacturers
have told Men's Wear Review that their

stocks of English woolens, in any case,

are fairly high and that, with supple-
ments of Canadian woolens, they can
quite safely navigate the Fall and Win-
ter season of 1921-22. They have re-
vised prices of these woolens according
to current market values and are pre-
pared to revise them still further, ac-
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cording to replacement value. Judging
from reports, the season for the Cana-
dian woolen mills ought to be a very
good one, and manufacturers who have
seen their Fall samples say that they
are producing some very excellent piece

goods.

Distress Goods

As has been mentioned, there has been
no important revision of labor costs in

the English woolen market. In addition
to this, the English mills are not going
ahead to make up a surplus of piece
goods. Their mills are shut down. If

they were operating full steam ahead,
there would or might be a danger of
a surplus of materials. But this is not
the case, and Canadian buyers believe
that the "distress goods" market is,

after all, a small one. Manufacturers
say that a very few weeks' normal busi-
ness would clean them out and that the
retailer who thinks that he can get all

he wants just when he wants it is likely

to get left.

A manufacturer of boys' clothing told
Men's Wear Review that he could be
cleaned out of made-up stock in a week
of normal business, and manufacturers
of men's clothing have said about the
same thing.

The Labor Situation

The labor situation is a big factor, and
nothing reliable with regard to its course
can be foretold. Garment workers in

(Continued on page 32)
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To give his customers the benefit of replacement values in merchandise of all descriptions without lending the

appearance of a sale to it is, apparently, one object which Max Beauvais, of the Fashion-Craft store, Montreal,
had in view in these two window displays. There is no mention of the word "Sale" in the ivindoivs anywhere, yet

the passerby knoivs that a considerable reduction is given on lines of merchandise displayed. It will be noted, too,

that the displays lose nothing of their dignity or artistic arrangement simply because reductions of considerable
proportions are given. Perhaps it is a faulty notion that many window dressers have that a "sale" ivindow must
be crowded with merchandise and loud showcards used tvhich compel the passerby to look as a circus billboard

compels one to look by the sheer force of the amount of colors used. The showcards used here are in proportion to

the size of the window and are well designed. These windows liave lost nothing of their attractiveness simply
been use special prices are offered.

FALL CLOTHING PRICES
UNCERTAIN

(Continued from page 31)

some of the large Canadian centres ac-

cepted reductions of about ten per cent

for the Spring season. Hand in hand

with this, an experiment is being tried

out to increase the rate of production

which fell considerably during the post-

war period when labor had the situation

absolutely in their own hands. The ef-

fort is being made, unquestionably, to

keep the scale of wages on a living basis,

and it is desirable that it should be so.

If the rate of production increases ap-

preciably, it will have some bearing on

the ultimate cost of the finished product.

The trend of business may still further

affect the wage scale, as liable, perhaps,

to send it up again as down.
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And back of these factors is the un-

certainty of business development.

Everyone is hopeful that, by Fall, it will

be back to normal. When it is, costs

can be figured with a fair degree of cer-

tainty. But manufacturers and retail-

er alike declare that the consumer pur-

chased clothing in January, 1921, cheap-

er than he will in December of the same
year.



Canadians Encourage uDress up" Idea
Different Methods Employed to Attract the Well-Dressed Man—Traveller in Covering 7,000

Miles Describes Windows in Many of the Important Cities of

Canada.

THE impression I received from

Canadian men's wear show win-

dows in large and small cities,

whether hemmed in by the prairies or

the Rocky Mountains, or back east in

the sphere of industrial activity, was

that the Canadian man takes great

pride in being well dressed. For were

not this the case, the men's wear estab-

lishments would surely not feature such

an extensive range of stylish clothing

of all kinds that they do. If the male

did not care a nickel about the way he

dressed so long as he wore clothes that

were comfortable and hard wearing, the

clothing stores would reflect this tend-

ency and confine themselves to perhaps

a range of suits consisting chiefly of

tweeds and blue serges in the most con-

servative designs.

Some of the display methods that I

was particularly impressed by are de-

scribed below.

The Picture Frame Setting

The House of Max, Saskatoon, Sask.,

employ a novel form of window card

publicity. The window glass around the

side of each window was covered with
cardboard border about twelve inches

wide, and cut out to resemble a picture

frame. The four borders bore such an-

nouncements as "Sale on Suits," "Suits,

$20.00 and up," "Suits Made to Measure,
$45.00 and up," "The House of Max."
In the portrait part of the picture frame
—or in the window display proper

—

were suits fitted to headless figures. A
similar arrangement was carried out in

the other window, which was devoted to

raincoats.

A Drive on Tweeds

Fishers, Ottawa, Ont., devoted a trim
to tweed wearing apparel. The window
contained two decked mounds-, one
placed behind each other to give the im-
pression of a platform. On the top
mound reposed a tweed suit on a head-
less bust model, while the lower mound
was occupied with a green jardiniere,
with a green tweed soft hat, brown cane
and a pair of brown kid gloves laid
across the vase. Laid across a hanger
at the front left was a tweed coat. A
stand at the front right held a green
soft hat, with a brown cane and brown
kid gloves at the base. A card down
in front announced:

"Genuine Scotch Tweed Suits, $60.00.

Tweed Hats, $5.00."

The green and the brown formed an
excellent color scheme.

Catchy Price Tags
The Two Macs, Ottawa, utilized an

By ERNEST A. DENCH

unusual kind of price tag. Every one

of these depicted a man skating down
a hill on a curled Autumn leaf for a

sleigh. Suits were exhibited on head-

less figures at each side, with a top coat

laid over a hanger at the centre. Green

plush trailed all over the floor around

the various display fixtures. At each

front side was a soft hat on a stand.

Some excellent examples of window
card composition that found their way
into the window were as below:

"Your confidence in the TWO MACS
clothes is well placed."

"For over thirty years the TWO
MACS label has stood for style, char-

acter, service and value. It's a good
thing to have in your suit or overcoat."

"You fellows know the TWO MACS
are headquarters for smart clothes."

The Good Points of Each Model

Stiles & Humphries, Ltd., Winnipeg,
Man., imparted interest to their show
window by tiny cards attached to dif-

ferent suits. Attached to a black with

white spots model was this card:

"Pepper and Salt—an Old Favorite."

On the blue serge with white stripes

model the card was captioned:

"Pin Stripe — Very Fashionable and
Looks Well, too."

The humble Scotch tweed was given

the following notice:

"Scotch Tweed—This always makes a

good and smart business suit."

Window Card Examples

D. K. Book, Vancouver, B.C., backed
up his men's suit trim with three con-

vincingly worded cards, as below:

"Suits for young men. They are

dandies and full of pep."

"Steady, there, steady. Examine
these suit values. $40 to $45."

"It's up to you. We have the correct

clothes at the lowest possible price."

Human Touches to Overcoat Trim

The Hudson's Bay Company, Van-
couver, had a display of overcoats that

was characterized by some pleasing

human touches. In fact, the only thing

the window lacked was a human figure,

but this much was left to the imagina-
tion. Exhibited on stands in different

parts of the trim were about a dozen
overcoats, with a soft hat here and
there. One overcoat was laid on the

floor at the side along with a pair of

gloves, an open packet of cigarettes and
a cigarette holder. At the opposite side

of the trim, on the floor, was a soft hat

and an open tin of tobacco, with a pipe

laid on it. A walking stick laid at the
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front centre completed this well-bal-

anced display.

Dressing Gown Sale Point

Max Beauvais, Montreal, featured

men's dressing gowns in one of their

show windows. The point around which
the whole display riveted was the small

and compact package the garment form-
ed when packed for traveling. One of

the dressing gowns was rolled up and
tied with a neat ribbon bow. This ex-

hibit occupied the most central location

in the window and was surrounded by
dressing gowns spread out at full

length, to show that the length or cut

of the gown was not at the sacrifice of

space.

"Dolled" Up For Work
Canadian clothiers are also right

there when it comes to encouraging the

working man to wear the proper kind
of overalls to protect his clothes while
at work.

Swapping Suits and Overcoats

McKears' Regina, Sask., have gone
into the second hand clothing business in

a dignified manner. Realizing that in

these times of high prices, many men
hold on to their clothes until they are
on the verge of shabbiness, they en-

courage men to buy new clothes from
time to time by their swapping stunt.

"Costs less if you swap," is the slogan
that they have made popular in the
capital of Saskatchewan. It appears on
almost every window card, in their

newspaper advertisements and else-

where. There are always local second-
hand dealers in the market for left off

clothing, and even if McKears have to

dispose of their purchases for what they
paid for them or even less, they are
the gainers. Many males would fore-

go the luxury of new clothes were it

not for such an inducement as this.

One of their recent window displays
contained an oblong footstool in the mid-
dle position. A snappy coat was fitted

to a headless bust model and placed on
the footstool, at the base of which the

pair of pants and vest were laid. To
one side was a classy overcoat turned
inside out to reveal the comflortable

blanket cloth lining. At the opposite

side, laid carelessly over a hanger, was
another overcoat, draped in billows on
the floor, and a silk muffler and a cap
laid over the same. Cards placed near
the garments advanced such points as
the following:

"Swap your old suit or overcoat for

a new one. You save."

(Continued on page 37)



January Clearance Sales

Reflect Pre-war Level
Merchants From One End of the Country to the Other Show a Disposition to Throw Profits

to the Winds—Good Merchandise at Low Prices.

JANUARY clearance sales, operating

under many different names and in

many different ways, have shown a

disposition on the part of merchants the

country over to induce the public to come
in to the market with the promise of

securing merchandise below the cost of

manufacturing and at prices that they

will not get again during the year. Some
merchants have operated their sales on

a percentage basis, offering a straight

cut of from 25 per cent, to 50 per cent.

on all merchandise in the store; others

have freely used the comparative figures

style and have advertised that prices are

down to the pre-war level; while still

others have adopted more or less novel

schemes, thereby hoping to catch the eye

of the seeker after good merchandise at

low prices. One form that has been used

quite extensively has been outlined in

Men's Wear Review, that is, inserting

in their advertisement or sending by
direct mail the fac-simile of a cheque

worth $10.00 or $15.00, or whatever

amount the merchant has chosen, to cus-

tomers who may bring this in and get

the value of it on a suit or overcoat pur-

chased during a special sale which they

are running. While January weather

still further militated against the suc-

cessful merchandising of heavy winter

suits and overcoats, reports indicate that

these sales have met with very good suc-

cess and have indicated that the public

has been awaiting prices which they be-

lieved were about right.

Lambert's, of Winnipeg

Lambert's, of Winnipeg, seem to have

been so successful in their $1.00 suit and

overcoat sale that the poets have broken

out into singing their praises in verse.

"Pick a $50.00 suit; pick a $50.00 over-

coat; pay me $51.00; take them home," is

the trite way in which Lamber announces

this sale, with the proviso that the choice

of the customer must be a suit and over-

coat, not two suits or two overcoats. And
in the upper left-hand comer of a full

page advertisement he reproduces three

verses from the pen of James Rennie,

which run as follows:

—

A Tribute to Lambert's Upstairs Clothes

Shop:
Just some worth while information, and

I'd like to pass it on,

I guess you read the papers—See the

Sales all going strong.

It simply gets you nowhere, if you calmly

sit and sigh,

So go up the stairs to Lambert's, where

you cannot help but buy.

Effcient Sales Staff to

Count as Never Before

Gone are the days when the mere desire to possess on the part of the
public made salesmanship an easy thing, a mere matter of form, the mere
taking of an order and promptly executing it. With the public in an altered
attitude of mind, seeking equal values at greatly reduced prices, salesman-
ship has become a thing of art and science. The successful merchandising
of the proprietor's stock is more dependent on his sales staff to-day than
it has been for several years. Let him look to it well that his staff is an
efficient one, that it knows whereof it speaks when selling merchandise and

—

and this should not be overlooked—that it is well paid for its services.

"I believe that the thing that will develop trade," said J. C. Begg, of
Begg & Co., Ltd.. of Hamilton, to Men's Wear Review, "will be the individual
effort and intelligence of the sales staff. Big advertising is not pulling as
it did some months ago. We are finding that the questioning mind of the
public requires knowledge and intelligence and it is becoming increasingly
necessary that the salespeople meet the customer with the knowledge and
intlligence regarding merchandise that he seeks. The public is full of sus-
picion and when they come in to buy it is in that 'show me' mood. In the
personal contact with the customers there is greater need for knowledge
and intelligent handling than there has been for many years."

I was naked and he clothed me, made my
life again worth while.

I can go among my comrades, and at

Christmas wear a smile,

With a Fifty-Dollar suit of clothes, and
a coat that cost a dollar.

"Lambert's always takes the lead"—the

other stores just follow.

Just a word to Mr. Lambert, before I

close my tale:

I can't see how it pays you, to have a

Dollar Sale.

Your Suits and Overcoats, I'm sure, their

equal can't be found.

No use talking, Lambert, you're a credit

to the town.

Bissonnette, Joy & Co., of St. Catharines

This firm advertises their "Biggest

sale since 1913," and, in doing so in a

full page advertisement early in Janu-

ary, avoid the use of comparative figures

altogether. Their prices sound very

much like 1913 prices, too. Men's Can-

adian tweed suits are offered at $15.00,

and Winter weight overcoats at $16.00;

boys' suits and overcoats are offered at

$11.00 and $10.00 respectively; Arrow
collars at 20 cents; men's gloves at

$1.98; President suspenders, which were
thought high in price when they first

came on the market years ago at 50

cents, are offered at 60 cents. Other

merchandise is offered at correspond-

ingly low prices.
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Lyons Tailoring Co., of Chatham
Lyons Tailoring Co., Chatham, adver-

tised their "Greatest sweep-out sale" in

which suits, overcoats, trousers and fur-

nishings are reduced to "about half

price." Regular $35 to $40 lines in suits

and overcoats are offered at $19, $45 to

$48 lines at $24, $50 to $55 lines at $29,

and $58 to $60 lines at $33. All lines
,

as high as $75 are offered at $38. In

furnishings they offered soft and stiff

felts, values to $5.00 for 98 cents, while
values to $12.00 were offered for $4.98;

Carhartt's and Peabody's regular $3.50
overalls were offered at $2.79. A spe-

cial line of shirts was offered at 98
cents.

Bellinger's, Ltd., Toronto

In advertising a fifty per cent, reduc-
tion on all suits and overcoats, exclusive
of blue serges and evening clothes on
which there is a 33 1-3 per cent, reduc-

,

tion, Bellingers. Ltd., of Toronto, states

that this drastic cut represents the low-
est level in seven years for genuine
Fashion-Craft clothes.

D. Morrison, Credit Man
Among the credit men, D. Morrison,

of Toronto, advertised a "Famous no-

money-down sale." He made it clear in

his advertisement that purchasers were
not required to pay any money down,
as is the custom with credit men; and
he emphasized that this form of a sale

was an evidence of his faith in his mer-

chandise and his customers. Boys' suits

(Continued on page 35)



MEN'S WEAR REVIEW

Would you care to win

A Rich Cut

Glass Lamp
Free of Charge

Valued

At jg&k
M'1

If bo, Estimate how many feathers are on the Rooster

Exhibited in our window.

TO
place your estimate you must necessarily come to our store. The rooster

will be on display In our Somerset Street window daily from now until

Xmas. Everybody is entitled to an estimate. To the person who estimates

the correct number or the nearest correct number of feathers will be awarded
a beautiful $25.00 Rich Cut Glass Boudoir Lamp.

The judges who Will award the prize are Mr. J. Bower Lyon, advertising

specialist, Room 22, Citizen Building and the Editor of the Westender. These
two gentlemen '6 decision must be final. All estimates must be made by closing

time Christmas Ere and the winner will be announced by New Tear's Eve.

Anyone may enter this contest.

The competition is now on. Estimate early and often. Start to-day.

Making a Prize Rooster
Crow for Big Business

J. F. Duff & Co., of Ottawa, Conduct a Successful Sale By a Novel
Plan—Estimating the Bird's Feathers and

Getting a Good Prize.

w E found the Estimate Contest

to be an Al advertising pro-

position. We had the most
successful sale we ever held," said J. F.

Duff, of J. F. Duff & Co., Ottawa, Ont.,

in referring to an estimate contest

which they ran in December. The na-

ture of the contest is outlined in the

accompanying advertisement which ap-
pears on .this same page.
"The rooster was the talk of this sec-

tion of the city," said Mr. Duff. "We
had a large pure bred Golden Wyan-
dotte on display in our window in a

crate especially constructed for the pur-

pose. Many took great pleasure in look-

ing at him, although they did not make
an estimate, as he was a beautiful bird

and a prize winner. He crowed prac-

tically all day long. That might appear
to be the worst feature about it but we
doubt it. It tended to attract attention.

DUFF'S BIG 5 SALE

"After the contest, the rooster was
killed and the feathers counted by the

two named judges."

The ballot used by the J. F. Duff &
Co. is also reproduced on this same
page. Aside from recording the esti-

mate of the individual, it will be noted
that it provides a basis for a good mail-
ing list.

JANUARY CLEARANCE SALES
(Continued from page 34)

and overcoats up to $18.00 were offered
at $9.95; seal coats, regular $375, for
$279.50; $310 for $199, and $250 for
$148.50.

Famous Upstairs, Winnipeg
In advertising "Canada's greatest

clothing sale" the Famous Upstairs
Clothes Shop of Winnipeg made an ef-

fort to clear suits and overcoats at two
prices. Suits and overcoats that were
$25 to $35 were sold at $15; while those
ranging from $40 to $85 were offered
at $30. In addition, they make altera-
tions free and have an odd-pant sale

for $3.95, with blue serge pants at $5.95.

Plymouth, of Winnipeg

"Manufacturer's Outlet" was the head-
line of an advertisement run by Ply-
mouth's, of Winnipeg, in which they gave
some big reductions in men's and boys'
clothing. In some cases they went a
little below the 50 per cent, reduction.

Overcoats, regular $30, were offered at

$14.95; $40 and $45.00 overcoats at

$24.95; $55.00 and $60.00 overcoats at

$34.95; and $65.00 and $75.00 overcoats
at $44.75. Suits for men were cleared

at the same prices. In boys' apparel

$3.50 odd bloomer pants were sold at

$1.79; $22.00 overcoats at $14.95; $16.50

Mackinaw coats at $8.95, and $13.50 suits

at the same price. Boys' $22.50 suits

were sold at $14.95.

Case of Montreal

Sweeping reductions in the last days
of their half-yearly sale were given by
Case of Montreal at 507 St. Catherine
Street. Their $60, $75 and $95 Society

Brand overcoats were offered at $49;

suits at $50, $65, $75, $90 and $100 were
listed at $19, $32 and $34; shirts at $5,

$6.50, $7.50, $9.00, $13.50, $15 and $18
went for $2.95, $4.95 and $6.95; pyjamas
ranging from $6.50 to $20 went for from
$3.15 to $10.95, and gloves from $2.50

to $8 at $1.15 to $3.65.

ESTIMATE CONTEST, December, 1920 When prices are skyrocketing and
everybody believed the law of gravita-

I estimate that the Rooster has feathers tion inoperative along with the other

I also agree to accept the decision of the two named judges as final.
iaws fended during the war and
period of readjustment, it was possible

Name for a retailer to put two and two to-

gether and get five; now many of them
Address are figuring that three is the correct

===^====^=^===^=^^^=^= answer and they may be lucky if it isn't

J^_^
—_•«—— *-k ^^m. ^^. two ' Hence, the specially vigorous house-

In \ J ¥ • |h \+ J\y ||J cleaning during the first month of thi.-
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Some Sorting Business In Progress
Prices Remaining Firm For the Most Part—Trade Does Not Yet Reflect the Consumers'

Buying From the Retailer—Hand to Mouth Policy Being Adopted in All Lines of

Men's Wear.

A RETAILER said to Men's Wear Review a
few days ago : "The retailer is going into

the market about three times for his Spring re-

quirements in a sorting way where he formerly
went in once in a placing way." . Fairly closely,

that describes the situation today; and the re-

flection that comes from the manufacturing and
wholesale trades is that the retailer is making
his first trip into the market. It is sorting down
to a rigid science, for the retailer is buying only
what he absolutely needs. One of the keenest
buyers we know stated that he would buy for
only a few weeks ahead in some lines and a very
little longer in the heavier ones. He is buying
from hand to mouth and will probably continue
to do so throughout the Spring season. The
manufacturers and wholesalers are expecting
the retailer to follow this policy, but some of

them are expecting that the result of one of

these trips into the market will be to create an
immediate demand for merchandise that will

be hard to fill. That remains to be seen.

At any rate, the retailer is, to carry out the
simile used by the above-mentioned retailer,

making his first trip into the market for a num-
ber of lines of men's wear. He is nibbling here
and there, sweetening up his stock and making
it brighter with new goods. His next trip into

the market will depend upon how hard the con-
sumer knocks at his door for Spring merchan-
dise. The harder, he says, the better; and the
manufacturer and the wholesaler breathe a fer-

vent Amen. The January and December sales

have, in many cases, reduced stocks to a marked
degree. We have talked to not a few retailers

who have said that their January business, in

volume, was bigger than the January of 1920,
though profits were nil. It is only a matter of

time until buying between retailer and manu-
facturer or wholesaler will reflect more nearly
than it does now the buying between the re-

tailer and the consumer. But the retailer's

buying at present is still hedged about with
scrupulous care.

CLOTHING
Some of the biggest retail houses in the

country are placing orders for quantities of
Spring clothing. That, perhaps, is the first

indication of the more normal flow of trade
that is bound to come. No industry, like no
individual, can live unto itself alone. The re-

opening of steel plants, automobile factories,

etc., is bound to have an effect upon trade.
Unemployment exerts an influence on more than
the unemployed merely; it has the tendency to
tighten the purse strings all round. With the
unemployment situation brightening, as it

assuredly is brightening, trade will also take on
a brighter aspect. It is doing it now, and the
clothing manufacturers are feeling it a trifle.

There are no large orders, but there are some
orders, just the same.

Looking ahead to Fall, as one usually does
at this time of the year, there is little that is

substantial on which to base opinions or pre-
dictions. Clothing manufacturers have recent-
ly experimented with a new plan to speed up
production in an effort to reduce the cost of
production all round, and their experiment, so
far, is meeting with signal success. This will,

undoubtedly, have some bearing on Fall costs.

So far as piece goods are concerned, English
prices are still very firm with a slight tendency
downward. Reports reaching Canada are to-

the effect that Germany is buying a good deal
of woollens in the British market at the present
time. We know the case of a certain agent
in Toronto who received a cable a few days
ago advising him not to sell any more goods,
awaiting a slight revision upwards. This is only
one instance, however, and may be only tem-
porary. There are some "distress goods" on
the market that can be bought at very low
prices. Canadian prices for Fall show only a
slight reduction over Spring prices. The raw
material seems to have reached rock-bottom;
any further change in prices will depend upon
labor costs. At this time, however, no forecast
of Fall prices is possible.

HATS AND CAPS
The Spring trade in hats and caps depends

largely on the efforts of the retailer. A man
who sells nothing but hats and, therefore,
studies men on the street, in the street cars and
in the hotels, said to Men's Wear Review a few
days ago that today men were the "sloppiest"
they had been, so far as head-gear was con-,

cerned, in years. He was right. Look for
yourself. A Spring and Fall season have now
passed with a sub-normal trade; hence a poorly
"crowned" lot of men. There is no branch of
the trade that should have a brighter outlook
for Spring than the hatter, but he must create
sales.

A manufacturer's agent issued a warning to

us recently. He said that it would be necessary
for the retailer to brighten up his stock with
Spring styles. These will help to sell whatever
stocks he may have on hand. The danger he
wants to steer clear of is over-loading himself
with too much Spring stock, thus making still

more useless any stock he may have on hand
and spoiling the Fall season of this year. The
way to help things back to normal, he said, was
to avoid the accumulation of any more dead
stock ; if this was done, the retailer would have
a normal or even good Spring trade with a clear
road ahead for Fall.

There is some sorting business going on at

present in Spring lines. Some of the Canadian
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hat manufacturers are working on Fall lines

and we are assured that some very creditable

models will be shown later on in the year. At
present, it is impossible to give any idea of Fall

prices. There are cases where the sale of "dis-

tress goods" is reacting against the manufac-
turers and wholesalers.

SHIRTS AND COLLARS
During the last month there have been no

further reductions in shirt prices and some re-

tailers who have recently placed orders for

future delivery have found that they are pay-
ing more for them than they have been selling

them at during their December and January
sales. Prices are firm. Business, as yet, is not
very active in these lines but there is some
sorting going on for the Spring trade. A number
of new soft collar styles are being shown. Tra-
vellers are about to start out again and the

feeling among the wholesalers and manufac-
turers is that the retailers' stocks are low and
that they will get a very fair reception during
their trip.

NECKWEAR AND HOSIERY
The activity in hosiery and neckwear trades

is only of a sorting nature. Spotty orders are

being placed and prices are unchanging except
for "distress goods." Neckwear men are
strongly of the opinion that the stocks of the
retailer are very low and they will come into

the market in the very near future for their

Easter and Spring requirements. In neckwear
silks there have been some slight advances
within the past few weeks; the silk situation,

as a matter of fact, shows increasing firmness
day by day.

Hosiery buyers who usually place their orders
at this time of the year for Fall, or would do so
very shortly, are in a waiting attitude. Their
own stocks are well up and they will await the
Spring development before committing them-
selves for Fall. English prices, according to
import men, show only slight reductions as yet.

UNDERWEAR
Travellers on the road are taking fair sort-

ing orders from retailers whose stocks are re-

ported to be pretty low. Within the last few
days there have been very slight decreases in

certain lines of underwear. Business, however,
is only of a sorting nature; but the run-down
condition of stocks seems to be a pretty safe
guarantee for future business.

CANADIANS ENCOURAGE "DRESS
UP" IDEA

(Continued from page 33)

"It will pay you to swap. We make
a fair allowance for 'old suits and over-

coats."

Calling Attention to Wearing Points of

Overalls

The Hudson's Bay Company, Vancou-
ver, B. C, seated a male figure clothed in

overalls on two trunks in the middle of

a show window. Lying close by was a
pair of working gloves. Hung in differ-

ent positions at each side were other
overalls; running from the part discussed
to the window glass were ribbon chains
The cards bore such arguments as:

"Double cross back suspenders,'' "Con-
tinuous fly," "Lots of stooping room,"
"Jacket to match," "Roomy coat," "Full
44 yards to each dozen," "Stifel drill."

Such tools of trade as a saw, a hack saw,
wrench, pickaxe, gloves, etc., were
placed here and there on the floor, for the
purposes of "atmosphere."

An Overall Sale Trim

MacDonald's, Ottawa, Ont., displayed
heavy Savanah white duck over-alls on
headless forms, placed on oak pedestals.
The headless part of each figure was
topped by a blue and white checked
handkerchief, tucked in at the neck. A
few coats and pants were laid, separately
over hangers, draped at the base with
mouse brown matting. Occupying the
rear sides and centre was a portable
screen, the panels of which were about
two feet wide and five feet high. The
panels were covered with rose brocade
wall paper, while the borders were treat-

ed to a liberal coat of green paint. The
card exhibited down in front was that

of a newsboy with his familiar "Extra"

cry. Beneath this was this effective

announcement:
"Extra! ! !

"Just arrived. Painters' white over-

alls, made of heavy Savannah duck.

Note price below.
"—$2.50—"

(Copyrighted, 1920, by Ernest A.

Dench.)

place of the luxury tax, at the point of
importation or manufacture. If advis-

able, let the convention go to the Gov-
ernment in a body, as representing art

important section of the R. M. A. of
Canada, and state to the Government
emphatically that this is the kind of
taxation favored by business men. It

will be an expression of national con-
sciousness that will be taken up by busi-
ness men the country over.

ORGANIZATION BRINGS NATIONAL
CONSCIOUSNESS

(Continued from page 29)

the path of merchandising at this criti-

cal time.

Retailers a Little Too Modest

The statement was frequently made by
delegates at Brockville that it was not

the business of the retailer to tell Sir

Henry Drayton what kind of a tax, if

any, should succeed the Luxury Tax.
It is the business of the retailer to look

after his interests and in looking after

his interests at this time it is necessary
for him to have considerable to say about
methods of taxation. As a class, he
pays more taxes than any other class.

Why should he not have something to

say about methods of taxation?

What Can be Done at Ottawa

When the convention is held in Ot-
tawa, in February, this matter of taxa-

tion will, undoubtedly, be discussed. It

will be asked, no doubt, to support the
action of the Dominion Board in re-

questing the Government to levy any
taxes that may be devised to take the
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HOPEFULNESS IN HAT BUSINESS
(Continued from page 30)

of whatever reductions, if any, are pos-
sible.

To the Canadian hat manufacturer,
and to all other Canadian manufacturers
of men's wear lines, we would like to
refer to what Sir Henry Drayton said
at the Eastern Ontario and Ottawa Dis-
trict Convention in Brockville in Janu-
ary. He said that, last year, we had
bought- over $1,200,000 worth of hats
across the line at a time when the
rate of exchange was considerably
against us. The inference was that we
should either buy Canadian-made hats
or buy them in England, for what helps
England also helps Canada. It is up
to the Canadian manufacturer to sell a
product in which he has, and rightly
has, a great deal of confidence. If he
can produce as good a hat as any other
manufacturer let him tell the trade so
through his advertising and his sales-
men, but don't let him rest on a mere
"Made in Canada" campaign conducted
by somebody else. He should conduct
his own "Made in Canada" campaign,
and should conduct it most vigorously.
It will bring results.
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Suggestions for Show-Cards
for Seasonable Merchandise

"A Window Without a Show-Card

is Like a Book Without a Title"

THE CLOTHES THAT BOTH BOYS AND PARENTS
LIKE.

OUR ASSURANCE GOES WITH THE PRICE AND
QUALITY OF THESE HOSE.

THE QUALITY OF THIS MERCHANDISE WILL
STABILIZE PUBLIC FAITH.

THE MARKED STYLE OF THIS CAP HAS MADE
IT A SALES LEADER.

ONE MAN'S LOSS IS ANOTHER MAN'S GAIN-
HERE IS YOUR GAIN.

THESE TIES WILL STAND UP UNDER THE
MICROSCOPE OF A DISCERNING BUYER.

TWO DOLLARS' WORTH OF WEAR FOR ONE
DOLLAR INVESTED

COME IN—YOU ASSUME NO OBLIGATION IN

LOOKING.

HAVING CONVINCED OTHERS THAT THESE
GLOVES ARE RIGHT LET US CONVINCE YOU.

A RIGID STANDARD OF CRAFTSMANSHIP IS

THE OUTSTANDING FEATURE OF THESE
CLOTHES.

CLOTHES THAT SPKAK AND LOOK
REFINEMENT.

HERE IS THE CANADIAN ACE IN NECKWEAR
STYLES.

CORRECT STYLES AND COLOR IN SPRING HATS.
POST-WAR VALUE AT PRE-WAR PRICES

COLLARS THAT ARE NOT TOO STIFF TO COME
DOWN IN PRICE.

THESE PRICES PROTECT YOU AGAINST
FURTHER REDUCTIONS.

THE ANSWER TO "TO BUY OR NOT TO BUY" IS
' GIVEN BY THIS ATTRACTIVE HAT.

YOU CANNOT BUY UNDERWEAR THAT IS MORE
PROFITABLE THAN THIS.

THERE IS A WELL BALANCED BLENDING OF
STYLE, MATERIAL, AND WORKMANSHIP IN

THESE COLLARS.

A SMART DOUBLE BREASTED MODEL FOR THE
CORRECT AND REFINED BUYER.

SPECIALLY SELECTED MERCHANDISE FOR OUR
FEBRUARY SALE.

CLOTHES WITH STYLE THAT BRING PROFIT
TO THE WEARER.

THE OUTSTANDING FEATURES OF THESE
CLOTHES ARE STYLE—FABRIC—PRICE.

DURABILITY WITH STYLE AND POPULAR
PRICE.

GOODS WELL BOUGHT ARE HALF SOLD—
THESE GOODS SELL THEMSELVES.

BED-ROCK PRICES WITH TOP-NOTCH VALUES.
WE LIVE UP TO OUR REPUTATION IN

OFFERING THESE GLOVES.

QUALITY COUNTS TO-DAY AS NEVER BEFORE-
HERE IS QUALITY.

NOTE THESE OFFERINGS IN SHIRTS—WE HAVE
MANY OTHERS INSIDE.

IF YOU ARE LOOKING AROUND. COME INSIDE.
CRAVATS THAT HAVE A DISTINGUISHING

MARK ON THEM.

CLOTHES THAT TELL THE TRUTH.
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ityles for Season of 1921-22 to be Conservative
Canadian Designers Believe Merchants Want Garments That Guarantee Safe

over—International Convention Cut Down on Form-Fitting Styles—Some
Models Are Outlined.

