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H EARTBREAKING is 
the only way to de-
scribe the business that 
N. E. Wilson carries 

on in his pharmacy at Reno. T rade 
is brisk; the depression hasn't de-
pressed the divorce racket much. But 
when Wilson gets a new customer he 
knows that no matter how well he 
courts her he will lose her in the encl. 
Six weeks may seem like a long time 
to some of the people who go to Reno 
for the "cure", but it is all too short 
a time for the pharmacist whose six-
week customers sometimes spend as 
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much - as several hundred dollars for a single order. 
In a town whose theme song is "Break up your home 

on the Truckee River", with emphasis on the chorus 
"Any place is better than home," the Wilson Drug 
~tore, one of the oldest, most successful and important 
m Reno emphasizes its homelike atmosphere. Cus-
tomers who come in for brunch, lunch or "Sundae 
dinner" repeat their visits because of the homelike sur-
roundings, and the good home cooking. Wilson's is 
such a comfortable and cozy place that at almost any 
hour of the day and night you can see members of the 
colony in the store. 

Wilson's is conveniently located in the Masonic 
Temple building, a palatial structure of the architectural 
type of a quarter century ago. It is opposite the Fed-
eral Building and the United States Post Office. It is 
also just across the Truckee River from the famous 
Riverside Hotel, headquarters of the financially well-
to-do divorcees. 

Prof. Wilson, senior member of the firm, and a 
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downeaster from the state of Maine, is proud of the 
reputation for real Nevada hospitality that his store 
enjoys, and proud of his go·od business. Back in 1906, 
while he was mayor of Reno, the firm was organized 
as the Dalton, Clifford & Wilson Company. Ten years 
later he took over the business. Now he runs it with 
his two sons, Nat and Frank W. 

Out where the west begins and continues, Prof. 
Wilson is known as a competent chemist. For fi £teen 
years prior to the opening of the pharmacy, Wilson 
was professor of chemistry at the University of 
Nevada, and chemist at the Nevada Agricultural 
Experiment Station. His ability as a chemist has given 
his prescription department such an excellent reputa-
tion that four registered pharmacists are kept busy 
compounding prescriptions. The prescription depart-
ment, however, depends almost entirely on business 
from native westerners. Easterners who go west for 
the "cure" are a pretty healthy lot, more interested in 
perfumes, cigarettes, candies, (Continued on page 90) -
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Of particular interest to those 
who make money on Po-Go Rouge 

SHE OKAYS THIS1 
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Po-Gds New Lipstick 
won the quick Okay 
of Miss America-
by the thousands! 
It had a market 
waiting ready-made for it -
the millions of girls 
who know, use and adore 
imported Po-Go Rouge. 
They found Po-Go Lipstick 
just as high in quality! 
Permanent, non-greasy, 
smooth to go on. 
Smartly cased. 
3 desirable shades. 
And a popular 55c price! 
Put it in your stock-
Put it on your counters-
And you'll put its profits 
• • • . I 1n your ca ' "':'" ~er. 
Your jobb -now! 
Order fron 
and you, tc 
"Okay, Po· ~-. 

NewP 
N o. 126- ,, 

• .l 

No. 128- l · 1 

No. 130- v .. 
Packed two,. 
look ina dis. • 1 

$4.40 a doz .. ·. 
••• you get , • 

ty, 
;ick!" 

•ck 
i.t) 
·ned.) 
ivid) 

.{OOd• 
.costs 

:. t 55c 
.. . k up! 

ROUGE and 
LIPSTICK 

GUY T. GIBSON, Inc., 565 Fifth Ave., N . Y.C. 
Also ImPorters of Ciro Perfumes 
P o-Go Rouge 

Made, boxed, packaged in 
France ; sells for 55c, costs 
you $4.40 per doz. fo r 
yourfull profit! 5 splendid 
shades: No. 224 Saumon; 
No. 226 Brique ; No. 228 
Ron ce ; No. 230 Vif ;'No. 
232 .Cardinal. 

Leave Hin1 in Six Weeks 
( Contimted from page 37) 

cameras and sundaes than they are in prescriptions. 
Especially popular among Wilson's sundaes is the "Lover's 

Delight". In almost any other town it would be called a 
banana split, but in Reno it sells best when romantically linked 
to the magic word, love. Next popular with visitors is "Angel 
Child", a sundae so big that it is served in a soda glass. 

"Our six weeks visitors come from such varied localities 
that we must carry an unusually large stock to meet their de-
mands," said Prof. \Nilson. "This is especially true of toilet 
articles of which we must keep not only a great variety, but 
only the highest grades. While three or four of the best lines 
of such goods are stocked by the average store, the demand 
here requires that we have three and four times that amount. 

