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Stock Turnover Your Success Barometer
By Robert Melees in Toilet Requisite

Many merchants have a hazy or confused idea of 
the term “Stock Turnover” and this hazy idea is 
responsible for the decreased profits and even failure 
of many merchants.

Stock Turnover is best illustrated by the following 
example:

You invest $1,000 in merchandise for your store, 
which you sell for $1,500. You then repeat your 
original order of $1,000 and sell again for $1,500. 
This operation is repeated say six times in the course 
of a year. What is the result? Simply that you 
have “turned your stock” six times in a year. In 
other words, you have purchased $6,000 worth of 
merchandise, which you have actually sold for $9,000, 
leaving you with a gross profit of $3,000. If six 
times a year is your normal turnover, and you in
crease this turnover to say eight times—a not im
possible procedure—you have increased your gross 
sales, also your gross profit without the corre
sponding increase in expenses. Your main items of 
expense, such as rent, rates, interest, light, heat, 
power, depreciation on store fittings, fixtures and 
building, stock room, packing and shipping room ex
pense, and administration expense, will remain prac
tically the same, although you have increased your 
gross sales or turned over your stock twice more, 
and in some instances more than this. In addition 
to the savings in operating expense, there is the in
creased saving in the at least two to four or five 
per cent discount received by you on your increased 
purchases, not to speak of the many opportunities 
afforded merchants who are alive to these facts, of 
receiving opportunities to market special or new 
goods ahead of your local competitors. This is es
pecially favorable to the small merchant or dealer 
in direct competition with Department stores and 
Mail Order Houses, as owing to being on the spot, 
and giving special personal attention to “Stock 
Turnover” he is able to get quicker and more fre
quent action than his larger competitor and his over
head or carrying expense are so much lower that he 
can often unload slow moving materials to advantage.

When you have increased your rate of turnover, 
don’t stop and feel that you have touched the “peak” 
of your market, for the moment you do this, you play 
into the bands of your competitors and give them a 
wide open mark to shoot at. Always remember that 
at sometime somewhere a competitor will crop up 
who will operate on a lower margin of profit than 
you do, by means of additional “Stock Turnovers” 
and prove to you that your idea of “peak” is all 
wrong. How is it possible for him to do this, you 
say. Very often it is done by special sales cam
paigns and arguments designed to appeal to the right 
kind of trade, and in addition the use of a well 
planned advertising scheme, supplemented by a mail 
campaign, increase the rate of turnover above the 
figure you have set as the “peak” and so obtain a 
portion of your trade and in addition some of the

trade that you in your satisfaction have not ob
tained by your methods.

One of the largest specialty stores in the East was 
very much surprised to find recently on completion 
of the inventory, that in spite of seven turnovers a 
year in certain lines, their stock on hand was greater 
than when their turnover was only four times in a 
year. An investigation revealed the fact that, al
though the stock had averaged seven turnovers a 
year, certain lines had proved to be slow sellers, and 
when repeat orders had been placed, no regard was 
paid to the fact that these slow movers had not been 
entirely exhausted. The balance on hand of the slow 
movers, accumulated after each purchase, until 
the final inventory disclosed the condition described 
above. Further investigation showed, that the slow 
movers were in three departments, and further 
digging developed that two of-these departments, in
stead of showing their proportion of profit, had ac
tually been operated at a loss, and the third depart
ment showed a profit of less than three percent. 
They immediately put on a special campaign designed 
to unload these accumulated stocks, and at prices 
that just barely met expenses, but the gain to them 
was in fact that money invested in these goods—ex
cess of their requirements—was released for other 
merchandise that moved more rapidly.

Turnover figures, to be of any good, must be ob
tained at least monthly. In the case of the small 
store or dealer, it is better to have them weekly, 
and where the product is seasonable or subject to 
the dictates of Dame Fashion, daily reports should 
be obtained, so that the fad or fancy of today may 
be captilized and not become the wreck of tomorrow. 
Regular reports of this kind enable the merchant to 
adjust errors as they occur, and to watch his mar
ket very carefully, so that he will not over or under 
purchase in order to take care of his trade. In addi
tion, it will enable him to cut his losses on slow 
moving items.

Method of Controlling Stock
A good but simple method of keeping control of 

stock for small stores and departments is to use an 
alphabetical index or key letter system for control, 
i. e., use say letter “X”  to designate the year of pur
chase, and then the letters “A to L” to designate 
the months in that year in which the stock actually 
was put into your stock room, or received at the 
store or department, and adhere to these key letters 
in all your subsequent movements. Instruct your 
stock room clerk to designate the distinguishing 
ing marks on the delivery slip to the sales clerk, 
and insist that he always give the first purchase 
until the lot is exhaused rather than the latest pur
chase. Moreover, when your sales people requisition 
more stock have them advise the stock room as to 
what stock they have used before by designating the 
symbols, X-C, for example, which would tell the stock 
clerk that she was using March purchases for the 
current year. If this is not done and clearly under-
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stood, you will find that the latest shipment is sent 
out on the sales floor while some of the previous 
shipment is still on hand. The stock clerk having 
this key symbol on his stock cards can quickly 
run over them and supply the manager with a record 
of the stock items that are dragging and prevent 
further buying in those lines until stock is reduced, 
thus obviating a situation like the one detailed above. 
In other words use X for, say the year 1924, X-X 
for the yeaV'4-925, and X-X-X for the year 1926, 
then use the letters A to L after each of the symbols 
to designate the month in which the article was,put 
in stock, the. sales girl on receipt of the stock 
would immediately know, if the article was desig
nated X-C, that she was selling recent purchase, and 
could assure the buyer that it was fresh «tock. If it 
was marked X-A she would watch the sales of these 
items, plus any possible returns, and report to the 
head of the department that she was still selling 
stock three months old, and that might be the reason 
they were going so slow. By. this method of co
operation on the part of the stock room, sales girl, 
and purchasing department, long before the X-X-C 
stage was reached, the management would have had 
at least a half a dozen warnings that their stock 
was old and tying up invested capital, and were 
better off the shelves, even at a loss, than the pos
sibility of selling stock that had lost its color, virtue 
or strength, as would be the case in many instances, 
especially in the drug and perfumes’ lines where the 
turnover is seldom over four times a year.

Make Tour Sales Active
It is not the margin of profit on the dollar that in

dicates if you have had a good year or not. It is the 
number of times each individual dollar of your in
vested capital—n.p matter wher$ used in your busi
ness—has been turned over during the year that 
counts and makes for profits. There are far too 
many drugs and tpilet goods departments that are 
thoroughly satisfied if their stock is turned four 
times a year; yet if thfey took stock of all the pos
sibilities in their various lines, they might and could 
do a turnover of seven times a year with little or no 
added expense. Every woman buys perfumes, pow
ders, compacts, lipsticks, fancy goods and articles, 
almost every month of her life, and some buy every 
week. Why assume therefore that because Christ
mas, New Year and Easter are the big times of the 
year, and that the summer trade is the fourth big 
event, and be satisfied with it? Use these special 
seasons as adjuncts to your sales policy, and make 
the periods in between yield stock turnovers, and in 
the summer months go out after the summer trade.

Every town, no matter how small, has a transient 
population in the summer months, all of whom can 
be sold something in the drug or toilet goods line. 
No woman travels with everything she needs. There 
is always something forgotten, and even if this is 
not the case, there is always the possibility of her 
wanting to try something the people she is staying 
with have shown or recommended to her.

Stock Turnover by Lines
If an analysis, whether daily, weekly or monthly 

is made up by lines, it will enable the successful 
merchant to segregate fast and slow moving lines, 
and concentrate on the slow items. It will also tell 
him more surely than any other barometer he may 
use, what the public demands, what his competitor 
is putting across, and permit him to distinguish both 
of J;hese from the lines which the public must have, 
but which their taste in the particular territory or 
town has not been educated to know that they need 
them or must have them, if they wish to keep up to 
date. No woman likes to be thought out of fashion, 
though she may intimate that she does not care to
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follow it. This information will also tell him where 
to concentrate the most sales effort, and enable 
him to introduce sales methods particularly adapted | 
to the special conditions and stock concerned. He 
can also decide1, immediately whether it is best to 
increase his price on slow moving1 material to make 
up for the loss in turnover, a bad method to use, 
but sometimes forced on us. Or he can go a step 
further and decide whether by decreasing his ratio 
of gross profit he can secure increased turnover.
Last but not least, he can control and keep at a 
minimum his purchases and stocks on all lines 
handled during the year.

One hundred dollars invested in merchandise that 
is turned over ten times a year will make more 
profits for you than the same amount turned over 
five times, even if your ratio of gross profit is larger 
in the five times turnover than in the ten. Always 
remember that even if your margin of profit on cer
tain lines is smaller, say even as low as five per 
cent, if you turn over your stock often enough, the 
annual turnover on your money is greater.

Stock Turnover and Collections
Slow moving merchandise on your shelves in

creases the amount of your investment, not to speak 
of the cost of operating your store.

How many times have you heard the Cry: “ If I 
only had another $5,000 capital I would do a whale 
of a business,” and yet if the truth were faced, we 
would fine more than this figure in dead stock on our 
shelves, comprised of stock whose sales, for one 
reason or another, had fallen off, and yet if realized, 
even at a sacrifice, would provide more than the 
necessary $5,000 asked for above. Again, many small 
merchants and stores carry accounts on their books 
long past the limits allowed by good business prac
tice or procedure for no other reason than, “ I don’t 
want to offend Mr. So and So” or because “He’s a 
good fellow and will pay me when I get around to 
it.”

Make your terms right, and whatever terms you 
make for your trade, stick to them through thick 
and thin, even if you do lose a customer here and 
there. Don’t give Mr. Jones credit this week and 
then wonder three months hence why he has changed 
from a cash customer to a bad credit risk, and fur
ther why it is you are not only out his account or 
have difficulty in collecting, but also do not get any 
of his cash trade. Concentrate on the good trade, 
adding new accounts every month, secure as many 
turnovers as possible, don’t rest on your oars, give 
best quality consistent with low prices, and above 
all give Service and have courteous sales people, who 
know the line well. Even if you have to pay a little 
more for that kind of help it increases the turnover 
and profits.

Stock Turnover and Tour Competitor
Don’t be afraid to meet your competitor and relate 

your experience in the management of your store or 
department and especially turnover problems. You 
can learn a lot from him, and he can do the same 
from you. He may be selling heavily in a line you 
are weak in. Study out the situation from his angle, 
maybe he has a better layout, better store, better 
sales people, or perhaps he gives extra service that 
you may not have thought about, or perhaps if you 
did, considered it was not worth while doing at this 
time.

Price cuts will not build up permanent trade, no 
matter how good the product will or may be. You 
must give service, high quality, be up to date, take 
nothing for granted—no matter how old a client he 
may be—and see that your help know the line and 
product and are anxious and willing to give service. 
Follow out the principle that we are all human, and
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need a little coaxing once in a while, each trying 
to make his or her mark in the world, but after 
all is said and done, we have to work and live to
gether for the benefit of all, and if we are sincere 
in our efforts we will finally win out over the sys
tematic price cutter. It is much better to show a 
competitor in the course of a personal talk his error 
and induce him to do better and make a sucess for 
both of you, than to ignore him and both of you be 
failures. When you win him over to your viewpoints, 
if they are based on fundamentally sound principles, 
you have added to your own future success. Your 
competitor is a vital factor to you and the welfare 
of the community in which you live and operate. 
Help him—collaborate with him, study him, study 
his methods, and if he is on the wrong track when 
you set him straight you have helped him with his 
turnover as well as your own.

Relation of Turnover to Profit
You pay a certain amount for goods sold, and then 

sell them for a greater amount than the first. It is 
the difference between these two figures that mea
sures your sucess or failure. The merchandise it
self is only the means you employ.

Many merchants want to invest very little money 
in stock. In such cases, turnover of original invest
ment is vital because original investment must come 
back before it can be re-invested. This is dependent 
on the movement of the merchandise, but extension 
of credit and unit of profit are important factors.

Turnover properly analyzed will largely determine 
the advisability of more or less credit and the 
amount of profit essential for any given investment 
and given or probable sales.

OMAHA DRUGGISTS IN PUBLICITY DRIVE

Co-operative Good-will Advertising Campaign Is 
Awakening the Public to the Importance of the 

Registered Pharmacist and the Drug Store 
to the Community—Definite Results Seen

By A. E. LONG
Forty-two of the most progressive retail druggists 

of Omaha, Nebr., are in the midst of a well directed, 
co-operative, good-will newspaper advertising cam
paign that has many of the other retail merchants 
of the city fairly gasping in amazement.

The purpose of the campaign is to acquaint the 
public with the importance of the registered phar
macist and the drug store to the community. That 
it is a tremendous success, and worthy of adoption 
by druggists all over the country is evidenced by the 
favorable and highly interesting comments of the 
press and public alike, as well as greatly increased 
sales.

Credit for the publicity is given to Jimmy Austin, 
a newspaper man, who admits it is merely an 
elaboration of one tried out in Texas last year. Aus
tin arrived in Omaha to find the local druggists 
without an organization of any sort. He promptly 
got them together and the Omaha and Council Bluffs 
Druggists’ Association was formed, with H. C. Mel- 
cher, president of the Melcher Drug Company, as 
president.

The druggists were quick to sense the value of £ 
sustained publicity campaign, and readily agreed to 
contract for a half a page of newspaper space each 
week over a period of one year, on a clever co-opera 
tive basis.

The half-page advertisements tell the whole story 
of the drug store, the proprietor, and the registered 
pharmacist; who and what they are, and what the) 
mean to the community, in an unmistakable and at
tractive manner.

It is pointed out that the druggist who serves the 
public at all hours in the matter of prescriptions 
and other emergency necessities, is entitled to and 
should receive, the patronage of the community in 
lines other than medicines and emergency acces
sories.

One of the features of the campaign is the intro
duction of a “specialty” week by all the druggists 
taking part. Each week a portion of the half page 
space is devoted to some line of goods carried by all 
the druggists of the association, the druggist getting 
in line with special window and counter displays. 
The good will idea is not lost sight of, however, as 
the copy, which is specially prepared for each issue, 
is cleverly worded to carry it along.

Each advertisement is headed by an appropriate 
drawing or sketch, suggestive of the line being fea
tured in the forty-two stores that week. Thus, on 
candy week, a woman was shown, registering antici
pation as she examined several boxes of candy in a 
drug store. Immediately beneath this comes the cap
tion, in bold face type, “ Your Druggist Sells Only 
the Purest Candies.”

Beneath this, the advertisement leads off:
“Ever since the early days when the druggist sold 

only candy possessing medicinal value, your drug
gist has enjoyed a reputation for ‘pure candies.’ He 
selects his candies with the same professional care 
that characterizes the selection of his drugs, chem
icals and drug sundries.

“Make sure you get pure candy by buying from 
your druggist. Select your children’s candies with 
the same care that you use in selecting your food.

“Remember that your druggist is a public servant. 
He daily performs many services from which he 
derives no revenue. This fact, plus the fact that his 
services to you in time of need are beyond price, 
makes it merely a matter of courtesy for you to buy 
your candies and other needs often purchased else
where, from your druggist.”

Down the margin of the advertisement is carried 
each time, a complete list of the druggists conduct
ing the campaign.

Still another of the advertisements featured the 
fact that the registered pharmacist deserves the 
public patronage.

“You have a right to know,” the advertisement 
reads, “whether or not your druggist is a graduate 
of an accredited school of pharmacy and registered 
by law to serve you. The mission of the druggist is 
far too important to trust to anyone who does not 
measure up to the requirements of the law.

“ Satisfy your self now that your druggist is regis
tered by law.”

Not the least important angle of the campaign, 
from the druggists’ point of view, is the compara
tively nominal expense. To properly apportion the 
cost, the stores were divided into four classes: A, 
B, C and D. Those in class A, pay $4 a week; those 
in class B, $3 a week; those in class C, $2.50 a week; 
and those in class D, $1.50 a week. The expense was 
thus brought down to a point where few felt they 
could afford to stay off the band wagon when this 
class of educational campaign was begun.

Occasionally during the campaign the week’s ad
vertisement does not feature any particular item, 
but is devoted entirely to the service the druggist 
renders, and his qualifications.

“ It is a little early to say exactly what the final 
effect will be,” said one prominent druggist, “but 
one thing is certain, it does not cost us much, busi
ness has greatly increased, and many business men 
in other lines have spoken to me about the campaign 
and asked about the results. Many who have spoken 
to me mentioned that it had never before occurred to 
them just what the community owed the druggist,
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“The druggist as a public servant, and just how 
much the public depends on him and his expert 
knowledge in time of crises, has been stressed at all 
times. In that way, at least, the public has been do
ing some thinking, and surely there will be great 
good will results from such a campaign as this one.”

“You would be surprised at the number of tele
phone calls we get from our women customers ask
ing about special sales on toilet articles, and so on,” 
said the manager of one of the largest stores in the 
city. “Women are particular about such things you 
know. An interesting insight into the average wo
man’s sense of caution is the fact that since this 
campaign began we have had more than one inquiry 
from mothers seeking to check up on prescriptions 
for their babies.

“Why I’ve even had one of my women customers 
get me out of bed in the middle of the night to ask 
if her corner druggist could be relied upon to proper
ly fill a prescription.

“Such incidents as these proves beyond question 
that the campaign is getting results. The public is 
beginning to appreciate, as never before, just what 
the druggist means to them in their daily life. It is 
unfortunate that druggists have permitted their part 
in the community life to go unnoticed, or rather un
sung. I am firmly convinced that the results of this 
campaign will prove both definite and lasting.”

“The line—‘Have you forgotten your druggist? Do 
you realize that if he depended upon the filling of 
prescriptions entirely that he could not exist—and 
that he must of necessity depend upon the sale of 
toilet goods, candy, cigars, magazines, drug acces
sories and scores of other home needs in order to 
stay in business’ which is carried in nearly every 
one of the half page advertisements, is certainly 
having the desired effect, there is no gainsaying 
that.”

The campaign is, first of all, a campaign of good 
will, and secondly, a campaign to point out the many 
things that the. druggist has to sell besides drugs 
and medicines. This latter phase, judging by the re
sults already achieved, is sure to prove highly suc
cessful.—Pharmaceutical Era.

GLYCERIN FOUND VALUABLE IN TREATMENT 
OF DIABETES

What is hailed as an important discovery has been 
made at the Johns Hopkins Hospital by research 
workers, this being the value of the use of glycerin 
to supplement insulin or even in some cases as a 
substitute in the treatment of diabetes. The dis
covery, which has been announced to the medical 
world, is declared to be the result in part of ex
periments and in part of chance. The element of 
chance entered when it was found that a patient 
who was to receive insulin injections under the terms 
of the gift made by John D. Rockefeller, Jr., was 
neglecting the treatment. This patient, who proved 
to be temperamentally unfit for the administration 
of insulin injections, made no objection when given 
glycerin as a daily diet in carefully balanced doses. 
The patient, who had grown worse when he declined 
to receive the insulin injections, made a prompt re
covery after taking the glycerin.

The Johns Hopkins Hospital report avoids sweep
ing conclusions, the results obtained bei îg described 
by Dr. Henry Thomas, Jr., who issued the report, as 
follows:

“Glycerin’s sphere of usefulness as a daily op
ponent of diabetic diet is limited to those cases in 
which the carbo-hydrate tolerance is slightly low
er than that necessary to permit of a maintenance 
diet; that is, of a diet that will prevent loss of weight 
when the patient resumes daily routine of life and 
moderate work.

“ In cases of this kind, a tired, hungry, discouraged 
person may be converted by means of a glycerin 
content diet into a cheerful, contend one, for whom 
some degree of physical activity is possible.”

In the report of one case it was shown that by 
substituting 30 grams of glycerin for 14 grams of 
carbohydrates in the diet 40 per cent of glycerin 
was ingested and “burned as such.” With this diet 
the formation of acetone in the body stopped. The 
patient at first lost weight, but when the quantity 
was increased to 40 grams of glycerin a day he began 

■ to gain weight and strength. Then, as a test, the 
glycerin was cut out of the diet for five days, and 
the acetone reappeared in the system, what is known 
as blood sugar rose and bad symptoms of other kinds 
appeared promptly. When the glycerin was resumed 
with more confidence the acetone disappeared.—The 
Pharmaceutical Era.

GOODRICH HAS NEW LINES
“Give me something different” is the call of cer

tain qustomers. No matter what line of goods is 
involved,* someone is sure to want something dif
ferent, something distinctive. Perhaps it is inborn 
vanity; perhaps it is merely a desire to be different. 
However that may be, this tendency on the part of 
humans offers an opportunity to manufacturers and 
druggists to place new lines on the market and there
by strengthen the bond of friendship between the 
retailer and the customer.

To the prospective purchaser of a water bottle, 
fountain syringe,or bottle syringe who says, “Give 
me something different,” the Goodrich dealer is in 
a position to offer something really unusual, for the 
B. F. Goodrich Rubber Company has announced a 
new line of black and cherry red bottles and syr
inges. The colors are striking—deep, rich shades 
that convey at once the idea of beauty, quality and 
strength. The quality is pure gum, resulting in a 
bottle of light weight. The finish is the usual Good
rich high-gloss.

These two new members in the No. 35 line, offered 
at no advance in price over the regular numbers, 
are proving very popular. No other line that the 
Goodrich Company has announced in recent months 
has attracted so much attention.

