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Gotes of Heaven Cemetery in metropolitan New York has long
merited its rank as one of America’s most beautiful burial grounds.
In no small measure this reputation reflects the work and abilities
of Father Ehardt, who has long been in charge of the cemetery.
Monsignor Ehardt is an ardent exponent of the principles of “The
Memorial ldeal” placing equal emphasis on landscaping and Me-
morial Art. The erection of his family memorial, “’before the need,”’
is further evidence of this distinguished priest’s practicing prin-
ciples in which he believes.

Another Example

of

"FORETHOUGHT"

The Ehardt Celtic Cross was
erected by Monsignor Ehardt in
beautiful Gates of Heaven
Cemetery, Mount Pleasant,
N. Y., as a pre-need family me-
morial. It was manufactured by
the Peerless Granite Co., of
Barre, Vt., of Wetmore &
Morse Certified Select Barre
Granite.

WETMORE & MORSE QUARRY

DIVISION OF ROCK OF AGES CORPORATIO

BARRE, VERMONT
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““TO LIVE IN
HEARTS WE

LEAVE BEHIND

IS NOT
TO DIE”

Erected by
Sargalis Memorials,
Amsterdam, N. Y., in

St. Michaels’ Cemetery

and manufactured by

Anderson-Friberg Co., Inc.,

of Barre Vi.
The beautifully carved
statue is the work of

one of Barre’s most

outstanding sculptor-carvers,

Vincenzo Andreani.

J. K.

When a memorialist erects a monument for a family that becomes a shrine in fact as well
as words, a monument that ever remains a source of sublime consolation, a monument that
recalls the beauty of a family life of great human and divine love, he has achieved a feeling
of the worth of his vocation and service comparable to that of the doctor or clergymoﬁ. The
Gambardella memorial shrine is just such a monument. It is obviously not an inexpensive
creation, but as is often the case, it was the tribute of a man of modest circumstances to his
wife and for his family. Yes, it undoubtedly called for no little sacrifice in material luxuries.
Perhaps the sacrifice itself in this tribute “to the Glory of God in Memory of”’, gives the
monument a deeper meaning and significance. But whatever the reasoning, here indeed is a
value beyond price; and it is in expressingv such a sincere and deep Love that we all must find
our deepest so'tisfaction. We, the quarriers of Pirie’s Select Barre Granite, are humktly proud

that our granite was the preferred choice for this impressive tribute.

PIRIE ESTATE . . . BARRE, VT.
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We created the Kochan Memorial 15¥ epresenta 2
for Valente Memorials of Albany, i

N. Y., using Smith-Barre granite. £ gl

704 Almont Rd.,
Far Rockaway, N. Y.

. . Tel.: FA 7-8594
Our Aim is ; Joseph C. Curtis

YOUR Satisfacti e, L
1 ’ 9.
atisraction Tel.:LOngbeach 1-7040
R VR S T .
- DADD : i
ORTH BARRE Shieven:

When a
Marker

Needs a
Mate

It’s a rare marker that we can’t duplicate . . .
and it’s a rare day when we can’t do so at a
below-average cost.

Our reserve stocks of granites include just
about every type on record, ready for fast “mat-

ing up” and making up.

CENTRAL MINNESOTA
GRANITE WORKS

81 Osseo Avenue St. Cloud, Minnesota

These columns a monthly Monumental News-Review feature, are dedicated to the
principle of the open forum and to the belief that a fronk discussion of the in-
dustry’s problems is beneficial. While opinions expressed in these letters do not
necessarily agree with our own, we do reserve the right to censorship on material
of a libelous or obviously pcrtonol nature. Letters are solicited from all branches
of the trade and unless otherwise requested the writer’s name will be published

CHESTER ROUGH STOCK AVAILABLE
Monumental News-Review:
News to the Trade. . . . Chester Rough Granite Available.
. Although we had the misfortune of a serious fire last
November 6, 1952 that destroyed our entire cutting plant, we
will be able to supply the trade with Rough Granite.
It has been decided to not manufacture for a while, but
solely ro quarry and sell the granite in the rough.
Yours very truly,
CHESTER GRANITE COMPANY, INC.
ALBERT SAISALO
Chester, Massachusetts

OGBORN EMBLEMS PRAISED
Monumental News-Review:

We have always used the Ogborn emblems as published in
your magazine and we are more than pleased now that you
are re-printing them in a smaller size, exactly what is needed
for markers and double monuments. I am certain it is appre-
ciated by a great many dealers . . .

Thanks very much,

Yours truly,
HERSTEAD MONUMENT CO.
JoHN C. HERSTEAD
1319 Avenue A
Scottsbluff, Nebraska

A.l.C.A. MEETING

The second annual project meeting of the American In-
stitute of Commemorative Art opened at the Cleveland Hotel,
Cleveland, Ohio, Jan. 14th, immediately following the adjourn-
ment of the M.B.A. convention. This meeting was marked by
great enthusiasm and keen interest. Those present included:

Wm. Henry Deacy, Executive Director, New York City;
Robert Graham, Alliance, Ohio; Harold Schaller, New York
City; Peter Troost, Hillside, Ill.; Aubrey Cody, Clay Center,
Kan.; Morton R. Cree, Clay Center, Kan.; Ernest Hammaker,
Thurmont, Md.; Claude W. Brown, Florence, S. C; T. W.
Moose, Florence, S. C.; Carl Faehnle, Columbus, Ohio; C. A.
Bone, Xenia, Ohio; Ralph Ardolino, West Long Branch, N. J.;
Gene Long, Pleasantville, N. J.; Roy Bloom, Omaha, Neb.;
Fred Davis, Boston, Mass.; Almon D. Olsen, Duluth, Minn,;
Harry McColm, Huntington, W. Va.; James Knobloch, Buf-
falo, N. Y.; W. C. Shearer, Lexington, Ky.; Joseph Carabelli,
Cleveland, Ohio; Everett N. High, Cincinnati, Ohio; Esther
McDade Ford, Braintree, Mass.

In the absence of President Frank McNeel, Marietta, Ga.,
Vice-president Robert Graham presided.

Mr. Deacy presented a detailed report on conditions of the

[Continued on Page 70
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W e manufactured this fine monument in Smith-Barre granite.

The outstanding Todd Memorial was erected by the Goodall
Monument Works, Inc., Cincinnati, Ohio in Spring Grove Cem-
etery of that city . . . Here is one more example of the satistying
results of our expert craftsmanship and modern equipment. You
will always be assured of unvarying, superior quality in any-
thing you order from us . . . from the small monument to the

mausoleum.

If you have not already done so, we suggest that
you inquire about our new, complete mausoleum
service. Contact us in Barre or owr representative

nearest you for detailed information.

