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* Finest quality at low cost 

y_PEN Sets ——_GIFTS we 

Bulman modular steel wall shelving units are smart and streamlined, offer the same 
flexibility as island units. Backs smooth or pegboard. Glass case inserts and shelves 
can be inserted and removed at will. Shelves are adjustable, can be changed in minutes 
without bolts or brackets. Exclusive canopy fronts are interchangeable, help customers 
find departments and merchandise. 

> 4 You'll enjoy the “difference” in Bulman planning every step 

of the way. Your Bulman man will custom-plan each square 

foot of floor space and display area to produce maximum sales 

and profits. He’ll show you how to get the most in a beautiful 

interior for the least investment, and he’ll plan your installation 

so that there is little or no lost selling time. You'll have the 

most attractive, most versatile and most efficient store in your 

neighborhood. Bulman’s Personal Planning Service is backed 

by the greatest resources and widest experience in the self- 

selling store equipment field. So, for assurance of the best in 

every respect — call or write Bulman. Today! 

Here's Valuable Help! This fully-illustrated 
manual on equipment, merchandising and store engineering 

for stationery stores is yours on request. Write to: 

THE BULMAN CORPORATION 

Grand Rapids 2, Michigan 

Planning 

gives you these four important advantages 

* Greater profits from every square foot of floor space 

oe Maximum versatility for changing display needs 

* Substantial savings of installation time 

Pet 

Harper Brothers, Inc., Greenville, South Carolina. Bul- Ew C 
man fixtures and planning played an important part in 
helping the store win the National Stationery and Office 
Equipment award for the best modernization program 
of the year. 

“LEADERSHIP BUILT ON .h 

THE RESEARCH AND EXPERIENCE Be 

OF OVER 34,000 e. > 

STORE INSTALLATIONS” 50,000 sq. f 

GRAND RAPIDS 
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| With new Marketing Director 
Alice Gail at the helm, re 

the Art Guild family lines up this way: € : Se 

ART GUILD + Greeting Cards 

ENCORES * Studio Cards 

MERRIE CHRISTMAS °* Personalized Cards 

See them all at the 

STATIONERY SHOW! 

ra 

em 

50,000 sq. ft. on ten acres of land 

Everything's new about the country’s top Contemporary 

Greeting Card Line except its usual, unusual values 

ye SINCE 1907 FREE Greeting Card Merchandising Kit 

Everything you need to help you sell more cards: 
window and counter easels, greeting card bags, 
window streamers, display photos, etc. 

ART GUILD, 3280 Broadway, New York 27 
Rush me FREE greeting card merchandising kit. 

NAME 

ADDRESS. 

CITY. STATE. 

OF WILLIAMSBURG, INC. 

page Main Office: 3280 Broadway, N. Y. 27 + Regional Sales Offices: Kansas City, Los Angeles, San Francisco 
Plont; Websivr, Mass, « MEMBER OF THE NATIONAL ASSOCIATION OF GREETING CARD PUBLISHERS 



WX O~ leads the field! 

carbon papers 
. and not only that, but Codo 

has the COMPLETE Line . . a truly superior 

inked ribbons product for every purpose you can name. 

All are illustrated and described in General 

hectograph supplies Catalog 107. If you are a dealer and 

want a copy, write on letterhead to 

OK ie MANUFACTURING CORP. 

General Office and Factory: LEETSDALE, PA. 

NEW YORK @ PITTSBURGH @ DALLAS e CHICAGO 

CLEVELAND @ DETROIT @ LOS ANGELES 

- - = for more details circle 113 on last page 
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NMIODERN ialionor 

READER $ AND OFFICE EQUIPMENT DEALER 

HAROLD O. SHIVELY, Publisher 

CAL MORKEN, Editorial Director 

DAVID MANLEY, Editor Emeritus 
Experts seem to agree that we are DON FISCHER, Managing Editor 

entering a boom year and many 
: 4 . BEN MARSH, ART SIPOLA, Associate Editors predict that office equipment, es- Priam . ° > . G. B. 7 ig Editor 

pecially machines, will be one of HARRY RAMALEY, Production Manager 
the pace setters. 

‘ DAVIDSON PUBLISHING COMPANY 
Those of you who have kept in 405 E. Superior St., Duluth 2, Minn. 

touch with association activities in New York 1: Robert Shearman, 250 Fifth Ave., MUrray Hill 3-4723 
our industry will be better prepared Chicago 1: Robert Glaser, 221 North LaSalle St., CEntral 6-1600 
h th to t k d saat f h Los Angeles 34: Dick Meyer, 3137 Kelton Ave., BRadshaw 72-1456 
than others aah ake advan age of the San Francisco 5: J. A. Converse, 274 Monadnock Bdg., YUkon 2-3029 
current business upturn. Some of 
you will be represented at the sales 
management seminars of the Na- 
tional Stationery & Office Equip- 
et hts aenctiie: Wi Saale, ae sanuary, 1959 CONTENTS vor. 39, No.1 

of us should be grateful for the , 

“office in the home” campaign be- 
ing waged by the National Office Dear Reader 
Furniture Assn. Some idea of what Capsule Comments 
this campaign can mean for the New Products 
dealer in supplies and machines, as A Letter From Washington 
= as furniture, is given on page In My Opinion 

; : By Harold Shively 

A thought-provoking review by The Office In The Home: A Major Market 
Dr. Cross of the costs and conse- ae tt dc ian 
quences of deliveries appears on page Deliveries: Costs and Consequences 

“ By Dr. Gordon Cross 
22. Dr. Cross is a professor at the . 
New York University School of Re- Keep The Handshake In Your Business ... 

tailing and many of his observations Carbon Contest Draws 1,198 Entries . 

here apply also to other services Fine Furniture Deserves A Fine Showcase .... 
provided by today’s retailers. It’s News of People and Events 

up to each individual dealer to Vinnie at in Mis 
strike his own balance, to achieve ‘in 4a 
for his operation what amounts to sal ing llr 

: By Donald Frey 
the best blend of customer service os j 
and profit margin. We're sure, Classified Advertisements 
however, that the article will sharp- Stationers Calendar 
en your thinking on the subject. Readers Service ... 

This is one of many delicate de- 
cisions which business machines 
will never relieve you of. Retail 
management and magazine editing COVER PHOTO: Pencil and paper — of 
have this in common: the job seems all the artifacts of modern man, these 

: ‘ are among the most widely used. About 
secure even in the age of automation a billion and a half pencils a year are 
and the robot. produced by the pencil industry. 

Ls . (Photo courtesy Allegheny Ludium Steel 
Corp.) 

7 
MODERN STATIONER is published monthly by Davidson Publishing Company, Publication 

ou office, Waseca, Minnesota; Editorial and Executive offices, 405 East Superior Street, 
Duluth 2, Mi ft Busi offices, 250 Fifth Avenue, New York 1, New York; 
Marshall Reinig, president; Robert Edgell, executive vice president; Herold O. 
Shively, vice president; Anita Reinig, secretary; Gene Kuefner, treasurer. Single copies 
30c. Subscription rates, $3.00 per year; Canada and foreign, $5.00 per year. 
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GOOD FORM... 

GOOD TASTE... 

GOOD BUSINESS... 

Bill Head Pads ® Bill and Day Books * Counter 

Checks * Gift and Architect Certificates ° 

Promissory Notes * Money Receipts * State- 

ment Pads * Trade Acceptances * Warrants 

for Order on Treasurer * Duplicating Tele- 

phone Call Books * Duplicating Receipt Books 

a 

Cobre AND COMPANY 

PUBLISHERS « NORWALK, CONNECTICUT 

" TELEPHONE CALL vow tat 

These prestige business forms 

are business boosters for you. 

So much more impressive in 

appearance, they retail for just 

pennies more than ordinary 

cod tanto Oa dalolela-Colal-foMmels mm alal— 

bond. Some available with 

dealers’ imprint on forms and 

die stamped on covers, in 

quantity orders. 
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|EDAGE's 

CELLOPHANE TAPE! 

EARN 

FABULOUS 

PRIZES! 

Everything from station 

wagons to stainless steel 

steak sets... with LEPAGE’S 

PRIZE PACKAGE PROMOTION 

Sell the 

package that 

sells itself! 

STICK 

WITH 

The only complete line of adhesives. 

LEPAGE’S, Metuchen, N. J. 
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WHERE THERE’S BUSINESS ACTION THERE’S A BUSINESSPAP 

Some blessings we take for granted. Like ice cubes. Or fresh ideas. For new products he can put to work. 
indoor plumbing. However. older men—wiser men—say a reads the advertising with the same intense concent 
little prayer of thanks for things they know they couldn't he devotes to the editorial pages. 

do without. He knows that his businesspaper is vital to his sucet 
Among these wiser men are the men who make top-level to his very livelihood. And he says a little prayer of th 

decisions in business. Every man on the way up can profit from his e 
To make decisions, they must have facts. All the facts. Take a tip from the reading habits of key men at 
All the pertinent information they can get. And they get a level. Take out a subscription of your own. Read 
major portion of that information from one unique source: issue...and read it searchingly. It’s your businesspapet, 
the business publications they subscribe to. 

No businessman is fully informed until he reads his business- 
paper. He reads it for profit, not for pleasure. He searches MODERN STATIONER 
it through for news of the trade or industry. For facts. For 405 EAST SUPERIOR STREET 

DULUTH 2, MINNESOTA 

One of a series of advertisements prepared by THE ASSOCIATED BUSINFSS PURLICATIONS 



CAPSULE COMMENTS 

Business is like a human being, ‘‘a sensitive thing, that goes where it is wanted, 
stays where it is cared for, and grows where it is cultivated.’”” — From address by 
Nell Lee Litvak, of Cole, Fisher & Rogow, Inc., at Eastern NOMDA meeting. 

* * * x 

“Simple arithmetic can demonstrate that there is not necessarily a real relationship 
between the price of a product and what it costs to own it. If you buy something 
for a dollar and it remains useful for five years, its actual cost is 20 cents a year. 
If you bought a better quality item for one dollar and 50 cents, and its life span 
was 10 years, your actual cost was 15 cents a year. This does not take into account 
all of the other financial advantages that come with durability.” — F. M. Hauser- 
man, president of E. F. Hauserman Co., in address to American Society of Indus- 
trial Designers. 

* * * * 

“Office expenses are equivalent to 84.2 percent of operating profits. A 10 percent 
reduction ($5,932) of office costs would provide the equivalent profits generated 
by $34,789 added sales.” — From an independent survey of 193 fine paper merchants 
for the National Paper Trade Association. 

+ * * * 

“It is no small thing when a bank or utility company answers your gripe with a 
nice, soothing letter. A survey by Northwestern National Life Insurance Co. 
showed such a letter costs about $2 in the average office — 75 cents per letter of 
a secretary's time, 60 to 70 cents worth of the boss’ time, and the balance for sta- 
tionery, typewriter ribbons and other materials, postage and mailing operations, 
and office overhead.” — Associated Press. 

* * * ok 

“Effective and efficient data processing is the price every business will have to pay 
for its very existence in the next quarter century.’ — From announcement of a 

new computer lab for business students at Lehigh University, 

* * * * 

“It is not a long jump from a pre-fabricated home to a pre-fabricated retail store. 
Pre-fabrication of the retail store, as well as/of certain elements in its interior 
equipment, can help to balance out the reably fearful drain on retail net profits 
stemming from the staggering current rate of obsolescence.’”” — From ‘The 
Merchandising Front” by E. B. Weiss in Advertising Age. 

* * * * 

Many educated people believe they need only the dictaphone, the telephone, or 
tis typewriter, and have to fall back on handwriting only for a few scribbles, 
according to Dr. Frank N. Freeman of the Handwriting Foundation. “This is like 
thinking that since the advent of the automobile, we do no longer need our legs. 
The cultivation of good handwriting is worthwhile both for its practical value 
and for its integral relation to intellectual and personal development.” 

* * * * 

“Communication is more than a tremendous force in itself. It is also the accelera- 
tor and expediter of every other force that men have stumbled upon or been able 
to devise. As we learn to communicate farther and better and faster the power 
of the word grows ever greater.” —- C. D. Jackson, vice president, Time, Inc. 

* * * * 

“The office is the nerve system of modern industry. From the office emanates the 
policies, the planning, the records and the directions without which the assembly 
line would be stilled and services as we know them would cease.’ — From 
the letterhead of Napp Office & Schoo] Supply Co., Manitowoc, Wis. 

MODERN STATIONER, JANUARY, 1959 



| Smart Girl 

(she clipped the coupon) 

Smart Buy... 

i LAD... 

the cost of mode/ 408 

Smart Looking 

most exciting adding 

machine in America / 
increases the 
wide range 
finishes. Fea 
dude all me 
corners, an 
a protected 
alphabet list 
walnut or gr 
with silver t 
a capacity of 

New Bibl 
The N 

Bible Pres 
published tw 
Bible lines 
King Jame 
sion A gi 
ncludes Bik 
children, for 

GENERAL 

ADDING MACHINE 

FULLY-ELECTRIC 
people, for Adds and subtracts up to $999,999.99 teachers = af 
home referet 

Bm covers in t = 
: line have 

24-K gold 
$4.50 to $1 
called the ¢ 

| Subtracts 1 distinct, eas 
series of for 

1 or special o 
line range f 

Social Se 

. 
Multiplies 

H 

‘The General-Gilbert Corp. 
i 150 Broadway, New York 38, N. Y. 
{ YES, piease send full details on the 
| new GENERAL "400" Series Adding. Machines. 

Name | nN such a 
/ perienced | Street Address 
| @ what benef 

fr a4 City Zone State 
| swiewed é 
/ Social Sec Signature Title ei 

25 cents 1 ? , 
: one dozen 

I'm inquiring asa Dealer []) User [J 
. carton. 

wd 
= +» for more details circle 117 on last page MODERN 
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Phone Index 1 

A $1.95 
phone index 
features the wide 
card of more ex- 
pensive models has 
been introduced by 
the Bates Manufac- 
turing Co. Called 
“The Secretary,” it 

line of indexes to a 
wide range of seven models and 38 
finishes. Features of the new model in- 
dude all metal construction with rounded 
comers, an easy-to-operate opening lever, 
a protected recessed channel for the 
alphabet listing and three finishes - 
walnut or green with gold trim and birch 
with silver trim. The wide cards provide 
a capacity of over 1,300 listings. 

tele- 
that 

increases the Bates 

New Bible Lines 2 
The National 

Bible Press has 
published two new 
Bible lines in the 
King James ver- 
sion. A gift line 
includes Bibles for 
children, for young 
people, for brides, 
teachers and for 
home reference. All 
covers in the gift 
line have classic designs tooled in 
4-K gold leaf. Retail prices are from 
$4.50 to $12.50. The second new line is 
called the Crystalyte line, named for the 
distinct, easily read type face used in the 
series of four books — for pew, classroom 
or special occasion use. Retail prices in this 
line range from $2 to $6. 

Social Security Brochure 3 

Dome Publishing 
Co. has put out a 
novel item called 
the “Dome U. S. 
Social Security In- 
surance Benefits.” 
The publication 
takes the form of 
an insurance policy 
to dramatize the 
social security law 

simple form that the inex- 
perienced layman can read and understand 
what benefits are provided. Contents were 
reviewed for technical accuracy by the 
Social Security Administration. Priced at 
25 cents retail, the “policies” are packed 
one dozen to a two-color counter-display 
carton. 

im such a 

MODERN STATIONER, JANUARY, 1959 
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Novelty Ball Pen a 

A plastic ball pen 
in the shape of a 
leg is offered by 
Beverly Hill of 
California to retail 
for $1. Dealer cost 
is $7.20 a dozen. 
The pen has a cap 
that twists to retract 
the point or pulls 
off to refill with 
standard refills. The 

company says the ink is non-smear, bankers 
approved and non-transferable. 

Ballpoint Refill 

A ballpoint cart- 
ridge refill said to 
adapt to virtually 
every brand of ball 
pen is being mar- 
keted by the newly 
reorganized Ever- 
sharp Pen Co 
new refill 
fully equipped with 
versatile 
plugs” 

The 
comes 

“adapter 
which permit the user to fit the 

refill to the pen. The company looks upon 
the new-style cartridge in terms of con- 
sumer benefits and trade rela- 
tions vehicle, enabling retailers to reduce 
inventories and at the same time offer 
the porous ball developed by Eversharp. 
The Eversharp Adaptable Refill cartridge 
retails at 59 cents in various point sizes and 
ink colors. 

also as a 

Letter Opener 6 
A new letter 

opener called Tyblo, 
the Type Bar Letter 
Opener, is offered 
by The New Canaan 
Engineering Co. for 
distribution through 
office equipment 
dealers. The ma- 
chine, in two mod- 
els and four colors, 
is described as fast, 

safe and easy to use. Letters are inserted 
end first into a slot and the heat treated 
cutting blades are activated by pressing 
a bar. Each unit has non-skid rubber 
feet and a hinge style trap door for easy 
disposal of scrap. The 4” by 8” steel 
letter opener weighs 21!/. pounds. In ad- 
dition to the standard Tyblo model, there 
is a Secretette model fitted with two ball- 
point pens and holders in matching color. 

wo! 

Metal Costumer 7 
w Production of a 

new streamlined 
metal costumer with 
a no-wobble base is 
announced by Ajus- 
to Equipment Co. 
Overall height is 72 
inches. The upright 
is of 144 inch di- 
ameter steel tubing 
with four half-inch, 
round steel hooks. 
A special feature of 
the Ajax Costumer 
is a 16-inch spread, 

cast iron base, designed for strength and 
cleanliness. Standard colors are gray, brown, 
green and beige. They are packed six to 
a carton, knocked down, and approximate 
shipping weight is 13 pounds per unit. 

Glue Containers 

Wilhold Products 
Co., division of 
Acorn Adhesives 
Co., offers two new 
plastic containers in 
their line of Wil- 
hold White Glue. 
The smallest is a 
Y ounce plastic 
tube with an appli- 
cator tip for home, 
office or school use. 
The large container is a one-gallon plas- 
tic container that pours easily and re-seals 
quickly. It can be dropped or hit without 
damage and it is re-usable. Wilhold also 
offers a new self-service glue bar, shown 
here, which has five 
58” high in an 18” 

shelves and stands 
by 30” floor space. 