HEROIN
Exempt preparations containing heroin may still 

be sold as formerly. Narcotic prescriptions con
taining heroin may also still be filled as formerly. 
The new law only prohibits the manufacture in the 
United States of heroin or the importations of opium 
into the United States for the manufacture of heroin. 
Undoubtedly physicians will, on account of the law, 
either stop prescribing heroin or greatly reduce the 
number of prescriptions they write. The quantity 
now in the market is sufficient to take care of all

PHARMACOPOEIA IN CHINESE
The Pharmacopoeia of the United States, the legal 

standard for drugs and medicines under the Federal 
Food and Drugs Act, has been translated into 
Chinese, and for the first time in its long history 
China is now governed by nationally recognized 
principles in this field, it is announced by the Ameri
can Pharmaceutical Association.

China’s turning again to the West for aid in re
construction means, it is pointed out, not only an 
extension to the Orient of America’s sphere of in
tellectual influence but also the opening up of mar
kets for U. S. drugs and medicines.

There are fifty-seven rules for sucess. The first 
is to deliver the goods. Never mind the rest.— 
Adam’s Impressions.
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OMAHA CONVENTIONS
October 14-15—Woman’s Missionary Society United 

Lutheran Church; secretary, Mrs. L. A. Hornburg; 
headquarters, Kountze Memorial church.

October 15-17—State Library Association; secre
tary, Miss E. M. Langdon, University Place, Nebr.; 
headquarters not decided.

October'lS—Nebraska Forestry Association; secre
tary, Mrs. J. H. Corrick, Palisade, Nebr.; headquar
ters not decided.

October 22-23—Nebraska State Bankers Associa
tion; secretary W. B. Hughes, Omaha; headquarters, 
Hotel Fontenelle.

October 22-24—Nebraska State Association of 
Blacksmiths, Horseshoers and Wheelwrights As
sociation; secretary, George C. Cistern, Grafton, 
Nebr.; headquarters, Hotel Castle.

in this country who make a business of imitating 
the successful specialties of others. The pirating 
of specialties has gone on for years, usually without 
hindrance. This decision will place an important 
weapon in the hands of manufacturers to protect 
the products of their ingenuity against substitution. 
—The Pharmaceutical Era.

HAT FEVER IN THE UNITED STATES
Hay fever was first recognized as a disease in 

1819, and its general cause from pollen established 
in 1873. It is now definitely recognized that the true 
cause of hay fever is the pollen of various trees, 
grasses and weeds, which are carried upon the air.

Hay fever, variously called hay asthma, hay cold, 
rose fever, rose cold, autumnal catarrh, etc., occurs 
from spring to winter, according to locality and ac
cording to the time of blooming of the many different 
plants, grasses and trees, whose flower pollen is 
known to cause the malady.

In some cases the attack occurs in May or June. 
Many suffer during July when haying season is on, 
and the attack is frequently called hay asthma. 
However, probably the greatest number are afflicted 
in August and are relieved only when frost comes, 
usually in October. During the whole year, how
ever, it frequently happens that hay fever sufferers 
are acutely sensitive to dust, smoke, gases, animal 
odors, etc.

The lowest authoritative estimate as to the number 
of hay fever subjects in the United States is 1,000,- 
000; but since the means of gathering statistics thus 
far are neither perfect nor complete, and, since also 
hay fever by many is still unrecognized, frequently 
being taken for an ordinary summer cold, it is al
together probable that this estimate is far too low, 
other estimates have placed the number as high as 
6,000,000.

The development of Dr. Platt’s Rinex prescription 
followed a period of approximately seven years of 
careful clinical study of respiratory diseases. More 
than 7,000 clinical cases were treated, and the Rinex 
preparation was not put on the market until it had 
been demonstrated to be very highly efficient. In 
more than 3,000 clinical cases treated with the pre
lected prescription, more than 95 per cent were fully 
relieved in twenty- four hours.

THE PIRATING OF SPECIALTIES
The decision of the U. S. Supreme Court in the 

case of Eli Lilly & Company against William R. 
Warner and Company is of great importance to 
pharmaceutical manufacturers. The court held that 
Coco-Quinine is descriptive, thus not privileged to 
enjoy the privileges of a non-descriptive trade-mark. 
The court held that a pharmaceutical manufacturer 
has no exclusive right to the formula of a prepara
tion developed by him. Notwithstanding these facts, 
the court decided that a manufacturer has the right 
to be protected against unfair competition of an 
imitator of his specialty.

This decision establishes an important precedent. 
There are a number of manufacturing pharmacists

Try this One 
On your Victrola.
A gentleman 
Of an investigating 
Turn of mind 
Wanted to know 
What a fish 
Would do
Under certain conditions.
He divided
A fish globe
At its center
With a sheet of glass.
Filled both sides
With water
Put minnows
On one side
A fish
On the other.
The fish at once started 
After the minnows. 
Nothing to it 
But a bruised nose.
After several attempts 
The fish gave up trying. 
The sheet of glass 
Was removed.
Nothing doing.
The fish had bumped 
His nose before 
He would not take 
Another chance.
The minnows could play 
All around
The fish was through.
He had concluded 
Business was bad 
So what was the use? 
The poor fish!

Can we look for a real old-fashioned winter this
year?

Roger Babson’s organization report of September 
23rd says that “according to all predictions and 
forecasts we may expect a long severe winter 
throughout the northern states.” He further goes 
on to say that “clients who are selling seasonable 
merchandise may do their dealers a real service by 
pointing out to them the probability of an early 
severe winter and by seeing that they are adequately 
stocked.” : ; , /

Babson’s predictions are generally very reliable 
and from a purely business standpoint we hope he 
runs true to form in this case.

GINGER SALES JUMP 200 PER CENT IN OHIO
The demand for Jamaica ginger has increased 

200 percent since prohibition went into effect, ac
cording to a report of the Ohio State Pharmaceutical 
Association. Enough of the double-strength product 
is being manufactured in the state to give every 
citizen a teaspoonful every day, the report said. 
Members of the association believe that the manu
facture of Jamaica ginger should be prohibited en
tirely, ulnless adequate measures can be devised to 
stop its use for other than medicinal purposes, 
heroin perscriptions received. >

H



FREE GOODS 
DEALS, 1924

YOUR LAST OPPORTUNITY THIS YEAR

October 13th to November 8th

DEAL NO. 1

Order 2f doz. Tanlae @  $9.00 per doz 
Get 4 doz. Tanlae ...........................

$24.75
FREE

3 doz. Tanlae costs you 
Your profit

$24.75, or $8.25 per dozen 
................ $4.95 per dozen

DEAL NO. 2

Order 5 5/12 doz. Tanlae @  $9.00 per doz 
Get 7/12 doz. Tanlae .............................

6 doz. Tanlae costs you 
Your profit..............

$48.75, or $8,124 per dozen 
................ $5,074 per dozen

DEAL NO. 3
Order lOf doz. Tanlae @  $9.00 per doz 

Get 14 doz. Tanlae ...........................

$96.00, or $8.00 per dozen 
................ $5.00 per dozen

12 doz. Tanlae costs you 
Your p ro fit ........

DEAL NO. 4
Order 21 doz. Tanlae @  $9.00 per doz 

Get 3 doz. Tanlae .........................
$189.00
.FREE

$189.00, or $7,874 per dozen 
.................  $5,324 per dozen

24 doz. Tanlae costs you 
Your profit . . .
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Ruy It In Your Own Home Town

Fralinger’s long bar salt water Taffy, packed only in one-pound boxes, 
about 64 bars to pound. Eighteen flavors. Each bar wrapped in parafined 
paper. ; '

Per pound ................................................................................................ .......... 40c

Twenty-five one-pound boxes to the case

The Super-Quality Long Kind
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Personal Points
Pertaining To Pharmaceutical People

NEBRASKA

Omaha, and will handle Bunte’s line and other 
standard goods.

Edwin F'ricke of Plattsmouth and Frank Schwake 
of Nebraska City have returned from a trip through 
the lake resorts in northern Minnesota and report 
a most enjoyable time.

Mr. and Mrs. Edw. Helsing of Wahoo have returned 
from a motor trip through Iowa and Minnesota lake 
resorts and report an enjoyable time.

The Elks will hold their Harvest Carnival at the 
Elks club rooms, Plattsmouth, November 17 to 22.

C. R. LeBar, who was formerly in the drug busi
ness at Ithica, purchased an entire new stock from 
the Richardson Drug Co. last month and has opened 
up a store at Surprise.

Thomas Harkness, who graduated recently from 
the University of Nebraska, has accepted a position 
with C. A. McVicker of Gothenburg.

Miss-Anna Norsworthy has returned to McVicker’s 
Pharmacy at Gothenburg after a very enjoyable vaca
tion in Chicago.

A. C. Lantz and family of Kearney motored to the 
eastern part of the State last month on a business 
trip. Mr. Lantz is looking forward to a splendid 
business this fall.

A. B. Hunt of Red Cloud visited the Richardson 
Drug Co. last month while in Omaha.

W. A. La Violette of North Bend spent several 
days in Omaha last month buying goods of local 
jobbers.

Mr. and Mrs. Ora E. Copes of Avoca have returned 
from a two-weeks’ motor trip to the Black Hills in 
South Dakota. They report a most enjoyable trip.

Mr. Thayer of Thayer’s Drug Store, Sidney, made 
a two-day trip to Colorado last month.

J. G. Ayars, druggist at Mitchell spent several 
days in Denver last month during Market Week.

Mr. and Mrs. H. F. Maika of Chadron motored to 
North Platte last month where they visited their 
daughter, Mrs. Dr. Grovner Dovey.

Bernard Holsten of F. E. Holsten & Son Co., Al
liance, was in Chicago last month buying holiday 
goods. Mrs. Holsten accompanied him and they both 
had a very enjoyable trip.

R. C. McNees of the Chadron Drug Co., Chadron, 
was in Omaha during Ak-Sar-Ben and did his Christ
mas buying. _ „ ,

Sympathy is extended to S. W. Green and family 
of Ewing in the loss of Mrs. Green’s mother, whose 
death occurred last month in California. The re
mains were brought back to the old home at Decorah 
for burial. , _ '' /

IOWA
’ Fred McDonald, who for several years has been 
manager of the I. C. Wood & Company drug store 
at Logan, has purchased a drug store at Perry. The 
Omaha Druggist wishes him success in his new 
venture. •

Lee Doty of Missouri Valley has accepted the 
management of the I. C. Wood & Co. drug store at 
Logan, where for a number of years Mr. Doty was 
manager of the drug department of a large de
partment store. The people of Logan welcome Mr. 
Doty’s return.

, Lynn Thompson of Scottsbluff and O. T. Attebery 
of Morrill were also Market Wetik visitors in Denver 
last month.

W. G. Loney of Bayard says business is good and is 
looking forward to a bigger business this fall. Mr. 
Loney is a hustler for business and there is no ques
tion but that he will get his share of the drug busi
ness in Bayard.

C. H. Allen, owner of the Mitchell Drug Co. Mit
chell has one of the best stocked stores in the North 
Platte Valley and enjoys a large business. Mr. Allen 
is an old timer at the drug game and he knows how 
to keep his old customers as well as secure new ones.

H. E. Brown of the Brown Drug Co., Scottsbluff, 
says that he and Mrs. Brown expect to take a trip 
via the automobile route this month down to Omaha 
for a week or ten days. ,

Harry Stackhouse, owner of the Scottsbluff Drug 
Co., Scottsbluff, contemplates a trip to Omaha this 
month, also a visit with friends on the Iowa side of 
the river. Mrs. Stackhouse and children will accom
pany him.

Chas. E. Davidson, owner of the Ogallala Drug Co., 
Ogallala expects to take Mrs. Davidson and the chil
dren on an automobile trip down in the eastern part 
of the state this month visiting Hastings and other 
towns in that section, coming back by the way of 
Omaha. .

S. W. Ewing of Valley visited the Richardson Drug 
Company October 1st. 1

Mr. Hildebrand of the Boyer Drug Co., York, was 
in Omaha last month and paid the Richardson Drug 
Company a visit. ,

Max Herrington of Millard visited the Richardson 
Drug Co., October 1st.

W. W. Decker, formerly representing Thompson 
Malted Milk Co. in this territory, has organized the 
Golden Rod Candy Company at 6022. Frederick street,

COLORADO
A. W. Thormann, druggist at Fort Collins, has re

turned from a two weeks’ vacation. Mr. Thor
mann visited Kansas City, St. Louis and Louisville, 
Kentucky, and other eastern cities and reports a 
very enjoyable trip. He was pleased to find that the 
boys had run the old drug shop very nicely and that 
business was"good while he was away.

A. W. Scott and wife of Fort Collins have returned 
from a two months’ stay at their ranch ,in the moun
tains which is about forty miles west of Fort Collins. 
Mr. Scott says he feels twenty-five years younger.

H. W. Patterson,, druggist at Fort Collins, says 
business is exceptionally good and has been all 
summer. Mr. Patterson is contemplating a trip this 
winter to southern California to escape some cold 
weather.

Mr. and Mrs. W. W. Potter of Boulder are planning 
a trip to New Mexico and Arizona this year and will 
leave their son in charge of their store.

Albert Herzog, owner of the Regal Drug Company, 
Colorado Springs, has put in a balcony at the rear 
of his store and has opened up a new beauty parlor 
known as the Colorado Springs Beauty Parlor. Mr. 
Herzog says this department has done a wonderful 
business every since it was opened. He has also 
had a good drug and soda fountain business. Mr. 
Herzog believes that fine window displays will get 
business.

The new branch store of the Buenger Drug Co. at 
Sixteenth and Lawrence, Denver, is one of the finest 
in that city. This store is furnished throughout with 
new fixtures and a new twenty-foot soda fountain. 
Mr. Buenger is to be congratulated upon having such 
a nice store and the Omaha Druggist extends best 
wishes for his ‘ success.



Guy Brennert, owner of the Brennert Drug Store, 
Seventeenth and Larimer street, Denver, says busi
ness is always good; not much change during the 
whole twelve months. This is one of the oldest drug 
stores in Denver.

E. F. Freytag, owner of the Atlas Drug Company, 
Denver, has just returned from a motor trip through 
the mountain districts of the state. Mr. Fteytag says 
he took his time and made a number of stops for a 
day or two, but is now ready to attend to business 
for another twelve months.

A new sign bearing the name “Jeancon Drug Co.” 
was recently put up over the door of the Scholtz- 
Mutual Drug Co., Sixteenth and Broadway, Denver. 
Mr. Jeancon formerly owned this store eight years 
ago and sold it to the Scholtz Mutual Co. He recent
ly bought the store back and says it is like old times 
to get back in the old stand again.

WYOMING «
Robert Stolcis of the Cambria Commercial Com

pany, Cambria, enjoyed a two weeks’ vacation by 
going to California. Bob says he didnt have time to 
see it all.

Ray Dame, manager of the Kimball Rexall Drug 
Store, Casper, motored to his old home town, Strat
ton, Nebraska, last month and from there drove to 
Lincoln, Nebraska, and attended the State Fair.

Gene Corbin of the City Drug Store, Lander, took 
his annual hunting trip up in the mountains near 
Lander last month, where he got his buck sheep.

SOUTH DAKOTA
Mr. and Mrs. Mark Jones of Rapid City were 

visitors of the Richardson Drug Company last month.
Rapid City demonstrated its ability to take care 

of a big organization like the South Dakota State 
Pharmaceutical Association when it entertained 
three hundred druggists, their wives and families 
during the week of August 12th. Every session of 
the association from the drop of the gavel by Presi
dent Bissell until the close of the entertainment fea
tures was a great success. John B. Green, secretary 
of the Rapid City Commercial Club, gave the address 
of welcome on behalf of the druggists and citizens of 
the convention city. Mrs. Susie Schram welcomed 
the visiting ladies. Responses were made by F. W. 
Brown of Lead and Mrs. L. E. Highley of Hot 
Springs. Geo. Reynolds, representing Noyes Bros. 
& Cutler, Inc., in South Dakota territory, spoke for 
the travelers’ Auxiliary. The opening talks were 
followed by the annual address of the president. 
President Bissell’s address was one of unusual merit. 
W. L. Buttz of Aberdeen was chosen president for 
the ensuing year and Lake Madison gets the 1925 
meeting.

E. E. BRUCE
E. E. Bruce, president of E. E. Bruce & Co., whole

sale druggists, Omaha, died September 11, after an 
illness of more than a year. He was seventy-seven 
years old.

Mr. Bruce was born August 30, 1847, at Hillsboro, 
Ohio. He had to leave home early as a mere lad in 
his teens and uneducated, he went to work for Tay
lor, Blake & Co., Ottumwa, Iowa. In 1881 he be
came a member of the firm and the name was 
changed to Blake-Bruce & Co.; a partnership com
posed of C. F. Blake, E. E. Bruce, W. B. Goodall and 
C. E. Bedwell. In 1886 they sold out to J. W. Ed- 
gerly & Co. and moved to Omaha and bought out 
the wholesale drug business of Henry T. Clarke 
Company. In 1893 the name was changed to E. E. 
Bruce & Co., Inc.; E. E. Bruce, W. B. Goodall and C. 
E. Bedwell, Mr. Bruce was the last of the original

partners as Messrs. Blake, Goodall and Bedwell had 
all died before him.

Mr. Bruce was one of the members of the board of 
directors of the Trans-Mississippi Exposition in Oma
ha, and had always been prominently identified in 
the public activities of this city.

When Mr. Bruce began business in Omaha his firm 
occupied small quarters. His diligent effort enabled 
him to develop the business sufficiently to move it 
into a new location twenty-five years ago. The firm 
still occupies these quarters.

Mr. Bruce was prominent in the Board of Trade 
years ago, and had extensive holdings in the Nebras
ka Cement Company, Rocky Mountain  ̂ Coal Com
pany and other corporations.

He was a member of the Masonic order.
Mr. Bruce was one of the original organizers of 

the Omaha Business Men’s Association more than 
twenty years ago.

Two daughters, Miss Elizabeth Bruce and Mrs. 
Charles F. McLaughlin, survive. The funeral held 
September 13, was attended by many prominent busi
ness men of Omaha who paid their tribute to Mr. 
Bruce’s sterling qualities as a friend and business 
associate.

SAMUEL H. SHOWERS
Samuel H. Showers of Linwood, Nebraska, died 

September 10th* He was eighty-five years old and a 
Civil War veteran in the same regiment with the 
late Col. C. F. Weller. Mr. Showers had handled 
drugs at, Linwood for thirty-seven years. Interment 
was made in Fremont cemetery.

DR* HENRY KRAEMER
Dr. Henry Kraemer, noted scientist, passed away 

at the Harper hospital, Detroit, Michigan, September 
9th. Funeral services were held at his late residence 
at Mount Clemens. Representatives were sent by 
leading scientific and professional institutions 
throughout the United States.

Dr. Kraemer was one of the most distinguished 
men in the Sciences of Botany and Pharmacognosy.

From an humble beginning he gradually mastered 
his sciences, obtaining five degrees “in causa” and 
one in “honorium.” He was an earnest investigator 
and seeker of nature’s truths. His many botanical 
papers are more than fundamental in science, but of 
very great economic value as his work in the study 
of control in flowerb and the purification of water 
by means of copper. He had a scientific mind, could 
state a problem, and, if it was worth while, solve it.

Dr. Kraemer was sought by many of the great 
captains of industry in America and was retained 
as a consultant in their research work and in their 
litigations. He developed the science of the micro
scopical study of crude drugs and their powders. He 
developed a method so that • anyone could identify 
any powdered drug or mixture of powders.

He wrote many original papers on botanical and 
drug subjects and published some eight large vol
umes which have been recognized is text books. He 
has been active in research work of the U. S. Phar
macopoeia since 1900.

For twenty-five years he was a professor in Botany 
and Pharmacognosy in the Philadelphia College of 
Pharmacy and at the University of Michigan. He 
held membership in many of the learned societies 
and was also elected to honorary membership in the 
foremost foreign pharmaceutical societies.

Upon his retirement from teaching in 1920 he de
voted himself to his scientific researches, and during 
this period he was Director of the Educational 
Courses of the Pharmaceutical Era. He leaves a 
wife and a little daughter.
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NEBRASKA PHARMACEUTICAL ASSOCIATION 
NOTES

Arthur E. Brady, formerly of Cozad, is now lo
cated at Potter.

S. H. Chism of University Place is running for 
representative on the Democratic ticket.

Geo. H. Jerome, an old time druggist of York, is 
now located at 127 West Fourth street, Long Beach, 
California.

The annual proceedings of the Grand Island con
vention has been mailed to every member, if your 
copy failed to reach you the chances are you have 
not informed the secretary of your latest address.

Lance Hooper of Holdredge who died recently had 
been a member of the association for twenty years.

Mr. and Mrs. M. J. Douglas, who have traveled very 
extensively during the past year, covering the coun
try fairly well from coast to coast, reports counting 
712 drug stores listed in the Los Angeles telephone 
directory. We wonder if the home people “try the 712 
drug stores first” before going anywhere else to 
trade.

H. A. Chambers, Sutherland, is the first application 
for membership received from the western part of 
the state since the Grand Island convention.. Now 
that the next convention is to be held at North Platte 
the secretary would like to see a better representa
tion in the list of members from that end of the 
state. Look in the back part of the new proceedings 
and you will find a list of towns alphabetically with 
the names of the members in each town.

Try opening up your store a half hour later and 
closing a half hour earlier for one month. This will 
give you thirty hours vacation that you have been 
denying yourself. Its not much but its about four 
days working hours for the average laborer in the 
trades. • Multiply this by the twelve months of the 
year and you have about fifty days to your credit 
and we believe you will be able to show as much 
net profits and you will have more energy to put in 
your business.

