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SELL
BEAUTY

T isn’t price -- it isn’t cold stone -- it isn’t
cheapness that interests the customers who
matter to you most.

They seek - - beyond everything else - -
something that will symbolize the love they
bear for the one who is gone.

Show them this beautiful granite -- Wis-
consin Ruby Red -- whose beauty of color
and finish will never fade or dim - - unaffected
by time, climatic conditions, or the elements
-- as permanent as the earth itself.

In this they will find the thing they
want. Their purchase of a Wisconsin Ruby
Red memorial will be a source of lasting pride
and satisfaction. You will find them recom-
mending it to others. You will see your
profits grow.

Write for our portfolio giving the
facts about Wisconsin RUBY RED
Granite and its unique perpetual
guarantee.

ANDERSON BROS. & JOHNSON CO.
WAUSAU, WISCONSIN




THE MONUMENTAL NEWS 471

et CaR%

G

Worthy of
FINE EFFORT~

O CRAFTSMAN ever worked in
finer granite than this cwsfrom
Knowles, California, where is
quarried the famous

Raymond
(Granite

In 38 years, millions of cubic feet
of snow-white, flawless granite
have been quarried here, and en-
gineers estimate there is yet over
600 million cub’c feet of equally
fine stone. The situation of the
quarry, plus modern methods of
extraction keep operating costs
at a minimum.

Attractive Prices

for dealers west of the Mississippi. Write
at once for attractive proposition.

Raymond Granite (Company, Inc.

3 Potrero Avenue ews SAN FraNcIsSCcO, CALIFORNIA
1350 Palmetto Street o+ Los ANGELES, CALIFORNIA

o 3
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THE NORWALK VAULT BUSINESS Is THENATURAL |
SIDE LINE FOR THE MEMORIAL CRAFTSMAN }
|

because it builds monument sales for him. This business belongs
naturally to you memorial dealers; you are best equipped to handle
it, and it is the ideal monument sales promoter. This is not guess-
work. Our memorial dealers tell us so. They have proven it in their
business, and you can do the same.

imbedded Visible mbédded, Powerful
stee/ handles Cement Seal steel reinforcing Arcting Carerw

Seating Space Curved Molding Rounded Corners

Photograph of a Norwalk Vault cut away to show the casket protected within.
Cement composition is applied along the edge of the lid, sealing top and
bottom together into one solid piece of masonry.

One of our dealers cleared 200 per cent in a year. No side line fits
into your business like selling the Norwalk Vault.

We furnish you with literature and sales helps that make it easy to
sell vaults. Our simple instructions and complete outfit, make it easy

to manufacture them. You can go into the Norwalk Vault business
now and cash in on it this season.

And remember, every time you make a burial vault sale, you are
dealing with a good monument prospect. You get acquainted with

|
him first, and you will have the best chance to sell him a monument
when the time comes.

w
\

Write us today for our special proposition to memorial craftsmen.

THE NORWALK VAULT COMPANY |
87 Prospett Srast o : : NORWALK, OHIO |




THE MONUMENTAL NEWS

e THAT 1S " BEAUTIFUL SHALL “ABYDE

LEIDTKE Sun DraL
~ Vermont
Riverside Marble
Grit Finished
Erected at
Manchester,
Vermont

TxE SuNn DiaL—*“Count none but the sunny hours. ™"

What memory stone could so fittingly symbolize the spirit of one who loved
the out-of-doors and sunny days? The illustration shows the memorial at
Burr & Burton Seminary, Manchester, Vermont, to Elizabeth Leidtke.
Note in the picture how delicately the clear face of Vermont Marble catches
the fullest contrast of sunlight and shadow. Beauty under the test of sun-
light is one more reason why the nationally known, nationally advertised
Vermont Marble is easy to sell—why it continues its more than a century-
and-a-half history as America's noblest Memory Stone.

VERMONT MARBLE COMPANY, PROCTOR, VERMONT

“World's Largest Quarriers of Marble"
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 UNLIMITED

SUPPLY

SOUTH END OF PIRIE QUARRY
These two recent views in the Pirie quarries, give visible evidence

of the development that gives the choicest blocks in unlimited
size and quantity. Study these views carefully. They tell their

J. K. Pirie Estate

Campbell Block
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NORTH END OF PIRIE QUARRY

Pirie’s Dark Barre granite has been famed for superior quality
since the beginning of the Barre granite industry. Here is shown
the result of unexcelled producing facilities. Always ask for
the Pirie Certificate of Perfection.

Barre, Vermont

Depot Square




The Cenotaph of
Major Archibald Willingham Butt
Arlington Cemetery

Washington
Hero of the Titanic Disaster
Military Aide to Presidents
Roosevelt and Taft

White Mount Airy Granite

WHITE MOUNT

PRODUCERS OF GRANITE IN THE ROUGH

i NORTH CAROLINA (GRANITE CORPORATION

PRODUCED

SOLELY BY Mount Airy, North Carolina
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'AIRY GRANITE

THE CENOTAPFL OF A HERO

ARLINGTON CEMETERY, WASHINGTON
By BRUCE BAYNE

There is a white Cross in Arlington Cemetery. It marks an empty grave. Before
this cenotaph, the visitor stands uncovered in honor of a soldier whose life was a car-
dinal example of the chivalry, traditions and culture we have come to associate with
the Southerner of gentle birth; and whose death in the Titanic Disaster added another
name to the immortals of whom the Christ said: Greater love hath no man than this,
that a man lay down his life for his friends.

Facing half-crazed cowards with disconcerting contempt and indominatable cour-
age, Major Butt placed women and children in the life-boats, maintaining that inherent
courtesy and graciousness which typified his conduct at all times and when the last life-
boat had cleared he was seen standing utterly calm and composed, hat in hand, ready
to meet death like a gentleman.

The heroism of Major Butt is not only an epic of the sea. It is much more than
that. Life is the great teacher and it is in the hour of trial and adversity that fate
measures the mettle of men. The fop can be gracious and polite in a drawing-room.
The cloak of good manners can hide a rotten soul. But only sterling character, inbred
culture and sheer courage can give the world another Major Butt.

As the Military Aide to Presidents Roosevelt and Taft, Major Butt earned his
share of honors in life,—but it was that appalling hour of utter panic and disaster
which proved to the world that his finished manners, his fascinating personality and
all his attributes of the gentleman were of the soul and not the surface.

And just as great tragedies or great adversities reveal great men, so likewise do
the common-place problems of life test the true worth of a man. If we would know
how we might face a disaster like the Titanic, let us first study how we meet the lesser
trials of life.

FINISHING FIRMS

OF MT. AIRY CRANITE
NORTH STATE GRANITE COMPANY  Of MT. AIRY CRANITE

MT. AIRY GRANITE CUTTING COMPANY
_ALL OF MT. AIRY, NORTH CAROLINA

|
J. D. SARGENT GRANITE COMPANY MANUFACTURERS l‘
l
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Barre
Granite
Retains

Its
Original
Beauty
For
All
Time

s

Executed by the World Granite Co., of East Barre, using
Wetmore & Morse stock.

The permanent beauty of a Wetmore & Morse memorial such as
the one shown above is a permanent advertisement for the memorial
craftsman who erected it, and will be an asset to him for all time.
You cannot afford to take any chances on the future appearance of
your best work. The safest way to avoid dissatisfaction in the future
is to always specify Wetmore & Morse stock.

Ask for the Wet-
more & Morse Cer-
tificate from your
Manufacturer.

The Certificate Pro-
tects You and Your
Customer from Sub-
stitutions.

The Wetmore & Morse Granite Co.

Quarries: Barre, Vt.

Main Office: MONTPELIER, VT.
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“The Promptest Shippers South”
GEORGIA MARBLE

“For All Monumental Purposes”

|
FINISHED OR DIMENSION STOCK

|
Send us your orders and inquiries
for quick and satisfactory attention.

The Georgia Marble Finishing Works

“The Promptest Shippers South ”
CANTON, - - : - GEORGIA
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This exedra, erected in memory of Louis Lebeck, in Nashville, Tennessee,
is constructed entirely of Rock of Ages Granite. It measures, at the base,
fourteen feet wide, and the height overall is nine feet, two inches.

Where perfect texture 1s essential

Our Certificate of Perfec- IN a memorial like the exedra illustrated above, where the
tion, when requested from broad surfaces appear without ornament, a material is necessary
any memorial dealer, as- h e Lalln et Bl
N Skl whose texture and color shall be even and without blemish.
inspection through the vari- The illustration shows how perfectly Rock of Ages Granite
ous stages of completion and meets such requirements. Even when quarried in blocks of the
s your perpethl guarantee 1 5 i di i ¢ A

. very largest size, no knots or discolorations appear to mar its
ship and material, beauty. It is, indeed, the ideal material for all monumental

work of large dimension, whether plain or elaborately carved.

Rock of Hges

“TThe Flawless Barre Granite”

$

ROCK OF AGES CORPORATION

BARRE, VERMONT

R P R P e e
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| EDITORIAL

September, 1927

CEMETERY'S RIGHT TO EXCLUDE MEMORIAL DEALERS

An attorney, representing a monument dealer
who has been refused admission to a local ceme-
tery for the purpose of performing a contract
for monumental work on a lot, asks for a refer-
ence to court decisions bearing on the subject.

The cemetery is operated by a corporation,
which sells its lots subject to rules, regulations,
ete.

The refusal of the cemetery company to per-
mit this dealer to enter the grounds is said to be
based upon a disagreement between him and offi-
cials of the cemetery. Both the lot owner and
the monument dealer are willing to comply with
the cemetery company’s rules, etc.

The specific question raised is whether or not
there is a precedent for a suit by the monument
dealer directly against the association.

Our attention has not been brought to a direct
precedent on this precise point. However, we
regard the comparatively recent decision of the
Iowa Supreme Court in the case of Chariton
Cemetery Company vs. Chariton Granite Works,
197 Northwestern Reporter, 457, as sustaining
the right of a monument dealer to restrain a
cemetery corporation from wrongfully interfer-
ing with the performance of a contract with a
lot owner.

In that case, the cemetery company sued to
restrain the monument company from doing
work on a lot, and lost, not because suit directly

between the parties was held to be improper, but
because the court held that the cemetery com-

pany had no right to exclude the monument com-

pany. It would seem to necessarily follow that
a monument dealer has a right to enjoin wrong-

ful exclusion.

