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Prefatory
A SCIENTIFIC BASIS

THE words science and scieniific have been used so
much as advertising catchwords, in loose and illegiti-
mate senses, that it is well for us to begin by consider-
ing just what is the true scientific method, and how far
the knowledge of any subject is or may become a science.

The scientific method follows these well-defined steps:

1. Hypothesis. The scientist makes the best guess
that he can. He is a real student, an artist in study,
a professional studier, and he sees something that looks
like a great discovery. An hypothesis is the name for a
serious guess by a brilliant mind.

2. Experiment and test. The very essence of modern
science is frying out that which seems like a great dis-
covery. What seems is often false. We are deceived
in our very best impressions. We have not looked at the
thing closely enough, we are deceived as to its relative
importance, its proportions, because we are too near to
it or too far from it, or there is some practical defect
in its working which we overlooked at first. The wiser
a man is, the more likely he is to know that there are
many times when he can not avoid error. Science is
what we know, and the only way to know anything is
to test it, to try it here and try it there. When its
appearance remains the same after we have looked at
it from many different sides, only then do we begin to
know that it is as it looks.

3. Theory. When our hypothesis has been tested
until we find it a very useful assumption, something
that helps us explain many other things, but about which

b o1
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we know there is the possibility that we may be making
a mistake, we say that we have a working theory.

4, Law. When a theory has been tested on every
possible side on which there can be any doubt, and the
man with a scientific mind knows absolutely that there
is not a single chance left that he can be wrong, the
principle which at first was a guess, an hypothesis, and
then by experiment and test became a theory, at last,
on the finishing of every possible experiment, becomes
a law. Usually, a good many different minds must
unite in the experiments which finally confirm what we
accept as a scientific law. .,

Only that is a science which i1s known so thoroughly
that careful thinkers in many different parts of the
world agree on its working theories and demonstrated
laws. No one man, even the wisest man in the world,
could make a science. Any one man who talks about
‘‘scientizing’’ a subject simply does not realize the dig-
nity and thoroughness of knowledge which go to make up
our real sciences such as chemistry, physics, astronomy,
and (on the side of dealing with human nature) the
science of psychology, and the science of sociology (the
youngest of the sciences, what might be called a baby
science). Philosophy can not be a science, because it
deals with things we know we can not really know.
Much less can religion be a science, because it deals
very largely with things beyond the range of human
knowledge.

Moreover, scientific names, scientific terminology, are
no essential part of a science. In order to know exactly
what you are talking about, it is desirable to have fixt
and accurate names. For example, in botany it was
found that common names of plants were used differ-
ently by different people. One name would be used by
some people for six or seven different kinds of plants.
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Also different languages such as English, French, or
German had entirely different common names. For an
Englishman really to know what kind of flower or plant
a German was talking about, it was desirable to have
a name which would be the same in Germany and in
England. So Latin names were agreed on, and the
different kinds of plants examined scientifically were
given names which were accepted in all parts of the
world. The names, however, are only a convenience,
and unless convenience actually requires special names,
and those names can be accepted and used by many
different authorities on that science, a terminology in-
vented by some one is worse than a nuisance.

Under the general subject of Dealing with Human
Nature we have two young but distinet sciences, psy-
chology, the science of the way the mind acts on the
impressions it gets through the five senses, and sociology,
the science of social relationships, or the organization
of society. Salesmanship and advertising have just as
much chance of sometime becoming sciences as sociology.
The reason they are not now sciences is that no con-
siderable number of persons who have studied them as
subjects agree on their fundamental principles. They
are a collection of hypotheses, with a few working
theories, but no laws. Human nature is a very com-
plicated thing, so wholly dependent on changing con-
ditions that it is exceedingly difficult to arrive at any-
thing that will seem equally true to all people at all
times. Sociology has the advantage of the records of
all history. The practise of salesmanship and adver-
tising is so recent that we do not really have much data.

There is, however, an art of salesmanship, and an
art of advertising. An art is something which some
person learns so that he can do an effective thing over
and over; but until that art has a scientific basis, the

A
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person who can do the thing over and over himself can
not easily teach it to others. Others can learn it only
by watching him and imitating him. The master artist
can not explain just how he does it, just why he suc-
ceeds. He is guided more by instinct than by reason.
All things that are done in the course of human rela-
tions must be largely guided by instinct, and so always
are arts; but we are very fortunate when an art has a
scientific basis. Dealing with Human Nature in Busi-
ness is a broader subject than either- salesmanship or
advertising, and in practise it includes a number of
arts. Because it is broad it can be reduced to a simple
basis, starting with some principles borrowed from
psychology and sociology, and so a foundation can be
laid not only for advertising and salesmanship, but also
for credits, for employment and factory-management,
and various other things in business or professional life
that do not come under the head of salesmanship or
advertising. Perhaps the most important of these is
the building up of professional reputation without
violating the ‘‘ethics’’ which definitely forbid the use
of advertising.

One more word needs to be defined, and that is the
word practical. Dealing ' with Human Nature is a
practical subject, not one of pure science. We stand in
a certain position with reference to life. There are
certain conditions all around us. The problems before
us on which our life and pleasure depend are practical
problems, and we need to know just those parts of
sciences which will help us to solve these practical prob-
lems with which we are confronted. A practical book
is one written by a man who really knows what the
conditions of life are, what are the problems that must
be solved, and then selects such principles as will help
to solve them. His hypotheses must be the incarnation
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of common sense, and he must have had a great deal of
experience of life by which to judge.

As Dealing with Human Nature involves the prae-
tical application of psychology, the science of the way
the mind works, we should here summarize its leading
principles.

First, we should realize that all knowledge is relative.
There is nothing absolute. Ancient astronomy assumed
that all the heavenly bodies revolved around the earth,
and explained things as best it might on that hypo-
thesis. Now we know that the earth and planets revolve
about the sun, and on this hypothesis we explain things
more completely. The ancients assumed there were
four elements, earth, water, fire, and air, and on that
assumption explained things in a practical way for
them. We now assume eighty-one elements such as
hydrogen, oxygen, copper, iron, ete., but already we
seem on the verge of finding out that these are all
various forms of one element. We assume that bodies
are made up of molecules, which in turn are made up
of atoms (tho no one has ever seen either a molecule
or an atom) ; but philosophy teaches that all we know
of the substances we call matter are the sensations we
get in the brain through various nerve-channels, such
as color, shape, hardness, ete. It is almost certain that
matter and mind are not two entirely different things,
but forms of the same underlying substance.

We explain one thing by comparing it with another,
or in terms of another, and that other by comparing it
with something else, and so on, till at last we come
back to the thing with which we started. So our knowl-
edge of existence seems to be a sort of jelly-bag: we
punch it here and it bulges out there; or we push it in
over there and it bulges out somewhere else. We ar-
range all we know on a system. That works very well



xvi PREFATORY

till we come to know a great many other things that our
system can not explain, and then we get another system.
Knowledge is changing all the time, and it must change.
What we call truth to-day will not be truth to-morrow.
That is the way we grow intellectually. When we come
to think that something is absolutely fixt, we have stopt
growing mentally, we have begun to die. When the
world stops changing its knowledge and its explanations
of things it will have begun to die.

Yet, for the time being, our working theories are all
right, and when we get new ones all that is true in the
old will simply be taken over by the new. We may be
right as far as we go.

Psychology teaches that all impressions in the mind
come to it through some one or more of the five senses,
sight, hearing, touch, taste, and smell. Sensation starts
at the end of a nerve, travels along that little white cord
till it reaches the brain, where it is registered or
written on the brain-substance. We get knowledge n
10 other way.

These sensations are brought by the nerves to the
braln in a stream of consciousness. This stream of
consciousness starts at birth and continues unbroken
till death. In sleep or fainting-fits or the like it seems to
stop ; but when we waken it goes on again.

This stream of consciousness belongs to me, the ego,
the individual spiritual being, or else it is the me, tho it
seems as if there were within us a something that knows
—a soul above the stream of consciousness that we call
life.

The mind within us gives affenfion, voluntary or in-
voluntary, to the sensations in the stream of conscious-
ness, and classifies and arranges them. We pick out the
things that keep coming again and again along the
stream. A certain sensation which comes many, many
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times we identify as white, and another as black. A
certain quality we find common to the face of a woman,
to a flower, to a cloud, to a building, and we call it
beauty. All that we know and think are arrangements,
so to speak, in the mind. Objects in this stream of
consciousness we call 1deas. The act of consciously sep-
arating and arranging them we call {hinking.

Every sensation and every thought produces a feel-
ing, an emotion; and every emotion leads to some
actton. The power of mind that acts consciously we
call will. Whether will is free, or is the inevitable re-
sult of a chain of sensations and emotions which we can
not control is a disputed point, but every human being
has a profound conviction that his will is free.

The nervous system is made up of two divisions, the
nerves that convey sensations, and the nerves that pro-
duce action by contracting the muscles. These two sys-
tems work together more or less automatically. Cut off
the head of a frog, and he will still kick his legs as if he
were alive, because of the reflex action through the
nerve-centers in the spinal column.

Instinct is a sort of automatic reflex through the
brain that makes animals and men do wise things with-
out thinking at all. The newly born calf has an instinet
to suck the cow’s udder, and the baby has an instinct to
suck the mother’s breast. It lasts but for a few days, for
if the calf or the baby are hand-fed for a little while it
is difficult to teach them to suck. Chickens after they
are hatched are said to have an instinct to follow any
moving object, a man or an animal as well as the mother
hen, and if they are taught to follow a man from that
time they form the habit of doing so. But if they are
hooded for a few days longer the instinet of flight, the
very opposite, develops, and when unhooded they try
their best to fly away. Where instinet ends and
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conscious reason begins it is hard to say. A hen sits
from instinct the first time, but the second or third she
probably remembers somewhat the fine chickens that
‘came from her patient sitting before. A little reason
may be mingled with her instinet, tho formerly it was
supposed that animals acted only from instinet, while
man acted from reason. We can hardly believe now
that there is any such sharp line drawn between them.