ECK & BECK INC. of BARRE

MANUFACTURERS OF QUALITY MEMORIALS SINCE 1896

REPRESENTATIVES:

BERNARD CUTTING, G. F. GRASSEL, CoruMBUS DiBoNA, U. G. DorAN,
Paw Paw, 1946 Hewitt Ave., P. O. Box 322, Box 92,
Michigan Cincinnati, Ohio Quincy, Mass. Dallas, Texas

CHARLEY CARROLL, CHARLES H. GALL, EpwiN P. DAvis, ROBERT HALLENBECK,

560 Walnut Street, 1427 W. Belle Plain Ave. 32 Knollwood Ave., 1423 Milwaukee Ave.,

N. Charleroi, Pa. Chicago 13, Il Madison, N. J. Janesville, Wisc.
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A REPORT OF THE SOCIAL SIDE OF THE CLEVELAND
CONVENTION

By JurLiA MISCHANKO, M.B.A.

Modernly Equipped to Give Yowu Service and Satisfaction

Miss Julia Mischanko, able and attractive assistant to Mr.
Green in the Chicago Office of the M.B.A., was kind enough
to forward a few notes to us on the ladies activities and some
of the other social high-lights of the Convention. We quote
excerpts from her entertaining report:

“TUESDAY AFTERNOON found all the ladies in the party
over at Higbee’s Department Store for a luncheon and style
show. The food was excellent and the style show impressive.
Some of our ladies even went away with new ensembles.
Hope the husbands didn’t mind the added expense to the
convention budget. Mrs. A. L. Green and Mrs. Hoyt Holton
did the honors of distributing little plastic sewing kit favors
to each of the ladies present—ideal for use in traveling.

“CULTURAL TOUR OF EAST SIDE OF CLEVELAND
was arranged at the instigation of Mr. L. W. Stolz for his

LOUIS Z. HOTTE GRANITE CO.
Ayers Street . . . BARRE, VERMONT

- . lady, Mrs. Stolz, a charming Texas Belle, and two busses took
Granlte Memorlals 0)[ the off to show the dealers the sights after close of the business
5 . sessions on Wednesday afternoon. Did the 34 people in

F’neSt Quallty the first bus know that there was a bus following very soon

after with only three people in it? How royally those three
must have felt to have a private bus to themselves. We took
the bus man aside and asked him to take our tourists around

Our wide variety of beautiful granites
will fill your every need: -

EXTRA DARK and MEDIUM QUINCY; a couple of cemeteries so they wouldn’t forget about business
— BLUE-WHITE WESTERLY; — BAL- entirely, but we never did find out if he complied with the
MORAL, BEERS, MOROCCAN RED and request. Oddly enough, we didn’t hear a thing about the
SWED ROSE RED GRANITES; — SELECT tour. What happened anyway?

CHESTER, — EMERALD and BLUE PEARL, “THE CLIMAX AND END, of course, came at the banquet
and SWEDISH BLACK. Wednesday evening. Voicing the opinions of our members

D the program was a huge success. But, here too we had a touch
Manufactured to your specifications. of the novelty to start the evening off. We loaded our guests
into busses and whisked them off on a little joy ride to the
Statler Hotel where this Main event was held. The food (filet

mignon) was deliciously prepared and appetizingly served
GRAY ROCK GRANITE WORKS, INC. and to throw a bouquet to the waiters, they did a neat and
129 Centre Street Quincy 69, Mass.

We Welcome Your Inquiries.

fast job of it.
“We had a pleasant surprise for Mrs. Holton, wife of the
outgoing president, when our effervescing maestro, Vinnie

CLEANEST Carothers, Chairman of the Registration and Attendance Com-
CLEANER mittee, and re-elected director of M.B.A., presented her with
. a lovely silver tray, and after a simple and gracious ‘“Thank
2 Lbs. Prepaid ..... $ 250 ; : y
0 Ibs Gollecit 8.00 You, she quickly stepped down from the platform and like
25 Lbs. Collect ... ... 18.00 a dutiful and loving wife promptly presented it to her hus-
100 Ebs. Collect i v 70.00 - 5 %
band. But, he was in store for his own token of appreciation
Since 1915 B. J. MESSERLY WARREN, PENNA. from the monument dealers in the form of the traditional

watch as a memento of the many long months devoted to
leading the retail dealers in developing a more progressive
program for our industry. George Kellogg did the presentation
in this instance, and despite the fact that he was coached in
more than one unconservative fashion of making his speech,
George came through in his own undeniable, charming
manner.

“Registration prizes and attendance prizes were given away
at all sessions of the convention and the grand prizes were

drawn at the banquet . . . 1st prize—Deep Fry-Well, a beauti-
ful Wall barometer, a carving set and a lovely candelabra
| | | I l contributed by Sheidow Bronze Co. Sorry we didn’t get the
4

names of the winners.

NATIONA GRANITE & “Our floor show came on soon after and the general com-
POLISHING CO. :

ment was ‘It only proves that you can have a good clean show

QUINCY, MASS. | Continued on Page 39
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“We find it more profitable

than any other material we sell-"

And this echoes the experience of hundreds of Georgia Marble
dealers. Reprinted below is a letter received from our good friends,
Frank and Bob Geen. We couldn’t write a better advertisement

for our product.

“We wish to congratulate you on the beautiful workmanship of the REYNOLDS
memorial. It is without a doubt one of the most outstanding memorials in our

All Saints Cemetery.

“Of course, the same goes for more than one hundred and fifty you have furnished
for us in the last three or four years.

“We have found it more profitable with a satisfied clientele than any other work
we sell. With this statement it leaves us wide open for a raise in price. But we feel

after our many years of business dealings with the Georgia Marble Company and

THE . . . .
its representatives, we have no worry in this respect.
GEORGIA MARBLE

“We hope for a long continued relationship between our firm and yours in the
COMPANY

e future, and continuous success to you.”

TATE, Frank and Bob Geen

GEORGIA All Saints Monument Company

Des Plaines, 1llinois

Sole producers of

" GEORGIA. MARBLE

REG. U, S, PAT, OFF
in these four wvarieties

BLUEVEIN e GREYCLOUD e GREYTONE o WHITECLOUD
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For quiet, efficient operation the
Junior Wire Saw is ideal for small
and large shops alike for handling
small work such as slants, checks
and ends. With the Contour Attach-
ment, (illustrated in photo below)
tops and specialty cutting are
handled with little effort. Sawing
wire, made up endless in advance,
can be changed in less than 5 minutes
and one wire will cut a block of
Barre approximately 3" x 57, or 30
sq. ft. Yet .this machine requires

only 24" x 6" of floor space.

Photographs were taken in our plant where all machines

are assembled and tested prior to shipment. Note the
all-steel guards illustrated in the top photo — the
rugged construction — compare the weight of approxi-
mately 8 tons with any other machine of similar size —
observe the protective rubber boots — the new design
abrasive classifier tank, “Patch” engineered for maximum
economy. With each machine we supply all motors and
starters, a rubber lined abrasive pump, 5000” of sawing
wire, electric brazer, ball bearing truck, machined rail,
certified foundation plans, and, if desired, Contour At-
tachment and heavy ball bearing turntable truck. Yes,
from Patch-Wegner you get the complete machine —
and the best.