In the Iowa case, it was decided that a rule re-
quiring monument foundations to be constructed
by the cemetery company was void as being un-
reasonable. The court said:

“Any rule of the company that would deprive
him of the right to personally care for, beautify,
adorn and improve the burial place of his dead
would be abhorent to many of the finer instincts
of mankind. A rule that required that the work

he of a certain character, conform to certain
standards, or be done in a certain character,

would not deprive him of that right and would
not, on that account, be unreasonable, but
one that obliged him to forego the right of
personal attendance or labor in marking ov
beautifying the spot that he had provided
as the last resting place of those near to him in

life, so long as he conformed to proper regula-
tions, would be unreasonable. What he might
do himself he might rightfully do by another of
his own choosing whom he might regard as more
competent or capable. Any regulation that
prohibited him from so doing, would, we think,
be unreasonable.”

The leading decisions previously handed down
by courts of other states on this general subject
are cited in the opinion of the Iowa court.

April 30, 1926, the Minnesota Supreme Court
handed down a decision in the case of Scott vs.
Lakewood Cemetery Association, in which the
reasoning of the Iowa Supreme Court was fol-
lowed. The Minnesota Supreme Court held
that a rule excluding outside florists from the
cemetery grounds was unreasonable. There the
unit suit was brought by a lot owner to enjoin
the association from interfering with his em-
ployment of a private florist to decorate the lot,
subject to the association’s reasonable rules.

It may be that the lot owner’s rights are a bit
stronger than those of a florist or monument
dealer employed by him, and that probaktly ac-
counts for the bringing of the Minnesota suit by
the lot owner, although it is quite manifest that
the suit was instigated and practically carried on
by Minneapolis florists who had been discrim-
inated against by the cemetery association. We
cannot doubt that it is the better practice to have
a suit of this kind brought by the lot owner, or
in his name, when that is feasible. It avoids
chance for the association to raise any question
as to the monument dealer standing in such rela-
tionship to the cemetery association as to be en-
titled to sue to restrain enforcement of its rules.

But there is hardly debatable ground for ques-
tioning the monument dealer’s right to sue in his
own name.
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" A VIEMORIAL
AMERICAN MEMORIA

MEMORIAL TO AMERICAN

DEAD AT CHATEAU THIERRY

From Accepted design by Paul P. Cret, Philadelphia

The struggle of Americans in the al-
lied cause at Chateau-Thierry, St.
Mihiel and in the Meuse-Argonne region
will be commemorated by three superb
memorials to be constructed under direc-
tion of the American Battle Monuments
Commission, which is planning a pro-
gram of monument building in France.

The most impoertant monument in the
commission’s program is that to com-
memorate the Meuse-Argonne operation,
the greatest battle in American history.
It is to be placed in the old town of
Montfaucon, ruins of which are to be
preserved intact by the French govern-
ment as an everlasting memento of the
great combat waged there.

Montfaucon was located on one of the
dominating hills of the region and was
captured by the American Army during
the offensive which started September
30. The town itself was completely de-
stroyed.

The exact site selected by the Ameri-
can commission for its memorial is atop
the hill, near the main road just west of
the ruins of the church. The architect
working on this memorial is John Rus-
sell Pope, of New York, and the esti-
mated cost is $400,000.

The memorial will be 165 feet high
and consist of a base surmounted by a
Doric column 24 feet in diameter, rising
from a retaining wall in which there
will be a door giving entrance to a small
memorial chamber from which there will
be access to the top of the column.

A forecourt also will be provided, and
the whole will be approached by a series
of steps from the road level, the top of
the retaining wall being approximately
at the high point of the hill.

Next in importance is the structure
commemorating the operation of the
First American Army which resulted in
the reduction of the St. Mihiel salient,
this to be located on Montsec, at an esti-

mated cost of $230,000 in addition to
the cost of an approach road.

Montsec is an isolated hill about 150
yards high. It was within the German
lines during most of the war and was
a familiar landmark to all soldiers who
served in that sector. The view from
the top of the hill is very impressive.

The commission’s plan e¢ontemplates
construction of a road up the hill and
placement jof the monument on its crest.
The land has but little value and the
commission now holds options on prac-
tically all of it. The road is to be built
by the French government as a com-
munal thoroughfare, and the commis-
sion is to pay the expense involved, esti-
mated at about $40,000.

Egerton Swartwout is the architect

of this memorial, which will be an open
colonnade resembling somewhat the Lin-
coln Memorial, 30 feet square and 55
feet high. The columns will be 24 feet
high and form a double line, the interior
columns being Ionic and raised a slight
distance above the outer peristyle in a
manner somewhat similar to the Propy-
lea in Athens. A fine opportunity for a
sculptured freize above the columns is
offered.

Of almost equal importance to the St.
Mihiel Memorial is one to be built near
Chateau-Thierry commemorating all ac-
tivities of American troops in the vicin-
ity of the Marne salient. The estimated
cost of this memorial is $230,000 in addi-
tion to the cost of the approach road.

The site selected is on Hill 204, as it
was referred to on the battle maps, to
the west of the town and above the vil-
lage of Corteau. From it a beautiful
and extensive view can be obtained of
Chateau-Thierry and the Marne Valley.
To make the monument readily acces-
sible, a branch road about a half-mile
long will be laid connecting it with the
main highway between Paris and Cha-
teau-Thierry.

The approach road is to be built by
the road-building department of the
French government .and its cost is to be
paid by the commission. Paul P. Cret,
Philadelphia, is the architect. This
structure will be in colonnade style on a
terrace wall. It will be 60 feet high,
the colonnade being 55 feet long.

AMERICAN MEMORIAL AT BATTLEFIELD OF MONTFAUCON
From Accepted design by John Russell Pope, Architect, New York
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PROVIDENCE WAR MEMORIAL

The  accompanying  illustration
shows the accepted design for the
World War Memorial for Providence,
R. 1., selected in a competition among
leading architects. The prize design
- is the work of Paul P. Cret, of Phila-
delphia, and the work will be erected
within « year at a cost of $300,000.
Bids are to be asked at once for the
construction of the memorial.

The competition, which was under
the auspices of the American Insti-
tute of architects, was carried on in
two stages and mearly 100 designs
were presented to the jury, consist-
ng of members of the committee, two
architects and « sculptor of high
standing.

The design shows a column rising
approximately 115 feet in the air.
This rests on a platform approached
by steps from four directions. Four
bronze placques, bearing insignia of
the wvarious branches of the service
are inserted in this. The plinth, or
base supporting the column above,
has four large faces suitable for me-
morial inscriptions or the names of
the citizens of Providence making the
supreme sacrifice during the World
War. The four diagonal corners of
this plinth contwin the seals of the
Army, Navy, Air Service and the
Medical Corps.

On the lower part of the shaft is a
memorial frieze symbolizing the moral
virtues of our citizens during the war.
This frieze is flanked by the seals of
the city of Providence and the State
of Rhode Island. The shaft proper is
symbolical of the American coat-of-
arms, the Stars and Stripes. Sur-
mounting the shaft and crowning the
whole 1s a large heroic figure of
Peace. It is proposed that the design
be executed throughout in Westerly
granite.

Mr. Cret, the designer, is himself
a World War veteran, having served
with both the French army and the
First Division, A. E. F., and s at
present chairman of the Art Commit-
tee, Battle Monuments Commission,
of which Gen. John J. Pershing is
chairman. He is also advisory archi-
tect for Brownm University and pro-
fessor of designing at the University
Pennsylvania. School of Architecture.
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The accompanying photograph illus-
trates the new home of H. A. Whitacre,
Inc., located at 66-67, 69, 71, 73, 75
Sixty-Ninth St., Middle Village, New
York City, directly opposite 1963 Metro-
politan Ave., their former place of
business. Sixty-Ninth St., was, until a
revision of the streets, Juniper Avenue.

This structure is modern in ever de-
tail, and has 93 feet frontage and is 84
feet deep. The construction is iron,
concrete and brick, with copper cornice.
The walls are 16 inches thick through-
out, poured in concrete forms. There
are 63 tons of structural steel in the
building; 24 piers, four feet square and
four feet in the ground support the
weight. The floor beams are on ten inch
centers and of long leaf yellow pine two
and one-half inches thick, which gives a
carrying weight of 800 pounds to the
square foot.

In the right end of the building is a
modern show room with two windows of
heavy plate glass eight feet by eleven
feet square. The office at the left front
has one window of the same size. To
the right of the office is a smaller private
office.

A
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The building is conveniently equipped
with ladies’ and gentlemen’s rest rooms.

Seventy-Nine electric lights are dis-
tributed throughout the building for
convenience and comfort.

The large doors in the center are
the entrance for the truck. The drive-
way is sunken to make the truck bed on
a level with the upper wareroom floor.
The entire basement is for storage, save
the boiler-room; the office and show
room are heated by a modern Newport
Boiler.

The building was designed by the
well known architect, Henry C. Brucker,
of 2424 Myrtle Avenue, Brooklyn, N. Y.,
with the assistance of the owner, H. A.
Whitacre. Mr. Brucker’s ability is
shown throughout the construction.
The building is greatly admired by the
general public and the residents of the
immediate community.

The General Contractors were Messrs.
Fraser & Berau, well known builders
who have erected so many of the
beautiful churches, Masonic temples,
and other public buildings, as well as
private homes in the greater city. This
firm builds to satisfy the owners and
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every completed contract is one more
memorial to their well earned reputa-
tion.

The water tables, window sills, name-
plates, and coping are of black polished
granite from the quarries of ¥. T. Lang
of Middle Village. These quarries are
located in Maine, and the manufacturing
was done at the plant in Middle Village.
Drips were cut under all the work, ex-
cept the name plates; this was done with
the newly installed carbarundum wheel.

The employees at this modern, up-to-
date concern will spare no pains to
show all the many patrons over the
building, and any one wishing to know
how 1200 to 1500 statues of Italian
marble will look all grouped under one
roof will do well to call and greet any of
the five persons actively engaged in this
business.

This firm carries a large and compre-
hensive line of interior decorative
marble and bric-a-bracs for the home,
office, and so on; with the new show
room this will be a beautiful exhibit, as
they carry around 250 cases of this
merchandise.

lARBLE

NEW PLANT OF H. A. WHITACRE, NEW YORK CITY




The Fulton Monument Company of
Wymore, Nebr., has recently purchased
two lots on which they plan to erect a
new building for the Monument Works.