Opening on September 18th, with every available 
desk taken, the College of Pharmacy looks forward to 
a very prosperous year. As in previous years, stu
dents from over a dozen states are enrolled.

William L. Pratt and Hugh W. Rutt of the second 
year class are on the ’Varsity football squad, while 
Arthur Abts, is on the Freshman squad.

Frank Brau, Ph. G., ’24 is now’ located at 324 Lin
coln boulevard, Milwaukee, Wis. His brother, Louis 
(Pat), was a recent visitor at the college, driving 
in from Onawa, la., where he is with W. W. Lupton, 
Ph. G. ’05.

Howard E. Hansen, Ph. G., ’23, was married in 
Omaha to Emma Nachtigal of this city and is at home 
at the LaFayette Apartments.

Stephen H. Parquet, Ph. C., ’22, was married to 
Miss Nellie Cameron and they have recently returned 
from their honeymoon which was spent in South 
Dakota. Mr. Parquet is with the Dugan Drug Co. 
in Omaha.

Raymond S. Peatrowsky is now located with the 
Red Cross Pharmacy at Kewanee, 111. Others of the 
Class of 1923 to locate in Illinois are George Denbo 
and Joe Ellenwood.

Joseph J. Muelleman, ’25, has received the good 
news that he was successful in the Illinois State 
Board Examinations, being registered as an assis
tant pharmacist in that state.

Saturday, October 25th, has been designated as 
Homecoming Day this year and the College hopes 
to see as many of its alumni as possible on this 
date. The sorority and both fraternities are planning 
special entertainment and initiations on the night 
before and the Haskell Indians are scheduled for 
a big football game on Saturday afternoon. The 
committee in charge is working hard to make it the 
greatest homecoming in Creighton’s history.

Bryan Harlan, Ph. G., ’21, is now with his father 
in their store in Council Bluffs.

Peter A. Bendon, ’25, is doing advanced chemical 
work at the College and working during spare hours 
for the Drake Court Pharmacy in Omaha.

Lucille Winkler, ’25, of Lindsay, Nebr., has re
covered from an attack of diphtheria which pre
vented her enrollment at the College on the opening 
date.

Glenn H. Fritzler, Ph. G., ’21, is now proprietor of 
a store in Westmoreland, Kansas. “Fritz” writes that 
he will try to be on hand Homecoming Day.

Clyde W. Geiter, Ph. C., ’24, is enrolled for the 
Bachelor of Science degree in the College and has 
chosen for his thesis, “The Saturated Solutions Used 
in Pharmacy.”

E. C. Smith, Ph. G., ’18, is in the employ of the 
Fairmont Creamery Co., as assistant chemist.

DON’T WORK FOR THE BOSS.
One evening a Chicago druggist called his five 

clerks into his office and in an abrupt manner put 
to them this question:

“Now, I want to know who you gentlemen are 
working for.”

This rather startled them, but they all answered 
almost in unison, “Why, you, of course.”

“That is what I thought, and that is just what 
I don’t want,” snapped back the boss. “ I can swing 
my own job and you can work with me but not for 
me.”

They naturally agreed that he was fully capable 
of taking care of his end and that he knew his own 
job.

“I am working for myself,” continued the boss, 
“and I want you to do likewise. Just forget me 
and work for yourselves. Get the pep that is in 
you and put it into your work. You will enjoy 
your job 100 per cent more and you will do 50 per 
cent better. Work as if you owned the establish
ment and we will all be working for ourselves. The 
establishment is the boss, not me. Remember, I am 
working for it, too.”

“Give it the best you have, be honest with your
self and work for yourself. I will do the same. I 
know my job and you know yours. I want you to 
think as I think, and that is that I am right where 
I belong and no one can do the job any better than 
I can. In that way we will be honest with our
selves and with the establishment and there is no 
possible way for any competitor to beat us in our 
little game.”

This druggist had the right slant. He knew that 
if each and every one of his sales people would 
work as if they were a part of the establishment 
and were working for themselves instead of the 
proprietor there would be absolutely no chance of 
any of them proving a slacker. This is just the 
right kind of a talk to hand out to employes to 
get the best that is in them.—The Retail Druggist.

CREIGHTON COLLEGE OF PHARMACY NOTES
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Fill This Fall With 
MERCIREX Profits

A  Guaranteed Skin Treatment Guarantees Sales Success
Here’s the remarkable story about Mercirex: This wonderful new skin

cream was evolved in the laboratories of The L. D. Caulk Company, Milford, 
Delaware. It was then offered exclusively to the medical profession with the 
request that it be tried on various cases of skin disorders. Even the severest 
cases responded to the Mercirex treatment almost immediately! The greatest 
variety of skin ailments, from pimples and blackheads, to eczema of eighteen 
years standing, were eliminated with astonishing ease! Physicians and patients 
alike were unanimous in their praise.

Then Mercirex was offered to the public. Daily advertising appeared 
in the leading newspapers of various cities. This advertising told the story of 
Mercirex— told of its healing properties, of its stainlessness, of its delightful 
perfume. And now every advertisement ends with an absolute, positive guar
antee! A  guarantee that calls for refunded money if results fail to materialize 
in a reasonable time!

Today, Mercirex is a leading seller wherever it is displayed. It is just 
the sort of a product that a progressive druggist likes to handle because it is 
advertised every day, and because it is inherently capable of real, honest-to- 
goodness results. If your Mercirex stocks are low, order today from the 
Richardson Drug Company of Omaha.

D. CAULK COMPANY
MILFORD, DEL.

IERC1RI
C A U L K

Soap and Cream
Omaha Newspapers Every DayMercirex is Advertised in



Window of the O’Brien Drug Co., 20th and Farnam Sts., Omaha

■  -

Neat - Foot Shoe Polishes
Neat-Foot Shoe Polishes and Dressings are usually 

meritorious products, with selling points that appeal 
to the average woman. They are priced right and 
are put up in very attractive containers.

Th^ O’Brien Drug Company of Omaha used the 
above window display to see whether it could profit
ably interest folks in shoe polishes. During that 

'  short period Mr. O’Brien twice reordered Neat-Foot 
products, and is highly pleased with the results.

Neat-Foot Shoe Polishes and Dressings are be
coming very popular and are the leading sellers in 
many stores.

The Neat-Foot Company will be pleased to put a 
display in your window and co-operate with you to 
increase your shoe polish profits.

Ask the Richardson Drug man who calls on you.

THE NEAT-FOOT COM PANY
OMAHA, N EBRASKA



H ere’s the Vicious Circle 
in Hemorrhoids:

Constipation O intestinal, rectal and anal 
irritation O vascular congestion O inflam
mation O infection O hemorrhoids O pain 
ful stools O increasing, unreasoning fear of 
painful defecation O dilatoriness in bowel 
movements O habitual constipation O a n d  

the V icious C ircle  starts o ff a fresh  w ith  in ten s ified  m o m e n tu m . O

femorrhoids.

. ___ J

H ere’s How Anusol Suppositories 
Meet and Break it:
Remarkably prompt relief from pain, irritation, inflammation and con
gestion, yet g u a ra n teed  absen ce  of narcotic, habit-forming, toxic, or 
otherwise injurious ingredients (formula on every label) m->~ softening of 
stools m->- disappearance of the fear of painful defecation #-»- reassurance 
of sufferers, who can now re-educate themselves to regular bowel move
ments elimination of the continual set-backs antiseptic, healing, 
granulating and tonic action of the highest order b ->- a n d  th e V icious  
C ircle ceases to be.

Right Here is the Chief Reason Why 
Anusol Suppositories
have remained for over a quarter of a century, the standard and the most 
widely prescribed remedy for the relief and treatment of Hemorrhoids and 
the disorders which lead up to them.

Ever so often obviate operation.
Prevent recurrence where operation has become unavoidable.

A N U S O L  S U P P O S IT O R IE S  are manufactured in our plant at Bloomfield, N . J ., and when 
supplied in the U .S .A . can be relied upon as S T A N D A R D  and G E N U IN E  only, i f  the 
name “ S C H E R I N G  & G L A T Z , I N C .”  is found on the label and unbroken seal band.

Please see to it that you are adequately stocked.

T R Y  Y O U R  JO B B E R  F IR S T

SCHERING & GLATZ, Inc.
150-152  Maiden Lane 

N E W  Y O R K  CITY
Manufacturing Laboratories 

BLOOM FIELD, N . J.



Y l n u s o l  , i

, r  ~  < 5

Overheard a short while ago:

Physician (who recently moved his office): “  . . . .  and please always 
keep a good supply of Anusol Suppositories on hand. I 
have prescribed them ever since I first started in practice. 
Never ran across anything more uniformly satisfactory.”

Druggist (admittedly the leading one in the section): “ Doctor,
I have owned this store for ten years and managed it 
several years before that. In all this time we haven’t 
had a chance to let our supply get low. You can rely 
on our never being out of Anusol Suppositories.”



Com
Husking Time

REAL GOOD LOTION j
For Chapped Hands and Rough Skin j

THE BEST EVER SEEN

Does the Work 
and Pays the 

Profit

15 bottles

Richardson Drug Company
OM AHA, NEBRASKA



QUESTIONS AND ANSWERS
to Manufacturers

SE EK IN G  P A C IF IC  C O A S T  T R A D E
Q. Where is the recognized, logical and natural distributing point for Pacific Coast 

Trading activities?
A. SAN FRANCISCO.
Q. Where do such firms as Johnson & Johnson, Colgates’, Frederick Stearns, 

Upjohn, Eli Lilly, Parke-Davis, Sterling Products, Abbott Laboratories, Squibbs, 
Burroughs-Wellcome, Sharpe & Dohme, John Wyeth & Brother, Inc., Goodrich Rubber 
Co., Davol Rubber Co., U. S. Rubber Co., Miller Rubber Co., National Licorice Co., 
Bristol-Meyers, Armour, Borden Sales Co., Emerson Drug Co., Pacific Coast Borax Co., 
Peroxide Mfg. Co., Arlington Chemical Co., S. M. Bixby, H. K. Mulford, Wilson Labora
tories, and all other principal manufacturers of drug store products, have their Pacific 
Coast Headquarters?

A. SAN FRANCISCO.
Q. How many Retail druggists buy from San Francisco Trading Center?
A. Twenty-five hundred.
Q. What territory does the San Francisco Trading Center cover?
A. All of Central and Northern California, as far south as Santa Barbara and 

Bakersfield, and as far north as Central Oregon, all of Nevada, the Hawaiian Islands 
and the Orient.

Q. Is there any other trading territory in the Western States serving more retail 
drug stores than San Francisco?

A. No. The San Francisco and Alameda County Pharmaceutical Associations are 
among the five largest organizations of retail druggists in the U. S. A.

1. THE STIRRING ROD, published in San Francisco, is the only independent 
retail drug journal absolutely guaranteeing by sworn statement a complete 100% paid 
circulation to every druggist in this trading territory.

2. THE STIRRING ROD IS THE ONLY INDEPENDENT DRUG JOURNAL IN 
THE UNITED STATE ABSOLUTELY GUARANTEEING REACHING 2,500 DRUGGISTS 
MONTHLY IN THIS GREAT TRADING TERRITORY.

3. THE STIRRING ROD IS THE OFFICIAL ORGAN OF SAN FRANCISCO, 
ALAMEDA, CENTRAL AND NORTHERN CALIFORNIA DRUGGISTS’ ASSOCIATIONS, 
HAVING BEEN STARTED BY THE SAN FRANCISCO ASSOCIATION AS A MONTHLY 
BULLETIN OVER FOURTEEN YEARS AGO.

4. THE STIRRING ROD IS THE OFFICIAL ORGAN OF THE ALLIED DRUG 
TRAVELLERS OF CALIFORNIA, AN ORGANIZATION OF OVER 250 TRAVELING 
DRUG SALESMEN.

5. THE STIRRING ROD IS THE ONLY DRUG JOURNAL IN AMERICA WITH A 
MERCHANDISING TRADE EXTENSION CLUB HAVING A MEMBERSHIP OF OVER 
500 DRUGGIST-MEMBERS AGREEING TO CO-OPERATE AND CREATE GREATER 
SALES OF ADVERTISED PRODUCTS.

6. THE STIRRING ROD is the only drug journal in the West with a high-grade 
registered pharmacist and traveling drug salesman in charge, personally calling on 
the trade in behalf of its advertisers’ products.

7. THE STIRRING ROD is the only independent drug journal on the Pacific Coast 
publishing a complete monthly revised price list to the trade.

8. THE STIRRING ROD has in its files a great many unsolicited letters from such 
firms as the Clinical Laboratories, Othine Laboratories, Dr. C. H. Berry, Walter Jan
vier, Inc., Langley & Michaels Co., Owens Bottle Company, Fredrick Stearns Co., 
Goodrich Rubber Co., and many other Eastern and Western Companies, testifying to 
the service rendered by our Merchandising Service Department.

Write for sample copy.

THE STIRRING ROD
SIDNEY J. WOLF, Publisher

417 Hearst B u i l d i n g ..........................................SAN FRANCISCO, CALIFORNIA
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KEEPING THE OLD CUSTOMERS AS IMPORTANT 
AS GETTING NEW ONES

By D. C. Keller, President, Dow Drug Co.
(“For every dollar that is left in our stores there's 

another dollar which walks out because we do not 
properly ask it to remain,” says Mr. Keller, who is 
head of a chain of midwest drug stores doing an an
nual business of $4,000,000. He describes in this 
article how many retailers fall down because of the 
lack of good selling methods.)

Whatever may be the other processes is the scheme 
of modern distribution of commodities, and whatever 
may be your opinions as to the relative importance 
and usefulness of these various processes, there can 
be no gainsaying the fact that the retailer is the 
final, the culminative agency in distribution.

It is he alone who establishes actual contact 
with the most necessary individual, the consumer.

A discussion of this question of contact with the 
consumer is a discussion of the problem of retailing, 
or should I say—“the art of retailing,” or “the 
science of retailing?”

If retailing belongs not among the aesthetic or 
fine arts, it would seem it might be denominated a 
useful art. (It is certainly useful to you and me.) 
Retailing can well be classified as a science, even 
though it be disputed which particular branch of 
scientific endeavor it belongs to.

Babson said in Cincinnati just a few days ago 
where I had the pleasure of introducing him, that 
there are too many retailers; but that’s only partly 
true.

In my opinion there are too many retailers im
properly retailing and the consumer doesn’t seem to
care a d------. Neither does the wholesaler or jobber
nor the manufacturer nor anybody, and yet all are 
vitally affected because it is a highly important fac
tor in the high cost of distribution.

The indictment “ Improperly retailing” is not 
charged alone against the small retailer; it reaches 
the “big fellow” as well—even perhaps more forci
bly.

The Retailer’s Responsible Position
We must admit that producer, manufacturer and 

wholesale distributor alike depend upon the retailer 
as an outlet for their goods, and it is certainly true 
that the consumer looks to the retailer for his re
quirements.

The retailer thus occupies a responsible and diffi
cult position and when his work is improperly and 
inadequately done, there is set up a barrier in the 
economic stream flow of distribution which stagnates 
back to the wholesaler, the manufacturer and the 
producer, and at the same time fails properly to 
supply the consumer stream. I have frequently said 
that though the retailer’s job is most exacting, his 
duties are too often indifferently, unskillfully and in
efficiently discharged.

A marked improvement in retailing methods, a 
greater efficiency in this branch of distribution, 
would show a marked effect upon trade and com
merce in general and would bring increased pros
perity in almost all lines of business.

How Retailing is Regarded
Retailing is regarded as a sort of self-executing 

job; requires no preparation or particular qualifica
tion; demands no considerable mental effort; in

volves no scientific or psychological principles and 
most any old failure can try his hand at it.

When I was a boy I remember a fellow once sold 
me a coon dog.

When I went out the next night I found the dog 
looking for coons around my heels or trying to kick 
them out of his neck.

He did not know anything about a coon at all.
I went back a day or two after that and said to 

the fellow—“What the heck made you tell me that 
was a coon dog?”

“Well”—the seller answered—“ he wasn’t good for 
anything else in the world so I thought he must be 
a good coon dog.”

This might apply frequently to men who are “set 
up” in retailing.

It seems to be held that all that is necessary is to 
rent a location where more or less people pass (this 
seems to be the principal requirement), fill up the 
place with goods and let the public stumble in and 
take ’em away from you.

Over many of our retail establishments should be 
hung a sign that is found sometimes on summer 
cottages—“Tumble Inn.”

However, it should have an addition. It should 
read—“Tumble in and let us kick you out.”

I wish that some good statistician would figure out 
for me the value of one member of the consumer 
class who voluntarily comes into one of my stores 
with the definite intention of making a purchase.

He must be worth a lot of money and yet I know 
we handle him in the most casual and indifferent 
way, frequently as if WE were conferring the favor.

Keeping Old Customers % •
Retailers spend too much money and time to get 

new customers and too little trying to keep the ones 
they have.

Some years ago when we inaugurated a definite, 
complete and consistent policy of “Satisfaction 
guaranteed in every sale”—“If for any reason the 
article purchased proves at any time unsatisfactory, 
return it and the purchase price will be instantly 
refunded.”—I was solemnly told that the policy With 
its necessary opportunity for imposition, would prove 
disastrous.

Our records show that impostions, unjustifiable re
funds and exchanges, etc., have never cost us more 
than $2,000 per annum.

Spending nearly $100,000 per annum in advertis
ing to attract customers, isn’t it worth $2,000 to try 
to keep them?

Again, we retailers do not sufficiently exhaust the 
buying powers—the potential purchasing possibilities 
—of the customers we have, and therein is suggested 
the principal theme to which your attention is di
rected.

To my mind, this is one of the most important de
ficiencies of the retailer—a failure to realize and un
derstand the great opportunity for, and the ex
treme value of proper, careful, scientific and per
sistent salesmanship.

I once looked in the Standard Dictionary for a 
definition of “salesmanship.”

The word itself is not there.
“Salesman” is defined as “ one who sells goods in 

a store, or by canvassing.”
So I’ve made my own definition, and though it con-
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siders specifically retail selling, as a matter of fact, 
it applies generally.

“Salesmanship consists in the salesman so con
ducting himself, saying such things, and, doing such 
things, that he thereby creates in the mind of the 
customer a desire to own and possess the goods 
which the salesman desires to sell.”

The retail business is functioning today under the 
handicap of tradition and history.

The retail business still struggles to remain a 
thing of fifty years and more ago.

However, I am not purely pessimistic—there’s a 
great change going on and I am still optimistic.

Nothing is more necessary or important to the suc
cess and development of retail business than the in
dividual effort of the members of the retail sales 
force to sell—actually to sell—merchandise.

I tell my people that the rattle of the cash carrier, 
the ring of the cash register, the recording of a 
sales slip and the wrapping of a package ddesn’t 
necessarily mean that anything has been sold.

When the customer demands a tube of tooth paste 
and it is promptly secured, carefully wrapped, 
change quickly procured and the transaction ended 
with a polite “Thank you”—my dear boy, you haven’t 
“sold” anything.

You have only rendered a service. Important, 
very important—but not enough.

What about one of the other 100,000 articles which 
are in our stock? Don’t you know that the tooth 
paste customer is a potential buyer of one or more
n f  t T i P c j p ?

What Real Selling Is
All that is necessary is to bring the proper item 

correctly to his attention.
Of course that’s the trick but it’s possible and it’s 

not automatic. Effort must be made.
I believe this to be true and I have said it many 

times in our own business.
For every dollar that is left in our store (nearly 

4,000,000 of them), there’s another dollar which 
walks out of the door because we do not properly ask 
it to remain.

I could give many illustrations of this in our own 
business, but I don’t want to appear egotistical, even 
if I am, so I’ll select an instance that happened out 
in Portland, Oregon, to which I’ve often referred.

A year or so ago I was out there and while on a 
little pleasure trip addressed the assembled sales
men in a retail drug establishment.

I said something like this and it strikes me as very 
interesting.

We were walking in one of the stores and im
mediately to my left and in front of me was a little 
pyramid of whisk brooms marked “29c” and a real 
value, and on it were 2 or 3 dozen whisk brooms,

I said—“Who is the manager of this store?”—and 
a young man said he was.

“How many men have you?” “Ten men.”
I said—“ If you had started in this morning at 7 

o’clock—evdry one of you ten sales people—fully 
determined that you were going to sell whisk brooms 
and you did everything else that was required of 
you but to each customer you proposed in some way 
as opportunity offered, the purchase of a whisk 
broom left on that pyramid—not a one.”

We left Portland and went to Seattle.
Mr. Stout came to Seattle, having left Portland the - 

evening of the day following my talk there.
He told me that in that particular store four of 

the boys doubtingly said—“I wonder if there is any
thing in what that ginnie told us.”

So they picked a very difficult article to sell.
They tried to sell hot water bottles.
My recollection is that there were four of them 

that tried to sell hot Water bottles the next day by

agreement among themselves, and I think—if I am 
not mistaken—that the four salesmen that day had 
sold 16 hot water bottles where their normal sales 
for the whole store were 2 or 3 per day, simply be
cause they had brought hot water bottles to the at
tention of every possible customer in the store.

It requires much effort, and it sometimes is dis
couraging, to develop in retail stores the art of sales
manship as I have described it.

It is a matter of persistent and intensive education.