Wrzte fm detazl; on our nger W/zre szwf too.

atc]:x We,ﬁner COmPany Inc

RUTLAND VERMONT, USA.

MONUMENTAL NEWS-REVIEW
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BONDED
GUARANTEE

We manufactured the Tuccillo Monument for Nicholas Marcotrigiano
& Co., Mount Vernon, N. Y., using the best Select Dark Barre Granite.

«“Better Built”” Memorials Are Your Best Salesmen!

All experience in the memorial industry proves that the beautifully made, carefully
conceived memorial erected in the cemetery is your best generator of future sales. The
high quality memorial is constantly commented upon and admired. It seldom fails
to lead to more monument sales and never stops acting as your best advertisement.
Buttura’s “Better Built” Memorials will always assure the retailer of this important
requisite for his continued good reputation as a memorialist and will keep his “sales
curve” heading up. If you are an established monument dealer, inquire about the

possibilities of “Better Built” monuments in your area.

Join the Monument Institute of America!!

T UR A & .50 D

MEM(L)RIALS

GUTTURA & SONS
BARKE, VT.

BARRE, VERMONT



Fast
Direct

Convenient

Picking up a Kansas City shipment in a Barre granite plant. Both at
Barre and at destination modern equipment and experienced help
assure careful handling, expedited service.

... use BARRE GUILD Consolidated Car Service

Barre Guild Consolidation Service is today effect-
ing big freight savings for hundreds of dealers in
city after city . . . providing fast, safe, carload
shipments of monuments to major break-bulk
points. Beyond these key break-bulk points, mod-
ern rail-truck service assures quick delivery to
smaller towns. Stop-offs are made to points in-
termediate to break-bulk points—there is usually
a route provided. Save on rising freight costs.
Take advantage of this service operated on an

actual cost basis by the Barre Guild.

I '%’l‘}m][ Monuments

Within hours, full consolidated car leaves for Kansas Clty' l

Monuments receive minimum handling, less damage “Mark of the Masters”

fast through service.

[> WRITE TODAY! |

It will pay you to find out how you can save valuable dollars with this helpful
service. Send for complete information. Address: Barre Guild Consolidation Service,
Barre, Vermont.

BARRE GRANITE ASSOCIATION — BARRE, VERMONT

MONUMENTAL NEWS-REVIEW . . . . . 10



FROM ROUGHING TO THE FINAL FINISHING,

a

COPING COSTS GO DOWN when you use Norton CRYSTOLON wheels for slotting
and “checking” granite. You'll find that a 37C24-R2B4 resinoid bonded wheel in the
right size will produce the cost-cutting results you're after.

Norton CRYSTOLON* and
ALUNDUM * abrasives do the job quickly, with minimum loss of material and with
maximum ease for the operator.

=

SRS

FOR CONTOUR GRINDING, long-lasting Norton C

o : o

R

finish and to fit the speed of your machine.

ALL YOUR ABRASIVE JOBS COST LESS

when you choose from the complete Norton line

Whatever your abrasive job involves,
there’s a Norton abrasive product
that’s right for you.

For, Norton Company has a com-
plete line of abrasive products — each
designed for a specific job — each
time-tested in the field.

The easiest way to get a complete

picture of the Norton line is to thumb
through the 67 pages of the book
“Norton Products for the Stone Indus-
try.” If you haven’t a copy, ask your
Norton abrasive engineer or distribu-
tor for FORM 88. Or write direct.
NORTON COMPANY, Worcester 6,

Massachusetts.

*Trade-Marks Reg. U.S. Pat. Off. and Foreign Countries

==

ANORTON)--

ABRASIVES

Making better products fo make
other products better

RYSTOLON wheels, with their

strong, sharp abrasive, give you the fast, smooth, clean cut that means top-quality
results at minimum cost.

FOR SMALL SURFACING JOBS, with portable grinders, you have a wide choice of
Norton CRYSTOLON wheels in vitrified, resinoid, or shellac bonds to produce the right




PANGBORN'S best for
easy, economical blast-carving

—— say the men who work with stone

Complete PANGBORN
Blast-Carving Room
e Bren I AShaaat A fesiing SPECIALISTS in memorial art vouch for the quality

equipment available at any price.
Easily operated, this outfit consists of
a sturdy steel room with accordion-
fold Curtain Front, a Pangborn Blast

of the work and the operating advantages of

Pangborn Blast-Carving Equipment. Every piece

Machine, avtomatic abrasive sepa- of Pangborn equipment, from Blast-Carving Rooms
rator, exhaust fan and Pangborn
Dust Collector. to hose, nozzles and abrasives, is engineered to do

better, cleaner, and cheaper jobs. So no matter what

PANGBORN Shape- kind of blast-carving you need—Pangborn has the
Carving Equipment : :

right equipment.
Accurate shape-carving of delicate
floral designs is obtainable with
this Pangborn Equipment ... com-
plete with canopy top and extra-

Write today for information and literature on

large viewing window, this special Pangborn Blast-Carving. PANGBORN CORPORA-
room is supplied with Pangborn’s
i laenur e Bllish Meishilve and TION, 3300 Pangborn Boulevard, Hagerstown, Md.

a well-balanced carving pencil or
nozzle.

PANGBORN Portable a n bcl ' .
Cemetery Blast Curtain

Ideal for location-cut lettering and

other away-from-the-shop jobs, the

Pangborn Type “D” Portable Cur B I'AST- c ARVI NG AN D

tain is carried easily . . . collects DU s-'- [ ON Tno L EQU IPME NT

spent abrasives for re-use. Equipped
with a large canopy to shield oper-
ator’s eyes from bright outside light.




QUINCY
GRANITE

Manufactured by

E. Settimelli & Sons, Inc.

Antonio Ruscitto & Sons, Inc.

West Quincy Granite & Polishing Co.
Golbranson & Co., Inc.

Willard Granite & Polishing Co.

W. C. Canniff & Son, Inc.

National Granite & Polishing Co.

L. Volpe & Sons, Inc.

H. C. Smalley Granite Co., Inc.
Adrian of Quincy (Supplies only)

Premier Granite & Polishing Co., Inc.

PRODUCED
BY
SWINGLE, INC.

QUARRIERS
QUINCY,
MASS.




Here's

BLASTING

with o REAL
“BITE” in it...

SHARP, CHUNKY GRAINS
FOR CUTTING YOUR

GRANITE Zuccbly and Eventy

DS TRIBUTED BY:

GRANITE CITY TOOL CO.
Barre, Vt.,, St. Cloud, Minn., Elberton, Ga., Texarkana, Texas

NS CANADA:

RITCHEY SUPPLY LIMITED
226 Geary Ave. at Dufferin Street, Toronto

FASTBLAST is an aluminum oxide abrasive

made specially for highly-efficient pressure
blasting of monumental granite. The unusually
sharp, chunky grains are free from weak par-
ticles and “lazy” fines and splinters. It’s tough
for extremely slow breakdown and high reclaim
value. It is processed with one aim—to produce

an abrasive that cuts faster and lasts longer.

