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EATON’S Special Promotion 

gives an appealing “extra” to your customers 

gives a plus-volume opportunity to you 

Two Eaton Best-Sellers 

CRYSTAL SHEER 

‘/ WITH FREE CouPON 
wortn 756 _fov 

INDOADUAL HANDWRITING ANALYS:S 47.59 

PETERSBURG 1850 Gru} 

(Both in full color range) fill, 
4 

c Tle Cr 

Big .count size 

with special offer coupon 

worth 75¢ 

entitles your customers to 

Individual handwriting analysis 

A “natural” for a big sales push in September and October! 

Women will love this opportunity to have expert DOROTHY SARA, President of the American 

Graphological Society, make an individual personality analysis of their handwriting, as they will 

love the generous writing paper value in these big boxes! 

Note: This is a special offer and these special papeteries with coupons are available for a limited 

time only. PLACE YOUR ORDER NOW! 

EATON PAPER CORPORATION {tj PITTSFIELD, MASSACHUSETTS 
‘erm 
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Craftint keeps your sales..... 

USE a dependable single source 

for the finest artists’ materials in the 

world..... for a broad Craftint- 

Devoe line of Show Card Colors 

Artists’ Oil Colors « Artists’ 

Water Colors + Artists’ Specialties 

and Staples *« School Supplies « 

Brushes « “Scrink” Screen Process 

Inks « Flat and Gloss Screen 

Process Colors + Bulletin Colors « 

Japan Colors +» Strathmore Papers 

and Pads « Craftint Papers and Pads 

Shading Mediums « Drawing Inks 

PLUS Hobby and Crafts Supplies 

and many other top-level products. 

It's CRAFTINT for rising volume 

. +++. Soaring profits! 
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Vill ROT 

Visit Craftint Booths 

#326 and #327 at the 

1956 NSOEA Convention 

in Chicago, Sept. 29 - Oct. 3rd 

HKTDE STI Y, Send TODAY for your 
FREE copy of the 

} brand new Craftint Artists’ 
Materials Catalogue No. 46. 
It contains 160 full-color 
pages of profitable infor- 

b 
mation for you. 

Cc raftint 

THE CRAFTINT MANUFACTURING COMPANY 
Main Office: 1615 Collamer Ave., Cleveland 10, Ohio 

NEW YORK 
CLEVELAND 
CHICAGO 
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DEAR READER: 

It may not be possible to make 
Christmas come twice a year, but we 

here at MODERN STATIONER have gi- 
ven it a real try with the publication 
of this August issue, our Christmas 
Preparation issue. 

Because advanced planning is so 
vitally important in the successful 
conduct of any merchandising pro- 
gram and because the holiday shop- 
ping and promotional season is the 
biggest of them all, we have gathered 
in this issue information that is de- 
signed to help you make this 1956 

season the best of them all. 
We have gathered a variety of 

helpful information which ranges 
from forecasts by authorities in the 
field on what the season holds in 
store to numerous ideas on display 
and promotion, 

But then the products themselves 
are probably of greatest single im- 
portance in your planning. We have 
covered that, too, gathering informa- 
tion from manufacturers on the pro- 
ducts that they will feature during 
the coming Christmas season. 

Indeed, for us Christmas has al- 
ready been here once, and we're look- 
ing forward now to its second arrival. 
We're hoping that you will find the 

information - helpful enough to ease 
your planning headaches and make 
the Christmas season less hectic and 
more enjoyable. 

Besides presenting you Christmas 
merchandising ideas, this issue is also 
noteworthy for another reason. It 
initiates an improvement in service 
to our reader family. You perhaps 
have noticed that this is the August 
issue, and some of you have won- 
dered what happened to the July is- 

sue. In order to better serve you we 
have advanced the mailing date of 
the publication a full 30 days. 

Although a MODERN STATIONER 
has been mailed every 30 days, none 
published as our July issue has or 
will appear. As a result of this step- 
ped up mailing date we will be able 
to reach you earlier and constantly 
hereafter present you with more 
timely material. 

The. Editors 
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Your smartest move! 

There are more dollars for you in every Seal-O-Matic sale . . . lower 

inventory cost .. . higher per unit profit .. . no dead-end models; no 

obsolete shelf-sitters, but a streamlined quality selection of fast-moving 

<P Automatic and Manual Tape Dispensers and Moisteners. Backed by an 

aggressive advertising campaign and merchandising program. Write 

for details on Sales Promotion and cooperative Direct Mail campaigns, 

| A WALTERS 60 Automatic 

FLASH 

Brush Sealer 

$6.50 retail 
For tape up to 11/2.“ wide; removable 
aluminum water box, easily cleaned or 
filled. End-to-end moistening. Control 
guides offer smooth non-clog operation. 

CELLO Definite Length 

Dispenser 12.98 chiell| 
For cellophane or pressure sensitive 
tape. Prevents waste! Feed stop mech- 
anism measures and ejects lengths ad- 
justable up to 4” each press. 
Tape Slitter— splits tape in half length- 
wise, ejects 2 equal pieces each press. 

$1.00 extra 

Dispenser $1 8.95 retail 
Push-down handle, dispenses 34°’ to 
1%“ wide gummed tape in adjustable 
lengths 2” to 7". Lifetime blade 
Rustproof, unbreakable. Removable 
water box. Pure bristle brushes. Ham- 
mertone gray 
CHROME TOP MODEL. °19.95 retail 

SENIOR 3” 
Automatic 

e 
retail 

Ejects gummed tape of predetermined 
lengths 21.” to 36”, widths 11/2” to 
3”. Visual measuring scale, lifetime 
stainless steel blade, pressure weight 
on 2 bristle brushes assures even wet- 
ting. Side bottle maintains water level 
in removable tank, Fully enclosed body. 
HEAVY DUTY No. 55—for reinforced 

$55.95 retail 

SURWAY Envelope and 
Label Moistener 

$3.50 retail 
1%" pure bristle brush, ideal for 
labels, stamps, envelopes, etc. Heavy 
non-tip, rust proof, all metal body, 
plated brass top, rubber feet. 
JEWEL 3” brush model... $4,25 retail 

UTILITY Sealer 

$8.50 retail 
Bristle brush moistener dispenses tape 
up to 3” wide. All steel body, separate 
aluminum water box—easily remov- 
able for cleaning or filling. 

LEWIS TRIGGER- ACTION SAFETY KNIFE 

LIGHTNING Brush Sealer 

$10.85 retail 
Heavy duty 3” pull sealer. Pure bristle 
brush, 4 sets of rollers, plus subway 
feed assure easiest flow of any pull 
sealer on market. Removable aluminum 
water box. 

FLASH BOX OPENER 

only *2.10 retail 
World's fastest Box Opener—2 mil- 
lion sold! Slides along top edges of 
cartons, cuts top cover only without 
damaging contents. Completely safe, 
prevents accidents. 5 FREE blades; rust- 
proof, unbreakable, used by U.S. Govt. 
and major chains. Individually boxed. 

Only knife with auto- 
matic spring safety guard 
over blade. Specified by 
U.S. Army, Navy. Chrome 
finished, rustproof, un- 

& breakable. 5 FREE blades. 
1 50 Individually boxed, 12 

retail to colorful display carton. 

LEWIS UTILITY KNIFE 

only 75 $ retail 
Rustproof, unbreakable, 
hammertone gray finish; 
4 FREE blades, stream- 
lined, molded to fit hand, 
uses 4 notch adjustable 
blades. 

ORDER NOW ... or write for further details and discounts! 

eal- 

Our 22nd Year 
Formerly Lipton Manufacturing Co. 

(Prices slightly higher West of Rockies) 

-matic 

DISPENSER CORPORATION 

Dept. MS-8, 169 Murray Street, Newark 5, N. J. 

& 







..& letter fFom Washington... 

Lina 

MODERN STATIONER 

Washington, D. C. 

July 15, 1956 

Commerce Department's Business and Defense Services Administration 

is highly optimistic about business machines and office equipment sales for 

the rest of 1956. 