The Knoxville Marble Co. of Knox-
ville, Tenn., has incorporated with a capi-
tal of $525,000. Walter V. Clark, Ben-
jamin P. Broome, O. T. Roehl, 215 N.
Broadway are the incorporators.

The Muldoon Monument Co. of Louis-
ville, Ky., Peter B. Holland, Pres., erect
a plant on Broadway. The building
will be 2 stories, 3 x 85 ft., limestone and
granite, brick and concrete, semi-fire-
proof construction, Greek Corinthian
style of architecture with flood lights for
display purposes. Carl J. Epping is the
architect.

The Gray Eagle Marble Co. of Knox-
ville, Tenn., are planning the erection of
a mill addition which will be 56 x 96 ft.

Wolfender & Sons, new Monument and
Stone company have recently opened a
plant in Lebanon, Tenn.

Kreg & Fee, in connection with S. P.
Nelson, an experienced monument man
of Auburn, Ill.,, have formed a partner-
ship and will engage in the monument
business in Hicksville, Ill., under the
name of Kreg, Fee & Nelson.

The Wells Marble and Granite Co. of
Fort Worth, Texas, have incorporated
with a capital of $10,000. Anna B.
Wells, W. C. Wells and Oscar H. Cheek
are the incorporators.

With the Moretti-Harrah Marble Com-
pany of Sylacauga, Ala., enlarging their
quarry and erecting a large finishing
plant, and the madras quarries adding
improvements, it is said that more than
100 workmen have been given employ-
ment since the last of June.

It is also stated that the Alabama
Marble Company at Gantts Quarry, have
also made new improvements, and added
several workmen to their already large
force of workmen. The marble indus-
try is on the uplift, and there is talk
of other quarries opening up in the dis-
trict.

Arthur A. Hart, former member of
the firm of Hart and Cress, undertakers,
who recently retired from business here,
has taken a position as manager of the
Hillsboro, Ill., Monument  Co.

The monumental firm of Gordon &
Adams of Caldwell, Idaho, has been
taken over by N. C. Gordon as sole pro-
prietor and has moved from Albany
St. to 807 Arthur St. which is the main
business district of the town. Mr. Gor-
don reports that business has been re-
markably good in the new location.

The G. Y. Ralph Co., Inc., of Hard-
wick, Vt., has filed articles of associa-
tionr in the secretary of state’s office to
carry on a business of quarrying,
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manufacturing and dealing in stone and
stone products. The capital stock will
be $50,000, the shares having a par
value of $25. The incorporators are
George Y. Ralph, L. S. Robie and Mel-
vin G. Morse of Hardwick and Frank J.
Stewart of Hyde Park.

The Cuyahoga Monument 'Chmpany
of Cleveland, Ohio have recently been
incorporated. Bernard Radomski, K.
Radomski and Henrietta Rodomski are
the incorporators.

The Danville Monument company of
Danville, Ill., with offices and plant op-
posite the Springfield cemetery is a new
entry into the industrial field in Dan-
ville. The company was organized here
a few months ago.

Rupert P. Ferguson of Russville, Ark.,
has purchased a half-interest from R.
H. Osborn in the marble works at Mozr-
rilton and Conway, Ark. Both business-
es will be operated under the firm name
of Ferguson & Osborne, and Mr. Fer-
guson will have charge of Morrilton
business. Mr. Ferguson was engaged
with his father, W. P. Ferguson, in the
marble business for several years, and
for the past five years has operated a
business at Camden, which he recently
sold.

The Berliner Monument Co. of For-
est Park, Ill., moved into a fine new office
building. Their old building will be mov-
ed to the back of the lot and used as a
drafting room.

Kern Marble Company, Knoxville,
Tenn., have incorporated with a capital
of $24,000. The incorporators are: John
P., Robert A., Charles H., Margaret D.
and Rosalie Kern.

It has been reported that the Carthage
Marble Corp. of Carthage, Mo., has ac-
quired the Ozark Quarry and will re-
model the plant and install modern
machinery.

Paul H. Peiffer, formerly employed by
Gingrich; & Miller, marble cutters, of
Lebanon, Pa., purchased the Wood mar-
ble and granite works at Annville, and
will conduct this business at that place.

THE OBITUARY RECORD

Frank D. Black, of Grand Rapids,
Mich., well-known memorial retailer,
and one of the pioneer association men
in the country, died July 10. Mr. Black
was credited with being the founder of
the National Retail Monument Dealers’
Association, now the Memorial Crafts-
men of America, and was for many
years a leader in association councils.
His firm was one of the oldest and most
progressive in the state. The business
was founded by his father, A. Black,
and was for a long time under the firm

name of A. Black & Son. The present
firm name is F. D. Black. Mr. Black was
an enthusiastic association man, and a
leader in the promotion of the Michigan
State and District associations as well
as the National.

At the Detroit Convention of the Me-
morial Craftsmen of America last year,
Mr. Black was made a life member of
the association, and a framed life mem-
bership certificate was presented to him.
This is the only similar membership the
association has ever issued.

THE LATE FRANK D. BLACK

Mr. Black was 64 years of age, and
died after an illness of about ten days.
He was in the monument business more
than 25 years, and came to Grand
Rapids in 1900 after the death of his
father, with whom he entered the monu-
ment business in his early years. He
opened an establishment on Pearl street
and later moved to Division Ave.

Mr. Black was born in South Bend,
Ind., May 10, 1863, and was married in
1891 to Miss Matie L. Roell of Portland.
He held memberships in Valley City
lodge, No. 86, F. & A. M., Grand Rapids
Chapter, No. 7, R. A. M., De Molai comn-
mandery, De Witt Clinton consistory,
Saladin temple, the Elks, Exchange club
Izaak Walton league.

He is survived by the widow and four
sisters, Mrs. Myra J. Allison of Indian-
apolis, Ind.; Mrs. Martha B. Eldred of
Seattle, Wash.; Mrs. Mary B. Stimson
of Dallas, Tex., and Mrs. Grace Landis
of Detroit.

Frank E. Gladding, of Randolph, Vt.,
for many years a resident of Barre,
where he was in the granite manufac-
turing business, died July 16 at his home
in Randolph. Frank Elwin Gladding
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was born in East Montpelier Center
Sept. 26, 1875, and came to Barre when
a small child, continuing to live there
until three years ago, when he removed

Granite lodge, No. 35, F. & A. M. QUHNCY VISITS BARRE
Funeral services were held at his late

home and interment was in the family Granite manufacturers and quarry-

lot in Elmwood cemetery in Barre. men, and other representatives of the

QUINCY-BARRE OUTING PARTY AT MT. MANSFIELD HOTEL QUINCY OUTING AT BARRE

Roasting the chickens for the picnic at Scampini Grove

QUINCY OUTING AT BARRE QUINCY OUTING AT BARRE

Ascending the nose of Mt.

to Randolph to enter the Sargent-Os-
good-Roundy company, becoming a mem-
ber of the firm at that time. As a
young man he learned the stonecutter’s
trade, later becoming identified with the
manufacturing business as a partner in
the E. A. Bugbee company, now the H.
P. Hinman Granite company. Mr. Glad-
ding was always interested in military
affairs and at an early age enlisted in
company E, V. N. G. During this en-
listment he went to Chickamauga as
sergeant of company E and in due time
was made captain of his company in
1902.

On April 21, 1903, he was married
to Elizabeth Canning of Montpelier, who
survives him, with two daughters, Edith
Madeline, and Marion. He also leaves
two brothers, William and Clarence. and
five sisters, Mrs. Charles Douglass, Miss
Alice Gladding, Mrs. Arthur Tilden,
Mrs. Walter Scott and Mrs. Arthur
Averill. He was held in the highest es-
teem in both Barre and Randolph and
his passing brought sorrow to a large
circle of friends. He was a member of

Mansfield On Top of Mt. Mansfield ; Elevation 4,410 Feet.

QUINCY VISITORS TO BARRE OUTING AT QUARRIES OF E. L. SMITH & CO.



granite industry of Quincy, Mass., to the
number of about 70, visited Barre, Vt.,
for a two days’ outing, July 29 and 30,
reviving an old custom of reciprocal out-
ings between the two granite centers.
Quincy has extended Barre an invita-
tion to return the call in September.
The visitors gathered at the Hotel

Barre at 8 a. m., July 29, and left for a
tour of the quarries in fifteen automo-

biles.

They were first conducted to the J. K.
Pirie Estate quarry and then to the deep
gorge that marks the Rock of Ages
quarry. Pictures were taken at both
places. The third stop was the E. L.
Smith quarry, where a formal group

photo was taken with a granite back-
ground. Next arrived at the Wetmore

& Morse quarry, they were given the
glad hand by Frank M. Corry and taken
on a train trip over the extensive work-
ings of this quarry.

At the Wetmore & Morse quarry at

noon they were served a satisfying buf-
fet luncheon, with Mr. Corry acting as

master of ceremonies, the luncheon be-
ing provided by the quarriers. From
the quarries they were brought back to
Barre and escorted through the Marr &
Gordon and Jones Brothers’ -cutting
plants.

Early in the afternoon the quarry
visiting squadron, joined by other cars,
swung out of Barre, bound for Roxbury
Heights, where Paul Scampini and his
assistants served a real Italian chicken
dinner.

Following the dinner a program of
impromptu sports was arranged.

The second day a fleet of twenty cars
took the party to Mount Mansfield. The

visitors were shown about the mountain
and at 1:30 o’clock they were guests
at dinner at the Mansfield hotel. On
the return trip the committee showed the
visitors about historic Smugglers’ Notch
and Bingham’s Falls.

PROPOSED NEW BARRE
WAGE SCALE

The Barre branch, Granite Cutters’
International Association, at a meeting
held July 25, adopted a proposed new
scale of wages, which will be sent to
the executive board of the international
union at Quincy, Mass., for ratification.
If the bill is ratified it will be presented
to the Barre granite manufacturers to
replace the union bill, which expires on
April 1, 1928. The bill calls for a mini-
mum of $9 per day, instead of the pres-
ent $8 minimum.

There are but few other changes over
the old bill, except that the new bill calls
for a 40-hour week the year round and
the improvement of working conditions,
chiefly the placing of dust-removing de-
vices at the surface-cutting machines
now outside the main cutting rooms of
the granite plants.
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It is expected by the Barre branch
that the international executive board
will act promptly so that, if the bill is
ratified, it can be presented within a
short time to the manufacturers. Three
months’ notice is required in case of a
desire for a change, which would make
Jan. 1, 1928, the time limit for pres-
entation of the bill.