‘When the streams of nervous vibration have passed
repeatedly they seem to make an easy path for them-
selves, and these easy paths we call habil. Habit leads
us to do things almost as unconsciously as when the frog
with its head cut off kicks its legs by reflex action.

The sensations registered in the brain also make paths
that perhaps actually exist in the matter of the brain,
and at some future time we may start over these paths
again, and so experience again the sensations that we
had long before. When we identify these with the time
at which we received them, we call it memory. When
we do not fix them to a certain time and occasion in the
past, but recombine them as if they were fresh sensa-
tions poured into the stream of consciousness, we call
the process the exercise of ismagination. If we have
never had the sensation of sound, as when a man is born
deaf, we can never imagine what sound might be like.
Imagination can build only with that which has come
into the mind.

‘With our stock of conscious memories, and our stock
of unconscious .records in the mind out of which imagi-
nation builds, the ego, working along the never-broken
stream of consciousness, is able to use its myriad stores
through assoctation. There is, as it were, a network of
strings, or a network of paths, running from one thing
to another, and we find that we want to be following
these paths or tracing these strings of association. We
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are so in the habit of flying back and forth over them
that we do it almost unconsciously. We have only to
start on a certain path, and without any further sug-
gestion we go on to the end. We hear a language
which we do not understand very well, and our mind
moves slowly and gropingly: there are poor paths of
association. But, when we get the impressions through
the ear or the eye of a language we know well, we need
only a cue here and a cue there, a faint sound or a
letter or two, and we catch the meaning because we are
following along those paths of association, filling in all
the blank spaces by the imagination.

Thus we see for our practical purposes that what is
already in a person’s mind largely determines what
we get out of it and the ease with which we can put
new things in which will be important because they
call up memories or start a chain of imaginations, and
8o produce emotions which lead to actions. It is ex-
tremely doubtful whether we can make ourselves act,
much less make anybody else act, except as we start the
trains of thought and feeling which lead naturally to
action. Making a man act may be saying something or
doing something that makes him feel energetic, so that
to let off his feeling of energy he does what you wish;
or it may be giving him courage, the thing he lacks in
order to act. In general, however, you get.him to act
by summoning up, even against his will, an army of
those impressions recorded within his brain which lead
him on so irresistibly that he can not help acting.

Also, we should bear in mind that we remember, and
others remember, chiefly those things that are connected
with the systems or series of connecting links which we
have been building up from infancy. I am interested in
baseball, and everything connected with baseball I re-
member easily; you are interested in dances and par-
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ties, but not in baseball, so you can remember nothing
connected with baseball, but everything connected with
dances and parties. If you learn how to attach to base-
ball the impression you wish to make, you have a key
for getting all of the baseball ‘‘fans’’; and if you know
how to connect your appeal with business, you have a
key to all who are especially interested in business. So
for you the world is not millions of individuals, but a
few hundred classes.

Then to find out how it feels to be a baseball ‘‘fan’’
you become one yourself. All that you are, you under-
stand in other people. You study yourself day and
night, not as an individual but as one of a class, and in
that way you come to know how all the minds in that
class work. Of course, there is an infinite complication
of classes, one overlapping the other. But with these
clues, the maze does not seem quite so bewildering.

Before we leave this subject, however, let us go back
to the beginning and impress upon our minds that the
multitude of impressions in the mind come through five
channels, the five senses, and each one of these is a
gateway through which we should enter, through which
we must enter, if we want to get into many different
minds. We are likely, if we are personal salesmen, to
make most of our appeal through the ear; or, if we are
advertising men, through the eye. We should form the
habit of entering freely by all five gateways.

Then we should not lose sight of the fact that nothing
ever comes out of the mind that has not gone in through
one of these gateways, and it behooves us to inform
ourselves what really has gone in before we try to get
out of other people feelings and actions which depend
on things that perhaps have never gone in at all.

These are but suggestions of the practical usefulness
of psychology.
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I

NATIONAL CHARACTERISTICS

WE are not studying human nature of all times, places,
and conditions, but the particular human nature of
to-day with which we must deal in our business and
professional life. There are certain broad national
characteristics which first of all we may note for our
convenience.

Americans as a class are very free, little influenced
by class distinctions, quick to respond to new impres-
sions, acting as they feel. This is particularly true of
the people of the Middle West, who from the business
point of view constitute about one-half of the nation.
From them it is easy to get a hearing for a new idea, for
men act promptly when convinced, and there is a spirit
of good-fellowship in all social and business relations.
But if business is easy to get for a new thing, it is easy
to lose also. There is little deep thmkmg People
want quick returns.

The East is more conservatlve more permanent,
slower to respond, more reflective, with a certain self-
conscious and local pride in this slightly greater depth
of mind. There is the beginning of a class distinetion
between those who have money and those who have not.
Those who have money, tend to be arbitrary, and those
who have none tend to be subservient. These are as yet
but slight tendencies. l

The Pacific Coast has a characteristic daring mingled
with a liking for the gay and bizarre. Striking and
dashing appeals have a little the better chance there.
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The English have deeply marked class distinections,
with characteristic class manners. Aristocrats can be
appealed to only in the manners of aristocrats; and the
middle class has its manners, while the working classes
have theirs. These habits of doing things in certain
special ways are deeply ingrained, and hence it is
difficult for Americans who have not long studied these
manners to do business in England. American manners
are often offensive, especially to the aristocratic classes,
and merit is lost sight of because of dislike for the man-
ner of presenting it. In reality, England is as much a
foreign country, requiring special study for business
success, a8 France or Germany.

The English are influenced by patriotic reasons in
their business. They will pay more for English beef
than for foreign, will taboo a lamp-chimney marked
‘“‘made in Germany’’ even tho it is better as well as
cheaper. Also, their idea of business is largely the
old one of warfare. Every man must protect himself
- or take the comsequences. Where an American would
trust to the other to do the right thing afterward, even
if it is not in the contract, the Englishman takes few
chances and asks few favors, depending on his position
of advantage to compel. Yankee sharpers have in times
past got the advantage of him, and now he is on the
alert to get the advantage of some other Yankee, always
suspecting that the Yankee is planning to beat him if
there is anything irregular about the deal proposed.
The Englishman seldom lets a sense of humor influence
his business judgment, as does the Irishman, who takes
things with a light easiness that is similar to the method
of America, where the Irish have always been particu-
larly successful.

The French have usually good manners, occasionally
too good to be true, but cold, calculating, thrifty minds
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watching for the best of the bargain when the time
comes. The people are rather afraid of the official
powers that be, and are not at all enterprising like the
Americans. They get rich by saving. Their artistic
sense 18 usually well developed. If Americans were as
thrifty, as saving, as the French, they would soon have
a good part of the wealth of the world. These charac-
teristics are well illustrated by their banking. They
have three or four large banks, with branches every-
where, and they confine themselves to lending money
safely at low interest. They have become the bankers
of the world, along with Great Britain. Their money
is not so much locked up in their own business enter-
prises as safely loaned over the world, and it is very hard
to get them to go into business enterprises.

The Germans have bad manners and an aggressive
business enterprise found in no other European people.
They are patient, far-sighted, scientific, and exceedingly
hard workers. England, being thorough also, has manu-
factured well-made articles, but Germany has been
shrewd enough to manufacture cheap articles, and with
her cheap goods, made in scientifically managed estab-
lishments, she has got into most of the markets of the
world. Germans know so much, it is hard to meet them
on their own ground and match them.

The Spanish are even more lacking in business en-
terprise than the French, but they are naturally sus-
picious, and feel it is better as a regular thing to take
no chances on doing business with a stranger whose
ways and manners they do not understand. Yet they
are said to be very loyal when once they have given
their confidence. They like the manners of the grandee,
and object to being hustled.

The Italians lack the formal habits of the Spanish,
and also the excessive politeness of the French, but they
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have a more kindly nature than either, without much
suspicion. In their general habits they are more like
the Americans than any other European people, but
characteristically passionate when suddenly roused, and
more childlike in their nature. Sharpers probably
would have exploited them, were it not for the fact that
as a nation they are poor in money and so not con-
sidered worth going after. But by their kindly man-
ners they attract Americans, and when they have a fair
chance they prosper.

The Japanese are a shrewd, thrifty, hardworking
people. It is perhaps impossible for an American to
understand the workings of their oriental mind; but
since they model their business on American accomplish-
ments, and all the leading business men in Japan read,
write, and speak English, the American would best treat
the Japanese as he would his own people.

So we come back to our own people. They spoil
more business through lack of good manners than in any
other way. Unlike the Germans, they are not patient
enough to know all about their markets before they try
to sell; and, unlike the French, they are not careful to
save and take advantage of all that comes their way.
Unlike the English, they are not always persistent with
a bulldog tenacity. Their strongest characteristic is
their enterprise.

‘We have sketched these broad national characteristics
to show how people in general may be classified.

Assignment I

Sketch the characteristics of the three classes: 1. City
people. 2. Village people. 3. Farmers.