In a mid-year report, BDSA stated, "Steady increases were made in the 

first half of the year and are expected to continue." Over-all, the agency 

predicts that total sales for 1956 will exceed 1955 by about 15 percent. 

For the national economy, the report is less optimistic than usual. 

Commerce Secretary Sinclair Weeks said, "On the basis of a canvas of major 

lines with which they are regularly in contact, the industry divisions of 

the Business and Defense Services Administration report that despite some 

soft spots the general industrial outlook for 1956 is favorable." 

The latest monthly report of the President's Council of Economic 

Advisers found economic activity declining in May and early June, with all 

of the decline reflecting the downturn in the automobile industry. 

Brightest spot was in retail sales, which displayed a new 1956 record 

in May and continued at the high pace during early June. 

Neither the BDSA nor the Council reports reflect possible results of 

the steel strike, which took effect after the statistics were gathered. 

The most recent blow against retail price maintenance is a ruling by 

a lower federal court that manufacturers can't enforce their fair trade 

prices if they allow fair-trading dealers to engage in the fast growing 

practice of giving trading stamps. 

As a result of court decisions, 1 states and the District of Columbia 

now have no fair trade. Two states and Washington, D. C., never had it, 

while fair trade has been voided by the highest courts in seven states and 

by lower courts in five states. Reversals are possible in the last five, 

but the lower court verdicts stand until reversed, 

Fair trade remains on the books in Pennsylvania, but a law recently 

signed by Governor Leader weakens the state law. It makes general failure 

of a manufacturer to enforce his fair trade prices a complete defense for 

price cuttings by distributors, 

The Internal Revenue Service is setting up procedures under which 

retailers whose sale of articles subject to the retailers! excises are a 

minor part of their business can compute and prepay the tax at the time 

the taxable items are purchased, rather than when they are sold. 



The action is being taken at the request of many such retailers who 

say that prepayment procedure would simplify record keeping. 

IRS says it has no objection to prepayment provided: 

(1) The tax so prepaid is computed on the established retail sales 

price of the articles; (2) the tax applicable to the retail sales price of 

any taxable articles on hand at the beginning of the period for which the 

prepayment plan is adopted is included in Form 720, the quarterly excise 

form for that period; (3) the retailer maintains an accurate record of the 

inventory on which the tax is prepaid when the plan is first adopted and 

an accurate record of all taxable articles purchased by the retailer; and 

(4) the prepayment method is used with respect to all items subject to 

tax which he purchases at retail. 

Retailers desiring to take advantage of the prepayment plan should 

file a request with their local District Director of Internal Revenue 

describing the nature of business and kinds of items handled which are 

subject to retailer excises. Prepayment shouldn't start until approval 

has been received from the District Director. 

The Smith-Corona Company may move this fall to market an office 

typewriter through other than the conventional distribution outlet of 

manufacturer's sales offices. 

This could result in office machines being made available to stationersg 

usually restricted to handling portables. 

Called the Pacemaker, the new Smith-Corona will retail at $169.50-- 

some $30 under the firm's regular 88 office model typewriter. It has been 

designed for smaller offices and stores or homes where something less than 

the standard and something more than the portable is needed. 

The envelope manufacturing industry employs some 16,000 workers, with 

an annual payroll $63 million, according to a preliminary Census Bureau 

report based on the 195 Census of Manufacturers. Shipments in that year 

totaled $195 million. 

Office supply manufacturers had a total payroll of $108 million for 

28,000 employees. Their shipments were not valued on an over-all basis 

because of extensive duplication, according to the Census Bureau. 

The simplified typewriter keyboard, which has been undergoing testing 

under the supervision of the General Services Administration, has received 

an initial setback that may prove permanent. 

The test involved 20 typists from federal agencies. Half were re- 

trained on the new keyboard, while half were given additional training in 

the old style. Those trained on the new machines showed a good increase 

*in speed but so did those given additional training on old machines, and 

their accuracy was better. 

Washington Bureau 

MODERN STATIONER 
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NU-ART IS NEWS FOR 1956! 

NEW ALBUMS! Exciting . . . new designs, choicest papers . . . . more color, more 
drama, more everything. NU-ART DELUXE, CONTEMPORA and ETCHCRAFT albums ‘ Look to NU-ART in 19656... 
will elate your every customer . . . cards are priced for every budget. 2) we'll work for you... 
NEW NATIVITY-ART ALBUM! Now...NU-ART’S fabulous religious cards oi with you... BETTER! 
are ALL MOUNTED IN ONE ALBUM. If your customers want a religious card... 
they can find it in NATIVITY-ART by NU-ART. 
NEW PLASTIC-TOPPED COUNTER PACKS! Gloriously packaged ... they'll a U = - r 
really sell when you put them on your counter. 
NEW MERCHANDISING AIDS! Four-color counter cards and streamers, stuffers, 
etc... . yours to use for MORE PROFITS EARLIER! ENGRAVING COMPANY 
NEW IMPRINTING PLANTS! NU-ART now has 3 plants (Chicago, Los Angeles, world’s largest exclusive manufacturer 
New York) to give you 24-HOUR imprinting service regardless of last minute of fine Christmas Cards. 
Christmas Card rush orders. You can keep your profitable NU-ART ALBUMS on 
your counters until the last minute... and still get split-second delivery in time 5823 North Ravenswood Ave., Dept. E 
for Christmas mail. Chicago 26, Illinois 
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in store for you 

“CST” (Controlled Surface Tension) INK 

for smooth, no-smear, no-skip, no-spread writing. 
An exclusive Esterbrook formula! 

KING-SIZE CARTRIDGE 

with 4 14-mile writing capacity and consistent “‘write- 
out” performance! 

INK IS WATERFAST 

on paper, yet quickly and easily washable from fabrics 
with any soap or detergent! 

STANDARD model 
to retail at 

$950 
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RETRACTABLE POINT 

mechanism—million-time-tested! 

CHOICE OF COLORS 

to match Esterbrook Fountain Pens 
and Push Pencils! 

CHOICE OF LINE 

Medium or Extra-Fine! 
009 

Now’s the time to fill out 
DE LUXE model 

to retail at 

$375 

your stock on the complete 

Esterbrook line! 

He Osterbrook PEN COMPANY 

America’s Oldest Pen Maker! 

CAMDEN 1, NEW JERSEY 
The Esterbrook Pen Company of Canada, Ltd., 92 Fleet St., E., Toronto 



NEW 

Baby Shower Decoration 
A little paper cradle for a 

baby shower table centerpiece 
or a card holder for a new 
mother has been designed py 
Hallmark Cards, 25th and 
Grand, Kansas City, Mo. 

The cradle in pink and 
white trimmed with lace is 
914 x 12 x 9 3/4-inches. It 

= is big enough to hold a bou- 
quet of flowers or a dozen or more congratulation cards. It re- 
tails for $1. 

Piggy Back Pen 

The development of the 
first pen with a built-in spare 
refill was announced by the 
Paper Mate Company, subsi- 
diary of the Gillette Company, 
Merchandise Mart, Chicago. 

The pen has two separate 
silvered tip points and two 
ink supplies in a single unit. 
The new pen is named Piggy 
Back because one refill “rides” piggy back atop the other inside 
the pen. The new Capri pen will retail at $1.95 each. 

Corral Pencil Pack 
A new type of pencil 

pack has been § an- 
nounced by the Ameri- 
can Pencil Company, 
Hoboken, N. J. 

The new pack utili- 
zes Corral pencils as an 
integral part of the 
package. It sells 8 pen- 
cils at 29 cents. 

“Squips” Word Game 
A new word game called ‘“‘Squips’” has been developed by the 

Hart Vance Company, St. Louis, Mo. 
It is endorsed by Dr. Rudolf Flesch, author of “Why Johnny 

Can’t Read.” It uses the “phonics” approach to teaching reading 
and retails at $3.50. The game is based on a new principle of 
combining word beginnings and endings until one player fills a 
24 word frame. 