Straus Bros. & Co., Cincinnati, carried off the first 
prize in the Cuesta-Rey window display contest, ac
cording to the announcement made by A. L. Cuesta 
Pictures of window displays from all corners of the 
country indicated that interest was widespread. One 
hundred dollars went with the first prize and other 
prizes were $50, $25, $15 and $10. Other winners 
were: Second prize, E. Eppstein & Co., Dallas, Tex.; 
third prize, George F. Ryan, Sacramento, Cal.; 
fourth prize, A. Melman, Los Angeles, Cal.; fifth 
prize, John Dwenger, Indianapolis, Ind. Honorable 
mention: W. L. Winning Indianapolis; M. C. Lathrop, 
Des Moines; C. S. Chambers, Miami, Fla.; John C. 
Davis, Cincinnati; John Dwenger, Indianapolis; Wil
liam Starr, New York City; A. Panosian, New York 
City.

The Cuesta-Rey cigar seems to be winning new 
converts, judging by the business that local retailers 
are doing on this popular brand.

The sale of Clear Havana Cigars is showing an in
crease in this market.

Order Your Cigars NOW 
For Holiday Trade

Cuesta Rey, White Heather and
Cu-Rey

All in 1/40 packing. No extra charge.
Robert Bacon

All sizes 1/40 packing.
Robert Bacon Brevas 1/100 packing.

Robert Bacon Merchants 1/200 packing.
Wellerettes

All sizes 1/40 packing.
Pastora

1/40 packing.
El Dallo

1/200 packing.
Hunter

1/100 and 1/40 packing.
We will be pleased to receive your orders 

now for shipment on any date you may 
specify. There is going to be a good de
mand for Holiday goods this year and you 
should be prepared to take care of the 
business.

May we submit sample packages for your 
approval and selection?

RICHARDSON DRUG CO.
OMAHA
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3 of the Nations 
Greatest Brands

C ig a rs , each a 
distinctive shape

All of Fine Quality and are Backed 
By Our Guarantee

Hunter
Invincibles
Fifty  in Wood and 25 in 
Round Tins, per thous
and..... ............  $ 35.00

De Soto Marble 
Head Corona F i f t y in 
Round Cedar Lined Tins, per 
thousand.... ........ ....... ......$ 35.00

Marca Rica
A Full Perfecto, 50 in 
Wood and 25 in Square 
Tins, per M  $35*00
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While “ Cuesta-Reys”  are guaranteed by the United States Government 
to be made entirely o f tobacco imported direct from Cuba, it must not be 
presumed that our labor ceases there— for, in fact, the scientific part o f our 
work just begins.

The Production of “ Cuesta-Reys”  demands the greatest care in the 
proper mixing of selected fillers from the finest vegas (packings) from Cuba. 
The art of producing the same velvety, aromatic taste year after year lies in 
skillful buying in Cuba, careful ageing and the proper mixing of tobaccos 
from the various districts and farms.

Does not this conscientious effort— this application of the Arts— explain 
why “ Cuesta-Reys”  are the “ National Favorite,”  the first choice o f America’s 
best smokers?

“Cuesta-Reys ’ are offered in a great variety of the most popular Imported 
shapes. “ Made in Bond," they carry the Customs House guarantee that you 
are giving your trade genuine Clear Havana Cigars— the finest the market 
affords.

RICHARDSON DRUG CO., Omaha
DISTRIBUTORS

■ ■
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CIGAR AND TOBACCO DEPT.
We Aim to Furnish the Best Cigars from the Best Factories in America

A l l  T a x e s  P a i d
CUESTA, REY AND COMPANY, Tampa, Florida. 

Made in bond, Tobacco imported from Cuba exclu
sively. Spanish hand method under U. S. custom 
supervision. Each box of Clear Havanas bears the 
white Government guarantee stamp.
Cuesta, Key—Cuesta, Key & Co., Tampa, Fla.

No. In Price
Box Per M

Concha Fina ......................... 50 $ 77.00
Panatela Fina ..........................................50 95.00
Predilectos ..............................................60 95.00
Commanders, Tins .............\ .................50 95.00
B. Panatela ....................................   50 100.00
Belvedere ................................ ............... 50 100.00
Knickerbocker ........................................ 50 115.00
Cabinet Royal — ......................7............50 135.00
Favorita ........................  50 135.00
Queens ...................................................... 50 140.00
Reyes .........................................................25 190.00

White Heather—Cuesta, Key & Co., Tampa, Fla.
Killiecrankie ...........’.................... 115.00

L '' •; Ben Nevis ..................................... 130.00
Scotia Perfecto ........................... .........25 135.00

/  Caledonies .................................. . .........25 190.00

Cuesta, Bey—Unbonded
Classic Marine, tins.. t ................ 59.00
Cu-Rey Aristocrats ................... .......  50 75.00

'rv V , ' Ou-Rey Panetelas ....................... .......... 50 75.00
Cu-Rey Brokers ........................... 95.00
Cu-Rey Presidents ....................... , ......... 50 115.00

Robert Bacon
Junior (5 in fo il)....................................100 37.50
Rothchild (13 top) ....................... .........50 76.00
Panetela ....................................... 75.00k v ■ ; Brevas ........................................... 75.00
Pullman Bouquet ......................... .......... 25 95.00
Perfecto Grande .......................... ...........50 95.00
Perfecto (Foil) ........................... ...........50 112.00
Merchants ..................................... ...........25 115.00

Wellerettes
Londres ......................................... .........25 58.00
Invincible ................................................ 25 58.00
Presidents ...............................................50 58.00
Foil (Cuban) ............................... ......... 60 58.00

7'.;. Pan t̂ Regalia .............................. .......... 50 58.00

Miscellaneous
No. In Price

ir.- ( Box Per M
Pastora Corona, wood and tins. .........  50 75..00
El Dallo Invincibles.................... .........  5 59.00
El Dallo Invincibles.................... .........  50 58.00

■ Hunter, Tins .............................. .........  10 35.00
Hunter, Tins .............................. .........  25 35.00
Hunter ......................................... .........  50 35.00I . ; Marca Rica, 5 in foil package... .........100 35.00
Marca Rica, Tins......................... 35.00;> •. ' Marca Rica, Banded.................... . . . . . .  50 35.00
De Soto, Tins.............................. .........  50 ,  35.00
George the Fourth..................... .........  50 35.00
Francis Wilson ........................... ...... .100 33.00
La Insular Panetelas.................. .........  50 35.00

Cigarettes.
7111 Cigarettes............................................... doz.

Lucky Strike ...................................................M
Fatimas ..........   M
Camels ......... ..................................... ..M
Spur ....................................................
Chesterfields ...................................       M
Piedmonts ................................ M
Omars .7................  M
Murad ..... ................. V.................................... M
Melachrino No. 9 . _______ _________
Richmond St. Cuts ..........    M
English Ovals ................................................. M
Pall Mall ................................................ M
Pall Mall, round ................ M
Phillip Morris ....... ...................... .......
Herbert Tareyton ........  M
Blue Boar ................  M
Strollers................................................ per doz

Cigarette Papers, Etc.
Riz La Croix, 5c..... ..................................... doz.
Midland Cigar Lighters ...................  ea.
Evernice Match Machine ..............................ea.
No. 1 Eletrohume ..............................
Cigar Box Lid Holders................  doz.

SMOKING AND CHEWING TOBACCO.

$ .99
...M 6.45
. . .M 8.00
. . .M 6.40
.. .M 6.25
...M 6.4l;;v2l!

6.40
. . .M 8.00
. . .M 16.00
. . .M 16.00

10.00
, . .M 10.50
. . .M 21.00

19.50
..M 20.00

.. .M 10.50

.. .M Oo

doz. .96

.doz. .48
15.00

6.60
30.00

.doz. .75

Prince Albert, 16c tin------ $ 1.53
Tuxedo, 12c tin................. 1.16
Lucky Strike, 16c tin....... 1.53
Velvet, 17c tin.................. 1.B3
Edgeworth Ready Rubbed, 17 c . . 1.55
Edgeworth Ready Rubbed, 35c.. 3.55
Edgeworth, 2-oz................. 1.90
Edgeworth, 4-oz................. 3.80
Edgeworth,, 16-oz. tins----- 14.50
Bull Durham, 2 bags for 15c----- .78
Union Leader, 10c tin....... .96
Piper Heidsieck, 10c fo il.. .97
Piper Heidsieck, 20c foil.. 1;92
Boot Jack, 15c foil........... 1.45

1.44Maritana, 15c foil..............
Gravely Superior, 10c foil. .96
Climax,’ 10c ...................... .96
Climax, smooth, 10 plugs.. ..............Plug • .74
Masterpiece, 9 plugs........... .............. plug .41
Horseshoe ......................... .............. .lb. .74
Star .................................... ................ lb. .74
Cherokee ........................... .96
Stud ................................... ,48



^  'Big PIPE Deal ^
with

Union Leader Redi-Cut
^  $1.00 Humidors ^

For a limited time, U N IO N  L E A D E R  Redi-Cut $1.00 Humidors 
will be packed in shipping containers holding:

Vz Dozen $1.00 Humidors UNION LEADER Redi-Cut Tobacco 
Vz Dozen Assorted Genuine Briar Pipes 

The kind of pipe that regularly sells for at least 50c each

The Humidors will be billed at the regular price o f $9.60 per dozen.

The pipes are packed G R A T IS  so as to enable the retail dealer to

A n attractive illustrated window poster announcing the deal is packed 
in each shipping container of one-half dozen Humidors, so the retailer can 
put the deal immediately into effect.

A s our supply of pipes is limited, we advise the early placing of your 
order to cover your requirements of U N IO N  L E A D E R  $1.00 Humidors 
with Briar Pipes gratis. Orders will be filled in rotation as received, until 
our stock of pipes is exhausted, at which time the offer will be automatically 
discontinued and any unfilled orders for U N IO N  L E A D E R  Redi-Cut 
Humidors will be cancelled unless reinstated by you to be filled without gratis 
Briar Pipes.
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TRAVELERS’ OMAHA ADDRESSES.
C. Ellis Nichols................................5015 Webster St.

Phone Walnut 2017.
Representative Sharp & Dohme.

C. J. Caswell.................................... 911 North 49th St.
Phone Walnut 5582.

Representative Eli Lilly & Co.
J. E. McCartny. ........................................ Castle Hotel

Representative Colgate & Co.
J. V. Miller......................................................... Sanford Hotel

Representative Johnson & Johnson.
Irving McEwen.............Sanford Hotel, P. 0. Box 333

Representative Bauer & Black.
C. H. Shults..................................................Wellington Inn

Representative Horlick’s Malted Milk Co.
W. W. Kendall........................................... Loyal Hotel

Representative Chas. E. Hires Co.
J. H. Lindbeck.................................... Wellington Inn

Representative Detroit White Lead Works or 
Rogers Paints and Varnishes

C. W. Rice. ...............17 Chiodo Apt., 2552 Marcy St.
Representative Liquid Carbonic Co.

W. S. Birdsall.................. .......................Carlton Hotel
Representative Jno. Wyeth & Bro.

M. W. Sperry....................... .......Apt. 122 Drake Court
Phone Jackson 2440 

Representative Wm. S. Merrell Co.
W. B. Oden.............Bransford Hotel, 209 So. 33rd St.

Representative Parke, Davis & Co.
A. D. Anderson......................................P. O. Box 1264

Representative Welch’s Grape Juice Co.
A. M. Day.......................................................... Merriam Hotel

Representative Coca Cola Co.
H. N. Legge.............................................................Hotel Conant

Representative Squibb & Sons.
G. E. Bowles......................................  Hotel Conant

Representative Frederick Stearns Co.
W. W. Decker....................Room 105, Hamilton Hotel

Representative Thompson Malted Milk Co.
A. C. Walker.......................................... 225 Park Ave.

Representative Coors Malted Milk Co.
Ira B. Hull................................ 2453 Crown Point Ave.

Phone Kenwood 0461 
Representative Richard-Hudnut Co.

W. F. Ottmann....................................... 2425 Mary St.
Phone Kenwood 3634.

Representing H. K. Mulford Co.
Representatives Richardson Drug Co., Omaha, Neb.
C. K. Weller........................................1907 Spencer St.
J. W. Fisher.............................................5019 Burt St.
Robt. Van De Ven.................................. 2209 Jones St.
H. D. Verpoorten.. .126 W. Broadway, Council Bluffs
A. R. Marcotte......................................2462 Harney St.
W. F. Morris......................................2427 Spencer St.

Special Tanlac Representative.

FOR SALE

Want to Sell? \yant to Buy? Want to Exchange? 
Business Offers. Help Wanted. Positions Wanted. 
Address Service Department, Omaha Druggist.

FOR SALE—Colorado Drug Store. Only one in 
town of 400. Stock and fixtures invoice $4,500. Sales 
averaging $35.00 per day. Rent $15.00 per month. 
Address Seibert Drug Co., Seibert, Colo.

FOR SALE—Omaha Corner Suburban Drug Store. 
Here is a real buy. Owner has other business to 
take care of. Will sell on part payment and balance 
in monthly payments. Price $6,500. Don’t pass this 
up. Address M. D. C., care Omaha Druggist.

FOR TRADE OR SALE: Drug store in good town
of 750 population; Will trade for small drug store 
in small town. If interested, write V. W. B., care of 
Omaha Druggist.

FOR SALE—Drug Store in well improved, rich 
farming community in east central Nebraska. Nyal 
Eastman and Brawner Hog Cholera Serum Agencies. 
Stock and fixtures invoice $6,500.00. Low overhead; 
good trading point. Population 1,200. Mostly cash 
business. Good proposition if taken soon. Also 
will sell modern 8-room bungalow. Wish to sell on 
account of health. Address A. B., care Omaha Drug
gist.

FOR SALE—Drug Store, best location in Albu
querque. Sales, past twelve months, $30,000. Stock 
and fixtures will invoice about $16,000. Will lump 
for $15,000. Will invoice. Business can be doubled 
with full stock and proper management. Terms to 
right party. Will bear strict investigation. Good 
reason for selling. If interested, address C. L. W., 
care Omaha Druggist.

FOR SALE—Old established and only Drug Store 
in eastern Nebraska town of 650 population; doing 
good business; stock and fixtures invoice about 
$9,500; no dead stock; average yearly sales $20,000. 
A real money maker. Wish to retire from business. 
If interested, write F. A. S., care Omaha Druggist.

FOR SALE—Holcomb & Hoke Pop Corn Machine, 
electric, with Peanut Roaster attachment. Never 
been run a great deal and is in good shape. If in
terested, write H. A. R., care Omaha Druggist.

MISCELLANEOUS

POSITION WANTED—Drug Clerk wishes position. 
Can furnish references. Address W. P. N., care 
Omaha Druggist.

POSITION WANTED—Position wanted to manage 
a store or to clerk. May buy if satisfactory. Can 
furnish best of references. If interested address, 
C. P. M. c|o Omaha Druggist.

SPECIAL ATTENTION—If you want to sell your 
drug store, or buy one in any state, or want any 
kind of position, or need any kind of employe, or 
need a Doctor, Dentist or Veterinarian, write F. V. 
Kniest, R. P., Peters Trust Bldg., Omaha, Neb. Es
tablished 1904.

A PULLING AD.
For the sake of advertising, Mr. Jones, who kept 

a fishing tackle shop, had a large rod hanging out
side, with an artificial fish at the end of it. In the 
early hours of the morning a man, rather the worse 
for his night’s enjoyment, caught sight of the fish, 
and went quietly to the door and knocked. Jones 
being in bed, looked out of the window and asked: 
“Who’s there?”

“Don’t make a noise,” was the reply, “but come 
down as fast as you can.”

Thinking something serious must be the matter, 
Jones dressed and came down as quickly as possible. 
“What’s the matter?” he asked breathlessly.

“Hush,” was the reply. “ Pull in your line quick. 
You’ve got a bite!”

Folks can’t buy unless you are equipped to sell. 
The well-stocked store is the shortest route to Dol- 
larville, where Dame Fortune lives—and she’s the 
only “other woman” your wife won’t object to.

A determined drive on the behalf of the metric 
system will be made at the Pan-American Stand
ardization Conference, which is to meet at Lima, 
Peru, in November.



Giving
Ease

Especially efficacious in Whooping 
Cough, Croup, Bronchites, Asthma 

and Sore Throat.

1 Dozen at $3.50 per doz. 
and one-sixth dozen Free.
3 Dozen at $3.50 per doz. 
and One-half dozen Free.
5% discount on 3 Doz. Lots

ORDER AT ONCE

RICHARDSON DRUG COMPANY
Omaha, U. S. A.

OMAHA D R U G G IS T

Ergoapiol (Smith) 

Protective Mark
Ergoapiol (SmitV|) capsules bear on the in
side of each capsules the letters M. H. S.
These letters are not visible from the out
side, but they are plainly discernible in the 
gelatine when the capsule is cut in half.
This method of marking Ergoapiol (Smith) 
now offer absolute protection against any 
imposition in the use of a spurious or fraud
ulent product.
Ergoapiol (Smith) is to be had only in’pack- 
ages of twenty capsules each. It is hot un
der any circumstances supplied in bulks or 
other form.

MARTIN H. SMITH & CO.
NEW YORK, N. Y.

10 Five-Cent Boxes FREE
With four cartons consisting of any 

combination of the following three 
items:

Old Reliable

Red Cross Cough Drops
$1.45 Per Carton 

and

Red Cross Cough Drops
Highly Mentholated

$1.45 Per Carton 
and

Candy Bros. Fruit Drops
$1.35 Per Carton

All packed- 40 5c boxes to carton

For more information ask your jobber or 
CANDY BROS. MFG. CO.

St. Louis, Mo.

Framed Mirrors
For Wedding Gifts, Presents, Etc.

The Finest Line in the West 
Ask for copy of Mirror Catalog M

Pittsburgh Plate 
Glass Co.

OMAHA
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McKesson &  Robbins
Ask Our Salesmen for Special Offerings—

Free Goods, Advertising, Etc.
Full gross lots, one item or assorted, less 10% discount, in addition to 

free goods. Ask about the M cK  & R  Dealer Helps and Window Service. 
With each order attractive selling helps are included.

SPECIALTIES and HEALTH HELPS

McKesson & bobbins specialties  and
HEALTH HELPS.

Albolene Atomizers ...................................... doz. 10.00
Albolene, Liquid (Russian)—4-oz. bottles, .doz. 2.50 
Albolene, Liquid (Russian)—16-oz. bottles.doz. 8.00
Albolene, Solid 3£-lb. dec. tins..................... doz. 4.00
Albolene, Solid, 1-lb. dec. tins...................doz. 6.00
Albolene Spray Solution— 4-oz. bottles-----doz. 4.80
Albolene Spray Solution—16-oz. bottles... .doz. 18.00
Ammonia Violet— 8-oz. ................................doz. 1.50
Ammonia Violet—12-oz...................................doz. 2.00
Analax, 15c size ( 9 pastilles)...................doz. 1.20
Analax, 30c size (25 pastilles)...................doz. 2.40
Analax, 100s (Dispensing).............................doz. 8.00
Analgesic Balm, tubes, small...................... doz. 1.50
Analgesic Balm, tubes, large............  doz. 3.00
Aspirin Tablets, 5-gr. dec., tins of 12.........doz. .75
Aspirin Tablets, 5-gr. s. c., bottles 25s... .doz. 1.30
Aspirin, Tablets, 5-gr. 100s ..........................doz. 2.75
Aspirin Tablets, 5-gr. 500s ............................ea. .90
Aspirin Tablets, 5-gr. 1000s ............................M 1.50
Bay Rum, Imported, 4-oz. bottles.................doz. 3.00

(2-gr. Quinine to Ounce)
Bay Rum, Imported, 8-oz. bottles.................doz. 4.50

(2-gr. Quinine to Ounce)
Bay Rum, Imported, 16-oz. bottles...............doz. 7.00

(2-gr. Quinine to ounce)
Beef, Iron and Wine, N. F., 73&-oz. bottles, doz. 4.50 
Beef, Iron and Wine, N. F., 14-oz. bottles, .doz. 8.00
Benzoin Camphor, Essence, 3-oz..... ........... doz. 3.50
Blood Remedy, 16-oz. bottles, ctns............. doz. 7.50
Bronkies, dec. tin box................................. .doz. 1.75
Cal ox Tooth Powder, 30c..........   ..doz. . 2.40
Calox Tooth Powder, 60c............................... doz. 4.50
Calox Tooth Brush (Kent make)................. doz. 5.00
Camphor Ice, tubes........................................ doz. .75
Cascara, Aromatic, 2%-oz. bottles............... doz. 2.00
Chill Tonic, 6-oz. ctn............................. .....d oz . 3.75
Chill Tablets .....................  doz. 8.00
Cinuform Lozenges, s. c. vials..............  doz. 2.00
Cleaner, Palm Beach Straw Hat.................doz. 1.20
Compound Stearate of Zinc—

New Style, plain, 1-oz. canister............... doz. 1.50
Plain, 1-oz. bottles .................... . ................oz. .30
Perfumed, sifter top can, oval..'............. doz. 1.75
With Acetanilid, 1-oz. bottles .................... oz. .40
With Balsam Peru, 1-oz. bottles ............... oz. .40
With Balsam Peru, sifter top can, oval..doz. 2.50
With Boric Acid, 1-oz. bottles ..<............... oz. .35
With Boric Acid, sifter top can, oval...doz. 1.80
With Ichthyol, 1-oz. bottles ...................... oz. .60
With Menthol, 1-oz. bottles .....................   .oz. .40
With Salicylic Acid, mild, 1-oz. bottles.. .oz. .35
With Tar, 1-oz. bottles ............................... oz. .40