Turn-

er THILE the style forecast adopted

/\/ by the style committee of the
" International Association of

jthing Designers recently held in Chi-

50 announces that the tendency for

11 and Winter is toward the liberal use

garments expressing more individual-

and that hence there will be a de-

tnd for all types of sport and novelty

ects in suits and overcoats, the feel-

r amongst Canadian designers with

10m Men's Wear Review has talked

that conservatism will again feature

the Fall and Winter creations, 1921-22.

ere will, of course be a sprinkling of

velties for the young men who seek

> extremes in dressing, but these are

ely to be few. As one designer put

"While the style tendency as ex-

jssed at the Chicago Convention was
vard several extremes, in Canada we
11 follow much more conservative

es." Or as another designer said,

ne may say that the style tendency in

nada for the coming Fall and Winter
ison will be decidedly conservative;

ire will be very little that is new or

:reme."

Taking Note of Conditions

[Tie reasons for the conservatism of

i Canadian designer are, perhaps, ob-

us. In the first place, Canadian
les are always more conservative

in those across the line. There is

ther the number of people nor the

mopolitan population that can absorb
extremes in styles in this country as

the United States. An extreme style

oss the border that dies on the manu-
turer's shelves can be unloaded much
re easily than in Canada,

^.nd this constitutes one of main rea-

ls, if not the main reason, why few
remes will figure in the coming Fall

1 Winter program. "Merchants the
ntry over are not in an attitude of
id to invest their money in styles

t will die," is the way one clothing
nufacturer expressed himself to Men's
ar Review; while another said: "To
p down the price for Fall to where the
rage merchant wants it, fancy yokes,
is and trimmings will have to be for-
ten." Note is being taken of the
es in designing the Fall and Winter
les. Travelers on the road these
s with clothing, are being asked very
quently: "What is your lowest line?"
J clothing manufacturer has taken
e and will give a good, conservative
le, having all the essentials of a
hly tailored garment, but with the
Is missing. He knows that the mer-
nt does not want to carry any "dead"
ck; so he is trying to figure out styles
t will always make his stock saleable,

with a sprinkling of the extremes that

will not interrupt rapid turnover.

Styles for Men's Models

The forecast of the style committee
at Chicago with regard to the specifi-

cations for men's models based on size

37 are:

Style, three button sack, waist length
.

17 inches, full length 30 inches; blade

effect, clean; back effect, slightly body
tracing; back finish, 8 inch plain vent;

shoulder width 5 inches and effect

square; lapel, low gorge, notch, dimen-
sions 3% inches; cutaway front, with
corners slightly rounded and button
spacing 1 inch above the lower pocket;

front effect, medium chest; regulation

style of pockets, located 11 inches;

sleeve size is 18 inches at elbow and 11

inches at hand, with open vent.

Young Men's Models

Based on size 36 for semi-young men:
waist length 17 inches, full length 30%
inches, with easy blade effect; back effect

is broad at blade to medium waist sup-
pression and close clinging at seat; no
vent in back; shoulder width 4% inches
with square effect; lapel, low gorge with
notch with 3% inch dimensions; slightly

cutaway with rounded corners and but-
ton spacing 1 inch about the lower
pocket; full chest front effect; regula-
tion style of pocket, location 11 inches;

sleeve size 14 1
/4 at elbow and 1034 at

hand with open vent.

In a three button sack for young men
based on the same size, the waist length
is given as 16 inches with full length
30% inches, with blade effect, easy; back
effect is form fitting with defined waist
lines, a 12 inch hook vent; shoulder
width 4% inch, square with slight pleat
effect in sleeve head; low gorge, notch
lapel, dimensions 3% inches; slightly

cutaway front and full ehest; regulation
pockets, location 10 inches; sleeve size

14% inches at elbow and 10% inches at
hand, with open vent.

ONE BUTTON SACK: — General
specification for young men's sack with
peaked lapel and slightly slanting flap

pockets.

TWO BUTTON SACK:—Specifications

for young men's' three button sack, with
semi-peaked lapel.

FOUR BUTTON SACK:—Specifica-

tions for semi-young men's sack, with
short lapel, high gorge, soft roll; plain

vent 8 inches; plain pockets.

TWO BUTTON DOUBLE BREASTED
SACK.—Specifications for young men's
single breasted sack, with buttons four

inches from edge, 4% inches apart, and
lower button 1 inch above pocket.

THREE BUTTON DOUBLE
BREASTED SACK:—Specifications for
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young men's single breasted sack with

buttons 4% inches from edge and lower

button on line with pocket.

FOUR BUTTON DOUBLE BREAST-
ED SACK:— Specifications for young
men's sack, with buttons 4 inches from
edge, lower button 1 inch below pocket.

YOUNG MEN'S TROUSERS:—Cuff

bottom, 17% inches at knee and 14%
at bottom; plain bottoms, 18 inches at

knee and 15 inches at bottom.
MEN'S VESTS:—Five buttons, no

collar; for young men, six buttons, low
opening.

ONE BUTTON FROCK COAT:—
Waist length 16% inches; full length
38% inches; flat braided; sharp cutaway;
peak or notch lapel; coat for semi-dress
and to be worn with striped trousers.

MEN'S TUXEDOS.—Specifications of
men's sack, with silk faced peak lapel

and flap pockets; and for young men,
specifications of young men's three but-
ton sack, with notch collar; the collar,

lapel and cuffs of silk; satin welt breast
pockets.

MEN'S FULL DRESS COAT:—Waist
length 17 inches, full length 40 inches;
natural shoulder; silk faced peak lapel;
bound collar; for young men, 16% inches
waist length, 40 inches full length; skirt
effect narrow and pointed notched col-
lar; collar, lapel and cuffs of silk;

breast pocket, welt bound.
Styles in Overcoats

MEN'S CHESTERFIELD:—Length
42 inches; velvet collar; regulation pock-
et, and vent.

MEN'S THREE BUTTON DOUBLE
BREASTED:—Length 41 inches; regu-
lation pockets; lines to follow men's
sack, and for young men, length 40
inches, follow general lines of young
men's sacks; velvet collar; velvet piped
cuff, and hook vent.

ULSTERETTE:—Three button double
breasted; waist length 17 inches; full
length 43 inches; back effect loose, well
drawn in by belt, one-piece three quarter
belt; deep hook vent, effect of front
form fitting; lower button two inches
below pocket line; pocket 11 inches
below arm hole; patch and flap pockets.
STORM ULSTER: — Four button

double breasted, 48 inches long; patch
pockets and flaps; two-piece back belt,
two buttons; plain centre vent; cuff on
sleeves.

RAGLAN:—Three button double
breasted, length 46 inches; large patch
pockets; one or two piece sleeve; deep
arm holes; belt all round; cuffs on
sleeves; convertible collar.

DOUBLE BREASTED SLIP-ON
OVERCOAT:—45 inches long, split
sleeve with cuff; slash pockets, belt all
round.



A Plain Talk to Merchants
Manufacturer Says Retailer Should Be Content With Fair Profit—Prices Were Marked Up

in Accordance With Cost of Replacement on Rising Market—Same System Should
Be Followed as Prices Fall.

SOME human beings are

"easy." And some
business houses are

the same way. Most of

the grief in business comes
to or is caused by the peo-

ple who are "easy."

We have been through

an easy period, so far as

regards doing business.

Selling has been easy.

Money has been easy

—

most of the time. Col-

lections —credits — adver-

tising—the whole business

structure—they have all

been easy. But this is not a

permanent condition.

Now things are chang-

ing. Before we get under

full steam in the midst of

new conditions, why not

stop long enough to tight-

en up our belts?

With regard to prices, for example:

why is it so hard for business men to

give up the long individual profit, and so

easy to sacrifice the profit on volume

of sales? In my business I want to

cut prices just as often as I can, while

retaining a profit. Why? Because we

are philanthropists? Most certainly

not. But we can see on the cost sheets

that when our volume in production in-

creases, say by 50 dozen pairs of gloves

a week, our overhead per dozen goes

down correspondingly, 20 cents, 30 cents,

in one case 41 cents.

But very commonly I find a different

attitude, evidence of which came to me

the other day in a letter from a cus-

tomer in the Middle West. He returned

a pair of women's gloves that we had

recently sold him. They were torn and

he said in his letter:

"It seems to us that a woman who pays

$4 for a pair of gloves ought to be able

to get more than three week's wear out

of them. We believe she is entitled to

have her money back. Furthermore, we
can not see that it is any fault of ours,

but it is clearly a defect in the gloves

themselves, and we want a new pair

to replace these."

I wrote to them about as follows:

"We agree absolutely with everything

you say in your letter. A woman who
pays $4 for a pair of gloves is certainly

entitled to her money back if they don't

wear longer than three weeks. But we
want to ask you plainly, who charged

her $4 for the gloves. Not ourselves!

There is no use in denying that all the way
through business in the past few years extrava-

gances, weaknesses and abuses have crept in

;

most concerns aje paying for them today in one

way or another. In his position as a manufac-

turer and wholesaler, selling the retailer, the

author of this straight-from-the-shoulder talk

has been in close touch with retail activities

from a number of angles. A big chance lies

ahead for retailers, he feels, to trim their sails

to to-day's business winds. He points out some
particularly untimely practices which retailers

can well improve on, and tells some retail op-

portunities as they appear to the manufacturer.

This article appeared in February System, the Magazine
of Business.

We sold this glove to you at $16 a dozen,

or $1.35 a pair."

I call this sort of thing by a plain

name—cheating. I don't believe it is

even remotely to be considered as good

business. I don't think it is ordinary

horse sense. Ourselves, we sell on close

terms. We never allow an element of

inflation in any of our price quotations.

Our terms are net ten days.

Furthermore, we make it a rule in

our institution that we have but one

price. When a customer is given a line

of credit, the limit of the credit does

not in any way influence the price. A
little store in Columbus, Ohio, can buy

our finest quality gloves just as cheaply

as any of the larger stores in the United

States of America.

We make it a rule to sell honest

goods and conduct an honest business

and we guarantee our product against

manufacturers' imperfections, and we
replace with a new pair any imperfect

glove that has not been worn, soiled or

out of our possession longer than six

months. We do not give discounts of

any nature, character or description to

any customer regardless of the size of

his account, the length of time he has

been buying from us, or any other con-

sideration.

When is Retail Price to be Based on

Replacement Value?

During the past four or five years

the general rule was: establish your re-

tail price on replacement value. The
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replacement value of a

item was never upon th

lowest quotation of th

market at the date th

merchant marked his reta

price. If a merchant re

ceived a back order fc

gloves upon which th

basis was figured at $2

per dozen, and at the tim

of delivery these goods ha

advanced to $30, or som

irresponsible party quot

ed $32.50 he took his $2

goods, figured that the

would cost $32.50 to re

place, and then marke
his 50 per cent, on th
cost as his selling- prici

In other words he marke
$32.50 goods at $48.75 pt

dozen; and when it did n<

figure out quite even j

$48.75, he never said 1

himself: "I will make them $4 and gn
the customer the benefit of it." No, wh;
he did say was: "I will make them $4.,'

and get all I can while the getting
good."

Now that there has been considerab
circulation given to the possibility <

well as the probability of declines i

prices, that same merchant does not fe
that the rule works both ways, that tl

merchandise that he has on his shelv<
shall be priced at replacement value, s

that the customer may receive some (

the advantages of the decline in whoL
sale prices. That would not fit his po
icy of "get while the getting is good
He is not willing to take the medicir
which he subscribed for his customer

I could give you very specific instance

where the retail merchant, whether Y
be located in Detroit or Dallas, No:'

folk or Cheyenne, Wyoming, Portlan
Maine, or Los Angeles, California, hi

always figured that he is going to tal

advantage of the situation, no matt*
what the effect may have been. A goc

many firms have the feeling that th

public is long-suffering and kind an

so should bear the burden and relie\

them of the strain.

Even aside from the evident unfai

ness of this theory, it is wrong. Tr

public is long suffering and kind bi

there is a limit even to the publ

patience. Sooner or later it will rebi

as has been so vividly shown in the pa:

few months. There has been no tin

when there were not wants to be sui
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plied, nor when people lacked money,

yet sales have fallen lower than at any

time for a number of years. The limit

of public patience was reached. Supply

and demand explanations of higher

prices no longer satisfied. The public

stopped buying until reductions should

be made. Demand disappeared- and
merchants were forced to bear some of

the burden which many had tried to

shift. The long suffering public was
no longer kind.

The replacement question applies to

the insurance companies. We were com-
pelled to insure full value, basing our

amount of insurance on replacements.

If any of us to-day were to have a fire

it is questionable as to the amount we
would collect. If 100 per cent, of the

retail merchants insured on replacement
values of a year ago and the policies

I continue in force under the three years

i
working contract, and we have a fire

I now, we would never be able to get the

I insurance paid.

About terms: in our business, as I

have said, terms are 10 days net. We
' figure that we are in business for the

! sake of selling merchandise, not to do

!
a banking business, or to conduct an
eleemosynary institution. Take the
man who buys on 60 days. If he turns
his merchandise four times a year, then
he does business for 240 days of the
year on money belonging to somebody
else. I don't think that can be called

business.

I met a buyer the other day, and
stated our terms.

"Why," he exclaimed, "I wouldn't buy
from anybody, I don't care who it is,

on 10 days net. Don't you know that
often a majority of our departments
don't make any profit—that the office

may be the only department making a
profit, through its discounts?"

"Then why," said I, "don't you do
away with the other departments and
just keep the office?"

These are a couple of the ways in

which it seems to me that business men
are "easy." Why be so lax about
prices? The excessive mark-up drives
away profits in the long run, instead
of attracting them. Why fuss about
giving or getting long-time datings ?

Most all of us would do better if we
would take a training in paying spot
cash. Then we would have to think
about our rates of turnover, and real
self-supporting merchandising, not mer-
chandising dependent on the other fel-
low's good nature and easy-going habits.
That is the kind of merchandising that
will stand the test in a time of business
depression.

With it all, we ourselves are not in-
clined to worry very much about these
things. We attend to our own business
according to our own ideas. We simply
take care of our work each day. We
are hoping that some day we shall be
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Above is the reproduction of a couple of pages in a new chapter in the story
of Begg & Co., of Hamilton. The original of this reproduction was a very large
piece of cardboard which, with one other the same size, about filled one window
of Begg & Co.'s store. With these two were two others, smaller, and with the
written page referring more particularly to boys' clothing and furnishings.
These four double pages, therefore, filled the two large windows of the Begg &
Co.'s store. There was not merchandise in the windows at all for two or three
days after this novel bit of sale advertising appeared on the 29th of December.
Time was taken by the forelock and instead of waiting for the turn of the year,
Begg & Co. announced the one big sale of the year between Christmas and
New Year's.

The window attracted a good deal of attention because of its extreme novel-
ty. To have something in conspicuous ivindows that looked like a book store

and that told a story in a very simple and direct way was something out of the
ordinary. Only a few palms and ferns were displayed with this "new chapter"
for some days; then a little merchandise was put in with it.

Clayton's, of Detroit, did a somewhat similar thing at the same time of the

year, but their scheme was operated more through their newspaper advertising.

Their first advertisement was simply the reproduction of a closed book with
the announcement that they would be closed for a whole day. Why?

The second advertisement showed the book opened and the announcement
was made of a double reduction sale, that is, an initial reduction of from 15

to SO per cent, was made to bring their merchandise down to a basis of replace-

ment values, then a second 15 to 30 per cent, reduction on account of the sale.

Subsequent advertisements continued the story of the store's success in the

double reduction sale which they were conducting.

able to get caught up with the orders

now on file and that we shall see a bit

The March Issue

March issue of Men's Wear Re-
view promises to be the best one
yet. It will contain a verbatim
report of the Toronto convention
to be held February 21st and 22nd.

A special feature of it will be

some special stories of merchan-
dising as gathered by one of the

editorial staff who will visit Buf-
falo, Rochester and Syracuse.
This number will be well worth
getting.

of daylight ahead. We have this satis-

faction, that our business conduct dur-

ing the past has brought us a reward

that is indeed most gratifying. We are

making constant gains and our policy of

dealing fairly with the customer evi-

dently wins out.

We do not in any way attempt to dic-

tate what our customers shall or shall

not do nor do we allow them to dictate

to us what we shall do. We simply fol-

low their instructions as nearly as we
can and when we do sell we sell strictly

on our terms, and we never under any

circumstances let any customer write

the terms for us. That is our job.

41



No Idea of Fall Prices in Boys' Clothing:

Spring Prices are Down About 20 per cen.

Harrv Keens, of W. J. Keens Co., Ltd, Toronto, Says They Are Trying to Meet After-the-

War Demands of the Feminine Purse—Must Have Lively Patterns—Manufacturers

Not Speculating in Made-up Clothing.

THE need of economy impresses

itself first upon the feminine

purse. At least that is true of

the majority of housewives and mothers,

though there are some doubts in the

minds of many men whether this virtue

is as apparent in the upper stata of

society as in the middle or lower classes.

And as the mother has become an

increasingly important factor in the re-

tail market, the makers of merchandise

keep her in the backs of their minds

when producing their wares. Even in

the purchasing of men's suits, "wee
wifie" must be considered, for woe to

that man who sits opposite his wife two
or three times a day adorned in a suit

of clothes that rouses the antipathy or,

worse, the ire of his spouse. His way,

like the way of the transgressor, is hard.

And so, when he wants a new suit of

clothes, he invites his wife to accompany
him to the store where he is to be array-

ed in a new garment. If she is satis-

fied, all is well; all he has to do is

to pay for it and that is much to be pre-

ferred to a perpetual wrangle over a

suit of clothes that does not suit "mi-
lady."

Largest Purchasers of Boys' Clothing

The mother is the largest purchaser

of boys' clothing to-day. It is she who
takes the young man to the store to

select his suits and overcoats and acces-

sories for him. Her taste must be sat-

isfied as well as her purse. And ac-

cording to Harry Keens, of the W. J.

Keens Co., Ltd., of Toronto, the time

has come when mother is demanding
lower prices. "During the war," said

Mr. Keens, to Men's Wear Review, "a
mother thought nothing of paying $15
or $20 for a suit of clothes for the boy.

Wages were high and many of them
were getting military cheques, giving

them, altogether, more money than they
had ever had in their lives before. But
times have changed and mothers are

looking for cheaper clothing for their

youngsters. They now want something
around $8 or $10 or $12 and we are
trying to give them what they want."

Must Have Attractive Patterns

Mr. Keens said that the pattern was
the important thing with regard to boys'

clothing. Something must be turned
out that attracts the eye of the boy and
his mother. Suitable trimmings have
to be selected for their suits, and this

phase of manufacturing of boys' cloth-

ing makes it almost as difficult and deli-

cate as manufacturing women's or girls'

clothing. Canadian mills, he said, were

turning out good material for boys'

clothing and they were depending large-

ly on this market for their goods. As a

matter of fact, Mr. Keens said, the pat-

tern was of more moment than the qual-

ity of the goods because it seemed as

easy ' for a vigorous, growing boy to

wear out or have to discard a piece of

the finest worsted as a piece of goods

that did not have quite the same high-

class quality in it. Whereas a man may
wear one or two suits for the whole
year, the boy has to have three or four;

so that it does not pay to invest too

much money in quality. The looks of

the suit is the more determining factor.

Spring Prices Down 20 per cent.

"As far as we are concerned," said

Mr. Keens, "our Spring prices are down
about 20 per cent, from what they were.

Lower wages and the drop in the price

of the raw materials have given us back
about ten per cent, of the cost of pro-

duction. The reductions from the Cana-
dian mills for Spring materials was be-

tween five and ten per cent., while the

cost of labor for our garment workers
came down about ten per cent.

"So far as Fall is concerned, we have
little or no idea of what prices will be.

The drop in prices from the Canadian
mills is about 20 per cent, in comparison
with their prices of a year ago, but we
have not bought any piece goods for

Fall yet. We will have to take a big

loss on the yardage we have in stock

and are prepared to do so. Piece goods
that were $3.00 a yard from the Canadian
mills a year ago are now $2.40 and
there are similar reductions in other

lines.' On English woolens, the price re-

ductions are between 10 and 20 per ct .

But people are still looking for loir

prices and our position is that we s 1

have to make up about ten per ct ;.

to come out right and equal the cost f

production.

Have Few Made-up Suits

While their stqcks of piece goods i

fairly high, Mr. Keens said that tb r

made-up garments would not last tH i

a month if there was normal busint .

According to him, buyers are com

;

into the market more and more th ;

days instead of placing their custc-

ary orders through the travelers. Tit

they would continue to do so for i

time and that the bulk of the Sprij

sorting would be done this way was I

.

Keen's belief, and this opinion is shar

,

according to information given Me;
Wear Review, by manufacturers in otir

lines. Some keen buyers have come in

the market during the last few wee

,

apparently convinced that they can p-

chase mei'chandise cheaper now th

they will be able to in a few weeks wl i

a rush is likely to be created by delajl

buying taking place all at once.

Manufacturers not Speculating

Mr. Keen and other manufacturers s'

that they do not feel like speculati

:

in made-up merchandise and from t
•

best information Men's Wear can ga'-

er, the quantities of made-up goods

many lines are comparatively small. .

$50,000 stock may look very large wh.

it is not moving, but with a few weei'

normal business it will soon move o

The manufacturer does not fet?L li

going ahead," said one manufacturer
Men's Wear Review, "he does not fi

like speculating by making up anythii

In any case, the banks will not loan t

money and labor costs may be ev

cheaper in a few months. All the

things have the tendency to make h

certain the costs of production so th

it is hard for us to fix prices." This

quite the case. As a matter of fact, '

know of instances where the prices

spring lines of clothing had not be

definitely fixed by the end of Januai

Ordinarily, a fair estimate of fall pric

would be known at that time of t

year.

There are assuredly some lines, soi

styles, some colors, some novelties th

men will buy. Find out what they ai

stock them—as few as you like—and th

sell them.
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Announcing Reductions by
Mail: Methods of Sample

Bros, and Begg & Co.
How Firms With Big Mailing Lists Tell Their Customers of Price

Reductions—The Use of the Editorial

Type of Advertising

M ERCHANTS who have large

mailing lists are not only us-

ing them extensively during

their readjustment period, but it is in-

teresting to see just how they are using

them to make announcements of lower-

priced merchandise and the cause for

the same. There are some retailers who
view the type of newspaper advertising

that is ordinarily used during a sales

period with considerable disfavor and,

consequently, resort to more conserva-

tive methods of reaching their patrons.

A class of advertising that has been

used with considerable effect during the

last six or eight months is that which
has become known as the editorial type.

For instance, Lord & Taylor, the ultra-

fashionable departmental store of New
York, recently used this style in making
it known to the public that the price

of their merchandise had undergone a

revision downwards in view of replace-

ment values. They made it very em-
phatic in this editorial advertisement
that they were not conducting a sale;

the point they drove home was that
merchandise was cheaper and that it

could be bought cheaper at Lord &
Taylor's.

Sample Bros., of Kerrobert

On January 1 Sample Bros., of Ker-
robert, Saskatchewan, sent out a very
conservatively composed letter to their

customers. It is worth quoting:
'Dear Customer:

—

'"Price readjustment to a lower scale

:annot be made without losses.

"Prices have turned downward; raw
naterials are at a lower level, and the
jroducer of these materials is only re-

ceiving a fraction of the peak prices
.vhich he has, heretofore, been receiving.

"Manufacturers are revising their
trices downward, and the retailer must
3ear a share of the losses, too, in the
general downward trend. We are tak-
ng our losses now, believing our first

oss will be the least; and our patrons
nay buy with the fullest confidence that
hey are receiving a square deal at
Sample Bros., for we are taking every
actual price reduction on our present
tock on hand just as fast as we learn
i them. In sharing these readjustment
osses you will expect us to reduce our
•rices regardless of profit, but you can
mderstand it will be necessary for us
o place our business on a stricter cash
iasis.

"We will still continue our thirty-day

account basis but when accounts are not

paid within fifteen days after rendering,

ten per cent, interest per annum will be

added. This will be strictly adhered to,

as you can quite understand where little

or no profit is being taken it would be

impossible for us to do otherwise.

"We feel confident you will appreciate

our efforts to assist in bringing down
the H. C. of L. and will give us your
generous support as in the past.

"Yours for better and bigger busi-

ness."

Begg & Co., of Hamilton

Begg & Co., Ltd., of Hamilton, in

announcing "The One Big Sale of the

Year," in which every article in the

store was reduced from 25 to 50 per
cent., make this announcement in a per-

sonal letter through the mails. It runs:

"Unusual conditions must be met by
unusual methods— we have something
unusual to announce.

"You, no doubt, are one of many men
who have been well fed during the past
year on so-called sale propaganda. We
believe that thinking men are not misled

by loud newspaper talk. We have not
felt it advisable to use hysterical meth-
ods to stampede you into purchasing
during this period, but have persistently

carried on a systematic policy of giving
our customers the benefit of current
prices.

"The warm, unseasonable weather of
the past month has left us with un-
usual stocks of clothing, furnishings,
hats and shoes. This, coupled with the
fact that in the very near future our
plans call for a complete rearrangement
of our stocks, as we purpose adding two
big new departments to our store. This
has forced us to take very drastic
measures in order to reduce our stock
by one-half.

"Perhaps you have been waiting for

this opportunity.

"Come expecting much—you'll not be

disappointed."

A TOUCH OF SPRING IN MID-
WINTER

Continued from page 28

sive and are looking ahead of the little,

present. From your viewpoint, that is

something worth remembering. The
mere fact that the window does not
bring sales at this time of the year is

no reason for assuming that it is wasted
effort and that it is not paying its way
as an organization. The window is the

announcer of styles as well as the silent

salesman whose work extends over
every hour of the day. It might much
better be devoted to creating business
for the coming days at this time of the
year than displaying lines of goods
which will sell without display when the

winter is fast ebbing from us.

In the matter of using window space
for the display of spring goods, stores

in many of the American cities are
ahead of Canadian stores. One may see

many spring displays there early in the
month of February, when the dealer
realizes that the backbone of the win-
ter trade has been broken. They feel

that it is making the best use of win-
dow space during a period when the im-
mediate selling power of the window is

at a premium because the demand for
winter goods is prompted solely by ne-
cessity.

A Touch of Summer, Too

It is not a bad thing to give even a
touch of summer in the first spring dis-

plays of merchandise. It is a pleasant
reminder that winter will soon lose its

stern grip and that bright,' sunshiny
days are just over the hill. A straw
hat or two shown in the centre of a
spring display of this kind would lend

an additional tone of attractiveness

about it that would be very arresting.

People are not accustomed to seeing a

display of straw hats in the middle of

February; for that very reason it would

arrest the attention of the passerby.

At the same time, the artistic arrange-

ment of the window would not, in the

least, be impaired. With a careful

choosing of harmonious colors, sugges-

tive of the spring of the year, convey-

ing to the mind of the passerby that the

time of budding trees, of spring fresh-

ets, of singing birds is soon to come,

such a window could be made attractive

and well worth while from the stand-

point of a business-getter.

Men don't expect comparative values

on new things—it's only the old stuff

that engenders suspicion.
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New Style

Of Advertising

By R. J. Tooke
One of the newly-successful methods

of advertising: employed by various

wholesale and retail firms is that of the

editorial style. Here is how R. J. Tooke,
Ltd., of Montreal, takes a wallop at all

and sundry newspaper editors and, in-

cidentally, calls attention to the fact

that lines of clothing which he carries

are greatly reduced for the Spring.

Editor Star and all other editors:—
I do not blame any Canadian news editor

individually for the free advertising which
has been given in Canada's leading dailies
to the Chicago and New York clothing fac-
tories during the past year. The Americans
are trying their level best to put things
over on the Canadians, and I presume that
the publication of items such as are flare-
headed in Canada's newspapers make the
Bowery clothiers gleeful. We all know
the story of the two Jews on the New York
Bowery who, when business was dull, at-
tracted the crowd by staging a battle of
fisticuffs in front of their stores.

Putting one over on the youthful news-
gatherers is an old pastime of the seekers
of free advertising.

For a time Xew York clothiers were work-
ing the press of Canada and the United
States for free advertising by stating that
they were making big reductions. The
Chicago clothiers, not to be outdone before
the country, are quoting tremendous "re-
ductions"—on quality chiefly.

You publish the news free. I pay for
my "publish-ity."
Why soak one and let the smart Yankee

put it all over you? He just thinks you are
an easy mark. He is not grateful. Men
don't feel gratitude towards those whom
they have cheated, or who have become
victims of their duplicity or free publicity.
They just say "poor boob."

If the Canadian wholesale tailor and
clothier seeks publicity of this kind, he
must pay for it, and pay for it at the
highest pulp rates. He is the man who pays
wh.en pulp stocks go up.

Has any newspaper correspondent herald-
ed far and wide the information that the
Semi-ready Company of Montreal has taken
a loss of $100,000 on the stock of imported
cloth in the company warehouses? Has any
newspaper told of their big reductions in

price for Spring trade—reductions that give
the public $10 savings on each suit, and
not the paltry $2 and $3 mentioned re-
cently in your "Chicago" despatch?
The other fellow can put "bunk" over on

the public free of charge.

When I advertise reductions of $10 on a
suit I have to pay advertising rates.

This Spring we are going to sell fine

worsted trouserings for $10 less than last
year. The Chicago yarn tells of a slight
reduction of $3.50.

The fact that the papers advertise the
Chicago manufacturer free of charge, and
make me pay for every inch of space I use,
won't help to put the Canada dollar at
par.

The American Senators say they will
shuj; their market against Canada and make
our money like Mexican dollars.

If we advertise their intentions and then
help along their purpose, where do we
benefit?

This is not a protest of mine alon^. It is

the opinion of every Canadian merchant.
Men's woollen clothes are cheaper in

Canada than in the United States, as they
always have been, and always will be.

MEN'S WEAR REVIEW
Were it not for their higher tariff wall
against the British and the Canadian manu-
facturer, we could control their market.

I would like to express my opinion of the

systematic publication in Canada of "free
readers," which glorify the American manu-
facturers to the detriment of the home pro-

duct. I do not believe the Editor wou
permit it. But it is high time the practi

is stopped.
Yours truly,

CHARLES F. NELSON,
President,

R. J. Tooke, Limited.

Doing $90,000 Worth of

Business in a 35x17 FootSton
Making It Pay Where Competition is Keen—Well Arranged Stoi

With Full Line of Furnishings Does Not Look Crowded.

r £T DO not believe many stores are

I doing the trade that we are,"

-*- said H. Prevost, haberdasher, of

St. Lawrence Boulevard, Montreal, to a

representative of Men's Wear Review.

"Our store is only 35 feet by 17, and

yet we do a $90,000 business in it and

can hardly begin to handle all the

trade. What brings the customers in?

Why, I guess it's the look of the store

and the service we give."

The store, although of diminutive size,

is perfectly appointed and an excellent

example of what can be done in small

space. It carries a full stock of furnish-

ings, yet presents no sense of being

crowded, though every inch of space

from ceiling to floor is well utilized for

stocking goods, and a small office ad-

jacent is also lined with shelves of mer-

chandise. The fixtures are of the most

modern type, entirely of glass, and the

shelves are well filled with piles and

rows of goods, all ranged with a scrup-

ulous regard for neatness and order.

All goods are easily accessible for in-

spection by customers who are of the

class demanding the highest class of

furnishings, to whom style and quality

are paramount before price is consid-

ered.

Mr. Prevost, the proprietor, has had
sixteen years' experience with his former
employer, W. Reeves, whose establish-

ment is only a door or two further up
the street, and as Mr. Prevost says

laughingly, the competition is pretty

keen. The unusual feature of the sec-

tion of Montreal where the Prevost store

is located is that there are altogether

five haberdashery stores in the same
block and yet each one is doing a first

class, all the year round business. The
trade which patronizes the Reeves

store is more particularly foreign in

character, while the Prevost store at-

tracts an English-speaking trade. Hence
the demand for high quality, conserva-

tive merchandise. On Saturday after-

noons, the proprietor stated to Men's
Wear Review, it is necessary to have
seven clerks to attend to the rush of

business and the usual seasonal varia-

tions seem to have absolutely no effect

upon his business, since it is increasing

every month. Mr. Prevost is expecting

to buy the store next door in the near

future, and thus be in a position to
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handle the remarkable expansion of h

trade.

Considerable attention is devoted

interior and window display in tl

Prevost store, and changes are effect*

every Friday night in preparation f<

the week-end rush. Mr. Prevost coi

siders it necessary to show a gener

assortment of merchandise in his wii

dows, instead of featuring a small grot

display of one or two lines, since th;

type of window has been proved tin

and time again to be the best adapt*

to that neighborhood.

Elsewhere is shown an example of

window which has proved unusually su

cessful as a salesman, and which
trimmed according to the method appro'

ed by Mr. Prevost. As will be note

there are only two ranges of merchai

dise shown, shirts and gloves, but eve)

variety possible is afforded by the ii

genious arrangement of the varioi

units.

FAVOR SMALLER PROFIT MARGI
Continued from page 23

Spring business should open out in tl

usual way. Whether their opinions wi

change with the development of busine:

remains to be seen. A year ago, coi

servative retailers would have laugh*

at the idea of a mid-seasonal sale or

December sale; yet they held such sal*

themselves during the year. They ma
do so again. The consumer, after al

will be a factor in determining Sprin

prices and store policies, and there ai

not a few merchants who think that tl

consumer wants to get back to ordinal

methods of conducting business.