As drawn up by the local branch of
the granite cutters, the bill would run
for three years and would, therefore,
expire on April 1, 1931. The call for
$9 a day would make the scale $1.12%
per hour for the 40-hour week. Some of
the union granite plants have been work-
ing 44 hours a week under the old bill,
while others have shut down for Satu-
day entirely.

Official members of Barre branch state
that about 1100 members are carried on
the books of the local union, outside of
polishers and tool sharpeners.

In addition to the union cutters, there
are a large number of open shop work-
ers in Barre.

BARRE QUARRY
AGREEMENT

The Barre Quarry Workers’ Union
and the Barre quarry owners that are
operating wunder union agreements,
signed a new bill to run from the ex-
piration of the present agreement,
April 1, 1926 to April 1, 1931.

The new agreement provides for the
same wages, hours and conditions as the
present one and was negotiated at this
time to assure both a continuance of
stable prices and that there be no in-
terruption in work.

WASHINGTON MEMORIAL
TO WIFE OF NOTED
AUTHOR

See Cover Illustration

Qur cover illustration this month,
shows a Washington memorial of un-
usual interest in both design and asso-
ciations. It is a tribute to Florence
Lathrop Page, wife of Thomas Nelson
Page, the noted author and stands in
historic Rock Creek Cemetery, Wash-
ington, D. C. The design is a chaste
and beautiful rendering of the Greek
stele and is the work of McKim, Mead &
White, the well known architects of New
York. In refinement of contour and
decoration it is a rarely beautiful ex-
ample worthy of careful study.

The work was erected by the J. F.
Manning Company, of Washington, D.
C., and was executed in Tennessee
marble by the Dodcelano Monument Co.
of Zanesville, Ohio. It is of the follow-
ing dimensions: Base, 2-4 x 1-5 x 0-6;
die, 1-7 x 0-6 x 5-6.
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NEW SAILOR STATUE

The “Spirit of the American Dough-
boy,” the popular world war soldier
statue by E. M. Viquesney of Spencer,
Indiana, created so much favorable com-
ment, that the same artist has modeled
a statue covering the activities of the
Navy during the world war and in a
half page ad in this issue is shown an
illustration of the “Spirit of the Ameri-
can Navy,” the world war sailor statue
by the same artist, E. M. Viquesney, of
the American Doughboy Studio at Spen-
cer, Indiana.

The “Spirit of the American Navy”
is the companion statue to the “Spirit
of the American Doughboy” and both
statues are being built in 32 ounce sheet
bronze, seven feet in height and twenty-
four inches square at the base.

The “Spirit of the American Navy” is
a statue filled with the breeziness and
atmosphere of the ocean and arrange-
ments have been made by the artist with
the Friedley Voshardt Company, of Chi-
cago, to manufacture this statue for
him.

Already a number of these statues
are being commissioned for memoriais
to the world war soldiers and sailors
and several memorial bridges are con-
sidering the placing of the Doughboy
and Sailor at the entrance of their
bridges.

The “Spirit of the American Navy”
shows a sailor with hat held high aloft
in an enthusiastic moment, left hand
clenched at side, the entire pose one of
likeness, enthusiasm, and patriotism, and
Mr. Viquesney expects it to be about as
popular as his Doughboy figure.

TENNESSEE MARBLE
COMPANY

The organization of the Tennessee
Marble and Brick Company of Fayette-
ville, Tenn., was recently completed,
when the new company took over what
was formerly the Lincoln Marble and
Brick Company and the National Marble
Company, the two last named having
been ‘organized several years ago. The
company owns 143 acres of marble land
of which 40 acres have been proved, the
deposit lying in a natural hillside on
both sides of a gulch, and located ten
miles from Fayetteville and about two
and a quarter miles from Brighton, on
the N. C. & St. L. railroad. Geologists
report 163,990,000 cubic feet of marble
in 12 distinet colors in the 40 acres
tested. Officers of the company are
George A. Jarvis, president; J. W. Hol-
man, vice president; R. W. Gaunt, secre-
tary-treasurer; M. J. Copps, Jr., gen-
eral manager of quarry operations; A.
T. Barnes, chairman of executive com-
mittee.
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M. C. A. Enjoys Twenty-Second Annual Rally

The twenty-second annual convention
of the Memorial Craftsmen of America,
Inc., is now a part of history. It was
held at Washington, D. C., the Nation’s
Capital, which contains more interesting
places to visit than any other city on
this continent and to Americans unques-
tionably the most interesting city in the
world. Whatever criticisms may be
made regarding the Capital City as a
desirable location for a business confer-
ence of memorial craftsmen, none can
deny that all the memorial craftsmen
and the members of their families who
attended the twenty-second annual con-
vention had the time of their lives; and
it may also be said that the three busi-
ness meetings held on Tuesday, Thursday
and Friday were accorded in each case

R. H WARNER, RALEIGH, N. C.
New President M. C. A.

a full attendance. The headquarters
were located at the Wardman Park Ho-
tel, five miles out in the beautiful north-
western suburb of the city. The hotel
itself is magnificent in architecture
and convenience. The convention hall
was large and airy; the lobbies were
commodious and the TUnited States
weather bureau accorded a hearty wel-
come to the visitors in a most practical
way. While everyone looked forward to
a most uncomfortable week, the climate
very much resembled that of the moun-
tains of the north and it was cool and
comfortable throughout the week. The
only disagreeable feature of the conven-
tion was the fact that the exhibit was
located five or six miles away and this
combined with the many sight seeing

‘trips prevented many of the craftsmen

from visiting the exhibit, and most of

those who did visit it remained but a
short time. The result was that the ex-
hibitors considered the expense they
went to as a very poor investment.

One of the interesting features regard-
ing the convention was the recommenda-
tion of President Yunker in his address
suggesting that in the future the exhibit
feature be eliminated or at least that it
be held only every other year. Pres.
Yunker also recommended-that greater
attention be given to the matter of local
organizations, the greater assistance be-
ing lent by the national office.

It is also interesting to mnote that
among the distinguished visitors who
looked over the exhibit wasg Dr. Jan
Papanek, ambassador to the United
States from Czecho-Slovakia. He was
escorted through the exhibit tents by
the convention secretary, A. R. Baxter.

THE GOLF TOURNAMENT

The first event on the program of the
convention was Monday, August 15,
when the annual golf tournament took
place at the Indian Springs Country
Club on the outskirts of Washington.
There were supposed to have been two
tournaments, one for the ladies and one
for the men, but only one lady showed
up so this part of the program was can-
celled. However there were a large
number of entries in the men’s tourna-
ment which was of course conducted on
the handicap system.

The winner of the tournament handi-
cap prize was John Gizzie, Chas. A. Met-
calf & Co., Zanesville, Ohio; the second
was taken by Dino Abbiatti, South Barre
Granite Co., Barre, Vt.; and the third
by O. J. Hammell, Pleasantville, N. J.
The low score winner was William John-
stone, Baltimore, Md., who represents
LaClair & McNulty, Barre, Vt.; the sec-
ond was Jas. Stewart, Stewart & Pratt,
Barre, Vt.

TUESDAY MORNING
SESSION

August 16, 1927

The opening session of the Twenty-
second annual convention of the Memo-
rial Craftsmen of America, held at the
Wardman Park Hotel, Washington, D.
C., August 16-19, was called to order
at ten-thirty o’clock by President R. A.
Yunker.

Reverend R. Y. Nicholson of the
Rhode Island Avenue Methodist Protes-
tant Church gave the invocation.

President Yunker: The first speaker
this morning is Grace Usher Shuey of
Chicago, personal analyst, who will talk
to us on the subject of “How to Keep
Your Customer in Buying Mood.”

She spoke as follows:

Mr. President, Ladies and Gentlemen:
When I talk to you about how to keep

s your customer in a buying mood, you know

that means doing away with resistance,
and I fear I started out with poor sales-
manship this morning; I understand I kept
vou people waiting. You women will
understand a lot of reasons why one is
delayed, but it was no fault of mine, T
assure you. Anyhow, I hope I haven’t
tried your patience too much and if I seem
a little bit out of breath at first it is be-
cause I rushed at the last minute not to
keep vou waiting any longer. We will
get into our subject and I am sure I will
hit all the points I especially wanted to
bring out to you.

R. L. BELKNAP, PITTSBURGH, PA.
New Vice President, M. C. A.

.Of course, the study of human nature
which I give to you in a seientific method
—you all are students of human nature,
vou are all personal analysts, but most
of you are judging human nature, judg-
ing the other fellow, in a sort "of
haphazard way. Because of that, a lot of
you haven’t as much confidence in your
own judgment as you should have. One
of the main reasons is that most of you
are fact:  collecting. You have logical
minds. Many of you have wives who have
hunches and you say, “Why do you say
that? Why do you think that?”

“I don’t know; I just think it.”’ There
are no facts to back up their decision so
yvou discard it and later you will say
“My goodness, she was right. That was
right about that fellow.”

Many of us, especially you men who
run more to the fact collecting, logical
minds, haven't as much intuitive power
as your wives or the more feminine type
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of mind. Lots of times your years of ex-
perience have taught you certain things.
You say, “What right have I to think
that? Perhaps I am wrong in my de-
cision.” You try to back it up with
some real, scientific fact and you have
nothing unless you have studied science.
That is what I am here for this morning,
for the purpose of bringing to you some
scientific knowledge along this line.

As I said before, you are all character

analysts. You are all reading human
nature, some of vou a little better than
others. That is why some of you are

more successful than others, because you
are selling memorials and monuments the
same as anyone else who is in the selling
line, whether insurance, automobiles or
just their personal service. After all, we
really are selling people. TUnless we talk
the language of the other fellow, it is
pretty hard to get our merchandise to
them. We might rope him in but that
isn’t scientific selling, that isn’t master
salesmanship and we have all learned
that. Selling is more and more becoming
a high class profession and if we are go-
ing to be professionals in our lines, then
we must be experts, we must be special-
ists in our lines, and above all things, we
must do things scientifically.