Dater 9 

A new Faymus 
29-Year Dater intro- 
duced by Bankers & 
Merchants, Inc., 
sells for $6.95, com- 
plete with ink refill 
and a 29-year guar- 
antee. It has a one- 
piece metal frame 
and a plastic handle. 
Engraved brass 
bands with well de- 

signed characters are said to guarantee 
that every impression will be sharply legi- 
ble. As pressure on the handle is re- 
tracted, a built-in ink pad automatically 
re-inks the dater for the next impression. 

eo 
3 we 

(Continued on page 40) 
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OXFORD PENDAFLEX®* 

Follow-up Folder 

.. with NEW full-width sliding-signal tab! 

=, 

Use them in any Oxford Pendaflexer—desk top, desk side or 
desk drawer file as well as in standard filing cabinets equipped 
with Pendaflex frames. Ideal for follow-up on purchase 
orders, correspondence, sales prospects, insurance policies, 
projects, production control, equipment service, etc. 

Now an Oxford Pendaflex Folder with a new, full-width, 
sliding-signal tab brings peak efficiency to follow-up filing 

Tab on 45° slant gives eye-angle reading while the Pendaflex 
Sliding Folder provides finger-tip access to contents. Months 
and days are always in perfect line for quick scanning 
because Pendaflex folders can’t shift sideways. There’s m0 
accidental movement of signals and no overlap to interfere 
with November and December date signaling. Tab may be 
attached to either front or back flap. 

Tabs may be purchased separately for use on any Pendaflex 
folder. 

Oxford Filing Supply Co., Inc. 
66-1 Clinton Road, Garden City, New York 

4 Oi ra 
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MODERN STATIONER AND 

OFFICE EQUIPMENT DEALER 

Washington, D. C. 

December 15, 1958 

Post offices throughout the nation will buy 28 classes of items exclu- 

sively from small concerns on a competitive bid basis, under an agreement 

the Small Business Administration has negotiated with the Post Office 

Department. The items include chalk, dusters, cards, badges, knives, 

rubber stamps and stools. Other classes of items are under study for in- 

clusion in the list. 

This marks the first SBA success in negotiating a small business 

set-aside by class. Only individual items were earmarked for buying from 

small firms in the past. SBA hopes to get other federal agencies to follow 

the lead of the Post Office. 

More than a million dollars worth of new-model computers, calculators 

and other types of business machines were exhibited at the National Sympo- 

sium of the Federal Government Accountants Assn. in the nation's capital. 

The recent two-day conference marked the first time that top financial 

authorities from federal agencies met with officials of the office equip- 

ment manufacturers to appraise current developments and explore future 

potentials in automation for financial control. 

Among the fancy named pieces of equipment were Marchant Calculator's 

"Deci-Magic," which automatically points off the decimal; Remington Rand's 

"Kard-veyer," a mechanized filing unit; Underwood's "Data-Flo" system, which 

combines electric typing units, tape readers and punchers governed by a 

master control unit; Cummins-Chicago's "Carditioner," which conditions and 

inspects punched cards; and Friden's "Flexowriter," an automatic tape writing- 

accounting machine. 

The Internal Revenue Service has ruled that an extra gift wrapping 

charge is not includable in the selling price on which the retailer's excise 

tax is computed, provided the charge is shown separately on an invoice or 

price tag or in the retailer's records. If, however, a gift wrapped article 

is sold for a stated price, the tax applies to that price. 

There is no pessimism about the 1959 business outlook among Washington 

economists, Government or private. ‘The more bullish, who include bank 

economists, look for an increase of 12 percent in the new year in the output 

of goods and services. This would put the Gross National Product for 1959 

at above the $490 billion mark as compared with the estimated level of under 

$440 billion for 1958. Many of the leading economists from industry are more 

cautious. They predict a GNP mark of a little over $460 billion, which would 

still represent a business increase of about 4 percent over 1958. 



Government economists are generally in between. They look for a GNP 

mark for 1959 of approximately $470 billion. 

Even the lowest expectation of $460 billion would result in the best 

year for business ever experienced. The highest mark ever reached was the 

$440.3 billion hit in 1957, despite the start of the recession in the later 

part of that year. 

Only two dark clouds loom over the generally cheery outlook. One is ~ 

that unemployment is expected to continue high in numbers throughout the Bmore tha 

year. The other is that inflationary pressures might break loose at some ~ 

time during 1959. A serious infletion could lead to the imposition of credit 

controls, which would curb sales of automobiles and other big-ticket items. © 

A new spurt in overall personal income will come about in February when 

the increased Social Security benefits voted by Congress will be showing up 

in mailboxes. The higher benefits average 7 percent for a total annual in- 

crease of about $900 million, At the same time public assistance payments to 

the states will advance $160 million a year. 

Congress will be off to a much slower start than in 1958. The reason ig 

that January 7 marks the start of the S6th Congress, and all legislation has 

to start from scratch. There is also the problem of committee reorganization 

resulting from the large increase in new Democrats who must be given essign- 

ments. 

Few major bills will be enacted in 1959 outside of the appropriations 

field. Starts will be made but legisletion moves slowly, so 1960 will be 

the big year for activity in Congress. There won't be much tax activity, 

though an increase in the gasoline excise and possibly in the automotive 

excise is almost a certainty. There will be a move to drop the excise on 

passenger transportation, but this is expected to fail. A big housing aid 

bill will be reported early by the House Banking Committee in an effort to 

forestall what shapes up as a construction slowdown in the spring because | 

the Federal National Mortgage Assn. is running out of funds to support the | 

mortgage market. 

Fair trade supporters will make the big drive for enactment of a new 

national resale price maintenance bill in 1959 with the hope of getting one’ 

enacted during 1960. Odds against the legislation appear to be increasing. © 

The Senate Small Business Committee recently published a report on its 4 

hearings into the operation of discount houses and failed to recommend a 4 

fair trade law, though the committee has been a leading advocate in the pasts 

Most businessmen appear to be scrapping retrenchment policies adopted 

during the recession. Federal statistics, however, do not yet indicate how 

strong an upward movement will develop in expenditures for plant and equip- 

ment and to expand inventories. Inventories in most lines of business have ~ 

been declining during 1958, but the trend probably reversed late in the 

year. Overall, the estimated liquidation of inventories during the year was 

$6 billion. This is expected to shift to a net accumulation of $3 billion 

for 1959, representing a production gain of $9 billion. 

The Small Business Administration is gratified at the response from 

persons applying to establish small business investment companies under the 4 

new law. The agency expects that a number of such companies will be actually 

lending long-term capital to small businesses by the end of January. z 



ore than 166 LIT-NING items 

waste baskets 

The famous Cliksnap steel cash box 

line and Rolledge steel waste baskets, 

formerly made by Central Can 

Company, are now part of the long 

Lit-Ning line of steel office accessories. 

These new items are in full production 

cash boxes in both Lit-Ning factories. 

As Lit-Ning’s line grows, so grow 

dealer profits. Look to Lit-Ning for all 

your steel office accessory needs. 

& a new catalog showing the complete LIT-NING line 

WRITE FOR YOUR CATALOG AND DISCOUNT SCHEDULE 
NATIONAL SALES OFFICES 
LIT-NING PRODUCTS COMPANY * 3907 Duquesne Ave. * Culver City, Calif. 

Please send me your new catalog and discount shee‘. 

FIRM NAME 

ADDRESS 

CITY STATE 

MY NAME TITLE 

LIT-NING PRODUCTS COMPANY ¢ FACTORIES: P. 0. 149 FREMONT, OHIO © P. 0. 3370 FRESNO, CALIF. 
= = = for more details circle 151 on last page 



~ - 4 
“ SK 

eo oe: deale: 
- — they feel 

Cp — Cds be in 19 

J © : rf in the w 
i you will 

> » i , optimistic 
O O MB good rea 

. m4 just hope 

other tw 
True, 1 

tailer in 
mistic, T! 
you get a 
good bus 
might saj 

7 but that 

might ac 
just a cl 
the deal 
formatiotr 

THE ALL-NEW CRAFTINT-TEAM eal 

* Yet, I 

of Paint-By-Number Sets... | think 
full-bodi 

i ' skeleton 

A complete new QUALITY line with sets to : verbal « 
I believe 

please EVERY PURSE and PERSON___! © New Package in our i 
: to an ou 

DON’T MISS SEEING THIS SENSATIONAL a 

LINE FOR '59........... BY CRAFTINT! nt -exami 
I'm n 

The 22nd Trade Show and Convention ime possi 

of The Hobby Industry... New Subjects! sl seo 
Chicago has his 

way, W 
Hotel Sherman - Booth 208 and 209 lional 

January 31st thru February 4th, 1959 vl . 

New Sizes! wm 
THE CRAFTINT MANUFACTURING CO. 1615 Collomer Ave., Cleveland 10, Ohio © 1958 

- + + for more details circle 114 on last page) MODER! 



sk 10 stationery and office 
dealers across the country how 

they feel business conditions will 
be in 1959 and what they expect 
in the way of sales increases, and 
you will get at least eight very 
optimistic answers. And, there's 
good reason for this optimism. I 
just hope you're not one of the 
other two. 

True, it is the nature of the re- 
tailer in our industry to be opti- 

mistic, These answers are the type 
you get almost every year. Sure, it’s 

: good business to be optimistic, you 
might say, and there is no question 

| but that you'd be right. And, you 
might add that what we hear is 

7 just a cloak of optimism and that 
the dealer really doesn’t have in- 
formation he can understand well 
enough to apply to his individual 
business to make a prediction. 

Yet, I don’t think you'd be right. 
I think what we hear today is a 
full-bodied business optimism, no 
skeleton of pessimism covered by a 
verbal cloak of optimistic chatter. 
I believe the vast majority of dealers 
in our industry are looking forward 
to an outstanding year in 1959, and 
I believe they have real good rea- 
son to do so. I further believe if 
you're not among them you'd better 
re-examine your outlook. 

I'm not going to recite here all 
the business barometers that indicate 

an excellent year of increased sell- 
ing and healthy economy. Everyone 
has his own favorite measure. Any- 
way, whether you look at the na- 
tional income, unemployment fig- 
ures, the market, national product, 
banking activities or — and this is 
anew and delightful one on me 

‘ages! 

jects! 

1988 
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No Mere Cloak of Optimism 

— the age and length of stay of 
the derelicts along skid row, it’s 
safe to say that the individual dealer 
has difficulty applying the overall 
picture to his operation. But, there 
are other good reasons for genuine 
optimism, and they are easily crystal- 
lized. 

Over the last several months, 
numerous quotations have been 
brought to the attention of retailers 
in our industry, and they have been 
made more and more aware of the 
vast potential their business can en- 
joy. Most of you have to be aware 
— perhaps in a vague sort of way 
— of the industry's potential, but 
I think much has been said and 
written recently to make the great 
possibilities ahead of us clearer. 
This, plus the general indications 
of favorable conditions, is what 
makes the firm foundation for what 
I think is genuine, full-bodied opti- 
mism and the reason for rosy view- 
ing of 1959. 

Let me list some examples of the 
quotations I refer to: 

Undoubtedly sales of electric type- 
writers will continue to account for 
an increasing percentage of the over- 
all market The portable type- 
writer market is dynamic and growing. 
A rapidly increasing number of school 
children are learning to use the type- 
writer advantageously and this use is 
carried. into their later life.’’ — Philip 
M. Zenner, Royal McBee Corp. 
“Stock business forms open a great 
field because they become part of daily 

business necessity. Customers can put 
off buying some items, but business 
forms in many different styles are an 
intricate part of each day's transactions. 
Properly introduced to your customers, 
the business forms department be- 
comes most important as a store traf- 
fic builder. Rogersnap Business 
Forms. 
"The increasing trend today is toward 
much finer appointed offices. The 
modern executive has learned that not 
only he but all of his employees can 
think better, work more efficiently and 
obtain greater results in every phase 
of business if he and they are sur- 
rounded with the proper furnishings.” 

- John Mossman, past president of 
the National Office Furniture Assn. 

Here you can see many specific 
areas of great potential open to 
every dealer in our field. With this 
potential in a favorable climate, why 
shouldn't 1959 be great? Why 
shouldn’t our optimism be sincere? 

Now, if you are one who looks 
pessimistically at the coming year, 
better consider these things. Or, if 
you are one who has feigned opti- 
mism, better also take another look. 
It can be a great year, but you'll 
have to make it one. 

A good place to start is in develop- 
ing your business in the areas where 
the above quotations indicate great 
potential. You'll then find other 
avenues for increased sales. There'll 
be no cloak over your optimism 
either. 

Happy New Year! 

MacethO Shane 



confident in the knowledge that paperwork does 

The Office 

ffice — The building, room or 
department in which the clerical 

work of an establishment is done. 
Study — A building or room de- 

voted to study or literary work; hence, 
any private room reserved for the use 
of the master of the house. 

What could you sell him? This home office of a traveling insurance supervisor includes three 
files, a bookcase, typewriter, stand, copying machine, two chairs and desk with accessories — 
no two items of the same vintage. 
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With an assist from the National Office Furniture Assn., a 

dealers are going after the home market, on 

i 
not end at the office door Pa 

intheHome —_ __ 1 

-- A Major Market Ke 

bod 

Den — A quiet, snug, private re- fice in the home,” a phrase that “A 
treat, as a room set apart for reading. pears in no dictionary but one 

Library — An apartment or series the National Office Furniture 
of rooms devoted to a collection of (NOFA) is promoting on a gf 
books. scale. It’s a new name for someth 

These are dictionary definitions that has long existed in some f@ 
which have some bearing on the “of- or other. And with the new nai 

there comes a new definition of 
market. 

The home office is a combinati 
of many things. It is a place in whi 
the clerical work of a family is domi 
a quiet room reserved for the | 
of the master of the house, a pri 
retreat set apart for reading and 
ing. 
NOFA estimates there is a 

for five million offices in the he 
among U. S. management men. 
survey indicated that 68 percent 
such men take work home with 
at least one night a week and thi 
55 percent have some office equip 
ment in their homes. 

With these findings in mind, NO 
FA’s 1,200 office furniture dealers 
and 400 manufacturer members have 
launched a campaign to encourage 
executives to take advantage of the 
conveniences and the tax allowances 
in furnishing offices in their homes 

The five million figure will appeat 
conservative if you broaden the market It is a a 
to include not only executives with ‘We. Statio 
homework, but also traveling sales § % Propet 
men and professional people with 4 the campai 
great deal of paperwork and, eventual A number 
ly, every home in the country with§ Spewriter 
its myriad family records on insurance, models des 

taxes, medical expenses, mortgages, @ "2 equi 
school reports, automotive expenses § Promoted 

and social correspondence. home offi 
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It is a market for more than furni- 
ture. Stationery and business machines 
@n properly be considered part of 
the campaign to equip home offices. 
A number of adding machine and 
ypewriter producers have introduced 
models designed for home use. Dicta- 
tion equipment, of course, will be 

promoted as part of an executive's 
home office just as it has been made 

MODERN STATIONER, JANUARY, 1959 

This cartoon from a brochure illustrates a situation that the office-in-the-home campaign aims 
to eliminate. The brochure promoting home offices was put out by WOFI, the Wood Office 
Furniture Institute. 

a familiar tool in hotels, motels and 
even airliners. Another sign of the 
times is the wall safe that is now a 

part of many pre-fabricated homes. 
The owner of a portable typewriter 

is quickly recognized as a prime pros- 
pect for home office furniture. And 
this is far from a shrinking field 
when total portable typewriter ship- 

ments by U. S. manufacturers are 

roughly a million per year. 
There are few items in a dealer's 

stock that can’t be used in a home 
office, but some products appear to 
be natural door openers in this mar- 

ket. One of them is the portable, 
which has found a place in many 
homes. Dealers who wish to sell home 
offices may suggest a better place. 

“The question of what to sell for 
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John R. Gray, left, NOFA executive director, 
launching of a campaign to promote offices in five million American homes 
executives and professional people who take work home. 

the office in the home,” says E. A. 
Napp of Napp Office & School Sup- 
ply Co., Manitowoc, Wis., “should 
be broken down as to whether it is 

a supply item or an item that is 
classified as a capital expenditure 
to be depreciated over a period of 
time. The easiest item to sell in the 
supply line is a desk calendar with 
plenty of room for making notations. 

In the capital expenditure category, 
we find it easy to sell a two or four 
drawer file with a well planned sales 
talk.”’ 

Record keeping is a function com- 
mon to all homes. This is clear from 
another dealer’s comment. 

“The small personal metal files 
with the handle on top have been 
about our best item for the general 
home office,” says Calvin S. Mark- 
well, manager of Markwell Stationery 
Co., Hays, Kans. “We carry about 
four different priced models of this 
type of file the year around, and 
find that they move pretty well all 
through the year. We try to keep a 
display of these files in our show win- 
dow most of the time. Inside the 
store we have a display of them in a 
prominent position at all times.” 
NOFA’s campaign is aimed primar- 
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and Melvin L. Levin, president, have announced for no 

At p esent. 

estimates the: 

work at home has been quietly gain. 000 offices 

ing momentum since the end of Worf tually are 

War II. With more offices in thimficent offices 

home, he sees a rapidly approaching A former F 

end to executives’ slaving under thei Mossman of 

proverbial midnight oil in their regu. phasizes that 

lar offices, Instead, he says, the & paign is not 
ecutive can dismiss his secretary gp work week, 
time, pack up scine homework and utilize better 
take care of it in his home offie spend on pa 
“following a restful dinner with th NOFA mem 
family and after the kids are put tof increase ef Fic 
bed.” to work witl 

Mr. Levin points out that offic conferences 
furniture suitable for the home dog ™ office mail, 

not have to be expensive. A denff 10 back 
home of fice: 

all on not 
but also on 
fiscal advan 

study or room corner can be furnish 
ed into a very attractive office space 

more than ordinary hom 
1 for the use of — furnishings might cost. Removing the 

homework from kitchen or dining show the 

room tables will be a move welcomed relationships 

by wives, he adds. A Florid 

Because of the business manage. has suggest 
ment required of modern homemakers, ff i9 this mat! 

ily at the executive who works over- Mr. Levin visualizes some offices in a den and 
time on correspondence, reports and the home with two desks, one for the fj “fice.” Sev 
professional literature. Melvin  L. executive doing his homework and *vare of the 
Levin, NOFA president from Boston, the other for the housewife-busines § they spons¢ 
says the trend manager. at a Home toward after hours 

This office it 
a corner and 

‘ti! = ) | 
- Ln. LOR 

Sirhan gah | bik hee hay it. sh m, : ca Linite>>- 

In a@ home setting like this, away from office interruptions, NOFA says executives can make 
quick work of their homework. 