"Customers are not always reasonable. They come to Reno 
to get the biggest change of their lives, and yet some of them 
want everything done the same here as it is at home. The 
other day a dignified matron, here for the cure, requested an 
air mail stamp. The stamps on hand were of the red and 
blue issue, with a picture of a plane flying over an air beacon. 
\Nhen one was handed to her, she rebelled, waxed indignant, 
and announced, 'This is not an air mail stamp. The stamps I 
buy in New York are lavender.' 

"The average divorcee, or divorcee-to-be, is particular. She 
wants the best of everything, and she is ready to . pay for it 
(or to have her husband pay). The call for perfumes, for 
example, is almost entirely for the imported brands. And divor-
cees buy lavishly." 

Few charge accounts are carried for members of the 
"colony". The six weeks residence period required is too short 
a time for the average visitor to bother about opening an 
account. Of course there are some who are so accustomed 
to the convenience of charging that shortly after their arrival 
in Reno they establish credit standings, so that they can carry 
home their purchases and send the bills along to friend hus-
band. Generally, Wilson gets the customer's lawyer to guar-
antee the account before credit is extended. 

As a matter of fact, lawyers send Wilson a good part of 
their business. The strategic location of the store naturally 
brings in many visitors, but many others will not take any 
step without first consulting their lawyer, and he must be able 
to recommend the best pharmacy as well as the best boarding 
house. On such details do his own reputation for service 
depend. The ability to tell a newcomer where she can get 
the best sundae in town, and where she can find a complete 
stock of perfurn~s and similar sundries, is rated no mean 
accomplishment. 

But besides the sundaes and the perfumes, the home cooking 
and the home atmosphere, \Nilson's reputation with members of 
the ever-changing divorce colony remains permanently good 
because he has actually studied the desires and requirements 
of his customers and has set about fulfilling them. 

THE untying of the tied, Reno's biggest and best paying 
ll industry, is serious enough, viewed from any angle. 

But many of the visitors view their Reno sojourn as a per-
fectly swell vacation, and their purchases are typical of people 
away on vacations. For one thing, shortly after they have 
settled themselves in their quarters, they think about sending 
candy to the folks back home. Now, if they were vacationing 
in a seashore resort, the obvious candy choice would be of the 
salt water variety. But salt water taffy, away from the salt 
water, loses its tang, and Wilson has therefore developed a 
sweet of his own. RENOwn chocolates are manufactured 
specially by Wilson for visitors to send to the folks back 
home, although the store does a fair business in them with 
natives of Reno. Special labels which emphasize the "Reno", 
in "Renown", and also the slogan "The F inal Decree" in 
chocolates, are provided for visitors who want to post the 
boxes to friends and relatives. 

Then there is the business done in bridge refreshments. A 
six weeks vacation in Reno means that there is plenty of time 
for bridge. and customers are reminded by neat placards that 
Wilson's is the place to buy candy, as well as ice cream. 
Orders are delivered promptly, and customers who are throw-
ing a big party and want ice cream in special color schemes 
or shapes. as well as a variety of salads and sandwiches merely 
phone Wilson. The pharmacy will make the whole party 
and will even send along suitable prizes for women who maY 
not have been lucky in love. but who are lucky at cards. 

Besides sending candy to the folks back home, playing bridge 
and having picnics. vacationists at Reno collect photographic 
reminders of the Nevada metropolis. Only a few of the more 
thoughtful divorcees-to-be include a camera when they pack 
their things and head for the city of the great divide. The 
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ARE YOU 
reminding customers of this dominant 

INHALANT SUCCESS 

L amp-Type 
Vap or izer 

New E lectric 
Vaporizer 

S ICKROOM experience endorses 
Vapo-Cresolene forcibly as an 

effective remedy in the treatment of 
bronchial and nasal ills. 

• 
After 50 years of success, the prin· 
ciple of medicinal vapor inhalation, 
exemplified by Vapo-Cresolene, is still 
at the peak of its acceptance by both 
scientific opinion and layman. V apo~ 

Cresolene r eally does bring quicker 
relief, with safety, in cases of Whoop~ 

ing Cough, Bronchial Asthma, Spas· 
modic Croup, Cough, Head Cold, 
Bronchitis. Particularly adaptable to 
treatment of very young children. 
Laboratory experiments under sick-
room conditions show these vapors to 
be destructive to pathogenic bacteria. 

• 
Help your own cause by showing the 
Vapo-Cresolene window and counter 

cards and booklets. Need a' fresh supply? Tell u s 
at once. Tie in now with the forceful new national 
advertising campaign that features the New Electric 
Vaporizer so strongly. 