II

SERVICE THE AMERICAN PRINCIPLE OF
BUSINESS

THE medieval principle of business is contained in the
Latin motto, caveat emptor, let the buyer beware.” Such
a novel as H. G. Wells’s ‘“‘Tono Bungay’’ shows the
European view that business is built on fraud, adver-
tising is lies, and salesmanship a shrewd hypnotizing of
the vietim. Dignified and honest people do not make
any effort to get business, but merely sit still and wait
for business to come to them. The ‘‘ethics’’ of law and
medicine, which originated in Europe, and have been
established in the United States, absolutely prohibit the
doctor and the lawyer from making any direct effort to
get business. They have developed effective, indirect
methods, however. The few doctors that have thrown
ethies to the winds and advertised have been largely
discredited.

The American principle of service takes exactly the
opposite view, namely, that all people are essentially
honest, that if you serve them they will pay you, and
advertising and salesmanship are a system of education
to familiarize people with the advantages of the special
service that is offered. This education is as necessary
and as valuable as the education of the public schools,
in which we believe so strongly. It is one of the ser-
vices that is performed which is really worth while, and,
tho entirely free, is ultimately paid for by the people
who benefit from it.

The principle of service is based on the psychological

7
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principle that like begets like, that people feel as others
feel around them. Approach a man with a smile, a
kind word, a helpful touch, and he smiles back, speaks
kindly, and soon becomes your friend. Treat him as a
friend should, never causing him to suspect or dislike
you, and he will continue to be a loyal friend to you.

A Briton might be stolid, a Spaniard suspicious, but
an American takes you readily for what you seem to
be, and is usually ready to make a trade with you if
you have anything he wants, or he has anything you
want. If neither has what the other wants, the two pass
on with a smile and wait till another time when both
shall be more fortunate. ‘

The principle of unselfish service was preached very
effectively by Jesus Christ. The principle of unselfish
gervice has been the advertising and salesmanship which
have carried the Christian religion far and wide; and
they seem to have been just as effective in China or
India as in America.

As illustrations of the application of this principle in
business, we may cite the following:

Marshall Field started in Chicago the custom of allow-
ing customers to return almost any goods at any time
and get their money back. At first they were told they
could return them if they had any good reason to do so.
Finally they were allowed to return them to ‘‘exchange
desks,’”’ where clerks took them back without asking a
question, or even casting an inquiring look. A few
precautions are taken fo make sure the goods are in good
condition, and to avoid abuses; but these are very few.

In any claim for damages, the word of the customer
is usually taken as true, without investigation or veri-
fication—just as you would take the word of your mother
or brother—and settlement made without delay even
when the customer might seem to be unreasonable.
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A few years ago the great mail-order houses charged
15 cents for their catalog (which cost them 50 cents
or more to print), to prevent people from asking for
it for the sake of mere curiosity. This they do no more,
assured that the man who gets it will, sooner or later,
pay for it, with very few exceptions.

Formerly a big house refused to bother with small
customers. They took so much time and attention that
there was a loss on the sales made to them. Now the
principle is well established that small buyers should
have exactly the same courtesy as the big, for the small
will some time become the big, and many small together
may be worth more than all the Big. All the many little
losses will in due time be paid for in full, under the law
of compensatipn, as Emerson states it in his Essay on
Compensation.. |

The most successful newspapers have adopted a policy
of advertigsing themselves through performing certain
public services from which they could not possibly
benefit directly. One paper makes a crusade on fake
patent-medicine men, another makes a crusade to raise
money for the poor when in the winter they are suffer-
ing, or for flood-sufferers, or sufferers from famine in
China, or to get good school laws or good banking laws
passed for the benefit of the people in general. To be
successful these undertakings have had to be free from
any suspicion of business benefit, except the application
of the general principle that he who freely gives will
freely receive,

But of course we know that there are rogues waiting
to steal our purse whenever they can get a chance. The
prisons are full, the courts are occupied with them.
Will not a business man suffer sometimes from dead-
beats ?

Yes, of course, he will suffer sometimes through those
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who take advantage of him, but the number of such
cases is so small a percentage that it does not count as
compared with the great good that comes from open
dealing with the vast majority. Even those who do take
advantage usually are not punished, their injustice is
scarcely noticed, and even they will soon look for a
chance to pay what they owe in some form or other.
A publisher once carefully took the names of his com-
petitors from his mailing-list, so they would not get
early notice of all the new books he brought out and
the advantages he claimed for them; but presently he
found that his competitors were recommending his
goods when they didn’t have something of their own in
direct competition, and that probably the advertise-
ments and sample copies he sent to these competitors of
his were selling a comparatively larger proportion of
goods than any other advertising he did. So he put
back on his list the names of all his competitors, and
helped them freely to find out early and fully all he
was doing. They were thereafter less quick to bring
out a book that cut into his, there were no feelings of
animosity, and they preferred to say a good word for
him rather than a bad word.

The American idea of service is that we do not have
to be too careful about getting every item into the ledger,
for there is a sort of universal ledger which is always
balanced truly, and what is given is paid for.

Assignment II

Find half a dozen illustrations of free business ser-
vice other than those mentioned in the text, and de-
scribe them.

o® A



111

THE BUSINESS WORLD TAKES YOUR OWN
VALUATION OF YOURSELF

ExcEss in any direction is an evil. The man that is
too good is ‘‘goody-goody,’’ the man that is too gener-
ous is a wastrel and obviously not to be trusted with
the goods of other people. The real kindness to others,
the best service, is just—treating others as you would
that others should treat you—not better nor worse. It
isn’t good for you that somebody should pauperize you,
nor i8s it good for others that you should be too loose
or free with your services. The generosity and public
service of business has a strong backbone, and a sure
knowledge that the payment will come. It knows that
weakness toward others is waste, and it avoids wasting
anything., It serves itself just as eagerly as it serves
others. It cherishes its own strength and capital that
it may be able to serve others more widely and more
largely. While giving due attention to petty things,
it does not waste itself on them, because waste anywhere
in the universe is a crime.

The natural result of\this fitm-Pput high-minded atti-
tude—the attitude that betieves all men honest till they
are proved dishonest—has brought jt about that men in
business and professional life are largely taken at their
own valuation. They know themselves better than any
one else. If they are honest and tell the truth, the best
place to go for information is to them.

There are mercantile agencies that make investiga-

11
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tions of the credit of business houses; but if you are
asking credit from a big business house, or from a
bank, the credit manager or the president of the bank
will prefer to have you tell him what you have and
what you are worth, rather than take any of these
agency reports. Some people do lie, but they are such
a comparatively small fraction of 1 per cent. that
on the whole it is much safer to take the statements of
the man who really does know, and more than ninety-
nine times out of a hundred will tell you honestly, than
to trust to outside advice.

I want to buy the cheapest groceries in Chicago, and
I go to the head of a big grocery house and tell him
what I_am looking for. I ask him if he can give me
what I want. If he says ‘“Yes!’’ I believe him. He
is very likely to say ‘‘No! You can depend on the
quality of what you get from us, but if you want cheap
goods you must go to so-and-so.”” Perhaps he will
point out just how higher-priced goods will prove to
be the cheapest in the long run, and so you decide to
pay his higher price and buy from him. But if he had
not been truthful in the beginning, you would not have
confidence in his argument.

Since the business world takes a man at his own
valuation, it is more important that he should know
that value than any one else. If on trial he is proved
to have been a bad judge of his own value, it is even
more against him than if he is dishonest in telling what
he knows. Some men do lie, and do make money by
lying; but in the long run they are found out, and,
sooner or later, with scarcely an exception, they are
bitterly sorry for their untruthfulness. But the
majority of men simply do not know. Since they sus-
pect they do not know, they do not state their claims
to attention in any definite or confident tone. There-
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fore no one takes any notice of them. In Europe, if a
man states his own claims frankly and forcibly, the
general suspicion that prevails that all business is fraud
makes him more suspected than if he kept quiet. When
the Associated Advertising Clubs adopted as their motto,
“Truth,’”” and inaugurated a campaign for truth in
advertising, they recognized clearly that the establish-
ment of general confidence through the elimination of
fraud would be the greatest asset general advertising
could have. :

The kind of statement about oneself that is wanted is
of facts and not of opinion. A man is expected to be
prejudiced in his own favor, so that his mere opinion
i1 not given much weight. But when he says he has
nine hundred and eighty-seven dollars on deposit in
such and such a bank, or has a good debt that is owed
him which will become due at such and such a time, his
word is taken without a question. The facts about
merchandise, carefully stated, will usually be believed.
So in the social community, the man who says he has
been to college, has taken a medical degree, has traveled
in Europe, and has made a special study of nose and
throat disease, is taken absolutely on his own state-
ment. The best statement about oneself, the least egotis-
tic in sound, is a plain statement of plain facts, without
any admixture of your own personal opinion. The
world wants to know what you KNOW about yourself,
not what you think; but it is at the outset willing to
take your word for what you believe you know and can
state in detail.

This willingness of the American to take another at
his word is exemplified in various ways. We hire a
servant-girl on what she says, seldom caring to get
references or to look her up, and usunally suspecting
that written recommendations were given for the pur-
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pose of getting rid of the servant without trouble. The
English never hire a servant without a ‘‘character’’
from her last mistress; and if she has had a quarrel and
can not get a character, she is often in a bad way, even
when she is really all right.

A former advertising manager of Marshall Field &
Co. as a boy lived in Omaha. He believed that he could
serve Field’s firm acceptably and wrote a long and
earnest letter stating what he thought he could do.
This clear statement of his own case caused the house
to make a place for him, tho none existed, and en-
couraged him 'to pay his expenses from Omaha to
Chicago to take the place that was tentatively offered
after two or three letters had passed.