Corn Remedy, 34-oz. bottles, id ctns...........doz. 1.50
Cream, Almond, 4-oz, bottles........................doz. 3.00

Cream, Cold Perfected, 2-oz. jars.................doz. 3.00
Cream, Cold Perfected, 4-oz. jars.................doz. 4.50
Cream, Daytime, 2-oz. jars, in ctns..,........ doz. 3.00
Cream, Soap (Shaving), tubes, in ctns. . . .  doz. 3.00
Deodorant (Renee) .......................................doz. 1.75
Depilatory Powder (Renee)........... ...............doz. 3.00
Drops, Toc/thache, bottles in wood case___doz. 1.50
Eau de Cologne, 4-oz. bottles........................doz. 7.50
Eau de Quinine, 4-oz. bottles..............  doz. 5.00
Eau de Quinine, 8-oz. bottles........................ doz. 10.00
Elixir, Cod Liver Extract, 14-oz.................... do. 7.50
Embrocation, Household, 73&-oz. ctns......... doz. 3.50
Emoleo Outfits (with curved dropper). . . .  .doz. 4.00
Emulsion Cod Liver Oil, 25%, 6-oz............. doz. 3.00
Emulsion Cod Liver Oil, 25%, 13-oz___. . .  .doz. 6.00
Eye Bath Outfits, 6-oz. bottles.................... doz. 2.50
Eye Water, 3&-oz. bottles with dropper... .doz. 1.75
Frozoclone, tubes, in ctns.............................,doz. 2.00
Fulton Tooth Paste . . .  .*............................... doz. 1.75
Gargle, Antiseptic Throat, 2%-oz. hot....... doz. 1.75
Glycerine and Rose Water, 334-oz. bottles. doz. 1.50
Hydrogen Peroxide, 4-oz. ctns................. .doz. 1.50
Hydrogen Peroxide, 8-oz. ctns...................doz. 2.50
Hydrogen Peroxide, 16-oz. c t n s . . . . . .........doz. 4.50
Jelly, Catarrh, tubes nasal tips, in ctns...doz. 1.75
Karbol, 2-oz. bottles, in ctns......................... doz. 1.20
Karbol, 8-oz. bottles, in ctns......................... doz. 2.50
Karbol, 16-oz. bottles.....................................doz. 4.00
Liniment, Household, 334-oz., ctns...............doz. 2.00
Liquid Petrolatum (American), 73&-oz....... doz. 2.75
Liquid Petrolatum (American), 16-oz....... doz. 4.50
Lotion, Hand, 3M-oz. bottles........................ doz. 1.75
Lotion, Larkspur, 2%-oz. bottles, in ctns..doz. 2.00
Lotion, Poison, 23 -̂oz. bottles, in ctns___doz. 1.75
Lotion, Shaving, 23&-oz. sprinkler tops___doz. 2.00
Lotion, Shaving, 6-oz. sprinkler tops........ doz. 3.75
Lotion, Sunburn ............................................doz. 1.75
Lozenges, Cream Tertar and Sulphur, 36s.doz. 1.20
Menth-Albolene Solid, 1-oz. jars, ctn.........doz. 1.75
Milk of Magnesia, 8-oz. bottles................... doz. 2.00
Milk of Magnesia, 16-oz. bottles................... doz. 4.00
Milk of Magnesia, gallon bottles ............... gal. 2.00
Mosquitone, tubes, in ctns.............   doz. 1.50
Mouth Wash, 334-oz. sprinkler top............. doz. 1.75
Mouth Wash, 7%-oz. sprinkler top............. doz. 3.00
Mouth Wash, 16-oz. sprinkler top ............ ...............doz. 6.50
Musta-Creme, 1-oz. jars, in ctns..................doz. 2.00
Nik-ko Smokers’ Tooth Paste................. ...doz. 2.00
Nose Cups ........    doz. 2.50
Oil, Am ex, 23&-oz., ctns.................................. doz. 1.00
Oil, Amex, 7%-oz. ctns. ........... doz. 2.00
Oil, Castor Aromatic, 3-oz., ctns.................doz. 2.00
Oil, Cod Liver, Pure (Norwegian), 6-oz.. .doz. 2.50 
Oil, Cod Liver, Pure (Norwegian), 14-oz...doz. 5.00
Ointment, Amex, Trench, 2-oz. tins............. dox. 1.50
Ointment, Blue, 3S-oz. tubes . . , ...................doz. 1.00
Ointment, Blue, 1-oz. tubes ..^ ...................doz. 2.00
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Ointment, Boric Acid, USP, 1-oz. tube.......doz. 1.50
Ointment, Croup, 1-oz. jars, in ctns...........doz. 1.75
Ointment, Eczema, 1-oz. jars, in ctns.. . . .  .doz. 2.50
Ointment, Zinc Oxide, 1-oz. tubes.. . . . . . . .doz. 1.50
Pastilles, Oraform, 50s .............................doz. 3.00
Pastilles, Seiler’s Antiseptic ........  .doz. 3.00
Pills, Blaud’s Iron Tonic, 50s, s. c. viols..doz. 1.50
Pills, Blaud’s Iron Tonic, 100s, bottles___ doz. 2.00
Pills, Comp. Cathartic, 50s, s. c. vials.___doz. 2.00
Pills, Veg. Cathartic, 50s, s. c. vials.........doz. 2.00
Pills, Kidney, 50s, dec. tins..........................doz. 3.00
Pills, Little Liver, 50s, vials in ctns......... doz. 1.50
Pills, Tartan, 25c, ctn.................   doz. 1.75
Pinotol, 3-oz. bottles.................   doz. 1.75
Pinotol, 12-oz. bottles.................   doz. 4.00
Pinotol, 1-gallon tins ................................  ea. 2.75
Plasmodyne, %-lb. plain tins................... ...doz. 2.00
Plasmodyne, 1-lb. plain tins..........................doz. 3.75
Powders, Headache ...................   doz. 1.50
Powder, Marathon Foot ...............................doz, 1.50
kalts, Eff. Lax. Saline (Eng. Frt. Salts), 8-oz.,

W. M. bottles, in ctn.................................. doz. 6.00
Salts, Eff. Sodium Phosphate, 4-oz. bots.. .doz. 4.00
Salts, Eff. Sod. Phosphate, 1-lb. bot.........each .85
Salts, Gran. Eff. Saline (Cit. Mag.) 4-oz. Dose

Cap bottle ....................................................doz. 5.00
Salts, Hepatic, 3^4-oz........................... doz. 2.00
Salts, Hepatic, 7%-oz............   doz. 4.00
Salts, Antisep. Toilet, 4-oz. s. c. bottles.. .doz. 3.00
Salve, Arnica, dec. tins............................ ...doz. 1.50
Salve, Carbolic, dec. tins...............................doz. 1.50
Salve, Quick Healing, dec. tins.. . . . . . . . .  .doz. 1.50
Salve, Witch Hazel, dec. tins....................doz. 1.50
Shampoo, Cocoanut Oil, 4-oz. bottles...........doz. 4.00
Shampoo, Cocoanut Oil, 8-oz. bottles...........doz. 8.00
Silv-Albolene, 1-oz. s. c. bottles..................oz. .80
Soap, Benzoin Cosmetic (Cornell’s) .........doz. 1.75
Soap, Imp. Tinct. Green, 2%-oz....................doz. 1.50
Soap, Imp. Tinct. Green, 7%-oz................ doz. 3.00
Soap, Foot, ctn...............................  doz. 1.75
Soap, Sanative ...............................................doz. 1.75
Solution Aik. Antiseptic, ZV -̂oz.......... ........doz. 1.50
Solution Aik. Antiseptic, 16-oz......................doz. 6.00
Solution Antiseptic, 3Vi-oz..................... \ ...doz. 1.50
Solution Antiseptic, 16-oz...............................doz. 6.00
Solution Pyrozone 25 p. c. (Ethereal) hermeti

cally sealed tubes ...................    doz. 6.50
Sosol, 3-oz. bottles ........   doz. 2.00
Sosol, 16-oz. bottles ................ ....doz. 6.50
Suppositories, Pile, 12s______   doz. 4.00
Glycerine Suppositories—

No. 301, adults’ size, 6s .................   doz. 1.25
No. 302, adults’ size, 12s ..................... ...doz. 1.95
No. 303, children’s size, conical, 6s.........doz. 1.00
No. 304, children’s size, conical, 12s____ .doz. 1.65
No. 305, infants’ size, long taper, 6s....doz. 1.25
No. 306, infants’ size, long taper, 12s____doz. . 2.00

Syrup Figs & Senna, 3%-oz. ctns.............. doz. 2.00
Syrup, Hypophos, Comp. Clear, pints._____doz. 7.20
Syrup, Hypophos, Comp. Cloudy, pints____doz. 7.20
Syrup, White Pine Co., 3-oz. ctn................... doz. 1.75
Syrup, White Pine Co., 4 oz., j a p ..... ...doz. 1.75
Syrup, White Pine Co., 71/&-oz. ctn................doz. 3.50
Syrup, W. P. Comp., w. Hon. & Eu., 3-oz. ctns.,

..................... ..............*..................................doz. 1.75
Oj' 1 Upi VV • i  i vv U ill p , j W • -LJL vUe 06 JCj VI. f “ “Uti, JJLilli)

......................   doz. 1.75
Syrup, W. P. Comp., w. Hon. & Eu., 7%-oz.

ctns. .........................................  doz. 3.50
Syrup, W. P. Co. & Men., 3-oz. ctn.............. doz. 1.75
Syrup, W. P. Co. & Meni, 4-oz. jap.............. doz. 1.75
Syrtip, W. P. & Men., 7%-oz. ctn................doz. 3.50
Syrup, W. P. Co. & Tar, 3-oz., ctn.............. doz. 1.75
Syrup. W. P. Co. & Tar, 4-oz., jap............doz. 1.75
Syrup, W. P. Co. & Tar, 7%-oz. ctn.............doz. 3.50
Syrup, W. P. Co. w. Tar. Men., 3-oz...... ./.doz. 1.75
Syrup, D. P. Co. w. Tar Mep., 4-oz.............doz. 1.75
Syrup, W. P. Co. w. Tar Men., 7%-oz.. . .  .doz. 3.50
Syrup, W. P. Co. & Cod L. Ext. 7%-oz........doz. 4.00

(Syrup White Pine Comp, with Morphine— 
Plain and with Combination—25c dozen ad
vance.) *

Syrup, Worm, 2%-oz., ctn..............................doz. 2.00
Tablets, Aloin, Strych. and Belladonna, 100s,

s. c. vial .......................................................doz. 2.00
Tablets, Ammon. Chlor., 40 s. c. vial....... doz. 1.50
Tablets, Aspirolithine, 50s ..........................doz. 8.00
Tablets, Brown Mixture Modified, 40s, s. c.

vials ............................................................. doz. 2.00
Tablets, Brown Mixture Comp. Modified, 40s,

s. c. vials ....................................................doz. 2.00
Tablets, Cascara, 5-gr. C. C., 100s___  doz. 2.00
Tablets, Cascara, 5-gr. C. C., 50s................doz. 1.50
Tablets, Cascara Comp. (Hinkle’s), 100s, s. c.

vial ..............................................  doz. 2.00
Tablets, Cold & Grippe, 30s, dec. tins....doz. 1.75
Tablets, Digestive, 30s, dec. tins..................doz. 1.75
Tablets, Gastro-Tonic, 30s, dec. tins.......... doz. 1.75
Tablets, Headache, 30s, dec. tins... v. . . . . .doz. 1.50
Tablets, Pepsin, 5-gr., 40s, s. c. vials....... doz. 1.70
Tablets, Potassium Chlorate, 5 gr., 40s, s. c.

vials ..........................................   doz. 1.00
Rhinitis, % Str. C. C. 100s...................  .doz. 3.00
Rhinitis, full Str. C. C. 100s......................... doz. 4.00
Tablets, Soda Mint, 40s, s. c. v ia ls .......... doz. .85
Tablets, Soda Mint and Charcoal, 40s, s. c.

vials ................ ............................ y ............doz. 1.10
Tablets, Soda M. & Pepsin, s. c. vials, 40s.doz. 1.50 
Tablets, Soda Mint, Pepsin & Charcoal, 40s,

s. c. vials ...................................     doz. 1.50
Tablets, Sodium Bicarb., 5-gr., 40s...............doz. .85
Tablets, Sulfarilla, 36s, ctns...........................doz. 1.75
Tartarlithine, 100s ........................................ doz. 8.00
Tea, Herb .......................................................doz. 1.50
Titiana Henna Hair Dye, 4-oz. tins.............doz. 3.00
Titiana Henna Hair Dye, 16-oz. tins........... doz. 8.00
Wafers, Headache, 12s ................ .'............... doz. 1.50
Water, Florida, Vennard’s, 2-oz..................... doz. 2.50
Water, Florida, Vennard’s, 8-oz......................doz. 6.00
Witch Hazel, Distilled Ext., 3%-oz.............. doz. 2.00
Witch Hazel, Distilled Ext., 7%-oz..............doz. 3.00
Witch Hazel, Distilled Ext., 16-oz.............. doz. 4.50

McK & R SPECIAL PACKAGE GOODS.
Cocoanut Oil, 2-oz. jars . . .  . 1.20
Cocoanut Oil, 4-oz. jars . . . . 2.00
Cocoanut Oil, 14-oz. jars . . . . ...........doz. 4.50
Epsom Salts, re crystalized, 1-lb. (decorated

tins) ........ .............. lb. .20
Epsom Salts, re-crystalized, Vi-lb. (decorated

tins) ......... .08
Sodium Phosphate, granular, re-crystalized,

1-lb. (decorated tins) .................. ..............lb. .24
Sodium Phosphate, granular, re-crystalized, 1/4-

lb. (decorated tins) ......... ............. ............ ea. .08
Sugar of Milk, 1-lb. canisters ...................... lb. .38

McK & R Seidlitz Powders
Highest quality, untouched by human hands.

Doz. Gro. 5 Gro.
Singlets (1 blue, 1 white) in ctn. .35 3.65 3.50
3’s ......... .70 7.50 7.00
6’s ......... 1.25 13.50 13.00

10’s ......... 1.90 20.50 19.50
10’s ......... 2.15 23.00 22.00
12’s ......... 2.15 23.00 22.00
12’s .......... 2.35 25.50 24.50
Bulk (1 gr. blue, 1 gr. white, in box).. 1,75 1.65

Castle Brand Castile Soap
Small size ................... ................... doz. .50 gro. 4.80
Large ...............................................doz. .90 gro. 9.00



OCTOBER
SPECIALS

Mission—

1 -gallon bottles 
5-gallon cans....

I -gallon L,itho cans................ ................ . j.DU L*al.
1 -quart Litho cans....... ........................... 3.75 Gal.

Rion—
1-gallon bottles ................. ....... ................ 3.50 Gal.
5-gallon cans................................ .......... 3.25 Gal.

Haja—
1 -gallon bottles ....... ................................. 4.00 Gal.
5-gallon cans.............. ........... ............. ....... 3.50 Gal.

W e recommend Mission as the best value in a Pure 
California Olive Oil. Absolutely pure, pressed under 
most modern and sanitary conditions.

Bottles
Mission—  

Small .... 
Medium 
Large ... 
Quarts

Rion—  

Small ... 
Medium 
Large ... 
Quarts

Haja—  

Small .... 
Medium 
Large .... 
Quarts . Medium Small
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PRICE C H A N G E S
PRICE CHANGES.

Allen’s Red Tame Cherry . ...........................gal. $2.85
Allen’s Red Tame Cherry, 4 gal................... gal. 2.70
Allen’s Red Tame Cherry, 10 gal.......... ...gal. 2.60
Allen’s Red Tame Cherry, 24 gal................. gal. 2.50
Bunte Cough Drops...................................... ctn.. 1.45
Black & White Rouge...................................doz. 2.00
B. B. B. Roach Powder, small................ ..doz. 3.60
B. B. B. Roach Powder, large. ................ doz. 10.20
Beechnut Lemon, Lime, Orange, Anise and

Caramel .....................................................ctn. .65
Corona Wool Fat, large.......................  doz. 9.50
Djerkiss Loose Powder Vanities No. 7010. .doz. 9.00
Ecto Balm, small.................. , ......................doz. 2.80
Howell’s Julep, Orange, Grape and Cherry.gal. 2.00 
Howell’s Julep, Orange, Grape and Cherry, 6

gallons ..............................................  gal. 1.90
Howell’s Julep, Orange, Grape and Cherry, 12

gallons ...................................................... gal. 1.90
Howell’s Julep, Orange, Grape and Cherry, 18

gallons ................................................ ....ga l. 1.85
Howell’s Julep, Orange, Grape and Cherry, 36

gallons .......  gal. 1.80
Howell’s Julep, Orange, Grape and Cherry, y2

barrels ............ -...... . .................................gal. 1.70
Howell’s Julep, Orange, Grape and Cherry,

barrels .......................... ?.................  /.gal. 1.60
Freight paid on 12 gallons and over.

Jergen’s Violet Glyc. Shampoo No. 6 16 ....doz. 4.00
Johnson’s Barley Flour, lb s . . . .................. doz. 4.15
Lazell’s Extracts No. 14..............................doz. 4.00
Lazell’s Extracts No. 17..............................doz. 4.00
Lilly’s Prunicodeine, p in ts ....................... doz. 15.30
Lilly’s Prunicodeine, gallons,...................... ea. 8.50
Mavis Face Powder No. 107.................   .doz. 4.25
Mavis Pattie Duette Vanity No. 76............doz. 12.00
Merrell’s Consol No. 5, pints........................ ea. 1.00
Merrell’s Consol No. 5, gallons................  .ea. 7.00
Merrell’s Consol No. 6, gallons...................ea. 5.45
Merrell’s Blenol, 6-oz...................................doz. 10.75
White Stokes Mallo Topping, 1-gal. cans., .gal. 1.15 
White Stokes Mallo Topping, 10-gal. cans.. .ea. 10.50 
White Stokes Mallo Topping, 15-gal. bbls.. .ea. 14.20 
White Stokes Mallo Topping, 30-gal. bbls.. .ea. 24.50
White Stokes Mallo Topping, 57-gal. bbls.. .ea. 42.00 

NEW ITEMS.
Burning Blossoms, small.............................doz. $2.00
Burning Blossoms, large.............................doz. 4.00
B. B. B. Roach Powder, 25c.. ......................doz. 1.70
Black & White Cold Cream, trial size....doz. 2.00
Delica Bath Salts........................... .-.......... doz. 4.00
Djerkiss Compacts No. 6095....................... doz. 36.00
Djerkiss Compacts No. 7000....................... doz. 48.00
Djerkiss Compacts Refills No. 7015.............doz. 3.50
Djerkiss Sets No. 23........................... '.___ doz. 41.00
Djerkiss Sets No. 35......................................doz. 96.00
Djerkiss Talc. No. 5990, glass..................... doz. 5.00
Fillex 10x12, 10s.................  doz. 2.80
Florida Mentopine Cough Drops..................ctn. .85
Hopper’s Cream Deodorant, 60c..................doz. 4.80
Hopper’s Eye Bath, 75c.....................    doz. 6.00
Hopper’s Fruity Shampoo, 60c....................doz. 4.80
Hopper’s Inner Youth, $1.25......................doz. 10.00
Hopper’s Liq. Nail Polish, 35c........   doz. 2.80
Hopper’s No-Shine, 60c ............................. doz. 4.80
Hopper’s Youth 'Cold Cream, tubes, 35c..doz. 2.80
Hopper’s Youth Van. Cream, tubes, 35c...doz. 2.80
Hopper’s Youth Hand Lotion, 60c.............. doz. 4.80
Kurl-Sta ......................................  doz. 4.00
Kleenex ......... , ...................... ................... . doz. 2.00
Lee’s Creo-Lyptus .......................................doz. 4.00
Luxor Eucharma Cold Cr. Powder No. 975.doz. 13.50

Lazell’s As The Petals Rouge Refill No.
306 ..............................................................doz. 2.00

Lazell’s Kiddie Package No. 247................ doz. 2.00
Lazell’s Twinette and Refill No. 345, gold.doz. 12.00
Lazell’s Twinette and Refill No. 345, black.doz. 12.40
M. A. C. Stomach Remedy.............................doz. 10.00
Melba Chain . Compacts................................ doz. 13.20
Melba Glove Compacts, plain....................... doz. 4.40
Maltine with Iron Iodide....... ...................doz. 12.00
Maltine with C. L. Oil and Iron Iodide.. .doz. 12.00
Mecca Compound, 3-oz. tubes....................doz. 4.00
Merco Flavor, Lemon, 8-oz.............................ea. 1.25
Merco Flavor, Orange, 8-oz.............................ea. 1.80
Neatfoot Shoe Dye and Polish, black, brown

and tan .......................   doz. 4.00
Neatfoot White Kid Dressing......................doz. 4.00
Poloris . . . ; ..........................    doz. 2.00
R. & G. Extract No. 2084......................   doz. 15.00
Sa-Tan-Ic ............................  doz. 8.00
Socyty Pax Caron Narcissus, single........... doz. 7.00
Socyty Pax Caron Narcissus, double...........doz. 12.00
Simoniz, 60c .................«..............................doz. 4.32
Simoniz Kleener, 6 0 c . . . . . ................  doz. 4.32
Sylphodine ........................................   doz. 2.75
Usoline Oil, 16-oz...................    doz. 8.00

DISCONTINUED.
Merrell’s Bechol with Heroin.
Merrell’s Malt Extract, Pepsin and Pancreatin. 
Merrell’s Merco Flavor, Lemon, 10-oz.
Merrell’s Merco Flavor, Orange, 10-oz.
Merrell’s Suppository Machines.