I am speaking to you this. morning
about how to keep your customer in a buy-
ing mood, how to get him into a buying
mood and then keep him there and before
I finish with these three talks I am going
to take you up to a very psychological
closing. As you salesmen know, par-
ticularly you dealers, there are very few
good closers. I know how much money
you would pay for a real good closer.
Most of your salesmen are good in the
beginning. They get the customer in to
you and it is up to you. We can’'t all be
natural born closers. You don’t know
how you close. If you did, you would tell
your salesmen. We can’'t all be natural
closers but we can all be scientific
closers and my last subject of these three
is going to be “How to Recognize the
Psychological Moment to Stop Selling
and Close your Deal.” That has been
considered, whether I have given a series
of three, six, a dozen or twenty-four
talks to a sales organization, that has
been considered, I guess, the boomerang
of them all and it has brought many,
many added dollars to an organization and
to a salesman.

First of all, we won’t have need of
the psychological moment unless a
customer is in the buying mood.

First of all is to select the right type of
salesman and the right type of salesman
doesn’t always mean the type of salesman
that appeals to us. In fact, it would be
well for us to get away from our type.
When customers come into our place of
business who are our own type, we can
sell them ourselves. But there are types
of customers that come in that vary
from our types and it is well for us to
have a good degree of different types of
salesmen working for us. So it is im-
portant for us to look first into correctly
selecting our salesmen.

Next is the right material for those
salesmen to sell. You who are buying,
what do you have a tendency to do? It
is human. We all have that tendency.
You go down to the place of market or
showroom and order the thing that
specially appeals to you. You think, “I
can sell that.” ‘What you could sell is
not perhaps the merchandise which other
types of salesmen could best sell. Also,
what especially appeals to us will not
especially appeal to any one excepting
people who are of our own type. There-
fore, if you realize where you come in this

standard of people, how near you are to

the balance line, that enables you to
know which side to vary on. If you
should get a little bit more of the

decorative type than usually appeals to
you or if you should get a little more of
the practical, standard line that naturally
appeals to you, you will have a better
range of merchandise.

I have gone into many dealers’ places
of business and before I saw that dealer
I could look over his merchandise and
nine times out of ten (I say that because
once in a while I run across a dealer who
is buying from the customer’s standpoint,
the client’s standpoint, more than from
his own), I could describe pretty well
the type of dealer who had made that
purchase.

Now let us realize our line of merchan-
dise whatever it is and get away from
that standard line. I am going to give
yvou these little special points now that
you can use. We have the three types of
people who have the three types of view-
points. For instance as this crowd came
in here, there is one type that came in,
looked about and said, “Isn’t this a
beautiful room?’ They saw the beauti-
ful decorations, the drapes, the ornateness
of the pillars. They were attracted to
the attractiveness of it. Others came in
and' said, “What a nice, roomy room.”
They began to stretch and feel the free-
dom. ‘“We are not going to be crowded.”
They liked the freedom. Others looked
and saw that it looked like a good, sub-
stantial room. The third type looks
around and he thinks, ‘“Well, I wonder
how much this cost and I wonder how
much money they get out of this room.
The hotel business is a good business. T
could make a good living in the hotel
business.” They see the thing from the
dollars and cents standpoint.

All right, when we buy
dise we are going to have these three
types coming in. I am going to have
some merchendise that will particularly
appeal to the mental type. That is the
type who is wide at the top of the head
and tapers in a V shape. That tapering
type of face like, well, say Judge Landis.

our merchan-

We are all familiar with him. Also our
‘vice-president, Dawes. Dawes has the
mental face. President Coolidge has

rather the mental face.

Next, we must have merchandise which
appeals to the individual who wants some-
thing substantial something practical,
something strong and durable, and some-
thing that will give him his freedom
and independence in having made the
purchase, something that isn’t going to
wear away soon, and therefore he will not
have to be worried about that. You buy
for that type. He is recognized by the
squareness of the face and body, prac-
tically as wide at the jaw as at the top
of the head. The athletic type. Then we
have a rounder face and body. Taft
would make a good example. He is in-
terested from the dollars and cents
standpoint, from the ease and comfort
standpoint. I wouldn’t have a showroom
without at least one real comfortable
easy chair and when that vital type comes
in, instead of rushing them right off,
bring them to that easy, comfortable
chair. As they sink down into that
chair, isn’t your first resistance over-
come? They can hardly say no and fight
against you when they are comfortably
seated.

A little later I am going to call types
up to illustrate these types I have given
vou. I want to speak from another stand-
point, though, that the more I look into
vour line of business the more I realize
you can use it and use it very, very
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successfully and effectively-—that is the
texture of the skin. Did you ever

realize that that tells you a whole lot
about people? You have to a certain ex-
tent, when an individual comes in looked
at him and shrewdly decided what to
show him. You are analyzing him. You
are using scientific study of human
nature, the best you have learned it. All
right, the texture of the skin shows the
grade of merchandise we like to have
around us, whether in the clothing we
wear, the upholstery of our car, the up-
holstery of our furniture and the monu-
ment or memorial we would like to have.
A monument does have a texture. It has
a grade just the same as any other in-
animate object or even animate so far as
that is concerned. So the individual who
has the fine textured skin, the soft
velvety skin, the fine hair, that individual
is interested in a fine merchandise.

If you go down to the showrooms of the
two head men who represent the marble
industry, which is a finer texture than
granite, you will find them to be fine
textured men. They like and naturally
respond to that finer texture line of
merchandise. You take the coarser grain
of merchandise like the different granites
and there you find that is responded to
more by the individual who has the
medium coarse texture. You can use that
to a great, great degree. I know, as I
have gone around with different in-
dividuals and noticed the different monu-
ments and the different finishes they have
responded to, it would be of great value to
me if I were in the business, and has been
of much interest to me in checking it up.

When you have an individual who is fine
textured show him fine merchandise, as
fine as you have in your place of busi-
ness. By that I mean not only the finish
like the marble or if it is granite, the
very finest finished granites, but also the
edges worn off. They don’t like anything
that is harsh or coarse, any more than
they like woolens or tweeds next to their
skin, and they like the fine designs. You
know, some of these designs have Kkind
of a  coarser appearance. The coarser
ones like that but the fine people like the
fine, neat work, the fine carving here and
the fine line there. That appeals to them.
I am going to speak more clearly about
that a little bit later.

If we handle a customer then just ac-
cording to his type, you see we have cre-
ated no resistance and there is no reason
why we should. TUnless that individual is in
the market for a monument or a memorial
we don’t want to sell him and if he is in
the market then there is no reason for any
resistance to be created. If from the time
of our opening salutation we discern the
type, know the viewpoint, the likes and dis-
likes of that individual, we carry him along
and the first thing we know we have his
name on the dotted line and we have him
closed. No resistance has been created, and
if we handle a customer eorrectly, rub the
fur the right way, he is not going to go to
some other place of business. He may if
he is the shopper type, and women particu-
larly have that tendency. They may shop
around but they are dissatisfied with every-
one else and they come back to the indi-
vidual who knew how to treat them. If we
are handled right that is a compliment to us
and when people compliment us it makes us
feel good. I don’t mean just mere words of
flattery. Some of us are suspicious of flat-
tery. But that is a compliment to us and
we respond to that fellow.

Haven’'t you heard dealers and buyers say,
“There goes a smart fellow. There goes a
clever salesman.” And if you were to ask
him why, you would find out it was be-
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cause that salesman saw things the way
he did. That salesman handled him ac-
cording to his type. That is the thing we
especially want to do so we do not
create sales resistance but we keep our
customer always in a buying mood.

There is another point I want to bring
out, and we will call up types. Tomorrow
I am going to talk just purely from the
selling standpoint and the types will be
brought out more forcibly. If you are
interested at all in salesmanship, there
are points I am giving you which you will
find most practical in your business. A
gentleman a few weeks or more ago, when
I was giving some work to the Chicago
Association of Monument Dealers, asked
me how to handle a certain type of
customer. He was getting nowhere and
yet he knew the customer was very much
in the market. T told him how to handle
this type the best I could from the out-
standing points he had given me and he
sold that individual a $3500 memorial.

My; Isn’t there a difference in the in-
dustry? Or else I am awfully old or old
fashioned or something. I always thought
of graveyards and gravestones and I
couldn’t see anything interesting or at-
tractive about them and now that I begin
to know more about it I find it is most
interesting, most romantic, and there is a
very, very beautiful artistic side to it.
So I know that your work just is most
interesting and I am mighty happy to
talk to a group of professional people, be-
cause after all you are in a profession.
You are rendering a service, so much
more than just offering to sell so many
feet or so much tonnage of granite or
marble. And the more that you get that
into your minds that you are rendering a
service and when you think of giving
that individual what he wants to pay a
tribute or in tribute as a symbol of his
love for one who has gone beyond, then
you can afford to charge a real, honest-
to-goodness profit for your merchandise.
But when you think of only so much
granite or so much marble, then your
conscience is going to prick you a great
deal if you get much more than just a
little margin of profit. When you think
of it from a service standpoint, you
can’t charge enough and you have not
overcharged the individual.

Now I wanted to speak to you too about
blondes and brunettes. You know, we all
have a tendency to think, well, people
are people, and yet there is just a world
of difference in them which is shown in
the outward development of the face, the
body, the shape of the head, the texture
of the skin, consistency of the bones and
muscles and color of hair skin and eyes.

The first point I want to bring out is
the difference between Dblondes and
brunettes. One reason is most of us can
tell a blonde from a brunette and yet not
always. A gentleman once told me a
great deal about his wife and as he told
me about various characteristics it
sounded very much like the blonde
characteristics. I said to him, “She is a
blonde, isn’'t she?”

“Oh, no,” he said, ‘“She is a brunette.”
Well, I let that go. I thought probably
he knew. But he told me more and more
about her and I said, quite puzzled,
“Your wife is a blonde, isn’t she?”’

“No, no, she is a brunette.”

The third time I asked him whether
his wife was not a blonde, he became very
indignant. He said, “I ought to know
whether she is a blonde or brunette. We
have been married eight years.” Some
time after that I had occasion to meet
the wife and sure enough, she was a
blonde. She had been living with him for

eight years and he didn’t know whether
he had a blonde or a brunette.

I am telling you, if some of you hus-
bands don’'t know more about your clients

than that man did about his wife you,

may make a living but you are just tak-
ing orders and you can’'t pat yourself on
the back. But when you can meet an
individual, realize his type and get out
of your shoes and into his shoes, you are
a master salesman and you can afford to
feel puffed up over the sale.

All right, the difference between blondes
and brunettes. I haven’t time to tell you
very much and I want to put this point
over to you, Every point I give you re-
garding this science is practical, is
applicable just as I give it to you. If you
will take it and apply it, that is all I ask
of you. I don’t ask you to say, ‘“She is
right,” until you prove me right, but I do
ask you to do this: I ask you to be
openminded enough to take these points
and check them up and if they prove to
be true to you, as they have proved to
be true to thousands of others, time and
time again, they are not theory but fact,
just as it was a fact to that gentleman
who made a $3500 sale by treating his
customer differently than he had. Those
are facts to him.