On the other side, Wanamaker's ai

holding themselves open to stimulal

business by holding sales if it becom*

necessary to do so, while Lord & Taylor

have reduced their mark-up, expectin

to increase their turnover by conductin

business in their usually conservatix

way. John David, of New York, will ah

narrow his margin of profit in an effoi

to speed up turnover. The. majority i

metropolitan dealers favor the lowt

mark-up as the pi-oper stimulant to trad

rather than the continuance of a sal*

policy.



MEN'S WEAR REVIEW

Striking Window Display of Gloves and Shirts

During a recent clearance sale of gloves and shirts the accompanying window display ivas featured by this
well-known St. Lawrence Boulevard store. Artistic metal bars were fitted up on which to display the gloves to
advantage, while the shirts were piled in neat rows according to colors, so that a very artistic blending was
achieved. An example of making a virtue of necessity is afforded by the display of collars which are attached
to the pillar at the left of the picture. The pillar is unfortunately placed in a position which renders artistic
dressing very difficult, therefore its adaptation as a collar stand is worthy of comment.

The price cards, Mr. Prevost says, are essential adjuncts of his window, as purchasers in his district are
rritical of values.
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W. A. Johnson, of Prince Albert, is on

a business trip in the east.

Canadian hat and cap manufacturers

held their convention at the King
Edward, Toronto, the middle or* January.

Magistrate Jelfs, of Hamilton, adopts

the unusual custom of wearing some
shade of a red tie when presiding at

Jie court.

Chaet & Leon and Connor Clothes

Shops were seriously damaged in a big

fire on Yonge street, Toronto, on the

morning of January 28th.

The Mid-Winter Convention of the

National Association of Retail Clothiers

of the United States was held in St.

Louis, January 18th-20th.

Calgary Clothing Store, in Calgary,
was robbed at an early hour Sunday
morning, January 16th, when two fur
coats, valued at $400 and $500 each,

were stolen.

Hamilton Local Union of the Amal-
gamated Clothing Workers refused the
proposal of the clothing manufacturers
there to accept a reduction of wages of

$6.00 and $7.00 per week.

Panama and body hat manufacturers
of the United States are considering a
national publicity campaign, in which
they will tell the public that prices are
approximately 20 per cent above pre-
war levels.

The Northern Shirt Co., of Winnipeg,
capitalized at $100,000, is applying for
authority to issue 3,000 new shares at

par value of $50 each, bringing the cap-
italization up to $250,000.

Retail Merchants' Association of Win-
nipeg have asked the provincial govern-
ment to make a test case of whether
or not' a merchant tailor is required to

take out a manufacturer's license. Mer-
chant tailors still refuse . to take, out

the license.

Clothing Manufacturers' Association,

of New York, has brought suit to dis-

solve the Amalgamated Clothing Work-
ers' Union, with a membership of 170,-

000. It is charged that there is an un-
lawful combination and conspiracy to

destroy existing industrial structure in

clothing industry, by inciting workers to

sei.'.e plants.

W. F. Dineen, of Ansley-Dineen Hat

& Fur Co., Ltd., of Toronto, has re-

turned from a business trip to England.

The designers, in convention in Chi-

cago recently, decided to made an on-

slaught on the over-use of the Tuxedo.

They are going to try to impress the

fact that the Tuxedo should only be

used at "stags," not where there are

ladies.

William Mohrman, of South Ozone

Park, N.Y., has solved the problem of

the high cost of living. Though worth

$160,000 he wears a $6.00 suit of clothes

that he bought four years ago, and he

wears the same collar that he bought six

years ago. He lives in a barn.

Members of the British House of Com-
mons have become victims to an attack

of the woollies. Cecil Harmsworth
strolled into the House recently with a

sober bottle green; Sir William David-

son had one of a rich, red shade; and

Colonel Burn, who is usually immacu-
lately tailored, strayed in with a bright

canary-yellow woollie under his morn-
ing coat.

James Crawford, for many years man-
ager of the firm of Crawford's, Ltd.,

of 315 Yonge street, Toronto, died on
January 16th in his 48th year. Mr.

Crawford was the last male member of

the firm which was founded by his father

30 years ago. His friendly nature and
courteous bearing made him a wide cir-

cle of friends who learned with pro-

found regret of his death.

The uniformed ranks of the Toronto
Police Force are to be outfitted with new
tunics of military style. The new tunics

will have a pocket on each side of the

breast, similar to the military pouch
pockets. They will also have the shoul-

der straps and the men will wear the

number on the shoulder instead of being

pinned to the collar as it is now.

R. G. Long, president and general

manager of the R. G. Long & Co., Ltd.,

of Toronto, at a banquet at the King
Edward, Toronto, of their travellers,

urged upon them that they should im-

press upon the public the desirability of

buying now when prices were at their

lowest. "I would advise the public to

buy now because prices will be higher,"

he said. "Everyone will want goods at

the same time and manufacturers will

not be able to supply them. It takes

time to manufacture them and when de-

mand exceeds supply, prices go up."
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Robt. McGriffin, Ltd., of Ottawa, an
closing their Rideau street branch.

Mr. Harding, of Marshall & Harding

representatives for the eastern provinces

of the George Brettle Co., Ltd., of Lon-

don, England, has returned from a busi-

ness trip to England.

The National Prosperity Bureau of the

United States has inaugurated a "Buy

What You Need Now" campaign. Hand-

some lithographs have been prepared,

called prosperity posters, containing in-

spiring messages. In addition color

poster stamps and counter cards, all de-

signed to help forward the buy-now
spirit, will be sent to retailers for use

on their stationery and in their places

of business.

George E. Preston, who established the

tailoring firm of George Preston & Sons,

many years ago, died at his home, 309

Stewart street, Ottawa, on January
19th. He came to Canada at an early

age from Broughton, Oxfordshire, Eng-
land. Known far and wide as a business

man of high standing, his pleasant win-

ning ways made him many friends, and

to-day he is mourned by many citizens

of the capital, as well as by his widow
and three sons who survive him. He
was a member of St. George's Society

and a regular attendant at the services

of the Church of England. He was in

his 75th year and died after a two
months' illness.

Frank Best, up to a few weeks ago,

chief of the clothing section of Man-
chester Robertson Allison, Ltd., is now
the maritime representative of the

wholesale clothing interests having their

headquarters and manufactories in Mont-
real. Before giving up his post, Mr.

Best's fellow workers in the men's and
boys' clothing department lexpressed

their good will towards him, their re-

gret at the severance of their pleasant

business relations in the same employ and
presented to him a fitted travelling bag.

Mr. Best reciprocated the kind feeling

expressed and trusted that in his new
position the same cordial relations would
exist. Mr. Best is one of the well known
clothing men of Canada, having had a

wide experience before taking up work
with M. R. A., Ltd., a considerable num-
ber of years ago as assistaht to the late

T. J. Morgan, whom he eventually suc-

ceeded. It was during his superintend-

ency the M. R. A. clothing section was

splendidly modernized, the firm thus

giving Mr. Best and his staff every facil-

ity for exploiting their ideas.



Salesmen (?) Who Didn't Make Sales
Some Things Seen and Heard by "The Spectator"—An Indifferent Salesman Loses His Posi-

tion—and the Store Nearly Loses a Friend — A Salesman Who Had No "Come-
Back" on the Raw Wool Argument — Studying Contemporary

Advertisements.

I
WAS talking the other day with the proprietor of a

large clothing and furnishing store in a central On-
tario city who told me of having "fired" a salesman

for inefficiency. He had given this salesman an eighteen

months' chance to make good, but the culmination of his

delinquencies came in the failure to make a sale of shirts

to a time-honored customer of the store. The proprietor,

whose business had so developed that he was unable to

serve former friends in person, knew this man very well

and knew that he would buy three or four shirts at a time

and that he had a fixed price above which or below which

he seldom went, even during the days of high prices.

It so happened that there was a sale of shirts on at

this time, and the different priced shirts were arranged in

piles, which, though easily seen by the customer, had to

be handed down to him for inspection. The clerk started

at the task in a very perfunctory manner and showed a

marked disposition to exhibit only the very high-priced

lines. In spite of the fact that it was very evident that

these prices were not satisfying the customer the sales-

man made no effort to display the moderate-priced shirts.

Finally, the customer, with an all too apparent "sniff,"

walked out of the store without having purchased any
shirts.

The Salesman Explains

The proprietor, having been attracted by the in-coming

of his well-known friend, watched the proceedings without,

however, taking any part in them. He admitted that he

had the advantage of his salesman in knowing just about
what price the customer wanted to pay for the shirts and
would have gone directly to that priced line. He asked
the salesman why the man had gone out without purchas-

ing any shirts.
.

"Oh," said the salesman, "he said there was no quality

in those shirts for the money."

"But," said the proprietor, "you certainly had a 'come-

back' which you made no effort to use. There are several

other lines here which you did not show and I happen to

know that that customer would have bought three or four

shirts of a certain price if he had been shown them. He
has been doing that for years at this store and you have
lost us that man's business."

The services of this salesman—not for this one offence

only, but for several similar ones—were no longer re-

quired. It all goes to show what can be lost not only in

immediate business, but in store friendships by careless

or indifferent clerks. The public is in a critical mood any-

way; it is doubly critical of sales. The proprietor told

me that this man went out of the store feeling that here
was another sample of a sale that wasn't a sale at all. He
was incensed and would not have come back had not a
word from the proprietor himself on a subsequent occa-

sion put the whole matter in a different light.

It certainly appears to be a time when the salesman
should study his customer carefully and leave no stone

unturned to consummate a sale.

Selling a Sweater Coat

I walked into a big furnishing store in an Ontario city

the other day when a big, burly farmer came in the store

to buy a sweater coat. There happened to be a sale of

sweater coats, among others things, at most of the stores

in this city at this time, and it seemed to me that the price

here was just a shade below the others in other stores.

There were instances, of course, where other stores did

better on other lines.

The salesman quoted the prices of several coats and

pointed out the reductions that had been made.

"Why," said the customer in a big voice that could be

heard all over the store, "you fellows are still at the same

old game, getting high prices. But you'll get yours in

time. I sell my wool to-day at 18 cents a pound, where

formerly I got eighty cents." After some more suggestive

remarks about "profiteering" and being able to "do better"

at other places the irate customer walked out of the store

without buying.

Arguments That Were Lost

This salesman, it occurred to me, lost sight of several

very good arguments that he might have used to effect a

sale. In the first place, he might have pointed out that

there was probably not an ounce of Canadian wool in the

sweater coat. Again, he might have shown the customer

that between the cost of his raw wool and the reduced

price of the finished product many, many months had to

elapse. The price of the raw material to-day does not

affect the price of the finished product tomorrow.

But another thing that impressed itself upon my mind

was that the salesman had not studied contemporary ad-

vertisements to find out if they were selling sweater coats

cheaper than competitors. About the first thing customers

are asking to-day is "prices," and they are looking around

to see where they can get prices that suit them. It seems

to me that salesmen should be well 'nformed about the

prices, not only of their own mei-chandise, but of similar

merchandise offered in other stores. It is an invaluable

asset in effecting a sale to the person who is in sr-irch of

the right price.

Complacency in Abundance

I walked into a store the other day to make an inquiry

about a certain article I wanted.

"Have you got such-and-such an article," I asked. It

was the proprietor I had spoken to, too.

"No," he drawled out, with his hands behind his back

and a "I-wish-to-heaven-you-wouldn't-bother-me" look

on his face.

I didn't bother him any further; he looked too weary

and indisposed to find out if there was anything else that

might do. I walked out of the store wondering how the

man ever stayed in business. And then it occurred to me
in a flash that his store was considerably smaller than it

used to be.

THE SPECTATOR.
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Government Asks Retailers' Support
Minister of Finance Shows Merchants How Luxury Tax Curtailed Buying of Luxuries^

Extends Thanks for Retailers' Assistance—Costs Brought Down Largely Through

Retailers' Efforts—Ask Tax on Source of Manufacture.

SIR Henry Drayton, Canada's Minis-

ter of Finance, did not hesitate to

tell two hundred and fifty delegates

to the Eastern Ontario and Ottawa Dis-

trict convention of retail merchants at a

banquet in Brockville, Ont., why he

had put on the Luxury Tax, why
he had taken it off, and what
was the great remedy for the un-

favorable trade balance against Can-
ada and the disastrous exchange
rate. Frankly, he told the assembled
delegates that the Luxury Tax had been
imposed to cut down useless extrava-

gance and over-indulgence in luxuries;

and as a justification of the tax he point-

ed out that the index figure for the cost

of commodities in May of 1920 was 263
while in October it had dropped to 234.

Sir Henry admitted the inconvenience to

which the retail trade had been put in

Canada, and proceeded to thank them on
behalf of the Cabinet for suffering this

inconvenience in the cause of lowering
the cost of living.

Abolition of Luxury Tax
Referring to the unfavorable trade

balance as between Canada and the
United States, the Finance Minister
again appealed to the retail merchants to
help adjust this condition by discontinu-
ing the purchase of unnecessary articles

across the line. If goods could not be
bought in Canada he urged that the
money be spent in the Motherland, "for
that which helps England helps Canada."
The convention subsequently endorsed a
resolution to this purpose.

The Minister of Finance, in his open-
ing remarks, referred to the work of the
tariff investigation board that had gone
up and down the country, gathering all

sorts of information with regard to busi-
ness conditions the country over. Af-
ter conducting this investigation, Sir
Henry said, he felt that he had done the
right thing in abolishing the Luxury
Tax.

"We are a funny people," said Sir
Henry, "but we are funny only because
human nature is a funny and complex
thing. I think, perhaps, that the Cana-
dian people are the most sane of any
people. After what Canada and Cana-
dians have done during the Great War,
we, perhaps, have the right to talk loud.

Following the armistice, we began to

talk about what should be done to cut
down the cost of living. Such are the
tsamge contradictions of human nature
that, in spite of rising costs, we were
all more or less happy, more than less, I

think. Business was buoyant in the

circle of ascending costs, wages were

high. We grumbled in quiet tones but

we were happy just the same.

All Buy on Rising Market

"Another strange contradiction of hu-

man nature is that we all buy on a ris-

ing market but on a dropping market
we all stop buying and wait until it has

altogether dropped before we buy any-

thing. The index number of commodity
costs in January of last year was 249.7

which was about the same as it was in

1918. In February it was 253.50; in

March 257.50; in April 260.50 and in May
263.1. In May of 1920 it had reached

NEW LIGHT ON THE SUBJECT

Many retail merchants were in-

clined to regard the removal of the

luxury tax as an admission of

weakness and bad judgment on the

part of the Government. Sir Henry

Drayton always claimed, however,

that the tax had served its pur-

pose. He points out in this article

how the index figure of commodity

costs gradually dropped from 263.1

in May to 234 in October when the

tax was removed, thus indicating

that the tax helped to curtail pur-

chases of luxuries.

this apex and it was time something was
done and something was done. It was
time that the people of Canada were
made to understand that expensive and
luxurious purchasing was all right so

long as they were contributing not only

to their own gratifications and desires

but to the upkeep of the country as well.

So we had the Luxury Tax. In October

this index figure of commodity costs had
dropped to 234 and you, gentlemen, par-

ticularly you merchants, know that the

cost has dropped even lower since then.

Luxurious and extravagant buying stop-

ped, business was falling off, notwith-

standing the falling off of prices, and
the Luxury Tax was abolished.

"What can become of an economic situ-

ation on a basis unjustifiable and which
cannot be supported on a basis of values

or on what should be the common family

budget? This question is more than

national. If we have a stretching and
multiplication of costs there is a grave

danger to civilization itself of the econ-
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omic basis becoming absolutely in da

ger, if not altogether shattered."

Costs of Civilized Government

The Minister of Finance then went <

to deal with the costs of civilized go

ernment in the different countries of tl

world. In comparison with pre-w;

days, the cost of government in Belgiu

had increased 993 per cent.; in Fran.

827 per cent.; in Australia, 61 per cent

in the Motherland, 500 per cent; and i

Canada 272 per cent. Dealing wit

neutrals, Sir Henry said that in Switze

land this cost had gone up 474 per cent

in Norway, 356 per cent.; in Holland 2(

per cent.; in Denmark, 171 per cent.; ar

in Germany, 1,488 per cent. Some peop

might say that this question of mont
values might be the amount of tl

paper inflation; but in some of the coui

tries affected, some of the neutrals wl

have more gold than they ever had :

their lives before, were not affected t

the gold standards but by the rise <

commodity values in the world. If tl

weight of Canada's obligations could 1

contracted to represent pre-war value

the cost of government would have h

creased only about 54 per cent.

"The retail merchants of Canada," sai

Sir Henry, "have seen the costs comin

down in this country, they have bee

working in that connection and in ths

direction against their own immediate h
terests, but not so in the long run. i

would be a fine thing if we could g(

all costs of all countries down to thi

level. The costs in Canada have bee

largely brought down through your ei

forts and if I might go so far, I woul

like on behalf of the Cabinet and on bt

half of the country to thank you for th

inconvenience and trouble you have ha

to put up with."

Sir Henry went on to ask if the reta

merchants might do something furthe

toward helping the economic condition

in Canada. He said that the West wa
particularly sensitive about the questio:

of apples and felt that they were pay
ing too much for Canadian apples. A bo:

of apples in Winnipeg, including heatinj

and service on the railways, sold to th

retailer for $2.73. The complainant i;

the case said that one box held 160 ap

pies. At that rate, Jonathans would cos

about 1.07 cents each, say, 1% cents

They sold to the consumer for 5 cent

or even, in some cases", at 3 for 25 cents

"Something came in between that box o

apples delivered in Winnipeg at 1

1

cents each and their selling price a

3 for 25 cents. You gentlemen knov

about that—I don't. The only first-han<

information I have is that one thinj
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complained about was that the duty on

apples would add to the cost of those 3

apples for 25 cents about three-fifths of

a cent because, taking the same figure,

a 30 per cent, duty would work out less

than one-third of a cent an apple."

Sir Henry thought it would be a splen-

did thing if he could further enlist the

help of the retail merchants of Canada

an enlistment, he pointed out, that would

receive no more money for its service

than the collection of the Luxury Tax did.

Exports for the last fiscal year exceeded

those of the previous year by two and

a half millions, a thing not lightly to be

regarded when exporters were faced

with the great difficulty of discount on

sterling. However, the interest in na-

tional buying was as great as in national

selling.

"You cannot go on buying more than

you sell unless you borrow enough to

cover the margin of your extravagance,"'

said the Finance Minister. "In a young
country during its period of develop-

ment, we must buy more than we sell

and for many years we had an adverse

trade balance. But at the present time,

money cannot be borrowed in England
without a loss of from 18 to 25 per

cent. We could borrow in the United

States, but if we borrowed in a country

where the trade balance is against us,

we merely face a further declination of

currency and add to the load which we
already carry. While we are ahead in

exports by two and a half millions, we
are in quite the reverse position with

regard to buying. The net purchases

during the last eight months have in-

creased 281 millions; in other words, we
purchased out of Canada 44 per cent,

more than we did a year ago. There was a

sad increase in our unfavorable trade

balance with the United States of some
230 millions. As retail merchants, you
can do much to correct these figures;

you can do much educational work."

Sir Henry then went on to point to

some extravagances in fruits and vege-

tables purchased in the United States

by Canada, one of the best fruit and
vegetable growing countries in the

world. Agricultural and vegetable pro-

ducts, mainly food, increased by 23 mil-

lions over the last year, or 23 per cent,

increase. Were not a lot of these things

entirely unnecessary? In 1918, Canada
imported three millions worth of fresh

vegetables; $733,000 worth of tomatoes;

$766,000 worth of onions, and $12,000,000

worth of other vegetables. Last year

Canada imported $14,000,000 worth of

fresh fruit and this is one of the best

fruit growing countries in the world.

In textiles the increase in eight months
was some 66 per cent, over the previous

year; in hats and caps alone, it amounted
to $1,240,000.

"Gentlemen, do you like the deprec-

Elected President

Eastern Ontario

District R. M. A.

HENRY WATTERS, Ottawa, Out.,

who was honored by the Retailers of

Eastern Ontario and Ottatva District in

Convention last week- in Brockville by

re-election to the Presidency of the dis-

trict branch and with an honorary life

membership in the Association. The

other officers follow:

1st Vice-President—A. Goulet, Bourget.

2nd Vice-President— Robert Craig,

Brockville.

Treasurer—T. W. Collins, Ottawa.

Auditor—Alex. Phillips, Ottawa.

Secretary—J. C. Campbell, Ottawa.

iated dollar," asked the Finance Min-

ister. "If you do, just let us go on as

we are doing. If you want to see the

Canadian dollar righted, you must see to

it that instead of seeing it attenuated

across the line, it shall stay at home and

make another Canadian dollar. If you
cannot make or buy your goods here, go

to the London market and buy there, for

anything that helps England helps Can-
ada and the Empire. This matter of

exchange is costing us millions of dol-

lars.

"As we go on, these questions are get-

ting more and more questions of the

people. It is only the people who can

put things right and put a big thing

through; it is not the government. It

would have been impossible for Canada
to have carried on the war had it not
been the nearest to the heart of every
Canadian home. Financing is not a
thing for the government to do; during
the war and now it is a thing of the
people, for the people and by the people.
In order that these things may be done
Canada requires and demands the same
support and enthusiasm of the war
years. The work and burden of the
war strain is past, but the people must
see that Canada goes on,"

Believes in Organization

The Minister of Customs and Inland!
Revenue, Hon. R. W. Wigmore, spoke-
for a few minuter. He said that the
abolition of the Luxury Tax was largely
due to the representations that had been
made to the government through the
offices of the Retail Merchants' Assoc-
iation. He was a great believer in or-

ganization. He advised the retail mer-
chants to keep in close touch with the
government with regard to questions
that interested them. They should come
to the government with a concrete pro-

position when they would receive a re-

spectful hearing and their views would
receive careful consideration.

j

Henry W. Watters, of the Standard
Drug Company of Ottawa, who presided
at the banquet, took occasion in the first

place to advise all the ladies of Brock-
ville to do their trading at home. By
doing so they help their husbands, sons
and brothers to discharge their proper

duties as citizens to their municipality

and not move to other places. It was
better to do this, he said, than to spend

their money in Ottawa, Toronto or Mont-
real. '

Speaking of the form of taxation that

would probably succeed the Luxury Tax,
Mr. Watters pointed out very emphat-
ically that the retail merchants were
not averse to paying their share of the

war debt and doing their share of the

work. But until Canadians were courag-

eous enough to accept a measure of direct

taxation, he said that retail merchants

favored a system of taxation which was
absorbed at the source of import or

manufacture. "We want the business of

this country conducted in the most con-

venient, comfortable and satisfactory

way for both the retailer and the cus-

tomer," said Mr. Watters.

A. C. Hardy, oi Brockville, in proposing

the toast to the government of Canada

created a good deal of amusement when
he said: "It gives me great pleasure to.

propose a toast to the government of

Canada for, God knows, we need it."

49



Eastern Ontario R.M.A. Convention
About Two Hundred Delegates Present—Sir Henry Drayton Addresses Delegates at Banquet

—Strong Plea for Greater Organization by President Henry Watters of Ottawa.

—Dominion Secretary E. M. Trowern Refers to the Commencement of

the R. M. A. Movement 25 Years Ago.

By Special Correspondent of Men's Wear Review

UPWARDS of two hundred dele-

gates attended the third annual

convention of the Eastern On-

tario and Ottawa District section of the

Retail Merchants' Association of Canada
held at Victoria Hall, Brockville, on Jan-

uary 11th and 12th. Many important

questions bearing on the retail trade

were dealt with, including a discussion

on the form of taxation likely to succeed

the abolition of the luxury tax. The con-

vention unanimously endorsed the pro-

posal of the Dominion Board that what-

ever tax is decided upon it should be im-

posed either at the point of importation

or manufacture and that it be absorbed

in the cost of goods quoted to the retailer

and so collected as all other revenue is.

The convention endorsed daylight sav-

ing, condemned false advertising and
took steps to prosecute those who violate

this law and set in motion machinery to

prevent manufacturers' sales in retail

stores.

Address By Finance Minister

A feature of the convention was the

address by the Minister of Finance, Sir

Henry Drayton. Sir Henry courageous-

ly defended the luxury tax as a neces-

sary measure to curb reckless extrava-

gance and the purchase of luxuries and
thanked the retail merchants of Canada
for the inconvenience they had suffered

in helping to lower the cost of living.

Justifying the tax, Sir Henry pointed out

that the index figure of commodity costs

.had dropped from 263 in May of 1920 to

234 in October. Having accomplished
this, the tax was abolished. The Minister

of Finance made a strong appeal for the

discontinuance of unnecessary purchases
in the United States so that the very

unfavorable trade balance could be right-

ed; and the convention subsequently

went on record as favoring purchases
more exclusively of Canadian or British

goods.

The Opening Session

Mayor J. M. Dobbie, of Brockville, ex-

tended a hearty welcome to the dele-

gates. In doing so, he referred to their

growing strength as a factor in the busi-

ness and political life of Canada and is-

sued a timely warning that only by con-

certed, rather than independent action

could they hope to accomplish their

legitimate purposes.

Robert Craig, president of the Brock-
ville Retail Merchants' Association, also

extended a welcome and on behalf of the

local Commercial Travellers' Association

invited the attending delegates to make
free use of their quarters while in the

city.

Major Paterson, one of the oldest

members of the R. M. A., in speaking of

the work of the organization, expressed

the opinion that the retail merchants of

Canada as an organized body had a great

future ahead of them. Only by a com-

bined effort, by putting their shoulder to

the wheel, could they get their just due.

Their organization was only in its in-

fancy. Members were gradually realiz-

ing its importance and were soliciting

their brother merchants to become mem-
bers, knowing that if every merchant in

Canada were a member the association

would wield a much greater power than

it does. Every member would now ad-

mit that he was receiving much greater

benefit through the association than was
represented by the fee he paid.

Secretary E. M. Trowern, of the Do-
minion Board, said the R. M. A. had been

started 25 years ago the coming Novem-
ber by five people. Today 87 people

were giving their entire time to this

work from the Atlantic to the Pacific.

On a moment's notice they could now get

in intimate touch with every province in

the Dominion. Retail merchants were
the largest tax payers of any class in

Canada and, when properly organized,

should be able to say to any provincial or

federal government that a problem af-

fecting their business should be settled

either this or that way. Where would
retailers have been today if they had not

been able to say to the government that

the luxury tax should be abolished? It

had been abolished and other things det-

rimental to the retail trade must also be
abolished.

President Watters' Address

President Henry Watters, of Ottawa,
who presided throughout, addressed the

convention briefly before it began its de-

liberations. The president said that the

men they needed at the convention were
not present, men who had made a success

of their own business and did not feel

the need of the association's assistaiu

Perhaps this might be said equally

men who had worked in the interests

the association for a quarter of a ce

tury. In the last analysis, each m;

must stand or fall by those qualities

head and heart with which he was e.

dowed. All men, however, were not e

dowed with a high sense of rectitude ai

honor that they should have, and we
not alive to spotting bad conditions

business or discovering obstacles in t

way of successful merchandising. Mei
bers of the association were merchan
who had discovered such obstacles ai

as thoughtful men were participating

the work of the organization.

Ontario President Speaks

Much more could be accomplish*

said the president, if all merchants we
.

members of the association. They cou

then be a greater factor in the moldii

of public opinion. Retail merchar,

should be the best organized body th

could be had for the betterment of tra

and trade conditions. He had no o

jections to Boards of Trade to look aft

local matters where there was no orga

ized body of retail merchants. But
i

felt after many years of study that
:|

body of men that does not represent

large numbers the activities of the rets

merchants can accomplish those speci

objects which the retail merchants ha
in view. No one line of business con

accomplish benefits for the whole rets

trade; he had discovered this during t

fight against the luxury tax, which w
a problem for so many lines of trac

Their best interests as retail distribute

could only be accomplished by such ;

organization as the Retail Merchan
Association covering the whole of Ca
ada.

B. W. Ziemann, the Ontario preside™
referred to the great work which the a

sociation had to perform. As yet on,

a handful of the men in active busine
were organized. The real profitee

among merchants were those who we
receiving all the benefits that had be<

worked out by the association but w
were giving nothing or doing nothing -

help its work and workers. It was n
altogether their money that was need>

but their influence on the commerci
life of Canada if alive to the interests <

the community at large. Men should 1

in business for the benefit of the servi
they can give to their fellow men. and s

should do all they can to help their folio

men rather than give their whole tin

to the accumulating of a little money.
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Many Important Matters Covered by Retailers in Resolutions

Passed at Convention of Eastern Ontario and Ottawa District

That it is the opinion of the meeting that

any proposal that may be made to place a

tax on the sales of the retail merchants
would be very injurious to us as a class

and we recommend that vigorous opposition

be made through the Dominion Boards.

Buying in the Empire

This meeting desires to further a recom-
mendation to the Provincial Board and on
to the Dominion Board urging our mem-
bership to buy as many Canadian or Bri-
tish goods at the present time to conserve
our capital and help exchange rates.
Whereas the attention of this association

has been called to the ever-increasing prac-
tice of certain manufacturers conducting
sales in retail stores, and inasmuch as most
of these houses sell to the retail trade, be
it resolved that any member knowing of
those conditions report the same to the dis-
trict secretary with a view to having the
Canadian Manufacturers Association take
action thereon and to having the same im-
mediately discontinued.

Selling Direct

That we, as retail merchants, protest as
jnfair, the practice of some manufacturers
ind wholesalers in selling direct to the
:onsumers while soliciting the business of
-etail merchants, and that we place our-
selves on record as of the opinion that such
i practice is opposed to our interests, and
:hat we will favor any comprehensive plan
if action that may be decided upon by our
•xecutive as. a means of putting an end to
his unbusinesslike custom.

Moved by Mr. Taber, Carleton Place; sec-
mded by Geo. Wright, Brockville.

Collection of Small Debts

That this district convention place itself
>n record as approving the proposed action
if the Ontario Provincial Board to apply
o the Provincial Government for an amend-
nent to the Division Court Act, whereby
mall debts can be collected more cheaply
han under the existing system, and, fur-
her,

That this district convention pledges it-
elf to do all in its power to assist in the
rocuring of such an amendment.
Moved by D. Bell, Ottawa; seconded by

!. T. Crabtree, Ottawa.
Trading Stamps

Whereas this association has already
iken the ground that vigorous action
Should be incepted against all violators of
ie Trading Stamp Act or False Advertising
jet, or any other similar Act, secured
prough the efforts of this association for
jie protection of the retail trade, and
•hereas we believe all such prosecutions

(

hould be undertaken by the Dominion
Uard, under the direction of special com-
mittees appointed by the Executive of the
rovincial Board, therefore, we recommend

[he Dominion Board to request the Dom-
jiion Government to have an official ap-
pinted whose duty it shall be to prosecute
lersons who falsely advertise any article,
|milar to the inspector appointed to prose-
,'te persons who violate the gold and sil-
fer marking act.
[Moved by B. G. Crabtree, Ottawa; sec-
eded by A. E. Kelly, Ottawa.

Workmen's Compensation Act
(Whereas it has been reported that it is
!<e purpose of the Provincial Government
i Ontario to bring the retail trade under
le scope of the Workmen's Compensation
-t, aid,
Whereas such an action would impose

an unnecessary burden upon retail mer-
chants, therefore, it is resolved that we ask
the executive officers of the Ontario Pro-
vincial Board of our association to oppose
any such attempt upon the part of the
Provincial Government of Ontario.
Moved by D. Bell, Ottawa; seconded by

T. Bowman, Ottawa.

Discrimination in Price

Whereas legitimate retail merchants are
the largest buyers of certain lines of trade
marked goods and as such contribute most
largely to the profit of manufacturers, and,
Whereas some manufacturers give special

prices to dealers who make it a practice to
advertise certain lines of goods at a lower
price than that at which said goods can be
purchased by the legitimate retail trade,

Therefore, we place ourselves on record
as opposed to such a practice on the part
of manufacturers, and that we accordingly
call upon them to discontinue such prac-
tice or as an alternative to adopt the price
contract or re-selling plan, whereby un-
scrupulous price-cutters cannot use staple
lines for the purpose of deceiving the public.
Moved by A. C. Kennedy, Ottawa; sec-

onded by Geo. Stoate, Ottawa.

Re False Advertising

Whereas the Dominion Board of the Re-
tail Merchants' Association of Canada has
secured legislation to prohibit false ad-
vertising of goods, and whereas this dis-

trict convention of the Retail Merchants'
Association is strongly in favor of such
legislation,

That the members of this district be re-

quested to forward to the district secretary,
or to the secretary of the Ontario Provin-
cial Board of this association, any advertis-
ing matter in which they find goods mis-
represented, and further,
That as in cases of prosecution for vio-

lation of the False Advertising Act, no pro-
vision is made for accepting the written re-

port of the analyst who may be called
upon to analyse such goods, but that offi-

cial must appear in court personally and
give evidence, we recommend the executive
to take action which will permit the writ-
ten sworn statement of the analyst to be
accepted as evidence in court.
Moved by E. K. Tallman, Merrickville;

seconded by W. W. Adams, Newbury.