A young man in Washington was a stenographer,
but he had studied advertising and wanted a position
in that line of business. He stated his case so forcibly
that he was offered a position with one of the biggest
advertising agencies in the country, and also several
other positions, tho at a salary less than he thought he
could afford to go for. After a while he got the salary
he thought he was worth, and he proved to be worth it.
The clear, forcible statement of his own valuation, even
as to the amount of his salary, won for him.

Assignment III

Business men value qualities of mind more than they
do knowledge in young beginners. Even a high-school
boy, utterly without experience, may know something
about his powers of mind so that he can state them
clearly and forcibly. He may know that he is par-
ticularly faithful and reliable, that he has a gift for
figures or for language, or that he has unusual endur-
ance, or that he can get on so well with pcople that he
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can make them obey him. His great fault in applying
for a position is that he does not state these things at all.

State your own powers of mind briefiy, but clearly
and sincerely. Let a simple naturalness overcome what
may seem an egotistic manner,



IV

EVERY MAN SHOULD HAVE HIS
MONOPOLY

TaE foundation of success in business, no doubt, is
being able to perform some service that nobody else can
perform in your circle. This circle of yours may be
the world, or it may be your country, or it may be
your community, or it may be the single business house
In which you are employed.

When a person has a monopoly, something that
nobody else has, he can, to a certain extent, make his
own price, and, above all, he can speak of himself with-
out fear of exaggeration: there is nothing above him
by which others can measure his littleness, with which
he can be unfavorably compared. If he has this monop-
oly, he has only to make people know it and give their
reason time to assert itself, when he will inevitably get
his full pay for what he can do that no one else can.

There are two ways of getting a monopoly, first by
setting oneself resolutely toward learming something
that others do not know, or being able to do something
that others can not do. The other way is to look for
the place where others will be inferior to you. Both
methods must usually go together. First, it is impor-
tant to learn to give some service supremely well; then,
it is desirable to find the place where that service will
count for most by reason of the helping influences that
will gather about it.

The man who is at the top usually makes money,
while the man who is second takes his leavings. It

16
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often happens, however, that where one man is succeed-
ing, a competitor may come in and both will succeed
still better. The community wants competitive service—
for the sake of comparison, we will say two grocery
stores. One grocery has the best coffee, the other has
the best bread, and so on, each its specialty and monop-
oly. Or one has the cheapest goods and the other has
the best quality of goods. In Chicago, the department
store that is the most successful has the highest quality,
and the next most successful store has always the cheap-
est goods. When people are looking for the very lowest
prices they can pay regardless of quality, they in-
variably go to the latter store. It has a sort of monop-
oly in that line. And the other store gets them when
they are looking for the best goods. The stores in be-
tween which have no such big specialty make far less
money, but try to have their lesser specialties, and no
store succeeds or even continues to exist that does not
have some specialty, that is, monopoly.

The clever advertising man, when he comes into &
new business, looks for the points of monopoly, the
points that this business has which no other business
in the community can lay claim to, and those are the
points on which his advertising hammers.

It may be, however, that in spite of everything there
are those around you who are stronger and better than
you. In Boston, many people have a good education,
and a high school education or even a college education
gives no monopoly of learning. In that case, such a
person after having done his best, should go where
education is more in demand. Out in North Dakota,
perhaps, he may be the best-educated man in town.
Therefore, as soon as a person finds himself second, he
should hasten to get away where he will be first again.
The earth is various and large, and every man can have
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his monopoly in his own circle, or can seek a circle
where he will be a king-pin.

The point of view of monopoly, looking down instead
of up, is the only good one for either salesmanship or
advertising or any kind of business or professional pro-
motion. At the same time in our personal ideals, in
order to rise to the point of command, we must be look-
ing up.

Assignment IV

Make a list of the most successful business and pro-
fessional men in your town and find out on what
monopoly each has built his success.

Then make a list of less successful persons or busi-
nesses, and see on what minor specialties they have
built the success they have. |

At first the discovery of these unique points may
seem difficult, but invariably a careful investigation will
reveal them. The chances are that many of those suc-
cessful persons will not be able to tell what their monop-
oly is; but for all that, if they have been successful,
it will be found they have it.
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THE MIND AND HOW IT WORKSH*

Having established our point of view, namely, that
business is rendering service which in so far as it is
successful has some monopoly which we must discover
as our starting-point, we are ready to look into the mind
of the average person and see how we may appeal to it.

Psychology teaches us that impressions are entering
the mind through the channels of the five senses.
Poured continually into a stream of consciousness that
continues practically unbroken from birth to death,
they leave their marks possibly in the very physical
texture of the brain itself. The ego within is constantly
busy arranging these impressions and connecting them
by a network of paths which we call associations.
When we retrace the impressions of the past, by aid of
the paths of association, identifying them as attached
to a given time and place, we exercise the power of
memory. When we use these impressions, connected as
they are by their network of paths, so as to make new
combinations, we exercise the power of imagination.
When impressions and associations are divided up into
elements, as when we separate the characteristic of
beauty or any other abstract idea from the complica-
tion which goes to constitute objects, and then arrange
these abstractions according to fixt principles, we reason.
When by reason we come to a fixt determination and
act accordingly, we exercise the rational will. If we
do the same wise things by reason of some impulse born
in us, without any process of reasoning, we are said to

AE———

*See ‘“Prefatory—A Scientific Basis.”
19
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act by instinct. When we come to wise conclusions
without taking all the steps of reason, the mind is said
to act by intuition. After intuition has told us what
to do we may go ahead and act according to reason;
but instinet differs from intuition in that it produces
action directly.

Here are all the elements of psychology in a nut-
shell. Now we must see in detail just how memory,
imagination, and reason work. But first let us see
what the effect of habit is on the nervous system, since in

reality that is the basis of the practical effectiveness of

all three of these functions.

I quote from William James’s text-book on Psy-
chology: ‘‘An acquired habit is nothing but a new
pathway of discharge formed in the brain, by which
certain incoming currents ever after tend to escape.
The moment one tries to define what habit is, one is
led to the fundamental properties of matter. The laws
of Nature are nothing but the immutable habits which
the different elementary sorts of matter follow in their
actions and reactions upon each other. . . . On the
principles of the atomistic philosophy, the habits of
an elementary particle of matter can not change, be-
cause the particle is itself an unchangeable thing; but
those of a compound mass of matter can change, be-
cause they are in the last instance due to the structure

of the compound, and either outward forces or inward
tensions can, from one hour to another, turn that

structure into something different from what it was.

That is, they can do so if the body be plastic enough to

maintain its integrity, and be not disrupted when its
structure yields. The change of structure here spoken
of need not involve the outward shape; it may be in-
visible and molecular, as when a bar of iron -becomes
magnetic or crystalline through the action of certain
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causes. . . . Plasticity, then, means the possession of
a structure weak enough to yield to an influence, but
strong enough not to yield all at once. Habsis in living
besngs are due to the plasticity of the organic materials
of which thesr bodies are composed.’’

M. Léon Dumont writes: ‘‘Every one knows how a
garment, after having been worn a certain time, clings
to the shape of the body better than when it was new;
there has been a change in the tissue, and this change is
a new habit of cohesion. A lock works better after
having been used some time; at the outset more force
was required to overcome a certain roughness in the
mechanism. The overcoming of their resistance is a
phenomenon of habituation. It costs less trouble to fold
a paper when it has been folded already; . . . and just
so in the nervous system the impressions of outer
objects fashion for themselves more and more appro-
priate paths, and these vital phenomena recur under
similar excitements from without, when they have been
interrupted a certain time. . . . A scar anywhere is
more liable to be abraded, inflamed, to suffer pain and
cold, than are the neighboring parts. A sprained ankle,
8 dislocated arm, are in danger of being sprained or
dislocated again; joints that have once been attacked
by rheumatism or gout, mucous membranes that have
been the seat of catarrh, are with each fresh recurrence
more prone to relapse, until often the morbid state
chronically substitutes itself for the sound one. In the
nervous system, to take what are more obviously ‘habits,’
the success with which a ‘weaning’ treatment can often
be applied to the victims of unhealthy indulgence of
passion, or of mere complaining or irascible disposition,
shows us how much the morbid manifestations them-
selves were due to the mere inertia of the nervous organs,
when once launched on a false career.,
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‘‘Nature has so blanketed and wrapt the brain about
that the only impressions that can be made upon it are
through the blood on the one hand, and the sensory
nerve-roots on the other; and it is to the infinitely at-
tenuated currents that pour in through these latter
channels that the hemispherical cortex shows itself to
be so peculiarly susceptible. The currents, once in,
must find a way out. In getting out they leave their
traces in the paths which they make. The only thing
they can do, in short, is to deepen old paths or to make
new ones; and the whole plasticity of the brain sums
itself up in two words when we call it an organ in
which currents pouring into it from the sense-organs
make with extreme facility paths which do not easily
disappear. . . .

‘‘Habit simplifies our movements, makes them accu-
rate, and diminishes fatigne. Man is born with a
tendency to do more things than he has ready-made
arrangements for in his nerve-centers. Most of the per-
formances of other animals are automatic. But in him
the number of them is so enormous that most of them
must be the fruit of painful study. If practise did not
make perfect, nor habit economize the expense of ner-
vous and muscular energy, he would be in a sorry
plight. _

‘‘Secondly, habit diminishes the comscious attention
with which our acts are performed. Habits depend on
sensations not attended to. In the act of walking, even
when our attention is entirely absorbed elsewhere, it is
doubtful whether we could preserve equilibrium if no
sensation of our body’s attitude were there, and doubt- .
ful whether we should advance our leg if we had no |
sensation of its movement as executed. We uncon-
sciously attend to these sensations through habit. |

‘‘ ‘Habit a second nature! Habit is ten times nature!’
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the Duke of Wellington is said to have exclaimed; and
the degree to which this is true no one can probably
appreciate as well as one who is a veteran soldier him-
self. ‘There is a story,’ says Professor Huxley, ‘which
is credible enough, tho it may not be true, of a practical
joker who, seeing a discharged veteran carrying home
his dinner, suddenly called out, ‘‘Attention!’’ where-
upon the man instantly brought his hands down, and
lost his mutton and potatoes in the gutter. The drill
had been thorough, and its effect had become embodied
in the man’s nervous structure.’