MODERN STATIONER, JANUARY, 1959 § MODERN 



At present, the NOFA president 

estimates, there are fewer than 100,- 
gainfaoo0 offices in U. S. homes which 

Worle tually are furnished the way ef- 
n thim ficient offices should be. 
ching A former president of NOFA, John 
t thm Mossman of New York City, em- 
regu. phasizes that the home office cam- 
© ef piign is not needed to lengthen the 

work week, merely to help people 
and utilize better the overtime they now 

send on paperwork. He and other 
h th ™@ NOFA members say that home offices 

ut to increase efficiency by allowing a man 
to work without phone interruptions, 

offic conferences or the usual stack of 
docs ff office mail. 
den} To back up their sales talk for 

home offices, dealers will be able to 
spac all on not only efficiency experts, 
home but also on tax accounts to show the 

fiscal advantages and on sociologists 
ining fj t0 show the potential gains in family 

relationships. 
A Florida dealer, George Stuart, 

nage. has suggested that anyone interested 
ikers, | in this market should “‘stop calling it 
es in a den and start calling it a home 
r the @ office.” Seven Detroit dealers became 
and § aware of the potential last spring when 

they sponsored a cooperative exhibit 
ata Home Furnishings Show. 
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Prospects may be harder to find 
in the home office field than when 
a dealer is selling to offices along 
Main Street, but there have been a 
number of suggested methods for pros- 
pecting — display equipment at a 
builders’ show or home show, adver- 
tise on the society page as well as the 
financial page, or send direct mail to 
wives, 
NOFA is providing its dealer mem- 

bers some tools with which to culti- 
vate the office-in-the-home market. 
John R. Gray, NOFA’s executive dir- 

-ector in Chicago, said the national 
headquarters group plans to furnish 
information booklets and articles to 
enable retailers to understand how to 
counsel customers on taking advantage 
of tax privileges allowed executives 
who use home offices in connection 
with their jobs. And the Association 
will provide dealers with direct mail 
materials for sending to home office 
prospects. 

Mr. Gray said dealers will be pro- 
vided materials emphasizing how 
home offices offer a number of tax 
advantages. 

(1) Depreciation allowances on the 
furniture and equipment used in the 
home office. 

This office in the home of an association executive in Chicago shows what can be done with 
acorner and some office furniture. 

(2) Depreciation or expenses in- 
volved in decorating the home office, 
like painting, rugs, draperies, pictures, 
accessories. 

(3) The total cost of office sup- 
plies used in the home office for 
which the occupant himself pays. 

(4) A proportionate share of other 
expenses — heating, lights, business 
telephone usage, and even a propor- 
tionate share of the maid's salary for 
keeping the office in order. This cate- 
gory also includes a share of general 
maintenance, realty taxes, insurance 
and depreciation. 

Mr. Gray explains the depreciation 
tax allowance. 

“Suppose a man has a six-room 
house and used one room as an of- 
fice," he says. “The proportion of 
office expense to residence expense 
is one-sixth. Therefore he may claim 
a tax deduction of one-sixth of the 
expenses of the home, such as taxes 
or rent, depreciation on the building, 
the utilities and general household 
maintenance expenses. 

“If a man’s home is valued at 
$18,000, not including the land, he 
may deduct as a expense 
one-sixth of the annual depreciation. 
If 4 percent is the depreciation figure, 
then a tax deduction of one-sixth of 
4 percent of $18,000 is allowable.” 

The matter of getting income tax- 
deduction credit on an office in the 
home is a matter of reasonableness, 
says Howard A. Newman, NOFA 

general counsel. 

“If you use any part of your home 
as a place of business or office, any 
reasonable plan of expense apportion- 
ment will be approved by the Internal 
Revenue people,” he explains. “All 
you need to do to qualify is to regu- 
larly and legitimately conduct a por- 
tion of your business there. You can 
be entitled to a deduction even if you 
use your office in the home only 
during certain hours or in the even- 
ing, and despite the fact that your 
main place of business is elsewhere. 
It is ideal that one room should be 
allocated for business activities only, 
and furnished and equipped as such.” 

NOFA hopes that the home of the 
future will include a room for an 
office as normally as today’s home in- 
cludes a’ kitchen ‘or dining room. 

business 
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Consequences 

It’s easy to compile figures proving that you lose money on 
a transaction when you sell a small item and give delivery 
or other extensive service with it. 
statistics. Dr. 

It’s also easy to lie with 
Cross suggests you should not be too 

mindful of “averages” when considering customer service 

by Gordon @. Cross, PhD. 

Consulting Editor 

here seems to be increasing in- 
terest in the perennial problem 

of delivery costs. From all sides we 
hear office supply dealers bemoaning 

22 

the fact that they are spending too 
much on this phase of their opera- 
tion, It is not at all unusual to hear 

them complain that they frequently 
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“send a two-bit bottle of ink ce, 
across town’’. 

A suspicion exists that these claims 
are vastly over-emphasized, but the 
problem is a very real one. 

All of us know the situation js 
one which we have created ourselves 
When a dealer is small and just get 
ting started, he is eager to please his 
customers and to attract new ones, 
He will do anything to make a sak 
even if it means that he himself mug 
carry a small package to his customer's 
home or office. As his business grows 
however, he finds that it is no longer 
possible to give so much personal 
attention to each transaction. At this 
stage, he usually takes steps to bk 
sure that the customer receives “al 
service by establishing routines and 

procedures for such services as making 
deliveries. 

As the stationer continues to grow, 
however, he tends to lose his sense 
of personal touch with customers, He 
comes under the influence of ac 
countants and business analysts who 

show him that some of the services 
which he extends are completely un- 
economical. Of course they are. It 
is easy to prove with figures that cer 
tain individual transactions in any 
retail business are conducted at an 
apparent loss. If, however, we gave 

each transaction credit for the good 
will it engendered and for its value in 
promoting sales, then the picture might 
be entirely different. 

And what about the customer? He 
is not much impressed by the fact 
that the dealer has more business 
than he once had. In fact, as the 
service becomes more impersonal, the 
customer may become less loyal to 
the dealer. He probably continues to 
be a customer, but only through force 
of habit or because the service is good 
even if it is less personal. But let 
something interrupt that service and 
the door is open through which the 
customer may make his exit. 

So we see that growth of sales 
volume often reacts to make us have 
more concern over the cost of de 

livering small packages. These small 
transactions no longer have the im 
portance to us which they once had. 

It is a good idea to stop, now 
and then, to consider the nature of 
our business. In many ways we eaff 
our income by performing a service 

function fo 
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function for our customers. Of course, 
all retailers deal in the service of mak- 
ing goods readily available to their 
customers and therefore they are in- 
duded among the service industries. 
Essentially, they do not supply goods; 

they supply the service of bringing 
producers’ goods to the consumer. 
Many of our customers are unlike 

the customers of other retailers in that 
the merchandise we sell is used in 
the further conduct of business. Our 
customers know what they have to 
do for their customers and they expect 
no less from us. Their attitudes are 
different from those of people who 
buy from grocers and druggists. Those 

merchants are looked upon as a source 
of goods for the satisfaction of per- 
sonal needs or wants. Our customers 
look upon us as suppliers of services 
which help them keep their businesses 
going. Service is what we sell and 
service is what we must give. 
The cost of the services we provide 

is inescapably tied in with the prices 
which we charge for our merchandise. 
It is true that we lose money on a 
transaction when we sell a small article 
and give extensive service with it. 
But it is equally true that we handle 
many transactions which return a 
handsome margin and on which the 
cost of our services is relatively small. 
If we are to charge our customers 
according to the cost of our services, 
then we should reduce our margin on 
the large sale as well as increase it 
on the small sale. For example, it 
costs about the same to deliver a $300 
desk as it does to deliver a $100 
desk. Still we tend to think of our 
costs and expenses as a fixed per- 
centage of sales. 

All businessmen concentrate too 
heavily on averages and percentages 

in analyzing their operations. An 
average is an average because there 

are as many items below it as there 
ate above it. Removing those ele- 
mer.ts which are below average only 
moves the average higher. All trans- 
actions cannot be above average in 
their capacity to produce profits. 

The tendency to think in averages 
has had a devastating effect upon 
many department stores in the past 

few years. Because of this kind of 
thinking, they have lost a large part 
of their sales of lower-priced mer- 

thandise to the chain stores. In recent 
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years, they have been losing their 

sales of higher-priced appliances to the 
discount house, The discount house 
operator is too new to have developed 
restrictive percentages. The results of 
this shifting of sales has been so 
serious that the department stores have 
been busy devising an entirely new 
concept of -merchandising cost analy- 
sis. The new method has been given 
the name of ‘Merchandise Manage- 
ment Accounting”. By using this de- 
vice, they have discovered many start- 
ling facts about their actual costs 
of doing business. These facts are 
presented here to show that the prob- 
lem of business expenses of all kinds 
is not confined to the stationery busi- 
ness alone. 

It is all too easy to devise a scheme 
which will make the customer pay for 
small deliveries. One of the less of- 
fensive of these devices is the use of 

a minimum size order which will be 
delivered free. The worst danger here 
is that a very good customer may be 
antagonized if he is charged for an 
occasional small delivery. Yet no busi- 
nessman can afford to have different 
terms for one customer than he has 
for another. There is also the danger 
of antagonizing a small customer who 
may grow into an important customer 
in the near future. 

Another possibility for reducing de- 
liveries of small purchases is to es- 
tablish multiple packages of those 
items which give the most trouble. 
Multiple packaging increases the sale 
and makes the cost of delivery rela- 
tively smaller. This device may en- 
courage the purchaser to buy in larger 
quantities without the same degree of 
aggravation caused by minimum or- 
ders. 

There “is really no sound solu- 
tion to the delivery problem. Those 
retailers who have established a mini- 
mum purchase for free delivery have 

not done so without some cost to 
themseives. Department stores have 
lost much of their low-priced busi- 
ness to the variety stores. Any store 
which is willing to reduce its sales 
volume in some lines can certainly 

do it with minimum charges. The im- 
portant question, however, is how 
much business on higher-priced items 
leaves at the same time. 

Most food stores have long ago 
given up delivering food to the home. 

They have kept the food business, but 
they have had to reduce the margin 
on the food they sell. Discount houses 
take the stand that the customer who 
gets delivery should pay the costs 
of delivery. There can be no doubt 
that their point of view is the cor- 
rect one. Certainly any retailer can 
adopt this policy if he is content to 
do business on a merchandise margin 
of 10 to 15 percent as the discount 

houses do. 
We must all face the fact that we 

are in a period when much attention 
is being given to the changing costs 
of distribution. The really big re- 
tailers have changed their merchandis- 
ing and pricing policies to fit the new 
type of thinking. It is very doubtful 
if many stationers have reached the 
stage where they can completely dis- 
card traditional profit margins and 
service policies. To do these things 
presupposes that the dealer has a real 
opportunity to increase his sales vol- 
ume, It is true that retailers 
are educating the customers to ac- 
cept fewer services. But it is also 
true that they are educating the cus- 
tomer to expect smaller margins. 

The point, of all this is that our 
business is founded on a balance be- 
tween cost and income. We earn that 
income by providing certain services 
for our customers. If we are to reduce 
those services, we must expect to ex- 
perience a corresponding decrease in 
our margins. Until we are prepared 
to accept this decrease, we will be 
well advised to leave well-enough 

alone. 
If anyone feels that his situation 

is so unusual that he must do some- 
thing about delivery costs, then the 
best policy is to proceed with caution. 
He may get away with setting a de- 
livery minimum that is so low that 
no one could object. Once a policy 
of having a minimum is established 

it may be possible to increase the 
minimum as time goes by. However, 
to jump right into such a new policy 
with a high minimum in these com- 
petitive times would seem to be a 
very dangerous move. 

some 

Try comparing your delivery costs 
with your advertising costs and then 
decide whether the return from lib- 
eral deliveries is worth the cost. After 
all, deliveries are partly promotional 

in nature. 
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fashioned personal contact with the customer, 

business in a time of rapid marketing change 
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A a time when many stationers 
are single-mindedly reducing and 

even eliminating social lines in favor 
of complete specialization in com- 

mercial stationery items, Joseph A. 
Kempton, Richmond Office Supply 
Co., Richmond, Va., is just as stub- 
bornly maintaining and, in some in- 
stances, expanding his social lines. 

Primarily an office outfitter, with 

very large office supply, furniture 
and machinery departments, Mr. 
Kempton feels very strongly that social 
lines can play an important part in 
the most up-dated commercial sta- 
tionery firm. In fact, their absence 
can be felt in a decline in business 
through weakened customer relations, 
he feels. 

“The stationer who today discards 
his social and gift lines,” Mr. Kemp- 
ton says, ‘‘will, I think, have oc- 
casion to regret it in the future, A 

Jeneph Mennten stationery firm, just like a super- 
Richmond Office Supply Co. market or grocery store in their own 

Richmond, Va. fields, should offer a one-stop service 
on all stationery needs. A stationery 

store that does not sell social items 
is like a grocery store that refuses 
to sell sugar.” 

Mr. Kempton notes that the reasog 
many stationers are giving up social 

lines is because of the increased com. 
petition from other retail establish. 
ments, notably chain stores. It is true 
that competition from such outlets 
is stiff, he admits, but he does not 
feel that the stationer should fo, 
that reason give up the business in 
despair. “Don’t just hand it to the 
chains,” he says. “Remember, onc 
you have given the social business 
away, you will have a heck of a time 
trying to get it back.” 

Mr. Kempton’s credo is that diversi- 
fication in the stationery field, as in 
most other fields, is the best assur. 
ance of business stability and success, 
This is a lesson that many stationery 

firms learned during the Depression, 
he observes. He feels that his firm's 
continuation of the social line has 
helped give it a wide reputation as 
a stationery outlet, and that the result 

Keep the Handshake in 

No cut-and-dried merchandising 

techniques can take the place of old 

according to this stationer 

in the land of hospitality. Here’s how he 

keeps the “personal touch” in his 

This view from the front shows the office area and cash register at 
the rear of the store. Stairs at the right rear lead to the furniture 
display area, warehouse and repair departments. Gift department is 
in foreground, 
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has been increased business in office 
supplics and equipment. 

“In only very large offices is the 
buying of office supplies given over 

to a purchasing agent. In most small 

offices, supply buying is the job of 

one or two secretaries in the office. 
When they need supplies, they will 
call at the store they know best — 
and the reason they know it best will 
not be merely because it “specializes” 
in office supplies, or because it ad- 
vertises supplies in the local papers. 
They will know a store because they 

have been in it, have bought cards 
or gift items there. A store that offers 

such items has a necessarily wider 
dientele, and this clientele is the 
source of much office supply busi- 

ness.” 
Mr. Kempton equates the handling 

of social lines with the personal ap- 
proach to selling stationery supplies. 
In an age that concentrates on spe- 
cialization, Mr. Kempton feels that 
the personal approach tends to get 
lost in the shuffle. Yet the personal 

approach, he feels, combined with the 
stationer’s specialist approach to his 
products, is the strongest weapon the 
stationery industry has with which to 
combat the increased competition from 
chairis and similar ‘‘impersonal”’ retail 
establishments. 

“The theory of operation in most 
chain stores today,’’ Mr. Kempton ob- 
serves, “is to get the customer through 
the store as fast as possible, Carts 
are provided, products are arranged 
in eye-catching displays, and clerks 
are conspicuous by their absence. In 
a field such as the food field, in 
which the markup is very slight and 
profit is a result of volume sales, 
such an approach to marketing is 
highly appropriate.” 

Mr. Kempton feels, however, that 
too many stationers are trying to fol- 
low the lead of the chain stores, in 

a field in which such merchandising 
procedures are not so appropriate. 

“The markup on stationery items 
is greater than that on food items,” 
he notes, ‘and we do not have to 

Your Business 

Mr. Kempton's desk, at the far right, is close to the check out area, 
allowing him to keep a close eye on store operation and be within 
hailing distance if needed. He frequently uses his own office as a 
demonstration floor for furniture, machines or filing systems. 
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Temporary card display units were added before Mother's Day last 

lines. 

year to show a greater selection. 
side counters would be used for commercial items, or other social 

concentrate on volume selling in order 
to make a substantial profit on our 
investment. In a field like ours, im- 

pulse buying of single items becomes 
important, as this means plus busi- 

ness. Hurrying the customer through 
the store only inhibits impulse buy- 
ing, resulting in smaller and_ less 
profitable sales.” 

In short, Mr. Kempton feels, un- 
less a stationery store has a real traf- 
fic problem — and such, he notes, 
is seldom the case speeding traffic 
through the store is going to hurt 
business rather then help. 

Mr. Kempton describes the system 
in operation at Richmond Office 

Supply Co. as “modified self-service, 
or about half self service and_ half 
clerk service.’ Gift items, which fit 
the description of impulse items, are 
on open tables at the front of the 
store. Most commercial items and of- 
fice supplies, and such specialties as 
fountain pens, are clerk sold exclus- 

ively. 

In order to insure that customers 
make a wide circle through the entire 
store, many stores advertise ‘specials’ 

Under normal circumstances, the 

25 



Mr. Kempton, right, likes to give personal service to as many cus- 
tomers as possible. He's found that people prefer to buy at a store 
where they are known and recognized. 

from week to week, which are placed 
in the back of the store. Mr. Kemp- 
ton doesn’t often have “specials,” but 
he does place one item at the back 
of the store that insures that every 
customer must make a complete cir- 
cuit through: the cash register. 

“It has always been there,” he com- 
ments, ‘And there it will stay.” 

The greatest inducement to the cus- 
tomer to come in and browse, Mr. 
Kempton has learned, is attractive 
and frequently changed displays. 