Type Silencer 
A new type silencer called 

“Tenderfoot” was released by 
Lansdale Products Corporation, 
Box 568, Lansdale, Pa. 

The silencer is said to muffle 
typing noise at its source. It can 
be used single or double accord- 
ing to the number of copies being 
typed. 

Play Horse 
Alexander Miner Manu- 

facturing Company, 1350 
Broadway, New York City, 
has introduced a play horse 
with a tail. 

The new item is made of 
wood board construction and 
consists of two pieces that 
slide together. A pair of reins 
and a strap hold the horse to 
a child’s waist. Packed flat in 
polyethylene, the horse re- 
tails at $1.49. 

Storage Cabinets ™ pee 
Maso Steel Products, Inc., 53 W. 

Jackson Boulevard, Chicago, is manu- 
facturing new counter-high storage 
cabinets in two styles 
or sliding doors. 

Formed of heavy gauge steel, the 
metal body is finished in chip-resis- PF 

with swing 

tant baked-on enamel in metallic 
office gray or olive green. Dimen- 
sions are 42 x 36 x 18-inches. 

Bingo “Ready Racks” 

Magic Slate bingo now comes in the new dozen “Ready Racks”, 
it has been announced by the Strathmore Company, Aurora, Ill. 

The games come packaged in polyethylene bags and contain a 
writing stylus in each with a 30 picture instruction card. 

Cor SecreTray 
A new folding _ portable 

desk for use in the car has 
been announced by Artistic 
Wirecraft Manufacturing 
Company, 1409 Kansas Ave- 
nue, Kansas City, Mo. 

The car SecreTray is made 
of lightweight masonite, 12 
x 19-inches, with folding 
steel base that anchors under 

the back of the front or rear seat. It folds flat for storage. The 
portable desk retails at $4.95. 

Disney Jewelry 

Dexter Manv- 
facturing Company, 
Providence, R. I. 
has announced a 
new line of tot and 
teen jewelry. 

The new jewelry 
: g is called “Song of 

the South” and each piece comes on an attractive point of sales 
card, The Walt Disney creations of the barrettes, charm bracelets, 
tie bars, cuff links, book locket and belt clip include Brer Rabbit, 
Brer Fox and Uncle Remus. 

MODERN STATIONER, AUGUST, 1956 
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NEW, REVEALING INFORMATION 

ABOUT GREETING CARD INDUSTRY 

TURNED UP BY NORCROSS 

National survey answers accurately questions like: 

How many women send greeting cards? Who and where are 

these women? What are their buying habits? 

How much money do they spend? Where do they spend it? 

There is no more current information available. Only 

Norcross has it. It will be publicized to all Norcross 

dealers.* It will show you how to serve your 

customers better. It will mean greater profit for 

you. It is something new from Norcross! 

Ask your Norcross Salesman to show you the presentation, 

“Things are happening in the greeting card industry.” 

NORCROSS 

GREETING CARDS 

«If you are not a Norcross dealer, this information © norcross, inc. 
will be made available on special request. 
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FEATURE THE FINEST... 

ACE STAPLING EQUIPMENT 

NUMBER 202 
Top quality at low price. 
Gives perfect performance. 
Loads 105 ACE Scout Sta- 
ples No. 200. 

x 

NUMBER 402 
Millions in use the world 
over. Staples, pins, tacks. 
Loads 210 standard size 
Staples. 

NUMBER 102 
Famous for endurance. 
Gives perfect lifetime per- 
formance. Uses standard 
size Staples. 

x 

NUMBER 502 
World's finest, most at- 
tractive 4-way Stapler . 
handfastens, staples, pins, 
tacks. Loads 210 ACE- 
LINER Staples No. 2025. 

x 

NUMBER 702 
Saves time and money for 
florists, dry cleaners, stores, 
schools, factories, offices. 
Loads 210 ACE Clipper 
No. 700 Staples. 

x 

Staples snap out quicker, 
easier, without tearing 
paper or finger nails. 
Millions now in use! 

x 

ACE Stapling Equipment is known all over the world 
as the finest! Sheer merit has won this enviable 
reputation for each of the five models in the com- 
plete ACE line. Here, then, is the ONE outstanding 
line that assures fast, profitable, repeat sales. Check 
your stocks today. 

SOLD THROUGH DEALERS EXCLUSIVELY 

STAPLE REMOVER 

ACE FASTENER CORPORATION 3415 NORTH ASHLAND AVENUE, CHICAGO 13 
CANADA: CANADIAN STAPLES LTD., 6765 Upper Lachine Road, Montreal 28 © 258 Wallace Ave., Torente 

14 
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Eaton’s Ming Garden 

New stationery called Ming 
Garden that reflects the current 
Far-East influence in fashions has 
been developed by the Eaton 
Paper Corporation, Pittsfield, 
Mass. 

The fabric-textured writing 
paper and silver-lustre envelope 
linings are printed with a flower. 
ing branch design. The paper 
comes in white, blue, pink or 
green. There are 24 club-size 
single sheets and 18 envelopes 
that retail at $1.19. s 

Display Card 

A new four-color counter and win- 
dow display card has been released 
by Ezyindex Products Corporation, 
153 Northern Boulevard, Flushing, 
N. Y. 

The display illustrates and sug- 
gests new applications for this pre- 
cut tab. It measures 11 x 15-inches 
and is easel backed for easy setting 
up. 

Boland Christmas Cards 

Two new Christmas cards 
by Josette Boland are avail- 
able from the E. M. Priebat 
Company, New York City. 

The cards are imported 
from Belgium and retail at 
15 cents each. They come 
gift boxed. 

Color Kit 

Security Sales Company, 5 
N. Wabash Avenue, Chicago, 

tail price is $1. 

is manufacturing a new Dyla <eoreme emcee eoee «se oem 
color kit. ‘ fanpehere! ; > 

Each kit includes crayons §}— aed 5 
which can be dialed when jx/q eee 
needed, a coloring book and Wo > ons saa % = » “4 on + teem 
lap board. The suggested re- lh, ander fox sea ine > 

Desk Nameplates 
A new line of engraved desk 

name plates has been introduced 
by the Gray Pantograph Engrav- 
ing Company, 201 Washington 
Street, Hoboken, N. J. 

The name plates are 2 x 8 x 1- 
inches and are made of clear 
plexiglas with white letters on a 
black background. Other models 
come engraved on Bakelite or 

(Continued on page 46) laminated vinyl on clear plastic. 

MODERN STATIONER, AUGUST, 1956 
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RETAILS 

49 
FEDERAL TAX i : - p 

coe the pedo new BB 

GB BEL-AIR Seem 

The oldest name in ball 

point pens with a NEW 
With the new 

EXCLUSIVE 

BEL-AIR 

ER 

a OT 

© Extra Ink Supply! — 

@ Extra Point! 

IDEA in construction... , se air PENS — in this col 

NEW STYLING: slender, orful, self-selling Display that 
one “EL? spells out smartness, adds up 

sophisticated, strikingly pos 

handsome in expensive- 

looking gold or chrome and 6 rich colors... NEW 

DISTINCTION, like the Gleamite Gem Top and 

monogrammed B°B Crest. 

4A LINE THAT COVERS. EVERY TYPE OF CUSTOMER 

B22 STREAMER #B ROL-RITE 

A SIZZLING SELLER A BLAZING PROFIT-BUILDER 

— with the teen-age hep A luxurious-looking pen in 

BACKED BY A BIG 

ADVERTISING BARRAGE 

ON ALL FRONTS! 

SUNDAY COMICS! Whopping color ads 
that just can't be overlooked. 
NEWSPAPERS! Hard-smacking copy to tell 
‘em and sell ‘em. 
MAGAZINES! Striking ads, flashing the 
B*B Pen story from border to border and 

set. Style, sharp and on the 12 eye-catching, exciting 

beam. 12 two-tone color two-tone color combina- 

combinations. Extra long tions, with distinctive 

refill. Writing point extends chrome band and Gleam- 
coast to coast. 