CHANGES.
Slocum’s Ozomulsion, small size. Now 7-oz. No 

change in price.

SPECIAL OFFERS.
Abilena Water.

1 case, % doz. large free.
2 cases, Yz doz. large free and 5% discount.
4 cases, % doz. large free and 10% discount.
This offer expires November 10, 1924.

Borden’s Malted Milk.
100-lb. lots, 10%, freight paid.
300-lb. lots, 10% and 3%, freight paid on contract 

over 1925.
Chichesters Pills.

-  $18.00 lots.
No. 1—1 set of 4 Phoenix Graduates. 120 M., 2-oz., 

4-oz. and 16-oz.
No. 2—1 doz. Sundae or 1 doz. Soda Spoons. Com

munity Plate.
No. 3—1 set Trommers Metric or Grain Weights.
No. 4—500 assorted Post Cards or 1 doz. Beauty- 

skin.
Joint Ease.

Yz doz. lots, 1-12 doz. free.
Kurl-Sta.

1 doz. lots, Ya doz. free.
Laxative Bromo Quinine.

6 dozen lots, 10% discount; no free goods.
There has been no free deal on account of Laxative 

Bromo Quinine purchases for the last few years, and 
none is now in effect. The manufacturers, however, 
have an advertising sign, and as compensation for 
displaying this sign in a store for a year, they give 
one dozen Laxative Bromo Quinine free. The free 
goods go direct, and request must be made to the 
Paris Medicine Company, St. Louis, Mo., for sign.
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Lee’s Creo-Lyptus.
1 doz. lots, % doz. free.

Merrell’s.
Oint Zinc Oxide ( 3 dozen for $4.00.
Oint Zinc Oxide Comp, j 1 gross for $15.65.

* M. A. C. Stomach Remedy.
1 dozen lots, 5% cash.
6 dozen lots, 8% cash.

Miles Med. Co.
$10.00 lots, 50 calendars free.
$15.00 lqts, 75 calendars free.
$20.00 lots, 100 calendars free.
$25.00 lots, 150 calendars free and 5%.
$50.00 lots, 300 calendars free and 7%.
$100.00 lots, 600 calendars free and 10%. 
Advertising matter direct, prepaid. Each calendar 

in envelope with new 32-page book.
Nebrin.

1 dozen 25c, 1-12 dozen 50c free. e
3 dozen 25c, % dozen 50c free. x

Norwich Milk Magnesia, Pints.
3 dozen lots, y2 dozen free.
6 dozen lots, 1 dozen free and 5%.
12 dozen lots, 2 dozen free and 10%.

Q-Ban Preparations.
$12.00 lots, % dozen Hair Color Restorer and % 

dozen Shampoo free.
Red Cross Package Goods.

$25.00 lots, 100 4-oz. Epsom Salts free.
Rinex.

1 dozen lots, 1-12 dozen free.
Samples, advertising matter and window display- 

direct from manufacturers on request.
R. D. Co. Peroxide, M-Lbs.

1 gross for $9.00, 1 dozen free.
V2 gross for $4.75, y2 dozen free.
% gross for $2.44, % dozen free.
Customer’s name free on label in full gross lots.

Squibb’s Liq. Petrolatum.
2% dozen lots, % dozen free.
Profit $14.00, or 39%.

Steam’s Electric Paste.
3 dozen lots, 5% discount.
12 dozen lots, 10% discount.

s. s. s.
$40.50 lots, 5%-2% cash, freight paid, and $3.00 

rebate from manufacturers.
$96.00 lots, 10%-2% cash, freight paid, and $6.00 

rebate from manufacturers.
Invoice must be sent to manufacturers to obtain 

rebate.
Two-in-One Shoe Polish

iy2 dozen lots assorted, y2 dozen free.
Volta Powder.

1 dozen lots, 1-12 dozen free.
Yarn.

1 dozen lots, % dozen free.

PROFIT PRESCRIPTIONS.

D R U G G I S T

Show the Best First.
Show a man the highest priced grade of any article 

in the right way and he usually won’t be satisfied 
with the lowest priced. , ■'

There is a canny selling point to this.

Now, say a woman enters your store.

She asks for a water bottle.

You have several grades.

Show her the highest priced—the very best—of 
the Goodrich line—and say:

* * *

“This is the best grade water bottle on the market. 
It is a Goodrich product. See how beautifully it is 
made.” 1

You know, and she realizes, that you have shown 
her the best bottle.

Maybe she is flattered that you should take for 
granted that she wants only the best and can af
ford it!

But whether she does or not, don’t give her time 
to ask to see a cheaper one.

Presto! Show her the next lower grade.

Tell her it is a good bottle, but of course not so 
good as the one just shown.

Then show her a still lower priced one.

But she has seen the best one. Her mind and 
probably her eyes have never left it. What if it 
does cost ^ little more?

It’s the best and she wants it. In others, she 
seems to deprive herself of something.

The chances are that she buys the highest priced 
water bottle.

And you! You have made the best sale—not only 
a sale of the biggest per cent profit, but the biggest 
in cash.

It’s worth while to concentrate on rubber goods.

Remember, show the highest priced article first!
—The Goodrich Druggist.

“Count that day lost 
Whose low descending sun”— 

Sees goods sold without a profit 
And business done for fun.

Maybe you’ve been thinking it. One good golf 
tournament deserves another but not every day in 
the week. There’s business to be attended to. Let’s 
not forget it.

Cocoa was discovered four hundred years ago by 
Spanish sailors under Columbus, who reported that 
it was widely relished in Mexico under the name of 
chocolatl.

m
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Sal Hepatica.
$14.40 lots, 5 per cent discount.
$100.00 lots, 10 per cent, freight paid, direct ship

ment. 1
Sternau Canned Heat.

% gro., No. 4006, % doz. No. 36 Stoves free.
1 gro., No. 4006, % doz. No. 36 Stoves free.
2 gro., No. 4006, % doz. No. 36 Stoves free.
3 gro., No. 4006, 1 doz. No. 36 Stoves free.
4 gro., No., 4006, 1% doz. No. 36 Stoves free.
5 gro., No. 4006, 2 doz. No. 36 Stoves free.

Sweeney’s Poison Wheat.
3 doz. 15c, % doz. 15c free.
4 doz. 15c, > 2 dQZ 15(, free
2 doz. 30c, >

Steam’s Electric Paste.
3 dozen lots, 5 per cent discount.
12 dozen lots, 10 per cent discount.

Tonsiline.
$8.40 lots, % dozen small free.
Orders must be made out on Special offer Blanks. 

This offer expires December 1st.
Turpo.

$8.40 lots, % doz. and 2% doz. Balloons free. 
$16.80 lots, 1 doz. and 5-5/6 doz. Balloons free. 
$33.60 lots, 2 doz. and 12% doz. Balloons free. 
Balloons and window display direct from manu

facturers.
Thompson’s Malted Milk.

1 White Flash Electric Mixer and 10 lb. can Malted 
Milk for $23.50. Shipped from factory, express col
lect. A Triple Nickel Container included free.

$300.00 lots, Malted Milk on contract over 1925, 3 
per cent rebate.

Tiz.
1 dozen lots, % dozen free.
3 dozen lots, % dozen free.
6 dozen lots, 1 dozen free.
12 dozen lots, 2 dozen free.
Free goods direct from manufacturers.

Vicks Yaporub.
1 gross small, % dozen medium or 1 dozen large, 

5 per cent cash discount.
Wakefield’s Blackberry Balsam.

3 dozen small, % dozen free.
1 dozen small, % dozen free. .

Waterbury’s C. L. Oil.
1 dozen lots, 1/12 dozen free.
3 dozen lots, % dozen free and 5 per cent.

KEEP SMILING.
The grumbling salesman, or the grumbler in the 

store, is not the one who wins customers or inspires 
confidence. When you go into a store where all the 
salespeople are strangers to you, you will invariably 
look them over and ask your questions or make your 
purchase of the man who smiles.

The world has no use for a man in whose face the 
wrinkles turn down at the ends. Turn around and 
look at your face right now in the mirror. Does it 
have a grouchy appearance? If so, just smile; then 
keep on smiling. Example after example can be 
shown to prove that nine out of ten men who have 
risen from small salaries and positions to the man
agement of large institutions are noted for never 
losing their smile.

Optimists will tell you that not only are they 
courteous to preserve their own self-respect, but 
also to set an example to their employees; for it is 
obvious that if the head of an office is discourteous, 
or even curt, those under him will take the same 
demeanor believing it to be the policy of the office. 
Don’t grumble—Smile.

The successful man doesn’t meet Circumstances; 
he makes them.

SO F T  D R IN K S
Size of No. in Per Per
Bottles Case Case Dozen

CCCC Apple Syrup............... 24 8.50 4.50
Cleo Sparkling Champagne.. 12 1.90 2.00

(6 cases, 5%: 12 cases. 10%)
Haja Grape Juice................ 24 7.00 3.75

(One case free with five.)
Island Queen Grape Juice... 12 7.00 7.50
Island Queen Grape Juice.. 24 7.50 4.00
Loju Loganberry Juice....... 12 6.00 6.50
Loju Loganberry Juice......... 24 6.40 3.50
National Brand Apple Juice. . . .  Quarts 12 3.25 3.75
National Brand Apple Juice.____Pints 24 3.50 2.00
Phez ...................................... 6 14.25 30.00
Red Wing Grape Juice....... . 8 7.25 12.00
Red Wing Grape Juice....... 12 6.25 6.75
Red Wing Grape Juice....... 24 6.50 3.50
Red Wing Grape Juice....... ____4-Oz. .72 7.00 1.35
Rose’s Lime Juice........... . 24 10.50 5.50
Royal Purple Grape Juice.. ,.%-Gals. 8 7.50 12.00
Royal Purple Grape Juice. . . .  Quarts 12 6.50 7.00
Royal Purple Grape Juice.. 24 6.75 3.60
Royal Purple Grape Juice.. ....4-O z. 72 7.25 1.40
Sham-Pagne ........... ........ . 24 6.50 3.50
Virginia Dare .................................. 5S 12 7.50 8.00
Virginia Dare ..................... ............ 9s 24 8.50 4.75
Virginia Dare ....................... 48 11.00 3.00
Welch’s Grape Juice......... 8 7.75 12.35
Welch’s Grape Juice........... 12 6.75 7.25
Welch’s Grape Juice........... 24 7.00 3.75
Welch’e Grape Juice........... 72 7.50 1.40

R IP E  O L IV E S — C A L IF O R N IA
Sylmar Blue Label, gallons, 1 doz. In case...............................................doa. $13.60
Sylmar Ripe Olives, extra large. Quarts.................................................... dos. 7.60
Sylmar Ripe Olives, extra large. Quarts, 2-doz. cases............................each' l<!oO

M IN E R A L  W A T E R S , D O M E ST IC  A N D  IM P O R T E D
Size No. In Per As Wanted

Waters— Bottles Case Case Per Doe.
Abilena ............................. 24 $7.00 $3.85
Abilena ............................. 50 7.00 1.85Apents ............................. 6.50
Apollinaris ...................... 50 20.50 6.20
Apolllnaris ...................... 100 22.50 2.85
Apollinaris ...................... 100 18.00 2.35Bethesda, still ......... .. 12 5.00 5.26Buffalo Lithia ................ . .14-Gals. 12 6.00 6.16
Hunyad’ s Janos ............. 50 18.00 4.75
Pluto Concentrated ......... 24 7.50 8.76
Pluto Concentrated ......... ..%-Pints 50 7.00 1.76Poland ............................. 24 12.00 6.00
Poland ........................... 50 1 12.09 3.00
Poland ............................. 50 7.50 2.00Poland ............................. 50 6.50 1.70Red Raven ...................... 50 5.50 1.50Veronicai 1 1-3 quarts.. 12 6.50 7.00Veronica ......................... 36 4.20 1.50White Rock ...................... 50 12.50 8.16White Rock ...................... 100 15.50 1.06White Rock .................... 100 11.25 1.66

G IN G E R  A L B
American Dry, 12-oz., 50s........... .................
American Dry, 12-oz., 50s..................................
Cllquot, pints, 2 doz. in case: case $3.35...........
White Rock, pints, 100 case $13.00......................

1.76
2.00White Rock, pints, 24s ....................................

White Rock, quarts, 50 case $10.75........................ 3.06
1.60
6.16

White Rock. Splits, 100 case $10.50......................
White Rook, Splits, 48e ........................................



Primarily VD-M manufacture fine Druggists’ Fixtures.

But, VD-M  Designing Service which plans the store can 
hardly become secondary to the actual building of the fixtures.

Through VD-M Designers you have access to a whole store
room of useful and valuable ideas obtained during many years 
of drug store observation.

The mind of the VD-M Designer is focused on one point—  
that of producing individual, workable drug store plans.

This service is extended to you without charge.

Catalog of Show Cases and Druggists’ Fixtures on request.

:

VAN DUYNE-MVRAN 
FIXTURES — ST. PAUL

R I C H A R D S O N  D R U G  C O M P A N Y
Distributors

Omaha, Nebraska
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S W IT Z E R ’S Y E L L O W  J A C K E T  C A N D Y
One-Pound Box

S W IT Z E R ’S C H O C O L A T E  SO L D IE R S
Order 20 lbs. Chocolate Soldiers and get a beautiful strand of Pearls FREE for $4.75

Retail value of the Candy........ .....................$6.25
Retail value of the Pearls .'I,.........................  5.00

Total for $4.75 investment, $11.25

©'V?. r-‘. ' •''?£■*\\\

Selling Candy on Hallowe’en
By Y. L. PRICE,

Director of Publicity, National Confectioners’ Assn.

The purpose of this article is 
to tell you of a new big candy 
buying day that has come into 
the candy industry and what the 
members of the candy industry 
are prepared to do to help you 
get your share of - business on 
this day.

The day referred to is Hal
lowe’en. You do a regular can
dy business from day to day but 
your real profit comes on the 
business you do for such occa
sions as Candy Day—The Sweet
est Day, Hallowe’en, Thanksgiv
ing, Christmas, Washington’s 
Birthday, St. Patrick’s Day,
Valentine’s Day, Mothers’ Day,
Easter and Fourth of July. In 
other words, it is the seasonable 
demands that give you the big 
volume and by your promoting 
these occasions you are increas
ing the profit of your candy de
partment.

The illustration above is a 
ten-color lithographed window 
poster which is prepared by the National Confec
tioners’ Association, Publicity Department, 208 
North Broadway, St. Louis, Mo. You should be able 
to obtain one of these posters from your manufac
turer or jobber, If he cannot supply you, we have

arranged for you to get these 
posters free by writing to the 
address above so that you can 
try out selling candy on Hal
lowe’en.

The other illustration shows 
the Hallowe’en candy bag which 
has been created by the candy 
industry. These bags dress up 
your sales of bulk goods and 
enable you to sell bulk goods on 
the holidays. In addition, they 
have a tendency to help mer
chandise bulk candy as it should 
be merchandised, namely, 5c or 
10c a bag, and not priced at so 
much per pound. Pack a few of 
these bags fn your window with 
a sign 5c or 10c, as thp case may 
be, and you will be surprised 
how many come in to buy for 
these popular prices. This is 
the method used by the chain 
stores whose sales are so big 
because of their merchandising 
methods. You san sell candy 
in the same way.

So "get after your jobber or manufacturer and 
get him to help you make Hallowe’en a big candy 
day and at the same time be thinking about and 
getting him to work ahead with you for Thanks

Svetujfody Xike4
CANDY

giving.

z ....... .
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Fine Confectionery Fresh Daily
Mazeppa Chocolates

y2 lb..........................................  doz. $4.20
1 lb.................     doz. 7.80
2 lb................................................................box 1.30
3 lb.......... ............. ......................v..............box 1.95
5 lb.....................   ..box 3.25

Swiss Style Chocolates
% lb............................
1 lb................... .
2 lb............................

> r ib . . . . . . . . . . . :^. t;
5 lb............ ...............

Blue Ridge Chocolates
W lb.
1 lb. . . . . . . . . . . . . . .
2 lb. . .......................

Chocolate Cherries
y2 ib. ........................
1 lb.........................

.doz.

.doz.

.doz.

3.60
6.60 

13.20

.doz.

.doz.
7.20

12.00
.doz.
.doz.
.box
.box
.box

4.20
7.80
1.30
1.95
3.25

Assorted Chocolates
20 oz......... ........... .doz. 10.80

Chocolate Maraschino Cherries 
% lb. . . . . . . . . . . . . . . . . . . . . . . .
1 lb..........................................

Chocolate Covered Almonds
Vi lb. . . . . . . ; . . . . . . . . . . . . . . . . . ..... ........ . doz.

Assorted Chocolate Covered Nuts
Vz lb.......................... ................................... doz.
1 lb........................................................... .doz.

Romance Chocolates
y2 i b . .............. ....................................

6.60

6.60
12.00

doz. 5.40

New Maple Milk Chocolates
y2 ib................................... .

. 1 lb.....................................
Melto Sweets

^  lb..........
1 lb..........

Blend Center
y2 ib..........

Specialty Chocolates
y2 ib...................
1 lb. ....................

Admiration Chocolates
Vz lb..........................
1 lb.......... . '. ............

Charm Chocolates
y2 ib. ................
1 lb.

Coronado Chocolates
% ib. ............. .
1 lb. ........

Frappe Chocolates
y2 ib..................... ............
1 lb. . . . . . . . . . . . . . . . . . .

Chocolates and Bon Bons
Vz lb............. ..................
1 lb.
2 lb.

Sultana Chocolates
y2 ib.....................
1 16.....................

5.40 1 lb.................................... 9.60
9.60 Preferred Milk Chocolates

1 lb..................................... dn7 10.80

14.40

6.20
10.20
20.40

4.80
8.00

16.00

3.90
7.20 Package That Appeals

20 oz.....................................

.. .doz.
3.90
7.20

Gloria Chocolates
y2 ib.....................................
1 lb.....................................
2 lb..................................... do?

3.90
7.20 Monte Christo Chocolates

y2 ib. ................... ..............
1 lb..................................... fin/

i\nr, 3.90
7.20

2 lb.....................................
Sweet Milk Nougat

1%-lb. boxes .................... f\ci7 10.20 

7 20

3.90
7.20 Mount Vernon Chocolates

1 lb. ................................
2 lb.......................... doz 14A0

4 go
3.60 •
6.60 Swiss Milk Chocolates

y2 ib.....................................
1 lb.......................... rln 8 00

f\ci7 3.60
6.60

2 lb.......................... 16 00
Roselane Chocolates

y2 ib.....................................
2.70 1 lb.............................. 7.204.80

Beauty Chocolates
/ y2 ib..................................... doz 3 603.30 1 l b . ...................... doz 6 606.00

1.00 Stellar Chocolates
y2 ib................................... doz 3 601 lb......................... doz 6 602.70

4.80 Egyptian Chocolates

Jeanette Chocolates
1 lb.............................................................. doz. 10.80
2 lb. .................................................v........ doz. 20.40

Vz lb. 
1 lb. .doz.

.doz.
4.80
8.00

Ben Hur Chocolates
y2 lb. ........................................................... doz. 4.80
1 lb............ .......................................... doz. 8.40
2 lb. ....................................... *................ doz. 15.60

Edelweiss Chocolates
% lb...............................................   ..doz. 4.80
1 lb. .'....... doz. 8.40
2 lb............................................   doz. 15.60

Patrician Chocolates
y2 lb................................................................ doz. 3.60
1 lb................................................................ doz. 6.60
2 lb.............................................................*. doz. 13.20

Maple Velvet
6-oz. package ........................................... <joz

12-oz. package ............................... . . ! ! ! . doz!
Chewey Chocolates

1     .doz,
Pre Eminent Chocolates

* lb............................      .doz.
Perfection Chocolates

®~oz.......... . • • •••••••*•••••.••••• ••••.doz.
o n W c ''kkntoiJi............      d°Z*

4.00
7.20

12.00■ /ft'
10.20

Gordon’s Assorted 
1 lb.

2.88
4.80

.doz. 10.20
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CANDIES Wrigley’s
Hershey—

Almond Bars 12s................................... .box .85
Almond Bars 24s ...................................... box .85
Milk Chocolate Bars 12s ..........................box .85
Milk Chocolate Bars 2 4s .........................box .85

Life Sayers—
Wintergreen ...................................... . ..box .65
Peppermint ........................................  box .65
Cloves ........   box .65
Cinnamon .................................... - ..........box .65
Licorice .....................................................box .65

Beech-Nut—
Caramels small ........................................ box .70
Lemon Drops ............................................box .70
Orange Drops ................  box .70
Anise Drops ...................   box .70
Licorice .........     box .60
Cinnamon ....................... box .60
Cloves ............................................. i .........box .60
Peppermint ................................................box .60
Wintergreen ......... ......... . ............... box .60

Hoarhouud Candy—
Double strength, peach kernel type, sugared

Per 5-lb. box.................................
Per 22-lb. pail-----,................................... lb.