Mr. Kempton’s belief in the im- 
portance of personal contact in the 
stationery business is apparent in the 
location of his office, right on the 
sales floor behind the cash register. 
In his opinion, the top man in any 
store should be as close as possible 
to its operation, keeping close per- 
sonal contact with both clerks and 
customers. That way he can meet his 
friends, keep a close eye on store traf- 
fic and even help out on sales when 
necessary. 

Of course, the proximity of the of- 
fice is also an advantage for the 

26 

customers. Queries and adjustments 
can be handled much faster, for ex- 
ample, and the customer gets to know 
the office staff. 

Mr. Kempton is aware that many 
stationers would hesitate to tie up a 
very large part of their sales floor in 
offices, His own office, however, is 
very definitely a part of the sales 

area. By using the most up to date 
equipment, and being able to show 
it in use in his own offices, he feels 
he has given a substantial boost to 
office equipment sales in his area. 
He often sells filing systems identical 
to that used by his firm, or demon- 
strates an adding machine right from 
his secretary's desk (he sometimes 
sells the desk too). Many people come 
in and ask about the partitions used 
in the office, and the firm does a 
good volume in such items because of 
its use — its conspicuous use — of 
them. 

Mr. Kempton feels that the use 
in the stationer’s offices of new, mod- 
ern equipment is a trend that cannot 
be reversed, “In the old days,” he 

recalls, “the average office equipment 
dealer had old trade-in equipment 
for his own use, and kept his modern 
equipment on display floors only. This 
is the wrong approach. The stationers 
office should be an example of the 
most up-to-date office techniques and 
equipment available. We should prac. 
tice what we preach. How can we 
expect the general office buyer to buy 
what we will not use ourselves?” 

The furniture in Mr. Kempton’; 
office, and those of his salesmen and 
sales force, is not pretentious. It does 
not represent the most expensive lines 
available. Although he is “sold” on 
wood for executive offices, he use 
steel in his own office and those of 
his men, feeling that steel is far more 
suitable for general commercial offices, 
The key word to describe the offices 
at Richmond Office Supply Co. is 
“functional.” 

Mr. Kempton’s ideas on store im 
provement are outspoken, “The ste 
tionery industry should be a leader 
in store design and improvement. At 
Richmond Office Supply Co. we try 
to keep improving the store as we 
go along. Too many stationers don't 
do anything to their stores for 25 
years, then they remodel at great ex 
pense and go another 25 years with 
out lifting a finger. I feel that store 
improvement should be a continuous 
process.” 

Mr. Kempton feels that the pro 
gressive stationer should make a com 
tinuous study of his operation, and 
should keep as close to it as poe 
sible, keeping in close contact with 
both employees and customers. He ob 
serves that his own business has been 
built up over the years on personal 
contacts made and continued, and must 
be built up in the future on more of 
the same. 

“When you go into a store you like 
to be known, don’t you? Well, I like 
to wait on as many customers as pos 
sible each day, and get to know 
them. It satisfies them, and it satisfies 
me. I’ve been in this business a good 
many years. It's basically people, and 
that’s what I like about it.” 

Everything in the store points t& 
ward this goal of personalizing the 
business — clerk service where need 
ed, an approachable office area and 
a well rounded line of social items. 
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( arbon paper is not a glamour item 
in most stationery stores, but the 

J. K. Gill Co. in Portland, Ore., 
found a colorful way to promote it 
recently, 
The promotion involved a contest 

in which more than a thousand people 
took the time to register their guesses 
on how often certain sheets of car- 
bon paper had been used. 
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Carbon Contest 

or Draws 1,198 Entries 

You may think there’s nothing very exciting about 

carbon paper. But here’s a West Coast store that used 

carbons and a novel promotion to create excitement 

An in-store display was set up 
in Gill's commercial stationery depart- 
ment, with the cooperation of a sup- 
plier. Three carbon sheets were shown 
and store visitors were asked to guess 
how often they had been used. Ballot 
slips were provided for the guessing 
and each ballot had to be signed by 
one of the store clerks. 

At the same time, a window dis- 

1% 

a we 

4 
2 

play featured carbon paper and an- 
nounced a portable typewriter as grand 
prize in the guessing contest. 

In an eight-day contest period, 
Saturday through Saturday, ballots 
were cast by 1,198 persons. Twenty- 
eight of these people actually bought 
a $5 box of carbon paper. And the 
store management feels that everyone, 
clerks and customers alike, learned 
a great deal about the quality of car- 
bon paper. 

Ten persons guessed correctly that 
the carbon sheets had been used 32 
times. A drawing was held to deter- 
mine the ultimate winner of the type- 
writer and consolation prizes of ball- 
point pens were given to the nine 

other correct guessers. Prizes also were 
awarded among the sales people. 

The top winner, a Thomas M. 
Culbertson, was not present at the 
drawing, but he phoned the store 
within minutes of the well publicized 
windup of the contest and found out 
that he had won the portable type- 
writer. 

Although most carbon is sold on 
phone orders or by salesmen calling 
on offices, it is evident the item need 
not always occupy a back shelf in 
street stores. 

Harold D. Gill of 
The J. K. Gill Co., 
Portland, Ore., dis- 
tributes ballpoint 
pens to consolation 
prize winners in a 
carbon paper promo- 
tion contest. 
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Not an element was overlooked 
when Goldsmith’s decided to 
do something about furniture 
displays 
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i igs general public and members 
of the industry alike react with 

delight when a dealer finds a better 
way to show his office furniture to 
advantage. 

This was the case last fall when 
Goldsmith's, Inc., in Wichita, Kans., 
held open house for three days to 
show its completely modernized Of- 
fice Furniture Design Center, with 
impressive displays in both wood and 
steel that are said to match any in 
the country. Some views of the new 
showroom are reproduced here. 

Unusual wall textures, lighting and 
room dividers were combined with 
deftly selected colors in carpeting, 
tile and accessories to demonstrate the 
great variety of treatments that can be 
adapted to please any taste or budget. 

From conception to completion, the 
modernizing of Goldsmith's large sec- 
ond floor office furniture department 
took two years. H. E. (Chief) Moore, 
treasurer and office furniture man- 
ager, had the idea already in late 
1956. A year later, together with Rod- 
ger M. Arst, a junior executive in 
the firm, he started the plans for 

the new office interiors. 
Now the store has added to its 

staff a young progressive interior de- 
signer, Robert G. Endres, to manage 
the design center. 

Any dealer who wishes to visit the 
new showrooms is promised a hearty 
welcome from the old and friendly 
firm. Goldsmith's was founded 65 

years ago by Ike Goldsmith, Wichita 
pioneer who died in 1944. The late 
Karl Zeininger was active manager 
until 1957, the year in which Gold- 
smith’s incorporated and Mrs, Fred 
Arst, a daughter of the founder, be- 
came president. Other officers include 
C. J. Maurer, vice president, and Mrs. 
Pearle Creager, secretary 
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Secretary of NOMDA 
| PRESSTIME NEWS 

Observing Anniversary 
Edgar Noll, secretary of the National 

Office Machine Dealers Assn., is observing 
his 40th anniversary 
in the office ma- 
chine business this 
year. 

In all that time, 
Mr. Noll has not 
strayed far from his 
starting place, New 
York City. New 
England, Baltimore 
and Central Penn- 
sylvania have been 

Noll his market for add- 
ing machines, bookkeeping machines and 
calculators. Only recently did he add type- 
writers to the list. 

Today Mr. Noll has two ground floor 
office-showrooms in downtown Philadel- 
phia. He features rental purchase and per- 
manent lease plans which he claims have 
been largely responsible for a constant 
growth in sales. His business philosophy: 
“Establish high standards in values which 
command full retail price.” 

Mr. Noll is a charter member of the 
Penn-Jersey-Del OMDA and served that 
group as president for two years. He has 
been on NOMDA's board of directors for 
two terms. Golf is rapidly giving way 
to travel as his main source of off-the-job 
activity. 

LePage’s Status Revised 
LePage’s has been made a separate 

division of Johnson & Johnson and will 
establish its headquarters in Metuchen, 
N. J., the parent company has announced. 
Robert J. Mortimer, 43, vice president 
of Johnson & Johnson International, has 
been named president of LePage’s. Le- 
Page’s was acquired by the firm and 
merged with Permacel in 1956. Perma- 
cel now also becomes a separate division 
of Johnson & Johnson. The company 
says the division of LePage’s and Perma- 
cel results in the logical separation of 
the consumer and industrial phases of 
its growing adhesives and tape busi- 
ness. 

IBM Division Sold 
One of the six divisions of International 

Business Machines, Inc., the Time Equip- 
ment Division, has been purchased by the 
Simplex Time Recorder Co., Gardner, 
Mass. Simplex says the purchase makes 
it the largest exclusive manufacturer of 
time recording equipment and systems. 
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The second annual observance of Pencil Week has been scheduled for Feb, 
23-28, 1959. Sponsored by the Lead Pencil Manufacturers Assn. to call attention 
to the wood-cased pencil as the nation’s primary writing tool, it was opserved for 
the first time last February. CLypE T. NISSEN, executive vice president of the 
Association, says marketing and sales aids for retailers of pencils will again be 
provided, built around the slogan, “Pencils Do More Jobs Better.” 

* * * * * 

Final plans for two big January sales rallies have been announced. North- 
west Travelers will sponsor their second such event January 19 at the Calhoun 
Beach Hotel in Minneapolis with four full hours of shop clinics for dealer per- 
sonnel and talks by PAuL MiLts, sales consultant; HOMER Lay, manager of 
NSOEA; and JOHN CHRISTIANSON, Quality Park Envelope Co. 

The Golden State Travelers have scheduled their 1959 Sales Rally for 
January 21 at Statler Hilton Hotel in Los Angeles. Bos LAUTERJUNG is chairman, 

oo * * * * 

Merveaux Typewriter Co., Cedar Rapids, Iowa, recently observed the 40th 
anniversary of its opening. VicTOR MERVEAUX opened the shop in 1918 and 
his brother, Robert, is now with him as a partner. CLARENCE BROCKMAN has 
been the firm’s service manager for almost 20 years. 

* * * * * 

CHARLES M. NATHAN, president of Charles M. Nathan, Inc., has been 
appointed chairman of the Office Furniture Division of the 1959 New York 
March of Dimes. 

+ 4 + * * 

A new company to be known as Waterman-Bic Pen Co., Inc. was formed 
when Marcet BicH of Paris bought a 60 percent controlling interest in the 
L. E. Waterman Pen Company, Ltd., Montreal. Waterman retains 40 percent of 
the stock in the new firm. The new company, according to a joint announcement, 
will introduce a line of inexpensive disposable ballpoint pens in U. S. markets, 
with initial production of 100,000 pens a day. The current Waterman line will 
be retained. Mr. Bich has three European pen manufacturing firms with com- 
bined sales of $18 million per year. 

% rt * * ey 

Representatives of 800 independent distributors of Reyal typewriters at- 
tended a distributors panel in November at the company's general offices and 
plant at Port Chester, N. Y. Each representative was elected by all of the dis- 
tributors in his region to attend the five-day panel sessions. Topics covered were 
product planning, marketing research, advertising and distributor relations with 
the company. Dealers had a chance to confer with department heads in the 
plant and other company executives. 

Ps * * * * 

E. T. KEELER of the E. T. Keeler & Co. firm of manufacturers’ representatives, 
Chicago, died suddenly in November at the age of 63. Survivors include his 
wife, RuTH H. KEELER, a partner in the business since 1940 when it was formed. 
She will continue to operate the business. In Grosse Pointe Park, Mich., death 
came at 78 to ARTHUR F. FEHN, founder of the Detroit Blue Print & Supply 
Co. 

* * * * * 

PHiL ALEXANDER, former vice president and general manager of Maverick- 
Clarke in Houston, Texas, has purchased the Cargill Printing and Stutionery Co. 
at 412 Capitol, Houston. He says the company will cover a 40-county area, offer- 
ing printing, stationery, engraving, business machines, furniture and complete 
office interiors. New vice president of the Houston division of Maverick-Clarke 
is Frep E. Prarr, formerly with Duke, Inc.. Wichita, Kansas. 
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— as distinctive and unique as your own handwriting. 

ail And there are further Olivetti advantages: 

(1) Full profit opportunities on every sale, 

for the dealer. (2) Full value for the customer. 

erick- 
(3) Powerful advertising support. Write to find out 
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how you can become an Authorized Dealer. 
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The theme of this 1959 Valentine's Day poster 
is repeated on streamers, counter cards, gift 
stickers, sales clerks’ badges and other full- 
colored sales aids available through the Of- 
ficial Valentine's Day Council, Inc., 124 East 
40th Street, New York 16, N. Y. The council 
recommends a_ two-week sales promotion 
period starting February 1 for dealers who 
want increased sales at regular markup dur- 
ing a traditionally dull month. 

Named Sales Manager 
Monroe Oppen- 

heimer, long  as- 
sociated with Ad- 
do-X in the field 
of dealer relations, 
has been appointed 
sales manager of 
Addo-X, Inc. Be- 
sides handling sales 
activities for the 
Swedish adding 
machine, he also 

Oppenheimer has under his juris- 
diction the Adler West German type- 
writer and the Roneo English duplicator, 
all of which are sold in this country 
by Addo-X, Inc. 

Dictate Now, Pay Later 
Businessmen and others can now pick 

up portable voice recorders anywhere in 
the country, keep them as long as neces- 
sary, and turn them in when finished 
wherever they happen to be for a rental 
fee as a resuit of an agreement by Dicta- 
phone Corp. and American Express, pro- 
moters of the new international credit 
card. Dictaphone has 172 offices and 
branches throughout the country. 

Eagle Pencil Company 
Has New York Opening 

Eagle Pencil Co., Danbury, Conn., open- 

ed its New York offices recently with 
open house. The offices are in the ney 
Seagram Building, 375 Park Avenue, y 
52nd Street. 

Occupying several suites on the 20% 
floor of the building, the new officg 
will serve as a home base for the firms 
New York sales staff, according to Harolf 
Selig, sales manager for the district. 

The space also will be used for execy. 
tive offices for Eagle officials, who wil) 
spend part of each week in New York. 

Those present at the opening include 
Henry Berol, executive vice president, ani 
David Price, vice president, sales, 

Harold Selig, left, New York district sale 
manager, and Henry Berol, executive vic 
president, were among the hosts at the open. 
ing of Eagle Pencil'’s new Manhattan offices, 

Onl y SE NE CAS oven CO. INC. 

Makes 

Best Known Name 

Precision-matic Made 

Fastest Seller 

Only a name known to millions 
attracts maximum customers... 
sells ‘em faster. Only Senco’s 
precision-matic machines turn 
out the quality and variety that 
brings in maximum profits. 

MAKE 

Selling Rulers 

PAY 

A COMPLETE LINE OF FULL KEYBOARD 
AUTOMATIC CALCULATORS! 

Senco is the trade 
name of Seneca 

Novelty Co., Inc. 

Now, for the first time, dealers may carry a full line of 4 
rotary calculators. Control S$ 
world-famous PLUS line of key-drive 
outstanding DIEHL line of full keyboard automatic caicu 
to the retail trade. 

ystems, Inc., distributor of th 
"machines, now offers the 

one of the world’s WRITE TODAY for full details of the PLUS-DIEHL dea 
Ask your nearby jobber for plan. it offers a complete new field for profitable calculator 
the profit-making Senco deal. PLUS-DIEHL Caiculator Division 

CONTROL SYSTEMS, I 
5 Beekman Street New York 38, N.Y. 0 

leading ruler manufac- 
turers located in Seneca 

Falls, New York. 

SENECA NOVELTY CO., INC. e 52 MILLER STREET e SENECA FALLS, N.Y. 
=I ! i 
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Open Letter to Jack Koerner 

Mr. Jack Koerner 

Dallas, Texas 

Dear Jack, 

A street address for you is unnecessary. Everyone in the Southwest knows “the 

man with the cane.” And almost everyone knows too how you took my daughter 

and established her and yourself in the Sovereign State of Texas. But do they 

know this? Now you’re taking my lines of the finest, the loveliest, the most 

beautiful PPG’s (that means “party paper goods,” Jack) to establish them 

just as firmly. 

You’re starting a permanent FREUND-MayeER showroom right next to your own 

in the brand new (you would say ferrific) Trade Mart. Then you’re going out 

to sell our imported PPG’s all over the “Big Four” — Oklahoma, Louisiana, 

Arkansas, and of course, Texas (which we Yankees still think is the finest state in 

the Union, Alaska included). You say you'll be selling to our regular customers 

and to many others we’ve never even heard of. You also told us that you'll 

keep us hopping in New York to fill your orders. 

Well, this is your send-off, Jack. The old man is with you 100%, so lets really 

do it up BIG. 

As ever, 

Your Dad 

Harold Mayer, President 

FREUND-MAYER & CO., INC. 

PS. 

Wait a minute, Jack. Dad’s only written half a letter. If you want to sell paper 

goods for Dad, you’ll surely want to sell toilet goods for Mom as well. So let’s put 

WaLLNER & Mayer in that showroom too. 

Dad brags about his PPG’s, but I don’t have to brag about my FTS’s (that means 

“fingertip towels and soap,” Jack). It seems to me that the more we import of 

these, the fewer we have in stock. And then there’s our pure, fine, hand-painted, 

casiile-base soaps in everyday and Christmas designs. Commissions on these 

should enable you to put a wireless telephone in your station wagon, and those 

little hand-painted, globe-shape bottles of perfume should pay for an 

indoor-outdoor swimming pool. 

It’s going to be quite a race to see whether you make more money with Dad or 

with me. Here’s more power to you, Jack. 

Love and kisses, 

Mom 

Julia Mayer, President 

WALLNER & MAYER, INC. 

- = = for more details circle 138 on last 
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U. S. Delegates Attend 
COMDA’s Convention 

A number of United States delegates 
were on hand in October for the Ninth 
National Convention of the Canadian Of- 
fice Machine Dealers Assn. The three-day 
meeting at Quebec City’s picturesque 
Chateau Frontenac was the group's first 
convention since COMDA'’s affiliation with 
NOMDA. 