RADIO & TV! Catchy commercials that'll 
hit people right where they live. 
MERCHANDISING HELPS! Colorful, eye- 

compelling point-of-purchase material — 

and retracts with fingertip ite Gem Top. An outstand- 

RETAILS Touch-Top Action. RETAILS ing example of 

98 

FEDERAL TAX inclupeD Sell. | 

YOUR SUPPLIER TODAY date ss (ae 

¢ America’s great- fine craftsman- 

est pen value. plus self-selling counter containers for each 
type of pen. 
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We’ve got a lovely new RED HEAD! 

in our 

Er
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Family 

A. 

deale 
EraserStik—the greatest improvement in ‘ exact 
erasers since the invention of rubber—proudly } wa . : ing, 
introduces a new member of the family... will 

USA.7066B 

#7066 and #7066B. 
appr 

© 

=~ Like its daddy, our new baby has a gleaming recte 
™~ white finish—but the rubber stock is RED, , ) If 
q the brush is RED and the imprint is RED. > i 
0) of t 
5 Our new REDHEAD is designed for those i 

who prefer a soft red typewriter eraser that’s ) 
: ee handier and more convenient than the prog 
| [Fa circular styles. Excellent for originals or —ot 
Fics carbons. It completes our service on pencil- you’ 
; oa shaped erasers. vou’ 

9 ) 
ex Anything we say about ERASERSTIK would be muc 

we se gilding the lily. YOU and YOUR SALESMEN D 
~| “| know that it’s the hottest eraser that ever som 
i > came down the pike. 9 , 

soo! 
x x You have your choice—7066 and 7066B for com 
a _ your customers who prefer a red eraser—and hot 
i re ie 7099 and 7099B, those perennial popular . ” 
ie io standbys with the grey rubber, blue brush and acti 
8) 9 blue imprint. cust 
; ice 
i pe = The price is the same. So is the sales impact. _ 
bm ~ Packed in displays or % gross units. Don't the 
ies ix wait for your A.W.FABER-CASTELL salesman, leds 
> Pj > For prompt delivery, mail your order today. y, 
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re you sure you know? 
fAXIf you are one of the many 

dealers who proudly claims to know 
exactly what his customers are think- 
ing, what they will buy and how they 
will react to various merchandising 
approaches, the above question is di- 
rected to you. 

If you're sure, then you are one 
of the rare stationers in our indus- 
try who is actively practicing some 
program—perhaps extremely simple 

—of customer reaction analysis. If 
you're one of the hundreds who isn't, 
you'd better give such a program 
much serious thought. 

Despite the stout contentions of 
some that they are merchandising 
soothsayers, one of the major short- 
comings among stationers today is 
their lack of knowledge about the re- 
action of customers and prospective 
customers to their advertising, ser- 
vice, displays, employees and even 

the dealer himself. And such know- 
ledge is essential in sound planning. 

And the greatest part of the trage- 
dy in the situation is that it need not 
exist at all. The conduct of some pro- 
gram to study customer reaction is no 
major problem. It can be as simple 
as a scribbled record of comments by 
customers. It can be conducted by the 
one man in a one-man operation. 

Unfortunately two factors prevent 
Stationers from doing a better job of 
customer analysis. The words “‘analy- 
sis,” “study” or “survey” are associ- 
ated with programs frequently con- 

ducted by larger companies, and sta- 
tioners, therefore, shy away without 
understanding the need for and the 
ease with which such studies can be 
conducted. 

Secondly, customer analysis is one 
of those things that can be put off. 
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/n my Opinion 

Even if a dealer understands the im- 
portance and decides on an approach, 
the press of routine activities fre- 
quently keeps the program from get- 
ting under way. Yet, putting it aside 
is as dangerous as putting aside atten- 
tion to accounts, inventory control or 
personnel selection problems. 

At a recent meeting of many sta- 
tionery and office equipment dealers 
questions similar to the following 
were asked and answered numerous 

times: 
“How good has your advertising 

program been?” 
“Is that new shopping center both- 

ering you?” 
“Has that blankety-blank discoun- 

ter hurt your volume?” 
“Are you providing adequate ser- 

vice for your customers?’ 
Certainly there is nothing peculiar 

in stationers asking these questions 
of one another, but the answers— 
made almost invariably in the terms 
of dollars—reflected no awareness 
by the dealers that customer reaction 
should have been a consideration in 
each case. 

On the subject of advertising the 
answers generally evaded the actual 
question and cited the amount of 
money spent on the program . . . or 
singled out one item and told how 
sales volume for this product had 
been boosted by the cited ad series. 
No one even mentioned—much less 
analyzed—customer reaction to his 

ad program. 

Service effectiveness was measured 
in numbers of servicemen employed; 
not in customer satisfaction. Shop- 
ping center inroads were discounted 
by continued good volume in the 
questioned dealer’s store with no con- 

sideration of buying trends in the lo- 
cal area, and the effectiveness of the 
discounter was likewise passed over. 

It appears that there is a tenden- 
cy for dealers to “analyze” their op- 
eration and trends relating to their 

operation in terms of dollars alone, 
and to consider this sufficient. No 
need, they seem to say, to studying 
customer reactions when dollar signs 

tell the story. How wrong can you 

be ? 

The expenditure of a great amount 
of money on advertising doesn’t guar- 
antee favorable customer reaction. 
Nor does having five servicemen 
guarantee satisfied customers. 

No, dollar values—even if arbi- 
trary estimates are used to represent 
intangible factors such as good will, 
repeat business, etc.—can’t measure 
customer reaction, and without some 
measure of this all-important factor 
you can be no judge of either the 
effectiveness of your company’s func- 
tions or the outside circumstances re- 

lating to them. 

You must be equipped to contin- 
ually check customer reaction, and 
then, adding these results to the avail- 
able dollar values, you will have the 
complete picture of where you and 

your business stand. 

Maceth? Shaveg 
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Here are some worthwhile thoughts on 

what to anticipate in the coming holiday 

merchandising season. As you begin your Christmas 

planning you will want to consider these 

statements by some industry leaders. They can 

help guide your planning 

7 he best holiday sales in history ... .” 
“Tremendous numbers of practical items for the 

homes and desk accessories for the office... .” 

“More greeting cards to be sent than ever before . . .” 
These things are part of what leaders in the sta- 

tionery and office equipment field anticipate during the 
1956 Christmas merchandising season, which figures to 
be the biggest yet experienced by American business. 

The above are quotations taken directly from state- 

ments supplied MODERN STATIONER by authorities in the 
field, and presented for your guidance as stationers across 
the country begin to formulate holiday plans with this 
special Christmas Preparation issue of MODERN STATION- 
ER. 

And what a holiday shopping season, it figures to be! 
From the Federal Reserve Board and from various 

associations come forecasts that indicate a record year. 
The Federal Reserve Board reports Christmas re- 

maining still unchallenged as a seasonal lure to consumers 
and retail sales at a new high. With the board expecting 
total year sales to run well over 1955’s record volume, the 

Christmas season should reach a new peak, also. 
Budgets for Christmas displays, as reported by the 

National Association of Display Industries, provide fur- 
ther indication of a record season. Budget figures are 
being established at a new high. There are numerous 
other indications that point to a new-record season. 

Stationers who plan their Christmas merchandising 
carefully will share the holiday boom as never before. 
To aid in this planning, here, then, are thoughts by the 
industry's leaders. 
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BY PAUL E. BURBANK 

Vice President, NSOEA 

Every stationer who has a greeting card and gift de- 
partment has long known the great value of the Christ- 
mas season potential. He has shared in America’s great- 
est buying season through alert and smart merchandising. 

Currently, there is a growing conviction on the part 
of all stationers, including those who do not have spec- 
ialized gift departments, that each may participate in the 
great bonanza of Christmas selling. With the tremendous 
numbers of practical items for the home, and desk ae- 

cessory items for the office, every stationer if he mer- 
chandises and advertisies properly can become an impor- 
tant part of the Christmas buying season. 