Now, hitting just a few high spots of
the blonde and brunette question. The
blonde—I can’t give you the reason for
it this morning, haven’'t time—but the
blonde has a fast vibrating mind. The
brunette has a slower vibrating mind.
BEvery vibration is an idea, a new idea.
Because the blonde has the faster vibra-
tions he is taking on more ideas. The
brunette has the slower vibrations but in
laking few ideas at a time he retains
them longer. That is why the blonde has
a distributive type of mind. That is why
the blonde likes variety. That is why the
brunette has a concentrative mind. He
likes fewer things at a time but to go
deeply into the few things in which he
is interested. That is why the blonde,
reaching out continuously for many
different ideas, likes the newness of
things, the brunette likes the things that
are old, tried and true.

Let us take that in a broad way. Isn’t
it our blonde countries as well as our
blonde individuals that are always reach-
ing out and exploring for something new?
It is our blonde countries that lead in the
major inventions, something entirely new,
exploration and foreign commerce. It is
our brunette countries, our Latin races,
that cling to the old traditions, the things
that are sentimental, but they are the
perfecting type. It is the brunette who
comes along and perfects the major in-
ventions of the blondes. The brunette
comes along and develops the territories
discovered by the blondes. It is the
brunette who comes along and builds the
business while the blondes are the busi-
ness getters.

Now let us take that individually in our
place of business. What would that mean?
When a blonde comes in, supposing you are
a. brunette, it is not going to bother you to
see that that blonde just jumps all over the
place. Isn’t that true? He sees all the me-
morials scattered all around. Run around
with him. Just hurry up, you brunettes.
Get your vibrations raised and go around
with him.

The brunette has a more concentrative
mind. He wants to see and looks around
until he sees what he is interested in and
he goes over to that. The blonde salesman
has a tendency to show others and others
to that client. ILeave that brunette’s mind
there. Let it concentrate and take in fully
all the good points about that monument.

Then when he has fully assimilated that
and is ready for the next, take him on.

By that we would know that when you
are talking, make your statements embrace
the newness of your proposition to a blonde,
a new design, a new treatment, a new shape
of die, a new design, granite, marble, or
whatever you are talking about, while the
brunette while you were talking about all
those new things would be interested but
usually more from just an educational stand-
point—*“Well, you try it on someone else
and if it works I will try it out.” A bru-
nette wants the things that are more sym-
bolic of the old, tried and the true, some-
thing that has more sentiment and more
tradition, than the blonde type.

Now that also can be used to very good
advantage in making your calls on custom-
ers. Tomorrow I am going to hit upon this
a little bit more definitely because I am go-
ing to talk from the selling standpoint.
But blondes and brunettes can be used to a
great advantage in the salutation. This is
rather interesting to apply and it is good
business also. If you notice the blonde, he
likes to talk about general things. When
you come in contact with a blonde, to break
that ice with the blonde, talk generally to
the blonde. Ask him how business is, how
everything is, how things are coming along—
a sort of general talk to the blonde, but
with the brunette it is, “How are you to-
day ” if you know them at all. If you go
into the home, show an interest in the chil-
dren and the family. Ask about the rela-
tives. That means a whole lot to the bru-
nette. They forget you are trying to get
their money because they are sentimental.
They are interested in what you have to say.

Also I would make very great prepara-
tions. That makes me think of the worth-
whileness of preparation. How often we go
and do things without giving the proper
thought and without proper preparation!
If we would make preparation, we could
make the sales quickly and with a lot less
calls once we get started. ILet’s investigate
and find out about that individual. If you
are calling upon a brunette, going to sell a
brunette, T would by all means make every
effort to get introduced to that man by a
friend. If I were calling upon a blonde, I
would make every special effort to be intro-
duced to that prospective client by a busi-
ness associate, because the blonde’s incentive
for doing things is not sentiment. The
blonde’s incentive for stepping out and do-
ing things is for success reasons, for the
sake of being looked up to in the community
as a success. Then if he has a big back
head which denotes love of family, humanity
and friends, he will want his success to re-
flect on the loved ones. But the brunette is
doing what he is doing for strictly senti-
mental reasons, for what it will directly
enable him to do for the wife, family, home
and friends. I would use that to great ad-
vantage.

If you will nominate someone for me to
analyze, or call some types up here, I will
make this practical.

Miss Shuey then called several men
from the audience and gave a demon-
stration of character analysis.

President Yunker: Now, it has been
necessary to change our program just a
little, and the speaker who was going
to talk on the “Memorial Extension Com-
mission’s Activities” will talk at another
time.

The next speaker needs no introduc-
tion to most of us. Mr. Roswell M.
Austin, Field Man for Rock of Ages
Corporation, will talk to us on the sub-

ject of “The Retailer and His Business,”
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THE RETAILER AND HIS
BUSINESS
By Roswell M. Austin.

To many of you, with whom we have come
in contact, the work of the Field Men of the

Rock of Ages Corporation, is no longer
any mystery. These men, one of whom
I am fortunate and happy to be, have

the pleasant task of making personal calls
on the retail dealers: good, bad and indif-
ferent. In my first year of travels, I covered
more than eighteen thousand, six hundred
miles, and to date, I have met and visited
with nine hundred and fifty-six dealers, in
their plants. This does not include the deal-
ers I have met and visited with at conven-
tions and conferences, nor does it include
the many, many places I have called, found
the plants locked up, and no one around
with whom to make a contract.

During the time I have been making those
calls, my experiences have been many and
varied, some of them humorous, some of
them not so funny. Naturally, we have be-
come observers of the field of retail dealers,
and your executive board, sensing that fact,
has asked that we give back to you some
conclusions drawn from those observations,
to hold up the mirror, as it were, and let
you see yourselves, all be it only partially,
and perhaps imperfectly, through our eyes.
And so, if I recount some reflections which
seem critical, please bear in mind that your
executive board asked for a true picture, so
far as we could give it, whether it hurt or
not ; and if any of my remarks seem to criti-
cize you, or any of you, they are made not
in a spirit of meanness but with an honest
desire to help yeu. If my remarks are taken
in that spirit, and I assure you they are
made in that spirit, then I will have ren-
dered you a real service, and fulfilled the
obligation which I consider has been laid up-
on me.

I would like, first, to discuss your organi-
zation, the Memorial Craftsmen of America,
Incorporated, and to begin at the top of it,
your executive board. I have had occasion
to become intimately acquainted with the
members of that board. I have met some
of them individually in their plants, and I
have seen all of them in action, as a board.
My friends, I can say to you, without reser-
vation, that I have never seen a harder-
working, more efficient, more honest group
of men in my life. And truly, their labor,
as such members, is a labor of love. They
may get their expenses paid, when away
from home on this business, but I think you
have no idea. of the personal sacrifice each
one of them is making. Boards, similar to
yours, ordinarily are able to fix the times
and places of their meetings so as to inter-
fere in the least degree with their personal
business. But I happen to know that pres-
sure of business in your organization has
been so great that these men have been
obliged to leave their businesses to go to the
meetings of the board, at times most inop-
portune for their businesses. And at their
meetings they have worked early and late,
often, until after midnight, giving to this or-
ganization all the business acumen and judz-
ment which they apply to their own busi-
nesses, and working at it harder and longer
than, I am sure, they do in their own pri-
vate plants. True, there are compensations
for them ; the knowledge of work well done,
especially altruistically done, gives to men a
feeling of well-being which is very gratify-
ing; and, of course, the education which
they acquire from doing this work is of in-
estimable value, but you better helieve they
earn those intangible compensations, and, in-
cidentally, they lose tangible compensations

which are sometimes so appalling that they
dare not figure them. I want to impress
upon you, deeply, that you have occasion to
be very proud of, and grateful to, the mem-
bers of your executive board.
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ROSWELL M. AUSTIN
Field Representative, Rock of Ages Corp.

I want you to realize and appreciate also
the fact that great things have been accom-
plished by and for the Memorial Craftsmen
of America and that you have not only a

good organization, but now, one of the best
organizations in the country ; that, as a mat-
ter of fact, few organizations in the country
are rendering so great a service, at so low a
cost to its members, as the Memorial Crafts-
men of America.

‘Who makes up the Memorial Craftsmen
of America? Of course, not every dealer 1s
a member, you are better off without every
dealer. But, the real strength of the dealers
in this country, is, no doubt, within the
ranks of the Memorial Craftsmen of Ameri-
ca, Perhaps the best way to describe the
situation is to characterize those who are
not members. I see them in three classes:
First, the dealers whose organizations are so
large, and whose fields of operation are so
broad, that they, themselves, are national in
scope. There are only a few in this group,
but they are powerful, forceful men and or-
ganizations. The second group consists of @
somewhat larger number of good, live deal-
ers, large and small, who are normally like
yvourselves. Some of them have at one time
been members, but either they have seen
no material benefit to themselves, or become
displeased with some member in the organi-
zation, usually some officer whom they ac-
cuse of being unscrupulous, or simply lost
interest and have not had it reawakened,
but they have dropped out. Thirdly, and by
all odds the greatest in number, are the
little dealers who, mostly through ignorance,
don’'t even know what is going on. Many
of them were hired help in some real organi-
zation, who became proficient along some
line, and thought, therefore, they were big
enough to “go it alone.” They are so poorly
equipped with training that they don’t even
realize that they are square pegs in round
holes. They see that they are not making
any more money than they were on some-
one else’s pay roll, perhaps nct so much,
but they don’t know the reason, and don't
even seek the answer. They wouldn’t do
the -association any good, and I am certain
the association couldn’t do them any good.
They are large in number, but they are

widely
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scattered, and the sum total of all -
the business which they all do, put together,
does not, in my estimation, affect business
one way or another. I imagine that the
bulk of their business is of the kind that you
would not care to handle. I think T am
Jjustified in saying, therefore, that within the
ranks of the Memorial Craftsmen of Ameri-
ca you will find the real strength of the
country’s dealers.