‘“‘Habit is thus the enormous fly-wheel of society, its
most precious conservative agent.’’

Thus we see that when we face the public, we are
facing men and women whose minds are cut deep with
brain-paths which it will be extremely hard for us to
counteract. The wise thing is to understand them and
use them. If we do our traveling on these paths, we
are likely to be successful; but if we strike out across
country, we are pretty certain soon to be ditched.

Association. Memory and imagination both depend
very largely on association, which is nothing more nor
less than the natural connecting paths that happen to
exist between one thing and another. Old paths that
have been worn deep are easy to travel, new ones that
have not been much worn are more difficulf. New
paths that are not traveled over again are often lost
completely. Or if all paths are -about equally traveled
they are a hopeless network, a labyrinth, in which we
get lost almost instantly. If we have certain lines of
thought, great trunk lines, over which we travel often,
as a certain business or profession, that is a guide for
all branch paths, and we can locate them easily up or
down the main traveled road. We lay out in our minds
a sort of map of the paths, indicating the big ones, the
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middle ones, and the small ones, and we remember by
locating the new small path on this map, with reference
to this big path, or that small one, or this object on the
path, or that object on the path. In the brain, objects
are called ideas.

This system of objects called ideas, and paths con-
necting them, the ego within us arranges and classifies
on three different plans; first, according to time and
place when we received the impressions, that is memory;
second, according to fixt principles which we adopt, to
make them conform to which we cut them up, divide
them, analyze them: that is reason; third, we take
them as they are, pictures in the brain, and arrange
them according to our feeling, our intuitions, our in-
stincts: that is imagination. Then the will acts on the
promptings of either one of these, whichever is
strongest.

Words and Pictures the Key to Other People’s
Minds. The organization of modern society and
modern methods of communication have made the sense
of sight the most widely useful for communication, and
next to that the sense of sound. The senses of touch,
taste, and smell, are less directly useful, because we
have not invented practical means for. appealing to
them. The original means of communication was by
pictures, and that is still the most widely useful and
effective. But reason has developed an artificial system
of symbols called words, conveyed equally well by sight
or sound. Sight is used for long-distance communica-
tion, sound for short-distance.

Now, words are not things, not even things in the
mind or ideas, but only symbols or tokens of things.
Like paper money, they are merely tokens that there is
gold in a bank somewhere which can be had for the
asking. If there is no gold there, the paper money is
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worth little. There may be something else almost as
good as gold, such as goods or power to work, which
we will accept as a substitute; but if there is nothing,
paper money is nothing more than a piece of paper
with & picture on it. }So words have no value whatever
except as they repreSent ideas in the mind of the
person to whom you speak or write.) Many people think
that words are worth what they stand for in their own
minds, They are not always absolutely sure that their
current value is measured solely and absolutely by what
they stand for in the other man’s mind.

In the case of the words of a foreign language, we
understand easily enough that the person who does not
understand the language, gets the words merely as the
jabbering of an ape. Such a person can not even tell
them apart, he can not even hear them. They have no
connections with any paths in his mind, but come
straight across a new country. It is very slow and hard
going. The newcomer stumbles now into an unexpected
hole, now over a hummock. There are not even any
sound channels in the auditory nerve along which the
unfamiliar sounds may come, so that you do not even

really hear them.
~ The same is true among the people educated to one
language, but in different ways and in different degrees.
A farm laborer knows nothing of the technical terms
of psychology, which produce just the same sort of
effect on his mind that Russian does, perhaps, on yours.
Words that suggest to you all the sights and sounds of
city life, may be Greek to the country person who has
never been in the city. He has no city paths in his
brain, no system for connecting up the few little things
he thinks he can understand.

Here, then, we have a few practical prineciples.

1. It takes a long time to make new paths in people’s
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brains, and the easiest thing to do is to travel the old
ones that are already there.

2. Words have value only according to the bank-
deposit already in the mind of the person who hears
them or sees them. They are not things, they are not
ideas, but only tokens to call up the ideas already in
the other person’s mind. A word, therefore, has a
different value to every person who hears it—a slightly
different value.

3. Pictures and sounds are more orlgma.l more
primitive than words, and will get into the minds of
many more people than words will. In nearly every
human being there is a nerve channel through the ear
for a kind tone of voice, and a pretty well-worn network
of paths inside the brain along which it may travel
Likewise, images of fields, sunlight, men, and women find
easy entrance along well-worn paths in optic nerves of
most people.

Two Methods of Awakening the Mmd Reason and
Imagination. William James states two essential ele-
ments in reasoning, the mode of conceiving the object
in the first place, or abstracting a quality of the object
and identifying it as the object itself, and the general
proposition of identifying that with something else, so
making a logical step. Says he, ‘‘All objects are well-
springs of properties, which are only little by little
developed to our knowledge, and it is truly said that to
know one thing thoroughly would be to know the wuni-
verse. But each relation forms one of its attributes,
one angle by which some one may conceive it, and while
80 conceiving it may ignore the rest of it. A man is
such a complex fact. But out of the complexity, all
that an army commissary selects as important for his
purposes is his property of eating so many pounds a
day ; the general, of marching so many miles; the chair-
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maker, of having such a shape; the orator, of responding
to such and such feelings; the theater-manager of being
willing to pay just such a price, and no more, for an eve-
ning’s amusement. Each of these persons singles out the
particular side of the entire man which has a bearing
on his concerns, and not until this side is distinctly and
separately conceived can the proper practical conclusions
for that reason be drawn; and when they are drawn
the man’s other attributes may be ignored. All ways
of conceiving a concrete fact, if they are true ways at
all, are equally true ways. There is no property abso-
lutely essential to any one thing. . . . The essence of a
thing is that one of its properties is so tmporiant for
my inierests that in comparison with it I may neglect
the rest.”’ .

We may suppose that we are looking for a link be-
tween two objects, S and P. We pick out of S some
quality which for our purposes we conceive to be the
essence of it, which we call M, and if we happen to find
M in P we have the link we are looking for. A sagacious
mind is one which discovers the right quality or attri-
bute among the many that exist, and proceeds to identify
it in the other object. ‘It not only breaks up the datum
placed before it and conceives it abstractly—it must
conceive it rightly, too; and conceiving it rightly means
conceiving it by that one particular abstract character
which leads to the one sort of conclusion which it is the
reasoner’s temporary interest to attain.’’

Of course, we may hit by accident on the same result,
as when a cat happens to pull the latch of the door; but
if the latch got out of order the cat would not be able
to analyze and deduce till it found what the matter was
and remedied it.

‘““Thus, there are two great points in reasoning.
First, an extracted character is taken as equivalent to
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the entire datum from which it comes; and, second, the
character thus taken suggests a certain consequence
more obviously than it was suggested by the total datum
as it originally came,.

““Suppose I say, when offered a piece of cloth, ‘I
won’t buy that, it looks as if it would fade,’ meaning
merely that something about it suggests the idea of
fading to my mind—my judgment, tho possibly cor-
rect, is not reasoned, but purely empirical ; but if I can
say that into the color there enters a certain dye which
I know to be chemically unstable, and, therefore, the
color will fade, my judgment is reasoned. . . .

‘‘The extracted characters are more general than the
concretes, and the connections they may have are,
therefore, more familiar to us, having been more often
met in our experience.

‘‘Also, the extracted characters are so evident be-
cause their properties are so few, compared with the
properties of the whole, from which we derived them.

‘““To reason, then, we must be able to extract char-
acters—not any characters, but the right characters for
our conclusion.’’

Thus William James explains what reasoning is.
Obviously, if we are going to get other people to follow
our reasoning, they must have a similar sagacity in
extracting right qualities from concrete objects and
recognizing them in other objects. If their minds do
not have paths along those lines which are sufficiently
deep and well worn, our reasoning will be like Greek
to them. If they do have sagacity along those lines, if
in their minds are well-worn paths of that sort, it will
give them the greatest pleasure in the world to listen
to our arguments. '

The schools are largely engaged in training the minds
of pupils in analytic processes. Reasoning is a splendid
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way of getting at things that can not be got at in any
other way. Thus arguments make a good form of ap-
peal to educated people, and in cases where there is
no simpler or better way.

The natural and universal method of appeal is
through the imagination. Sensations once experienced
leave pictured impressions of themselves in the mind.
Says William James, ‘‘No mental copy, however, can
arise in the mind, of any kind of sensation which has
never been directly excited from without.”” This is
extremely important to remember in our practical rela-
tions with people to whom we wish to appeal.

In some people these pictures are distinet, clear, and
complete, while in others they are dim, blurred, and
imperfect. The good visualizer sees an absent acquain-
tance as if he were sitting or standing at his side; the
poor visualizer can not describe even two or three of his
features. Some people have clear images of sounds,
while still others have clear images of motions or mus-
cular sensations.

‘“‘Our mental images are aroused always by way of
association ; some previous idea or sensation must have
‘suggested’ them. Association is surely due to currents
from one cortical center to another.’’ These currents
from one brain-center to another produce faint images
which are the same as those produced by nerve-sensation
currents direct from the outside. It is thus that we are
able to distinguish reality and fantasy by their faint-
ness or vividness.