COUGH DROPS
Smith Brothers ............................................box $ 1.50
Smith Brothers Menthol .....................   box
Red Cross .......................   box
Ludens ....................................... . . . ..............box
Bunte .........................    box i
Deans ...................  box
Ulypto .......................................................... box
S. & H. Eucalyptus .......................................box
S. & H. Menthol & Butter............................box
S. & H. Old Fashioned ....................  box

GUM

1.10
. .lb. .20

box $ 1.50
box 1.50
box 1.45
box 1.45
box. 1.30
box 1.40
box 1.00
box 1.75
box 1.75
box 1.75

Spearmint ......................... .65
Juicy Fruit .............. ........ .65
Doublemint ....................... .65
Peppermint ....................... .65
P. K...................................... .65
No. 6 Jars Spearmint . . . . 3.50
No. 6 Jars Juicy Fruit.... 3.50
No. 6 Jars Peppermint . .. 3.50
No. 6 Jars P. K.................. 3.50

Each No. 6 jar contains five boxes of gum.
No. 3 Jar Spearmint ............ 2.10
No. 3 Jar Juicy Fruit ........... 2.10
No. 3 Jar Peppermint......... . 2.10
Np. 3 Jar P. K....................... 2.10

Each No. 3 jar contains 63 packages of gum 
in a handsome display jar, ground glass 
stopper.

Beech-Nut Gum .................. .70
Adams—

Yucatan ................ .......... .65
California Fruit ............... .65
Sen Sen Gum .................. .66
Beemans Pepsin.............. .65
Chicklets Mint ................ .65
Chicklets Tutti Frutti . . . .65
Black Jack ...................... .65
Dentyne ........................... .65

Hershey Gum ...................... .65
Honolulu Fruit Gum ......... .65

All gums 2c per box less in 10 box lots assorted. 
All gums 5c per box less in 25 box lots assorted. 

—ad cigar and tobacco department------
NUTS " W M

Kellings Karels—
Jumbo Salted Peanuts, in 10-lb. tins, per lb. $ .31
Salted Pecans, in 5-lb. tins.................per lb. 1.25
Salted Almonds, in 5-lb. tins............. per lb. 1.00
Hazel Jumbo Sundae, in 5-lb. tins...per lb. .45 
Shaved Walnuts, in 5-lb. tins...........per lb. .60

<£44444444444*F|j4444444444444444444^^^^,£^4^^^4!t,J,4 ,$Hl,tlt44,4t,Jt4<4,4444444,S,:444444,$'44<&A

H A JA  COFFEE
:: . ' / V -  " V : :

“The Morning Glory of the Breakfast Table”

f X A O f i

100 lbs. - - - lb. $0.43
50 lbs. - - - - lb, .44
25 lbs. - - - lb. •451/2
10 lbs. - - - lb. •461/2
Less - - lb. .48

RICHARDSON DRUG CO.
DISTRIBUTORS

44
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6005  (TRAVELLER) 
6010  (QUEST) •
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DJERKISS.
Extract,

Vannette—2 dr..................................... doz. $ 7.50
oz................... ...................................doz. 18.00

oz..............  iidoz. 25.50
oz......................  doz. 33.00

oz........................................................doz. 50.00
oz...................   doz. 60.00

6260—8% oz. .................... . ........................ doz. 108.00
Toilet Water.

6002—3 oz............................................... .. . .doz. 18.00
Vegetalew

6027—-3 oz............................. doz. 12.75
Sachet.

5997—% oz........................... . .......................doz. 9.00
Talc.

5989 ................................................................doz. 2.50
i Face Powder.

6026 .............................................   doz. 5.00
6008 .............................< . . . .......................... doz. 8.50
7010—Loose Vanity Powder, 2% in. diam. .doz. 9.50

Compact Face Powder.
in. diam..........................................doz. 5.00

6070—1% in. diam.......................................doz. 7.20
6075—Thin model, 2% in. diam....................doz. 9.50
7015—Refill for 6070...................................... doz. 3.50
6080—Refill for 6075 and 6085...............  doz. 4.25

Compact Rouge.
diam.........................................doz. 5.00

6085..................................... doz. 4.25
Compact Two-fold.

in. diam................. .......................doz. 14.25
Leather Case.........................  .doz. 36.00
Lip Rouge and Leather Case. .doz. 48.00

p Rouge, No. 6045................................... doz. 5.00
Lip Pomade, White, No. 6045.......................doz. 5.00

Creams.
6050—Cold ____?;....................................... .doz. 5.00
6055—Vanishing .................. ...................... doz. 5.00

Soap.
6015—Large, 3 in box................................... doz. 5.00

Rrilliantine.
6012—Solid ................................   .doz. 7.50

Holiday Boxes, 1924.
No. 5............................................................. doz. 19.00

6026 Powder and 6027 Vegetale.
No. 10.............. .........................., ................. doz. 24.00

5989 Talc, 6026 Face Powder and 6027 Vegetale.
No. 15...........................................    doz. 29.00
5989 Talc, 6026 Face Powder and 6002 Toilet Water.
No. 17................ .'.........................................doz. 29.00

400 Vanette, 6045 Lip Rouge and 6085 Two-fold.
No. 20.................... z ....... ........................... .doz. 34.00
600 Extract, 5990 Talc Glass, 6026 Face Powder and 

6035 Rouge.
No. 23..............................................   doz. 41.00
600 Extract, 5990 Talc Glass, 5997 Sachet and 6070 

Compact, medium size.
No. 25......................... .................. . . _____ .doz. 49.00
600 Extract, 6002 Toilet Water and 6075 Compact, 

thin model.
No. 30............................................................... doz. 72.00
600 Extract, 5990 Talc Class, 5997 Sachet, 6002 Toilet 

Water, 6008 Face Powder, 6015 Soap 
and 6035 Rouge.

No. 35.....................................     doz. 96.00
400 Vanette, 5990 Talc Glass, 5997 Sachet, 6000 Ex

tract, 6002 Toilet Water, 6015 Soap 
and 6085 Two-fold,

No. 26130—Genuine Flexible Leather Fold-up Case, 
lined with silk satin, containing 10 pearl on ivory 
manicure necessities, nail buffer, cuticle stick, 
nail file cuticle knife, corn knife, tweezers, 
cuticle scissors, two square polish boxes and fold 
of emery boards. Size open, 6%x9% inches; 
closed, 3x6%xl% inches.
Per dozen ............................................. ........ $75.00'

No. 26120—Genuine Flexible Leather Folding Case, 
lined with silk satin, contains 10 pearl on am
ber manicure necessities, nail buffer, cuticle 
stick, file, cuticle knife, tweezer, cuticle scissors, 
slide box of nail polish, nail scrub, salve jar and 
folder of emery boards. Size open, 614x9% 
inches; closed, 3x6%xl% inches.
Per dozen ........................................................$80.00

No. 26532—Geniune Leather Case, lined with silk 
satin. Size open, 614xl2 inches; closed, 
4x6%xl% inches. Contains 12 manicure imple
ments, pearl on amber.
Per dozen .....................................................$96.00
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GETTING OUT A MAGAZINE.

Getting out a magazine is no picnic.
If we print jokes, folks say we are silly.
If we doi ’̂t they say we are too serious.
If we publish original matter, they say we lack 

variety.
If we publish things from other papers, we are 

too lazy to write.
If we stay on the job, we ought to be out rustling 

news.
If we are rustling news, we are not attending to 

business in our own department.
If we don’t print contributions, we don’t show 

proper appreciation.
If we do print them, the paper is filled with junk.
Like as not some fellow will say we swiped this 

from another magazine.
So we did. '  ;

No. 26561—Genuine Leather Fold-up Case, size open 
6%xll% inches; closed 3%x6%xl% inches. Con
tains eleven pieces pearl on amber manicure 
implements.
Per dozen .....................................................$115.20

No. 8870—A 10 piece set, celluloid ivory Pompadour 
pattern, consists of nail buffer, nail file, cuticle 
knife, corn knife, cuticle scissors, nail scissors, 
nail cleaner, ear spoon and two slide boxes with 
polish. Your finger tips Rosary contained in 
novelty case, built like a prayer book, with gold 
or silver plated frame between morocco covers. 
Dimensions, open, 5%x8% inches; closed. 
3Mjx5%xl1,£ inches.
Per dozen ......... .......................... ...............$108.20

No. 18870—A 10 piece Demi Shell set, case same size 
and shape and contents the same as No. 8870.
Per dozen . . „ ....... ...................................... $120.00

39

No. 12272—A 12 piece set, genuine brown horn im
plements, in exquisite dresser set, in antique 
trunk shape with leather handle.
Per dozen . . . , . . . . .  C.. . . . . . . . . ,  , $144.00

No. 607—A set comprising, 4 decorated handle scis
sors of fairly heavy stock, embroidery, button
hole, one pair each of 5 and 6 inch ladies scis
sors. Put up in attractive ecrasse finished lamb 
skin case. A very attractive, useful set and a 
most popular seller.
Per dozen ......................................... ........... $54.00

No. 608—Consisting of one each of 3y2, 4% and 5V2 
inch embroidery scissors with fancy decorated 
oxidized silver fiandles. Put up in genuine calf 
skin case with blue silk and velvet lining. A 
mighty attractive set. '
P̂ F dozen ../.................................... .'1...... .$48.00

---------------------  ■ ---------------------  - -----------—

No. 26585—A 15 piece set, pearl on amber, consisting 
of nail buffer, nail file, tweezers, cuticle knife, 
button hook, nail cleaner, cuticle stick, ear 
spoon, cuticle scissors, nail scissors, two salve 
jars, two slide boxes with nail polish and sheath 
emery boards. A delicate blending of gold bro
cade and changeable silk. Exquisite.
Per dozen .................................................... $172.80



10-lb. cans..............................
25-lb. cans..............................
MARSHMALLOW TOPPING 

White & Stokes
1-gal. cans.........Each $ 1.15

10-gal. cans.........Each 10.50
15-gal. bbls.........Each 14.25
30-gal. bbls.........Each 24.00

p H  COM F>N*\!' ;cu\cagq >

SUNDAES. FPAPPES. 
‘ CE CREAMS. ECC
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Hot Drink Suggestions

COCOA RICH
A prepared Cocoa containing milk and sugar. Use 

one teaspoonful of this preparation to cup of hot 
water and serve.
1 dozen quarts......................................................$10.00

COCOA PASTE
1 dozen %-gallons ....................................... $18.00

LIQUID TOMATO BOUILLON
Can’t be beat for flavor, “and it goes further.”

No. 1903-1—Pints ..........  Per doz. $4.80
No. 1903-2—Quarts .................................Per doz. 8.40

HAJA COFFEE
“The morning glory of the breakfast table.”

1-lb. containers only.............................. .Per lb. $0.48
HAJA OLIVE OIL

A pure imported Olive Oil.
Gallons ................................................... .Per gal. $4.25
Half gallons .............. . . . .Per gal. 4.35
Large ............    Per doz. 9.00
Medium .............. : ..................................Per doz. 5.50
Small ........................   Per doz. 3.00

MALTED MILKS
• Borden’s Eagle Brand
10-lb. cans. . . . . . . . .  .Each $ 4.30
25-lb. cans.. . . . . . . . .Each 10.00

Borden’s Meadow Brand
10-lb. cans . . . . ......... Each $ 3.80
25-lb. cans . . . ...........Each 8.75

Thompson’s
10-lb. cans............. ..Each $ 4.00
25-lb. cans........... . . .Each 9.50

Milkose
10-lb. cans..............Each $ 3.50
25-lb. cans................ Each 8.00

C Z _ _ 3

§ 4 M ALTED
M I L K

best quality

’

Coer’s
.Each $ 3.80 
.Each 9.00

TOPPING

till̂STOKESCONBi£»

ARMOUR’S FLUID 
BEEF

2-lb. jugs......... .........Each $2.25
5-lb. jugs................ ..Each 5.00
Individual Vials, twelve in

box ....................Per box .50
ARMOUR’S TOMATO BOUILLON 

2-lb. jugs, 14-oz...................................  Bach $1.50

ARMOUR’S BOUILLON CUBES
12 to tin...................................................Per doz. $2.50
50 to tin....................................................... Each .90

100 to tin....................................................... Each 1.70
200 to jar....................................... ...Each 3.40

ARMOUR’S TOMATO FLIP
Quarts .....................................................Per doz. $7.50

ARMOUR’S CHICKEN CUBES
12 to tin...................................................Per doz. $2.50
50 to tin........................................................Each .90

100 to tin................................................. ....Each 1.70
200 to jar..............................................  Each 3.40

STEERO CUBES
12’s .....................   Per doz. $2.75
50’s ........   Each .90

100’s .................  Each 1.70
LOWNEY’S GOLD MEDAL COCOA

5-lb. cans....................................................Per lb. $0.39
10-lb. cans..................... Per lb. .35
25-lb. cans..........................   Per lb. .34

LOWNEY’S XXXX COCOA
5-lb. tins..........................  Per lb. $0.31

10-lb. tins....................................................Per lb. .27
25-lb. tins......... ......................  Per lb. .26

HERSHEY’S PROGRESS COCOA
5-lb. tins.......................   Per lb. $0.23

10-lb. tins............................................. ...Per lb. .22
25-lb. tins.................................................. Per lb. .21
50-lb. tins..................................................Per lb. .19

100-lb. tins..................................................Per lb. .18
FUDGES AND FRAPPES

Are “so delicious” as a dressing when served hot 
from our No. 703 Fudge Warmer.
Butter Scotch, ^-gallons................ ..Per doz. $20.00
Caramel Frappe, %-gallons................ Per doz. 20.00
Chocolate Fudge, %-gallons................ Per doz. 19.00
Maple Fudge, %-gallons......................Per doz. 15.00

BELVIDERE BOUILLON SPOON
The best of materials used in the manufacture of 

these spoons. Heavily silver plated. A valuable 
asset to the dispenser of hot drinks.
Price ................................................. Per doz. $3.50

G. WASHINGTON PREPARED 
COFFEE

Very essential when used in
connection with our No. 500 or 
“EUREKA” Hot Water Urns. To 
one cup of hot water use one-half 
teaspoonful of Prepared Coffee.
Add sugar and cream to taste.

1 -oz. size............... ..........................Per doz. $ 4.25
2%-oz. size............................................Per doz. 8.60
4 -oz. size......................... ............. . .Per doz. 13.40

16 -oz. size........................................... Per doz. 46.80
BLACK’S SUPERIOR BOUILLONS

Packed in handsome cartons containing 25 indi
vidual bottles. Each variety is packed for shipment 
in case containing four display cartons.
Chicken ...................................................Per case $7.50
Oyster \ ....... Per case 6.00
Clam ........................................................Per case 6.00
Beef ...................  Per case 6.00
Tomato ............   Per case 6.00
Chili Con Carne.....................   Per case 6.00
BLACK’S INSTANT HOT COCOA PREPARATION

Put up in individual envelopes, 80 envelopes to a 
carton. A time and money saver. IT IS SANITARY. 
Price....................... ................. ......... Per carton $1.75
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WHITE SEMI-PORCELAIN GASOLINE BURNERS

Exclusive designs on Pure White Semi-Porcelain, 
light weight.
Mugs ....................................................... Per doz. $3.50
Cups and Saucers..................................Per doz. 4.00

NAPKINS
Plain white tissue..................................... Per M $0.60
Plain white crepe..................................... Per M 1.15
Assorted crepe, decorated, five assortments in

box of 500...'.......................................Per box 1.70
Plain white crepe, % fold (40 to pkg.) .Per doz. 1.20 
P|aJn wivt.e crene. Cornuconia fold.........Per M 1.25

ELECTRIC URN HEATERS
Simple, economical, efficient. 

All heat is conserved and re
tained under the urn. Three 
separate heat temperatures, ad
justable to fit uim.
No. 803—For 3-gallon urn.........
No. 805—For 5-gallon urn....... .

HOT WATER 
URNS

The best mate
rials used in the 
construction of 
these Urns. Tin
ned copper on in
side, nickeled on 
outside. Neat and 
attractive; has a 
compartment on 
top of the Urn 
for heating milk 
and chocolates, or 
daily specials.

No. 5102
2-Gallon

Each
No. 5103
3-Gallon

Each
No. 5104
4-Gallon

Each
Burners Extra.

Each $lz.o0 
Each 14.50

Made of copper, heavily tinned on inside and 
nickeled on the outside, giving it the double advan
tage of long like and attractiveness. An ornament 
in any establishment. Can be used for hot chili and 
soups as well as fudges.
No. 702—2-crock; capacity of each crock, 2 

quarts; water compartment, 5 quarts; 
length, 19' inches; width, 8% inches; 
height, 12% inches................................ Each $24.50

No. 602 Burner—Capacity 2 pints; suitable for
hot water urns only................................Each $2.75

No. 603% Burner—Capacity 3% pints; suitable 
for coffee urn only................................ ..Each 3.75

COMBINATION COFFEE AND MILK OR 
CHOCOLATE URN

No. 403—Capacity 3 gals...... ................... Each $37.80
No. 405—Capacity 5 gals . . . ....... ............. Each 46.20

ELECTRIC FUDGE WARMERS

■



PARINOL
Liquid Paraffin

(Refined)

Richardson Drug Company
OMAHA, NEBR.

OMAHA D R U G G IS T

No. 703—3-crock; capacity of each crock, 2 
quarts; water compartment, 7 quarts; 
length, 26% inches; width, 8% inches; 
height, 12% inches................ . ............. Bach 28.40

“EUREKA” ELECTRIC 
HOT WATER URNS 
Are made of all 

metal, non-corroding, 
nickel plated. Two heat
ing units, low and high. 
Can be controlled by 
one switch and con
nected with a regular 
light outlet. Capacity, 
11 pints; height, 19 
inches; width of bowl, 9 
inches; base, 10 inches. 
E ach ....... \ . . $21.50

FOOD WARMERS
Same as our No. 702 

except non-electric.
No. 592

2- crock . .. .Bach $17.50
No. 593

3- crock . . . .Each $21.00 “Eureka”

THE STRITE AUTOMATIC TOASTER. 
No Watching, Burning, Wasting. Turning. 

Three-Slice Strife Automatic Toaster.

m

This small Toaster has been placed on the market 
in response to the demand of the small lunch coun
ters, the soda fountain lunch, and those places where 
provision is desired for only a comparatively small 
amount of toast. However, as it will turn out three 
slices every minute and a quarter, it will produce 
a dozen orders every ten minutes, which is a capacity 
sufficient for many of the larger places not making 
a specialty of toast service. The automatic mechan
ism in this toaster is entirely separated from the 
oven so that crumbs can not possibly interfere with 
the working of the machine. Table space required, 
10x12 inches.
Price, F. O. B. factory........................................ $70.00

Four-Slice Strite Automatic Toaster; 160 slices per
hour. Price, F. O. B. factory...........................$100.00

Bight-Slice Strite Automatic Toaster or twelve 
small slices. Size of toaster, 12% by 15 inches by 
17 inches high. Shipping weight, 65 pounds. Price,
F. O. B. factory.................................................. $180.00

AH Parts Guaranteed for One Year 
RICHARDSON DRUG COMPANY, Omaha, Nebraska

Pints . . . D oz., $4.25

'

5 Pints . . Each, 1.50

G allons . . Each, 2.20

5 Gallons . Each, 2.00

y ■

ORDER T ODA Y!

SOMETHING JUST AS GOOD
Wild-Eyed Customer: “ I want a quarter’s worth

of carbolic.acid, and I want it quick!”
Quick-Witted Clerk: “This is a hardware store

and we don’t keep acid, but we have a fine line of 
ropes, revolvers and razors.”

Wisdom is knowing what to do next; Skill is 
knowing how to do it, and Virtue is doing it.
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BATTERIES
The Flashlight Used by the World Fliers

With an order amounting to $75.00, a fine metal
display case with list of cases, each................ $4.50

A glass circular case with the above amount, 
each ......................................... ...................... . • • .$7.50

No. 101—Baby Mono Cells, l% xl. Each........ $0.08%

No. 102—Regular Cells, 2%xl1/4. Each. .....$0.0935

No. 101R—Yale Radio Powerpak. A single six- 
inch dry cell, especially selected for radio 
use, equipped with one positive and one nega
tive binding post. Two of these may be used 
to operate a single WD11 or similar dry cell 
vacuum tube. Net p r i c e . . . . . . . . . . . . . . . . ---- $0.32

in 1” because it consists of three 
three voltages, three terminals and 

can be used for three purposes. It may be 
used as an “A,” “B” or a “C” battery. It is 
equipped with three Yale Contact Clips giving 
variable voltages of 1%, 3 or 4% volts. Net 
price . . . . . . . . . . . . .  .................. .......................... $0.40

No. 1512V—This is the most popular “B” bat
tery. It is economical and is standard equip
ment for the great majority of receiving sets.
Its vigorous cells have a much longer life 
than the smaller ones. They are especially 
made to render best average service. Con
tains 15 cells and is equipped with one nega
tive and five positive Yale Contact Clips, giv
ing variable voltgges of 16 %, 18, 19%, 21 or 
22% volts. Net price. . . .................................$1.30

No. 3045V—When 45 volts are required it is 
preferable to buy this battery rather than two 
22% volt batteries. It contains 30 cells same 
size as used in the No. 1512V, and more con
venient as it can be used for detector tube 
control as well as, for amplifiers. Equipped 
with one negative and six positive Yale Con
tact Clips, giving 16% to 22% volt steps for 

' detector tubes and a 45-volt tap for amplifier
tubes. Net price................................................ $2.44
/
No. 315 case and battery tester given with thirty 

No. 101 cells and sixty No. 102 cells.



YALE FLASHLIGHTS. 
Regular Types.