At no other time during the year do people willing- 
ly spend so much money. It consequently behooves each 
member of this industry to plan enthusiastically and ade- 
quately to participate in the Christmas season. 

’ 

BY S. Q. SHANNON 

Executive Director, The Greeting Card Association 

1956 informally marks the 50th Anniversary of the 

modern era of the greeting card industry. The greeting 
cards of today show a tremendous improvement both in 
design and sentiment, and in recent years, the introduc- 
tion of many new sizes and formats has given added im- 
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petus to the expanded use of the greeting card as a dis- 

tinctive means of sentimental communication. 
There are definite indications that the 1956 Christ- 

mas Season will set new sales records. Alert retailers are 
anticipating this continued growth of the Christmas Card 
business by expanding their displays of Christmas Cards 
in all varieties and prices, 

It is anticipated that upwards of 4 billion greeting 
cards will be mailed this year, with Christmas Cards ac- 

counting for nearly 50 percent of this record total. 

BY FRANK L. KING 

Executive Vice President, Fountain Pen 
and Mechanical Pencil Manufacturers’ Association 

“I believe the 1956 holiday season will see stationers’ 
shelves stocked with the biggest variety of the best qual- 
ity fountain pens, ball point pens, mechanical pencils 
and desk and dip pen sets ever known. 

Continuing competition in the pen and pencil indus- 
try is resulting in the development of new and _ better 
products and in better sales devices. Utility and quality 
articles are now available at better prices and values than 
this industry has ever witnessed. Dealers’ shelves should 
amply demonstrate the ingenuity of mechanical writing 
instrument manufacturers, with something to suit all cus- 
tomers. 

I might also point out that the Handwriting Founda- 

To stimulate interest in its office 
furniture and provide an_ ideal 
method of displaying a variety of 
lines, the §. G. Adams Company of 
St. Louis is using an “Idea of the 
Month” display plan. Monthly dif- 
ferent displays like the one pictured 
here are put together in the especial- 
ly designed display area of the com- 
pany’s office furniture department. 
The resultant interest and traffic is 
pleasing, according to R. P. Adams, 
vice president of the company. 

In the accompanying photo is 
shown an office layout in the Viking 
Oak line. The furniture, which has 
the attractive Cobblestone finish, is 
made by Romweber and Company 
of Batesville, Ind. 

MODERN STATIONER, AUGUST, 1956 

Idea of the Month’’ 

tion is stimulating such a terrific interest in handwriting 
generally and in legibility in particular that dealers should 
be feeling the results of that organization’s campaign. It 

aims to put handwriting back in the curricular of our 
schools where it belongs and take the hazards out of 

illegibility in business, which has suffered tremendous 

losses because of sloppy handwriting. The growing con- 
sciousness of the individual need for personality expres- 
sion in the written word and of the business demand for 

legibility should serve to boost dealers’ sales all over the 

nation, not only this Christmas but in the years ahead. 

The members of this Association are looking for- 
ward to the best holiday sales in its history and predict 
that dealers’ profits on writing equipment will top all 

previous records.” 
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Among the new items in the Tuttle 
Press Company line is this cutter 
box roll of Christmas gift wrapping 
poper. 

Scripto, Inc., released this new 
Christmas display for its assortment 
of ball pens and “liquid lead” pen- 
cils. 

Crystal Tissue Company put out 
this Christmas floor merchandiser 
for its line of gift wrapping 
paper and accessories. 

MODERN STATIONER, AUGUST, 1956 

This fall and holiday collection with 
white vellum envelopes with red and 
gold linings and a drawer filled with 
club-size plain letter sheets is being 
offered by the Eaton Paper Corpor. 
ation. 

Especially for 

What's new for Christmas? Here’s the answer! 

MODERN STATIONER presents a prevue of items 

to be featured. Besides new products, there are 

new displays designed to bring you new sales 

One of the new products released by Na- 
tional Blank Book Company is this Christ- 
mas list book in red plastic, imitation 
leather. 
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yrom sturdy personal safes to dainty stationery manufacturers in the sta- 
I tionery and office equipment field will feature a tremendous variety of 

new items and new display units for the approaching holiday season. They 
are designed to bring you new, quick and easy sales. 

In order to provide you with a general guide in planning your holiday 
inventory, MODERN STATIONER gathered the information contained on these 
pages and is presenting a prevue of what will be seen through the Christmas 

selling season. 
The variety of products suitable for use as Christmas gifts seems ever 

increasing. This year figures to see the greatest number. Here are many of 
the items to be featured. 

Boxed Christmas cards in the extra slim 
variety have been announced by the 
P. F. Volland Company. 

Christmas 

These two Santa designs on paper 
towels were marketed for Christmas 
trade by the Dennison Manufacturing 
Company. 
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Artistic Desk Pad and Novelty Company, 
New York City, came out with the “‘Steel- 
onic’ panel desk pad that is made of My- 
lar on a heavy weight vinyl base. It is said 
to be scuff proof, washable and will not 
tarnish. This new item is made in a com- 
plete range of sizes and is suitable for both 
office and home use. 

Chatham Manufacturing Company, 
New York City, will feature flexible wire 
pen holders in black wrought iron, or gold 
brass; chrome tip-over calendars mounted 
on onyx bases; the Director, which includes 
a tip-over calendar and a matching clock; 
and Tycoon, which consists of a perpetual 
calendar with a pad of standard 3 x 5 note 
paper. 

This Mickey Mouse Club “Loony-Kin”’ 
set is among three new items released 
by Hassenfeld Bros., Inc. 

Cook’s Inc., Blackwood, N. J.,wil! put 
special emphasis on its Ful-Vu Vu-Dex al- 
bums. The photo albums come in hunter 
red, forest green, saddle brown, aqua, dus- 
ty rose and apple green. There are 50 
sleeves that hold 100 prints including nega- 
tives. A display is also available. 

The Craftint Manufacturing Company, 
Cleveland, Ohio, introduced and will fea- 
ture its popular K-9, King size and Bible 
Art series of paint-by-number sets. The 
newest addition in the Bible Art series is 
“Christ Bestowing a Blessing’’ and “Ma- 
donna and Child.” All sets are equipped 
with screw-cap jars of oil colors, artists’ 
brushes, brush cleaner and complete direc- 
tions. 

Crystal Tissue Company, Middletown, 
Ohio, announced a Christmas floor mer- 
chandiser No. 2010. The display includes 
gift tissues, matching curling and satin rib- 
bons and other gift dressings. Each one is 
pre-priced for customer self-service. 

Dennison Manufacturing Company, 
Framingham, Mass., is offering Christmas 
guest towels and a new floor display rack. 
There are 15 full size paper towels in a 
package that retail at 29 cents. The gift 
wrapping line includes eight floor rack as- 
sortments with retail values ranging from 
$52.40 to $359.73. 

Eaton Paper Corperation, Pittsfield, 
Mass., will emphasize “Give the Gift of 
Beauty” during the Christmas season. An- 
nounced are the Dome cabinet with High- 
land vellum letter paper in assorted white 
and delicate pastel tints of green and pink; 
a styling from Eaton’s Fall and Holiday 
collection with white vellum envelopes with 
red and gold lining and a drawer filled 
with club-size plain letter sheets; and Eat- 
on’s Highland vellum in folded letter sheets 
and Baronial notes in a holiday-red cabinet 
topped off with silk-screen gold and white 
snowflake design. 

The Esterbrook Pen Company, Camden, 
N. J., will emphasize pen and pencil sets 
for Christmas 1956. Two fashionable fem- 
inine Petite-Pak sets will be offered for the 
first time. These include purse-size foun- 
tain pens and mechanical push pencils in 
pastel shades, complete with purse cases. 
Also featured will be the Esterbrook ‘K’’ 
threesome—fountain pen, push pencil and 
ball point. 