Appeal by the imagination depends also on another
element, besides the power to reproduce pictures in the
brain. That is emotion, or feeling.

Every sensation coming as a nerve-current into the
brain, reacts through the muscle-contracting nerves to
produce action in the body. In other words, it rever-
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berates through every corner of the body. This re-
action may be: 1. Expressions of emotion. 2. In-
stinctive or impulsive performances. 3. Voluntary
deeds.

Strong emotions, like fear, anger, etc., show them-
selves plainly in the muscular actions of the body.
Milder emotions produce inner changes, some of which
may be detected in the expression of the face by a shrewd
observer. William James believes that the merve-cur-
rents going into the brain must come out again, and in
coming out they change the body; then our feeling of
these bodily changes is what we call our emotions.

Likewise, the minor nerve-currents in the brain which
we call imagination must produce their reactions on the
body in the form of emotions or feelings, which are
closely connected with impulsive actions. Or, once we
feel like acting, it is easy to find reasons for deliberate
action.

Appeal by way of the imagination, therefore, con-
sists of calling up pictures in the mind, which, in turn,
produce feelings that lead to action. You may con-
vince a man’s reason, and still he may not decide to act.
Rouse his feelings, and he acts in spite of himself. So
that, even after argument, an appeal to the imagination
is often necessary to produce the feelings which will
cause the action.

Making people do things. People do what they feel
like doing, and they don’t do what they don’t feel like
doing. We sometimes think we can force their wills.
That is probably an error. There is just one way to
make them act, namely, to start back at the beginning
and set in operation those things which will produce in
their minds the feelings to which their wills yield in
spite of themselves.

We hear about causing ‘‘action’’ in making sales,
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““closing’’ the customer who after convincing argument
fails to do what is desired, but goes on arguing in-
definitely and postpones action. What is meant in
reality is that at the end an appeal through the imagi-
nation which produces the emotions which compel action
is required to supplement a defective argumentative
process. The theory that a man must act if the right
smotions are aroused accounts for the inevitable com-
pensation which comes from unselfish public serviee.
Giving the compensation is a sort of automatic nervous
reaction.

This is seen sometimes in making collections. An
irritating letter may arouse a little anger. Along with
that is a sense of honor inherent in the consciousness of
owing the debt. These two emotions produce a dis-
agreeable conflict, to get rid of which the obvious thing
8 to pay the debt. The process has become almost
standardized. Or a man develops some intense feeling
shich keeps him from paying his debt. An irritating
‘etter makes him angry. Then a very pleasant personal
call takes him unawares and relaxes his anger, and
along with the anger the feeling which stood in the
way of his paying his debt, and he pays it in spite of
himself,

Play upon the feelings of others depends first on
knowing the images or impressions in the brain, then
the paths of association connecting them (in other
words, getting a map of the enemy’s country), next of
appealing primarily through the imagination, but always
bridging the gaps by reasoning, and finally by the clever
marshaling of both reason and imagination to produce
the feelings which make action inevitable.

The singer gets money from people by appealing to
the ear-imagination, which produces such pleasurable
feelings that people become sound-topers, so to speak,
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and give up their money just as readily as liquor-topers.
The painter produces his emotion through the eye, the
novelist through the printed page, and the business man
through appeal to the cruder emotions connected with
bodily comfort, utility, etec. The processes used by Tet-
razzini, Sarah Bernhardt, or Dickens, are in principle
the same as those that must be used by salesmen and
advertisers, to dispose of the goods which are even more
essential to the successful living of life than musie,
drama, or fiction. Whether the methods are rightly or
wrongly used depends on the honesty or dishonesty of
the users. Our original premise was that honest service
is the only thing that is permanently successful in busi-
ness or professional life.

Questions on How the Mind Works

1. From what point of view do we start in this
survey ? .

2. Describe in detail how all impressions enter the
mind.

3. What effect do they have in the mind, and in what
form do they come out?

4. How does William James describe habit$

5. How does M. Dumont describe habit$
~ 6. What are brain-paths, and how do they help the
working of the mind ?

7. What practical effect does habit have on our
actions ?

8. What effect does habit have on attention to details?

9. In what story does Huxley illustrate the working
of habit? |

10. Illustrate ‘‘association,”’ and show how both
memory and imagination depend on it. What is
memory? What is imagination?
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11. What two keys are there to people’s minds? II-
lustrate the difference between the appeal of words and
of pictures. How does a foreign language affect us if
we are not familiar with it?

12. Summarize the three practical principles of ap-
pealing to the minds of others.

13. Explain the process of reasoning.

14. What kinds of people are susceptible to the
appeal of argument or reason? Where is the reasoning
method most in use?

15. Why is appeal through the imagination the
natural and universal method ¢ What is absolutely essen-
tial to making that appeal? Illustrate the imaginative
method.

16. What is emotion or feeling? In what three forms
do the nerve-currents entering the brain react?

17. How do emotions show themselves in the body?
In what way does the principle apply to mild appeal
through the imagination? Summarize the process of
appeal through the imagination.

18. How is it possible to make people do thingst II-
lustrate the reaction in making collections by irritation.
How do artists make people pay money? What form
of appeal alone is permanently successful in business or
professional life?

Assignment V

Edycation and advertising are so nearly the same
thing that we may study them together. Let us test
the law that nothing comes out of the mind that hasn’t
first gone in. The teacher may select two short poems,
like two sonnets by Wordsworth, which he can read
particularly well, or two pieces of prose; read one aloud
to the class, and then have members of the class read it
back to him. Then let the class read the other one
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first, while he reads it last by way of contrast. The
tones of expression, the interpretation by the voice, the
fine understanding of the shades of meaning, could not
be in the minds of the pupils till they had gone in by
direct impressions. To equalize the matter of prepara-
tion, the pupils should carefully prepare the selection
they are to read first.

To illustrate the advantages of the imaginative ap-
peal over the didactic, we will suppose there are in the
class boys or girls who know little or nothing of base-
ball, and others who do know much about it. Let one
who knows try to explain it to those who do not know.
That will be by the didactic method. Then make a
chart of the diamond on a large sheet of paper with
clear, broad lines. Letter in the pitcher, catcher, base-
men, etc., so as to mark their positions, including also
the batter. Then mutely illustrate each step of the game
by going through the motions, first of the pitcher
pitching the ball, first putting a finger on the chart
where the pitcher is, then the catcher catching the ball,
the umpire behind him looking sharp, and, finally, the
batter hitting the ball, pointing to the ball flying over
the field, and then an outfielder catching it; and so on.
In each case be sure first to touch the name on the chart.

To illustrate the superiority of the reasoning method
over the imaginative on another occasion, try to find
some imaginative method of making clear the contents
of this book, which can easily be explained. Its size,
shape, color may be shown or illustrated, but they are
not the book. The contents of the book might be illus-
trated imaginatively by pictures of persons writing
letters at typewriters, or an advertisement-writer de-
signing an advertisement, or pictures of the average
man and woman whose processes of thought we are
trying to analyze. Quite a little can be done in this
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way, but reasoned explanation in rightly chosen words
is practically essential to make the connection clear.
Let us turn over the advertising pages of any maga-
zine and pick out those which make an almost purely
imaginative appeal, as the soap advertisements, and then
those which, because of the educated class of people
for which they are written, make a didactic appeal, as
Tiffany’s advertisement, or those which, from their
very nature, seem obliged to use the didactic method to

a large extent.



VI

PRACTICAL USES OF THE IMAGINATIVE
METHOD

To use a word or perform an act which will start
those brain-currents along the paths of association
which habit has formed, so that the mind of the other
fellow will begin to shape attractive pictures, that is
what the imaginative method is in practise. Mr. Lorin

F. Deland, in his little book, ¢ 3 In Busi-
ness,’”” has given us some examples of it from his own
éxperience.

Two street bootblacks with kits over their shoulders
were crying for shines on the two equally busy sides of
a busy street. One made the plain, matter-of-fact ap-
peal, ‘‘Shine your boots here!’’ while the other cried,
‘““Get your Sunday shine!’’ As it was four o’clock
Saturday afternoon, the word ‘‘Sunday’’ started a
whole train of reflections in the minds of the passers,
as a result of which that boy got twice as much business
as the first.

Mr. Heinemann, the London publisher, saw two ped-
lers standing side by side selling toy dolls. ‘‘One of
them had a queer, fat-faced doll, which he was pushing
into the faces of passers-by, giving it the name of a well-
known woman reformer, then prominently before the
public. His dolls were selling rapidly, while the man
beside him, who had a really more attractive doll, was
doing comparatively little business.’” Mr. Heinemann
suggested that he hold two dolls in each hand, and ery
them as ‘‘The Heavenly Twins.”’ That was the title of

36
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Sarah Grand’s novel, which was then all the rage in
London. ‘‘The ‘Heavenly Twins’ dolls were an instant
success, and within one hour the vendor of the woman-
reformer dolls gave up the fight, acknowledging him-
self beaten, and moved five blocks down the street to
escape the ruinous competition.”’ Those doll-vendors
succeeded because they supplied the mind as well as
the hands with something to play with. The passers
bought the dolls thinking of what fun they would have
at home calling them by the names the vendors had
given them. It also illustrates the folly of selling single
articles when you can sell twins, which reduce stock
twice as fast. .

Mr. Deland tells another story of & rug-dealer who
wanted to unload a thousand oriental rugs in a week.
He thought of knocking twelve or fifteen dollars off the
average price of $25 to $35, but instead he was induced
to print an advertisement containing a sort of picture
of a dollar bill, which was good on the price of any
rug at its face value of one dollar, if used within six
days. Some 1,600 rugs were sold, at a discount of only
$1,600, coupled with an imaginative method, whereas
if $12 or $15 had been knocked off the price, probably
less than two hundred rugs would have been sold. The
habitual currents of the mind which play about dollar
bills so persistently in the lives of most people had
been set going by the sight of a crude, make-believe
dollar bill, the value of which they could see as well as
think about didactically.