Order From Your Wholesaler 
V APO-CRESOLENE COMPANY 

62 Cortlandt St., Dept. A 10 New York, N. Y. 
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others buy cameras and films at Wilson's. ~he store has one 
of the laro-est and most complete photographtc departm~nts to 
be found "'in the intermountain region. A complete hne of 
cameras, both still and movie, and photographic acce~ssories, 
including long distance len.s to be used when app~oachmg the 
subject too closely would dtstur~ the. shot, ar_e earned regular!y 
in stock. Printing and developmg ts done m a dark room tn 
the basement of the store. 

In the basement also is the frigidaire, the carbonator, water 
filters and cold storage for the. S:>:rups used for fountain ~rinks 
and biologicals for the prescnpt10n depart!llent. Also tn the 
basement is the kitchen where salads, pastnes and other neces-
sities for the fountain are made. Prof. Wilson has built his 
business from the ground up. And he knows, what _some men 
never learn, that a straight way to a woman's heart ts through 
the stomach. 

He Plays All Cards in the Deck 
(Continued from page 49) 

attract the college boys, maybe the mamas and papas of the 
town wouldn't care to do business there ; or would they ? 

It seems everything depends on your getting the proper sort 
of balance. 

Take toilet goods, for example. Bill has reached out- and 
successfully so-for trade with the co-eds at Massachusetts 
State College. I t's a mile walk, which is too far to get their 
fountain business-closer shops get that. But he does get their 
beauty cream business. He wins it by s~nsing what they wan.t, 
by knowing the new stuff, and by bemg able to talk thetr 
language. 

You ~ee, Bill's in a Small town. but it's a modern, wide-
awake, sophisticated sort of a town. Some of the folks in his 
clientele get their ideas from editorials in the quiet old Amherst 
Reporter. Some read the conservative old Springfield R epub-
lican. And some read the American Mercury or the New 
Yorker or something snappy from London or Paris. Bill has 
to know what's new and what is good, and to keep a little of 
the right ·things on hand, . 

Oh yes, it's a study. But what isn't, if you're_going to make 
money at it? After all, Culbertson never got fat playing bridge. 

If anybody ha.s a moving picture idea of what 1932 college 
men are like, he'd get over the idea quickly at Bill McGrath's 
College Drug Store. There's no excess of joviality here. 
There's only one noticeable characteristic about college lads, 
in fact : you can't tell them anything. You can't hold them and 
sell them- all you can do is to make it easy for them to buy. 
College boys resent discipline. You've got to keep one step 
ahead of them in their thinking but not make it obvious that 
you're trying to lead them or to persuade them to buy anything. 

Bill never presumes on friendship. He lets you make up 
your mind,_ if you'Te the customer. He doesn't oversell you. 
He doesn't believe in high pressure work. 

Of course, he employs little ways of following through a sale, 
so as to bring a custqmer back. One man wanted a stomach 
remedy that comes in a 4-ounce bottle. It was too big for the 
pocket, as he wanted to take some during the day and discard 
the empty. So Bill poured the emulsion into two 2-ounce flasks 
and typed a neat label for each. I t didn't take a minute, it 
only cost Bill a cent or two, and it made a warm friend . 
P.S. Of course he got the regular price-the full price-for 
the medicine. 

Bill gets a lot of fooling. Some kid is apt to say, "Bill, 
give me a sales talk about some chewing gum." Bill comes 
back at him promptly. He says just enough to enter into the 
sp~ri~ of the fooling, and then laugh and stop. He is not a 
~nlhant talker, however. It's better, he finds, to be a good 
hstener. He laughs at the customer's joke, not his own. That's 
why people like him. 

Folks feel very much at home in Bill's store, but even so, 
horse play is not encouraged. You'll note that the counter is 
pretty well closed up, with aisles at the rear. You may be 
Bill's best friend, but you're not wanted back of the counter. 
Boys can be. boys; they can dance a horn-pipe in the middle 
of t~e store tf they feel good, but there are limits. 

Btll doesn't have much trouble maintaining discipline how-
ever. He knows how far it is safe to go, and he kno~s how 
!O. quiet down a party that is noisy and that ma,y be antagon-
tzmg other customers. That's part of the skill of playing a 
good game. , 

A good golfer never takes a careless stroke. A good bridge 
player always plays a championship game. Bill plays always 
to win. He. doesn't do his work half asleep. If he wants to 
take a vacat10n, he goes somewhere else. But when he's in the 
store, he's all business. 

He does his work in a relaxed and easy way and gets enjoy-
ment out of it. But Bill knows it's a drill to keep a good drug 
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