M. Grumbacher, New York City, will  of- 
fer several items as possible Christmas 
gifts. They are the pocket pallette paint box 
with academy water colors for artists, a 
half-hard pastel set with 48 colors to sell 
for $4.80 and metal sketch box sets with 
brushes, colors and accessories. 

C. Howard Hunt Pen Company, Camden, 
N. J.,is featuring the popular Boston pen- 
cil sharpeners in Christmas wrapped pack- 

(Continued on page 50) 



ristmas windows distinctive. 
vel Use of Props. Unique uses for standard props make 

Here a paperboard bell at- 
racts attention to numerous gifts at White's in Boston. 

The Shallow Window. A nest of tables held fine pens, 
pencils and stationery in this simple display of excellent taste 
at Jordan’s in Boston and utilized a frequently troublesome 
shallow window. 

a Js Holiday Display Wort 

I: holiday display worth the trou- 
ble? “I just can’t see it,” said 

one dealer recently in answer to this 
question. “Each year we go out and 
spend dollar after dollar for Christ- 
mas window displays. We tie up sev- 
eral people who normally aren’t con- 
cerned with display to help out, and 
invariably we run into overtime.” 

“And, when we have finished the 
job, whatta we have? We have a win- 
dow that looks like every other store 

The Write Gift. A wide variety of stationery and office 
equipment items can be used in a window if skillfully done. 
This window at the Outlet Company in Providence, R. |. ac- 
complished this effectively with the ‘““Write Gift’ tie-in. 

22 

One dealer asks the question, and hundreds answer “yes.” 
Distinctive ideas, thorough searching for the best materials 
and careful preparation make Christmas windows, 
whether expensive or not, well worth the time. Here 
are ideas with which to start your holiday display planning 

window in town. They're not exactly Although presenting a provocative 
alike, understand, but they all have 
the Christmas theme, they’re all in 
red and green, all have reindeer and 

thought, this dealer is a lonely one, 
for among stationers there is almost 
unanimous acceptance of the value of 

Santas, etc.” Christmas season displays. In the 

Mirror Backgrounds. Mirrors can be used effectively os 
the background for neat displays. At the Capital Stationery 
and Typewriter Company in Sacramento, Colif., mirrors re- 
flected tree ornaments. 
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The Small Window. Featuring a single item in orderly 
style with only a touch of Christmas decoration provides a 
dignified use for a small window. Although used here by a 
Boston Bank, the thought can be applied by all who carry 

Crouble? AX’ 

juvenile items. 

the 

opinion of his overwhelming major- 
ity, it’s not a question of what's ex- 
pected of you. The Christmas season 
simply presents the year's widest op- 
portunities for outstanding display. It 

provides the most stories and legends, 

the most songs and verses, and most 
widely-accepted spirit of joy. 

In short, it presents the greatest 
number of things on which to base 
display themes, the greatest opportun- 
ities to attract a large share of the 

Children’s Books. Christmas props—trees, reindeer and or- 
naments—will draw attention to featured 
Eaton Company in Toronto shows an attractive display of 
children’s books. 
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Mateo, Calif. 

largest shopping throng. All holiday 
displays, according to this opinion, 
are not worth the time and money in- 

volved, but all good displays are. 
Make your Christmas displays good 

ones, then. Follow the simple, gener- 
al rules cited here. 

1. Take time, plan now! Attractive 
ideas take time to develop. Best 

materials for the desired price 

need to be searched out. Artistic 
work shouldn’t be rushed. 

items. Here The 

matic results. 

Photographic Supplies. 
equipment and supplies, frequently featured during the holi- 
days, was suggested by this window display at Foreman’s in San 

The gift sale of photographic 

2. Make it distinctive! A display can 
appeal because its theme is dif- 
ferent, its color unusual, its mo- 
tion eye-catching and its total 
artistic value outstanding. Use 
them all to be distinctive. 

-¥ Respect the holiday season! Com- 
mercialism at Christmas time is 

coming under severe criticism. 
Don’t exploit the season for the 
sake of being different. 

On these pages are photos of 
Christmas season displays which are 
presented to stimulate ideas, to get 
your planning for Christmas, 1956 
started early and aid in the production 
of distinctive holiday displays. 

“i az 

> . at 

Dramatic Lighting. Skillful use of lighting can make a 
window eye-catching. This artistically arranged window at 
Steiger’s in Springfield, Mass. used lighting effects with dra- 
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Our 

Santa Claus can perform 

sales magic if he is properly coordinated 

in your promotional plans. 

Presented here are new 

merchandising ideas using Santa 

and hints on how to better conduct 

the old reliable promotions 

(ie there is magic in Santa Claus 

is well known to every youngster 

who has been awed by the jolly one’s 
sky-borne reindeers. That there is 
sales magic in this same annual visi- 

tor is as equally well known to re- 
tailers throughout the country. 

A “real” Santa, his picture or just 
his name works wonders for your bus- 
iness in many ways. He builds good 
will for your store. He stimulates 
store traffic. He provides a flexible 
base for numerous promotional ideas, 
and—above all—he fosters the spirit 
of Christmas, the spirit of giving 

that boosts gift sales. 
But, do you work Santa into your 

holiday promotional plans so that he 
performs his best sales magic? If you 
have doubts, consider the following 
suggestions when you formulate your 
holiday promotion plans. Some sug- 
gest new ideas and others suggest 
hints for improved handling of the 
tried and true approaches. 

The human Santa is the first to 
come to mind. Most experts consider 
this the most productive use of Santa 

24 

Christmas 

in promotional schemes. Yet, there 
are big “if’s.” It’s an ideal Christmas 
promotion /f suitable personnel are 
available, 7f promotional budgets are 
large enough and /f there is available 
store space in which Santa can “‘per- 
form.” 

Your Santa must be a sympathetic, 
heart-winning individual if he is to 

be a credit to your store. Don’t hire 
carelessly. Where they are available 
reliable Santa training courses have 
provided excellent Santas for many 
stores. Where they are not available, 
take time out to provide basic instruc- 

tions yourself. 
Training, whether through a regu- 

lar course or supplied by you, should 

MODERN STATIONER, AUGUST, 1956 

cove 

ogy, 
ditio 
and 
train 
tas | 
able 
talki 
ring 
thei 
T 

som 
disp 
shot 
clus 
fore 
enol 
type 
SIS. 
Sant 

f 
cific 
mas 
real 
the 
accu 
nun 
can 
emy 

tain 
Kri 

T 
obv 

I 
the: 

§ 
inct 
fic 
of 
it i 
ent: 
the 
full 
mo 
adc 
tac 

Mi 



t hire 
ailable 

have 

many 
ilable, 
nstruc- 

regu- 
should 

1956 

Wpnotion and 

cover the rudiments of child psychol- 
ogy, origin and history of Santa, tra- 
ditional Christmas customs, makeup 
and other subjects. Many regular 
training courses teach prospective San- 
tas to make simple trinkets. A Santa 
able to fabricate simple toys while 
talking with children is a real bell- 
ringer with both the children and 
their parents. 
The ‘“‘real’’ Santa is, of course, 

somewhat more expensive than fixed 
displays, and most dealers feel that he 
should not be introduced to the ex- 
clusions of other promotions. There- 

fore, only those operators with large 
enough budgets can wisely use this 
type of promotion on a full-time ba- 
sis. For the smaller stores however, 
Santa can be shared. 

Having Santa in the store at a spe- 
cific hour each day during the Christ- 
mas selling season allows a store to 
realize, to a degree, the advantages of 
the “real” Santa promotion and yet 
accumulate only small costs. When a 
number of non-competitive dealers 
can combine to guarantee full-time 
employment to a Santa, they can ob- 

tain a fully qualified, reliable Kris 
Kringle at a minimum cost. 

The limitations of store size are 
obvious and trying to many. 

Let's look at other uses for Santa, 
thes: 

Santa's Mailbox is a promotion of 
increasing popularity that builds traf- 
fic and customer relations. Millions 

of children write Santa annually, but 
it is frequently embarrassing for par- 
ents when the children want to mail 
the letters themselves. To realize the 
full advantage of this low-cost pro- 
motion you must make certain return 
addresses appear on the letters. Most 
tactfully this is done by posters asking 
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Santa 

the writers to help Santa keep the re- 
quests straight. 