The same method was used to dispose of 50,000
pictures which had been made to sell at $5, but which
the house decided to unload at $1 each after all their
advertising had failed to dispose of more than 700.
They thought of sending out to dealers all over the
country a circular announcing $5 pictures reduced to
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$1, a method that would have told everybody at a glance,
‘“We are stuck and trying to unload that which has
been a failure.’’ Instead, they made a handsome en-
graved receipt and sent it to the 350,000 Grand Army
men, saying that a war veteran might get a $5 Civil
War picture for only $1, if he would have the certificate
endorsed by the secretary of his post. It was an in-
dividual chance that came only to Grand Army men;
but, of course, they let in their friends, if they didn’t
care to buy the pictures themselves, as it was a pity
to throw away a receipt for $4.

As Mr. Deland remarks, it is not the price that counts,
but the reason for the price.

It is said that Phillips Brooks was giving some ser-
mons in Faneuil Hall, in Boston, Sunday evenings, to
‘““waifs and strays.’”’ After two or three weeks the
audience had fallen to half a houseful. Then Mr.
Deland announced that admission would be by ticket
only. ‘‘If we can’t fill the house half full when ad-
mission is free, how can we possibly do it when admis-
sion is by ticket only,’’ said his associates. But the
next Sunday the hall was full, and continued full for
the rest of the season. It is said Moody often resorted
to the method of making admission by ticket only when
his audience threatened to be small. People couldn’t
sacrifice that which they had which somebody else didn’t
have. What everybody could have, they didn’t want.

Here is another good story which Mr. Deland tells.
An organ-manufacturing firm had sold 200,000 organs,
the largest number ever put out by. any house, and
wanted to advertise the fact. So they had a contest
for ideas to illustrate ‘‘How Large is 200,000,’’ and
then put the suggestions as pictures into a book which
they offered to send on receipt of a 2¢. stamp. But only
788 books out of the 100,000 printed were sold by a
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large and expensive advertisement in the Youth’s
Companton. What should be done? Mr. Deland pre-
pared another and smaller advertisement, placed a
simple rebus at the top that any one could solve, and
offered to give the book to any one who would solve
that rebus, and it could not be had on any other terms.
The advertisement was inserted once, and for a time
nothing was heard. Then came a letter saying:
““Where is this thing going to end? We have sent out
twenty-three thousand books up to last Saturday night.
We have now a force of five women employed in open-
ing letters and mailing books. Had we not better pre-
pare another edition?’’ So it went on for ten weeks
more, finally breaking all known records for the num-
ber of replies from any single advertisement, |
. So important do some big business men regard the
possibility of imaginative appeal in a good name that
they register as a trade-mark all the good names they
can possibly think of, not because they can ever hope
to use them, but to head off their possible competitor;
for what can a competitor do in selling a new soap if
he can not give it a good name, one that will touch the
imagination of the people. ‘‘Sunlight’’ is the name of
a popular soap in England, and the name ‘‘Sunlight’’
has been registered at $50 each registration for every
possible household article, and an American soap manu-
facturer has registered every good name for a soap he
could find. It is said that as high as $50,000 has been
spent by one firm to register imaginative names just
to head off competition.

Finally, Mr. Deland illustrates what he calls ‘‘in-
vention’’ versus ‘‘imagination.’”” Invention is a clever
idea. Imagination is an idea that touches off the cur-
rents running along those brain-paths which the cus-
toms and habits of people have created in their cortical
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gray matter. Congress shoes, with elastic webbing at
the sides instead of laces in front, had been enormously
sold because they were guaranteed to wear a certain
length of time, and a pair which failed to wear so far
as the elastic was concerned might be handed to an
express company anywhere and sent back to the factory,
and the shoes would be repaired and returned free of
all cost. Then a few dudes along the Atlantic coast
from New York to Washington! in what the manufac-
turers spoke of as ‘‘the dude belt,’’ began to wear laced
shoes. The fashion spread, and the manufacturers of
congress shoes began a long, hard fight against the
hardest force to fight that is known—fashion. After
several years of hard thinking, Mr. Deland noticed that
only 170 passengers had been killed on railways in an
entire year. While the railways kill their employees,
and outsiders who are crossing the tracks, they do not
kill their passengers. So his idea was to give an in-
surance policy to every wearer of congress shoes who
was killed on a passenger-train. It was an ingeni-
ous idea, but it didn’t touch the imagination, and no
progress was made against the tremendous force of
fashion.

Assignment VI

Turn over the advertising pages of any modern na-
tional magazine such as McClure’s or the Salurday
Evening Post, The ILiterary Digest, Collier’s, or the
Ladies’ Home Journal, and make a selection of the ad-
vertisements that contain an imaginative appeal: (1)
those with a simple picture appeal, and (2) those with
some statement or use of words which you think should
start brain-currents along the habit-paths in the minds
of average American men and women. Make a written
report, giving briefly the reason for each selection.



VII
PRACTICAL PRINCIPLES OF APPEAL

1. Like begets Like. Vibrate a violin-string, and all
other surrounding strings which have a phonic relation
will spontaneously vibrate in unison. Like begets like.
This is the foundation of the American principle of
service in business. Serve others and they will feel
inclined spontaneously to serve you. Regard others as
honest, and they will regard you as honest and treat
you honestly., Smile at others and they will smile back.

On the other hand, be suspicious, and others will
catch the attitude of mind and be suspicious too. Be
pessimistic, and you make those around you pessimistie.
Try to punish your enemies or your competitors, and
they will try to punish you.

Many people do not think that manners count for
anything in business. They count almost for more than
anything else. It is largely by your manners that the
feelings of people around you are determined, and feel-
ing has more to do with business than reason. It is
by manners that the pleasant brain-currents are set
moving, that imagination is touched.

Professional men, above all, must depend on the
pleasant effects of good manners. The dignified and
courteous professional man, with a kindly manner and
a helpful tone of voice, ready to encourage and inspire
his patients or his clients, is the man people want.
They need good advice, encouragement, restraint, calm,
more than they need medicine or law; and what is more,
they will pay for these other things in the bill for legal

41
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or medical services. People do not distinguish. Give
people freely what they need, and they will gladly pay
a high price for the thing they thought they needed,
even if given in very small doses. People look at the
large ledger of life, and care more about seeing that
the general balance is right than the special balance.

Enthusiasm begets enthusiasm. The greatest thing
in salesmanship is enthusiasm, since enthusiasm begets
enthusiasm. The best book salesman in the United
States (so he was called in his day) used to say, ‘‘All
I do is to go around and enthuse ’em up.’”’ We may
take exception to his use of the word ‘‘enthuse,’’ but
his philosophy was all right.

People lack the energy to do things. Seeing a sales-
man full of energy, they seem unable to avoid catching
some of it, and the energetic feeling thus induced makes
them come to a decision and place orders. They feel
as if they must do something, and the easiest thing to do
is to write the name on the dotted line.

People for the most part have faint likes and dislikes,
faint perceptions of the wise thing to do, faint con-
victions, faint ideals, faint power of will. Enthusiasm
is the chemical which makes the faint clear and strong,
which brings out the picture, raises from a sort of ideal
world into the world of realities.

Enthusiasm is the secret of leadership. ¢‘Come on!’’
says the general at the head of his troops; ‘“Come on!’’
says the football captain at the head of his men; ‘‘Come
on!’’ says the teacher, ‘‘and let us study for all we are
worth!’’ The example produces an electrieal thrill, it
sets the brain-currents moving, and nature within does
the rest.

Competition depends on the same principle, plus pride.
First we go in because of the infection of seeing others
do it. Then pride stirs us to get into a class by our-
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selves. Under the stimulus of competition, salesmen
will do at least half as much again as they could do
alone, The gang-spirit possesses them. The desire to
be in a class by themselves drives them on.

We may compete with our own past records, or in-
duce others to compete with their own past records.
The desire to beat somebody or something is a clearly
good basis for sales-appeal.

Half a dozen doctors with their offices side by side
in the same building will often each do better than any
one alone. A man going into a new line of business
often needs to excite some competition before he can
get his own business moving, and the two competing
get more than double the business than one could get.
This is a fact often observed.

A calm, judicial attitude begets a judicial attstude.
We Americans forget that oftentimes what is needed for
our success is an impartial attitude on the part of those
to whom we appeal. This is particularly true of all
lines of endeavor in which the reason is an essential
element. Most people with a purpose to accomplish
argue all on one side. That makes the other fellow
argue all on the other side. Impartially state the argu-
ments on both sides, weigh them impartially, and you
‘will make the other man inclined to do the same thing.
At any rate, he is not excited to concentrate his mind
on the arguments against you. School-book publishers
praise the books of their competitors instead of tearing
them to pieces as they did in the old days. Nothing is
lost by being fair. One perhaps need not go out of
his way to state all the defects of his own product, yet
if he represents that it is flawless, the other fellow will
be sure to be looking around to see what is the matter
with it. Unless you are frank and unprejudiced you are
not likely to find the other man unprejudiced.
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If you dislike and suspect another man, you may be
almost certain that he thinks of you in just the same
way. What does that fellow think of me? Does he
think I am & nasty, sneaking little brute, the way I
think of him? You may almost gamble your life that
he does. You have not mentioned it to any one, but
he has felt it in your atmosphere as you pass. If you
want to win him, you must conquer your own feelings,
turning your attention more to yourself than to him.
Otherwise let him alone.