In attendance from south of the border 
were Charles Meyers, president of NOM- 
DA, and Harold Steinke, Sam Stein, Nick 
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Ve" 7? ’- ry 

Aa 

the Original 

FINE POINT 

AUTHENTIC* 

BALL POINT 

STENO PEN 

NON-REFILLABLE #F-467 
Especially designed for stenographers and others who 
prefer a fine ball point pen for writing, taking notes. 
Dainty white plastic barrel with handy phone dialer cap 
... gold clip. Permanent, non-transferable, non-smudg- 
ing ink in giant 6” brass cartridge, pre-tested, meets 
U. 

‘ieee Write for your FREE SAMPLE ———— 

©up coinc.| 

*ONLY THE AUTHENTIC NATIONALLY 
ADVERTISED LINDY PEN CARRIES THE 
LINDY UNCONDITIONAL GUARANTEE! | 

nalelalehicla i acte mo} 

THE LINDY PEN CO., INC. 

S. Govt. Spec. TT-1-562. 
10 colors: color of cap denotes color of ink. 

LINDY SALES CO., Dept. J-F467 
9601 W. Jefferson Blvd., Culver City, Calif., U.S.A. 

Company 

Buyer 

Address 

City 

Zone State 
Foreign addressees please include one dollar (American) 
to cover packing and mailing. 
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New executives of COMDA are, left to 
Ted Costain, second vice president; 
Vigeant, past president; George Fox, © 
director; Herb Blake, president; 
Kaiser, Quebec director; Doug Waters, 
vice president; Stan Golding, secretary; gu 
Peter Maag, treasurer. 4 

Presentation to James P. Ward, left, Chicago, 
of a plaque for 50 years service in the 
fice equipment field was made by Roge 
Vigeant, past president of COMDA. 

Fucci, Steve Kantor, George Adley, Edgari 
Noel, Edward Pfitzenmaier and James P 
Ward. 

Mr. Ward, of Chicago, received a plagu 
at one of the luncheons citing his 
years of service in the office equipmemt 
field. 

Officers elected by COMDA for 
coming term are Herb Blake, Blake Type 
writer Service, Hamilton, Ont., presidéd 
Doug Waters, Montreal, first vice pi 
dent; Ted Costain, London, Ont., seé 
vice president; Peter Maag, Montreal, i 
surer; Stan Golding, Hamilton, secretaty 
and six directors — George Fox and Bum 
Stevens of Toronto, Keith Watts of British 
Columbia, A. Harriman for Manitobe 
Adolph Kaiser for Montreal and Wilf 
Martel for Quebec City. 

The program included a talk by Lam 
Henderson, CBC news commentator, ai 
a panel discussion of service problem 
by four of the industry's top service mat 
agers in Canada. Moderator was Gem 
Rudner, National Typewriter, and membes 
of the panel were Harry Hishon of Royal 
Terry Ashford of Underwood and Rust 
Bell of Remington Rand. 
COMDA decided to hold its convention 

annually in the future and picked t& 
Toronto area as the site of the 1959 fall] 
meeting. 
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ecutive Techniplan offfice of Assistant to President. 

New Executive Techniplan® 

offices at Tool Steel 

Gear and Pinion Company 

ool Steel Gear & Pinion Company chose 
lobe-Wernicke Executive Techniplan for 
s functional design, efficiency, and color 
elections when their offices were recently 
emodeled. As steel fabricators, company 
xecutives knew the strength, beauty, and 
onglasting qualities that only steel im- 
parts. They also knew this equipment will 
have the “ever-new” look and be virtually 
maintenance-free for many years. 

Visible Record Tray is con- 

cealed in desk arm slide 
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Facts always at your fingertips. 

n exclusive G/W feature available for 
Wl Streamliner® Metal Desks is the unique 
esk arm slide with visible card record 
ray skillfully concealed within it. When 
nstant information is needed, simply re- 
tase the slide’s knob latch and pull out 

visible card record tray. The arm 
lide may also be used in the conven- 
onal way. A concealed locking device 
ures privacy for the 50 5” x 8” record 

ards held by the tray. You can show 
jour customers how this inexpensive visi- 
card record tray and arm slide 

puickly pays for itself by its indispen- 
able service. Desk Arm Slide Visible 
ard Record Tray ... Stock No. D-5058. 

New MIM study shows how typists’ work 

output, efficiency can be increased 15% 

G/W Sec-Tray® stationery compartment helps typists do more work in less time. 

A recent motion study, made in accord- 
ance with universally accepted Methods- 
Time Measurement, proves that G/W’s 
patented Sec-Tray can increase typists’ 
productivity and output up to 15%. 

G/W’s exclusive Sec-Tray fits under the 
Arc Swing typewriter platform, adjacent 
to the typewriter where supplies are 
needed. The Sec-Tray eliminates twisting, 
turning, stretching for supplies. Its use 
not only reduces end-of-day fatigue, 
but makes the typist’s job easier, and 
helps increase her accuracy and efficiency, 

allowing her to get more work done in 
less time. When not in use, Sec-Tray slides 
easily under the platform into what was 
formerly dead space. 

Globe-Wernicke has available to dealers 
a Salary-Savingram that graphically 
shows actual dollar and cent savings ac- 
cruing from using Sec-Tray. From the 
Savingram, both weekly and yearly sav- 
ings can be instantly figured for any 
office, regardless of the number of typists 
employed or their salaries. Sec-Tray Sta- 
tionery Tray . . . Stock No. 1. 

20,000,000 Reasons for 

hecoming a G/W Dealer 

Globe-Wernicke advertising reaches buy- 
ing management through outstanding full- 
color and black and white ads in 18 
leading news and business magazines — 
actually more than 20 million selling 
advertising impressions! A power-packed 
Sales Aid Program gives G/W dealers 
local impact. It will pay you well—and 
cost you nothing—to clip and mail the 
attached coupon for complete information 
on becoming a G/W dealer. It can lead 
to an entirely revitalized business for 
you. Remember . . . Success Depends on 
the Strength of Your Line. 

The Globe-Wernicke Co. 
Dept. DM-1 
Cincinnati 12, Ohio 

Information on this page interests me. 
Please send me details on a Globe- 
Wernicke Dealership. 

Name 

Company____ 

Address 

City State. 
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NEWS during ceremonies at Wausau, Wis. James * . * * . * * . * ° * 7 . . -_ 
Ward of Ames Supply Co. was guest 
speaker. President is L. C. Jensen, 

Charters Presented ” esc J 
To 2 NOMDA Locals ote 

Two new locals of the National Office 
Machine Dealers Assn. received their 
charters during October. 

A Northern Colorado OMDA with 13 
charter members held its charter banquet 
at Fort Collins with one of the charter 
members of NOMDA present, Louis 
Santangelo, Sr.. Denver. K. M. Ford of eS 
Boulder is the local’s president. NOMDA Divisions Hold 

A Central Wisconsin group received its Informative Meetings 
charter as NOMDA’s 43rd local affiliate From Grossinger’s in New York to 

helpful publications have been 
sent to all NOMDA members recently, a 
copy of the “Cost of Doing Business” 
presentation at the 1958 convention and 
a copy of the panel discussion presented 
at the same meeting by the manufacturers 
division. 

Wabash System Selling 

pays big profits because it solves a big 

organizational problem for your customers 

Efficient record keeping is a goal companies work toward. If 

management can be shown that Wabash Indexing Systems save 

time, not only for the file clerk, but also for the executive, you 

have taken a big step toward making a sale. Wabash System 

Selling is a tool that makes your selling job much easier. You 

can prove the greater efficiency and value of Wabash products. 

Wabash is now expanding its dealership organization in certain 

areas. Write for full details today. 

We have a sales method that will work for you! 

Wabash System Selling lets you conduct a thorough indexing 
analysis and submit a proposal that includes complete costs. 

Wabash Filing Supplies, inc. 

385 South Wabash Street « Wabash, Indiana 
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the Top o’ the Mark in San Francis 
NOMDA officers and members had ; 
busy and informative round of | fy 
divisional meetings. 

Western members of the Nationg 
Office Machine Dealers Assn. heard Py 
McWilliams’ valuable discussion of “Thy 
Cost of Doing Business.” They aly 
gathered information on the leasing ¢ 
office equipment, the OMDA group jy 
surance plan and the business of offig 
machine wholesaling. Twenty-five part. 
cipating manufacturers had display ap 
hospitality rooms at the Mark Hopkin 
Hotel. 

New officers of WOMDA  inclu& 
Vern J. Booher, San Pedro, Calif., pres. 
dent, succeeding Jerry Rudrauff of Sq 
Diego; Jay Balch, Alameda, Calif., firy 
vice president; Lynn Roper, Seattle, se. 
ond vice president; and Howard (Doc 
Cure, El Cajon, Calif., secretary-treasure 

The 1959 meeting of the Westen 
division will be in Seattle. 

A total of 13 speakers were schedule 
for the Eastern Division’s meeting 4 
Grossinger’s. One o: the major talk 

& 4 
Between business meetings at Grossingers 
James O'Neil, left, retiring president of 
NOMDA's Eastern Division, got together with 
Charles Meyers of Miami, national presideni, 
and Harold Mann, right, the Association's ex 
ecutive secretary. 

given by Nell Lee Litvak of Cole, 
Fischer & Rogow, Inc., advertising 
agency, concerned “Humanizing the Sale 
of Business Machines.” 

“The business machine industry stands 
as one of the finest testimonies to the 
inventive achievement of man,” the 
speaker said. “Would you say honestly 
that the market place for these machines 
is on par and keeping pace with this 
achievement? Here is man, a tool-using 
animal. And here you are, with some 
pretty fabulous tools to sell him! The 
great strides being made in color, design 
and performance will do you no good 
unless you develop some pretty ingenious 
marketing methods to match them.” 

Other talks covered the duplicator 
market, electric typewriters, copying m& 
chines and addressing and mailing equip 
ment. 

Elected president of the Eastern O 
Division was Ed Phitzenmaier of 
more, Pa. He succeeds James O'Neil @ 
Boston who became chairman of 
board. Other officers include Hemi 
Gewirtz of Boston, first vice presid 
Noel G. Grover of Upper Darby, Pas 
second vice president; Samuel Stein of 
New York, treasurer; and Sam Krivia § 
of New York, secretary. 
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the newest idea in Office Pens 

..- since the Quill! 

Includes 

Many Completely 

New Features: 

Special non-roll taper top. 

Full-size refills cost less than 

10¢ each in dozen lots. 
/ / 

At /ast: A refillable bail pen } Choice of points: general office, 

stenographic, accounting, etc. 

designed for business! 

Full-size refills at less 

than 10¢ each in quantity! 

Completely leakproof and refillable. 

Rounded writing grip designed for 

writing comfort. 

Developed after years of research, / Y | Color of barrel identifies color of ink. 
the new Scripto TOIO has proved in-use f 
savings up to 66% of the cost of 
old-fashioned writing instruments. The y / A COMPLETE SERVICE 

New Scripto Business Pen is specially ; FOR OFFICE AND FACTORY 
designed for foolproof, economical use. WITH ALL THESE ACCESSORIES: 

Economy priced desk base 

Memo pad and pen holder 

Retractable model with clip for 

away-from-desk workers. 

SPECIALLY LOW-PRICED FOR OFFICE USE— 
ASK YOUR STATIONER FOR QUOTATIONS. 

Pome 
Scripto, Inc., Atlanta, Ga.—Scripto of Canada, Ltd., Toronto, Canada—Scripto Products available in Canada at slightly higher prices. 
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NEWS 

Baltimore Stationery Co. 
Shows New Quarters 

Baltimore Stationery Co., Baltimore, 
Md., climaxed a year of growth in 1958 
with an Open House celebration in Octo- 
ber at the firm’s expanded quarters 
Earlier in the year the company had 
purchased a five-story adjacent building 

Much of the new space is devoted 
to office furniture and the open house 
was combined with a showing of Gen- 
eral Fireproofing’s new Italic Styling. 

There is a large first floor sales room 
with a wide selection of o/fice furniture. 

Aa 

Original building of Baltimore Stationery Co. 
is on the right. The adjoining corner build- 
ing was purchased in 1958, roughly dov- 
bling the firm's space. 

The second floor includes an open show- 
room and also five model offices of Italic 
styling designed by GF decorators. The 
second floor of the original building is 
semi-divided by attractive planters. Addi- 
tional office ensembles are shown on the 
third floor, including a display of various 

Open house visitors included some from 
nearby Washington, D. C. Seated is Charles 
M. Mortensen, general manager of NSOEA. 
Standing, left to right, are Homer Lay of 
NSOEA; William W. Jones of Baltimore Sta- 
tioner Co.; and John A. Busch, manager of 
the firm's stationery department, 

let a pretty face stimulate sales for you! 

trom the Flower Wedding Line 
" 

Regency Heliograving (nx » be confused 

é 

metal and plastic chairs in vivid olorg, 
The Sales Meeting Room and Dec rating 
Department are also located on this floog 

Color is used in profusion throughout 
the display areas orange, green, yel. 
low, beige, purple, brown, gold, gray 
red and white 

Office accessories, in addition to being 
shown in the various furniture §! oups 
are also displayed together where j 
customer can compare any item with 
similar merchandise. Ash trays, desk 
decorations and smaller pictures ag 
shown on shelves of a long shadow bog 
with pegboard back 

The company's next project, according 
to William W. Jones, executive vig 
president, will be modernization of the 
front of the building. 

Don McClure, left, vice president of Gener 
Fireproofing Co., shows desk to George W. 
Warren, Jr., and G. A. Bunce of the City @ 
Baltimore Purchasing Department. 

Ma and Mrs Shen rd 4 é AMON 
VENETIAN 

AM end Ma . Henne th B. Minti ~ 
FLORENTINE 

CKr and Hus. Wiz me 2 Benn ng 
FLEMISH 

rc) oN =) Ps 
MN. ond Jiro. Hor Odward 

RIVIERA 

Wr. and Mrs. Arthur R. Broderick 
FLORIDIAN 

Mr. and Mrs. George R. Werylord 
ROMAN STYLUS 

Mr and Mrs. Samuel McKinley Ford 
BASQUE 

Mr. and Firs. Thomas Barry Nichols 
LONDON TEXT 

most popular faces of the year! 

by Regency 

@ joined letters in exclusive new scripts! 

ith engra 
stimulates sales for you with all these extra advantages: 

@ new effects with superimposed and angled letters! 
@ sharper, more legible letters! @ superior craftsmanship at an amazingly low price! 

Z id E E ; Flower Wedding Line Catalog features a complete 
selection of all the most asked-for nae Postpaid shipment within two days of order! Fu// 50% discount = Sy 
address your request on your business letterhead to: ge 

REGENCY THERMOGRAPHER 
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28 West 23rd Street, 
New York 10, N. Y. 
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sales ammunition for Burroughs dealers! 

: a new bargain-priced, electric Burroughs 

ee ‘ ten key adding machine. It’s built to 

carbon paper. It’s set- Burroughs famous quality standards 
ting new sales records throughout with many of the features 
every day! found in the de luxe models! 

a new and high-quality Burroughs cash the expanded line of Burroughs ten key adding 

register at a new low, low price to meet machines now available to dealers, including 

your competition. Accurate, handsome models with capacities up to a billion dollars. 
and durable—a true value that will bring Now there are ten key adding machines to 

you bigger sales! satisfy every customer need! 

That’s how Burroughs is giving all-out sales support to dealers! New products 
for new markets, competitively priced to send sales soaring. 

Now Burroughs dealers have something for everybody—from bargain specials 
to de luxe models. How about you? Whether or not you already handle 
Burroughs products, look into this lucrative profit picture from all angles. 
For full dealer information, write Dealer Sales Department, Burroughs 
Corporation, Detroit 32, Michigan. 

Burroughs adding machines and cash registers. 

Burroughs—TM. 
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with new AY eA aesive 

Yes—labeling file folders is 
now fast and clean—no longer 

a chore. There’s no sticky, 
gooey sponge to wet and handle 
..-no bad-tasting mucilage 
to lick. Avery labels are on at 

the touch of a finger... 
easily, neatly and quickly. 

They’re color coded—in a selection of 10 beautiful colors 
plus white—for fast, positive identification and reference. 
Improve the appearance of your files by color-coding 

and relabeling each folder with Avery adhesive File 
Folder labels. Expensive folders can be re-used and 

still remain neat and presentable in your files. 
Filing can be fun—if you do. They'll make your job 
easier—and a boss’s business more profitable. | 

use...and color-coded, too! 

Available from your ; 
stationery or office 
supply dealer—in 
sheets of 8 labels 4 
with guide lines 
for uniform j 
ping—and 

the last label 
won't slip in 
the typewriter 
because of the 
extended back- 
ing sheet! 

AVERY ADHESIVE LABEL CORP., Div. 116 
117 Liberty St., New York 6 * 608 S. Dearborn St., 
Chicago 5 + 1616 S. California Ave., Monrovia, 
Calif. * In Canada, 48 Haas Road, Toronto 15, 
Ontario * Offices in Other Principal Cities. 

1 
Completely | 
revolutionizes | 
office filing— | 
See them... try them 
today! Write for your | 
FREE samples of Avery | 

| 
| 
| 
| 

My Name. 
file folder Labels— 

Position. 

... Then BUY 
them at your 
stationery dealer! 

Address 

City State 

| 
| 
| 
| 
| 

Please send me samples of Avery file folder Labels. : 

| 
| 
| 
| 
| 
! 
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NEW PRODUCTS ... (Continued from page 1) 

“Light Slam” Valentines 19 
Barker Greeting Card Co. hy ( 

announced its new Valentine fing 
which again features the humoroy 
“light slam’’ style that has prove 
popular. The company will seq 
samples or have a salesman «lj 
on request. 

Accountant Sheets 
A complete line of Accountants’ 

Analysis Sheets, in pad form with 
50 sheets to the pad, is announced 
by the Accurate Analysis Pad Co. 
The sheets are pen ruled in green 
and brown on their special No 
Glare buff bond. Pads are punched 
with two round holes at the top 
and come in four sizes, the smallest 81” by 14” and the largest 
14” by 34”. The number of columns varies from two to ® 
with or without ‘Particulars Column.” 

Cabinet Benches 
A new line of cabinet benches 

Bay Products, Inc., is known as the 
“handicabinet” line and is specifically 
designed to keep tools and equipment 
used at work benches orderly and @ 
hand. The storage cabinet is plac 
neither below the bench nor on the 
bench but is carried across the surfate 
leaving a full foot of working room 
beneath. There are no supports or 
structions underneath the cabinet. 

full 30° working depth of the bench is clear and a) 
for use. t. 