Re Business Tax

Whereas for the purposes of the Business
Tax, the premises, lands and buildings oc-
cupied by retail merchants are now as-
sessed at a valuation of twenty-five per
cent., and,
Whereas this convention is of the opinion

that the valuation at present in force is

excessive, be it resolved that we endorse
and approve the action of the Provincial
Board of the Retail Merchants' Association
of Canada, in endeavouring to have the val-

uation reduced to ten per cent, and we
pledge ourselves to give every assistance
to the executive of the Provincial Board in

this undertaking.
Moved by T. Bowman, Ottawa; seconded

by Mr. McArthur.

Re Welfare Fund
Whereas the Dominion Board of this as-

sociation, at its last convention in the city

of Vancouver, had under careful consider-
ation the matter of extension and develop-
ment of the work of this association, and,
Whereas for that purpose it was deemed

advisable to secure a special fund of $100,-

000, to be known as the "Special Welfare
and Organization Fund," be it therefore re-

solved that this district convention of the
Retail Merchants' Association of Canada,
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Eastern Ontario and Ottawa District, do
heartily approve this proposal and that we
officially commend the fund to the kind con-
sideration and support of our members.
Moved by Mr. Patterson, Brockville; sec-

onded by Mr. Collins.

Credit Reporting

Whereas our association has inaugurated
a Credit Report Department which has al-

ready been found of great service to our
members, it is resolved that this conven-
tion endorse the Credit Reporting Depart-
ment of our association and strongly urge
our members to make all possible use of it.

Moved by Mr. Grace; seconded by T.
Bowman, Ottawa.

Re Express Rates

That in view of the fact that the mem-
bers of our association residing in dis-
tricts outside of the zones in which the ex-
press companies make delivery of parcels
are handicapped by such lack of facilities,

it is resolved that the incoming executive be
requested to take this matter up and so
deal with it as to secure for those members
an improvement in present conditions.
Moved by Mr. McArthur; seconded by

Mr. Abdullah.

Daylight Saving

Whereas resolutions have been adopted at
the conventions of the Provincial Boards
of our association, favouring the adoption
of a daylight saving measure, it is resolved
that this convention is of the opinion that
any daylight saving measure, to be pro-
perly effective and avoid confusion, should
be Dominion-wide and, further,
That the executive officers of this dis-

trict be requested to submit a copy of this

resolution to the Dominion Board for sub-
mission to the Right Honourable Arthur
Meighen, Prime Minister of Canada, and the

members of the Dominion Government,
with the suggestion that if such Dominion
measure is passed, it come into effect on
April first and continue until September
fifteenth, in each year.

Moved by Mr. Wright; seconded by D.

Bell, Ottawa.

Re Sale "2% Per Cent."

That this meeting, in convention assem-
bled, approve of the action of the Ontario
Provincial Board in opposing the recent

Order-in-Council passed by the Ontario
Legislature, which provided that the sale

of all 2 1-2 per cent, beverages be confined

to standard hotels, and, inasmuch as this

product is sold by a number of sections of

our association, be it resolved that the On-
tario Provincial Board be further requested
to prevent such legislation being enacted

at the forthcoming session of the legisla-

ture.
Moved by Mr. Kelly; seconded by Mr. Hal-

penny.

Re Association Aims

That whereas the work of this association

is of great benefit to the retail trade and
should be generally known to the public,

therefore:
Resolved that the executive of this dis-

trict be authorized to take such action as

they may deem wise to make our associa-

tion aims and work generally known to the

people in order that influence may be

brought to bear upon retail merchants not

already members of our association that

they may come in with us and co-operate

in procuring those trade benefits in which
they are all willing to share.
Moved !by Mr. Hawkins, Smiths Falls;

seconded by T. Bowman, Ottawa.
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Selling Clothes to the Boy:
Points to be Remembered

A Veteran in the Handling of Boys Gives Some Useful Pointers-

Make the Boy Feel Welcome, First—Getting the Boy's

Confidence—Making Him Feel Like a Man.

English Prices

Still

WHAT is the secret of successful-

ly merchandising boys' cloth-

ing? This question was asked

of us a few weeks ago by one of our

readers who wanted an article on the

subject. The best man to answer the

question is the man who is handling-

boys' clothing day in and day out and

who has made a success of it. Having
such a man in mind, Men's Wear Re-

view went to him , and asked him for

some of the essential points to bear in

mind in successfully merchandising

boys' clothing. In the first place, this

man inclines toward having a lady at

the head of a boys' department, though
this is not always possible. He thinks

that a woman can appeal to the mother,
who is a big factor in the sale of boys'

clothing, better than a man can and
that she better understands the child,

perhaps. But he points out that the
first thing to bear in mind is to get the

confidence of the boy, and there is no
good reason why a man can't do this

as well as a woman, or nearly so. More-
over, this man favors giving premiums
to the buyers of boys' clothing. These
premiums are usually of a sporting na-
ture and are most desirable from the
standpoint of the boy who, in the final

analysis, has a good deal to say about
the place where he shall buy and the
suit he shall buy as well. In the third
place, a good mailing list is desirable,
and methods of getting such a list have
frequently been outlined in Men's Wear
Review. But we shall let this gentle-
man tell his story in his own way.

A Different Basis

"Selling boys' clothing," he said,

"must be dealt with on an altogether
different basis than selling men's cloth-
ing. One of the first and the principal
thing to be remembered in making the
handling of boys' clothing a success is

to make the boy feel welcome in your
store. Unless he does feel welcome, he
does not want to come and will urge his
parents not to take him to that store.
"And after you have got him in your

store, you need to treat him more like

a man than like a boy. Let him feel
that he has ideas and opinions of his
own that are to be respected as the ideas
and opinions of others should be respect-
ed. Often a boy will make you feel a
little irritable, he gets on your nerves,
but if you are going to make a success
of handling the boys you must cover up
these feelings and have a cheerful dis-

position all the time.

Whose Is It?

During a discussion at the East-

ern Ontario and Ottawa District

Convention at Brockville on the

resolution regarding false adver-

tising, Mr. Trowern stated that he

had seen the advertisement of a

clothing man who claimed that he

was the only honest man in Can-

ada and that, in his advertisement,

he hinted at a combine amongst

certain men to keep up clothing

prices. Mr. Trowern said he had

taken this advertisement to Pre-

mier Meighen, and the Premier

had asked him to leave the adver-

tisement, promising that he would

look into the matter and see what
should be done with regard to it.

Firn

Even Boys Have Changed

"If you will go out on the street and

meet the boys, not with the idea of

doing business with them, you will find

that they have changed from what they

were a generation or two ago. They

seem to feel more like men, they feel

more important; and this is due, per-

haps, to the sports in which they in-

dulge to a far greater extent than they

did twenty-five or fifty years ago. If

a salesman will keep this in view when
dealing with a boy, remember that he is

full of spirits and fond of sports, he

will be much more successful in draw-

ing the boy to him. When you have

the confidence of the boy it is easy to

deal with him but you must get this

first before any progress can be made.

Boy Must Be Suited, Too

"A particular point to be remembered

is that although the father or mother

have to be satisfied you must never lose

sight of the fact that the boy cuts quite

a figure in that purchase and to con-

summate a sale quickly and to give

satisfaction all round you must suit the

boy as to the pattern and the parents

as to the price. My experience has been

that it is often harder to suit the boy

with the suit than the parents with the

price. You must always bear in mind

and make the boy realize that you are

selling him rather than his father or

mother; it gives him a feeling of im-

portance that helps you make the sale.

"And a pleasant smile or a joke goes

a long way toward pleasing the boy."
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CANADIAN REPRESENTATIVE SAf
REDUCTIONS ONLY SLIGHT

THOUGH BARGAINS
CAN BE HAD

That prices on many lines of men
wear are not to undergo a permaner

radical reduction is the opinion of I

D. Marshall, of Marshall & Harding, r<

presentatives of the eastern province

for George Brettle & Co., Ltd., of Loi

don, England. Mr. Marshall has ju

returned from England, where he spei

considerable time in moving aboi

amongst the manufacturers of men
wear lines. At the present time, M
Marshall says, a man with money ca

pick up some real bargains in Englan
because of the desire of certain houst

to unload their heavy stocks, or becau;

of "distress goods" on the market.

For the most part, however, prices a;

remaining much firmer than they a

on this continent, partly due to the fa

that the United Kingdom expects tl

re-opening of trade with Europe;
countries on a large scale. Alread
Mr. Marshall says, considerable Germ;
goods are finding their way into tl

English market and at prices that a

highly competitive. The British publ

have realized that the German debt a
only be paid by allowing the Germans
sell goods outside of their own countr

Trade with India, he says, is at a stan

still and, personally, he does not thii

British manufacturers are expecting ir

mediate trade with Russia.

The immediate trade situation as r

fleeted in fluctuating prices, according
Mr. Marshall, is uncertain. The late

lists reaching him record a 25 per cer

drop in woolen gloves, shirts and p

jamas remain about the same pric

raincoats are considerably reduced, ho

iery and neckwear show reductior

while the heavier woolen lines show
similar trend. He says that the c;

'

trade is very bv'tsK at the present, tn

and that there arpeaiv- to be a growii

preference for the English can

Industrial condi'an>s in England, '•'

Marshall says, are very unsettled. F

tories are not closed down, but are ru

ning on short time. The wage questi

is still hanging in the balance but o

informant's view is that a reducti

will have to take place in the wa

scales.

Mr. Marshall says the cancellati

question, particularly in Bradford,

very tense. Canadians who have ca

celled orders in wholesale fashion, i

declared, are not in any great favor.
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Pleads for Protective Fund
to Protect Retailers Against

Unjust Laws in Coming Years
EXTENDING 1921 greetings to re-

tail merchants throughout Canada,

J. A. Banfield, president of the

Dominion Board of the Retail Merchants'

Association of Canada, emphasizes in

his message to the trade the necessity

of safeguarding retail interests against

unjust legislation. His message reads:

"I take great pleasure on behalf of

the Dominion board and Dominion exe-

cutive council to send their greetings

to the members of the retail merchants
throughout Canada for their loyal sup-

port to the good work of our associa-

tion. The past year has been one of the

most trying years to retail merchants

at large. First, the Board of Commerce,
with its dictatorial methods and assumed
power to run our business which had to

be watched at every turn, and which

eventually had to be run to the ground
owing to its ridiculous orders, and I

trust that if it ever be resuscitated that

it may be on constructive, not destruc-

tive lines, and we will welcome anything
for the betterment of the trade in general

and the upbuilding of Canada.

Passing of "Snap Laws"
"Then along comes our government

with their system of sales and luxury
tax, the latter being a cumbersome tax

on the retailer, and not by any means
accomplishing the purpose for which it

was passed. This method of passing

snap laws without consulting with the

businesses affected should be relegated

to the records of the past, and it is up
to us to so thoroughly organize that no

such legislation will again besmirch the

laws of Canada. The power lies entirely

in our own hands, and we should see that

every merchant, however small, should

now be enrolled in our association.

Every merchant we have not enrolled

into membership is counted against us.

We must start a thorough organization

campaign and for this purpose at the

last meeting of the Dominion board it

was decided to ask our members and all

retail merchants to assist in the raising

of a $100,000 fund to be used to protect

us against unjust legislation such as we
have had to fight in the past, and that,

undoubtedly, will continue to crop up,

and for special propaganda work and
generally for the use of the association.

Age of Organization

"This is an age of organization, as

can be seen by such large organizations

as the manufacturers', farmers' and la-

bor organizations that are collecting

millions for their future protection. We
must not be behind in our work. All we
have is in our business, and we must see

it is fully protected.

"We have signs of a readjustment of

conditions, and we must be ever watch-

ful and fully safeguard the interests

of the country to which we are

so closely linked. Don't think by pay-

ing your annual dues that you have done
your share. Give assistance to our or-

ganizers, and see that the year 1921 will

be a banner year in the enrolment of

members, as the- greater the membership
the greater the service."

Fees Based on
Business Volume

Secretary J. C. Campbell Suggests New
Basis for Membership in R.M.A.

The suggestion that the annual fees

covering membership to the Retail Mer-
chants' Association of Canada be gov-

erned according to the volume of busi-

ness done was contained in the report of

the secretary, J. C. Campbell, of Ot-

tawa, presented at the convention of the

Eastern Ontario and Ottawa District

held in Brockville in January. The sug-
gestion is embodied in the following
paragraphs taken from the secretary's

report:

"And now I come to a matter of great
importance to the welfare and future of

this Association. As most of you are
aware, our membership fees have been
increased. Up to November last we
were operating on a minimum fee of
ten dollars per year and on that we were
barely able to scrape along, making no
provision for emergencies or for the
future. New demands from the Domin-

ion Board call for an annual per capita

payment of two dollars, while the On-
tario Provincial Board takes one dollar

per member from us. Under the former
fee of ten dollars this would have been
impossible, as we would have had but
seven dollars per member from which
to pay the expenses of our rapidly ex-

panding business; consequently it has
been found necessary to increase our
minimum fee to twelve dollars, and even
with this, after paying fees to the Do-
minion and Provincial Boards, we will

have but nine dollars per member for

ourselves—certainly not enough in view
of the work to be done.

"In addition to raising the minimum
fee, it is to my mind absolutely neces-

sary, if we are to provide funds for the

future and place this district upon a

sound working basis, to change the clas-

sification of business volume upon which
our fees are based. I have, therefore,

prepared the following schedule, which
has already been approved by our ex-

ecutive and which, I believe, will come
nearest to meeting the requirements."
The secretary here outlined his scheme

as described above.
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J. A. BANFIELD

Popular- Priced
Men'sand Boys'Clothing

Well made from up-to-date,
saleable materials and at a
price which will meet pres-

ent-day competition.

IT WILL PAY YOU

to get our quotations before
placing orders.

The Gardner Clothing
Manufacturing Co.

Wholesale Clothing Manufacturers

645 St. Valier St., Quebec

Telephone East 7526

GOLD BROS.
Manufacturers of

Boys' and Juveniles' Clothing

330 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.

"When I think of the benefits accruing

to the members of the Retail Merchants'

Association of Canada and the fees they

pay to secure these; when I compare
benefits and fees with those of similar

organizations, I cannot but conclude

that our members are escaping very

cheaply. Fees higher than ours are

charged by practically every other busi-

ness or industrial association. Labor
union members pay not only a fee but
also a percentage of their earnings

which, in the case of some of the strong-

est and most powerful unions, totals in

excess of one per cent, per week. You
can easily figure out for yourselves

what the members of our Association

would pay if our fees were similarly

based."
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COTTON IMPORTERS

SPINNERS, DOUBLERS

MANUFACTURERS

AND FINISHERS

SPERO MILLS ON
MANCHESTER SHIP

CANAL—THE SHOW
MILLS OF LANCASHIRE

'ockeiing;
"Best in the World 1

<j>"̂

Richard Haworth and Comoanv l.imiteu. Enalana
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334 336 & -271.

GOSWELL RD.LONDON.E.ci ENG.

Ladies'

Leather
Blouse
Cases.

Ladies'

and
Gents'
Suit

Cases.
CATALOG M.W.R. 12 ONJREQUEST

THE MOST PROGRESSIVE HOUSE
IN THE
TRADE

Cowhide
Kit Bags

Suit Cases
Brief Bags
Dress Cases
Masonic
Attache Cases
Music Cases
Writing Cases

Overland
or Cabin

Trunks

Ladies'
Hat Cases

ALL GOODS ARE
THE PRODUCT
OF OUR OWN
FACTO R I E S

BEST BRITISH MATERIAL AND WORKMANSHIP
YOU ARE CORDIALLY INVITED TO VISIT

STAND F. 103
BRITISH INDUSTRIES FAIR

WHITE CITY, SHEPHERDS BUSH, LONDON, ENGLAND
FEB. 21 -MAR. 4, 1921
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GARTERS
Garters of the

Satisfaction-Giving kind.

SUSPENDERS
Stock Sphere Suspenders
it means extra business.

No. G.P. 22.

Regd. No 205436

" Sphere " Garters.

Made in Cord and Pad

styles in a large variety of

Qualities and Colourings.

Carries our nigh standard

of make familiar to the

trade.

WHOLESALE ONLY:

Regd. No 205436.

"Sphere" Specialities
are noted for their

Quality and Value.

"SPHERE" Suspenders and

Garters are cut from most
carefully chosen materials that

will give greatest service.

Always well made and well

finished, allowing fullest freedom

and comfort. "SPHERE" O.C. (O-so-Comfy). Rigic

webbings, button-hole rigid ends and

If not already Stocked, send US elastic at the back similar to the French style

a trial order through London "Sphere" Suspenders are also made in a

Large Variety of Artistic Designs, in

House or direct. ordinary elastic webbings and leather ends.

FAIRE BROs & Co., Ltd., LEICESTER,
LONDON: 19 Fore Street, E.C. 2.

SOUTH AFRICA: Davies, Gnodde & Smith, 1 Strand Street,

Port Elizabeth.

MELBOURNE: Alfred F. Smith, 2 Fink's Buildings, Elizabeth

Street, Melbourne.

ENGLAND.
SYDNEY: Alfred F. Smith. 39 Queen Victoria Buildings,

George Street.

CHRISTCHURCH : Robert Malcolm, Ltd., 79 Lichfield Street.

Also Auckland, Wellington, Dunedin.
BOMBAY : F. A. Filmer tk Co., Gaiety Buildings, Hornby Road.
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To be had from any of the Leading Wholesale Dry Coods House
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English Gabardine

Coats

Made in Canada

For Men, Ladies and Boys,

from -dependable and durable

English materials, smartly

designed and well tailored.

If our salesmen did not call

on you, it will pay you to

communicate direct to our

Head Office.

SCHWARTZMAN BROS.
1448 St. Lawrence Blvd.

MONTREAL
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SHIRTS
for Fall

Compel Consideration

Not only are the fabrics of the best but the fit and work-

manship are up to the standard which has made Peck's

Shirts the unchallenged leaders in their own lines.

Our new samples are ready for

the inspection of merchants

who realize that real confidence

is based on quality as well as

price.

Create confidence in your mer-

chandise by offering your trade

Peck's dependable products.

John W. Peck & Co., Limited

MONTREAL

Manufacturers of

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

WINNIPEG VANCOUVER
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NEW FALL CAPS

The First and Foremost Need of

Every Merchant To-day is

MORE BUSINESS

Our new Fall line of Caps combining the features which
the public is demanding—best quality, up-to-date

styles and reasonable prices—is particularly adapted

to meet the present mood of the public for careful buy-

ing.

See our samples and you
will be convinced that the

values shown fully justify

the placing of orders,

Many far-seeing merchants

are placing orders now for

this sales stimulant

—

PECK'S CAPS.

John W. Peck & Co., Limited

MONTREAL

Manufacturers of

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

WINNIPEG VANCOUVER
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HAVE YOU SEEN
THIS CLOTH?

The merchant sell-

ing BARRIE-
CLOTH COATS
can draw new and
permanent trade.

In a real value-

giving, dollar-for-

dollar competition,

he can easily

undersell his com-
petitors by merely

turning over to his

customers the same
sterling value in

merchandise that

he gets from us.

He sells as he buys

—at the lowest

figure.

We are the weav-
ers of BARRIE-
CLOTH as well
as the builders

of BARRIECLOTH
COATS, so that we
can and do manu-
facture at a lower

cost and sell at a

lower figure than

could otherwise be

nossible.

BARRIECLOTH is made in Heather,
Blue Mixture, Green Mixture and Oxford
Grey.

Samples

gladly

mailed

on
request.

i CLOTHING CO.
LIMITED A_._

-KITCHENER.ONTr

Bssfecl ("NIG*
- ..V WWEAR

• wii.Li-AM uHLtrwrgea ltp-;

The Mark of Fine Merchandise

"Viyella"

"Aza"
(Rtgd)

"Clydella"

Unshrinkable Flannels

Our 1921 Spring Price

List is now in force and,

if not received, is avail-

able on request.

Jf

WM. HOLLINS & CO., LTD.
(OF ENGLAND)

62 Front Street W., Toronto

45 E. 17th Street, New York
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Have You Bought Your Spring Serges Yet ?

If you haven't, then you owe it to yourself and your patrons to

see these ALL WOOL GENUINE INDIGOES, in 16 and 18-

ounce weights we are showing before you stock up.

THE REASON WHY we think these Serges cannot be equalled
in the trade to-day is because we bought them long before
WOOLLEN PRICES went SKY HIGH, and we paid for them
when STERLING EXCHANGE was greatly in our favor.

We are therefore in a position to supply you with THE VERY
BEST SERGES OBTAINABLE, tailored in any style, at an
exceptionally low price for the QUALITY, and can give you any
delivery you wish.

WRITE US FOR SAMPLES

There are a few localities where our SPECIAL ORDER SER-
VICE could be used to advantage. If yours is one, perhaps we
can arrange an agency with you.

A. E. RICHARDSON & CO.
Makers of High-Grade Clothing for Men

17(2 Simcoe Street, TORONTO

"Influence" may get a Hearing, but only "Merit" lands the Order

When the Department of Militia and Defence for the Canadian

Army and the North -West Mounted Police adopted

*T\ S* TRADE

<*\ MA/itL

SOX

the order was placed on sheer merit alone. This signifies the

fact that quality, serviceability and fit is never doubted by those

who sell this make and those who wear them.

IT'S A MIGHTY GOOD LINE TO GET
ACQUAINTED WITH. Drop us a card and

let us show you. It's only fairness to yourself.

GEORGE E. HANSON
HULL, P.Q.

ESTABLISHED 1878
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Borsalino Week—March 14-19
We have been notified that all our orders for

Spring are being shipped by the makers of the

famous Borsalino Hats. This means that, for

the first time in several years, we will be able

to practically meet the demand for these won-
derful Hats. Under these fortunate circum-

stances, we are, with the co-operation of the

slores throughout Canada, launching a country-

wide campaign for the week of March 14, 1921.

This great trade movement will be introduced,

inaugurated and sustained by a compelling
series of advertisements in the daily papers.

Everywhere in Canada the public is to be en-

thused over "Borsalino Week." _ No better time
could be selected, for it is then that merchants
will be showing their new hats. Not only
through general advertising will "Borsalino
Week" be heralded from coast to coast, but
merchants are to be encouraged with generous
prizes to dress their windows and stimulate

their local advertising. A Hat window display

will result in increased sales, and the effects

will lie felt throughout the entire season's busi-

ness. Also, our leading daily newspapers will

carry large Borsalino advertisements. Read

every word of the competition announcement,

and remember that we are anxious to support .

ivour efforts by providing stunning show cards,

neat window posters and attractive streamers.

We also provide, free of charge, newspaper
electros of latest style cuts for your local paper
publicity* There are no strings to this great

trade campaign, but you owe it to yourself to

see that you have enough Borsalino Hats to

meet the demand that must surely be created.*

i

Your experience has proven that concentration

on any one line greatly increases its sale and
that of similar merchandise. . Feature your hat
department. Give it a boost. The hat is one
article of men's apparel that offers great oppor-
tunities for a good display.

PRIZES FOR WINDOW DISPLAYS
BORSALINO|WEEK

There are no restrictions except that your window
exhibit must contain no other hats except the
Genuine Borsalino. A photograph of your window,
with firm's name, together with the name of the
person who dressed it, must reach us not later than
April 1st. Final awards will be made by Mr. N. R.
Perry, the well-known Canadian advertising- man.
First prize, $50; 2nd, $25; 3rd, $15; 4th, $10; 5th,

$5; 6th, $5; 7th, $5; 8th, $5. The pictures of the
prize-winning windows will be published in the
leading trade papers.

EXTRA! In order that everyone may have a
chance to win a prize, we are also going to present
two "Consolation Prizes." First prize, $15 ; 2nd,

$10. The names of all contestants who didn't win a

prize in the first list of prizes will all be placed in

sealed envelopes in a box, and the first two drawn
out by the judge will be awarded these two extra

prizes. Dress your windows and enter this Con-
solation Contest. No town is too small in which
to observe "Borsalino Week." Everyone has the

same opportunity to win this money.

PRIZES FOR ADVERTISEMENTS
BORSALINO WEEK

Of course you are advertising—how else can you
attract and maintain trade? We want to encourage
your skill and develop your originality—and help
along "Borsalino Week" in our mutual interests.

Two prizes will be given for the best advertisements,
exclusively Borsalino, published by merchants in

connection with "Borsalino Week." First prize, $15;

2nd, $10. Clip copies of your advertisements from
your local papers and send them to us. They will

be impartially judged by Mr. N. R. Perry. Re-
member—any of our clean, clear cuts are yours for

the asking. They'll print well—we'll guarantee that.

Write us to-day. Large streamers for windows, show
cards, etc., will be sent by mail and with the goods.

ANDERSON-MACBETH LIMITED
284-286 King St. West, Toronto, Ont.

Anderson-Macbeth, Limited,
284-286 King St. West,

Toronto, Ont.
Dear Sirs:

We wish to enter the general window dress-
ing competition for Borsalino Week, and will

send you photograph of the display, for which
you refund us the cost. Also enter us in the
Consolation contest.

Firm. . .

Town.

Anderson-Macbeth, Limited,

284-286 King St. West, Toronto, Ont.

Dear Sirs:

We wish to enter the Consolation window
dressing contest for Borsalino Week, for which
a photograph of our display is not necessary,

but we shall send a signed statement that a

display was made. No photograph of "Conso-
lation" windows required.

Firm

Town

.

Sign your firm name and town and mail the slip to-day.
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The Power of Suggestion

FOUNTAIN BRAND

By Using

"FOUNTAIN BRAND"
IRISH LINEN THREAD
you safeguard your reputation for good,
dependable tailoring.

Thrifty customers realize that careful
sewing with strong, non-snarling thread
adds much to the life of a garment.

Have you taken this into consideration
when ordering your supply of thread?

One trial of our satisfaction-giving and
economical thread will be sufficient for
you to make comparisons and to decide
in favor of "Fountain Brand" manufac-
tured by

ISLAND SPINNING COMPANY
LISBURN, IRELAND

Sole Agents for Canada

WALTER WILLIAMS & CO.
LIMITED •

MONTREAL. 508 Read Building

TORONTO QUEBEC VANCOUVER
20 Wellington St. W. 533 St. Valier Street 2 1 7 Crown Building

In your store how many
sales are made entirely
on sight? How many
sales are assisted in this
way?

They'll both number
rather a vast total.

Goods more attractively
displayed are more read-
ily sold. The sale of
some lines is due entirely
to display.

Assist the natural con-
sumer-demand by an in-

sistently appealing dis-

play.

We have a wonderful
variety of newer display
fixtures suitable to your
particular needs.

Dale Wax Figure Co.,

Limited, Toronto

Winnipeg - O'Brien, Allan & Co.
Phoenix Block

Montreal - 150 Bleury St.

Vancouver - E. R. Bollert & Son
501 Mercantile Bldg.

When we start in to create a suit of

boys' clothes the picture we keep in

mind is not one that shows the finished

suit draped gracefully upon a lay figure.

No, it is more likely that we picture

the same suit as covering the figure of

a normally healthy, vigorous boy in the

act of climbing a fence or a tree, or

sliding desperately for the home plate

without any apparent thought of the

clothes he wears.

Our clothes are built to stand punish-

ment and are very, very near boy-proof.

THE

JACKSON
Manufacturing

**f^
Co.

f

'

Limited *>

Clinton, Ont.
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It's New Merchandise We Offer You
New silks, new patterns, new designs, all of them
approved for the early Easter trade. This is not last

season's stock—it's NEW. The only stock we have
is NEW.

Black Barathea in Bows, Teeks, Derbys and Four-in-

hands. And the prices are surprisingly low.

Order early to ensure delivery for Easter trade.

Arrow Neckwear Company, Limited
Makers of "Arrow" Neckwear

1 1 84- 1 1 88 QUEEN STREET WEST
TORONTO, CANADA

This hat has won its way to an
important place in the estimation
of the kiddies, because in spite of
its smart appearance it is really
one of the knock-about kind and
stands up well under rough treat-
ment. To mothers it has an appeal
of dash and smartness not usually
found in kiddies' headgear. It is

neat and smart as well as soft and
comfortable.

In a good variety of Tweed mix-
tures.

All Indications Point to

an Early Spring

It would be wise to look to your re-

quirements at once. We can make
immediate delivery.

We now have a complete stock of the

really new and smart styles of well-

made cloth hats and caps for Spring
wear.

Mortar Boards, Uniform Caps for

Firemen, Bandsmen, Policemen,
Chauffeurs.

PALTER SONS
Manufacturers of

Cloth Hats and Caps
122-128 Wellington St. West

TORONTO
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The Time for Action
on Spring Shirts
Has Arrived!

Working- and Outing- Shirts, Flannel Shirts, Clydellas,

Sateens, Starched Shirts, Oxfords, Viyellas,

Tweeds, Drills, etc.

WE ASSURE YOU THAT THEY ARE THE
SORT THAT WILL STIMULATE BUSINESS.

Upon request we will be pleased to send you further details and prices.

&&leacctv
f&*U£eArtXlzCfTa*»i

Equal to the best

Custom-Made Suits

Campbell's Clothing made-to-measure
has long enjoyed a reputation for Quality of

Workmanship and Material.

No Capital, No Insurance, No Stock Losses,

yet a profitable, pleasant business.

We still have a few openings for agencies. If interested, write to-day.

The Campbell Manufacturing Co.
Montreal

LIMITED
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New Firm, New Goods

New Prices

Oxford Brand Clothes are a distinctly good line because

they are not only Good Clothes, but they're Smart

Clothes ; they look well, wear well and sell well, because

they are made well.

We have made a study of Boys' Clothing and know the

fabrics that give most satisfaction, and know what parts

need reinforcements, also what linings and canvases are

peculiarly suited to Boys' Clothing.

Do not fail to look at our Samples when our travellers

call, or write for our Made-to-Measure proposition.

Oxford Clothing Co., Limited
King and Spadina Ave.

Toronto

An Additional Plant

We have organized a new plant

in an outside town, to take care of

expanding business. With the

best of designers, mechanics and

machinery we will be in a position

to produce very superior mer-

chandise at lowest prices.

Be sure and see our samples of

men's and children's Hats and

Caps before placing orders.

Boston Cap Co.
338 St. Urbain Street, Montreal

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
System for men's wear.

Let us explain the system.

Jones Bros. & Co., Ltd.

29-31 Adelaide St. W.
Toronto
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Remember—there is no low grade
cheap "CEETEE"—only the

very highest grade and best quali-

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

trade in your district you must sell "CEETEE"

—

i^or 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 or ladies and children, and TURNBULL'S "M" Band f
*

(

NU-WAY STRECH

" Rubberless"

means no de-

terioration.

You gain by

handling the

"NU-WAY"

Let us quote

you on your

next order.

Nu-Way Strech Suspender Co.
MANUFACTURERS

St. Thomas, Ontario

What to use and where to

get it, for that

Spring Opening Display
Our Catalogue is Ready to Mail
Besides our Metal Fixtures and Forms
we have added several new lines of
Artistic Wood Fixtures. Let us know
your wants.

DELFOSSE & CO.
247-249 Craig St. W. Factory 1 to 19 Hermine St.

MONTREAL

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

T EARN TO MAKE SHOW CARDS AT HOME—A SALESMAN WHO
can make Show Cards can earn more money and is always sure

of his position. Professional Show Card Writer will teach speedy
system by mail to limited number. For particulars write to Albert
Edgar, 14 Edgar Building, Windsor, Ont.

INDEX TO ADVERTISERS
Acme Glove Works, Ltd 6
Anderson MacBeth 61
Arrow Neckwear Co 63
Atlantic Underwear, Ltd 15

Boston Cap Company 65

Campbell Mfg. Co 64
Can. Consolidated Rubber Co Inside Back Cover
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Coppley Noyes & Randall 4
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Delfosse & Co 66

Faire Bros. & Co 56
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Hickok Mfg. Co 5
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Oxford Clothing Co., Ltd 65
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Robe & Clothing Company 59
Richardson, A. E., & Co. 60
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The Three Best Selling Months

in the Whole Year
for "Dominion Raynsters" are

right ahead of you. February,

March and April usually bring a

lot of rain. "Dominion Rayn-
sters" mean complete protection

against steady downpours and
sudden showers, because they are

absolutely waterproof.

Many men and women are buy-
ing "Dominion Raynsters" in

preference to all other spring

coats because they have the style

and appearance of the smartly

tailored top coats, with the addi-

tional advantage of being water-
proof.

"Dominion Raynsters" come in

a variety of styles and patterns
for men, women and children.

They are unconditionally guar-
anteed carry the guarantee
label of Canada's greatest rubber
organization—and are well ad-
vertised.

Write our nearest service

branchfor styles and prices.