2. Every man wants a Monopoly. We have al-
ready seen the advantage of doing business with a
service which no one else on earth can render as well as
we can. The point of view of having that which is
unique gives us a leverage of an almost mechanical kind.
It also gives us the attitude of mind of being a king,
and it is the province and duty of a king to conquer.
We can use superlative arguments without fear when
talking of a monopoly. There is no limit to our enthu-
giasm when we have a monopoly.

.Now, in making our appeal, we can just turn this
about. Every one else wants a monopoly, something
that nobody else can get. Here is a second-hand piano
that has a little sweeter tone than any other piano in
this town; that is the piano I want. Here is a dress
from Paris in a little later fashion than any one else
has, and my lady wants it to the extent of being able
to pay about double price; and when, six months later,
all the shop-girls on the street are wearing the same
style, she is equally anxious to discard what she paid
so much for.

The precise value of movelly in sales-appeal. The
desire of the public to get that which is unique, a
monopoly, is a compelling force toward novelty, and the
fact that making new paths in the brain is a very slow
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process is the counterbalancing conservative force. It
is a well-known fact of history that world-progress is
slow, tho steady under normal conditions, while ab-
normal conditions stop it almost altogether.

People have progressed up to a certain point. They
want to take the next step, whatever that may be. Cer-
tain needs have accumulated of which the public is
hardly conscious. The success of business which con-
sists in service along those lines depends on how much
unconscious desire has accumulated. If it is felt just
here and there over the country in the more advanced,
it may be too expensive to find out what persons are
ready for it, and educate them to it. Careful testing
of the popular temper alone should be the guide of
action. Inventions or ideas that are ahead of their
times will inevitably fail in spite of the most adroit
salesmanship.

New points of view in regard to old things furnish
the best promise of commercial success. Words and
phrases become worn out more quickly than things.
The word ‘‘success’’ may come to be associated with a
certain unpractical sentimental philosophy, and books
and courses of study advertised by use of that word may
fail, whereas new and specific developments of the same
thing, exprest from a new point of view, as, ‘‘How
to Do Business by Letter,”’ ‘‘How to Talk Well,”’ ‘‘How
to Deal with Human Nature in Business,”’ may attain
a very large success. When the writer advertised a
““Complete Course in Business Correspondence,’’ the
inquiries were few, but when he advertised his course,
“How to Write Letters that Pull,’’ he met with instant
success.

The great work of the advertising-writer or salesman,
therefore, is to find new ways of thinking about old
things. The inventor is trying to discover unconscious
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needs which have accrued at any given time, so as to
offer new services to the public; but the writer is in
the same way trying to find new points of view, new
angles of appeal. That requires just as sagacious and
inventive a mind as mechanical invention does, and the
cash-value of such discoveries of new points of view,
new ways of expressing old ideas, is just as great as
the cash-value of mechanical inventions, and probably
on the average it is greater. But there is no artificial
protection for new points of view as there is for me-
chanical inventions, except as they can be coined into
a name or phrase. To copyright such a name or phrase
does not protect it, but actual successful use of it,
whether it is registered as a trade-mark or not, does
create a property in it that the law recognizes and pro-
tects—that is, the common law. Copyright registry as
a trade-mark, which is limited to definite new names of
things, aids in the protection; but advertising catch-
lines are not usually protectable in this way. They
must be held by mental force, so to speak, that is, by
continued active use in such a way that others can not
very well afford to use them because of the confusion
that would surely be caused and the danger that they
would help you more than they would help themselves.
The inborn need to base a business on monopoly makes
people avoid even the appearance of trailing behind
some more vigorous thinker.

Excess of novelty is doomed to failure, and equally so
is the lack of it. Nothing so fully illustrates the com-
mercial value of the golden mean, and knowing just
where the mind of the average man stands, and what
else is in the field.

If you can find a way to give a client or a customer
something that no one else has got, even something that
only a few others have got, or something that none of
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his immediate neighbors have, he will grab at it. Gangs
do the same things, but they want their individual
possession. This may be a ticket to an entertainment,
such as Mr. Deland used to fill Phillips Brooks’s Sun-
day evening service, or it may be the picture of a dollar
bill which really was worth a dollar under certain con-
ditions, or it may be the prize given to the person who
solves the simple rebus.

The successful salesman is always trying to find some-
thing special and unique for his or her customers. It
is related by Mr. Sheldon that a woman clerk in a
department store in Pittsburgh made a point of taking
the name and address of every customer in a little book,
and dropping her a card or telephoning her whenever
any bargain was offered in the store in which she might
be interested. A consistent carrying out of this plan
brought so much business she was paid $3,000 a year
salary, while clerks at her side who were just clerks,
were getting but $3 to $7 a week. This became for
that clerk a matter not only of bargains, but of exclusive
bargains—at least they seemed exclusive to her custom-
ers. They recognized and paid her for her services in
keeping them posted, for a bargain you do not know
about is no bargain at all.

Every customer wants to know just how & given
thing will apply to his case, just how it will work out
with his conditions. The chief service of the salesman
is often investigating the customer’s condition and then
pointing out just how this particular article will meet
his particular needs. We often hear in business, ‘‘My
business is peculiar, my case is different.’”’ In the main
features it is not different from a thousand others; in
a few special details, which loom big in that man’s
mind, it is different, and the salesman must first of all
find out how to adjust the offering to that man’s tiny
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differences which seem to him so big and important.
Afterward he may take up the general arguments,
which from the outside seem so much more important.
This is partly due to the mechanical fact that what is
very near to a8 man looks big to him, and what is far
away looks small; but partly, also, it is due to human
nature’s natural love for monopoly, for something ex-
clusive. An advertising man who says, ‘‘I will divide
my time between you and four others,’”’ will not have
nearly as much attention as one who says, ‘‘I will
do all your advertising work just as much as if I were
in your exclusive employ; but it will cost you only $25
a month.”” From the price, the buyer knows that other
work must be done, but it is wisdom on the part of that
advertising man not to mention the other work. Be-
cause of the low price the customer will overlook the
unmentioned fact that a dozen others are getting the
same sort of service, indeed, inevitably must get it.

The same principle works out in the same way in
selling limited editions of books, in exclusive agencies,
and in all the range of peculiar privilege, including the
idea of political pull which a man believes is his alone
among many who wish it.

3. The Habit of Obedience to Command. All per-
sons as children are trained in the habit of obeying
commands, and the great majority of workers are em-
ployees doing the bidding of a very few executives.
Therefore, all their lives the majority of persons are
drilled in the habit of obedience to command. In a
country like Germany, where every able-bodied man
must serve in the army, the habit of obedience is even
much stronger than it is in this country. We have
already noted the effect of habit on the old soldier who
dropt his potatoes and mutton on the ground when
a joker called out the command ‘‘Attention!’’ In all
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games the commands of the captain are most important
in the winning of victory.

In dealing with human nature in business, the direct
command takes advantage of the habit of obedience.
““Sign here!’’ spoken in a firm and commanding tone
makes the person addrest want to sign because it starts
those brain-currents along the path of that habit of
obedience which is so deeply cut by lifelong experience.

The return coupon with its place to sign before mail-
ing, or the return postal card seems a silent command
which is certainly powerful, tho the mere matter of
convenience is also an important consideration. The
quiet, silent voice, saying, ‘‘Do it! Do it! Do it!’’ is far
better than the loud and insistent voice which may
awaken the obstinacy of human nature, the disinclina-
tion to be bossed. People like to follow the commands
of friends, of reason, of those who seem to know more
than they do. The kind of command that is effective is
the command that is linked with leadership in a common
cause, the command of the football captain who is in-
spiring and commanding at the same time. Where no
real authority can exist, stimulation must be greater
than command, but suddenly, just at the right time,
the word of command touches the habit-center of
obedience in the brain and brings results. It is what
salesman call ‘‘closing,’’ after the customer has been
led step by step until only a small step remains to be
taken. Suddenly, as the customer hesitates at that last
step, the salesman says, ‘‘Do it!’’ and he does it before
he has time to reflect; the lifelong habit of obedience
to command is stronger than doubting and unsatisfied
reason.



o0 HUMAN NATURE IN BUSINESS

Assignment VII

To illustrate the dictum that ‘‘like begets like,”’’ let
us interview ten persons in succession, we will say,
soliciting subscriptions to a school paper, or selling
tickets for an entertainment, or working up interest for
athletic support, or to volunteer for some special work
that is to be assigned. In the case of five of them we
will go straight and blunt to the thing desired; and in
the case of the other five we will start with a pleasant
word about something in which the person addrest is
known to be interested, on the theory that taking an
interest in his affair will induce him to take an interest
in your affair. Make notes of the result in each of the
ten cases.

To illustrate the principle of the monopoly, arrange
some interesting activity of the class, or school, or
family, or business, in which you wish to take in ten
persons. To five of them say, ‘‘We want to get ten per-
sons, of whom you are to be one’’; to the other five say,
‘““We are going to do so and so and so, and particularly
want you to be in on it,”’ saying nothing whatever about
the other nine. Make notes on each interview and re-
port results.

In the last case, after your arguments, try to close
by suddenly saying, ‘‘Come, put your name down!’’
having your subscription list all ready, or whatever it
may be, with pencil in hand. Make it a quiet, quick,
mental effort entirely free from all violence of assertion.

Questions on the Practical Appeal

1. Tllustrate the principle ‘‘Like begets like.’’

2. What is the importance of enthusiasm in sales-
manship, and how is it produced in others?

3. What is the ‘‘gang-spirit,’’ and how does it apply
in business?


































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