Good, substantial thinkers, among your
ranks, have been giving hours of intensive
study to this memorial business of yours.
They have come to the conclusion that the
automobile, the victrola, the radio, any num-
ber of material comforts, by methods of their
?Wn, well calculated to meet the luxury-lov-
Ing nature of our people, have been, and
are now, encroaching so heavily upon the
fiollar which, previously, went, without urg-
Ing, except that from within, to buy and
fzrect memorials, that there is not enough of
it left to buy memorials, and that, there-
fore, our business is gradually going down
hill. They see not just a slump in the busi-
ness, but a gradual atrophy of the business.
Now, a slump in the busines can usually be
met, especially by dealers such as are in the
first group, above described. They can, by
shifting their field of activities, intensifying
here, driving there, economizing here, and
spending there, meet a. slump, and tide them-
selves over until business comes back to nor-
mal, or throughout, perhaps their generation
of operations. But I want to tell you that
an atrophy of this business means that we
must iook beyond the present generation.
Let one generation lose its appreciation of
the value, nay the imperative necessity, of
erecting memorials, and I guarantee that to
the next generation, a memorial dealer wiil
be.as defunct as a dinosaurus. And who is
gO}ng to carry the burden of breventing
this, 0}' the next generation from losing ifs
appreciation of the value of memorials?. No
one. company is big enough to do the job.
It is only by the united effort, all over this
country, through an organization which can-
not be accused of seeking direct financial
benefit for itself, of all the substantial deal-
ers, that this task can be performed. And
so I do not hesitate to say to any dealer,
be he large or small, national :
local, if vou are looking to the
vation of this business of Vi
scendants,
True,

in scope or
future preser-
ours for your de-
your place is in the association
You may be able even to prove that
today, by your Joining, you would give more
than you would receive in return, but if you
are looking squarely at tomorrow,
today, you will see that that not only your
benefit, but even your very existence, de-
p.enc.ls upon the strong, active life of an asso-
ciation. And if you believe that, how can
you a.fford to stay out of that association?
And if that applies to the big companies.
how much more does it apply to the goorj‘l
dealers, good, but unable to weather even a
slump in the business.
dealer

as well as

I would urge every
who finds himself in either ofe o(»lf\j]zi
first two groups, which I described, to ‘*e;
into the association, and let us aI’l 2
all about the third and last group
the trend business is taking, :
inating themselves.

Now, then, with that splendid group of
men., representing the real strength of the
b}:smess, and guided by the clear-headed
big-hearted efforts of your executive board‘
do ):ou care to deny that you have a fine or:
g'a,nlz:.ation? What national association is
poastmg of any better record than yours in
1.ts claims departments? What association
1§ able to point to such a long line of exhibi-
tions as you have put on, of products fabri-
cated by, and owned by others than your-
selves? What association provides its l.nem—
bers with any more instructive journal than

forget
With
they are elim-
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you get, not once in a while, but every single
month? And look at the marvellous possi-
bilities of a survey of your whole industry,
with instruction growing out of it, four times
more valuable than any of the best corre-
spondence courses which many of us have
been willing to pay three times as much as
vours will cost you, better because it will
be confined to your own business instead of
to business in general. And, a perhaps in-
tangible but ncne the less wonderfully in-
valuable service, which I hope you will some
day appreciate, impossible now, I believe,
that through the efforts of your association,
a unification is taking place in the quarry-
ing, manufacturing and selling of granite
and marble memorials, which has heretofore
only been dreamed of. Benefits, why, when
I hear a dealer say he can't see anything
in it for him to join the association, I fairly
bulge with answers for him.

A chain is no stronger than its weakest
link. An association is not a chain, and so
the generality does not apply, but its mem-
bers are links, however, and certainly, the
association is no better than its best mem-
ber. Like every other association, your
members are varied. 1 have found in your
ranks some of the finest fellows I ever met.
And, necessarily, I have found men of pretty
poor calibre. It wouldn’t be out of place,
here, to get right down to brass tacks and
define the ‘“best dealer.”

What do we mean when we say a man is
the highest type of dcaler? Well, first of
all, he is honest. And that means all the
way through. It is not confined to answer
ing questions hcnestly when they are asked
him. It means not permitting anyone with
whom he is doing business to become misled,
even though that person asks no questions
at all. You have often heard it said that
there are tricks in all trades. We all know
there have been plenty of them in the me-
morial business. I am sorry to say that
my greatest indictment of the memorial
dealers is the dishonesty which they have
permitted to prevail, and they have per-
mitted it salving their consciences with the
thought that all dealers are doing it.. How
can a dealer justify himself, even in his own
eyes, who permits a customer to buy inferior
stock with the .expression on the part of the
customer, “It is all granite, isn’t it?’ I have
no quarrel with any dealer who desires to
handle the most shoddy stone he can buy, if
he will sell it for what it is, sell it honestly.
But when he sells it in substitution for some-
thing else, especially for a better product,
or when he sells it as “Just as good,” I say
he is doing a despicable thing. Substitution
of materials is a very common “trick of the
trade” in this memorial business, and it is
just as dishonest to substitute, without tell-
ing the customer the whole truth about it,
even if he substitutes a material which he
honestly thinks is just as good as the mate-
rial which the customer thinks he is buying,
as it would be to substitute an inferior mate-
rial. One -dealer, not long ago, described to
me his method of meeting a sales situation.
He told me that if a customer claimed he
could buy a Westerly monument from some
other dealer at a given price, “I ask him if
the other dealer mentional the quarry from
which the Westerly he was offering came
from. If he says no, I take him to some
Milford granite and say ‘I can sell you this
Westerly for that price, too. We call it New
Westerly.” ” Now, left right there, that is a
base deception. And it is no excuse for the
dealer to say that at that price the other
dealer must have been offering New Wester-
lvey, nor that he may think it is just as good
as Westerley. If so, they were both deceiv-
ers. One deception does not justify another.

Another dealer frankly admitted to me that
he had taken a Rock of Ages certificate on
a die, under which he had placed a light
Barre base, and drew into the sketch, on the
certificate, the base, with the dimensions,
thus making the Rock of Ages Corporation
guarantors of someone else’s product. And
he was inclined to be peeved when I took
him to task, because, as he said, “The light
Barre base was just as gcod material as the
die,” until I made him realize that it was
just as dangerous to tamper with a. Rock of
Ages certificate as it would be to tamper
with a check. Another dealer told me that
he knew every piece of Quincy which came
to him from a certain manufacturer, was
painted, and yet he continues business rela-
tions with that manufacturer. To most of
you these practices may seem impossible,
but I tell you they are real facts, and there
are more of them going on than you realize.
A number of dealers have told me of such
instances, on the part of some other dealer,
of course, condemning such practices, and
almost in the same breath admitting that
under stress they have been forced to do
likewise “Once in a while.”” T tell you the
highest type of dealer must at all times be
honest, not only with others, but with him-
self.

Secondly, he knows his business. Here, of
course, is a field of wide variation, for to
“Know your business” means knowing every
ramification of it. It involves education in
Geology, Archaelogy, Design, Sculpturing,
stone-cutting and masonry, on the one hand,
manufacturing, cost-accounting, salesman-
ship and general business training on the
other hand. How much of all, or any one,
or more, of these subjects should be mas-
tered, is entirely a matter of choice. But
the highest type dealer knows something of
all of them. You would be astonished at
the number of dealers I have met whose
whole education is confined to knowing how
to cut letters. You can’t imagine the pleas-
ure it is to me, after meeting dozens of the
men who know how to cut a stone only.
boasting of having come up from the banker,
and telling you confidentially, that no dealer
can be a success who did not come up from
the banker, to go into a plant where you find
a man able to meet all the public at any
time, able to turn to his books to verify
any conclusion he has made, who, when you
become interested in a design, is able to tell
you the history and significance of the de-
sign; why it is a symbol. That man takes
pleasure in selling memorials, and, uncon-
sciously he makes his buying public feel it.

Thirdly, he has appreciation—appreciation
of his business and of his station in the life
of the community. When bereavement
comes to a family, who are the people,
outside of the family, who are involved?
When you stop to think, they are nearly all
professional men: the doctor, the minister,
the lawyer, each comes in to their aid in
his cwn way, each receiving the confidences
and the grief-aching gropings for sympathy
from the bereaved family. There is one
other to whom they turn, and to whom they
look for the proper expression of all their
love, all their hope for enduring memory,
to tell the world, fittingly and lastingly,
about this person who meant so much to
them. He is the memorial dealer. To none
of the others, perhaps, do they bare the in-
timate details of the life of that deceased
person, as they de to the memorial dealer,
in their search for a proper symbolizing of
his life. Can any dealer, appreciating the
delicacy of his position, the professional na-
ture of his interviews, reduce his contact
to a mere sale of stone? The manner in
which some dealers talk about, and handle
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their monuments, their “jobs”, as they call
them, must seem to some customers like the
desecration of a divine image. I recall so
vividly a visit I made on a dealer who,
through a terrible accident has been ren-
dered totally blind. He has a large display,
and he has never seen a single monument
in his yard. But he knows every inch of
every monument there, knows them through
the tips of his fingers. To hear him talk
about his monuments, and to see him handle
them, was like watching a mother touch her
child.

The highest type of dealer is aggressive.
Not long ago, I was talking with a dealer
about advertising. He was opposed to ad-
vertising because he was afraid it would
bring in more business, and he said he didn’t
want more business. If he did get more, he
would have to hire a man and put in more
equipment. He made me think of the man
who said, “I'm glad I don't like lettuce, for
if I did, I would eat it, and I hate the
darned stuff.”” I see two tendencies taking
place in this memorial business: One is to
centralize in larger plants, and cover large
territories by salesmen in autos, or by
agents. This is evidenced by the fact that
as the older dealers die, their plants are
closed up, and no new dealer comes in with
an establishment to take his place. Many
small plants, in small towns, are on the mar-
ket for sale, with no buyers. The other ten-
dency, is for the larger plants to sell small
memorials at lower prices, depending upon
bulk sales not only to cover cost, but to keep

their plants busy, depending upon their
larger memorials to bring in their real
profits. The result of this tendency is to

drive out of business the small dealer who is
not equipped, or does not care, to handle
large memorials. Time was when a dealer
in a small town did not need to go out of his
plant to sell all the monuments he could let-
ter and set. But times have changed, and
those dealers are now few and far between.
The first class dealer has learned that he
has got to pursue an aggressive and wise
sales policy.

I believe I have set forth the salient points
in the highest type of dealer. And in doing
so, I have described many of the failures to
be classed as such. My friends, you can find
them all in your organization, and, of course
the obvious goal to aim at, is the attain-
ment of this highest type by the greatest
number.