FASTBLAST is used throughout
the monument industry with efficiency and
economy. You'll find that its use in your
particular blasting operations will pay you

in the best dividends possible — fast blasting.

THE

EXOLON

COMPANY

944 E. NIAGARA STREET TONAWANDA, NEW YORK © THOROLD, ONTARIO

MANUFACTURERS OF SIiLICON CARBIDE AND ALUMINUM OXIDE ABRASIVES
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It is superlative for
monumental pur-
poses. Not only be-
cause of durability, but also for
its attractive color and texture.
It is hard, yet it has a fine
grain that enables designers to
achieve idealistic beauty in
contrast and detail work.
Magnificent works of art

Realization of its imperishable character
has tremendous influence on the purchase of
memorials produced from Elberton Granite.
The emblem of loving tribute hewn or carved in
stone for later Generations to see.

have been and are be-
ing produced in Elberton
Granite that are unexcelled
. . SO many sculptors say.
Its preference in this coun-
try is common knowledge. Its
fame has penetrated to for-
eign lands. Monument deal-
ers everywhere sense its sales
appeal.

Elberton Granite Association, Inc.
ELBERTON, GEORGIA

MARCH, 1953




DUTCH BRAND
E; Sandblast Stencil

DUTCH BRAND E-Z Sandblast Stencil is easy to
apply . ..easy to mark...easy to cut...easier to work
with. It has QUALITY... that results in excellent workmanship
with less effort. It has toughness and resistance to abrasives during
blasting operations. Fine hair lines can be made without rubber closing in.
Once you use DUTCH BRAND E-Z Sandblast Stencil, you'll find that
it is made to meet the rigid requirements of memorial craftsmen...

you'll enjoy its top performance.

Specify and insist upon getting DUTCH BRAND E-Z Sandblast Stencil.

DUTCH BRAND _
E-Z FILLER CEMENT | @ Qg

Eliminate a large part of
clean up on axed and
hammered surfaces. Or-
der from your supplier.

MONUMENTAL NEWS-REVIEW
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GRANITE CITY TOOL CONVENTION BOOTH

Every/lhing For rhe Granite Trade
B i

ST.CLOUD FUBERTON...

Standing left to right: Mr. Norman Gray, Barre, unidentified callers, Mr. Robert Eisenwinter, St. Cloud, Mr. Harry Mann, Elberton, Mr. Warren Schmitz, Barre,
Mr. William Allen, Mr. Delroy Kraemer and Mr. Henry Peterson all from the St. Cloud branch. Seated from left to right: Mr. Earl Phillips, St. Cloud, Mr. Quentin
Cumming, Elberton, Mr. Sheldon Allen, Barre, and Mr. H. G. Cumming, St. Cloud.

FOR FASTER CUTTING - FOR GREATER ARTISTRY
USE GRANITE CITY CARBIDE CHISELS

RETIP SERVICE

GRANITE CITY TOOL COMPANY

Everything For Granite

ELBERTON ST. CLOUD BARRE




SMITH - BARRE

"Medium of the Masters”

for "Masters of Their Medium”

Once again Smith-Barre, “Medium of the Masters,"

has been specified for an outstanding family memorial.
The superb characteristics of this renowned monumental

material can be seen at a glance in the imposing excellence

of the Todd monument. Erected in Spring Grove Cemetery,
Cincinnati, Ohio by the Goodall Monument Works, Inc., of that

city, it was manufactured in the plants of Beck & Beck, Inc., of Barre.

E. L. SMITH QUARRY

DIVISION OF ROCK OF AGES CORPORATION
BARRE, VERMONT
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SULLIVAN WESTERLY GRANITE
known as
EXTRA FINE GRAINED
BLUE- WHITE WESTERLY GRANITE

THERE IS NO BETTER GRANITE FOR MONUMENTAL WORK —
THAT IS INDISPUTABLE!

Designed and erected by Ernest Bizzozero,
Quincy, Mass.

For Finished Work your

BARRE
QUINCY

NEW LONDON
WESTERLY

manufacturers will be glad to serve you

For ROUGH STOCK, SAWED, STEELED or

POLISHED DIES, BASES or MARKERS
PLEASE CONTACT US DIRECT

Prompt Shipments

SULLIVAN GRANITE COMPANY
Westardyssdi L.

JOHN F. SULLIVAN
President

FRANK A. SULLIVAN
Treasurer

S




PORTRAIT of a SUCCESSFUL SALESMAN

his is a happy, successful salesman because he has an added something
that makes him that way. He is fortunate enough to be selling for a
retailer who understands the real economy of excellence in design,
material and craftsmanship. When you make your salesman’s job easy, you
are building the firm foundation for a successful business.
Common sense will tell you that poorly designed, carelessly made monu-
ments are actually #of a “good buy,” at any price, if they remain in your
display week after week. You will be helping your salesmen to bring you

more sales when you buy Anderson-Friberg quality memorials and assure
yourself of TRUE V ALUE.

GOOD ‘DESIGN is GOOD ‘BUSINESS/

Remember — “It’s not what you PAY — It's what it COSTS!”

%derson-Friberg Company. . . Barre, Vermont

INCORPORATED

HERBERT REYNOLDS BERT HESS
cgékbsfué%oﬁpgu bl g ey ENOS%EROGR(F;AELLERVYE%EAONT e L LL' vé's gkaEEEJIURST
; , ELK’S LODGE, 87 :
ALLENTOWN, PA. ROBERT L. MacLANE New England & N. Y. State STEPHEN WILLIAMS NEW YORK (L. I.)
HAMPDEN, CT., CHICAGO, ILL. 6037 McGEE ST., KANSAS CITY, MO.
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(Cllitoral)

REGIONAL ASSOCIATIONS as an

ALL-IMPOURTANT FEATURE

of MODERN MERCHANDISING

The Babyland Feature Memorial, exhibited at the
recent AMA-MBA Convention in Cleveland, Ohio,
15 but one more example of effective dealer gromp
activity at the expanded local level. The Northern
Ohio Monument Institute merits great commenda-
tion in this, as well as their comprehensive associa-
tion program.

This beautiful memorial was one of the most admired at the
MBA-AMA Convention in Cleveland this year. It was donated
by the Northern Ohio Monument Institute to further the
principles of the “Memorial Ideal.” It will be placed in the
Baby Section, presently being developed in Highland Ceme-
tery, Cleveland, Ohio.

Mr. Alex Freed, Commissioner of Cemeteries of the City of
Cleveland has made extensive plans for the landscaping for
this new section, which may well lead to duplication in the
several other cemeteries under his management. Formal dedi-
cation of this memorial and the new section will be held on
Mother’s Day this coming May.

Designed by well known John Jamieson in collaboration
with several other of his fellow memorialists in the Associa-
tion, it was manufactured by The Salisbury Granite Industries,
Inc, of Salisbury, North Carolina of their Salisbury Pink
Granite.