DOMINION RUBBER SYSTEM
SERVICE BRANCHES

are located at : Halifax, St. John,
Quebec, Montreal, Ottawa, Toronto,
Hamilton, Brantford, Kitchener,
London, North Bay, Fort William,
Winnipeg, Brandon, Regina, Saska-
toon, Calgary, Edmonton, Lethbridge,

\ ancouver and Victoria.

Dominion Raynsters
"Made-in-Canada" Raincoats
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PARK effectively shows the new low

shape. Made of best quality satin

striped Madras, it is the leader of all

striped collars.

PARK is a collar you will be glad to

stock.

Immediate delivery at $2.40 per doz.

TOOKE BROS., LIMITED
MAKERS

Montreal Toronto
Winnipeg Vancouver
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NIAGARA
NIAGARA FALLS,

ITALIAN
REPPS

60 Beautiful Color

Combinations

$12.00
a Dozen

«£»

NECKWEAR
CANADA

PLAIN and

OMBRE
STRIPES

Repp Ground
with Satin

• .Stripes
. r

• \

Ready to Ship

FOR EASTER DELIVERY
Send for Special Five Dozen Assortment

NIAGARA NECKWEAR CO., Limited
Niagara Falls, Canada
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HereAre the Points
To DriveHome
THE maker of a good

article like Kitchen's
Railroad Signal Overalls
can fashion the rivets of
salesmanship 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.
Most merchants know that

Kitchen's
'Railroad Signal"

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 gar-
ments. 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 overall 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 and Shirt Co.

Brantford Ontario
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Young Men s Styles