List Finder Refills 

In view of a nationwide trend 
toward telephone number change- 
overs to facilitate easier long distance 
dialing, The Bates Manufacturing 
Co. has introduced a compact tele- 
phone index refill merchandiser. 
Designed for counter or wall display, 
the merchandiser holds a total of 
30 refills. There are five different 
styles of refills for all Bates models 
and the merchandiser carries six of 4 
each style. Each refill is packaged in a pastel colored env 

Portable Typewriter 
The recently introduced DeJut 

Triumph Kwik-Riter typewriter his 
been designed to retail at $11495 
It has the same tempered spring 
steel type bars and accelerated action 
that other Triumph models have 
Features include a long lasting two 
tone ripple finish, double frame 
construction, 44-key 88-charactet 

keyboard, paper diverter, erasure bar, transparent index card 
holders, magnesium alloy carrying case, automatic and manual 
ribbon reverse and single, double and half spacing. It is avait 
able in pica and elite type only. 

(Continued on page 42) 
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US. PAT OFF 

Six or sixty, no one can 
resist the urge to try thei: 
hand at Textile or Dek 
All painting! And _ these 
are the colors and sets they 
ask for — time after time! 

ONLY PRANG has the basic 
range of colors from which 
all tints and shades are 
easily made! 

ONLY PRANG has the per- 
ma-tizing extendor which 
guarantees maximum wash- 
fastness and lightfastness. 

Nationally advertised for 
consistent over-the-counter 
sales! 

DEK-ALL 

TEXTILE 

COLORS 

Complete kits brightly packaged, carries Good 

DeJur- 
iter has 
$114.95 

spring 
d_ action 
ls have 
ing two 
> frame 
character ss a Housekeeping Seal. Attractively priced. Write for 

manual new sales helps today! Dept. MS-62 
is avail 

THE AMERICAN CRAYON COMPANY 

SANDUSKY, OHIO NEW YORK 
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| 

| NO. 250 IMPERIAL EASEL 

A professional studio easel with added support 
on both sides of center post. Large canvas 
holder and utility tray with palette holder fully 
adjustable by means of metal ratchet... 
designed to provide better support for large 
canvases. Adjustable metal stabilizer 
and other hardware plated to resist corrosion. 

List price $15.00 
FOB: Glendale, L. | 

NO. 83 MASTER EASEL 

Anco’s traditionally popular studio easel now 
even better than ever! New unique 

construction provides easier adjustment of 
tray and canvas holder with built in palette 

holder. Large easy tightening thumbscrew- 
and-steel plate assembly prevent tray 

slipping even with 100 Ib. weight. 

List price $12.00 FOB: Glendale, L. I. 

Please write for literature mentioning this publication. 

| 
ANCO WOOD SPECIALTIES, INC. 

GLENDALE 

PRESENTATION 

EASEL 

T. M. reginered 

H At last, a well constructed, 
reasonably priced lecturer's 
easel...which won't tip 
over! For sales presentations, 
lectures, demonstrations, 
displays. 

$25.00 List Price 
FOB: Glendale, L. |. 

EASELS MADE OF WOOD STAND UP BETTER! 

@ 28” x 36” chalkboard with padholder @ 2 28” trays (2nd bs 
tray for storage) m Easy height adjustment: 44” to 80” = | 
Portable = Compact ™ Solid construction @ Attractive finish | 

Please write for literature mentioning this publication. 

ANCO WOOD SPECIALTIES, INC. 

GLENOALE 27 ae 
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Printing Calculator 15 
% A new Addo-X model 3541E 

. = printing calculator has a separate 
“finger-shaped” keyboard for rapid 
and accurate multiplication. The 
operator has only to set up the 
multiplicand and the multiplier on 
the keyboard. When the total key 
is depressed, the result is ob- 
tained instantaneously. Multipli- 
cand, multiplier and product appear 
on the tape printed clearly and 

: - 2 distinctly. The new model also has 
automatic subtract-multiplication and an exclusive decimal point 
indicator which is easily set in any one of nine different posi- 
tions. The machine has an accumulating register and is 
described as well adapted for a variety of calculating jobs. 

Magnifying Glasses 
The Testrite Instrument Co. has 

announced a line of hand-held read- 
ing and magnifying glasses made 
with lenses imported from Japan. 
They are available in sizes ranging 
from 21,” to 41,” in diameter at 
prices from $1 to $3.50. The line 
also includes a 2” by 4” oblong 
reader with a plastic frame and 
offset handle. A three color display 
card is provided with a_ special 
set of 10 reading glasses. 

c i ry . 

Lessie wooinel | 
ep is “ 7, | 

is 

j gins ink spells colle for aS 

Valentine Cards 

Box Cards offers a complete line 
of Valentine Cards in color. Of the 
two of them pictured here, the one 
on the left by William Box says 
“You're a livin’ doll.” The one on 
the right, by new artist Dave Falcon, 
says “You need me” on the outside 
and “This is a paid advertisement’ 
on the inside. Brochures are avail- 
able showing the entire line. 

Data Recorder 18 
Minnesota Mining and Manufae. 

turing Co. has unveiled an adaption 
of its Thermo-Fax copier called 
the Merchandise Data Recorder, The 
unit was designed to be part of 
a new merchandise control system 
which can provide department store 
a faster, more accurate record of th 
movement of goods. Merchandise 
tags are inserted into the portable 
recorder and information from them 

is copied on a special reel of paper tape. Information on th 
tape is transmitted to any standard card punching machine o 
computer by a centrally located companion unit, the Merchandise 
Data Converter, made by Automatic Records, Inc. After testing 
in a large department store, the new system was reported to 
offer a higher degree of unit control accuracy, faster movement 
of goods and fewer delays because of error than before with 
hand copying of inventory and sale data. 

| MGGINS OT a } Saes 
ory ae 1 

9 ise as 

HiGGiAs 

« 
SiGgins 

HiGGIRS AGINS NGGIAS MGGInS aes Sees sete a {GGIRE se 

1 fast-moving Sal€S backed up by the biggest demand in the field. 

- increasingly higher sales and Higgins users keep increasing. 

3a profitable saleS assured by your dependable Higgins mark-up. 

a repeat SaleS because Higgins users always come back for more. 

So, better check your Higgins stock now 78 years of service 
In Four Blacks, White, and 16 Colors 

to the industry 

HIGGINS INK €O., INC. 271 ninth st., Brooklyn 15, N. ¥. 
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take the 
Customers clamor ~~ 

BEE LINE 

for profits ! 
all-in-one 

carbon sets AQUABEE 

. because ITS cuts Trademark of America’s most complete 

stationery costs and typing P : line of quality Drawing Papers! 

time up to 20%! . a e Drawing Papers e Tracing Papers 

Manufge. ITS offi the clean, naagnce ° Watercolor Papers e White and Colored 

adaption ng icient way to make e “Canvaskin . Charcoal Papers 
© call copies of correspondence —o- In Rolls, Sheets, Wire Bound Books 

der, The and other typewritten 

Ae material. | American Watercolor Society 

nt se | Handmade Watercolor Papers. 

nd of EVERY cney | Endorsed by famous 

portable FIRST COPY | watercolor artists! Also 

om them a WITH “ITS” ae — | available in a Student Grade. 

nl write for brochure, 
rchandise samples and prices 
Tr testing . e 

one | @ paper Cco., tne. 

ore with * 
100 Eighth Street ® Passaic, New Jersey 

wasnun New HAMPSHIRE “The Home of Artists’ Papers” 
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WORDS OF WISDOM 

PEOPLE 

BUY : “OouR horizon 

IS NEVER quite 

at OUR ElBOWS” 

HENRY DAVID THOREAU 

Over 7,000 dealers throughout the United 

States have proven their wisdom by stocking 

SPHINX TYPEWRITER PAPERS — truly 

a great leader in the stationery field... A 

paper for every office need! 

PAPER CORPORATION 

240 West 18th Street © New York 11, N. Y. ai 

SOUIS MELIND COMPANY © 3524 NORTH CLARK STREET © CHICAGO 3 A - 
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Contemporary Card Album 19 
Greeting card merchandising 

gets a novel twist with intro- 
duction by Hallmark Cards of 
the “Contemporary Collection Al- 
bum,” a hard-covered volume 
styled in witty fashion and hold- 
ing an assortment of off-beat 
humor cards for various occa- 
sions. A ring binder in the al- 
bum holds six pages, each with 

a pocket at the bottom of both sides for different types of 
cards. One pocket holds printed cards with tables for the 12 
months of the year. A special introductory offer combines the 
$3.50 album with a 14-card packet of 25-cent contemporary 
greetings, all to be marketed at retail for $4.75. 

Double-duty Adder 
A small adding machine that can 

be converted in seconds to a price 
marking machine has been announc- 
ed by Victor Adding Machine Co. 
The versatile new device is called 
“Add-N-Mark.” It costs a fraction 
more than standard model adding 
machines and is available in both 
ten key and full key keyboard mod- 
els, in electric and non-electric mod- 
els and in a variety of totaling and 
listing capacities when used as an adding machine. As a price 
marker, it takes both pressure sensitive and gum labels, with a 
marking capacity of $99.99. 

20 

Valentines 2 
Flair Cards, Inc., has 60 ney 

Valentine designs to retail at 25, % 
50 cents and a dollar. They ap 
styled to include both sweet anj 
slam, as well as special ones fy 
children and Valentines for hy 
band, wife and mother. 

Wall Safes 2 
John D. Brush & Co. of Roches- 

ter, N. Y., has purchased the Secur- 
ity Wall Safe Co. of Boston and 
hopes, as a result, to offer a con- 
siderably lower price on its Sentry 
S-6 Wall Safe, and to develop a 
market with builders seeking a low- 
cost but effective wall safe to be 
built into new homes. 

Desk Sets in Color vi] 

A new line of fountain pen apf 
ballpoint desk sets in colors matey 
ing the popular “telephone colog” 
has been introduced by the W. 4 
Sheaffer Pen Co. Priced from $3 
to $5.95, they have been developed 
to fill a “growing demand for # 
expensive, high-style desk pens for 
industrial use, the home market am 
office requirements.” The fountain 

pen sets feature the filling convenience” of Skrip cartridges, 

NOW! NEW LOW PRICE on 

FLEXO-SPACE Self-Service Island 

ANNOUNCING our 
New low prices on 
FLEXO - SPACE Self - 
Service Islands. Here 
is your opportunity 
to follow the trend 
of thousands of ag- 
gressive merchants 
like yourself and 
modernize your store 
with Self - Service 
fixtures. Do it with 
FLEXO - SPACE at a 
savings of 50% 
over competitive Is- 
lands. FLEXO-SPACE 
gives you Self-Serv- 
ice, Mass Display 
and 300% more 
Selling Space than 

one flat-type counter. Yes, in only 121/. Sq. Ft. of floor 
area you get 50 Sq. Ft. of selling space. Raise or lower 
the middle shelves every 2” within 15 adjustments. FLEXO- 
SPACE is a complete Island! Your customers shop on 4 
sides from 5 large Self-Service shelves. The time-saving 
and money-making advantages of FLEXO-SPACE have been 
“Tested and Proved" by thousands of retail merchants. 
New amazingly low prices on FLEXO-SPACE at almost 50% 
less than you expect to pay. Without obligation write for 
FREE catalog on FLEXO-SPACE and other Self-Service fix- 
tures. Do it now — Today! 

Mfrs. write for special extra low prices. 

ADD SALES COMPANY 

829 York Street Manitowoc, Wisconsin 
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Versatile 

Merchandising 
: Pee |e Reg Satie ° 
prisaaiese Unit! 

Bee 

4a -Bagieés + 

FULL-SIZE, FLOOR-TYPE DISPLAY 

OFFERS SELF SELECTION AT A LOW PRICE 

@ Specially designed for your party goods floor merchandising 
needs. Permits ready display of many coordinated ensembles 
Second, third and fourth shelves are adjustable to various siz 
and styles of party settings. Available in blonde, mahogany & 
walnut finish. Height 58”, width 60”, depth at base 2; Priced 
only $115.00 (plus freight) with order of Paper Art merchandis. 
Call or write for salesman to show you complete plan . . . a 
new sales getting samples. 

PAPER ART COMPANY, INC. 

3500 N. Arlington Ave., Indianapolis, Ind. 

- - = for more details circle 130 on last pag 

Here’s 
architec 
EARTI 

No. 5013 
with 12 Al 
Pocket si: 
ton desig 
real sale: 
Retail p 
Your ¢ 
Your pi 

No. 5000! 
with 12 A 
Four knife 
fect true | 
iness buil: 
Retail p 
Your ¢ 
Your pr 

Guide- 
and fi 
pendec 
ing ai 
filing | 
X-ray 
able | 
filing 
compl: 

GUID 

Gussec 



2 
60 ney 
25, 3, 

PRICE 

handising 
nsembles 
ious sizes 

ogany o 
”. Priced 
chandis. 

and 

STOP! LOOK! SELL! 

e DRAWING SETS 
e DRAFTING INSTRUMENTS 
e DESIGNING AIDS 
e DRAFTING MATERIALS 
e DRAWING EQUIPMENT 
e MEASURING DEVICES 

EARN UP TO 50% PROFITS 

Here’s QUALITY merchandise for engineers, draftsmen, 
architects, designers, students, etc. at DOWN-TO- 
EARTH PRICES! Line-up with Alvin - — ~ oales stimulating, 
sure-fire traffic and profit builders. gggumm 

No, 5013D - FREE Counter Display, 
with 12 Alvin Mechanical Lead Holders. 
Pocket size, featherweight-push but- 
ton design with finger-tip control. A 
real sales stimulator! 
Retail price:......... $17.00 
NS SCPC TCT eT 10.20 
ON re 6.80 

Ne. S000D - FREE Counter Display 
with 12 Alvin Precision Lead Pointers. 
Four knife-edge blades- assures a per- 
fect true point every time. A sure bus- 
iness builder! pt Rep op any Gove, sin 
Retail price:......... $21.00 more different Pet. vem Over a 
eS Sor rrr re 12.60 dozen displays to choose from. 
Your profit:........... 8.40 Send for free display brochure. 

i GIANT - NEW 
) 1958 ALVIN 

, CATALOG 

84 pages — fully illustrated showing Alvin's 
complete line. 1001 quality items at the right 
price. Orders promptly filled. Also an ideal 
sales tool. 

“QUALITY AT THE RIGHT PRICE” 

ALVIN & COMPANY, INC. 
Windsor, Connecticut 

Pat. Pending 

THE HANGING FOLDER WITH ADJUSTABLE 
METAL TAB 

Guide-O-folders increase the speed and accuracy of filing 
and finding. All weight of the folders and contents is sus- 
pended on the steel side frames, eliminating all the pull- 
ing and tugging usually encountered by file clerks in 
filing and finding. Made in 5 sizes—Letter, Legal, Invoice. 
X-ray and LO-FOLDERS for 5 drawer files. The adjust- 
able metal tabs make then readily adaptable to every 
filing system. Send for fee sample and the GUSSCO 
complete catalog of filing supplies. 

GUIDE SYSTEM & SUPPLY COMPANY 
335 Canal St., New York 13, N. 

Gussco Sales Inc., 337 Winston St., Los Pade 13, Calif. 
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FIRE PROTECTION at point of use — 

Convenient Operating Height — Posting trays holding 24% more 
sheets at convenient posting height at all times. 
Roll-Around Portability — Easily rolled along posting machine 
or any other desired location. 
Operating Ease — Drawer has finger-tip operation on 10 roller 
bearing full suspension. 
Point of Use Protection — Records never need to leave the file — 
protected from fire at all times. 
SPECIFICATIONS: 
1342"; 
pedestal 2812"; Width 2234”; Depth 31”. 

IN GREAT DEMAND @ THE NEW 
EVER-SAFE PORTABLE INSULATED 

LEDGER FILE 
abe ae GO Posting Machine Carriage 

clears top of Ledger file. 
| 

Model 501 LEF 
No heavy lifting 

) of trays. 

Easy to open and close. 

Inside drawer dimensions: width 18%”; Height 
Clear filing depth 27” — Outside dimensions: Height on 

Write for complete information and prices 

Midwestern Manufacturing Corp. 
Indianapolis 4, Indiana 

@ propucts 

Stamp and Tape Keeper @ Reel Riter @ Magnetic Phone Pad @ Roll Memo 
Pin-On Pencil @ Magnetic Memo @ Magnetic Pencil © Glass Keeper © Rememo 

- - = for more details circle 127 on _last ist page 

a different desk 

accessory! 

Here's ultra modern styling for the home or office desk! 

Handy ball-point pen . . . plus complementing pair of two- 

tone brass dispensers, one for cellophane tape, other for 

stamps by strip or roll. Black lacquer 53.50 

steel base has protective felt underpad. 

Desk set, with twin stamp dispensers, $2.95 

Division of KETCHAM & McDOUGALL, INC., Box 15, Roseland, N.J. 
Send for catalog describing complete PAT line 
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Interoffice Phone 24 
A new two to nine station com- 

munications system called “Action 
Interphone”’ is offered by the Action 
Systems Co. It is said to combine 
the privacy of the telephone and 
the effectiveness of the associate 
unite, Voice-Com, which is used for 
paging or as a loudspeaking sta- 
tion. Signalling buttons are placed 

for easy access and shaped for accurate finger contact. The 
system is plugged into a standard electrical outlet and requires no 
batteries. Each Interphone is a master station and can originate 
calls to any other phone on the system. A conference circuit is 
available to link all phones at once. 

Redesigned File Drawer 25 
Something new has been added to 

most models of Convoy Files, a hand- 
hole at the rear of drawers to make 
handling easier. The rear handhole is 
meant to lighten the job of anyone 
handling records storage, especially at 
transfer time when loaded drawers pre- 
sent a physical challenge. The Convoy 
files, in 15 sizes, are made of “Chem- 
Board,” a heavy duty corrugated ma- 
terial which is chemically impregnated 
for strength. They have a smooth ex- : 
terior, are impervious to dampness and moisture, and weigh 
up to 50 percent less than steel. The files are sold assembled 
and ready for use. 

a 

ANOTHER 

EXCLUSIVE 

FEATURE OF 

BOSTON 

CHAMPION 
PORTABLE SHARPENER 

& Orders of $100 net or more 
b earn FREE delivery! Your 

| choice of colors: Green, 
Blue, Sandtone, Gray. Write for infor- 
mation today, Devt. J. 