With the return addresses parents, 
of course, can be notified of the chil- 
dren’s desires, and many dealers en- 
close promotional mailings with the 
letters to the parents. These mailings 
may or may not pertain to the gifts 
requested by the children. 

A photographer and Santa can com- 
bine to produce an outstanding in- 
crease in store traffic. Many local 
photographers will cooperate in ven- 
tures such as these. A booth space is 
arranged in your store, and at certain 
designated and advertised hours each 
week children are photographed on 
Santa’s lap. A nominal fee can be 
charged. The photographer, enjoying 
a volume business, furnishes the San- 
ta Claus, and you fashion a Christ- 
mas mailing list as well as building 

store traffic. 
Then there is the use of radio pro- 

grams originating in your store. In 
many localities the cost is phenomi- 
nally small to have programs staged 
at your store. One dealer last year 
presented local vocal groups (PTA, 
church and other choirs) singing 
Christmas carols on a weekly Satur- 
day show originating in his store. 
Large crowds gathered to watch and 

listen to the programs, which were al- 
so announced by advertising. 

In addition, a children’s letter-writ- 
ing contest was held in connection 
with the program, and weekly prizes 
presented for the best Santa letters. 

Although the capacity for staging 
fabulous Christmas parades is con- 
fined to associations of retailers or to 
the largest of department stores, ma- 
ny smaller operators are finding small 
children’s parades, featuring Santa, 
outstanding promotional ideas. 

One merchant reported the total 
cost of such a program was $250 last 
season. Besides attracting scores to the 
store, where the parade terminated, it 
produced much free newspaper publi- 
city and cemented customer relations. 
Cost included prizes, which were gi- 
ven to the children with the best cos- 
tumes depicting Christmas scenes, the 
Santa and newspaper advertising. 

Your own “Santa Club” is another 
promotion stunt of great merit. From 
the city’s schools—or other sources- 
you can gather the names of school 
age children. You can send to each an 
inexpensive “Santa Club’ badge 

which bears the name of your store. 
An accompanying letter can say that 
Santa will meet “club” members at 
given hours and ask the children to 
wear their badges. Traffic again is 
built and publicity is realized. 

And there are many, many other 
promotion ideas which Santa can aid 
in. There are Christmas Grab-Bags 
with Santa conducting and thereby 
giving the ““giveaway’’ connotation to 
the activity. There are Santa visits to 
the ill. The area in which Santa can 
perform his sales magic is, indeed, al- 
most unlimited. 

Almost anything you—and Santa— 
do to enhance the spirit of the season 
by making children happier, bringing 
the true religious significance of the 
period before the public, and/or re- 

flecting your own spirit of good will 
will boost your volume at holiday 

time. And, the more you do out of 
a sincere desire to enhance the Christ- 
mas spirit rather ‘than a commercial 
desire, the greater will be your return. 
This is why Santa’s sales magic is so 

unlimited. 
Let Santa and your Christmas spirit 

work for you this Christmas. 
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At you selecting cast-off employ- 
ees? Is your personnel turnover 

too high? If either is, perhaps you 
don’t attach enough importance to the 
selection of employees. Better do so. 
It can make a big difference in the 
degree of your business success. 

If you select a man or woman and 
the person quits in a short time, a 
great deal of time and money are was- 
ted. Prove it to yourself. Figure the 
actual cost of hiring and terminating 
a few of your poor choices. You'll 
be astounded. 

And that is not the worst of the pic- 
ture. There is cost in lost efficiency 
in breaking in new people. There is 
cost in lost good will created by poor 
employees, and there is cost in time 
necessary to supervise a poor employ- 
ee. 

Cost savings through careful per- 
sonnel selection are real. Owners and 
managers who have attempted to sel- 
ect manpower more scientifically have 
reported great savings through the re- 
duction of their failure rates from 
three-out-of-four to two-out-of-four 

and better. 
For example, one stationer recently 

stated: “In the past I have navigated, 
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Is your personnel turnover too high? An expert suggests 

the basic steps toward better personnel selection 

By C L. “Chuck” Lapp, Ph. PD. 

Consulting Editor 
MODERN STATIONER 

when hiring salesmen, by the seat of 
my pants and have hired strictly on 
the basis of personal judgment, re- 
stricting my recruiting to men and 
women seeking jobs. I now consider 
this haphazard. I am_ investigating 
more thoroughly each man or woman 
hired and using testing as part of my 
basis for selection.” 

Certain steps in selection must be 
followed if you are to enjoy successful 
selection. A perfect record won't be 
achieved, but you can vastly improve 
your selection batting average if you 
follow these suggestions. 

Step No. 1: Determine the quali- 
ties necessary for the job for which 
someone is to be selected. 

If it is a routine job, will the per- 
son need perseverance and ability to 
stay with it without becoming bored? 
If it is a delivery job, will the person 
be one who will be dependable and 
not get involved in accidents? If it is 
a sales job, what qualities will be ne- 
cessary to impress the buyers with 
whom he comes in contact? If it is 

a secretarial job, can the person take 
dictation and type a letter that will 
be acceptable? Each job will require 
a person with different attributes. 

Therefore, it is well to list the activi- 
ties to be performed by an employee 
and then at the side of each activity 
to indicate the qualities which are ne- 
cessary to do each aspect of the job. 
It might be even well to star those 
activities which are most important in 
order that greater weight may be gi- 
ven to the characteristics needed for 
such activities. In short, prepare a 
job description for the position to be 
filled. (See the April issue of Mop- 
ERN STATIONER for details of prepar- 
ing a job description in Dr. Lapp's 
article, ‘‘Job Descriptions, the Corner- 
stone of Better Manpower Utiliza- 

tion.”’) 
Of course, you will never find a 

completely ideal person, but the job 
description will help in finding one 
who is relatively better suited than 
others who might be hired by an 
“eeny, meeny, miney, mo” method. 
An analysis of the background, expet- 
ience, environment, formal education, 
financial status, age, marital status, 
affiliations, and other such factors of 
people you have found successful on 

the particular type job will be help- 
ful in formulating a blueprint of the 
type of man or woman desired. This 
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step is so important that it should ac- 
tually not be limited in scope to one 
stationery operation, but accomplished 
for a group of stationers as an assoc- 
jation activity. 

Step No. 2: Decide from what 
source or sources the type of indivi- 
dual desired may be found. 
A decision has to be made whether 

men or women with experience are 
to be preferred. Some stationers have 
suggested that they prefer men with 
no experience who know something 
about the stationery business. Then, 
do you want part-time people? 

The following sources for example 
might be considered for obtaining 
salesmen: 

Office employees, non-competitive 
salesmen selling other services or pro- 
ducts, persons recommended by your 
own personnel, persons from private 
and government employment agencies, 
those answering advertisements in 
newspapers and local trade magazines, 
persons listed by colleges and univer- 
sities (particularly participants in Ad- 
ult Education Programs), retired bus- 
iness men, supply salesmen who call 
on you, and buyers or sellers who are 
or have been clients. 

Step No. 3: Follow definite selec- 
tion procedures. 

Even though selection procedures 
may have once been set up, there is 
a great tendency to bypass the proced- 
ure at times. Don’t make this mistake! 
It is much easier to tell a man he 
doesn’t meet your requirements be- 
fore you hire him than after he has 
worked a few months. 

Here is a suggested selection pro- 
cedure. The order of the steps need 
not necessarily be followed. They are 
merely presented in the sequence in 
which they are most often used. It 
should be kept in mind that anyone 
of the following selection prodecures 
may give sufficient information to be 
the basis of rejecting an applicant, 
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BEFER| PERSONNEL SELECTION 

but probably not sufficient to hire 
him. 