^^
I

FROM PARIS

1 $33
00

to $63
00

IN ALL
PREVAILING

===^ * COLORS

^ "Ask.for
~~~

' '%? l

j^^^P
1 Our Catalogue

^^H

NEW YORK

THE BUCKLEY DROUIN COMPANY
LIMITED

164 McGill Street - - MONTREAL
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$7.00, $10.00,

$12.00
the dozen

Your mail order will

receive prompt

attention

"CORRECT"

Narrow four-in-hand cravats worn with

low fold collars—the young man's

latest demand. Here is a much needed

change in style which will stimulate

your neckwear department.

PARTICULARLY EFFECTIVE IN BIAS STRIPES
AND PLAIN SHADES

A. T. REID CO., LTD., TORONTO
Cravats of the Better Sort

Reid's real Bengalene—Reid's pure silk Barathea
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wE are well equipped to take care of rusn orders. Look
your stock over and let us know your requirements.

1 nc Wolthausen Hat Corporation, Limited
Head Office and Factory: BROCKVILLE, ONT.

SALESROOMS:
Montreal: Mappin & Webb Bldg. Vancouver: 315 Bower Block

Toronto: Cosgrave Bldg. Winnipeg: 228 Curry Block



A straight course through thick and thin;

an even keel in stormy weather; offering

year in and year out a uniform quality and
an excellent value; ever ignoring thought

of great profit; content to build slowly; a

small margin of gain on a great volume.

PALM BEACH—from start to finish has

been faithful to trade and to public.

And, knowing this, maker and retailer

have put their trust in the little label

shown on this page

—

The Symbol of Satisfaction in Summer Wear

THE PALM BEACH MILLS
GOODALL WORSTED COMPANY, SANFORD, ME.

A. ROHAUT, Selling Agent, 229 FOURTH AVE., N.Y.
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SPUR

THE NEWEST OF THE NEW STYLES
FAVORED BY YOUNGER MEN IN

ARROW COLLARS
C/NE of the many
narrow Arrows for

the tight little knots

duett, Peabody 13 Co. of Canada, Limited
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MERCHANTS
WHO TAKE OUR

AGENCIES
are assured of Quick

Returns. Many orders

are received through

recommendations. A
testimony that our

garments are a real as-

set to the wearer and

an advertisement for

you.

Should our Salesmen

be delayed in calling

drop us a line.

Clothes that always look new
OUR AIM :— Quality, Style, Workmanship and
Durability at better than the average prices.

Upon this fact we are building our business.

Tutt Clothing Co
MAKERS OF W FINE CLOTH ES

21 Dundas Street East

Toronto, Ontario
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The record of each clerk

An up-to-date National Cash Register shows you exactly

what each one of your clerks does every day. Adding

counters on the register tell:

© How many customers each clerk waited on.

® The total amount of each clerk's sales.

These daily records show you which clerks are most

industrious, which clerks sell the most goods, which

clerks are most accurate.

They enable you to fix wages on actual selling ability.

They give you the figures needed for a bonus or profit-

sharing system.

These clerks' records, together with the many other

printed and added records made by an up-to-date National

Cash Register, enable you to control your business.

This adding counter, at the leftside of

the register, shows that Clerk A took

in $39.84 during the day. Similar

counters show what the other clerks

took in.

These adding counters, at the front

of the register just above the cash

drawers, show how many customers

each clerk waited on, and the total

number of customers.

We make cash re^istets for every line of businessNATIONAL
CASH REGISTER CO.

OF CANADA LIMITED
TORONTO, ONT.
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In Spring a Man's Thoughts Turn

to HICKOK Belts and Buckles

In Spring, when careful dressers plan their "dress-up campaign," BELTS
will have consideration—for belts are much in evidence in Spring and

Summer. And, naturally, when a man or boy thinks of a belt, his

thoughts turn to HICKOK Belts and Buckles—the style leaders, the

highest quality belts and buckles and the most satisfactory to wear.

The latest HICKOK Spring Line contains many new and unusual patterns that

retail at prices to suit all purses—beginning at 50 cents. Our Salesmen are now

showing them. Be sure to see the entire new HICKOK Line before ordering. You

will be well repaid. If our representative should not arrive on time, write us direct.

WRITE for the new HICKOK Spring Catalogue

HICKOK Belts & Buckles
The Largest Factory in the World ^Manufacturing 'Belts and 'Buckles

The HICKOK MFG. CO., Ltd., 33 ''Richmond St. West, Toronto, Ont.

ROCHESTER, N. Y., U. S. A.
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The
Highest

of

Sock
Quality

NO OTHER SOCK ON THE
MARKET HAS ACHIEVED
THE PINNACLE OF POP-

ULARITY CONSISTENTLY
ATTAINED BY-

Hanson Socks

SOCKS
Bearing the Trade Mark

•^V-" TRADE

mtwow
<*\ MARK

are always higher in quality than

in price.

You can choose from a large

assortment— thoroughly confi-

dent that you receive the most

your money can buy in PURE
WOOL SOCKS.

QUALITY— SERVICE
SATISFACTION

Imitations, at any price, cost

you too much.

If they were good enough for

the Canadian Government, why
not for you?

GEORGE E. HANSON
HULL, P.Q.

Established 1878

A SURE FOUNDATION
FOR A GROWING TRADE
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The Only Full Fashioned Underwear
Made in Canada is Turnbull's

CEETEE
THE PURE WOOL

UNDERCLOTHING
THAT WILL NOT SHRINK

" The woollen underwear without the itch "

Comfort and quality in large measure are knitted into every

stitch.

The Turnbull trade marks are well known and looked for

by thrifty people who consider quality and long wear.

Fine Wools Are Scarce

Although coarse wools are plentiful and cheap
the finer wools, such as are used in Turnbull's

Underwear, are very scarce and the prices will

be no lower this season.

Supporting Canadian Products

Will Bring Quicker Profits and

Prosperity

Canadian money spent in Canada keeps Cana-
dians in employment. We need money in Can-
ada and the more we support home industries

the quicker will be the relief—the ultimate

profit will be greater. A dollar spent in Can-
ada is worth a hundred cents—spent out of

Canada is considerably less.

We suggest the early placing of orders for

"Turnbull's" Underwear so as to facilitate best

possible deliveries.

MANUFACTURED
ONLY BY of Gait

Sell your customers one of the
three brands— you're certain to
please them.

"Ceetee" is the perfect product of
over 60 years' specialization in the
making of Underwear.

Full fashioned—no seams. Will not
shrink. Look for the sheep.

Ribbed Underwear, very popular
with ladies and children—very elas-

tic.

Splendid quality plain knitted and
special closed crotch.
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A NEW-WAY STORE

A^ Combination of Beauty and Service

The New-Way Store is always beautiful, attracting customers and
suggesting sales.

The New-Way Store is the last word in mercantile machinery, con-

densing stock, reducing overhead and increasing efficiency.

The modern merchant cannot afford to be without New-Way equip-

ment if he desires to keep up with the hundreds of merchants who have

adopted the New-Way system.

Let us explain personally or by catalogue.

Jones Bros. & Co., Limited
29-31 Adelaide Street West

Toronto
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NO MORE SUSPENDERS

.^uspeiider-Belt

(EVERYMANS)
^7 ColborneSt>\

Toronto Canada
PHONE MAIN 343S.

Manufacturers of all descriptions of Uniforms—Military, Cadets, Scouts,

and all Masonic Bodies, etc.

// our traveller does not call, mail us a card for further

information.
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fifel's Indigo ClcM

REGISTERED

Equal parts good looks and real quality

— that's why Stifel Indigo Cloth makes

up into 100% OVERALLS,
JUMPERS, UNIFORMSAND OTHER
WORK CLOTHES.
Stifel Indigo cloth is dyed a beautiful fast blue. It

has a tough, strong weave, and is so printed that

the white dots of the stripes and other patterns

positively will not break.

The manufacturer who makes overalls and work-
clothes of Stifel Indigo Cloth, and the dealer who
sells overalls and work clothes of Stifel Indigo Cloth,

will find Stifel Indigo reputation (standard for over

75 years) and Stifel Indigo advertising, big factors

in making sales.

The genuine Stifel Indigo

Cloth has this trademark
stamped on the back of the

cloth.

Look for it

!

J. L. STIFEL & SONS
Indigo Dyers and Printers

Wheeling, W. Va.

SALES OFFICES

NEW YORK - 260 Church St.

PHILADELPHIA 1033 Chestnut St.

BOSTON 31 Bedford St

CHICAGO 223 W. Jackson Blvd.

SAN FRANCISCO ...Postal Telegraph Bldg.

ST. JOSEPH. MO Saxton Bank Bldg.

BALTIMORE 123 Market Place

ST. LOUIS 604 Star Bldg.

ST. PAUL _ 238 Endicott Bldg.

TORONTO 14 Manchester Bldg.

WINNIPEG 400 Hammond Bldg
MONTREAL . Room 508 Read Bldg.

VANCOUVER 506 Mercantile Bldg.

m

REGISTERED \-
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Canadian Handkerchiefs, Limited

MONTREAL
Canada's Largest Handkerchief Manufacturers

Announce to the Trade

THEY HAVE PLACED THEIR
SAMPLES OF "MADE IN CAN-

ADA" HANDKERCHIEFS IN THE
HANDS OF THE FOLLOWING
AGENCIES, WHO IN FUTURE
WILL REPRESENT THEM IN
THE DISTRICTS SHOWN i

Ontario

EDWARD BURNS & CO., LIMITED
Toronto, Ont.

Quebec Province

W. F. MACOUN
518 St. Catherine Street W.

Montreal, Que.

Manitoba, Alberta

Saskatchewan, British Columbia

BRYCE&CO., LIMITED
Winnipeg, Man.

New Brunswick

and Nova Scotia

JONES-CAIRNS LIMITED
85U> Prince William Street

St. John, N.B.

"MADE IN CANADA" HANDKERCHIEFS
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FALL CLOTHING
for Discriminating Buyers

We offer a well-balanced line

for men and boys in high-

grade fabrics in newest shades

and patterns. Every suit has

that smartness which bespeaks

expert designing, careful

tailoring, painstaking atten-

tion to details, and, needless to

state, the wear is there.

JOHN W. PECK & CO. LIMITED MONTREAL WINNIPEG VANCOUVE
ESTABLISHED 1880
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FALL SAMPLES

Shirts
Peck's Fine Shirts are always

correct as to style, varied in

pattern and dependable as to

quality.

Peck's Work Shirts are noted

for being roomy and comfort-

able and for wearing wonder-

fully well.

Our range for Fall, in both

lines, is one of the most attrac-

tive we have shown.

Caps
The merchant who buys

Peck's caps for Fall is going

to have a line that will please

all tastes for the fabrics and

patterns are varied and usu-

ally attractive. Every cap is

distinctive, well-made and a

real value. Prices are such as

to take good care of the mer-

chant while enabling him to

sell at business-bringing

figures.

Established 1880

John W. Peck & Co. Limited
MONTREAL WINNIPEG VANCOUVER
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Selling to the Hatter

and for the Hatter
II The new era in merchan-
dising has arrived triumph-
antly.

fl
Borsalino Week was a tre-

mendous success.

fl
Through a great campaign

of national advertising in the

daily newspapers, we aroused

public interest and created a

vast volume of consumer-

demand.

fl
This means that we are not only

selling Borsalinos to the hatter, but
for the hatter.

1} The publicity will be maintained
and the results cannot be over-

estimated.

j| Do not fail to get your share of

the business.

j| Remember,—To sell hats in

quantities you must have them in

quantities.

fl
At this particular time we are not

unmindful of the co-operation ac-

corded us by all classes of dealers
from coast to coast who dressed
their windows with Borsalinos dur-
ing Borsalino Week, and in other

ways stimulated trade to our
mutual advantage.

fl
Let the good work go on.

fl
Genuine Borsalinos are the line

to stock, for back of our sale of

them to you is our constant educa-

tion of the public to their undis-

puted recognition as the world's

standard.

fi
For the man who wants

style they are the last word in

class; for the customer who

seeks service they represent

the longest wear; and for the

economically inclined the

value is the greatest in propor-

tion to the price.

Anderson-MacBeth Limited
Sole Canadian Distributors, Toronto
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OTTAWA
111 Sparks St.

HAILEYBURY
Matabanick

Hotel

SUDBURY
Nickle Range

Hotel

SHERBROOKE
4 London St.

We Have Rounded the Curve!

Now for—

A CLEAR TRACK
And

FULL SPEED AHEAD!!
Are YOU prepared for full speed ahead ?

Are your stocks of merchandise complete?

Are your shelves filled with new, timely, correctly-priced merchan-
dise that will meet the new demand for maximum service ?

You will find in Racine's Men's Furnishings a remarkable assort-
ment of merchandise of this type—garments in which there is real
service and genuine merit.

Shirts

Overalls

Pants

Sox

Sweaters

Underwear

Pyjamas

Collars

Cravats

Belts, etc.

ACTION BEGETS ACTION.
SEND US YOUR ORDER.

TORONTO
123 Bay Street

SYDNEY, N.S.

269 Charlotte
Street

THREE
RIVERS

Main . Street

RIVIERE DU LOUP
Hotel Anctil
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Mr. Merchant, you
lose sales if you
don't stock our
Washable Collars.
They possess all the
advantages of the

Not a
Collar Left!
An Appointment To-night!
Stores All Closed

!

linen collar and none
of its vices. It has
the full linen finish.

Style and Size for
every customer.

UVi-WA

Kant|(racK
m TRADE MARK I V REGISTERED II »

12- I8M

A great saving in laun-
dry bills and extra col-

lars. Always smart and
clean. Always ready at
hand. No saw-like edges.
No Chinaman's button-
holes.

Oh why didn't I get a KANT KRAcK
COLLAR when it was offered?

Every Collar Guaranteed through the Dealer

A point for your cus-
tomer. He requires a
collar in a hurry. You
sell him in addition a

KantKracK
With that on hand he can
reserve his others.

Parsons & Parsons Canadian Company
HAMILTON, CANADA

Clothes Reflect Your Nature, There-

fore Get Prosperous Ones
For Ease, Comfort, Fit and Style our Shirts have a distinct advantage

over any others. We have large stocks of every variety, color, fabric, size,
and it only remains for you, Mr. Business Man, to display them and reap
the reward of your efforts.

Drop us a line right away for Samples and Agency Terms. The PRICES
HAVE BEEN GREATLY REDUCED to meet the general demand for lower
priced goods, and in this connection the margin of profit is in your favour,

we having cheerfully taken the loss—so BUY WHILE YOU HAVE THE
ADVANTAGE.

Prosperity Shirt Company
1 2 Queen St. East, Toronto

-A
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Clothes
for exacting men

Now is the time
when you need to be linked up with a strong selling line.

The dealer who features—

Broadway Clothes
can get the active trade of the men who insist on being dressed up-to-the-minute.

Men crave for absolute individuality in style at a reasonable price.

That is where

Broadway Made-to-Measure Clothes
gives you the answer.

Superb tailoring and advance styling that is the height of smartness without being
freakish, have gained a national reputation with the consumer that you can profit by.

Your Opportunity
Get on our special order list at once.

To stimulate your sales we are offering for immediate delivery

STAPLES in NAVY SERGES and WORSTED

Randall & Johnston
Limited

TORONTO
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HATS FOR CHIL-
DREN. A large se-

lection in Natural
Colored Linen —
White and Brown

—

White and Mauve —
Blue and Red —
White with Black
Bands.

CHILDREN'S
HATS. TURBAN
Shapes, Combination
Blue and White, in

PIQUE, RA-RA,
LINENS and RA-
TINES. All ready
for immediate de-
livery.

See ourBOYS' ETON Specials

BOYS' ETON
CAPS. The most
popular brands are
ALLIED FLAGS,
MAPLE LEAF,
BEAVER and BOY
SCOUTS. Do not
delay ordering if

you want to get in

on the early busi-
ness. PALTER SONS

122-128 Wellington St. West

TORONTO

BASKET - WEAVE
HATS. Large as-
sortment for selec-
tion with Battleship
name on the bands.
The merchant al-

ways makes quick
sales in these styles.

If you are not al-

ready a customer,
send a trial order.

$
Saved

We Are Ready for Business
ARE YOU?

If not, make arrangements at once to adopt our Money-Saving
Plan.

This is it: You furnish the cloth, and our staff of skilled tailors will

CUT, MAKE AND TRIM
this material for you into Men's and Young Men's Suits and Over-
coats of exceptional merit.

We guarantee satisfaction in design, workmanship and price.

Write or wire for particulars concerning this line, which is

deservedly regarded not only as a medium of profit but an asset
to be reckoned in dollars and cents.

BEECKEL-ROST CO
285 Notre Dame Street West

MONTREAL
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All theWorld

Over

Christy's Hats

Practical Patriotism

The hat styles for men all originate in England.

Why, then, be satisfied with a foreign imitation?

There is a great and growing feeling abroad in the land in favor of British goods ;
foreign

goods were never at such a discount as they are in Canada now.

This feeling is both practical and patriotic. Practical, because British workmanship
is unequalled for design and durability. Patriotic, because your money stays in the

Empire to employ British workmen, and to further British prosperity.

Our representative will visit you soon with a splendid line of Fall samples—by Christy

& Company, London and Stockport, largest exclusive makers of Men's Soft Felt Hats,

Straw Hats, Stiff Felt Hats, Caps, etc.

Do not close your order book until you have seen this display.

THE ANSLEY-DINEEN COMPANY, LIMITED
60-62 Front St. West Toronto, Ontario

Sole agents for Canada and the United States

We have continuously represented Christy & Company in this country for over fifty years
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Leather Shirts!

Our line of shirts will

show you some very

unusual values—busi-

ness building values.

We will be pleased to

forward you prices and

information.

Write us to-day.

In the good old days when knights wore armor and

leather shirts, clothiers had a pretty tough time.

Nowadays folks are wearing less husky draperies.

Even the best wear out eventually.

And therein lies your cue—somebody will have to

buy new shirts, especially the fellows who work in

factories and mills and on the farm. There'll be

some business, and that's the business you must be

ready for— ready with the right kind of stock—
ready with the right sort of prices.

Mackenzie Limited

Ottawa - Canada

Made to Measure—Every Individual Suit

We offer you SER-
VICE. Particular and
immediate attention to

your requests. High-
est Quality and Latest
Fashion Garments. The
Very Best Tailoring.
Prompt Deliveries. Ex-
ceedingly low prices.
Satisfaction g u a ran-
teed.

WE GUARANTEE THAT NO COAT
FRONT OF OURS WILL BREAK.
WE USE THE VERY BEST HAIR-
CLOTH AND OTHER INTERIOR
MATTER WHICH JUSTIFIES US
IN SAYING THIS.

SO POSITIVE ARE WE THAT IF
YOU OR ANY OF OUR CUSTOM-
ERS FIND DIFFERENTLY, WE
WILL MAKE A NEW COAT FREE.

We can appoint a few
more AGENCIES
where not already rep-
resented. Write for de-

tails of this proposi-
tion. A POINT to re-

member. The Mer-
chant accepting our
Agency is saved the ex-
pense of carrying stock

in our lines.

HIGH GRADE Work-
manship and Finish are

our special features.

See Our Special Irish Serge—Indigo Dye—for $33.50

The Canadian Apparel Co. of Canada
533 College Street, Toronto, Ontario

Phone College 91
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Buy 'Em and Sell 'Em
The Crowds Will Come!

The Crowds are going to other Stores

throughout the Country for Cornwall Pants

Are They Going to Yours?

Our trousers are to be had in staples and fancies—in all wanted

shades—of dependable materials.

The prices, too, are in accord with the conditions. Business is on

the up-grade. We're on the return to normalcy. The time to

order is now. You will want to see this line of

DRESS, WORK and

OUTING TROUSERS
For Men, Youths and Boys

Send us word to have our representative call.

Cornwall Pants Mfg. Company
Cornwall - -
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ENGLISH AND CANADIAN TWEEDS

So confident are we of the selection of these Stylish

Hats that we anticipate immediate repeat orders. The
prices are particularly attractive to our Customers and
the Public are responding more generously to the call

to make business move faster.

We Guarantee Prompt Delivery to Our Mutual
Advantage

In case our Travellers have not yet reached you, drop
us a line for the Special Prices.

Men's and Boys'

Cloth Caps

We direct your attention to

our wide range of Spring
Lines at

Revised Prices

which have been specially

compiled with the object of

Assisting Our Customers

These QUICK-SELLING
LINES are up-to-the-minute
in Fashion and manufactured
from the best of materials.

Palter Cap Co., Limited
Sixth Floor, 122-128 Wellington St. West

TORONTO, ONT.

FITTINGS
FOR

WINDOW DISPLAYS
Goods tastefully and well displayed secure a larger

amount of sales. It is with this object in view EVERY
MERCHANT should be well stocked in our appliances,
special features of manufacture being: DAINTY and
ORNAMENTAL in DESIGN—COMPELLING ATTEN-
TION—ARTISTIC FINISH—DURABLE QUALITY.

STANDS and RACKS of Every Description kept in stock
or specially manufactured to customers' requirements.

Send Us Your Ideas
and we will specialize for you

Have You Seen Our Wax
Forms ?

if not, drop us a line for Catalogues of Prices with cuts.
With the assistance of our goods Merchants can double
their sales. Deliveries made in 10 Days.

Dale Wax Figure Co., Limited
86 YORK ST., TORONTO, ONT.

Agents: P. R. Munro. 259 Bleury St.. Montreal. E. R. Bollert & Son. 501 Mercantile Bids.
O'Brien, Allan & Co., Phoenix Block. Winnipeg.

Vancouver.
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Are You using the

THREAD that is

ALL VALUE?

The
" FOUNTAIN

BRAND"
Island Pure Irish Linen threads are unsurpassed for

Evenness, Strength and Durability", and are warranted

to work well. Special threads for all machines. "Per-

fect Satisfaction" is the verdict of Clothing Manufac-

turers and Makers of Leather Goods who have tried

Fountain Brand.

This superior thread is the product of

—

ISLAND SPINNING CO., LTD.,
LISBURN, IRELAND.

Sole Agents for Canada

WALTER WILLIAMS & CO.
LIMITED

MONTREAL
508 Read Building

QUEBEC
553 St. Valier St.

VANCOUVER
217 Crown Building

TORONTO
20 Wellington St. W.

No. 250 P. S.

Men's Coat Form
LATEST MODELS
On Short Standard for

Counter Use

UP-TO-DATE
FIXTURES
Provide an excellent sell-

ing medium, besides giving
the store an air of distinc-

tion and refinement.

A Large Variety of Coat
Forms and Fixtures of
every description kept in

stock.

WE MAKE DISPLAY
FIXTURES in Mahogany,
Walnut, Old Gold and
Metal Fixtures in all

finishes.

MEN'S
COAT FORMS

and

TRIPLICATE
MIRRORS

Write for Catalogue.

CLATWORTHY & SON
TORONTO161 KING ST. WEST LIMITED No. 1130

Counter Tie
Stand
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Has A Sellin

Punch
Feature them and you'll get

the trade

You Can Beat Price Competi-

tion By Quality Goods

^htf&%%,?.fyi

Made from splen-

did wearing ma-
terials—reinforced

at the hard-wear
points — double
seat, double knees,

double elbows.

You can guaran-
tee 50 per cent,

more wear in our
lines on account
of the quality of

linings and pock-
ets.

T hat's w h a t

m a k e s " L i o n
B r a n d s " wear
twice as long and
why they appeal

to every mother.

They make a hit in style, too, for they are

tailored as smartly as any "grown-up" suits.

There's selling value in both sides of "Lion

Brand" suits—inside and outside.

The JACKSON
Manufacturing Co., Limited

Makers of the "Lion" Brand Boys'

Clothing

CLINTON, ONTARIO
Factories at Clinton, Goderich, Exeter,

and Hensall

ULSTERS
With a Reputation

!

Our Barrie-

cloth Ulster

is an Overcoat de-

signed and skil-

fully tailored to

satisfy the taste of

the Critical Cus-
tomer.

HAVE YOU
SEEN THIS

COAT?
The Popular de-

mand for Coats
that are warm and
lasting should in-

duce you to get
after this

ULSTER
for vour
TRADE.

FALL

Order Now while
the price is down.

Samples of
BARRIECLOTH
in the different
shades and de-
scription of Coats
forwarded on re-

quest.

TMC
& CLOTHING CO
LIMITED ^.

Kitchener.Omt.^

™e ROBE & CLOTHING
CO. LIMITED

KITCHENER, ONTARIO
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Add to
No. 74B—Combination Suit Hanger.

A Concave Hanger, with Rounded Neck
Piece. A Perfect Hanger in Every
Way. Per hundred $16 00

Taylor-Made

Display Fixtures

are specially designed
for the purpose of en-

hancing the value of

the clothing displayed.

Every feature has been
©arefully considered
and is apparent in the
Artistic and Dainty De-
sign, finished in Gold
and Black Trim. No
rough edges to injure
the garments, and the
joints of the fixtures

durable.

the Value of
Your Goods

Large Range of
Models in Stock
for Immediate

Delivery.

A Guarantee of Satisfaction

accompanies All Orders.

Send for an Illustrated

Price List, and we feel

sure that your order will

follow. Business is now
opening up and you
need additional fittings

to assist your sales and
to keep your store

fashionable.

rp
| 11 T • • 1

—Combination Suit Hanger __ . ^
.-* •

laylor-tfrasco Limited t^L^.T,
7J'ZZrT/

w
'''.S

4
'n Hamilton, Ontario

Super India Shrunk Tape
[jrLLU\ I ELL]

] manufactured by

O Vfx^ GEO. H. WHEATCROFT & CO.
WIRKSWORTH, ENG.

is made for your benefit, Mr. Clothing Manufacturer, and
yours, Mr. Tailor. It's what you have been wanting and
searching for—durable, and does neither stretch nor shrink.

It comes in all widths in 250 and 1,000-yd. reels.

Give it a chance to verify its many recommendations. It's

second to none!

Sole Canadian Agents

WALTER WILLIAMS & CO., LTD.

THE STAC.

508 Read Building, Montreal

20 Wellington St. W., Toronto - Quebec Vancouver
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—YOU NEVER SAW THIS BEFORE—JUST WHAT I WANTED ! !

—EVERY RED-BLOODED MAN WILL EVENTUALLY BUY—
TOBIN'S "UNIVERSAL" TIE-PRESS

PATENTED

— "Absolutely—

no invention of

modern times has

received such a

welcome by the

men folks as this

simple, sturdy and

practical Neck-
wear Press."

—The Critic.

TIES retain their

Original Lustre,

Color and

Quality

—

SAVES
TIME
TROUBLE
TEMPER
MONEY.

Anticipation Realization

GEMS OF WOODCRAFT—Light and Dark Oak, Fumed and Mahogany.

EXQUISITE MOUNTS in Brass, Gun Metal, Silver, GoldjPlate, Solid Gold.

Each Tie-Press is handsomely boxed—Size 4x9 inches.

For an Easter Gift—What More Appropriate ? Descriptive Circulars and Price Lists.

J. TOBIN & SONS, Patentees and Sole Manufacturers OTTAWA, CANADA

We Specialize
IN

Made to Measure
and

Ready Made Suits

FOR MEN
Our selection this Season is

specially attractive to our
customers, not only on ac-

count of the Revised Prices,

but in the wide range of pat-

terns.

Without fear of contradic-

tion we definitely state that
Ours are THE REALLY
DURABLE, SMART AND
FASHIONABLE CLOTHES.

B O Y S'
CLOTHING
And produce THE SUITS
THAT PARENTS SEEK,
but seldom find. Oxford
Brand Boys' Suits are famous
for the reinforced parts that
bear the greatest wear and
tear, thus keeping the
SHAPE and SMARTNESS
for all time, and the Grati-
tude of the Parents outlast-
ing the suits.

Large stocks of the Latest Models in MEN'S and YOUNG MEN'S Ready to Wear are
always in stock for immediate shipment. Get our MADEjto MEASURE proposition.

BACKED BY YOUR MANUFACTURER
That is your position when you place your Clothing Orders with us. With this assurance, and the
Quality of the "Oxford Brand"—The Best, there is no limit to your enterprise and progress.

Oxford Clothing Co., Limited

King and Spadina Ave.

TORONTO
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One of the Fastest Selling

Lines for Your Store

Here are some reasons, Mr. Business Man, why
you should carry our lines of men's and boys'

' shirts:

The fabrics are the best quality manufactured.
From well-known and reliable brands only.

For comfort and perfect tailoring: they are
unexcelled.

We feature Special Labels. This enables an
exclusiveness to your shirt department. Your
satisfied customers are bound to come back
(if your name is in the garment). Think this
feature over.

Always glad to answer your inquiries.

The Lang Shirt Company, Ltd.
Kitchener, Ontario
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In all the Attractive Ma-

terials of Quality—Zephyrs,

Madras, Silk and Wool

Taffetas, Plain and Fancy

Silks, etc., etc.

OUR POLICY—
If any of our customers are

not satisfied, return the

goods at our expense for

Credit Note or Replacement.

Starched and Soft Brand Shirts

Collar attached Outing Shirts

Sport Shirts

Night Shirts

Pyjamas

The Dufferin Shirt Co., Limited
914-916 Dufferin Street

TORONTO

"U JIM iMM iniiiiiiiiiiiiniiiiiwi 1 1 iiniiimiiiiiiiiii i,

See
our
large
range of
MEN'S and
YOUNG MEN'S
READY to WEAR
CLOTHING. All
fabrics in Up-to-date
Fashions only kept in

readiness for IMMEDIATE
DELIVERY THE

STANDARD
Tailoring has been maintained
as well as Quality during
business readjustment. It

is with GREAT CON-
FIDENCE, therefore,

that we urge you
to Order now in

anticipation of

renewed
business
activ-
t y.

Our
Trav-

e 1 1 e r s

are now
on the road

with NEWEST
PATTERNS and

STYLES at such
VALUES as to DEFY

COMPETITION. In
re vj sing our prices WE

II \\ E

NOT LOWERED
THE

QUALITY OF
in either

or cloth

OUR GOODS
manufacture
to meet the

CLOTHING
COMPANY

TORONTO, ONT.
EMPIRE

popular demand for

Clothes at lower
figures. Such

fair treatment
merits a

trial from
n e \v

firms.

M BffiJl
1 IB urn
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Leishman s

Made to Measure

Sets and Swatches

will prove to you be-

yond any doubt the

QUALITY of the

garments which are

ALWAYS UP TO
SAMPLE in point of

Style, Quality and
Workmanship, and
we have no hesita-

tion in placing our

suits before the elite

of society.

Very Careful

Attention is Paid to

Instructions a s t o

measurements to en-

sure entire satisfac-

tion and PERFECT
FIT.

For men who con-

sider their personal

appearance b e f o r e

anything else as a

means of progress,

and such men must
be immaculate—our
Clothes give them
additional g r a c e,

comfort and endow
them with enthusi-

asm.

Vbm. H. Leishman & Co., Ltd.

1 92-1 94 Spadina Ave., Toronto

Makers of the Best

Tailored

Garments

for

Men
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/ Our Caps you Sell,
Not Handle, or Stock

You Want a Cap

Sells on Sight
Mr. Merchant:

There is always a

reason for rapid ex-

pansion. To pass by
well and long estab-

lished makes in these

trying times carries

but one answer.

We are making
something different

which the public buys

on sight. A Trial

Order will convince

you of the rapid sell-

ing qualities of the

"G & C" brand. A
BAG WITH EVERY
CAP.

GREENBERG & CENTNER, LTD,
431 KING STREET WEST TORONTO

SPECIALIZING
This is an age of SPECIAL ENDEAVOR in SPECIAL LINES of

Business or Profession, and the man who devotes his Time and Tal-

ents to any one Particular Craft will naturally become more proficient

in that craft than the man who tries to master several.

We think we can lay a just claim to being "CLOTHING SPECIALISTS" for

the reason that we are devoting all our efforts to the manufacture of

''ONE GRADE OF HIGH-CLASS CLOTHING"
"FOR MEN ONLY"

and RESULTS have certainly justified our EFFORTS.

Our Specialties are:-HIGH-GRADE WHOLESALE CUSTOM TAILORING from
THE FINEST IMPORTED BRITISH WOOLLENS,
with special attention to INDIGO SERGES.

We also have] facilities for handling a certain amount of Cut, Make and Trim business.

WRITE FOR PARTICULARS

A. E. RICHARDSON &
172 SIMCOE ST.

CO.
TORONTO
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Made toMeasure Clothing

We are ready now for Spring and Summer with

many new features in—

Style, Fabrics and Colorings

CNR "Proper" Clothes will win the approval

of style critics and those seeding correct and re"

fined apparel.

Copplep, Jlopesi & Eanball, Htmtteb

Hamilton, = (Ontario
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FIT-U CAP
WITH WINTER INBAND
ADJUSTABLE TO ANY HEAD

Patented 1920

Customers from coast to coast have been asking for a winter

inband in our "FIT-U" cap—

HERE IT IS!
Warm, comfortable, snug fitting band, lined with fur or

sanitary cloth, knitted visor in front, easily adjusted to fit any

head from 6% to 7%. No worry re sizes. No odd sizes left over.

SEE THIS LINE BEFORE PLACING FOR FALL

Pull assortment of natty Spring styles on hand for immediate

selliii"-, both in "FIT-U" and Regular. Careful attention given

to mail orders, and satisfaction guaranteed.

TIP TOP CAP CO.(Greene-Swift Ltd.) LONDON.Ont.

S-T-R-E-T-C-H
The

Nu-way
Always
Has It.

With no rubber

to deteriorate

you can bank
on the Nu-Way
for service and

satisfaction.

You will need

Nu-ways for

warm weather.

Order Now

Nu-Way Strech Suspender Co.
MANUFACTURERS

St. Thomas - Ontario

Deacon Shirts
FOR STYLE

WEAR AND COMFORT

We Manufacture

STARCHED SHIRTS
WORKING AND OUTING SHIRTS

FLANNELS, ALL SHADES
TWEEDS, SATEENS
DRILLS, OXFORDS
FLANNELETTES
BOYS' WAISTS

jfc?leacen,
f/3*Ul*un>UzCrT*z*i+
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MILNE'S
NECKWEAR NEWS

Big Values Right Prices

The Tight Little Knot for the Tight

Little Collar

The Snappy Jl3k A^

Tie for fl« Rea ) Sure

Young Men J | Sa[es Getter

Write to-day for a real live assortment. Our Trav-

eller may not get around to you for several weeks.

DO NOT LOSE SALES
Prices $6 $7.50 $10 $12

Advance Showing of the "Spur" Collar. Through Kindness of Cluelt, Peakody Co.

WILLIAM MILNE
The Newest in Neckwear

1 29 Spadina Avenue Toronto
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THE SPRING NUMBER

IN the hope- that some useful hints might be obtained

that would serve as an aid to Canadian retail clothiers

and haberdashers in the merchandising of their Spring

stocks, Men's Wear Review recently visited some Ameri-

can cities and interviewed the heads of men's wear stores,

or department managers, with regard to methods of do-

ing business. We have never regarded any expense too

great or time ill-spent in search of new ideas that would

be of benefit to the readers of this paper; and we feel

confident in sending out this Spring number that it

will contain some bright suggestions for aggressive mer-

chandising men in this country. It might be men-

tioned in passing that this visit and its results were not

all one-sided. American dealers made careful inquiries

of the Men's Wear Review representative with respect

to various phases of merchandising, and we were able

to pass along a number of suggestions gathered from

knowledge we have obtained from Canadian institutions.

These features, in connection with the convention

report, which is of vital interest to all Canadian men's

wear dealers, will make this issue, we believe, one of

the most interesting and profitable we have sent out.

MR. LEARIE'S ADDRESS

IT is to be said in favor of Mr. Learie's address at

the convention on the subject of taxation that he

presented a very able case in support of a turnover

tax on sales that shall lie paid by the retailer to the

Government, as opposed to the method endorsed at

recent retail conventions, namely, that the tax shall

be imposed at the source of manufacture and absorbed

in the bill of costs presented with the shipment of goods.

It is. perhaps, as able a case as can be presented along

these lines. While there may be, momentarily, some
grounds for Mr. Learie's contention that it is hard to

determine who the ''manufacturer" is, it seems to us

that this difficulty is more apparent than real and should

lie brushed aside afer a little careful consideration and

the application of a little common-sense.

The point which Mr. Learie emphasized—and it is

worth consideration—was that a tax such as retailers

in convention have endorsed and which, for purposes

of argument, may be placed at 5 per cent., would neces-

sitate the retailer carrying an additional load because

this tax, having been absorbed in the inventory, would

have to be carried in the shape of money until the goods

were disposed of. Taking a hypothetical case. Mr. Learie

held that the purchase of $100,000 worth of merchandise

during the year would mean the carrying of $5,000:

This amount of money would be wrapped up in the

goods he had paid for and carried, or a portion of it

carried, until the merchandise was disposed of.

It seems to us that the argument to this contention

is to be found in the plan outlined by Ed Mack at

the convention, namely, the four-season buying. The
idea of the four-season-buying, of course, is a quicker

turnover. It would mean carrying smaller stocks from

season to season. It would mean paying smaller bills

at more frequent periods. It would mean a safer and

saner buying policy with considerably less danger of

over-stocking and being forced into profit-sacrificing

sales. We believe there would be very little to be suf-

fered by the retailer in the way Mr. Learie contends if

there were a four-season buying plan in operation. It

would mean a quicker turnover; so quick, in fact, that

very little money would be wrapped up in the way sug-

gested by the speaker.

Mr. Learie said—and rightly so— that it would be

unwise at this time to place a tax on land. Whoever

it was who said that Canada's national debt would be

paid by the first six inches of Canadian soil came very

near the truth. The speaker contended that the time

was not opportune to place any restriction on agricul-

tural endeavor. It seems to us that he was slightly

illogical when he argued in favor of a tax that would,

to some extent, place a restriction on the retailer's mer-

chandising. It would mean that the retailer would

have to sell the tax; and he has had sufficient experience

with this in the defunct Luxury Tax.

BRIEF EDITORIAL COMMENT
CONGRATULATIONS, R.F.—you've got a good year's

work cut out for you.
* * *

THE CONVENTION banquet was good—but very dry

in spots.

* * *

THE OTTAWA officers are to be congratulated on the

way they handled the convention under the difficulties

that arose during the last two weeks. The fact that

they had to shift the scene of operations from Ottawa

to Toronto did not interfere with the smooth manner

in which the convention was carried off.
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Third Annual Convention of Clothing Section

of Ontario R.M.A. Held at King Edward, Toronto
THE third annual convention of the

clothing: section of the Retail

Merchants' Association of On-
tario was held in the King Edward Ho-
tel, Toronto, on Monday and Tuesday,

February 21 and 22. The attendance on
the first day was rather small, partic-

ularly in the morning; but by Tuesday
morning the number had swelled to

goodly proportions and was very repre-

sentative in character. President E. R.

Fisher, of Ottawa, presided throughout

the entire convention. In calling the

convention to order on Monday morning,

he made the suggestion that, in future,

the convention might better convene at

two o'clock in the afternoon rather than

in the morning.

Welcome from the City

Controller Maguh'e of the city council

extended the civic welcome in the ab-

sence of Mayor Church. Touching on
the matter of taxation he stated that,

knowing the conditions with which busi-

ness men were confronted here and else-

where, the whole system of luxury taxa-
tion was wrong. It had not been levied

in such a way that all contributed to it.

He did not believe that any one wanted
to escape their just share of taxation
but they did want to see it levied fairly

and equitably and if this were not done
the country would face a serious situa-

tion. "I believe that the tax should be
levied right at the source, that is, at the
manufacturer's, where everyone will help
to pay taxes. You must take your place
in this respect and impress upon your
representatives in parliament the neces-
sity of distributing the tax equitably and
not penalize the men with money, for
after all they are the men who keep the
wheels of industry running with their
money. As long as people are made to

feel that everybody is assuming their

fair share the results are bound to be
better." A vote of thanks was moved to

Controller Maguire by Ed Mack, of To-
ronto, and Dan Johnson, of Ottawa.

The President's Address

The president remarked, in opening his

address, that he was glad to see so many
live wires present. He expressed regret

that they were unable to hold the con-

vention in Ottawa. One of the news-
papers there, he said, had thrown a

monkey wrench in the machinery and
had had the city quarantined as a re-

sult. They did not have one case in a

thousand in the city; but alarming re-

ports had been carried all over the coun-

try through, he thought, the Associated

Press. He hoped that at some future

time they would have the pleasure of

holding the convention at Ottawa and he

would not like that time to be too far

ahead because, from present appear-

President Fisher Reviews the Past Year—Refers to Difficulties- of

the Trade Encountered and Overcome Since Last Conven-

tion—Surprised That There Were Not More
Failures.

ances, it would be as dry as a desert

there in the not far distant future.

Touching reference was made by the

president to the death of William Blair,

of Ottawa, former treasurer of the On-

tario clothiers. "We all feel that we
have lost one of the brightest clothiers

in this country and one of the finest men
that belonged to this organization," said

Mr. Fisher.

A Strenuous Year

"I think the year we have passed

through," said the president, "was one

of the most strenuous in the history of

the trade. The retailers have had so

many obstacles to overcome. There are

five or six reasons why this has been

a strenuous year.

"The first obstacle was the Board of

Commerce, and, as an organization, we
did combat this board from the very

start and I think if it had not been for

our organization, we would not have got

as far as we did. The second obstacle

was the luxury tax. The administra-

tion of this tax was cumbersome and
its effect on business was to slow it up.

If the Government had allowed the tax

to be swallowed up and taken by the

people as a coated pill it would have

been all right, but they would not per-

mit this. The third obstacle was the
'01' Clothes' league and the overall

movement and the result of these two
movements was that they got quite a

way into business. The fourth obstacle

was the buyers' strike, which was propa-

ganda put out by the newspapers of this

country to the detriment of business and
for no other reason than

;
to spend more

money in advertising to get business.

I look forward to the day when the re-

tail clothiers can stand together and
can say to the newspapers that this is

the wrong kind of propaganda and when
we get to that place they will listen to

us. This propaganda was unfair in every
shape and form and yet these are the

people who do not stand to be touched

for they are asking for increased ad-

vertising rates. In this they are not

consistent. They are not willing to take

the losses that we have taken in the

last year. The great wonder to me is

that we have had so few failures during
this period and it is demonstrating that

the clothing men of this country are

running their businesses along scientific

lines. Even a financial paper of good
standing in this country blamed the re-

tailers for holding up prices arid their

statement was a libel on the clothing
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PAST PRESIDENT E. R. FISHER
Ottawa

men in every respect. The retailers

have taken their loss and the Financial

Post or any other financial paper that

says that the retailers are not taking

their losses is doing them a grave in-

justice."

Future Looks Bright

After expressing his appreciation of

the co-operation of the members of the

executive during the year of his tenure

of office, the president spoke a few

words with regard to the future. "The

future looks bright," he said, "after

what we have passed through. We are

still having our troubles but we are

looking forward to the period when we
will not be hampered in our business.

I believe that we are going to be saddled

with a turnover tax. I do not believe

this is the proper tax at all and that it

will work a hardship on the merchants

of this country."

President Zieman's Address

President Zieman, of the Ontario Re-

tail Merchants' Association, addressed

the convention for a few minutes. He
said it should be to the interests of all

the clothing men in the province to at-

tend this convention, but, unfortunately,

may business men thought that the

other fellow would attend the conven-

tion. Unless there were some vital ques-

tions before them such as had arisen
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I Have Every Reason to Predict that Dominion
Association Will be Formed by Next June"

In-coming President, R. F. Fitzpatrick, Says That Formation of

Dominion Association Is Well Under Way—Time Has
Not Come to Give Up the Fight—Asks for

Co-operation of All Members.

Mr. Zieman said that the work of the

provincial office was hampered by an
insufficient staff. Mr. Miller, he said,

was doing the work of two men. Last
year was the biggest year in the history

of the association and although one of

the Western provinces was straining

harc'i for leadership, he believed Ontario

wculd still remain the banner province

of the Dominion.
Ed Mack, of Toronto, took objection

to the words of the previous speaker with

regard to not giving enough publicity to

the parent association. He pointed out

that, in the first place, they had only

been in session an hour; and, in the sec-

ond, that a good deal of publicity in the

programme itself had been given to the

work of the parent association.

R. F. Fitzpatrick

The vice-president, R. F. Fitzpatrick,

expressed the opinion that the work of

the provincial president was not suf-

ficiently appreciated. There was a time
when he (the speaker) had been luke-

warm toward the Retail Merchants' As-
sociation and it was only when they had
organized a trade section of their own
that he had come to realize what work
was done and had got enthusiastic over
that work. He said that it was necessary
to attend a meeting of the Dominion or

the provincial board to appreciate the
work that was being done for us as a

trade section. After his Western trip,

in which he had talked with Mr. Zieman,
Mr. Banfield and Mr. Trowern, he be-

came much more sympathetic toward
their work. He felt that the clothing

section was to be congratulated in hav-
ing men who gave so much of their time
to this work and, as a clothing section,

they should co-operate in every way pos-

sible with the parent association. Mr.
Fitzpatrick stated that when a Dominion
association was formed amongst the

clothing men, they would have a repre-
sentative of their own on the Dominion
board; but he was satisfied that they
would soon have a representative on the
Dominion board as a provincial section.

Dan Johnson, of Ottawa, expressed the
view that every trade section should
have an organization of its own leading
up to and co-operating with the Domin-
ion Retail Merchants' Association. Mr.
Trowern, he said, had approved of a
Dominion association of retail clothiers.

The Closing Banquet

The convention was brought to a suit-

able conclusion on Tuesday night by a
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PRESIDENT R. F. FITZPATRICK
Toronto

during the past year, they would not

make the effort to attend these conven-
tions and it was left to the earnest ef-

forts of the small minority to attend to

these matters and to adjust the things

that were wrong.
Mr. Zieman felt that the big body of

the association, that is, the Retail Mer-
chants' Association of Canada, was be-

ing forgotten in the convention. The
delegates were dwelling too much on
their own branch of the association and
not enough publicity was given to the
fact that this was a section of the great
organization known as the Retail Mer-
chants' Association of Canada. It had
only been by perseverance that this great
organization had been brought into be-
ing and it should not be forgotten that
this branch had been organized under
the charter obtained by the Retail Mer-
chants' Association of Canada and the
co-operation of all these branches was
urgently needed. We wanted to get
away from the fact, he said, that we
were only in business for ourselves and
for the community which we serve but
that we must safeguard not only our
own interests but the interests of the
people in the community which we
serve. The luxury tax, for instance, did
not only affect the retailer but the con-
sumer as well. If our energies were
bent along this line, remembering that
we are members of the great Retail
Merchants' Association of Canada, we
will have the prestige and influence of
all the branches linked up when we go
to have legislative abuses corrected.

rousing banquet to which some one hun-

dred and fifty guests sat down. Mr.

Fisher acted as the toastmaster of the

evening and at the head table sat the

newly elected officers of the association.

In speaking of the outstanding features

of the convention, the toastmaster be-

lieved them to be a greater desire to

know your competitor, the greater co-

operation from every member of the as-

sociation in the association's work as a

result of which there would, he felt, be

three times the number of delegates at

the next convention.

Henry Watters, of Ottawa, president

of the Eastern Ontario and Ottawa Dis-

trict Association, replied to the toast to

"Canada." He strongly argued for a

greater spirit of optimism. Every mer-

chant should have confidence in himself

and in his country and unless he did it

would be impossible to work out our

destiny as it was intended we should.

He said that the standards of citizenship

should be raised, having in view at all

times the happiness and contentment of

the people and that merchants who were
dedicated to a citizenship of high stand-

ards should not be unmindful of the

welfare and the happiness of the hum-
blest worker in the industrial army.

They should strive unitedly for a fair

wage for the humblest of workers, for

their work, no matter how humble, was
honorable.

Ed Mack, of Toronto, proposed the

toast to "The Trade" and it was re-

sponded to by T. W. Learie, of the W.
R. Johnston Co., Ltd., of Toronto, and
F. W. Stewart, Canadian manager of

the Cluett-Peabody Co., Ltd. In the

course of his remarks, Mr. Stewart ex-

pressed the opinion that if manufactur-
ers had written off their losses as read-

ily as the majority of retailers had done
the situation would be better to-day

than it was. Speaking for his own com-
pany, he said that Cluett-Peabody Co.,

Ltd., had written off within the last few
months some $3,000,000. Of this amount
$2,500,000 was on goods on hand and
about $600,000 on contracts that had been
given for new goods.

The New President

"Our Association" was proposed by
the newly elected president. "I have
every reason to believe," said Mr. Fitz-

patrick, "that if we continue for the next
few years as we have done during the

past year or two, instead of having 400