C. HOWARD HUNT PEN CO., Camden 1, N. J. 
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Party Goods 

uct of 

tables. 

Pencil Pointer 
A new pencil pointer by Best 

Yet Products has a_ feather-light 
aluminum base and two emery cloth 
surfaces, one for fast pointing and 
the other for fine pointing. The 
strips have pressure-sensitive adhe- 
sive backing that adheres firmly 
and yet can be peeled off quickly 
when required. A rubber loop at 
one end permits convenient clean- 
ing of graphite dust from the point. 
The pointer has 

emery cloth. 

Massage Chair 

medical 

chair. 

Punching Machine 
An all new, electronic high- 

speed punching machine named 
“The General” has been intro- 
duced by General Binding Corp. 
The company says the new unit 
will revolutionize the art of 
punching paper for plastic or 
metal loose-leaf binding. It oc- 

: : nA 
cupies less than 21/) feet of space and can be operated on a Gi 
or table top. A pilot light signals when the machine is on. 

Easy-spreading “‘Party Time” ¢ 
posable paper tablecloths are a 

Straubel 
measure 40°’ by 84” and when & 
in half are the right size for @ 

The tablecloths are pag 
in pairs 
packages and are available in 
pink and yellow. 

adequate advertising 
area and on the back of the base. The price of 35 cents is 
cludes a plioflim bag and two extra strips of both grades , 

An executive posture chair with ¢ 
built-in massager has been produced ly 
Harter Corp. The chair contains a» 
tary motor which imparts a “Swedish 
massage motion of the type used is 

treatment. 
trol permits 
the degree of massage action he 
fers. Action 
the extra deep foam rubber cushion 
in the seat, 

EEE 

F 

iS 
od 

Paper Co, 

in sanitary polyeth 

“HAcc 

space on the nd Soft fold 
mode of gen 
soving compre 
find. The uni 
to be remove 
tronsfer file. 

Wm Folder contin 
service. Tell y 

A five-speed co 
the executive to seed 

is transmitted 

back and arms of tk 

FOR 
EVERY 

PURPOSE 

F NOTCHING 
PUNCH 

TICKET PUNCHES 

No. 2—For 
reach. 

99,999. 
also special designs. 

TALLY PUNCH 

Nos. 17, 33—Notches cards, sheets, etc. No 
17 dies not over 1/4” wide, 5/16” deep; No 
33. not over 1/2” deep. 

1/8-1/4” 

No. 3, 1-1/2” reach & No. 12, 2” reach, same 
style as No. 2. All will take special dies. 

Tally Punch — Registers number of punchings © 
unches 1/8”, 3/16” or 1/4” round holes — 

Same counter available in of 
Nos. 2, 3, 10, 11, 21. Write for circulars. 

THE HOGGSON & PETTIS MFG. CO., 141F Brewery St., New Haven, Conn. 

round holes; 1-1/# 
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is so much 

better, 

“Accobind Folders 
Soft folders and loose filing are out-of-date! Accobind folders 

mode of genuine pressboard incorporating Acco Fasteners with space- 
soving compressors keep papers safe, tightly bound, easy to file and 
find. The unique Accobind transfer feature enab'es the bound papers 
to be removed from the folder and placed, ready-indexed, in the 
tronsfer file. With a new index sheet and Acco Fastener the Accobind 
folder continues year after year, to give the finest fiiing-binding 

ip service. Tell your customers! 
ACCO PRODUCTS 
A DIVISION OF NATSER CORPORATION 

Ogdensburg, New York 
In Canada: Acco Canadian Co., Ltd., Toronto 

sata Q 
ades o 
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for-volume profits... ° 

A, ~ ) CARBON PAPERS 

ax and TYPEWRITER RIBBONS 

a! 

ay is the RIGHT line 

rye to feature 

Top profit for you is assured 
because the name WRITE 
guarantees top quality and 
top performance for your 
customers. 

Easy-to-handle WRITE carbon papers 
make more copies, make cleaner carbons, 
and are more economical to use. 
WRITE typewriter ribbons produce clear- 
est, crisp, uniformly sharp letter — and last 
a long time, too. 
Make certain of your repeat sales and cus- 
tomer satisfaction by featuring this sales- 
boosting line. 

“When it’s WRITE it’s RIGHT.” 
Promptest deliveries, always. Send 
for samples and discounts today. 

| 
eaten ae 

WRITE 420 Lexington Ave., New York 17, N. Y. 
*CORPORATED Factory: Bridgeport, Conn. 
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Heres a tip 

from 
Flo-master 

...Where ink is 

valve-controlled 

MARK UP more profits with 

the fastest-selling, most complete 

line of all felt tip pens! 

Backed by heavy nation-wide con- 
sumer promotion, Flo-master is now 
available in three sizes to meet the 
demand of every customer, from 
artist to shipping clerk. Special-pur- 
pose felt tips are interchangeable; 
instant-drying, waterproof inks in a 
variety of brilliant colors. 

ADVANCED FLO-MASTER 
Slender beauty of satin-chrome finish 
on drawn brass, delicately balanced 
with snap-on cap. Preferred by artists, 
school teachers, office workers. 

STANDARD FLO-MASTER 

“The Standard of All Industry.” Pre- 
cision-made of anodized aluminum for 
commercial and industrial use where 
rough handling is anticipated. 

KING SIZE FLO-MASTER 
Aluminum construction with greater 
ink capacity and felt tips up to 1 inch 
wide. Exclusive airtight, dual-purpose 
screw-down cap serves as permanently- 
secured receptacle. Designed for rug- 
ged, heavy-duty use at factory bench 
or shipping room table. 

: CUSHMAN & DENISON 
MANUFACTURING COMPANY 
Carlstadt, New Jersey 

Please forward Flo-master Catalog and 
discount sheets. 

NAME 

COMPANY 

ADDRESS___ 

a ZONE STATE. 
MS-1 

QUALITY PRODUCTS FOR 75 YEARS! co ol 
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Nylon Post Binders H 

The C. E. Sheppard Co. will intr 
duce a new line of nylon post binders 
for marginal punched forms in Januay 
Two styles will be featured, the “Sar 
toga” for unbursted continuous form 
and the “Arlington” for bursted forms 
Both styles will be made in stock sigg 
for most popular sheet sizes. The ney 
Cesco nylon post is a continuous \y 
diameter round nylon cord which forms 
both posts of the binder. The continy 

ous cord eliminates any possibility of individual posts pulling oy 
at the base. A specially designed locking mechanism is fully cop 
cealed under the covers. 

Parcel Labels 
Art-designed parcel labels de- 

signed to invite reading and heed- 
ing are available from The 
Franklin-Monroe Co. The “Lit- 
tle Sentry” caution labels use 
apt cartoons to dramatize the 
caution message, and large areas 
of white space for maximum 
readability. Designs are simple 
and uncluttered in 2” by 3” size. 
Titles include: Fragile, Glass, 
Photos, and Don’t Crush. Decks of 100 are packaged in ; 
transparent plastic box to retail for 50 cents. 

ities meter and traffic violation envelopes are 
Tax Calculator 2 currently being featured by the Justrite envelope 

A new Payroll Tax Calculator by 
companies of St. Paul and Atlanta. a: _. po Morton Engineering Service is de 

sak ooo a i signed to ease the problem of figur 
Furnished in 3 functional styles, these popular en- PAYROLL TAX CALCULATOR ing payroll tax deductions accurate . ott 10 am tmemsnes tas ly and quickly. Made of lifetime 
velopes are tailor made for any traffic department's Oe ence Oca ta Vinyl plastic, it operates like a slide 4 s = eens wong b ‘ 4 . ° 
requirements. They open up new avenues for in- xP tule but reads direct like a ti 

tale Actual size is 41. by 10 inches 
creasing your sales and profits. i = The calculator is available in week 

Reyes ly and semi-monthly models, all with 

Styles 1 and 2 are specially designed for cities using fF iE fete the new 21/2 percent FICA deduc 
' tion schedule. 

the Traf-O-Teria or Fine-O-Meter fine box systems. 

They come in the standard size of 3”x7” in yellow Store Fixture 
A new Gift Island fixture for 

retail stores has ben developed by 
carbonized sheets, ready for printing and binding. M & D Store Fixtures, Inc. The 

unit is constructed of metal, in 
popular colors, with glass shelves. 
The shelves are adjustable on 1” 

@ Exclusive waterproof and red kraft stocks . . . complete with 

No carbon sheets are required in Justrite’s Style 3 

violation envelope. It's furnished in white stock and centers. The fixture is 6 feet long 
si - ; on " : and 3 feet wide, with recessed toe 

measures 31!/p"x51/.” with an additional 434” for its | iy . — 

extended flap. This flap is removed by the traffic 
Desk Portion Pack 44 

A convenient Commercial Pac at 
dispenser has been announced 
Spencer Rubber Products Co, Tht 
one-ounce Poly Kraft Pacs of sib 
ber bands answer the need for 
small quantity distribution with th 
economy of larger bulk packaging 
The dispenser contains eighty om 
ounce Pacs in an endless ribbon 
Perforation between each Pac permit 

officer; the violator uses the envelope for remitting 

the penalty. 

Get in on your share of this fast growing market. 

Write either Justrite factory for samples and prices 

of these and other items in Justrite’s complete line of 

standard and specialty envelope products. 

Two Modern JUSTRITE Factories ORTON STAT easy tearing off and distribution © 
Jus ccaieiniitink ieeattetiemnen _ ee individual desks. The company says with this package a dealét 

E can go out and “‘sell” a worth-while cost reduction progta® F 
JUSTRITE ENVELOPE MFG. CO., INC. for the large volume rubber band users. 523 Stewart Avenue, S.W. © Atlanta, Georgia 

Sold for Resale OnlyYv 
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33 

only 

“HIDDEN HELIX _ 25¢ 
each 

@ Exclusive Hidden Helix* 
@ Mammoth ink supply 

Top-action mechanism 

#87 “ECONOMY” 
RETRACTABLE PEN 
@ Push button mechanism 
@ Six brilliant barrel colors 

ae : 2 doz. card #87B-24 
OF 3 doz. Canteen #87B-C 

‘Green, Maroon Refills #82 — Three for 29¢ 
%. Patent #2,775,956 L 

display #125-12-5 
- $1.00 each 

~ Refilt #10 — 49¢ each 

Special! dere for Be ym — mg 
bookkeeping and ral office A 

a Slender Papas 
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We Do nit Mean Just New’ / 

legal Size 15'/2" x I1'/,” 
legal file folder enclosed 
Illustrated: No. 73, with handle 
Not shown: No. 72, without hande 
Both ideal for under-arm carrying. 

te EXCLUSIVE DE- 
SIGN & SELF- 
ADJUSTING 
HANDLE Pat. 

eM FXPAND-A-LOPE 

ROLLED QUALITY 
LOCKS, guvaran- 
teed rustproof, 

POPULAR-PRICED, QUALITY 

BRIEFCASE, Full 2 Inch 

Expansion All Around 

electronically 
welded to case 
EXCLUSIVE 
DOUBLE-REIN- 
FORCED BOTTOM 
1-PIECE CON- 
STRUCTION, 
GUARANTEED 
RIP PROOF 

Des say Expand-A-Lope obsoletes many brief case port-folios 
selling for up to $20. Revolutionary new method achieves a 

one-piece, lap-welded construction. 45-gauge, extra thick virgin 
Vinyl, Buffalo grain. No faking, no tricks; all solid Vinyl. Exclu- 
sive design with adjustable handle that lies flat when not in use. 
Dealers should know: We do not use under-gauge or reprocessed 
material; that this item cannot be compared with low-priced 
chain store merchandise or imported products. Your satisfaction 
guaranteed! 

Order a Trail Dozen Today—See Your Jobber or Write Us 
e CRDERING INFORMATION bd 

LEGAL SIZE: 15% inches x 11% inches. Legal file folder enclosed. 
DEALER NET: No. 73 (with handle) . . . $21.60 doz. 

No. 72 (without handle) . . . $18.00 doz. 
QUANTITY DISCOUNTS: 5% on 6 doz.; i9% on 12 doz. or more. 
COLORS: Seal Brown, Jet Black, Luggage Tan. 
SHIPPING WEIGHT: No. 72 . . . 16 Ibs. per doz.; No. 73... 19 
ibs. per doz. 
PACKING: No. 72 & No. 73, 1 doz. in display box. Asstd. colors un- 
less specified. 

hap 

0 COMPANY 7 iy 

45-22 162nd Street °® Flushing 58, N. Y. 
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VISIBLE QUALITY 

you can s®lil at a profit... 

ee 
_ wail he 

CHALKBOARD ET CORKBOARD Fy 
ned best tacking, Videoplate or SlatoSteel 

4 linen finish mm writes clean « erases clean 

® full-length chalk trough 

wherever there’s business activity 

you can offer sturdy, yet light- 

weight, matched aluminum framed 

units. Complete with hangers, 

easy to install or move. Stan- 

dard sizes. Special sizes made 

to order. 

Stock and display most popular sizes. Port- 
able floor stand units also available. 

| = To Aad OTN IN] 
1918 no. narragansett e chicago 39, ill. 

supplying the 
nation's schools 
through dealers 
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NOW! NEW FORMULA 
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in a Bright, New 
Package for 

Tm, ADDED 

¥ Gumption with NEW 
SUPERCLEANSING ACTION 
wipes away all stains 
from linoleum and plastic 
desk tops. Guaranteed to 
remove Hectograph & 
Ditto Ink Stains — Carbon 
& Crayon Marks! 

Also perfect for steel, aluminum, chrome and 
leather chairs, desks, files, and other office 
furnishings. Full money-back guarantee. Priced 
for volume sales and new profits! 

Call or write today for trade discounts. 

GUMPTION 
Products Corporation 

56 Reade St., New York 7, N. Y. * BArcaly 7-8482 

Exclusive U.S. Distributor 
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MEW WOMENS... ww wee 

Floor Safes 

Two new fibre-insulated safe 
Meilink Steel Safe Co. are desq 
as ideal for safeguarding yy 
records either in the home og 
the office. Model 1X _ stands 
inches high and is 15 inches ¢ 
Its companion, Model 2UB, jg: 
inches high and 18 inches deep, § 
carry labels certifying they have } 

tested to withstand a fire up to 1700 degrees F. for 
hour without damage to the contents. In addition they 
the UL burglary relocking device label guaranteeing a 10 
reduction in burglary insurance rates. 

cam 

— 

Educational Records 

Record sets to introduce fine 
music to children of all ages are 
available from Ottenheimer Pub- 
lishers. One set of two long-playing 
records has music and commentary 
describing the various instruments 
of the symphony orchestra. The nar- 
rator is Milton Cross. With the set 
comes an illustrated manual and a game pad so that children 
can test their knowledge. Another set entitled ‘The Magic of 
Music” has 12 carefully chosen classical compositions whic 
reveal music’s power to portray familiar images. 

Phone Book Index Tabs 37 
With telephone directories get 

ting fatter and fatter, the Premie 
Materials Co. offers Dexit self 
adhesive index tab sets to solve 
the problem of fumbling through 
pages to find the correct alpha 
betical division. Transparent 
pressure sensitive adhesive strips 
have plastic tabs with the index 

letter visible from both front and back. When a new directon 
is issued, tabs may be removed from one book and placed in the 
new one. Priced at $1 retail, the Dexit index set is available in 
self selling display boxes. 

Typewriter Table 
A new classroom typewriter table 

for secondary schools and college 
business education courses is offered 
by the Toledo Metal Furniture Co. 
It is described as extremely stable 
and vibration-free, featuring a 32” 
by 20” work surface in either ply- 
wood or plastic and an all-steel base 
equipped with a large book and 
purse rack. The table, Toledo's 3 
Model 6100, will make its formal he ” 
debut December 30 at the National Business Teachers Asso 
convention in Chicago. 

39 

A new desk top tool for addition 
and subtraction called the “Addimult 
Summator” is being marketed nation 
ally by R/B Crafters. It adds or sub 
tracts any number of figures up to nine 
columns across. Made of sturdy metdl 
in two colors, it retails at $14.95. I 
can be collapsed to fit in a coat pocket 

Mathematical Tool 

—_—_— 
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Ieevision lecturer Dr. Dan Q. Posin, center, attracted more than 
1 space-minded Chicagoans when he appeared as guest star 
nently in the map department of one of the city’s eight Horder 
dalionery stores. On his TV shows, he had invited people to come 
od learn about new moon maps and space maps. 

VIEWS 

of the 

NEWS 

bh. Ward J. Jenssen, director of a survey for National Cash Register 
(, found that one of the advantages of automatic change computa- 
ion is in check cashing transactions. The change-computing register 
ws found to be 40 percent faster than a standard register in 
erations of this type. 

TIME REQUIRED To 

CASH PAYROLL CHECKS 

4 ae / 6% 
| j \ 
i i "in ll \ 
| 3253 
my) 

| REGISTER 
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A three-month Guy and Dolls contest by Burroughs Corp. meant al! 
pleasure and no work for some of their sales reps at last fall's 
NSOEA show. Winners of free trips to Chicago (and a week's 
baby sitter fees) were, left to right, Mr. and Mrs. Trygve Hagbarth, 
Toronto; Al Dirnberger, Detroit, the only unmarried winner; Mr. and 
Mrs. George Sorensen, Tampa, Fla.; Mr. and Mrs. John Plant, Glen- 
dale, Calif.; and Mr. and Mrs. Ken Harring, Clayton, N. J. 

Three Wilson Jones executives inspect a large shipment of six dif- 
ferent size ‘“Grayline" binders for marginal punched sheets. Left 
to right are Jack Potts, inventor of the Nylon Post Binder which 
brings the center margin into clear view; Jack Behr, general sales 
manager; and Ed Whittemore, Grayline sales manager. The open 
binder has more than 3,000 tabulating machine sheets in it. 

This is the new Los Angeles home of Ideal Systems Co., 34-year-old 
publisher of ‘do-it-yourself’ accounting and record systems for small 
business, professional people and the home or farm. The 
square foot plant was built and occupied last year. 