The splendid possibility is before you.
This now great organization, awake to the
conditions, is undertaking to study the con-
ditions, analyize them, and present under-
standable, sympathetic solutions of the prob-
lems arising therefrom. For any dealer who
wants to attain to the highest rank in his
chosen profession—yes, profession, I repeat
—the door is about to open. He wont have
to make the struggle alone, if he so chooses,
and he will find it not only interesting but
stimulating.

Many of you have heard me express enthu-
siasm for your business. That enthusiasm
has never faltered. I still see a mighty
bright future for it—just one proviso—pro-
vided you make it bright.

The Committees, as appointed by the
President, were as follows:

Nominating Committee: W. W. Kim-
ball, West Durham, N. C., Chairman,
J. A. Wunderlich, Joliet, IIl., J. G. New-

all, Lawrence, Mass.

Credentials Committee: E. E. Rich,
Cleveland, Ohio, Chairman, J. H. Mar-
steller, Roanoke. Va., R. A. Zenker, Co-
lumbus, Ohio.




Resolutions Committee: Frank Mal-
lon, Port Huron, Mich., Chairman, Tony
Snyder, Pittsburgh, Walter Gorman,
Jersey City.

Adjourned.

WEDNESDAY-AUGUST 17

The greater part of Wednesday was
given over to a most delightful sight-
seeing tour. There was a fleet of ten
large motor busses provided with guides
and the party left the hotel at about
nine o’clock in the morning. They cov-
ered all the points of interest in the
city on the way out going through
Georgetown passing the former homes of
many famous men, going on over the
Potomac River to Arlington, through
Fort Meyer to the last resting place of
the Nation’s dead known as Arlington
Cemetery. Here the party disembarked
from the busses at the entrance and
walked to the famous Arlington memo-
rial after having seen the home of the
late Robert E. Lee, now the home of the
cemetery superintendent. The Arlington
memorial was a marvelous piece of archi-
tecture built a few years ago from Ver-
mont marble. In the rear of the me-
morial and overlooking the Potomac
River is the famous tomb of the Un-
known Soldier. Here the party stood
with uncovered heads in reverence for
the symbolism which it represents.
Group photographs were taken and
President Yunker on behalf of the Me-
morial Craftsmen laid a wreath upon
the tomb and dedicated the act with ap-
propriate words.

Leaving here the busses drove through
Fort Meyer, passing over the Arlington
bridge to the famous Lincoln Memorial
where a short stop was made to inspect
this marble structure of which the late
Henry Bacon was architect and which
was built a few years ago, and which
contains the famous Lincoln statue by
Daniel Chester French. The remainder
of the trip was about the city viewing
the White House, Capital, government
buildings, Pan American Building, the
Ford Theatre where Lincoln was shot,
the house across the street in which he
died, and in fact practically all of the
important points of interest, finally wind-
ing up at the exhibit tents where each
one went his way.

It was a wonderful day and will long
be remembered by those who were for-
tunate enough to be present.

THURSDAY MORNING
SESSION

August 18, 1927

The meeting convened at nine-thirty

o’clock.
Mr. A. E. Snyder, of Pittsburg, Penn-
sylvania, gave the invocation.

Miss Grace Usher Shuey then gave
her second lecture on character analysis

as follows:

Those who miss the fresh air or any
oxygen that might be stirred by the fans,
just take a couple deep breaths, and you
will not miss the fans.

I am mighty glad to see so many of you
back here this morning. I have many, many
things to tell you, ideas, points, that I was
not able to bring out Tuesday morning. I
especially want to talk from a salesman’s
standpoint on salesmanship. Now, that will
hit us all, whether you are dealers, wives,
parents, or manufacturers, or out-and-out
salesmen.

We are all interested in salesmanship, be-
cause this is a case of salesmanship. We
are not interested in some intangible ideas
or personalities, but we are interested in
something that is concrete, specific.

Master Salesmanship paints our proposi-
tion from the viewpoint of the other fellow
talking, the other fellow’s language. We are
not able to do that very well unless we un-
derstand other people’s thoughts. I do not
necessarily mean for you to understand
their thoughts, because this science of per-
sonal analysis will enable us to read the
mind of the other fellow, but we can tell
his kind of thoughts, motives, incentives,
his types of likes and dislikes. If we can
hit those likes and dislikes, then we are hit-
ting some vulnerable point of appeal.

I would like to review some of the things
that I said the other morning. Brunettes
want to delve into things more deeply than
blondes. You never saw a symphony or-
chestra composed of blondes, did you? No,
they are brunettes, because they have con-
centrative natures and will spend years and
vears of their time to perfect themselves.
They are the specialists. It takes our
blondes to make our generalists.

The newspaper men divide newspapers
into two parts—head lines and fine print—
for blondes and brunettes. The head lines
are printed for you blondes, you draw your
own conclusions for the rest. The fine print
is written for you brunettes. Then you
want to delve into it just as deeply as pos-
sible.

Now, so many have said to me, when I
have seen them out in the lobby, “Miss
Shuey, what you said about the types of
blondes and brunettes is very interesting.
However, I would like to have a better un-
derstanding.” Those little books that I
have, pamphlets or whatever you want to
call them, written from the standpoint of
helping you salesmen, they are small, fold
them and carry them around with you, and
refer to them whenever you come in con-
tact with an individual that applies to them.

Phrenology—some people will say that
personal analysis is phrenology. Personal
analysis is not phrenology. The long head
is planning for far future. The high head
is building high up. The wide head is the
aggressive type, the narrow head wins what
he wins by diplomacy.

We do not take bumps into consideration.
When a customer came into your place of
business you could not say, “Wait a minute
until I feel the bump on your head and then
I will talk.” Kven if phrenology is scien-
tific it has a tendency to be impractical
from a selling standpoint. We, in personal
analysis take into consideration only the de-
velopments that can be seen at a distance.

If you are sufficiently interested, I am go-
ing to call up these types outlined in these
little sales books, just because I want every
one who is sufficiently interested in per-
sonal analysis to have that written work to
carry around with you. You remember
things straight. We have other work, more
complete work, that we sell at a good, legiti-
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mate profit. Those are more complete and
you can ask any questions about those you
like.

I took down some names here. I sat
down out there in the lobby and selected
my types, and then I thought they might
fail me.

She then called several subjects to the
platform and demonstrated her applica-
tion of character analysis.

Mr. Hall of West Baden Springs, Ind.,
then made a brief talk as,follows:
Ladies and Gentlemen:

I appreciate this opportunity to come
before you and tell you something about
Southern Indiana. I am here on behalf
of the West Baden Springs Hotel, to try
to interest each and every one of you in
visiting for your next convention in 1928
West Baden Springs Hotel.

Now, folks, I won’t go into a long
story about West Baden because it is
something that you must see to ap-
preciate. I can assure you of one thing;
you will be all together at all times be-
cause we are in a position to take wonder-
fully good care of you and it is very
easily accessible by railroad. In the first
place, you will have your exhibits and
yvour pleasures and you will eat and
sleep all under one roof and that is
something well worth listening to.

‘We have two golf courses, one of thirty-
six hundred yards and the other of
seventy-one hundred yards and they will
be turned over to you without charge and
you can play as many times in the day as
vyou want to but I think when you get
through with eighteen holes you will be
pretty well worn out because it is a long
one. We have bowling alleys, billiard
rooms, a swimming pool and baseball
park, and you can use them at any time.
Our orchestra will be turned over to you
for six hours a day and you can use it any
way you wish.

I know this picture (showing it) is
rather hard to see from a distance but
you can get some idea of the hotel
Where the exhibits are, this room is 210
feet in diameter, 150 feet high and has a
roof that weighs 121% tons. It is the
largest single room in the world, and in
this room you can have your exhibits and
dance. In fact, the room is large enough
so you can have 159 booths and still
serve a banquet to 1500 people without
moving the exhibit. It sounds like an ex-
aggeration but it is exactly as I am tell-
ing it to you.

We would like to have you there, We
would also like to have a committee ap-
pointed to visit that place, but above all
I would like to have your help. Probably
I cannot carry out the salesmanship as
the young lady did in telling it because
I can’t see all the square heads and the
narrow faces, but I do know folks that I
am here to give you just exactly what we
have and I am not in a position here to
exaggerate because your business depends
upon taking wonderfully good care.

We operate on the American plan and
every meal is a banquet. We all know
that if we can feed you well and treat
you well you will want to come back and
convention business is an advertisement.
Last year we had 27,000 visitors at the
West Baden Springs Hotel.

You can reach it over the Pennsylvania
Railroad, the Monon and the B. & O. In
fact, you can get on the train at six-thirty
tomorrow afternoon and at twelve-thirty-
seven be in West Baden on the National
Limited. When it comes to automobile
roads, there are five state federal high-
ways entering West Baden.
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Folks, for the ladies, one afternoon at
our expense we will take good care of
them. At one of the clubs we will en-
tertain them with bridge and serve a very
wonderful tea.

I want to assure you that you will all
have a wonderfully good time if that is
what you are seeking and if you are
seeking business, you will have it be-
cause you will be under one roof. And I
will assure you of another thing: you
will all have contact and we all know
that there is no airplane that ever went
up in the air without absolute contact and
that is one thing that you will get at
‘West Baden. Pleasure and business are
yours at all times and I will see and help
the officers in every way to see that you
have a good time and that you are well
taken care of. I want you to really give
me consideration, and if you do (I am
with you either one way or the other
naturally) then I would see that you are
taken good care of.

I want to thank you for this kindness
and if I can answer any questions right
now I will be glad to do it but I ap-
preciate this opportunity and I thank each
and every one of you. (Applause)

President Yunker: The Executive
Committee have a proposed change in
the by-laws that will be read by Mr.
Cassidy, Executive Secretary.

Executive Secretary T. E. Cassidy:

“Section 3. The Board of State Repre-
sentatives shall meet immediately after
the annual meeting of members to elect
six of their number as a Board of
Governors, A majority of the Board of
State Representatives present shall con-
stitute a quorum. ‘The President-Elect
at Buffalo shall appoint a Board of State
Representatives, one from each affiliated
state, to serve until the next annual
convention. At the first organization
meeting of the elected Board of State
Representatives lots shall be drawn to
determine who shall serve one, two or
three years. Thereafter, one-third of the
total number of State Representatives
shall be elected each year to serve for a
term of three years. The Board of
Governors upon election by the State
Representatives shall meet immediately
and elect from their number, two mem