or 500 members we will have 4,000 or
5,000 members of the clothing section.

I am not surprised that we have not
formed a Dominion association yet but
I can tell you that the formation of a
Dominion association is well under way.
I have, within the last few days, re-

ceived telegrams from British Columbia
Continued on Page 83



An Orchard Full of Straw Hats
How the National Clothing Co. of Rochester Arranged the Best Straw Hat Window They

Ever Had—Difference Between a Merchandise and Artistic Display—Removing
Goods From Windows

THERE pre two distinct kinds of
windows, according to John F.
Loock, display manager of the Na-

tional Clothing Co., of Rochester, one of
the most progressive stores in the East.
One is a purely artistic display, the
primary purpose of which is to display
merchandise in a beautiful, artistic way
that sets it off to the very best advant-
age. While such a window creates a de-
sire to possess, it does not do this to
the same degree as the merchandise
window, which, Mr. Loock says, is the
other kind of window and is the particu-
lar kind of window which this company
favors in its store policy. It might be
mentioned in passing that it is the policy
of this store to charge each department
for the window displays that appear
from time to lime. The window display
man must be paid. How shall he be
paid? It is his duty to make windows
of such a character that they will move
goods out of the departments; in other
words, he helps to turn over the goods
that are on the shelves of each depart-
ment. Therefore, they figure out, the de-
partments whose merchandise moves be-
cause of his efforts should pay his sal-
ary. And they do.

"Something That Stops"

In speaking of a window that proved
to be the best straw hat window that the
National Clothing Co. ever produced,
Mr. Loock outlined his idea of the mer-
chandise window. "You must have some-
thing in the window that stops the
passerby and then you must have some-
thing that sells him. From our point
of view we realize that a beautiful set-
ting may be created for a window, but
if the window does not sell any mer-
chandise what good is it?" It is the
policy of this store, therefore, to make
original displays in their two windows.
They take every advantage of a national
or local event to arrange a display that
will attract people to their windows.

An Orchard of Straw Hats

On this same page is the reproduction
of a section of a window display ar-
ranged by this firm at the opening of
the straw hat season last year and is
one that can easily be followed by the
smallest store in this country if a little
time and expense is put into it. It is
using to the very best effect some of the
things that nature provides so abund-
antly. There were thi -e trees of this
kind in the window. Tney were young
trees without the foliage on them, with
the exception of an odd sprig or two,
conveying the suggestion of the first

Our Orchard of Straw Hats Is Ready
Ml RijM and RgBjjjf for Picking, So
Biwp Around to Pick thii Yours,

spring budding of the trees. These
trees were obtained from a nursery and
the floor of the windows was made up
of dirty moss, also from a nursery, of

the real orchard color and looking alto-

gether like an orchard with a few ever-

green trees just sprouting out of the

ground.

The straw hats were fastened on the

small branches of the tree with black

thread, while here and there small hats

were placed which conveyed the impres-
sion of blossoms in the orchard of straw
hats. When the work was completed it

really looked to the passerby as if the

hats grew on the tree, that some were
just in blossom, and that this was a
unique kind of orchard devoted to the

express purpose of cultivating straw
hats.

The Merchandising Idea

To the distant or the casual passerby,
that was the thing in the window that

arrested his attention. He could not

pass such an original display; he must,
perforce, stop and look at it. The next
thing to do to carry out the idea of a
merchandising window was to sell the

hats from the window display. Just
next the glass of the window was a small

fence with a graduated height, at least

this was the effect given by the display

of the hats. On each of the posts of this

fence was another hat and on this hat
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was a small, neat price ticket. The
orchard idea drew the people to the win-

dow and the price ticket and the value

of the hat whifjh people could see when
they came near to the window made the

biggest sale of hats from a window that

the National Clothing Co. ever had.

With the window their advertising

ran hand in hand. They had a picture

of the window taken and a cut made for

use in the newspapers which gave a.

double effect to the whole idea.

Taking Goods Out of the Window

Many people get the idea that things

are put in the window only for display

purposes, that when one goes in to look

at the merchandise it is not the same
that is displayed in the windows. They
look upon the window as the bait to the

passerby, but when he gets inside he is

more or less of a sucker. The National

Clothing Co. have tried to remove this

impression from men who are disposed

to patronize their store. They have a

standing card in the window which says,

"We will gladly take out of our window
any garment or article on request." If

the customer has the impression that the

thing in the window is better than the

thing he sees on the inside of the store

they will gladly take the article out of

the window for him; otherwise, they do

not feel constrained to do so.



Linking Up With The Boys
How Browning, King & Co., of Buffalo and Other Places Keep in Touch With the Little Men
—Publishing a Magazine Devoted to Things of Interest to Boys—Membership in a

Store Society

B
ETA KAPPA BETA is a Greet

letter fraternity established by
Browning's Magazine, the motto

of which appears in the Greek characters

on the senior pin. This motto 'Tekmairei

Krem Ekaston' may be freely rendered,

'The Deed proves the Man'."

The above is a quotation from a little

magazine published by Browning, King

& Co., who operate one of a number of

stores in Buffalo. "Beta Kappa Beta,"

in other words, is the name of a boys'

club that has been brought into being by

this company for the purpose of promot-

ing their merchandise amongst the little

men of the various cities where their

stores are located. Boys of 18 years and

younger are offered, in this magazine, a

medium of exchange of views as to their

sports and other interests. Before a boy

is admitted to the membership of the

society he must, to some extent, be a

customer of the store, and he is admitted

to higher degrees in the society accord-

ing to the number of purchases made.
Any boy registering at any of the retail

stores of this firm will receive an ar-

tistic bronze pin of the fraternity and
thereafter his progress from a junior to

a senior member and to a graduate

member will be rewarded by the senior

pin and the graduate watch fob, both

beautiful devices in gold and colored

enamels. A pair of cuff links, gold and
enamel, is the post graduate emblem,
and Browning's Magazine is sent free to

the members of the society.

Established Six Years Ago

The firm of Browning, King & Co. es-

tablished this club some six years ago
and since that time it has met with sig-

nal success among the boys of the United
States. In those six years some 75,000

boys have received the attractive bronze
insignia that denote membership in the

juvenile order of the B.K.B. The maga-
zine itself is one that easily holds the

interest of the youthful reader. It is

divided into several sections, each of

which appeals in its own particular way
to boys of different temperament. An
interesting story for boys is written as a
leader to the sections in which the boys
are primarily interested themselves be-

cause they are contributors to these sec-

tions. Then follow "The Book Club,"
which is of a more serious and educa-
tional character and treats with the wise
selection of books for young gentlemen
of their early years. In the article writ-

ten under this heading some good advice
is given with regard to the selection of

good books of history that should be the

common knowledge of every full-blooded

American boy.

Photography Department

One of the sections of this magazine
is devoted to amateur photography. The
magazine awards a prize of $5 each
month for the best original photograph
submitted by an amateur, provided that

it has not been previously published else-

where. If the magazine accepts any
other pictures for publication, they give

the boy $1 for it. This section is con-

ducted by one who is familiar with
photography in all its phases and he
usually writes an article of interest each
month, suggested by the photograph that

has been awarded the first prize for that

particular month. In the month of Feb-
ruary, for instance, the first prize was
awarded to a picture entitled "Among
the beeches in Winter" and it is a forest

scene taken near Milwaukee, Wisconsin
On the opposite page, the conductor of

this section of the magazine gives a little

talk about the beauty of trees and sug-
gests to the readers how long exposures
should be given of Winter scenes in the

forests. Other useful hints on photog-
raphy in Winter are given.

The Talent Department

One of the educative sections of the

Magazine is the "Talent Department"
and this is devoted to the publication of

prize essays written by members of the

B.K.B. A cash prize of $5 is given for

the winner of the first prize. Sometimes
the subject of the essay is chosen by the

editor of this section; sometimes the se-

lection of a subject is left with the

writer himself. The editor of this section

announces, for instance, that "The Test"

will be the subject of the next essay, fo'"

which three prizes will be given, $3 for

the first prize, $2 for the second and $1

for the third. A few paragraphs of this

section are devoted bv the editor to a

critical analysis of the essays sent ip

by the boys for publication and some
frank advice is given to young aspirants

to literary achievement regarding style

and composition.

The Sign of the Sphinx

There is also a section of this inter-

esting and instructive magazine devoted

to puzzles and riddles. A special prize

of $3 is given by the magazine to the

person sending "The Sphinx" the best

complete set of correct answers to a con-

siderable list of puzzles. A second and
third prize of $2 and $1 respectively are

given for the best answers in the order

of their correctness. Some eight puzzles

are given, and the answers to previous

puzzles are also given in the magazine in

this section.

Other interesting features of the mag
azine are the publication of names of

those who have been admitted to mem-
bership in the B.K.B. or have been pro-

moted to a higher degree; the prize win-
ners of the various contests; words of

appreciation of the worth of the maga-
zine by members of the B.K.B.

It is not to be supposed that the in-

terests of the firm are overlooked in the

publication of this monthly magazine.
New fashions and fancies are outlined,

not only for the boys but for young men
and men as well. While this magazine
is primarily devoted to boys, it goes into

the homes of men and young men, and
their interests are not lost sight of in

the publication of the magazine. The
magazine is used for important an-

nouncements with regard to store policy

or prices and the reader, be he young or

old, is kept well informed of news that

will be of interest to him if he is a pros-

pective purchaser of clothes or accesso-

ries.

To Co-operate With Press

In the opinion of the delegates to the Ontario convention so harmful to

business have been the articles that have appeared in the daily press from
day to day during the last year that they think it wise to appoint a com-
mittee to co-operate with the press in matters pertaining, generally, to

trade conditions in clothing and furnishing lines. The following resolution
explains the feelings of the convention in this respect:

That an information committee be appointed, and that all matters per-
taining to clothing in the way of reduced cost in material, making manufac-
turer's sales, or any other information of an intelligent or useful nature be
forwarded to this committee by our members, and also by the manufac-
turers, and that the Press be requested to communicate with this committee
before publishing articles of a hearsay nature.

This committee to be composed of Ed Mack, Geo. Grey and G. H. Douglas.
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Association Must Give Leadership and be a

Bulwark in Times of Stress

Its Aim Should be to Make It Easy to Do Right and Hard to Do Wrong—Should Bring to

Its Counsels the Wisest and Sanest Men of the Trade—Help the Weaker
Men Become Stronger.

By R. F. Fitzpatrick, President

The keynote of the convention of the clothing section of the Retail Merchants' Association of Ontario
recently held in Toronto was, I believe, co-operation—greater co-operation between the clothing men in their

respective towns and cities throughout the province; greater co-operation, as an important section of the retail

trade in this country, with the Dominion R.M.A. in seeking legislative reforms or in preventing legislative en-

croachments on our liberties; greater co-operation with manufacturers and wholesalers in any way that will im-
prove conditions of trade or merchandising of goods. It will be my earnest endeavor during the ensuing year
to give practical expression to this spirit, in the hope that our next convention will be the best in the history

of the trade.

Effective co-operation during the corning year will depend upon the permanent development of this spirit

amongst the men of the trade in their respective localities. It cannot be expected that men will be made to feel

the good-will that permeates our conventions unless they are made to feel this good-will in their own places of

business day after day and week after week during the whole of the year. The development of this spirit of

good-will must begin locally; it cannot be born provincially. It depends, not upon a yearly contact with men who
gather from different parts of the province, but upon a daily contact with competitors ; a contact that can be made
beneficial to men who are honest and honorable in their methods of business; a contact that can be made dan-
gerous to those who indulge in sharp practices and so throw discredit upon us all. It will only be when we realize

what good results follow local co-operation and organization that we will fully appreciate provincial or Dominion
co-operation and organization.

I think that the work of organization should be more vigorously promoted amongst our men than it is being
promoted. We cannot deny the fact that these conventions are not bringing together even a fair proportion of
the men of the trade. The clothing men of the province are not working together as they ought to; their is lack

of co-ordination in their efforts; there are still too many little prejudices and jealousies that keep them apart
in their several localities. It seems to me the time has come wheyi we should seriously consider some action where-
by we can work up a stronger provincial and, ultimately, a Dominion organization through definite organization
work in the towns and cities of this country. The time will come when we will have to organize along the same
lines as organization work is carried on in the United States, when we shall have to have a paid secretary devot-
ing his entire attention to our own branch of the Retail Merchants' Associatioyi, and when we shall have to have
an official organ of cur own that will be the mouthpiece of the leadership which the executive of this association

should give throughout the year with regard to problems that arise from time to time.

The year upon which we have entered will see the continuation and, we hope, the completion of the readjust-
ment to normal conditions of trade. During the past five or six months we have passed through an orgy of sales,

and I hope and believe that aggressive merchants have come safely through this trying period, though it has meant
considerable loss to them, and are noiv ready to proceed with legitimate merchandising on the new standard of
values. There is no denying the fact that public confidence in our business has been somewhat shaken during
the past year because of the activities of the Board of Commerce which cast an unjust suspicion upon our methods
of merchandising and the profits we made during the exceptional year or eighteen months following the signing

of the armistice. I do not believe that the mid-seasonal sales, which nearly all of us conducted, had a tendency
to re-establish this confidence on the part of the buying public: but they were, in many cases, an absolute necessity

because of pressure from the banks or overloaded stocks which would have entailed a great financial loss if not
disposed of before the market prices fell to their present levels.

Now, however, this period is past, and we are about to enter upon our Spring season. I am very strongly of

the opinion that the convention sent its members back to their places of business with a definite, fixed resolve to

do all in their power to restore public confidence in our business, and that there should be a unity of action, with
regard to certain phases of Spring merchandising, on the part of the clothing men of the province.

In the first place, I think our advertising this Sprin'f should be conservative and should take the public into

oiir confidence. Clothing prices during the last two months have been cheaper than they will be during the Spring
season if we are to get our legitimate margin of profit. Let us tell the public so in a straightforward manner.
I think that the use of comparative figures in Spring advertising should be altogether avoided. Old values have
passed into history. It is no longer true to say that a suit is worth such-and-such a price and is now such-a>id-

such a price. It is only worth its present market value; whatever it might have been worth in the heyday of

high prices is no longer of importance, and the constant reference to those bygone prices is only confusing to the

public mind, it is altogether misleading, and the men who refer to such prices are throwing discredit upon the

men tvho have taken their losses on the falling market and are now merchandising on a sound and legitimate basis.

I think we should, by all means, avoid sales during the Spring and Fall seasons. The continuance of these

will only still further unsettle public confidence in our business and in our methods of doing business. I am con-
vinced that merchants have bought very conservatively for their Spring requirements and arc, therefore, in a
position where they will not have to conduct sales to rid themselves of surplus stocks. Moreover, manufacturers'
and wholesalers' stocks are such that we can safely proceed on the basis of buying, having in vieiv a quick turn-
over. I think we should so concentrate our efforts on quick turnover that we should buy on a thirty or not more

Continued on page 47
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than a sixty-day basis. And if we are careful buyers and scientific merchandising men there will be no need—
there ought to be no need—of conducting mid-seasonal sales. I venture to think that if mid-seasonal sales are
again resorted to this Spring, many merchants throughout the country will face hard financial straits in the near
future.

The question of cancellations is and has been one of the most vexing questions in the trade during the last

year. In my opinion, our conventions are to no purpose unless they give direction to outstanding questions affect-

ing our business, and, having done so, compel us to abide by definite decisions. Undoubtedly, many of the sales

conducted during the last six months by manufacturers over retail counters were caused by heavy cancellations

that created "distress" goods. I admit that the times were exceptional. Merchants' stocks were heavy because
delayed shipments had come forward, shipments which were never expected because of the difficulties of produc-
tion. Many of us ordered more goods than we ever expected because we did not expect to receive them. I believe'

that our association should co-operate with the manufacturers and wholesalers in framing some form of con-
tract, equally binding and equally satisfactory to both parties. If every merchant in this country knew that he
would be obligated to take every order he placed with wholesaler or manufacturer, I venture to say that he would
be much more careful in his buying policy; that he would so study conditions that he would become a better buyer,
and that he would not be forced, from time to time, to unload stocks that had been bought recklessly. Altogether,
it would make him a better merchant with a better system governing his business.

The clothing industry and the merchandising of clothes in Canada arc only in their infancy. Within the next
decade or two our population, instead of eight millions of people will, we hope, be sixteen millions or even more.
These millions have to be clothed. It is inevitable that new ideals will creep into business ethics by reason of the

foreign-born who come to our shores from other lands. Not only should we guard ourselves against business
methods that throw discredit upon us from within, but without as well. Our association, if it is to accomplish the
high purpose for which it was brought into being, must give leadership at all times; it should make it, in the
words of a great statesman, easy to do right and hard to do wrong. It should help the weaker man to become
stronger if they are prepared to do business in an honest way; it should weed out the dishonest whose methods
bring the whole industry and business into disrepute. It should stand as a bulwark in times of stress such as that
through which we have recently passed, and it should bring to its counsels the wisest and sanest men of the trade
who are big enough and broad-minded enough to lend their services to the sound promotion of business methods
and ethics that will make our industry one of the most respected in the land.

What Montrealers Say About
Fall Outlook in Headwear

Price Recession Since Year Ago Has Been Substantial—Fall Lines

Likely to be Later—Hints About Fall

Styles Are Given.

IN
discussing the prospects of Fall

business in headwear with several

prominent Montreal wholesalers,

Men's Wear Review learns that they are

now accepting orders for Fall merchan-

dise to be made up whenever price con-

siderations warrant the same. In other

words, the makers are offering every in-

ducement to retailers to meet them half
way in the endeavor to keep the factories

running and prevent any shortage in the

future should business fall off seriously.

Retailers in Montreal generally are

buying with marked caution and a whole-

some regard for the uncertainties in re-

gard to prices. A leading wholesaler
stated this month that retailers seem to
be laboring under the misconception that

'

big reductions are being made in both
Spring and Fall goods, but, as a matter
of fact, the said reductions do not exist.
Certain reductions have, of course, been
offered on stocks left on the maker's
hands by reason of the cancellations of
last Fall and the subsequent lack of
orders this Spring, but factories are now
practically at a standstill and, conse-

quently, wholesalers will not consider

further reductions until the straw hat

season is well over.

The reduction that has already taken

place since the peak of wartime prices

was reached, and the decline began,

ranges from about $9 a dozen upwards,

depending upon the quality and price.

All the principal hat makers are now
shipping orders at greatly reduced prices

and absolutely protecting their custom-

ers against loss. Retailers, however, to

whom such opportunities have been pre-

sented have felt it unwise, in face of

the unsettled outlook, to take on much
additional stock, even at the most tempt-
ing prices.

It is not unlikely that the Fall lines

will be a little later this year than usual
in making their appearance, and, if such
is the case, it will be owing to the uncer-
tainties besetting the manufacturers and
the necessity of waiting until the last
possible minute for developments that
may influence prices.

Cap prices are now showing a sub-
stantial decline over last year's quota-
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tions, varying from 10 to 15 per cent,

on average qualities. It is not expected

that any further drop can take place in

the cap industry until the question of

labor receives more consideration. This

item of production is generally conceded

to be the main cause of keeping prices

up indefinitely.

Fall, 1921, will find the small shape
felts with rolled brim well established
in favor, especially in pearl shades of
grey. The "prince" shape is still strong
with young men and will undoubtedly be
the leader in Fall. Bands are de-
cidedly wider and the smart back-tied
bow is preferred to the conventional side
effect. Several brown shades are spoken
of as being "new" and very strong in

New York at present. Green shades are
now recognized as staples, and are al-
ways made up for a certain demand.

Speaking upon the straw hat situation
for the coming Summer, a representa-
tive of several of the largest British and
American houses stated that the propor-
tion of sennet straws is much smaller
than that manufactured last year and
that no surplus of stock will be available
in the hands of the wholesalers. Only
the exact amounts of orders placed will
be shipped to the jobbers.

The situation, according to one maker,
although tinged with uncertainty to both
wholesale and retail trades, has an ele-
ment of hopefulness, in that necessity
for replenishing depleted stocks must
soon quicken the pulse of industry and
bring about a revival in the manufac-
turing branch of the trade.



Things Seen and Heard by "The Spectator"
Reader Disagrees With the Action of a Retailer Described in the Last Issue Under This Head-

ing—Thinks Salesmen Are Too Frequently Under Disadvantage — Some
Good Points Mooted

A MAN in Napanee the other day told me that he thought

I should invite comments about the trade from retailers.

I can assure this gentleman that such comments are

always cheerfully received. This paper is devoted to the inter-

ests of the retailers from the Atlantic to the Pacific, and will

be glad at all times to give space to expressions of views from

its readers.
* # *

A Letter From Arnprior

The other day I received a long letter from a reader in

Arnprior who takes issue with the action of a certain retailer

concerning whom I wrote in the last issue under this heading.

I hope the writer of this letter, which is given below, does not

think that this retailer "fired" his clerk because of this one

failure. That is not the case, nor was it the intention of my
words to convey this meaning. But here is the letter, and there

are some good points in it:

Arnprior, Ontario, Feb. 20th, 1921.

Dear Gentlemen:

—

I was much interested in things seen and heard by the

spectator as described on page 47 of your last issue; and I do

not agree with the merchant who fired his clerk on account

of that particular man not being satisfied with the shirt or

the price, or the fact of the clerk not knowing this other stock

of shirts.

I believe the clerk is always placed at a disadvantage in

making no sale especially when the head of the house has been

attending to the wants of that particular customer. The pro-

prietor told you the customer went out of the store feeling that

the sale was a joke.

Why did not the proprietor come forward and assist that

salesman and show the line of goods the man had been used to

receiving from himself? There is too much in this journal of

yours against the salesman; you do not give him the encourage-

ment he deserves or do a great many merchants; they have the

clerk too much afraid of him.

Some merchants get the big head, think that the blood in

their veins is a little better than in the salesman. Most sales-

men are not paid; I believe that every salesman should derive

a certain percentage of the profits; he should be paid for all

overtime stock-taking, also for Saturday night work; he should

get his clothes for 10% advance on cost; he should get his pay
every Saturday night in envelope. The merchant should not

be. ashamed to speak kindly to him when he himself is out in

his touring car; we must remember that the success of every

business man depends on the wages of the laboring man, no
matter what capacity or how humble he may be.

As regards the bully who wanted the sweater; when a cus-

tomer disagrees over the price and tells him he can do better

somewhere else, I do not argue with him, I simply tell him
that if the garment was as he described, that they did not ask

him too much for it and let him go his way. The law of aver-

ages will direct as many to your store in that case as to the

other fellow's.

As regards the proprietor whom you asked for a certain

article and got a bawling out. He is just the temperament you
sometimes find, possibly some fellow who was at the top got

the big head—clerks all left him. I went to take charge of a

store in Deadwood, South Dakota. A man just as you wrote

about was walking the floor, running his hands up through

his hair. He should have been in the bug house. His clerks

were all afraid of him. I offered to take charge of the busi-

ness if he would promise to remain outside of the store and

told him if he didn't do that he didn't require my services, for

it showed he thought he knew more about running a business

than I do. I left and he went busted. I have worked over the

country considerable: Chicago, Kansas City, Denver, Salt Lake

City, San Francisco and San Diego, California. In San Diego

I met the best business man in my travels, G. H. Becker; came

off a farm in New Springfield, Illinois. He started in business

with around $5,000, sold out in 1917, put around $200,000 in

Liberty Bonds and the stock and fixtures run around $600,000.

He had a great big smile when he came in the morning, was

around through the stock in the different departments and the

clerks all worked for him like one big family. He sold out to

a big head from Pasadena, the kind that like to spread them-

selves on a swaying chair on a Turkish rug; the kind that call

you to their office to adjust matters; the big "I" and the "little

you" that you find even in the little towns and villages in

Canada. I decided that I could make more in business for

myself, and believe me I can, and I hope that I am out of

business before I begin to swell up.

Yours sincerely,

A. W. DOYLE,
Saver & Doyle,

Arnprior, Ont.
* * *

Too Late With Spring Goods

It seems to me that many Ontario men's wear dealers are

too late in making displays of new spring merchandise. Dur-

ing the first week in March—with Easter only two weeks off

—I visited six towns and cities in western and central Ontario

and saw but a mere handful of spring displays. My own opin-

ion is that the time has passed, by the first week in March, when
the consumer is attracted by displays of winter goods. What
winter goods he does purchase this late in the season he pur-

chases out of sheer necessity. It would seem that that fur-

nishes the very time when spring displays should be made and
the passerby made to think of his new spring adornments.

I was even more surprised to see a number of stores still

running sales. If spring merchandising breaks out into sales

again, as it did last year, considerable harm will be done and,

I believe, retail clothiers and haberdashers, will still further

delay the day when complete confidence will be restored in

them.
* * *

January and February Business

In conversation with merchants in a number of towns and
cities during the past two weeks, I have been informed that

business during the first two months of the year was, in prac-

tically all cases, equal to or slightly in excess of the same two
months of last year. The profits, of course, have not been as

great but the volume of business has been kept well up by the

promotion of lively sales or other methods.

In talking with these merchants a few of them told me that

they had dropped their sales early in February or by the mid-

dle of the month wher-eat they had found business much im-
proved. It confirmed their belief that people were sick to

death of sales and were looking around for regular merchandise
at regular prices.

IS



Men Like to See A Thing In The Window
As It Will Appear on Them In Real Life

The Story of a Wax Figure—Buffalo Asked For Weeks If It Were a Real Man—Simplicity

in Carrying Out an Idea—An Original Setting Twice a Year

«rrv
1

HE only way to show an outfit

is to show it the nearest way it

looks when the man wears it on

the street and we had to get wax figures

that looked like human beings, something

that would be a credit to the suit and
not look like thirty cents."

Behind these words, spoken to Men's

Wear Review by A. J. Allert, window
display manager, of Kleinhan's, of Buf-

falo, is the very intei-esting story of a

wax figure which, in the words of Mr
Allert, "put Kleinhan's on the map" with

regard to window display work. The
wax figure referred to, by the way, is

the one shown on this same page and is

the one to the left of the picture. When
Mr. Allert was made the head of window
display in the employ of this firm that

boasts 360 feet of window front (the

largest in America, they say, of any
men's wear store) he had a firm convic-

tion that the value of window display

work with regard to merchandising

goods was not properly appreciated. In

applying for the position, he was at some
pains to impress this point on the heads

of the firm. They took him at his word
and gave him the job, for he had a good
record behind him with other Buffalo

firms and with New York concerns. On

the very first day he started with Klein-

han's they asked him to dress a window,
and they were so pleased with it that he

has had more or less carte blanche ever

since. He has even gone to the extent

of spending over $3,500 for a background
used in the store for barely six weeks'

time. But Mr. Allert believes that win-

dows sell goods; better still, he has con-

vinced the firm that this is the case.

"That Looks Like a Real Man"

One of the first things that Mr. Allert

asked the heads of the firm was that he

be able to get a wax figure "that looks

like a real man." They consented and
he got a head from Paris. There waa
another difficulty to overcome. Often the

pants were too long or too short. They
patented an adjustable arrangement
whereby this could be overcome, and this

arrangement is in use today. In addi-

tion, the form can be slightly tilted so

that a more natural effect is given to the

figure.

It was the wax figure to the left of the

picture on this page that gave Kleinhan's

one of the best advertisements they ever

had, Mr. Allert explained to Men's Wear
Review. At a glance, it can be seen how
very real it is. Kleinhan's, unlike most

men's wear stores, use a great many of

them and there is a realness about all

of them that is arresting.

Somebody Whispered It

How the rumor began, nobody knows.

Somebody whispered it, no doubt. But

the word got round that this wax figure

was a real man that Kleinhan's had put

in as a living model. Little knots of peo-

ple began to gather in front of the store,

little knots which soon expanded into

large crowds that began to block the

traffic. Mr. Allert wandered out among
the crowd one day and an elderly lady

told him what a wonderful thing hypno-

tism was, that the man in the window
had been hypnotized and had been there

a week already. Telephone calls began
to come into the store until the firm was
obliged to put a special girl on to answer
calls with regard to the "real man in the

window." Newspapers in Buffalo de-

voted some columns of space to a discus-

sion of the figure in the window; they

did it of themselves, so both Mr. Wilson,

the managing director, and Mr. Allert

told Men's Wear Review. Bets were
placed on whether it was or was not a

real man and some hundreds of dollars

Continued next page

An artistic display arranged by A. J. Allert, of Kleinhans, Buffalo. The figure on the left is the one that caused
« good deal of a sensation in Buffalo because of its life-likeness. The background is a section of background used
for only a few weeks at an expense of some $3,500.
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changed hands in the store when the

matter was finally settled. A lady came
in to the head of the firm and frankly

told him that she did not believe him
when he said that the figure was a wax
figure and not a real man. For over a

week the discussion went on, thousands
of people gathered in front of the win-

dows every day; and, in the meantime,
Kleinhan's were getting untold advertis-

ing value out of the wax figure.

Points on Window Dressing

"You must do something once in a
while for publicity," said Mr. Allert in

referring to one or two points with re-

gard to window dressing. "That wax
figure stunt put Kleinhan's on the map
for window dressing. It was talked of

in the banks, in the homes and on the

streets for weeks. The traffic was blocked

so that it had to be regulated by the

police."

Simplicity, according to Mr. Allert, is

one of the essentials of good window
dressing. The color scheme and ar-

rangement might be ever so artistic but
the idea must be carried out in a very
simple way. Everything in a window
should be kept fresh looking; nothing
should be allowed to get stale and shop
worn.

NEW TIE PRESS

An altogether new invention in

the shape of a tie press is being

put on the market by J. Tobin &
Sons, of Ottawa. It is the claim

of the promoters of this tie press

that it does the work without im-

pairing in any way the lustre,

quality or life of the tie. If the

tie is required for immediate use,

a liberal sprinkling of water ~>n it

before putting in the press will

bring it out as good as new in ten

minutes. On the other hand, dry

pressing may be done by putting

the tie in and leaving it there over-

night. Several ties may be pressed

at the same time. Illustrations

showing how this press works ap-

pear in the advertising section of

this issue.

Studying Conditions

One of the things that should always
be uppermost in the mind of the window
display man is the studying of local

conditions. In some cities, he said, peo-

ple responded to originality in window
display more slowly than in other places

and it might be two or three days before

the pulling power of the window began
to have its effect. If a window had the

proper pulling power, a week was not too

long to leave it in; no set rule could be

laid down in this respect. It was part of

the window dresser's work to study just

how long a window had pulling power
with the people who saw it and responded

to it.

Originality

Mr. Allert believes that some original

idea should be worked out in window dis-

play at least a couple of times a year and
should be left in for a short period of

time. "To make a success of men's wear
displays," said Mr. Allert, "I have to put

myself in the position of the man on the

street and ask myself, 'How does this

appeal to me.' The thing that appeals

to me is the thing that looks the most
natural and for that reason I am not

much in favor of draping clothing. I

favor putting it on a wax figure, provid-

ing the figure is as realistic as it can

be made, so that the passerby can see

how the suit is worn. We find that, after

doing this, it is a common occurrence to

have customers come in and buy the

whole outfit so displayed, right from the

shoes ur> to the hat."

This is another Kleinhan display introducing novelty into a boys' window. Mr. Allert believes it is well to

do something for "publicity" a few times a year, and this is one of their novelties. While the window is an
elaborate one with its rich background, the idea is a simple one and can be carried out anywhere.
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Increasing the Efficiency of Your Sales Force by

"Personal" Customers and Using the "Call" System
Members of the Sales Force Are Given an Equal Opportunity To Make Good As Salesmen

—A Careful Check on Efficiency Is Provided—The Work of the "Floor Manager

A SYSTEM that is working out

very well in a number of stores

visited by Men's Wear Review in

Buffalo, Rochester and Syracuse is that

which is commonly referred to as the

"call" system. Whether the weekly re-

ward of the sales staff is figured out

on a commission basis or whether it be

a stipulated amount, or a combination

of both, merchants find that it works

out to the better advantage of the sales

force and the firm itself. One of its

fundamental principles may be called de-

cidedly socialistic; it recognizes the right

of equality of opportunity among the

men who go to make up the sales organ-

ization of any one store. Moreover, it

unquestionably helps to develop the ef-

ficiency of the sales force; and in this

development, necessarily, the inefficient

are weeded out. For, while it is mak-
ing better salesmen out of clerks, at the

same time it is providing a check upon

their efficiency and it is not long before

the heads of the firm, or the head of the

firm, is able to place his finger upon
weak spots in the selling organization.

It may seem, at first glance, that such

a system can only be worked success-

fully in large organizations. On closer

examination, however, this analysis

proves incorrect; it can be operated as

successfully in a small as a large store.

The chief objects which the system has

in view is to give every member of the

selling organization an equal chance to

"make good," and to provide a check on

the results obtained by such salesmen.

These main considerations are as impor-
tant to the small as to the large store;

as a matter of fact, small stores grow
into large ones through the operation of

merchandising principles that are equal-

ly applicable no matter where tried. It

is as important to Mr. Brown who keeps
a store in a town of 3,000 to have his

sales force as efficient as is the sales

force of Mr. Smith who keeps store in

a metropolitan centre. More so, per-

haps, because Mr. Brown has problems
which are foreign to Mr. Smith. If Mr.
Smith, therefore, has only two clerks, he
will develop those two clerks more by
giving them an equal opportunity than if

he uses one of them as a sort of auxil-

iary in a busy hour or two of the day.

Presenting Their Card

In one store visited by Men's Wear
Review, the salesman, after completing
a sale, presents his card to the cus-
tomer. His object in doing so is to work
up a personal clientele. This man's sal-

ary is of his own making entirely; he
is paid only on the commission basis.

It is to his interest, therefore, that he

have a certain number of personal

friends who, when they come into the

clothing department, for instance, ask

for him. The wider he can make this

circle of friends, the better for him—and

his salary if he is a successful salesman.

This idea is not followed in all the

stores visited. It depends somewhat

upon the nature of the store. There are

some stores where men buy their re-

quirements year after year and are

known very well by members of the sales

force. In such a store, the personal card

may not be a necessity. But in a store

that caters to and receives the custom

of thousands of people weekly, the per-

sonal card is believed to be better.

The Floor Manager

In a number of these stores visited,

there is one man who is known as the

"floor manager." Now, if a customer

comes in who is called a "personal" cus-

tomer, the floor manager has nothing to

do but turn him over to the man for

whom he is asking. All other customers,

however, are handled by him in a differ-

ent way. Either the names of the mem-
bers of the sales force on his floor are

carried by him on a card, or they ap-

pear on a revolving slate somewhere in

the department. These names are ar-

ranged alphabetically. Mr. A., there-

fore, is called first—though, of course,

he is not called first every day. When
he has completed his sale, his name is

erased from the slate, and Mr. B. is

given the next chance. And it goes so

on down the list. It is the business of

the floor manager to see that this sys-

tem is properly operated, that all cus-

tomers are waited on, that all clerks are

given their fair chance.

In case a "personal" customer should

come in when a clerk is serving another
customer, the floor manager acquaints

the clerk with the fact and the clerk,

usually, goes to his "personal" customer
and tells him that he will be through in

a minute if he cares to wait, or that he

can serve him at the same time that he

is serving the other customer. There

are times, of course, when it may be im-

possible for the clerk to attend to a

regular customer and one or two or

maybe three personal customers; in

that case, they have to be turned over

to some other clerk.

Wells & Coverly, of Syracuse

H. H. Cushing, floor manager of Wells

& Coverly, Inc., of Syracuse, explained

this system very fully to Men's Wear
Review. The check which this system

provides on the efficiency of the sales

force, he said, was very desirable. In

their store, they have not the revolving

slate; he keeps the names of the sales

force on a card which he carries with

him. On this card, important data are

kept. At the end of the day he knows
exactly how many times each member
of the force has been called to wait on

a customer in the clothing department.

He knows how many sales they have
made; he knows how many they have
missed. If a customer has come in and
gone out without buying but comes back
again and buys, an entry is made on
this card which shows this. So at the

end of the day he knows the percentage

efficiency of every man in the clothing

department. At the end of the week, he

is handed the respective standing of the

different members of the sales force.

Such a system cannot help but prove

beneficial to the firm and to the mem-
bers of the sales staff. Every clerk

realizes that he has an equal chance to

prove himself. He knows, moreover,

that a careful check is kept on his work
and that he is not there simply to "hold

down" a job; he has to make himself

worthy of the job. And he knows, too,

that his successful efforts count always

in his favor financially. That is a good

incentive to most men.

Four-season Buying Resolution

Be it resolved that this association go on record by adopting the four-
season buying of merchandise as a solution for the many bargain sales be-
ing put on owing to the merchants being overstocked; and that a commit-
tee of three be appointed by this association to wait on the Manufacturers'
Association to have this put into effect.

Moved by Ed. Mack, Toronto; seconded by H. Brimmel, Lindsay.

The committee appointed was: Ed Mack, Toronto; D. E. Johnson, Ot-
tawa and R. H. Dowler, of London.

51



The Four-Season Buying Plan

A PLAN that would include two

buying seasons for Spring and

two buying seasons for Fall.

The manufacturer to show his samples

and models in January for delivery in

March, and in May for delivery in Aug-

ust. The same to apply for Fall and

Winter—the manufacturer to show his

samples in August for delivery in Octo-

ber, and in October for delivery the first

of December.

In this way, while it may incur a little

extra expense for the manufacturers by

having their travellers cover their ter-

ritory four times instead of twice, I an
sure that this would keep their factories

running the year round at regular hours

instead of having to pay time and a half

for overtime, as most of them do to

rush the goods out for delivery of the

two buying seasons. There would be

fewer cancellations, as the merchants

would be buying more intelligently when
they are buying four times a year.

There is no doubt but what the manu-
facturers would be compelled to carry

a somewhat larger stock of goods in

yardage, and I think that you merchants

will agree with me that the manufactur-

ers should bear part of the burdens of

large stocks with the merchants, for

they have suffered in this respect for

many years, and a great many of us

have had to lose most of our profits of

the regular selling seasons in sales in

order to get from under large over-

stocks owing to the two-season buying,

and I am convinced that we cannot buy
intelligently in January for goods that

we are to sell in June, July and August.
Another point I would like to bring

out—and that is the goods that hang on
our hangers, whether in the wardrobe or

in our stockroom for several months,
are never as saleable as the goods that

come out of the workshops fresh and
well pressed. Our salesmen get tired of

looking at them but give them fresh and
well-pressed garments that would be de-

livered during the season (brought about
by the four-buying seasons), and I am
sure that all our sales would be in-

creased and we would have a more pro-
fitable turnover.

Another point that should not be over-
looked is the fact that we would be in

a better position to embrace the oppor-
tunity of taking the advantage of know-
ing just what kind of models our cus-

tomers want, for the designers are get-

ting out new models every month dur-
ing the selling seasons and what chance
have we, as merchants, of taking advan-
tage of anything new in regards to new
creations in models after having bought
our full stock say in January for the
following six months—unless we over-
stock in order to do so.

I claim, Mr. President, that we in the
larger centres have an opportunity of

Ed. Mack of Toronto Suggests Two Buying Seasons for Spring

and Fall—Would Help to Keep Factories Running All the

Year Round—Fresh Merchandise Would Promote

More Sales

buying goods two months after our reg-

ular season opens at 15 per cent,

cheaper than we bought the same goods

at placing time. Now, what is the an-

swer to this? It is this. Someone is

overloaded and the season has not

opened up just as they expected, nor

good enough for the amount that they

have bought and the first thing that they

think about is to start cancellation, with

the result that the manufacturer sends

one of his travellers to one of the larger

centres and sells them at a reduction of

from 15 to 20 per cent., and what hap-

pens ? Some of our competitors or the

departmental stores put them on on one

of their Friday bargain days.

Now, I claim, sir, that the four buying

seasons will eliminate this to a larger

degree and will help to stabilize and

lengthen our selling season. There is

no reason that I can see that we, the

retail clothing trade, should not have

at least ten months out of the twelve

profitable months, if we would only buy

intelligently and sanely, and I claim

that it is impossible when we only buy

twice a year.

Now, Mr. President and gentlemen, I

would like to see an open discussion on

this subject as I think it is one of the