Here is another example of effective regional association
activity. From a purely monetary standpoint this memorial
represents a comparatively small investment when shared by
some fifty memorialists with the unreported but undoubted
cooperation of the producer. It would seem that the newspaper
publicity already received has proved its worth, and we may be
certain that the publicity on its dedication this coming May
will be extensive. But there is far more to this than advertis-
ing value present and future. There is the matter of Cemetery
Good Will, which will always be beyond any price label. Nor
is the matter of dealer morale to be undervalued. Here is one
example of group activity that takes the edge off understand-
able competitive friction and proves that success cannot come
primarily at the expense of our fellow memorialists. But above
all it illustrates the all-important opportunities in Regional
Associations at the local level.

In industry as in war, the organizational chart is a matter of
great importance, and should be continually subjected to the
closest scrutiny for maximum effectiveness. The triangular
Armored Division of World War II is a far cry from the
World War I square division. In industry too, perhaps even
more so, we cannot afford to stand pat on outmoded organiza-
tion. In our own industry we are in the process of organiza-
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tional changes, which seem to offer more value for the money
and energy expended. Quite naturally the emphasis for the next
several years must be placed on the Monument Institute of
America and the synthesis of the present MBA and AMA. In
the light of experience we must carefully weigh the emphasis
to be placed on State and Regional Associations to eliminate
undesirable and expensive duplication of effort. In the past
twenty years two developments in association activity seem to
us to be all to the good; the New England Retail Association
and the Tri-State Meetings of the New Jersey, Pennsylvania,
and Maryland Associations are typical of desirable State con-
solidations; the Northern Ohio Monument Institute, the dealer
group of Albany, Schenectady, Troy, and environs, and the
dealers of Greater New York are examples of effective regional
organization. This type of consolidated State activity and re-
gional district organization requires study now. It must be
realized that no matter how good our National Marketing
Program may look on paper, it will be no better than its ap-
plication at the local level. We must not end up with an army
of generals and sergeants. Neither can we afford to spread our
resources too thin, but whatever the extra demands of the Na-
tional Association, we must not lessen our regional activity.
The Northern Ohio Monument Institute and the “Capitol
City” group in Albany are excellent examples of forceful, effi-
cient organization that is paying dividends. In relations with
cemeteries alone these organizatons have proved themselves
invaluable, and the broadening of purely local groups has mul-
tiplied their effectiveness many times more than mere numbers.

Yes, it may well be that study will show that future em-
phasis must be placed on regional local groups. It has been
suggested that éven joint State groups meet every two years
in their own territories with their alternate meeting at the Na-
tional Convention of the Monument Institute of America.
There is certainly much to recommend this plan.



New Officers and Directors For 1953
MONUMENT BUILDERS OF AMERICA, INC.

President
L. €. HENLEY
Henley's Memorial Co.
701 Mt. Meigs Rd., Montgomery, Ala.

Director
HoyT S. HOLTON, Ex-Officio
The Lloyd Bros., Co., Inc.
3024 Auburn Ave., Toledo, Ohio

Director Director
ELMER FEIS LEON L. JONES
Feis Memorial Works L. L. Jones & Son

7330 S. W. Macadam Ave.,
Portland, Ore.

201 S. Burlington Ave.,
Hastings, Neb.

Director
HANS H. FREDERICKSON
Sheldon Granite Co., Inc.
19800 Woodward Ave., Detroit, Mich.

Treasurer
JOHN MCCARTHY
J. H. McCarthy Monument Co.
4642 W. Florissant Ave., St. Louis, Mo.

Vice-President
C. D. CUSHMAN
Campbell-Horigan Monuments
4718 Penn Ave., Pittsburgh, Pa.

Director
V. L. CAROTHERS
Tulsa Monument Co.
1735 E. 11th St., Tulsa 4, Okla.

Director
RESEHSTE T E
Towa Memorial Co.
West Liberty, Iowa

Director

ROBERT GRAHAM
Graham & Wagner, In¢
130 So. Arch St., Allianc
Ohio

Director
ARTHUR LARSON
Braham Granite Works
Braham, Minn.

Director
GEORGE KELLOGG
Kellogg Memorials, Inc.
P. O. Box 432, Mexico, N. Y.
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AM I A BUILDER?

By ARCH GREEN

Executive Vice President

MONUMENT BUILDERS OF AMERICA, INC.

(A talk which Mr. Green gave at the many State and District

Meetings this winter.)

Elbert Hubbard, the great American Novelist, who was
born in 1859, in Bloomington, in the state of my newly
adopted home, Illinois, and who lost his life with the sinking
of the Lusitania May 7th 1915, wrote, and I quote: “The
world bestows its greatest prizes in wealth and honor, but for
one thing, and that is initiative. What is initiative? I'll tell
you. Intiative is doing the right thing without being told.” I
have a feeling that we, in this industry, have let that most
cherished asset, initiative, pass into the hands of others who
are using it in a manner displeasing to us, to say the least, and
in many instances in promotions of doubtful integrity. I be-
lieve it is high time we do something about it.

Uppermost in the minds of most people connected with this
industry, is the question—"where are we” and “which way are
we headed?” and that is what I want to discuss with you
today. I believe most of you can answer the first part of that
question, “where are we” by analyzing your own business and
then visiting a few cemeteries. When you compare the quality
of material and artistic value in the present trend in design
with that of the monuments erected some twenty to forty years
ago, you can readily see where we are, unless you are totally
blind.

The well-known and prominent architect and monumental
designer, William Henry Deacy of New York City, in his
article “Putting Old Wine Into New Bottles” in the September
issue of Art in Stone writes: “Today it is generally agreed
that this is a machine age— that the machine is master when
men should be the masters of the machine.”

Many of the diligent men in the cemetery field also view
with considerable apprehension, that trend as evidenced in
that masterful article “Sunshine or Shadows” (which has been
widely publicized but is worth repeating) by Richard Allison,
president of the American Cemetery Association, in which
he is very considerate of us but has pointed out, in a friendly
manner, an existing condition that disturbs the thinking of
all who are interested in the true meaning of proper memor-
ialization. I quote in part:

“While I do not concur with those who have adopted this
no-monument policy, I must admit, that sometimes I have
been tempted to agree with them in their philosophy. Now
please do not misunderstand me—I do not oppose monu-
ments; on the contrary, I am a staunch supporter of the
memorial ideal. But I do raise my voice against poor quality,
stereotyped monuments, fabricated from materials which
should have gone on the grout pile. Some monument dealers
today are their own worst enemy. Many dealers are striving
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honestly to raise the standards of excellence in their products.
These should be heartily encouraged by every device at our
command.

“We all know individuals who are in the monument busi-
ness, who know little of balance and proportion, and less about
design, finish and quality of stone. They sell monuments as
the grocer sells beans across the shelf, with just about the
same artistic result. Only by educating the dealers and the
public at large, can we develop personalized and inspiring
monuments, worthy of their enduring nature. The quarry-
producers and the dealers themselves, must assume the bulk
of the responsibility, if they are jointly to survive.”