Searchlight Types,

No. 2001—Fibre case 5%xl%, 2 No. 101 cells...$0.66

No. 2105—Fibre case 6%x3%, 2 No. 102 cells. . .$1.46

No. 2002—Nickel case 5%xl%, 2 No. 101 cells..$0.80

No. 2101—Fibre case 6%xl%, 2 No. 102 cells. . .$0.83
No. 2106—Nickel case 6%x3%, 2 No. 102 cells. .$1.60

No. 2102—Nickel case 6%xl%, 2 No. 102 cells..$0.96

No. 3105—Fibre case 9%x3%, 3 No. 102 cells. ..$1.65
No. 3101—Fibre case, 9%x7%, 3 No. 102 cells. . .$0.96

No. 3102—Nickel case 9%xl%, 3 No. 102 cells..$1.10 

Miner Types.
No. 3106—Nickel case 9*4x3%, 3 No. 102 cells..$1.9

potlights,
No. 2003—F.bre case 6x1%, 2 No. 101 cells

No. 2201—Fibre case 6*4x2%, 2 No. 102 cells. . .$1.32No. 2004—Nickel case 6x1%, 2 No. 101 cells. ...$0.93

No. 2103—Fibre case 6%x2%, 2 No. 102 cells...$1.04 No. 3201—Fibre case 8%x2%, 3 No. 102 cells.. .$1.65

No. 2104—.Nickel case 6%x2%, 2 No. 102
No. 3202—Nickel case 8%x2%,.3 No. 102 cells..$1.79

Double Duty,

No. 3103—Fibre case 9%x2y2, 3 No. 102 cells...$1.10

No. 3302—Nickel case 10%x2%, 3 No. 102 cells. .$2.48

Three-in-One.

[ fffi 11

No. 3104—Nickel case 9%x2%, 3 No. 102 cells..$1.37 No. 3401—Fibre case, 9%x3%, 3 No. 102 cells.. .$2.48



COTY’S PERFUMES, POWDERS, TOILET WATERS. 
SACHET POWDERS, LIP STICKS AND 

COMPACTS.

CHVF-H

rvACO«*-̂ ’*

199—Chypre, V -̂oz............................... doz.
197— Chypre, %-oz........................... doz.
198— Chypre, 1-oz.............................doz.
101—Chypre, cut crystal cylinder bottle
.............................................................. doz.
4099—Emeraude, %-oz........................ doz.
4097— Emeraude, %-oz.................... doz.
4098— Emeraude, 1-oz......................doz.
4001—Emeraude, cut crystal bottle..doz.

Face Powders

Styx, Ambre Antique, L’Effleurt and Jasmin 
.............................. .................................doz.

Sachet Powders
Paris and L’Origan......................................doz.

Lip Sticks
L’Origan, Paris, Chypre, Emeraude, Styx and 

Jasmin ...................................................doz.
Talcum Powders

Lip Sticks
Compacts

L’Origan, Emeraude, Styx, Jasmin, Paris and 
Chypre .................................................. doz.

L’Origan, Paris, Chypre, Emeraude and Jas 
min ........................................................doz



CUESTA REY— Made in Bond
Price 
Per M 

$ 95.00
95.00
95.00

115.00
140.00
140.00
140.00
190.00

Predilectos .. 
Panetela Fina 
Commanders, 
Knickerbocker
Queens .........
Cabinet Royal
Favorita.......
Reyes ......... .

W H ITE HEATHER
Killicrankie .. 
Scotia Perfecto 
Caledonia . . , .

Panetela . 
Aristocrats 
Presidents

SAN TELMO
Pastora Corona .........................
Pastora Corona .........................
Pastora Corona, tins ...... ........
Pastora Detroiter ....................
Robert Bacon, Junior ..............
Robert Bacon, Rothchild .........
Robert Bacon, Brevas .............
Robert Bacon, Brevas .............
Robert Bacon, Perfecto Grande 
Robert Bacon, Perfecto, foil ..
Wellerette, Presidents .. \.......
Wellerette, Presidents .............
Wellerette, foil ..........................
Wellerette, Invincible, tins . . . .  
Wellerette, Londres, tins .......

MISCELLANEOUS
El Dallo Invincible.........
Hunter Invincible ...........
Hunter Invincible ...........
Marca Rica Perfecto, tins 
De Soto Corona, tins.......

R IC H A R D S O N  D R U G  C O M P A N Y , O m ah a
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BOTTLES—OLD STYLES
- :  ' 1 . " - . A  ̂ " : • ' . '

AT BARGAIN PRICES

'■ V ?3

..... gro. $4.00
.45

.....doz. .50

5.00

..... gro. 3.60

.....doz. .40

.....gro. 1.00

..... gro. 1.60

22 gross Bent Neck Nursers for Fittings...........................................gro. $4.00
9 dozen Brandy Cylinder Flint, 6s............. ...................... ............doz.

18 dozen Claret Amber, 5s................................................................doz.
18 gross 24-oz. Jo Jo Flasks )
2 gross 24-oz. Picnic Flasks J

1J gross Citrate Magnesia, 12 oz., Cork Finish....................... ......gro.
10 dozen Pint Grape Juice Bottles.................................................... doz.
25 gross 2-oz. Cone Ink Bottles, green.............. .............. ...........:4.;...gro.
24 dozen Liquid Opodeldoc Bottles, 2 oz......................... ...............gro.

Some of these can be used for small quantities of Linseed Oil, Turpen
tine, Denatured Alcohol, Distilled Water and other goods for which an 
attractive package is not essential.

SPECIAL PRICES
T O  CLO SE O U T

Household Ammonia in Brandy Cylinder 6s, Flint....gro. $10.50
Household Ammonia in Claret Amber 5s..................gro. 11.50
Castor Oil in Round Castor Oil Bottles, 12 oz.... . . ..gro. 33.00
Castor Oil in Round Castor Oil Bottles, 24s......gro, 16.00
Castor Oil in Round Castor Oil Bottles, 40s................... ............. gro. 10.50
Castor Oil in Round Castor Oil Bottles, 50s.......gro. 9.50
Violet Ammonia in 8-oz. Tall Ammonia Ovals........ ...gro. 13.00
Florida Water in 3-oz. Florida Water Bottles............ gro. 12.00
Glycerine, 1^-oz. Panels, no carton........ .....................gro. 6.50
Glycerine, 3^-oz. in 4-oz. S. N. Green Panels.......... gro. 12.00
Haja Toilet Cream in!2 f-oz. Espey Cream Bottles....gro. 6.00

H gross 
3-J gross 

2 gross
2 gross 
5 gross

15 gross 
1 gross 
5 gross 

24 gross
3 gross 

11J gross

10m

:vtgi
' ' i f

mm

■m

RICHARDSON DRUG COMPANY
o m a h a  ■ ,-
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Acetic, 88*. bbli............................. ..Ib. $0.04
10-gtis .........    lb.
8-gals...........................................  lb.
1-gal..................................................... lb.

Battery, 1.400 cbys,. . . . . , . . . . . . .  . . . lb .
1.835 cbys. .......................................lb.

Boraoic, Po., or Cry*.
25-lb. lots .......................................lb.
10-lb. lots ....................................... lb.
5-lb. lots ................................. . . . . . l b .

Carbolic, crude, 15%, drums.............gal.
15%, 10-gal. can extra................................. .gal.
15%, 5-gal. can extra............. ....ga l.
20%, drums ..................... .gal.
20%, 10-gal. can extra.gal.
20%, 5-gal. can extra............... . . .g a l.
25*. bbls. lncl.................................gal.
25%, 10-gal. can extra.gal.
25%, 5-gal. can extra....................gaL
30%, bbls. lncl.  ................. gal.
30%, 10-gal. can extra ...................gal.

.06

.05*4

.08

.03*4

.08*

............. gal.

............... lb.

. . . . . . . . .lb.

............... lb.

............... lb.

............... lb.

30%, 5-gal. can extra 
Citric. 112-lb. kegs.. . .

50-lb. lots ....................
25-lb. lots ...................
10-lb. lots ...................
5-lb. lots ...................

Muriatic, 18° carboy.......................... lb.
Muriatic, C. P., carboy.....................lb.
Nitric, 88* carboy............................... lb.
Nitric, 43* carboy............................... lb.
Nitric. C. P „  carboy.......................... lb.
Oxalic, 100-lb. lots........... ................ lb.

lots .......................................lb.
lots ..................... ................lb.
lOtS . . . . . . . .  . . . . . . . ' . . . .  .lb.
lots .......................................lb.

Sulphuric, 66° carboy........................ lb.
Sulphuric, C. P., carboy ................. lb.
Tartaric, 100-lb. lots.......................... lb.

50-lb. lots ......................................... lb.
25-lb. lots ..........................................lb.
10-lb. lots ..........................................lb.
5-lb. lots ...................................... '..lb.

Alcohol, Denatured, Form No. 5.
Drums $6.00 ........................................gal.
10-gals....................................................gal.

5-gals.................................................. gal.
Fire and tan-gal. lots, containers extra. 

5 drums, lc less—10 drums, 2c less.

50-lb.
25-lb.
10-lb.
5-lb.

.18

.18

.19

.33

.41

.46

.38

.46

.51

.48

.50

.55

.68

.55

.60
.58
.60
.62
.64
.67
.08*4
.13*4
.12
.13
.18
.18
.20
.22
.23
.25
.03*6
.13*4
.39
.41
.44
.46
.47

.60

Alcohol, Grain, 190®. 5-gal. tool..........gal.
METHANOL, 95%, drums.............. gal.

10-gal., container extra.,............ gal.
5-gal., container extra................gal.

Alum, Lung
Bbls...................................................... lb.
100-lb. lots ....................................... lb.
50-lb. lots ....................................... lb.
25-lb. lots ...........    lb.

Powdered, bbls. . , . . . . . . . . . . . . . . . .  ,1b.
100-lb. lots ....................................... lb.
50-lb. lots ....................................... lb.
25-lb. lots ....................................... lb.

Ammonia, Carbonate, 25-lb. lots.. .  1. .lb.
10-lb. lots ....................................... lb.
5-lb. lots ............................. ; ____lb.

Muriate, lump, 100-lb. lots................. lb.
50-lb. lots ’................  ...lb .

lots .................... ...lb .
lots ..........     lb.
lots ..................  lb.
Gran., bbls.................. . . . . . lb .

100-lb. lots . . . . . . . . . . . . . . . . . . . . . . l b .
50-lb. lota ........... lb.
25-lb. lots ....................................... lb.
10-lb. lots .........., .......................... lb.
5-lb. lots ....................................... lb.

T.50
.85
.95

1.00

25-lb.
10-lb.
5-lb.

Muriate,

..lb. 

..lb. 

..lb. 

. ,1b. 

..lb. 

..lb. 

..lb. 

..lb.

Water. 16* carboy..............
10-gal. lots ........................

1-gal. lots ........................
Water. Conet., 20*, carboy.

10-gal. lots ......................
6-«*l. lots ........................
1-gal. lots ........................

Antimony, Needle, Powd.
100-lbs......................................................lb.
50-lbs......................................................lb.
25-lbs.   lb-

Arsenic, kegs .....................................  ,1b.
100-lb. boxes ....................  lb.
50-lb. boxes ........ lb.
25-lb. boxes .................................. lb.
10-lb. boxes .................................. lb.
.5-lb. boxes . . . . . . . . . . . .....................lb.

Blue Vitriol, lump, bbls.......................lb.
100-lbs......................................................lb.
50-lbs..................................................... lb.

,05*4
.06
.07
.08
.07
.08
.09
.10
.■22
.24
.25
.20
.22
.24
.26
.27
.10
.11
.18
.14
.15
.IT
.06
.or
•08
.09
.13
.18
.14
.16

.11

.11*4

.12

.12

.13

.14

.15

.16

.17

.07
.08
.09

.09%

.10

.10*4

.06*4

.07*4

.10

.11

.11
3.50
4.50
5.00
6.00
.07

.lb. 
.. .lb. 
. .  . l b .  
...lb. 
...lb.

Blue Vitriol, Lump
25-lbs......................................................lb.
10-lbs.      lb.
5-lbs......................................................lb.

Powdered, l*6c higher.
Borax, Powder or Cryst., bbls.............lb.

100-lbs. ...............................  lb.
50-lbs..............    -...lb.
25-lbs......................................................lb.
10-lbs......................................................lb.
5-Ibs......................................................lb.

Brimstone, Roll, bbls.........................  .cwt.
100-lbs.    cwt.
50-lbs.................  cwt.
25-lbs...................................................cwt.
10-lbs...........................  lb.

Car boa Bisulphide
Drums, 55-gal. $8.00.......................... lb.
100-lb. drums $6.00..............................lb.
50-lb. drums $4.00................................lb.
2-gal. cans. 20-lbs. t o d . . . . ............... lb.
1-gal. cans. 10-lbs. lncl.....................lb.
5-lb. cans. 50-lb. lots ........................ lb.
1-lb. cans, 5-lb. lots tod ...................lb.
1-lb. cans, 10-lb. lots ....................... .lb.
1-lb. cans, 25-lb. lots .........................lb.
1-lb. cans. 50-lb. lota ........................ lb.

Carbon Tetroehlorlde, 100-lb. drums...lb.
Chalk, Lump, bbls................................. lb.

100-lbs. . . . . . . . ;  ,v . . . . ; ................. lb.
50-lbs. . . . .... .................................lb.
25-lbs.................................................. lb.

French, Powd.. 200-lb. bags.................lb.
100-lb. bags ....................
50-lb. bags ....................
25-lb. bags .................... .
10-lb. bags ....................

Charcoal, Commercial, bbls..
100-lbs. ................................................. lb.
50-lbs. ..................................................lb.
25-lbs.....................................................lb.
10-lbs......................................................lb.
5-lbs......................................................lb.

1-ton lots .........................  ton 40.00
*4-ton lots ..............................    ton 41.00
*4-ton lots .......................................... ton 42.00

Charcoal, Wood. Granulated, 50-lb. bags
100-lb. 50-lb. 1-ton *4-ton *4-ton

.040 .04*6c $65.00 $70.00
Copperas, Lump, bbls..............................lb.

100-lbs.........................................  lb.
50-lbe.................................................. lb.
25-lbs...................... . .........................lb,
10-lbs.................................................. lb.
5-lbs.....................................  lb.

Gran., bbls............................................ lb.
100-lbs..................................................lb.
50-lbs..................................................lb.
25-lbs.......................................  lb.
10-lbs................................................. lb.
5-.lbs.................................................. lb.

Redried, Powd., bbls.............................. lb.
100-lbs...............................   lb.
50-lbs............................................ lb.
25-lbs.................................................. lb.
10-lbe.................................................. lb.
5-lbs...............................   lb.

Cream Tartar, C. P., 100-lbs................. lb.
50-lbs....................................................... lb.
25-lbs....................................................... lb.
10-lbs...................................................... lb.
5-lbs....................................................... lb.

Formaldehyde, 40%. 400-lb. bbls....... lb.
125-lb. kegs ..................................... lb.
60-lb. kegs ................ . . . . . ...........lb.
45-lb. boxed jugs.............................. lb.
1-gal. jugs lncl...... ......................gal.

P. A. C. Works, 1-lb/ bottles
50-lb. lots .......................................lb.
25-lb. lots .......................  ,ib.
12-lb. lots .................................  lb.
5-lb. lots ....................................... lb.

Glycerine, C. P., 50-lb. cans................ lb.

.09

.11*4

.12

.21

.22

.28

.84.33.33

.81

.19

.04*4

.05*4

.06

.07

.08*4

.04*4

.06

.06

.or

.02*

.04

.06

.00

.07

.07

$75.00
.01%
.03
.04
.04*4
.05
.05*4
. 01%
.02%
.04
.04*4
.05
.06
.02*4
.03*4
.04
.05
.06
.06
.29
.31
.33
.35
.36
.13*4
.14*4
.15*4
.16

2.00

.30.jfl

.32

.33

.24
Gum Camphor 25-lbs. 10-lbe. 5-lbs. TCpgs nurt

2*4-lbs. ......... $1.07 $1.10
16s .................. 1.10 1.13 25-lbs............................................. cwt
24s and 32s... . 1.10 1.13 1.15 Hyposulphite, Gran., bbls.............

Moth Balls, bbls .11
100-lbs............... .12 50-lbs...........................................
50-lbs............... .13
25-lbs............... .14 Sugar Milk. Is. 15-lb. lots.............
10-lbs................. .15 Is, 10-lb. lots.............................
5-lbs............... .16 ...lb .

Napthalin, Flake, bbls.. ....... lb. .10 Sulphur, Lgt. Flour, 250-lb. bbls.. . .cwt.
100-lbs............... .11 100-lb bfcga ...............................
50-lbs. ........... .11*4
25-lbs............... .12 15-Ib. lots ...............................
10-lbs. ........... .13
5-lbs............... .14

Oil Cake, ground. 500-lb. loti ...............................
*4-ton . . . . . . . .
*4-ton . . . . . . . . 3600-Ib. lets ...............................

....lb . 

.. /.lb . 

. . .  .lb.

..lb.

..lb.

..lb.

..lb.

..lb.

S a l .. ..lb .
. . ..lb .

Oil Cake
100-lbs........................... ...................... cwt.

Pstash Permanganate
25-lb. lots .................... ...........
10-lb. lots i ...............................
5-lb. lots ......... ......................

Potassium Chlorate, cryst., powd.

50-lb. lots .................................
25-lb. lots ............... ..................
10-lb. lots ...............................
5-lb. lots .................................

Granular, 5c higher.
Epsom, bbls.............................
125-lb. kegs . . . . . . . . . . _____
ioo-ib. bags . . . . . . . . . . . . . . . . . . . . ;n».
50-lbs..................................................lb.
25-lbs.......................... ... ................... lb.
10-lbs. v .................... ......................lb.
5-lb#.................................................. lb.

Glauber, Lump, bbls................. cwt.
100-lbs. . . . . . . . . . . . . . . . . .  . . . . . ,  .cwt
50-lbs, . . . . . . . . . . . . . . . ' . . . . . . . . .  .cwt.
25-lbs....................................... .cwt.

Glauber, Grab., bbls.. . . . . . . . . . . ;  .cwt.
100-lb. bags .....................   cwt.
50-lbs............................................... cwt.
25- lbs......................../ .....................owL

Glauber, Powd., bbls................. cwt.
100-lba.......................... .................... cwt.
56-lbs................................................cwt.
26- lbs. ......................   .cwt.

Nitre, Gran., 100-lbs.......................... lb.
50-lbs.......................................l .......... lb.
25-lbs....................................................lb.
10-lbs............................ ...................... lb.

Nitre, Powdered, 100 -lbs................. lb.
50-lbs....................................................lb.
25-lbs................................................... lb.
10-lbs....................................................lb.

.27

.30.22

.12

.14

.15

.16

.18

Nitre, Small Cryst., 100-lbs. . . . . . .  .lb.
50-lbs..............................   lb.
25-lbs.........................................................lb.
10-lbs........................................................ lb.

Rochelle, 25-lbs.........................................lb.
10-lbs.................................. lb.
5-lbs......................................................... lb.

Soda, bbls......................  lb.
Kegs .................   lb.
100-lbs.......................................................lb.
50-lbs.........................I ........................... lb.
25-lbs.  ............................................. lb.
10-lbs....................................................... lb.

Sassafras Bark
100-lb. bags ........................................ lb.
50-lbs. bags .........................................lb.

.03*4

.04

.03*4

.04*4

.05

.07
• 9T

1.76
2.50
3.50
4.00 
1.85
1.76 
4.06 
4.66 3.56 
4.90 
4.60
6.00 
.09*4 
.10*4 
.11*4 
.12*4 
.10*4 
.11*4 
.12*4 
.13*4 
.11 
.12 
.12*4 
.13 
.34 
.35 
.36 
.02 
.02*4 
.03 
.03 
.04 
.04

• lb. 
.lb. 
.lb. 
.lb. 
.lb. 
.lb. 
.lb. 
.lb. 
.lb. 
.lb. 
.lb.

25-lb. bags
10-lb. bags . . . . . . . : . . . . . .
5-lb. bags ......................

Seed, Canary, 25-lb. bags....
10-lb. lots ........................
5-lb. lots ..........................

Flax, ground. 100-lb. bags.
50-lb. bags ..............
25-lb. bags ......................
10-lbs. ...............................
5-lbs.....................................

Whole, lc  lb. higher.
Hemp, 25-lb. bags............................... lb.

10-lb. lots .........................  lb.
5-lb. lots .......................................lb.

Sunflower, 25-lb. bags................... ...lb .
Sunflower, 10-lbs. ............................... lb.
Sunflower, 5-lbs......................   lb.

Soda Bicarb, 400-lb. bbls.................... lb.
112-lb. kegs ..................................... lb.
50-lbs..................................................lb.
25-lbs.................................................. lb.
10-lbs........................ lb.

Hyposulphate, cryst., bbls............... cwt.
Kegs ................................................cwt.
50-lbs.   cwt.
25-lbs................................................. cwt.

Hyposulphite, Pea, cryst., bbls. . . .  cwt.

.38

.39

.40

.41

.42

.11*4

.12*4

.13*4

.09

.09*4

.11

.12

.12*4

.09

.10

.11

.10

.11

.14

.03

.03%

.04*4

.06

.08
6.00
5.50
6.00
6.50
4.25
4.75
5.25
5.75
4.50
5.00
5.50
6.00 
.44 
.48 
.41

4.TS
4.81
8.81 (.19 
T.09 
1(0  3.4( 18* 
$■


	CREIGHTON COLLEGE OF PHARMACY NOTES