most vital subjects to come up at this

convention, and I would like to inform

the members here that this question was

brought up at the mid-Winter conven-

tion of the National Association of Re-

tail Clothiers held last month in St.

Louis, and they decided to appoint a

committee to wait on the manufacturers

and solve the problem and they to re-

port back to the executive; so you see,

gentlemen, they also have wakened up to

the fact that all clothing merchants, to

use the words of Shakespeare, are buy-

ing "not wisely, but too well."

Now, gentlemen, in conclusion I would

like to bring out this point that our pay-

ments would be spread over the whole

year instead of twice a year, as they are

now— June and December— and there

would be less renewals of drafts which

means extra interest.

I would like to point out that the

clothing merchants would be in a posi-

tion to enjoy one of the greatest funda-

mental principles of business success,

and that is turnover, and have our pro-

fits in the banks and not in our stock-

room.

Now, gentlemen, I leave this paper in

your hands and hope to hear a free dis-

cussion on it.

I do not want the manufacturers to

think that we want to place any hard-
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ED. MACK
of Toronto, who sponsored the four-
season buying plan at the convention.

ship on them but on the contrary we
want their co-operation, as I am sure

that it will work out to the mutual ben-

efit of both the manufacturer and mer-

chant alike.

I thank you, Mr. President and gentle-

men, for the attention you have given

me.

The Discussion

G. T. Douglas, of Thornton & Douglas,

speaking as a manufacturer, heartily en-

dorsed the stand taken by Mr. Mack in

his paper. "This is absolutely along

the line I have been talking," said Mr.

'

Douglas, "namely, that a merchant

should keep his stock well in hand and

increase his volume of sales. If, for

instance, there is a market for a certain

model and he is already stocked up with

sufficient goods for the season, the result

is that he cannot buy the popular model

and the retailer and the manufacturer

suffer alike. Whatever is in the inter-

ests of the retailer must be in the in-

terests of the manufacturer and if the

retailer, by this method, can increase his

sales, it will be all the better for the

manufacturer. In our business, we have

endeavored to give twelve months' work
to our employees; it is impossible for

the manufacturer to rush his workers

through their work and then throw them

out on the street and expect to have

harmonious relations with them. Labor

has certain rights and no manufacturer

has the right to disregard these rights.

I fully endorse Mr. Mack's remarks that

no business should be brought to its



Present Plan Creates Overstock
President Fisher Believes Four-season Buying Would Increase

Sales Ten Per Cent. Because of Increased Enthusiasm of

Sales Staff—Convention Endorses the Plan

height at the beginning of the buying

season. This suggestion has my hearty

support in every respect."

Mr. Mack added that in Toronto and
many other cities they were constantly

faced with mid-season sales. What was
the reason? It was unintelligent buying.

Merchants had overbought and then had
got cold feet and the first thing they did

was to put on a sale. "We have all

fallen by the wayside," said Mr. Mack,
"because we have had to buy six months
ahead and the result has been that we
have had sales all over the city. This
four-season buying will eliminate this.

I would buy 60 per cent, in January and
40 per cent, later on when I could buy
more intelligently as to models and
quantity.

D. E. Johnson, of Ottawa, said that
if the convention favored this idea it

was up to the manufacturers to send
their travellers out four times a year.
It was up to the retailers to ask them
to do it and he believed they would do
it. He did not think it would be more
expensive to the firms because their
travellers usually went out on a couple
of sorting trips during the year in any
case.

R. F. Fitzpatrick said that it was hard
to work a full season ahead in buying.
They could only base their purchases on
estimated turnover, judging from the
previous year, and if bad weather came
or other unfavorable conditions arose in

the trade, a merchant might find that

he was some $25,000 over his estimate.

Moreover, each merchant owed it to his

competitor not to camouflage the public

in the matter of sales. Mr. Fitzpatrick

felt that the convention should be con-

structive in its purpose and if delegates

went away from the convention pledged

to the four-season buying plan, they

should co-operate with the manufacturer

and see that it was put into effect so

that cheap merchandise would not so

frequently find its way on to the market.

Rod Weir, of Montreal, felt that the

retailer had now the right to go into

the market four times a year without

throwing the onus on the shoulders of

the manufacturer. He believed that the

manufacturer would find it difficult to

arrange his own buying under such a

system. It might result in his having

to make sacrifices at the end of the

season because the demand for his pro-

duct would not be up to his expectation.

Moreover, he felt that it would disorgan-

ize conditions from the labor standpoint,

rather than help them.

President Fisher said that he had put

this policy into force some months ago.

He had found that if he bought for the

whole season he was loaded up with

merchandise that was not as good as

newer models that came out later in the

season. If he found, as the season pro-

gressed, that some of the newer models

were selling well, he would re-order

them and push them. "There is one

other phase of this that should not be

overlooked," said the president. "I have

found that the enthusiasm of the sales-

men in my store over new merchandise

is a big factor in increasing sales. Mem-
bers of my staff have frequently tele-

phoned their friends when some par-

ticularly good merchandise has come in

with the result that a good deal of that

merchandise has been moved out in one

day. I believe that if we could have new
merchandise landing in our stores every

two months it would increase sales by

10 per cent, simply because of the en-

thusiasm of the salesmen. I don't care

what the manufacturers say; I am going

to buy four or six times a year. If I

am booked up to my capacity at the be-

ginning of the season, I cannot absorb

the newer things."

Mr. Douglas felt that it would be im-

practicable for the travellers to leave

in January with Spring samples. In

March, the merchant could fairly antici-

pate his Fall business and in September,

again, he could fairly anticipate his

Spring business. In September, the

merchant could pick up the newer

models for his Fall trade. If the manu-

facturer had to stock goods on the floor

of his house, it would increase the price.

Merchants would buy cheaper clothes if

they would fairly anticipate their re-

quirements for Spring and Fall, though

not to the full 100 per cent.

This is not the picture of delegates to a church conference or convention. It is the delegates to the Third Annual
Convention of the Retail Clothiers of Ontario, taken in front of St. James Cathedral, corner Church and King Sts.
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Will Operate on Thirty Day Basis
Largest Exclusive Men's Wear Store in Buffa lo Adopt This Policy—Weathering the Read-

justment Storm—Selling 1,600 Overcoats in Midsummer —• Favors Four Seasons

in the Year

KLEINHANS, who operate the

largest exclusive men's wear
store in Buffalo, not only saved

themselves many thousands of dollars

last year by taking an early loss on

merchandise that began to hit the de-

clining market in the late Spring, but
they have fixed upon a policy with re-

gard to the immediate future which, they
believe, will eliminate the possibility of

future losses. L. A. Wilson, the manag-
ing director of this large firm, told Men's
Wear Review that they were now oper-

ating on a thirty days' basis, that is,

they bought merchandise having in view
that it must be turned over within thirty

days. Whatever fluctuations there were
in the market, therefore, would not

greatly affect their retail prices one way
or the other; their losses, if such there

were to be, would be insignificant in com-
parison with many other merchants who
were still hanging on to their former
prices and profits in the hope that time
would see them safely through the read-

justment period.

New Policy May 1

"We decided upon a new policy to be-

come effective on May 1 of last year,"

said Mr. Wilson to Men's Wear Review.
"Before this we had not run any sales,

except the regular twice-a-year sales,

and we did not make use of comparative

figures. On account of the changing

conditions we were forced to change our

policy, though we regretted to get away
from what we call legitimate merchan-
dising. But we were forced to the con-

clusion that the reputable merchant had
had the value of their advertising cut

by the dishonest merchant. So we
started in with a sale and the use of

comparative figures. We continued this

policy through May, June, July and

August and on October 3 we announced

that $65 was the dead line and that we
would not go above that price. We have

found that it was the right stand to

take for we have been successful in get-

ting out from under our holdings and
are now ready to go ahead on the new
basis." Mr. Wilson quoted figures to

Men's Wear Review, showing that the

value of their stock had been cut so that

it was now only 25 per cent, of what it

was after the armistice was signed in

1918.

Operating on Thirty Days' Basis

"We are now operating on a thirty

days' basis," said Mr. Wilson. "They
can't catch us very well on that basis,

can they?" In other words, Kleinhans
will not buy anything that they cannot

turn over in thirty days. If prices ad-

vance they can keep their announced
prices until they have to go into the

market for new merchandise; if the

prices fall, they can make slight reduc-

tions without feeling any great loss.

And they are going right into the mar-
ket to buy their goods, believing that

they can get what they want when they
want it. From the standpoint of a per-

manent readjustment, Mr. Wilson felt

that it would have been better if the

clothing manufacturers had remained
closed until the Fall season because there

was sufficient clothing to see the retailer

through till that time. Moreover, labor

would have been hungry for work and
would have given better service; the

retailer, too, would have unloaded by
that time and would be hungry for

goods.

Favors Four Seasons

Mr. Wilson expressed himself as
strongly in favor of the four-season
idea. If there were four seasons during
the year, he said, it would keep the
manufacturer busy the year round and
the merchant would have a chance to

turn over his stocks quicker than he
does. This opinion, it might be pointed

out, is gaining ground rather rapidly

across the line and some of the state

conventions have taken the matter up
at their recent conferences and have
passed strong resolutions favoring it.

Continued on page 76

A handsome and striking display of evening clothes a id accessories arranged by D. H. Galloway, display man-
ager for Peck-Vinney Co., Inc., of Syracuse.
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?? The Convention Question Box ??
How to Handle Customers—Cutting Prices to a Customer—How to Increase Business—

-

Buying at Home—When Will Prices Reach the Bottom?

Question:—What is the best way to

size up a customer?
Answer, by J. C. Begg:—From the

standpoint of salesman, I think the first

thing would be to find out as quickly

and as definitely as possible what the

customer wanted and then to make up
my mind as quickly as I could what I

had in stock that would fill his or her
need. In doing this I would be conscious

of the fact that I had to take in by eye

observation a good deal and judge of the

customer's taste as evidenced in what
he was wearing. If the man was wear-
ing the article he wanted it would give

us some chance of seeing and determin-

ing from what department we could

serve him best. I would say that the
salesman should not display too much
at first and to observe, by careful watch-
ing, about where he can begin as to

price, quality, style, etc.

I am a firm believer in having all

merchandise definitely and plainly priced

so that the man can see it and does not
have to ask about prices. Every man
does not want to haggle over price and
I have found that many men regard it as

a tjjurce of satisfaction to select their

article without having to ask the price

of it at all.

* * *

Question:—Is it better to let a cus-
tomer go or to cut prices?

Answer, by Ed. Mack:—By all means
never cut prices. If you have the article

priced, keep to that price. The minute
you begin to cut prices you lower your
business in the eyes of your customer.

* * *

Question:—What is the best way to

increase business?

Answer, by J. C. Begg:—I have a
motto in my office which says, "If you
do your business right and your store is

in the woods the public will find their
way to it."

* * *

Question:—Which is the more valu-
able in a salesman, youth or experience ?

Answer, by J. C. Begg:—I would say
experience with a well engendered
amount of pep.

* * *

Question:—Has any action been taken
to have the rates on parcel post raised?
Answer, by W. C. Miller":—The Do-

minion Board are taking this matter up
and will make representations to the
government.

* * *

Question:—Is there not some way that
we can create greater interest in the as-
sociation and get a larger membership?
Answer, by President Fisher:— I be-

lieve that the members of the associa-
tion in this room could so liven the retail

Up to Canadian Manufacturer
"/ want to commend you for the splendid resolutions you have passed

here this morning," said F. W. Stewart, Canadian manager of Cluett-
Peabody Co., Ltd., in addressing the convention. "The matter of purchas-
iiig goods in Canada is, to my mind, not so much a matter of getting mer-
chants to pledge themselves to buy Made-in-Canada goods, but to get the

manufacturer to make such goods that none better can be produced or'

purchased anywhere else. The Manufacturers' Association are taking this

matter up and it ivill be our endeavor to see that the standards of the Canar-

dian manufacturer are kept well up. If we find that there are some Cana-
dian manufacturers who are not making their goods up to standard we will

go to those manufacturers and try to get them to bring their products up
to the required standard."

Mr. Steivart expressed himself in favor of the four-season buying plan.

With regard to future taxation, he said that the -manufacturer wanted the

tax applied in the way that it would be the least harmful to the retailer,

for what was good for the retailer's business must, of necessity, be good
for the manufacturer.

A resolution of thanks was moved to Mr. Stewart by Ed. Mack of To-

ronto and Dan Johnson of Ottawa.

clothiers of Ontario that when we come
into another convention next year we
would have five times the number at it

that we have here to-day. The execu-

tive in their work had go.od results in

Hamilton and London in bringing to-

gether the local men. If as members of

the association we would take the

trouble to go out into the smaller places

near us and have a nice heart to heart

talk with the men of the trade there we
would find that our efforts would show
good results. Every member should take

this obligation upon him and we would

see the results in the next year's con-

vention.

George Grey, of Chatham, expressed

the opinion that, in the smaller places

particularly, if an outsider went in the

results obtained in the way of local

organization would be better.

Ed. Mack said that every member at-

tending the convention should go to his

competitor when he returned from the

convention, shake hands with him, and
tell him what a treat he had missed by
not coming to the convention and urge
upon him to come next year. He thought
the secretary should write to prominent
men of the trade in each place and re-

mind them that they should make an
effort to get their competitors interested

in the work of the association. It this

were carried out the incoming executive

would have better results at the end of

the year.
* * *

Question:—What is the remedy for

preventing people from buying out of

town?
Answer, by F. R. Smith:— I would

suggest that a good deal ought to be

done in the way of advertising. We
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have live advertising men in Hamilton
who keep people imbued with the fact

that they can get prices as cheap in that

city as in Toronto. The business we
lose to Toronto we make up from Brant-

ford, Gait and other places (Laughter).

Question:—If a person found that he

had a large quantity of goods of a cer-

tain kind and that others of the same
kind were coming ii., what would he

do?
Answer, by F. W. Stewart:—In the

first place, this man did not know what
he was doing or he would not have

bought so many goods. (The four-sea-

son buying plan, interjected Ed. Mack).
No manufacturer, continued Mr. Stew-
art, wants a retailer to take goods if he

cannot handle them.
* * *

Question:—When are prices going to

strike the bottom ?

Answer, by C. B. Lowndes:—As far

as I can see I know that clothing can be

bought to-day from the retailer cheaper

than it can be produced, or even if it

should drop 25 per cent, more than it

is now. There is not the slightest doubt

but that clothing will come down still

further in price, but our best observa-

tion is that it will be spread over a
period of about five years. For the pres-

ent you might pick up odd lots of cloth-

ing very cheaply, but it will be hard to

get the manufacturer to sell more cheap-

ly than he is doing at the present time.

I think that in five years' time prices

will be stabilized at about 25 per cent,

higher than they were in 1914 unless

'mere is still some further catastrophe

in store for us that we know nothing

about at the present time.



Plain-Colored, Self-Figured Shirtings
Montreal Men Say Forthcoming Styles Getting Away From Colorful Striped Effects—Buying

Is More Active—Deliveries Good.

SHIRT and collar buying is only just

beginning to assume a noticeable

volume, according to Montreal
manufacturers in these lines, who at-

tribute the delay to the serious efforts

made by retailers to reduce their stocks
all through the months of January and
February, in lieu of buying more. The
market for Spring merchandise simply
did not exist until the new year set in,

and so far as can be estimated from
orders received stores in the larger cen-
tres are the ones to report empty shelves

rather than those in small towns. Mer-
chants are now looking for cheaper
goods in all lines, according to one large

manufacturer, and the majority favor
the plan of ordering only on a sixty to

ninety day basis for delivery, regardless
of the many tempting offers and dis-

counts which the makers have made of
late.

Manufacturers have written off a
large proportion of profit on all classes

of shirtings, and in the opinion of one
large house no further declines in prices
can be expected, in fact, if any change
should occur in three months or so from
the present time, it will, in all probabil-
ity, be towards a slight increase rather
than to decline below present levels.

Present business is largely consisting
of immediate delivery orders, sold at
prices which represent a big reduction
on last Fall's quotations. For instance,
the average good quality shirt which
then cost $24 per dozen is now $18, and
the same proportion has been maintained
in cutting prices right through all

grades, the higher priced lines showing
the most contrast. One line of shirts
which was marked at $45 now is quoted
at $33, while in silks the drop quoted is

from $120 to $72 a dozen. Generally
speaking, the percentage of decline in

prices quoted for Fall, 1921, is about 30
per cent, on Fall, 1920, quotations.

Popular Price $3.00

It looks as though the established de-
mand for shirts would be based on a
three dollar article retail to meet the in-

sistent call from the public for medium
priced merchandise. Naturally, there
will be little radically new stuff shown
for this Fall, on account of the heavy
surplus supplies still in the hands of
the makers, left over from Spring. Pro-
duction of Spring shirts has been re-

duced to a minimum, pending the pre-
vailing tendency of retailers to liquidate
their stocks on hand, and also to offset

the wave of cancellations which de-
pressed business a few months back.

Stocks Are Low
Notwithstanding the apparent uncer-

tainty regarding the cotton market, one

manufacturer gave his opinion as fol-

lows: "Although the Spring outlook is

not any too bright, I believe stocks in

all lines of shirts will be very low, as

retail merchants have not been purchas-

ing to any extent for several months

and production has been very small in

most lines of industry, many factories

being partially or entirely closed down
for quite a long period. Continuous

depletion of stocks will certainly create

conditions which will mean more pur-

chasing of merchandise during the

Spring and early Summer months. The
non-production of a lengthy period will

necessitate the operating of plants on

full time, and will no doubt result in

the return of normal conditions in the

shirt and collar industry before the year

passes out.

"Raw cotton is being sold at prices

considerably below cost of production

and this applies also to piece goods on

hand for immediate delivery, so that it

is difficult to secure any prices for future

contract, except at some advance over

spot quotations. As present supplies be-

come exhausted a demand will be cre-

ated which may not be easily supplied,

as experience in the past has shown that

when buying begins after a period of

depression the demand very soon be-

comes greater than production can sup-

ply, which creates conditions always un-
desirable in merchandising. Canadian
mills are still behind in deliveries of

certain qualities of shirtings, but aie

making efforts to fill all contract?.

Better Production

"There has recently been a marked
improvement in efficiency as regards

production, and no doubt present con-

ditions will tend to strengthen this im-
provement. The supply of labor has
been ample to cover our requirements
during the past year and all plants have
been working to full capacity until the

present. We intend to recommence op-
erations on the same basis just as soon
as business warrants it.

"I am of the opinion that deflation of

prices has reached its limit, and we will

be fortunate if prices do not trend up-
wards when the demand for merchandise
is again felt. On a price basis, for the

time being, no manufacturer can com-
pete with distress sales, and many quali-

ties are being sold at considei'able loss,

which condition must disappear definitely

once merchants are again in the regular
market."

Style Tendencies

Turning from the price aspect of the

shirt business it is interesting to con-

sider the trend of style for the coming
Summer and Fall seasons, for there is
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an unmistakable change becoming more

and more apparent in various items of

the male attire. Whether this be due

to the exigencies of the present season

and the need for a fillip to stimulate the

apathy of consumer demand or not the

improvement on all sides is both notice-

able and worthy of flattering comment.

The style tendency is to get com-

pletely away from the so long popular

wide and colorful striped effects in shirt-

ings and to adopt, instead, plain colored

or self-figured fabrics in the pastel

shades. Jacquard patterns in cotton ma-
terials will probably be a leading fea-

ture, and in cases where stripes are

still preferred the tendency will be to.

have them as inconspicuous and conserva-

tive as possible. Among the novel and

striking shades to be featured will be

taupe, grayish blue and mulberry, with

or without small neat figured patterns.

The range of percales, madrases and

woven zephyrs will therefore be suffici-

ently varied to permit of introducing

many new features into stock for the

coming Fall.

Colors show a decided tendency to be

active business getters, despite reduced

prices and Fall, 1921, will have the dis-

tinction of sponsoring at least one new
collar model quite unlike its predecessors.

As was predicted last Fall, the low

collar is slowly, but surely, taking the

lead, both in soft and starched varieties.

The newest development is the new light

weight collar, composed of a three-ply

band with a two-ply face, or vice versa.

This feature enables the wearer of the

collar to combine the appearance of the

starched model with the comfort of the

soft style. It is expected that this im-

provement will quite revolutionize col-

lar sales.

Orders being booked at present, how-

ever, show a large percentage of soft

collars as compared with starched, which

reverses the situation in existence

throughout the early Winter. Practically

75 per cent, of present business is in

soft collars, it was stated by a promin-

ent Montreal maker.

Deliveries Improved

Conditions regarding deliveries have

now improved greatly and orders are

now being shipped almost immediately,

with a consequent perceptible improve-

ment in trade conditions. The present

quotation of $2.40 per dozen on starched

collars is expected to remain unchanged
for some little time longer, while soft

styles range all the way from 35 cents

a dozen up to $1.00.

In all the new low cut collars at least

five different styles of front openings

Continued on page 84
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A "Story" With a Punch is Here Told
Winnipeg Firm Conducts Another Successful Business Venture in Western Metropolis

—

Announcing a Sale by Telegram—Giving Away $200.00 Just To Help Things
Along—the Biggest January in Their History.

STORY and
Story, of

Winnipeg,
have added one

more success

to their list of

successful ven-

tures in the

western m e -

tr o p o lis. It

seems to be the

originality of

their merchan-
dising schemes
which is the

forerunner of

the success
which attends

them. With
the a c c o m-
panying p i c -

ture appearing

on this page, it

would be hard

to say that the

sale which he

started on Jan-

uary 13 was
not a success.

The picture

speaks for it-

self and Story

and Story had
a photographer
take it on the

first morning
of the sale and
subsequently used it in advertising ma-
terial to further promote their sale.

"Yes, we had a good sale," said W. M.
Story to Men's Wear Review, "the big-

gest January in our history. And we
sold good stuff, too. Further, 90 per
cent, of the sales were to new customers,

which was gratifying, as this leaves our
regular customers' business untouched
for the coming season. We have had a

successful sale, made a lot of new cus-

tomers and got a good start off on the

new year's volume of sales."

Announcing the Sale

Story and Story announced this Janu-
ary sale in a novel way. To begin with,

they sent out 5,000 letters to their mail-
ing list. It is significant in this adver-
tisement that no mention is made of

prices to be offered, that is, no prices are
quoted. "Seeing is believing," they said

in the course of this letter, "and when
you see the prices that these garments
are marked you will believe that this is

to be the greatest selling event in the
annals of good merchandising. All rec-

ords will be broken—profits cast to the
wiids—and every ready-to-wear suit and
overcoat in the house is to be sacrificed.

Further, whether you are large, small,

stout or tall, we will make to your meas-
ure the latest in suit or overcoat and you
are assured fit satisfaction.

"Limited space makes it impossible to

quote prices here. However, a surprise

awaits you. Come on down.
"By the way—there's $10 each to the

first ten gentlemen who enter the store

Thursday morning and $10 to each suc-

ceeding tenth customer until one hundred
suits or overcoats have been sold. So it

will be well worth your time to be here
early; you can't afford to miss it

—

"I'll look for you."

The letter started out, not with "Dear
Sir," but "Good morning." The envelope
had on it "A Story with a Punch. Every
line written for you."

Sending 5,000 Telegrams

In addition to this letter, Story and
Story sent out some 5,000 telegrams to

the offices, residential blocks, theatres,

rinks, hotels, etc. These telegrams were
sent addressed to men known to the firm

and were printed on regular G.N.W.
telegram blanks and delivered in- their

official envelope. The telegram ran thus:

"The greatest opportunity of your en-

tire life is waiting for you Thursday
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morning at nine at the House of Hobber-
lin, 35 Portage Avenue. Evei-y dollar's

worth of our fine woolens and every Hob-
berlin tailored 'Ready for Service' suit

and overcoat to be sacrificed. You can

buy a suit or overcoat for about half the

regular price. Be sure and get here

early and ask for Mr. Story. Story and
Story, 350 Poi-tage Avenue."

Newspaper Advertising

Accompanying their mail and telegram
advertising was a full page in the Winni-
peg Evening Tribune in which there was
a more specific announcement as to

prices. Suits and overcoats at $80 were
offered at $55; the $90 range was offered

at $66; the $110 range at $77; $150
values in "ready for service" and "made
to measure" for $88; and $75 "made to

measure" tweeds for $44.

They also advertised for 25 salesmen
to help them during their special 15 days'

sale. A good deal was made of the $200
which they gave away by giving the first

ten men a certicate for $10 on the pur-

chase of any suit or overcoat and to

every tenth customer. There is no doubt

that this feature was a good stroke in

getting the crowd started on the very-

first mornino- of the sale.



"Over-Organization and Its Remedy'
Harris Vineberg of Montreal Says We Are Over-organized-— The Consumer Usually

the Victim of Over-organization —Advertising Being Overdone—The Cure.

BEFORE we can expect relief for

the ills of the human body, we
must find out its ailment, and then

seeK the right cure.

To prescribe the wrong nostrum may
prove fatal; to neglect a thorough diag-

nosis would be criminal.

The ills besetting the body-corporate,

economic and industrial, require a care-

ful examination, a thorough diagnosis,

before we can hope to secure a safe

remedy and permanent relief.

In the rapid progress of modern civ-

ilization with all its environments and
by-products, we have been prone to over-

do things. "Honey is sweet," says the

wisest of men, "but too much of it gives

the palate a bitter taste."

Men and women suffering from impo-
sitions and oppressions common to their

individual classes and conditions have
sought relief in organization, but like

the proverbial "sweet honey" it has
turned bitter because too much of it was
partaken of, and the human family today
is suffering excruciating pains with dan-
gerous symptoms of nausea—just be-

cause organization has been overdone,
and what was originally intended as a
means of relief has turned out to be a
method of menace.
We not only find people banded to-

gether to fight their common enemy
whose interests are diametrically op-
posed to each other, but we very often
find those two very factions combining
together for the purpose of making a
third party their victim.

The victim is generally that member
of society known as the consumer. He,
with the craving appetite, the demanding
stomach, the fine senses for necessities,

and even greed for luxuries—he is chosen
as the ready victim, because his appetite,
his stomach, his senses, and sometimes
his greed will not permit him to offer

effectual resistance.

It is safe to state that at no time in

the world's history has the human family
been in such upheaval as at present, and
I may even add that at no time has the
individual member of that family suf-
fered hunger and privation—in the face
of plenty—as it does now.

The cause is clearly the result of over-
organization. Of what use are the tons
of sugar, the storehouses of provisions,
the great stocks of merchandise of all

kinds, if organized bodies can and do lay
the seal of their organization upon the
locks of those storehouses.

It will be said, of course, that thesf
unsettled and abnormal conditions are
due to the world war, but I submit that
the war itself was due to over-organiza-
tion. Had Germany been satisfied with
simple organization for the defence only

of its internal affairs, there would have
been no war, and what is more, Germany
would be today, as it was then, one of

the most prosperous countries, and the

kaiser a happy monarch instead of an
exile in a foreign land.

It was over-organization, or as histo^

rians will no doubt call it "organization

to the death," that has brought on the

world war, and we must note here that

while it has brought suffering to the

whole civilized world, the greatest suffer-

ers are those who have brought the

catastrophe about by their over-organi-

zation. What is true of nations is also

true of individuals and groups of society.

Who is there that would dispute the

right of labor to organize for self-de-

fence, and who is so stupid as not to be
able to see the absolute necessity for

such an organization.

The toiler of days gone by who
worked hard under all sorts of condi-

tions and for remuneration not sufficient

to keep body and soul together, much less

to rear and bring up a family in ordinary

decency and comfort, was forced to find

another fellow-sufferer who would help

him to stand up for his rights. That is

organization. But when the self-same

persons say that a bricklayer or builder

must get, say, $1 per hour and no one
dare work for less, that is over-organi-
zation, and that over-organization re-

veals its ugly head when the working
man finds himself without a home for

himself and family. The clothing oper-

ator, organized to the teeth and drawing
$1 or more per hour, has little to com-
plain of when the bricklayer refuses to

provide him and his family with an abode
at a reasonable rent.

The farmer, too, is surely entitled to or-
ganize into a body guarding his own par-
ticular interest, but when that body over
organizes, and sets forth limitations to
natural laws and fundamental principles,
it must of necessity bring down its own dis-
ruption. That disruption is sure to follow
and emanate from itself. It is logical and
to be expected—that if class legislation is

to be justified by the good it does to one
particular class, at the expense of others

—

The accompanying paper was
read at the Ontario convention by
C. S. Anderson for Mr. Vineberg,
who was, unfortunately, unable to

be present on account of serious,

illness in his family. At the close

of the convention, the secretary
was instructed to write Mr. Vine-
berg, expressing the sympathy of
the convention over the illness in

his family and at his inability to be

present—coupled with the hope of

speedy recovery to the afflicted

one.

then every individual farmer will, in time,
demand that the Federal Parliament Build-
ings be erected on his hill-top.

Commerce—that glorious art of taking a
commodity from where it is not needed
and placing it where it is badly wanted

—

deserves also the best method of organiza-
tion. Whether it is done by the primitive
medium of the camel-pack, the dog sledge,
or the steam engine, it requires a method
and an organization, in order to benefit the
world—buyer and seller alike. But when
greed, supported by the modern ingenuity,
turns the machinery into a system of carry-
ing commodities away from the consumer
to be piled up in cold storage and ware-
houses for a rise in price, then it becomes
over organization, pernicious and detri-
mental to the human family, and dangerous
to the organizer himself.

What would we think of a man who pro-
ceeds to organize the heat of his room,
by forcing the thermometer to register a
high degree of Farenheit, by holding it in
the palm of his hand? The room will re-
main cold, and if he persists he is sure to
freeze, the forced thermometer notwith-
standing.

It is hardly necessary to continue mul-
tiplying this mode of illustration. What I

desire to emphasize is, that while organiz-
ing for self defence is legitimate, desirable
and sure to succeed, over organization for
the others is wrong, immoral, and must of
necessity crumble under its own weight.

There is a lesson taught in sacred—as
well as profane—history, in ancient, as well
as modern times—which lays down the in-
exorable law that when confronted by a
raging sea in front, and a pursuing enemy
behind, we may well hope for the mirac-
ulous to happen, we may expect the phe-
nomenon of the ocean dividing, and have
us pass through dry-shod, but when we at-
tempt to build a Tower of Babel, the peak
to reach into the Heavens, so. that we could
play havoc with the angels—then we cannot
expect any other result but to be scattered
like chaff upon the face of the earth.
This lesson teaches us that when pursu-

ing the natural and proper course, wonders
will happen in our favor, but when we start
to subvert nature itself—we can only ex-
pect a deluge.

One of the greatest factors in organizing
is unquestionably the utility of advertising,
and of all advertising methods, that of the
newspaper is undoubtedly the most effec-
tive. It is, however, a question of great
importance to be noted here that at a time
when all commodities are on the descent,
advertising is on the rise, in other words,
when one wants to tell an anxious public
that he is offering goods at half of the
price paid a year ago, the cost of such an-
nouncement is almost double what it was
at that time.

Advertising, as an organization, is a means
to an end. Over organized it is fast be-
coming an end in itself. It does seem in-

congruous and unreasonable that when
every branch of industry, every source of
production finds it necessary to come back
to nature, and to permit the exchange of

commodities to proceed freely, that an im-
portant medium—such as advertising

—

should then go still higher.

I do not wish to be misunderstood—I am
not minimizing the value of newspaper ad-
vertising, contrary, I consider it so essen-
tial to the life of trade, that I should like

to see it travel side by side with all other
commodities, and if I may paraphrase a
Shakesperian expression, I would say: "I

Continued on page 83
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Nineteen Reasons Why
Merchants are Unsuccessful

\ddress by F. W. Stewart, Canadian Manager of Cluett-Peabody Co., Ltd., at Ontario Con-

vention—Lack of Knowledge in Figuring Profits and Expenses Biggest Factor

in Business Failure.

NINE hundred and ninety-nine men

of every thousand who go into

business for themselves or for

himself do so with the idea in mind of

becoming successful merchants.

The one-thousandth goes into business

with the idea of being successful in beat-

ing his creditors, if he can make money

more quickly that way, than in honest

merchandising.

In speaking on the subject of "Success-

ful Merchandising" we must consider

what goes to make what we would con-

sider a successful merchant.

A merchant may have brought his

business up to that condition where the

volume of sales is very large, and the

results showing large profits at the end

of the year; he might be a man of in-

fluence in the community, but this would

not, in my opinion, necessarily mean

that he was a successful merchant, as his

influence might not be in the interests

of the community.

The successful merchant not only

operates a profitable business, but he

must operate it upon an honorable and

a fair basis to be considered successful.

I do not mean to intimate by this

that most successful merchants are not

honorable and fair.

My experience has shown me that very

few merchants are dishonest.

Naturally, the merchant who is un-

successful is the one who does not

succeed.

Unfortunately, the majority of men

who start in business do not succeed.

Let me mention some of the reasons

for so many being unable to succeed, and

then we will consider the conditions

which go largely to make men success-

ful merchandisers.

The biggest factor for failure in busi-

ness is lack of knowledge of figuring

profits and expenses.

The others follow somewhat in this

order:

Expenses too large as compared

with volume of sales.

Not sufficient mark up on invoice to

cover expenses, and allow a fair net

profit.

Not knowing what the actual annual

expenses are, and the per cent, they

are of sales.

Too many sales made at actual loss

on account of cut price or discount sales.

Lack of control of expenses.

Untruthful advertising.

Inattention to business.

Careless buying.

Speculative buying.

F. W. STEWART
Canadian manager Cluett-Peabody &
Co., Ltd., who addressed the convention.

Lack of knowledge of stock conditions.

Loss on cash discounts, and payment
of interest on overdue accounts.

Lack of training of employees to sell

big bills, and to sell articles other than
those asked for.

Proper selection and treatment of em-
ployees, and the gaining of their loyalty

and goodwill, so as to obtain from them
the best that is in them.

Expenditure of too much capital in

fixtures and automobiles.

The accumulation of dead stock, and
lack of proper efforts to turn it into

money.
The writing of discourteous, unfair

and unbusinesslike letters to firms from
whom purchases are made.
Lack of attention to paper when due

and to correspondence.

Lack of records which give informa-
tion as to the departments or goods
which are not showing satisfactory sales

compared with the amount of stock
carried.

These are a few of the main reasons
for the lack of success of most of the
men who start in business, and who
do not succeed.

Let us now consider the items or fea-

tures which help to make a successful
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business, and a man a successful mer-

chant.

First be sure the right kind of goods

are stocked for the class of people which

are being catered to, and no matter

whether the people served are capable

of buying low or high quality goods, be

sure that the goods sold are of such value

for the price that satisfaction will be

given, and the purchaser be so well

satisfied that a regular and steady cus-

tomer is made of him. Give him the

satisfaction which will bring him back

the next time he wishes to purchase the

class of goods you carry.

Be sure that you know what your ex-

penses total, and the per cent, they are

of your sales, and that there is a fair

per cent, of net profit between expenses

and gross profit, basing both "pon the

volume of sales.

The cost of a monthly statement by a

firm of accountants is not large, and well

repays the expense. It permits of the

true knowledge of the firm's position

monthly and has been the foundation for

the success of many concerns.

Departmentalize your store, if you
have not already done so.

Make each department carry its cor-

rect per cent, of expenses. You will

then have specific information as to

which departments are making money
and which are losing. It gives you the

opportunity of giving attention to the

departments which are not making a

satisfactory showing. It does away with
losses in one department eating up the

profits which are being made in another.

Control the sales made at less than

regular prices. Too large a per cent, of

annual sales made at cut prices means
no profits or actual losses at the end
of the year. Every dollar taken in dur-

ing the year must show at least a small

average per cent, of net profit if the

business is to avoid showing a loss.

Every dollar taken in must average
more than the cost of the goods sold,

plus the cost of doing business. Do not

overlook the fact that expenses go on
whether you are doing business at a

profit or a loss.

If the invoice price of an article sold

at $1.25 is $1.00, and expenses are 25 per

cent, of sales, the actual cost of that ar-

ticle to the merchant is Sl.SlH; there is

a net loss of 6%c on that article, which
must be made up on another sale, which
we will presume will show a net profit

of QV^c. One sale offsets the other, so-

that the total of the two sales does no'

show a profit.



Be Truthful—Do Not Exaggerate
in Advertising

Expenses Should Not Grow as Fast as Volume of Sales—Men Who Buy Space to Create
Suspicion in the Minds of the People—Avoid Accumulation of Dead Stocks—Diplo-

macy, Courtesy, Truth

CONTROL expenses. See that they

cb not exceed your estimates.

Do not let your expenses grow as

fast as your volume of sales.

Increasing your sales and holding

down your expenses on a percentage

basis goes largely towards building up

a profitable business.

Be truthful in your advertising. Do not

exaggerate or make statements which

cannot be backed up with the merchan-

dise you are advertising.

Lately I noticed that five clothing

merchants on one day, in one city paper

advertised that they were selling suits

$10 less than any other store in the city.

They could not all be doing so. I doubt

if any of them were stating the truth.

They were buying space to create suspi-

cion in the minds of the people, which
was certainly detrimental to their own
interests and clothiers as a whole.

When purchasing goods be sure you
will require them when date of shipment
arrives. Do not order unless you need

the goods when they are ready, and ac-

cept delivery of them when shipment
is made according to conditions and
terms of the order.

There is nothing which so tends to

demoralize trading conditions and cre-

ate lack of confidence between manufac-
turers and retail merchants as cancella-

tion of orders.

Orders should not be merely memor-
andums, they should be contracts, and I

am of the opinion that if all orders
were signed by the purchaser it would
eliminate many of the "memorandum"
orders which are placed, which create
undesirable production conditions, and
which give many merchants unfair ad-
vantages over others.

Avoid accumulation of dead stocks.
Move them out and replace them with
goods which are in demand and which
can be sold at a profit. You not only
lose interest on the amount involved in
dead stock, while it is on your shelves,
but the profits on sales of desirable mer-
chandise, with which the dead stock
should be replaced.

Develop to the greatest extent possible
the relations between yourself, the firms
from whom you make your purchases,
and the customers who come into your
store.

Cultivate the goodwill of the man who
calls upon you to sell merchandise to
you.

You cannot purchase from them all,
but you can at least make them feel that

they are not unwelcome in your store.

The salesman is the point of contact

between the merchant and the manufac-
turer.

He is the man who not only sells you
the goods you require, and the one to

whom you look for the adjustment of

any difference which might arise between
you and the manufacturer, but he very
often has merchandise of special value

which is naturally shown to buyers whom
he is closest to, and to whom he would
prefer the goods would be shipped.

Many successful sales have been held

on merchandise secured in this way, to

the considerable benefit of the man who
had the opportunity to buy, and to the

disadvantage of his competitors.

Very valuable information is secured

from salesmen which can be used to ad-

vantage by merchants.

Salesmen are being trained to-day to

counsel with merchants in regard to

their problems. It is part of a sales-

man's duties to do so.

Our customers to us mean more than
merely selling them goods and taking
their money. We want them to feel that

we consider them a part of our organiza-
tion.

We know that your success means
success for us.

When I say we, I mean the suppliers

of merchandise to retail merchants.

In addition to those elements which" I

have mentioned as going toward helping
to build up a successful business, I would
add as being especially essential, diplom-
acy and courtesy, which should be de-

veloped personally by every merchant
and carefully imbued into the training
of every employee of the business.

So much depends upon diplomacy that
it is an important factor in business
to-day.

Diplomacy in adjusting grievances,
whether real or imaginary. Diplomacy
in meeting and selling a customer. A
mere "Good morning, Mr. Brown," or
"Thank you, Mr. Jones," goes far to
bring a man back to your store.

Every man is human, no matter what
his temperament may be. He likes to
feel that you know his name. He wants
to deal in the store where he realizes
he is known by name.
Diplomacy is knowing when to, and

where not to, try and sell more to a
customer than he intended to buy.
Diplomacy is selling a man two ar-

ticles where it was his intention to buy
only one.
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This means bigger selling. Bigger
selling means bigger sales. Bigger sales

mean reduced cost of selling. Reduced
cost of selling means lower prices to

your customers or bigger profits.

If your sales are $50,000, and your
expenses 25 per cent., or $12,500, and
you can increase your sales to $60,000
without increasing your expenses, your
overhead will be lowered to slightly un-
der 21 per cent., a difference of 4 per
cent, in the cost of doing business, which
will mean $2,400 additional net profit

over the former year.

Courtesy under all conditions and cir-

cumstances is all I need say regarding
this element of business.

I would like to say before I close how
important it is to read carefully the
articles in trade journals.

Specialists in different branches of
business are at your service in giving
you ideas and information which must
help you in your business, if you and
your employees will carefully study the
articles which appear in them from
month to month.

If these articles are of interest to
manufacturers they must certainly be
more so to retail merchants.

Attending a dinner given by a Mont-
real merchant to his employees a few
days ago, one of the matters which he
called especially to their attention was
that he subscribed for five trade jour-
nals, and very seldom did anyone show
enough interest in them to ask to be
allowed to have them, so as to study the
articles in them.

Do not overlook the trade journals.

In summing up, I could suggest keep-
ing the following elements in mind in
building up a successful business:

Knowledge of expenses and profits.

Departmentalizing.
Moving dead stock.

Diplomacy.
Courtesy.

Truth.

When we have built up a profitable
business, it is not a successful business
unless it has grown up on honesty, truth
and fair dealing, and we cannot be con-
sidered as successful business men un-
less we have the respect and friendship
of the people of our community.

Let us strive for both, and if we can
attain them in connection with building
up a profitable business, then we may
feel reasonably assured that we may be
considered successful merchandisers.