Mr. Allison also mentions the possibility of the producers
giving educational corrections to their dealers. While some
producers have constantly spent their efforts towards elevating
the industry, others are more guilty than their dealers, as
evidenced by the essence of the material they broadcast
through the mail.

This is not a story of condemnation, but rather of pointing
out the errors of our tactics. I believe my remarks are sufficient
on the first part of the question “where are we.” Now “where
are we going,” and I am reminded of the story about the early
pioneer who was out one dark night and was trying to get
home in a storm. It was so dark he couldn’t see the wagon he
was riding in. The clouds rolled and tumbled and the thunder
roared and the rain poured down as though the bottom had
fallen out of the clouds. Suddenly there was a deafening blast
of thunder just over his head that was more terrible and
deafening than all the rest, and that was all he could take. He
fell to his knees, and with his hands clasped together he
turned his face into the downpouring rain, and toward heaven,
and said, "Oh Lord, if its all the same to you, would you give
me a little less noise and a little more light?”

So instead of continuing with the well-known and too often
publicized problems of our industry, I am happy that I can
bring you some light, for I believe I can see some light on
the horizon, but before we can induce the public to better
memorialization, both our producing and retailing divisions
must start sweeping our own doorsteps and make them re-
spectable and acceptable to the public.

Practically nothing of consequence was ever accomplished
by mere chance. Success is rarely achieved without first having
a clearly defined goal. The best marksmen in the world must
have a target to shoot at. Perhaps our targets are fewer so
our aim must be better.

[ Continned on next page



AM | A BUILDER?
Continned from Page 23 |

This industry must have a predetermined series of objectives
on which to concentrate its efforts. We cannot proceed on
lackadaisical and empirical methods but must have policies
and procedures to follow that will lead us to a definite goal,
and then proceed with all the initiative and energy our industry
can engender. Our sales policies and monument production
must characterize the Memorial Ideal in substitution for the
present day price cutting and production line tactics. Only
when our salesmen endéavor to sell artistic representatives
of the better thoughts, deeds and characters of the deceased,
will our industry regain the desired respect of the public.

There are additional ways to accomplish this, as evidenced
in other businesses. A notable example is the real estate
business, and the application of their code of ethics and
principles as applied in many localities.

From the mercenary point of view, the yearly cash volume of
sales can be increased noticeably if each salesman will en-
deavor to sell a better monument than his competitor instead
of singing that sparrow song “cheap-cheap-cheap—."

Let’s try to lift the thoughts and ideals of our prospective
customers, instead of trying to tear them down. You need
not be an artist or designer to accomplish this, but cultivate
your sales force in the appreciation of good design and proper
memorialization.

There are many good books on monument artistry that can
be obtained through your trade magazines. These magazines
also edit many fine articles of educational value. Read these
articles and apply the knowledge they convey, in every sales
interview. Knowledge is of no value unless used. The amount
of education you have is not important but the important
thing is what are you doing with what you have. I do not
care what a person’s present station in life is, the important
thing is—which way is he headed?

I have seen men who were proclaimed brilliant and gradu-
ated from college with honors and got nowhere in life. They
just seemed to let that knowledge drain out for lack of
application, while others with very few years in school,
realized they must apply all their knowledge to succeed, and
slowly but surely climbed the ladder of success. School is
but the apprenticeship to knowledge. Study, read and con-
tinually try to sell a better monument with each sale, and you
will slowly but surely climb that ladder of successful monu-
mental merchandising, and better monuments will be evi-
denced in your cemetery, and you will help to lift the industry
with you. Constantly strive today to improve on yesterday
and remember that man is never more a man than when
grasping beyond his reach. If this industry is to succeed, every
man in it must strive beyond his capacity to raise its standards
of ethics. Men are not failures because they are stupid, but
because they are not sufficiently impassioned with their work.

Walk into a monument dealer’s showroom and go to his
cemetery and the monuments he displays there, are mirrors
reflecting his true thoughts and ideas relative to his business.

If a lady wishes to purchase a nice coat or garment, she
visits a store that displays what she considers the best for her
and they show her something better than she had expected to
buy. As a result, her appreciation for better things is culti-
vated. I ask you, does the average display of monuments in
the dealers’ showrooms today, cultivate the customer’s appreci-
ation of finer and better memorial art? Does it thrill him with
its beauty and command his respect for our creations? Then

how in heaven’s name are we going to satisfy the desire for
better monuments once it has been created? We must assume
the initiative and display and create better monuments if we
truly and honestly believe in the memorial idea.

Perhaps some of you might think that is useless, for your
competitor might put in a cheap line of merchandise and
just use the price argument against you. But remember, it
is a small percentage of people who are sponsors of many
important movements in your own community. It is a small

‘group who sponsor civic affairs for the betterment of that

community. And usually in your church it is a small group
who really do the work and finance the improvements while
the rest just ride along.

Do you realize that during the Revolutionary War less than
25% of the colonists actually supported Washington and his
army, and the other 75% just stood by waiting to switch to the
winning side, and a very small percentage of the colonists
actually fought in Washington’s army. When he was at Valley
Forge with neither food nor clothing for his soldiers and it
seemed that most everything was lost, a friend of his by the
name of Tom Paine came to visit Washington. And when
he saw Tom Paine he grasped him by the shoulders and told
him he would rather see him than a regiment of soldiers,
stating that the men were about to desert, and asked Tom
Paine to talk to them. Mr. Paine laid his manuscript on a
drum out in the field in the snow and wrote his speech. In
it he said, “These are times that try mens souls. The sun-
shine patriots and the summer soldiers fall by the wayside.”

I am wondering if this industry would not be better off if
some of these fair-weather salesmen and monument dealers
would fall by the wayside, and the really sincere and capable
soldiers of this industry would remain. Perhaps this Market-
ing Program will have a tendency to weed out those who
are not willing to contribute to this industry.

Do you like the monument industry? If you don’t like it,
and I say this kindly, go right home, and start getting out of it.
You travel this Highway of Life but once and it is too short
to spend it in an industry you do not like. You are not only
unfair to the industry but unfair to yourself and your family,
for no person can be a good companion in life who is unhappy
in his work. Not all are suited to this work and you might be
very successful in some other enterprise. I know a successful
young doctor who worked for hours operating on an elderly
lady who had mashed the ball of the femur, and he replaced
it with a synthetic ball so that old lady could again walk and
enjoy the few remaining years of her life, and he knew she
could not even pay for the synthetic ball without thinking
of paying for the operation. He likes his profession.

Just how much service are we willing to contribute for the
betterment of this industry? I know some men in both the
producing and retail divisions who have contributed not days,
but weeks, this last year for the betterment of this industry.
If we are to succeed, we must assume a helpful and coopera-
tive attitude. No football team ever reached the goal line by
each man running separately and in his own direction. Only
teamwork will win and to be on the team is not enough. It
requires training, work, sacrifice and above all, initiative. In
this controlled economy rugged individuals can no longer,
by their own ability and power, stand alone.