Application Blank 

First, require each applicant to fill 
out an application blank. More can be 
found out by means of the application 
blank in less time than by any other 
means. An application letter may be 
even more useful if the man is told 
specifically what questions you desire 
him to answer in such a letter, and 
the job you are hiring for requires 
that the employee can put ideas in 
writing. 

Interview 

Second, the interview is probably 
the most important part of the selec- 
tive process, 7f it is conducted proper- 
ly. In selection interviews it should 
be kept in mind that there are two 
main objectives: (1), To present the 
job to the man, and (2) to allow the 
man to present himself for the job. 
Too much emphasis on presenting the 
job will leave no opportunity to de- 
tect an applicant's strong or weak 
points. Too much emphasis on inter- 
rogating an applicant may result in 
failure to attract some men that might 
be desired. Therefore, certain princi- 
ples of interviewing should be fol- 
lowed: 

1. Interview an applicant a num- 
ber of times under different con- 
ditions . in your office, at 
lunch, or in his home. By all 
means, meet the applicant's wife 
or husband, and find out if she 

or he is enthusiastic about him 
taking the job. This facet of in- 
terview has become so promi- 
nent that the Dartnell Corpora- 

tion in Chicago has prepared a 

Home Interview Form for em- 
ployers’ use. 

nN . When interviewing an applicant 
devote your full attention to the 

applicant, eliminating all inter- 
ruptions. 

. Have a number of people—at 
least three—in your company in- 
terview an applicant to obtain 
viewpoints. 

4. Have formulated in advance spe- 
cific questions which you want a 
man or woman to answer. How- 
ever, know them well enough 
that you ask them in a natural 
manner without having to refer 
to notes or a guide. 

5. Write down impressions after— 
not during—the interview. To 
do otherwise will interfere with 
observing all the reactions of an 
applicant. 

6. Avoid pseudo-psychological eva- 
luations. The size of a man’s or 
woman's head, coloring of his or 
her skin, and hair, length of fin- 
gers, facial characteristics, slant 
of their handwriting or the star 
they are born under have been 
proved to have no correlation 
with the success or failure of an 
employee. 

Ww 

Reference Checks 
Third, make reference checks on 

every man or woman hired. Don’t 

check one or two references. Check at 
least seven or eight. Personal inter- 
views with references will produce 

better results in obtaining a complete 
evaluation. 

Character and History Report 
Fourth, obtain a character and his- 

tory report through a credit agency on 
every applicant who has not been per- 
sonally known for a long period of 
time. Such agencies have the means 
and the personnel to dig up facts 
about an applicant that may not be 
learned in any other manner. 

Medical Check 
Fifth, make a medical check as to 

(Continued on Page 54) 
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Industry Mourns Death 
Of O. Clifford Halverson 

The stationery and office equip- 
ment industry mourns the death of 
one of its leaders, O. Clifford Hal- 
verson, 47, vice president of Midwest 
Beach Company, Sioux Falls, S. D. 

Mr. Halverson was vice president 
of NSOEA distributor's division and 
was attending the District 7 regional 
meeting when he died of a heart at- 
tack. He had been active in many 
civic affairs and had been a past 

president of the Chamber of Com- 
merce and Kiwanis Club. 

McClure Retires 
At Wilson Jones 

William W. McClure has rounded 
out 48 years of 
service with Wil- 
son Jones Com- 
pany and has an- 
nounced his re- 
tirement from the 
firm. 

He joined the 
large record keep- 
ing equipment 
manufacturer in McClure 

1908 when it was known as the Chi- 

cago Shipping and Receipt Book Com- 

pany. 

Globe-Wernicke Appoints 
New York Branch Manager 

The appoint- 

ment of Maurice 

Stierer, Jr. to 
the position of 
manager of the 
New York 
branch of Globe- 

Wernicke Com- 
pany has been 
announced by El- 
mer G. Rahe, 

vice president. 

Stierer succeeds 
who retired. He has been with the 
firm since 1950. 

Herb B. Elmer 
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A two-story structure containing some 20,000 square feet of space is 
being constructed to enlarge the plant facilities of Datamatic Corporation, manu- 
facturers of electronic data processing systems for business and government use. 

The new building will be added to the firm's existing 40,000-square foot 
structure. Datamatic is jointly owned by Minneapolis Honeywell and Raytheon. 

& x & 
Purchase of a three-acre site for a warehouse, finishing shop and office of the 

W. H. Gunlocke Chair Company has been announced. Plans call for a building 
of 16,000 to 23,000-square feet of space with room for future expansion. 

x * % 
The Joshua Meier Company, manufacturers of transparent plastic display 

albums, moved to larger quarters on July 16th. The new address is 601 W. 26th 
Street, New York City. 

* * 
Formation of A. B. Dick Company of New York has been announced by 

the Chicago firm. 
The new distribution company began operations July 2nd at 100 Sixth 

Avenue New York City and in Hartsdale, Westchester County. KENNETH A. 
Rouse, vice president of personnel and public relations of the parent firm, will 
be in charge of operations of the subsidiary. 

* * Ea 
BRUCE M. Forster, general manager of the R. F. Volland Company, national 

publishers of greeting cards, has been elected president of the company.. 
He has been with Volland. since August 1954 and has been responsible for 

reorganizing the business. 
* * 

United Printers and Publishers, Inc., parent company, also announced the 
appointments of RicHARD H. HILL, director of sales, as senior vice president; 
EDWARD S. BARKLOW, vice president and director of marketing; and PAuL DUNNE, 
assistant director of sales. 

* * 
Election of Harry S. WILLIAMS, secretary and sales manager, to president 

of the Dobson-Evans Company, was announced by the firm's board of directors. 
Williams has been with the company for 29 years and was secretary and sales 

manager for the past 10 years. The company manufacturers converted paper pro- 
ducts for commercial, school and home use. 

* * % 
The election of CHESTER C. HoLLoway as vice president in charge of 

product planning was announced by Bruce M. Jeffris, president of the Parker Pen 
Company. 

In another board action, RoBert E. BURMEISTER, 
elected assistant treasurer. 

internal auditor, was 

x x 
CHARLES H. Gopparp, former director of Pittsburgh Reflector Company has 

been named vice president and a director of Thomas A. Edison of Canada, Ltd. 
Goddard is head of the Edison Voicewriter Division of the firm in West 

Orange, N. J. 
% x * 

Newly named chairman of the board of directors of the Controllers Institute 
of America is RoBERT N. WALLIS, treasurer, Dennison Manufacturing Company. 

At the same meeting of the board of directors, JosEPH A. CHADBOURNE, 
president, Old Colony Envelope Company, was elected vice president. 

Wallis has been national president of the organization since last fall and 
previously served as chairman of its national committee on ethics and eligibility 
standards. Chadbourne joined the group in 1936 and is a national director. 

x x x 
The appointment of Ropert E. ANSTED as vice president and general manager 

of the Toledo Office Equipment Company has been announced by G. G. Ban- 
croft, president. 

Ansted recently resigned as general purchasing agent of L-O-F Glass Fibres 
Company. 

* * & 
Appointment of ELMER E. Harris as manager of its Long Beach, branch 

office was announced by Ditto, Inc. 
Harris has been with the company since 1930 and has served in the firm's 

offices in Milwaukee, Los Angeles, Buffalo and Cleveland. 
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CREST-LINE by 

Priced for promotion and profits . . . with all the 
eye appeal and “buy” appeal of far costlier lines! 

In our usual wide range of finished and rich colors. 

DESCRIPTION. AND LIST PRICES: 

Buttons 
Buttons 
Buttons 
Plain 
Plain 
Plain 
Plain 
Plain 
Plain 
Plain 

Extra Heavy Deep Buff Top Grain 

Side Chair 
Arm Swivel 
Arm Chair 
Side Chair 
Arm Swivel 
Arm Chair 
3-pc. Sectional 
2-pe. Sectional 
Right Arm Chair 
Left Arm Chair 

Gre 

OWENSBORO, KY. 

CHAIRS FOR EVERYBODY 