15,000 
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fo &ERASERSTIK: PATENTED “CLEAN CHANGE” TYPEWRITER Rie ve FS n ATE q 

(2 The original grey eraser point —always best for erasing. CO PI-M ATE > But | 

FCO They've tried rushing her off her feet now Co i ey ve tried rushing her off her feet, o . as. they 
| & whispering soft blandishments into © . complete years ag 
2 her ear—even giving her free competi- © * merchandising package. 1 ie 
ke tive products, but Miss Secretary keeps : 
a steady company with her first love 3 POINT PROGRAM bg : 

<< _ERASERSTIK. U for BIGGER and FASTER TYPE- J". ° 
> 
& P ; 

Because ERASERSTIK is the first, the [8 WRITER. RIBBON PROFITS and reduces f \olume? 

original pencil-shaped eraser and noth- = high inventories. fault is 
ing has ever equalled its quality- COPI-MATE Double Pack ... The only rib- ff objective 
although many have tried. e bons available with a DOUBLE SPOOL PAT- use of h 

: ions : <| ENTED ‘CLEAN CHANGE” package in a se- fof peop 
Because ERASERSTIK is—let's face it Ke ries of 12 packs. One of the 12 packs will Fad 

a handsome product, a white-polished na fit any standard, manual, electric and all zed apr 
; beauty that is without equal in looks. Ww portable typewriters, imported and domestic. dising is 

: Because ERASERSTIK has become I y} COUNTER DISPLAY — RIBBON SELECTOR § “ilers 
“habit’’—like her favorite lipstick. And 5 e CHART and FREE SALES LITERATURE... ff “tases 9 
buying habit is the most powerful profit A sure fire counter display (illustrated) con- sources, 
bonanza in the world. & taining complete ribbon inventory and sales § buying 

= aids. Display near cash ister f ick improvi 
We ask you—isn’t this a profit beauty ix este mt cash register for quic i _ 

to warm your heart? Man, if you're not od ae 
selling ERASERSTIKS by the bushel, < 3 COMPLETE LINE . . . Leedall has a complete R ¥ so 

you're just not interested in money. e line of COPI-MATE PATENTED “CLEAN uying { 
Orders shipped promptly, sold rapidly CHANGE" typewriter ribbons, COPI-MATE ume do 
—and all you have to do is bank the non-curl carbon papers and duplicating sup- have bee 
profit. Order today. plies. Carry the COPI-MATE PATENTED decision 

“CLEAN CHANGE" line and you won't § Slesman 
miss a sale. gardless 
Dealers: Write for complete catalog and happens 
price lists. most irr 

A.W. FABER-CASTELL LEEDALL products mfg. co., inc. }}%d bot 
MILLTOWN, NEW JERSEY make in 

* COPYRIGHT 1957 BY LEEDALL PRODUCTS MFG. CO., INC. 
PENCIL CO., INC. NEWARK 2 N. J. INKED RIBBONS + CARBON PAPERS - DUPLICATING SUPPIES 

- = = for more details circle 147 on last - + = for more details circle 148 on last MODERN 



[' it possible to make a satisfactory 
net profit in stationery retailing 

today or is the average independent 

gationery retailer doomed to tread the 
same dark, dismal path that yester- 
day's small independent grocer follow- 

ed? 
There is a militant, strong-voiced, 

enlarging segment of the stationery 
tailing industry making a powerful 

and statistically documented case to- 
day for its contention that the retail 
stationery business can be, and indeed 
is, a profitable enterprise. 

But profits today are not being 
made by retailers content to operate 
as they did 25 or even a mere 10 
years ago. Competition in all retailing 
is keener than ever before in history. 
How is it that some dealers do well 

fers 

\M 
YPE- while others fare poorly when both 

handle virtually the same gross sales 
uces volume? Perhaps the dealer's basic 

fault is his refusal to look at himself 
y rib- objectively and to begin making better 

PAT- use of his time and talents and those 
a se- of people who work for him. 
s will A reflection of a properly organ- 
d all § ized approach to stationery merchan- 
estic. f dising is the growing recognition that 
CTOR tetailers must concentrate their pur- 
2 chases with a limited number of 
con- § Sources, thereby spending less time 

sales § buying and more time selling and 
quick improving their position. 

The fallacies of buying from too 
plete MAY sources and of misguided direct 
LEAN buying from manufacturers when vol- 
MATE ume does not justify such practice 
;sup- § “ve been mentioned here before, The 

NTED decision to quit buying from every 
won't slesman who stops in the store, re- 

gardless of what a nice fellow he 
1 and happens to be, is probably the single 

most important decision the middle 

inc. fd bottom groups of retailers must 
SEY make in the coming months. 

MODERN STATIONER, JANUARY, 1959 

AS I SEE IT 

Sy Douald Frey 

ques = Secretary-treasurer, Wholesale Stationers’ Association 

If the retailer expects assistance 
from his wholesaler in meeting non- 
stationery store competition, he must 
be important to that wholesaler as a 
customer. There is no better way to 

achieve that importance than through 
concentration of purchases. 

Except for the independent retailer's 
ingrained and often overdeveloped in- 
dependence, there is no reason why 
two or three full-line wholesalers 
cannot supply all a dealer's needs. 
(In some areas specialty wholesalers 
offer a depth of stock and under- 
standing of their lines that make them 
vital sources of supply, too. But that’s 
all.) Contrast this limited number of 
sources with the way the average 
dealer buys and one realizes how much 
time is being wasted each day talking 
to salesmen. 

Wholesaler salesmen are being used 
properly by more and more dealers 
by being given responsibility for keep- 
ing dealers in stock in one or more 
departments and really “‘advising’’ and 
working with store personnel. 

Properly used, wholesaler salesmen 
can function as merchandising coun- 
sellors for certain parts of the store. 
Most salesmen welcome this responsi- 
bility and opportunity, but go through 
life and their territories failing to 
rind retailers willing to take advantage 
of their offers. 

The buying function occupies a 
great deal of the average retailer's 
time. Only by assigning some or all 
of the buying to others can the re- 
tailer free himself of a major work- 

load and devote his time to promo- 
tion, selling and management. 

Management's first chore should be 
to determine the profitability of each 
department so that emphasis can be 
placed on weak departments to 
strengthen them or on already strong 

departments to derive even 
profit from them. 

What is required is a system of 
merchandise control through system- 
atic buying procedures which, when 
matched against departmental sales. 
provides the necessary keys to better 
turnover, better sales and more profit. 

Wholesale salesmen should begin 
writing orders by departments — off 
the wantbook and through stock check- 
ing by themselves and with employees. 
When invoices reach the dealer, de- 
partmentalized because that’s the way 
the order was written, the average 
retailer would have in his hands a 
record of purchases by department ob- 
tained without unusual effort and with 
no added expense. 

For the unusually alert retailer, an 
added advantage of a departmentalized 
wantbook is that the retailer can visual- 
ly review each department daily, 
weekly or monthly to note the activity 
in each section — as determined by 
the ‘“‘outs’” shown in each department 
— and, incidentally, thus note the 
performance of employees placed in 
charge of these departments. 

This is cae instance in which whole- 
salers can render valuable aid, by 
beginning to print wantbooks with 
departmental pages and probably even 
colored index pages to separate de- 
partments, and by constantly urging 
salesmen to help dealers adopt the 
system. 

These improvements become pos- 
sible only when retailers share time- 
consuming buying responsibilities with 
responsible wholesaler salesmen. 

Without question, the first step 
to profit is in buying control, not in 
seeking an extra discount by haggling 
with every salesman. What profiteth 
a man who gets an extra 5 percent 
if he doesn’t sell the goods! 

more 
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HOWARD 

PERSONAL 

IMPRINT 

EQUIPMENT 

PROMOTES GIFT SALES OF: 

Xmas Cards — Book Matches — Writing 
Papers — Lead Pencils — Paper Napkins 
— leather Goods — Playing Cards — 
Gift Items — Fountain Pens. 

Write 
for 

details! 

Howard Stampi 

Machine Co. 

4445 W. Belmont — Chicago, Ill. 

for more details circle 121 on last page 

Wa 

SHINE... 

PREF Ed - -U- os PREFER 

Always Something NEW 

Children’s Educational Games 29c 

Ed-U-Cards Mfg. Corp. 
13-05 44th Ave Long Islar 

for more details circle 116 on last page 

Jan. 18-23 — 48th California Gift Show, 
Brack Shops, Merchandise Mart, Am- 
bassador and Biltmore Hotels, Los 
Angeles. 

Jan. 25-28 — Washington Gift Show, 
Hotel Willard. 

Feb. 1-12 — Chicago Gift Show, La 
Salle and Palmer House Hotels. 

Feb. 22-27 — New York Gift Show, 
Hotel New Yorker, Trade Show 
Building. 

March 2-4 — WSA School & Art Sup- 
plies, Stationer & Sundries Show, for 
wholesalers, Hotel New Yorker, New 
York. 

CLASSIFIED 

ADVERTISEMENTS 

Deadline for classified advertisements 
is the fifteenth of the 2nd month pre- 
ceding the month in which the magazine 
is issued. RATES: 25c a word. Minimum 
Order: $5.00. Names and address are to 
be included in the count. Initials or sets 
of figures are to be counted as one word. 

HELP WANTED 

GREETING CARD SALESMEN: Hebrew 
New Year, Hanukkah, Passover, and all 
other Jewish occasion cards — oldest 
company in the field — has openings in 
South and Southwest. Wonderful side- 
line for men with intensive coverage of 
retail card & gift shops, stationers, 
dept. stores. Liberal commission. Write 
present lines & see coverage in 
first letter. Box 214, MODERN STA- 
TIONER AND OFFICE EQUIPMENT 
DEALER, 405 East Superior Street, 
Duluth 3, Minnesota. 2-58 

Manufacturer of ‘Highest "quality pure 
gum rubber bands wants Representatives 
calling on Wholesale and Retail sta- 
tioners. All Territories open. Write Box 
215, MODERN STATIONER AND OF- 
FICE EQUIPMENT DEALER, 405 East 
Superior Street, Duluth 2, Minnesota. 

New Orleans studio gr greeting card firm 
requires representation. 
Write to Existentialist P. O. 
New Orleans 16, La. 

Box 2727, 
1-59 

Fisher 

Ball Pens 

* Forest Park, Ill. 
FISHER 

OFFICE 

FISHER PEN COMPANY 7333 Harrison 

for more details circle 142 on last page 

MEMO 

CLIP 

A 

LINES WANTED 

Are you represented by the best??? 
Could you afford a sales increase??? 
Professionally accom mes, Write or 
Contact Department 213, MODERN 
STATIONER AND OFFICE EQUIPMENT 
DEALER, 405 East Superior Street, 
Duluth 2, Minnesota. 1-59 

FOR SALE 

Greeting card display racks. Twenty 
modern four foot fixtures, solid blond 
birch, like new. Sell all or singly, 
cheap. Ludtke’s, 226 W. 3rd, Davenport, 
Iowa. 1-59 
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i to take very little space, 
clips will hold memos, menus, etc. ¢ 
convenient and accessible. Many are 
at telephones to hold and organize = 
and reminders. Memo clips are ¢ 
manufactured and have a_ brightly 
plated base 2 1/4” in diameter with 
clasping arm 2-13/16" high, made f 
high quality tempered and polished st 
less steel. Memo clips are packed 
pieces to a box. 
Write now for prices. 

delivery. 

L.D. Van Valkenburg 
HOLYOKE, MASS. 

Est. 1896 s Quality 

for more details circle 134 on last 
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page Is provided for your convenience. To ebtain additional information on new prod- 
trode literature and advertised products in this issue, simply circle the corresponding 
on the perforated card below, fill in your name, business address and mail the card. 

ISED PRODUCTS “ae ee Oe ee 

Acco Products, Inc. — Folders — page 115 Cush & Denison Mig. Co. — Felt 129 Oxford Filing Supply Co. — Sliding 
a. tip pens — page 47. folder — page 12. 

2 Add Sales Co. — Self-service shelves — 116 Ed-U-Cards Mfg. Corp. — Games — 130 Paper Art Co., inc. — Party goods dis- 
poge 44. page 56. play — poge 44. 

g Addo-X, Inc. — Adding machine — 117 General-Gilbert Corp., The — Electric 131 Regency Thermographers — Heliograv- 
rd cover. adding machine — page 10. ing — page 38. 

M Alvin & Co., Inc. — Drawing, drafting 118 Guide System & Supply Co. — Hanging 132 Royal Register Co. — Carbon sets — 
equipment, free catalog — page 45. folders — page 45. page 43. 

5 American Crayon Co., The — Coloring 119 Higgins Ink Co., Inc. — Ink — page 133 Saxon Paper Corp. — Typewriter papers 
sets — page 53. 42. — page 43. 

Anco Wood Specialties, inc. — Easels 120 Hoggson & Pettis Mfg. Co., The — 134 Van Valkenburg, 1. D., Co. — Memo — page 53. Ticket punches — page 46. clip — page 56. 

7 Angler's Co. — Briefcase — page 49. 121 Howara Stamping Machine Co. — Im- piialing eavipnent < page 8 135 Wabash Filing Supplies, inc. — Filing 
nn — %. 

ME a: Gold of Willicmsburg, inc. — ee 
st Greeting card line — 3. 122 Hunt, C. Howard, Pen Co. — Portable 
= ” aiinss os Bh heelys Stag 136 Write, Inc. — Carbon papers, ribbons — 

hvery Adhesive Label Corp. — File page 47. 
folder labels — page 40. 123 Ketcham & McDougall, inc. — Desk set 

— page 45. 137 Olivetti Corp. — Portable typewriter 
) Bee Paper Co., Inc. — Drawing paper — dealerships — page 31. 
page 43. 124 LePage’s — Cellophane tape promoticn 

— page 7. 138 Freund-Mayer Co., inc. — Party goods 
1 Biman Corp., The — Store equipment, — page 33. 
planning service —— 2nd cover. 125 Lindy Pen Co., Inc. — Stenographer's 

pan — page 36 139 Globe Wernick i e — Office equipment — 
2 Burroughs Corp. — Adding machines, page 35. 

cosh registers, carbon paper — page 126 Melind, Lovis, Co. — Marking devices 
%. — page 43. 

140 All-rite Pen Co. — Pens — page 49. 

3 Codo Mig. Co, — Carbon papers, rib- 127 Midwestern Mfg. Corp. — Ledger file — 

Note: Inquiries for items listed not serviced after 3 months from date of issue. 

bons, hectograph suppiies — page 4. page 45. (Continued on other side) 
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This page is provided for your convenience. To 

ADVERTISED PRODUCTS 

(Continued from other side) 

Beckley and Cardy Co. — Chalkboards, 
corkboards, pegboards — page 50. 

Fisher Pen Co. — Ball pen — page 
32. 

Scripto, inc. — Business ball pen — 
page 37. 

C. &. Gibson — Business forms — page 
6. 

Hamilton Mfg. Corp. — Executive chair 
— 4th cover. 

A. W. Faber-Castell Pencil Co. — Stick 
eraser — page 54. 

Leedall Products Corp. — Typewriter 
ribbon — page 54. 

149 Gumption Products Corp. — Desk top 
cleaner — page 50. 

151 Lit-Ning Products — Waste baskets, cash 
boxes — page 15 

152 Seneca Novelty — Rulers — page 52. 

153 Control Systems — Automatic calculators 
— page 52. 

NEW PRODUCTS 

1 Phone Index 

2 New Bible Lines 

in this issue, simply circle 

3 Social Security Brochure 

4 Novelty Ball Pen 

5 Ballpoint Refill 

6 letter Opener 

Metal Costumer 

Give Containers 

Dater 

“Light Slam” Valentines 

Accountant Sheets 

Cabinet Benches 

List Finder Refills 

Portable Typewriter 

Printing Calculator 

Magnifying Glasses 

Valentine Cards 

Data Recorder 

Contemporary Card Album 

Double-duty Adder 

BUSINESS REPLY CARD 
FIRST CLASS PERMIT NO. 665. SEC. 34.9. P.L.GR., DULUTH, MINN. 

TELL-ME-MORE DEPT. 

MODERN STATIONER 

405 EAST SUPERIOR STREET 

DULUTH 2, MINNESOTA 

oN 

Pas y ~~ 
/ 

Valentines 

Wall Safes 

Desk Sets in Color 

Interoffice Phone 

Redesigned File Drawer 

Party Goods 

Pencil Pointer 

Massage Chair 

Punching Machine 

Nylon Post Binders 

Parcel Labels 

Tax Calculator 

Store Fixture 

Desk Portion Pack 

Floor Safes 

Educational Records 

Phone Book Index Tabs 

Typewriter Table 

Mathematical Tool 



new economy adding machine by Oj re. re. O . x 

economy priced to speed sales———continuous-duty design assures 

minimum servicing to preserve profits——4-way guarantee builds 

customer confidence————the famous “‘addo-x”’ features include: 

direct subtract repeat add and subtract direct-action func- 

tion keys total and subtotal in red symmetrical, interlocked 

keyboard 7/8 capacity sensationally low list price $198.50 

for details phone, wire, writes “addo-x”’, 300 Park Ave. New York 22, Pl 5-5420 
- - - for more details circle 103 on page 55 
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— LOSCO value prices! 

@ You win two ways when you sell this 

imposing, enormously comfortable 

COSCO ‘Director’ executive chair. You 

pocket full profit on a volume seller at 

only $59.95. You deliver a standout value 

that invites comparison and repeat or- 

ders. All ways, always, it pays to stock 

and feature COSCO. The /ine that offers 

you more to offer! Powerfully backed by 

the largest full-color ad program in 

COSCO history! 

HAMILTON COSCO, INC., COLUMBUS, INDIANA 

ies. Model 28-TA 

a Retails for only $59 

($63.95 in Zone 2)’ 

| oa eae 
1 ' oe 

28-STA, $67.95 25-S, $42.95 27-LA, $39.95 23-LD, $19.95 lol e}- Tele Rl remehi(-te-meelils-1e-1s) le 
. ($71.95)* ($46.95)* ($43.95)* ($21.95)* hairs, settees, sofas, tables 

*(Zone 2: Texas and 11 western states) Prices shown are for DuPont Fabrilite. Other fabrics 
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