We have an organization, which with the support of every
monument retailer, could foster promotions and render ser-
vice that would be of tremendous value to each of you and

[ Continued on Page 56
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Since before the dawn of history men built monuments of
many kinds. As civilization developed, more beautiful things
were raised in stone, wood and metal. Today in Europe, at

least, there is hardly a village that has not a memorial, usually
recalling some great 7man.

In France, however, there is a figure in stone, unique, strange,
of a country woman in the costume of a Normandy peasant.
Her name was Marie Harel. Even throughout her own land
the name conveys nothing to most citizens; beyond France few
have ever heard it. Yet the commodity which she promoted
made France as well known around the world as many of her
scientists and writers. This stone reminder of Marie Harel is
also the world’s first monument to cheese.

The facts behind this unusual memorial are equally bizarre.
Yet the woman’s recognition, as is often the case, came long
after she was forgotten. Even more surprising, she was only
honored, at last, because of the gratitude of an American, a
gratitude caused by the strangest circumstances.

One morning some years ago the little town of Vimoutiers,
in Normandy, was stirred by the arrival of a very voluble
little man who could not speak French. He repeated the words
“Marie Harel, Camembert,” and “New York.” At least these
were the only ones the hotel keeper understood. The hotel
keeper, concluding the visitor was an American, sent for Dr.
Dentu, the mayor, who spoke English.

The little man said: “I am Doctor Joseph Knrim from New
York. I came to see the home of Marie Harel, maker of
Camembert cheese because I have a sanatorium where I cured
many people of stomach trouble with a diet of only Camem-
bert and warm beer. Because of her invention, I owe a great
debt to her, and I want to see a monument raised in her honor.”

These were strange words to the mayor of a little remote
town, particularly coming from a man arriving from a land
3,000 miles away; yet a statement so remarkable as to bear
the unmistakable stamp of truth. The Mayor knew of the
Harel family home near Vimoutiers, but that Marie had
actually been the creator of the famous cheese he had no cer-
tain knowledge. The New York doctor assured him he had
read of it in an old book.

A Most Unusual
Memorial
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This interesting story by well-known free
lance writer and author, Francis Dickie,
embraces a monument in France erected
by a New York doctor, paying a moral
debt to Marie Harel, a French peasan:
woman who died more than a hundred
years ago. 1t is, in effect, a monument to a
now famouns cheese, a legacy left to Marie
Harel by a priest whom she protected dur-
ing the French Revolution.

So the mayor dug into the archives in the ancient town hall.
Many ponderous tomes bound in pigskin, printed in old
French on paper and parchment, were consulted without re-
sult. Unrewarding days were spent before a diary was finally
found. This had been written by an aristocrat of the region
who had the good fortune to escape being beheaded, and re-
turned to the region after the end of the Revolution, 1789-93.

He wrote of Marie Harel, her farm, Beau Moncel, in Camem-
bert. According to the diary: At the end of the Revolution in
1793, Marie began bringing to the market at Vimoutiers little
round cheeses the size of a bun. They had a distinct new
flavor, different, wonderfully delicious. No one had ever tasted
a cheese quite like it, quite so good. Within two years the new
product was in great demand, not merely locally but in all the
neighboring towns. Marie had to hire assistants, buy addi-
tional milk from surrounding farms.

Soon many shrewd people tried to get from Marie her so
successful secret formula. Wisely, she kept it to herself. Yet
she often told friends how the secret process was given her,
how she was taught to make the cheese.

During the days of the Terror she was awakened one winter
night by a knock on her farm house door, where at the time
she was living alone. During the Revolution people feared
visitors, particularly late at night. Marie was a brave one.
Armed only with her candle she opened the door to admit an
aged man, cold, faint with hunger. He was a priest from a dis-
tant parish, weary from days of evading bands of Revolution-
ists. She sheltered him.

Disguising the priest in the peasant clothes of her brother
who was away in the army, she had him help on the farm. Thus,
when several times little bands of Revolutionists, seeking so
called ‘refugees,” came to the farm, the apparently old peasant,
milking cows or at other chores, escaped attention.

For several months the priest helped on the farm. During
this time he made some little cheeses. To his own astonishment
they tasted even better than those he had made experimenting
in his parish, and even there they had a new, exceptionally
fine flavor. It cannot now ever be known if the real inventor

[ Continued on Page 39
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FINEST GRAN T

THE Jenkins design, which originally appeared in our two-page introductory adver-
tisement in the January issue of this magazine, represents more work than most of this
series of Dominion Pink designs. Nevertheless, it has enjoyed a remarkable dealer
response, and what is more important, an equally enthusiastic reception by the public.

If you are not now familiar with the singular beauty, proven durability, and uniformity
of this truly remarkable Canadian granite with its fine grain and exceptional color con-
trast, write today to any of the outstanding Barre manufacturers listed below, who are

the sole producers of this truly appealing and profitable specialty.

ANDERSON-FRIBERG CO., INC. ¢ CHIULDI GRANITE CO.

BETTERCRAFT MEMORIAL CO.

SOUTH BARRE GRANITE CO. USLE & PEROJO GRANITE CO.



CASE HISTORIES iz Perssnalizing MEMORIALS
With Sketches by Ernest Stevens Leland

NUMBER XXXIII

The CASE of the WHITE HOUSE CUSTODIAN. My
work as a *“designer-salesman’’ took me to the White House
in Washington on numerous occasions. Among the various
projects was the Tomb of President Harding; the memorial
to the father of Mrs. Calvin Coolidge in Burlington, Vt.,
and the monument which Col. Coolidge erected on the
family plot at Plymouth, Vermont. All of which explains
how I became acquainted with “‘Ike’’ Hoover, who had
been the ““major domo’” of the White House for more than
forty years.

The autobiography of Irwin ("‘Ike’”) Hoover was pub-
lished by the Saturday Evening Post following his death.
It was later put in book form. The story of his career in
the White House is a fascinating document. With dis-
crimination and good taste, the story reveals the home life
of the nine Presidents (Harrison, Cleveland, McKinley,
Theodore Roosevelt, Taft, Wilson, Harding, Coolidge, and
Herbert Hoover) he served as custodian and chief usher at
the White House. His major assignment was to protect
the privacy of the Presidential family, and to identify and
usherall the friends and dignitaries received at the Residence.
He was beloved by them all.

Not long after Mr. Hoover died in 1933, I received a
letter from his son, James Hoover, who was then on the
staff of the Reconstruction Finance Corporation. The
letter explained that a modest monument in memory of
“Ike’” Hoover was under consideration by the family, and
that any suggestions would be appreciated. The letter
further explained that “*we have been besieged by letters
and solicitations’’.

What would have been your solution to the problem of
commemorating this man whose life work, as a major
functionary of the White House, had brought him into
constant association with all these Presidents and their
world-famed guests? I give you a clue.

When you enter the residential quarters of the White
House you are met by uniformed servants. But before you
are announced to any member of the family your identity
and appointment is carefully verified. This is protocol;
and this was the important and vigilant office that *'Ike”
Hoover conducted during his long career at the White
House. His ““post’” was near the doorway, and beneath
the beautiful portal of the White House. Does this give
you a clue for a sotif in designing his memorial?

Forty years in the White House! Forty years at the
portal of a structure that is virtually a symbol of Americal
Forty years under the portico of a Residence that is a prime
example of Early American architecture! Forty years of
American history! Surely you, too, would have seen the
one and only theme or zozif for the "' Ike” Hoover memorial.
And yet, believe it or not, of all the mass and mess of ideas
submitted to the Hoover family, not a single suggestion
conveyed the slightest association with the White House
or the life work of the man!

True, it was to be a very modest monument; a simple
tablet. The plot was not large, but adequate. The site
and the probable appropriation would, ordinarily, not have
justified the amount of time and money that so many
memorialists spent in trying *‘to make the sale’’. But the
prominence of the man was the incentive. And so, with
some misgivings, and my inherent antipathy toward ** com-
mercial competition in commemorative art’, I replied to
the letter from the Hoover family.

It was not until several years later, when I had become
a personal friend of the family, that I learned just why the
Hoovers had decided to entrust me with the design of the
memorial to “'Ike”” Hoover. There is an important and
timely moral to this “*case’” history.

Why did all the dealers, and their designers, ‘‘miss the
boat’" on the Hoover memorial? Why did they fail to see

the obvious idea or mwrif for the monument? Why do so
many memorialists forget or ignore the fact that sentiment,
and sentiment alone, is the sole support of the entire ** mon-
ument industry’?

Why are we on the defensive today in upholding the
traditional idea of commemoration against the regimenta-
tion and lack of sentiment that is giving so wide an appeal
to the no-monument cemeteries?

May it be that we ourselves are lacking in sentiment?
May it be that both memorialists and the traditional ceme-
teries are guilty of commercialism, regimentation, standard-
ization at the expense of the personalized memorial?

It would take a book to answer these potent questions.
But they are questions which urgently need an answer.
The late Father Casey of Chicago foresaw the menace of
all-out commercialism in both cemeteries and memorializa-
tion. His philosophy of commemoration was reviewed in
the February, 1953, issue of this magazine. In some way
the master minds of the memorial **industry’’ must restore
significant art and sentiment to the modern memorial. Perhaps
this "*case history’” may be a donation to the program.

Why did the Hoovers turn to me for help while others
were trying to “‘sell the job’"?

Certainly it was not because of my “‘reputation’ as a
designer; there were many others on the ‘‘case’” whose
professional training would have made me look like a scrub
on the varsity team. Certainly it was not the reputation
of the firm with which I was identified; several other com-
petitors rated with us so far as prestige was concerned.
And certainly it was not a “"kit of designs’’ because I have
never carried a “‘kit”" in my hands. No, it was a lerzer and
not a design that caused the Hoovers to entrust me with
their problem; it was not a picture but a simple and obvious
idea which earned their confidence. From memory I quote
a portion of the letter I sent to Mrs. Hoover and her son,
following my first interview with them in Washington:

... It seems to me that the three of us can in some
way arrive at a design that will imbue the memo-
rial with both sentiment and historical interest,
no matter how modest it may be in cost or size. . . .
I am thinking of the White House portico, the en-
trance-way to the residential quarters. . . . I am
thinking also of the greenhouse where Mr. Hoover
loved to linger in his leisure hours. . . . [ am think-

ing about that ivy in the greenhouse and on the
White House grounds; the English ivy which has
been propogated there from plants which George
Washington imported for his home at Mount
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Vernon. . . . I venture a suggestion. I propose that
we symbolize his unique career by reproducing, in
miniature scale, the cornice of the White House
portico. The original drawings, I learn, are avail-
able in Government files. And we could festoon
this pediment with the Mansion ivy, this plant
being a traditional symbol of Memory and Love.
... The carved pediment and ivy could be done in
small scale on a modest monolith such as we dis-
cussed and within the appropriation you men-
tioned s
“Ike’” Hoover died twenty years ago in 1933; and this is
the twentieth anniversary of his death. It seems to me
altogether fitting that his monument should be featured in
this issue because it is a timely and factual ** case history”’
and one which indicates how important and easy it is to
personalize a memorial if only we use more imagination
and less ““merchandising”’. The White House ivy around
the footing of the Hoover Memorial was rather high grown
when the photograph was taken, and the actual propor-
tions of the monolith are obscured, but surely this simple
solution to a problem in commemoration should prove how
simple it is to personalize a memorial. The idea of using
the portal of the White House, as a motif for the Hoover
memorial, could be adapted in an infinite number of ways
for the decoration of the personalized memorial, however
inexpensive it may be. Invariably there is some senti-
mental “*association of ideas’’ which can suggest the orna-
mental motif for a memorial.

It might be the doorway to the home; it might be the
fireplace; it might be the portal or a window in the church
where the family worshipped; it might even be some archi-
tectural detail from the factory, store or bank where the
deceased spent his effort. It might be simply the helmet
and torch used by a coal miner, whose hazardous labor
made possible the existence of his family. But certainly
we must all concede that these ‘' personalized decorations’™
are infinitely more significant and inspiring than the stereo-
typed tulips, wild roses, and hybrid flowers that prevail in
the design of our memorials today for the small-plot sec-
tions.

Perhaps we have spent too much time and money on
merchandising and too little time on sentiment, the expres-
sion of sentiment. I do not know. But this I know. I
know that if the traditional commemoration of the dead
is to be saved from the standardization and regimentation
of the no-monument cemeteries, and sections, then our sole
answer is to personalize the memorial; and it can be done
with a single spot of ornament on the most inexpensive
monument or marker.

The pity of it all is that the solution is so simple. We
need more sox! and less “‘selling’’ in our approach to the
public. We need to restore sentiment to the monument or
marker; and to restore the dignity of commemoration as a
vital factor in the spiritual and sociological life of the
community. Failing this, then what is wrong with regi-
mented grave-plates or ‘‘stuck’ design in no-monument
cemeteries and sections?

Editor’s Note: Here are several ** thumbnail’’ sketches by

Leland in which he jotted down various ideas for using the
" portico idea’” as the ornamental motif for a simple monu-
ment:

A’ — The portico of a bank or store is indicated as the signifi-
cant ornamentation in commemorating a business man whose
career centered in the structure where he conducted his affairs.
Leland discussed this theme in a previous case history. Note the
unique splayed treatment of the upper contour of the rabler.

B’ — The doorway to an old homestead, as a motif for the
memorial, is by no means a new idea. Leland, in his case his-
tories, has touched on this theme several times. Here he indicates
a Colonial cornice, above the family name, on a modern adaptation
of the Colonial headstone. Note that he has again indicated the
splayed technique, as in sketch " A", for the crest 