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Another Universal Design
Which Has Been In Demand

The House of Seven has had

a number of designs that were

popular but never two that were in such immense demand as

our numbers 116 and 120.
giving the average

They were created with the idea of
buyer an opportunity to get something of

rare beauty and genuine distinction—something that was within
the financial reach of the average man.

We believe you will have to admit that No.

120, shown above,

meets these requirements and we are confident that it will in-
crease sales for retailers of the country.
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THE HOUSE OF SEVEN BROTHERS

Universal Granite Company
St. Cloud, Minnesota
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Along Comes Winter
With Its Colorful Changes

It is bright for the man whose spirits are high and just another dull
season for those who hesitate,

This is the season to prepare for spring. The memorials on the floor
: wi]ll sell themselves. Those you are thinking of buying will remain un-
= sold.
§ Pyramid offers you three stellar granites of known quulity—Pyramid
Red and Pyramid Gray and St. Cloud Dark Gray—which we know will
keep winter gloom out of your display rooms.

Will Pyramid help you to new increases in later winter and spring
business?

Pyramid Granite Works

Incorporated
St. Cloud, Minn.
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It Is Time Now To Get

Your Show Room In Shape

With the sales of spring, summer and
your show room depleted of its usual vari
now to get it into shape and go out and n

fall over and
ety it is time
ke =ales for

later delivery. We urge you to take up the matter of

placing proper variety up to Simmers. Wi

+ will be glad

to give it just the vaiety it needs without attempting

to overstock vou.

A. M. SIMMERS © SONS

A M Simmers A W. Simmers George Simmera

St. Cloud, Minn.
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The World Turns Its Steps
To Highest Types Of Men

And by the same token, it is the human trait, the
psvehology of looking for perfection, that the world di-
rects it course to higher grade merchandise,

Hunter's Mahogany, =old on an exclusive arrange-
ment with territorial protection, brings that part of the
warld in your territory to your door. When they come in =
yvou can give them a guarantee with anything Hunter =
which you sell. After all there is something to this Cer-
tificate of Warranty—it protects both you and vyour
customer.

Hunter's Quarriers
Mahogany and
Memorials Manufacturers

ROBERT HUNTER

Milbank, South Dakota
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There Is Distinction Without
Higher Cost In RED PEARL

It might be thought that this granite, because of
its type and freedom from blemish or marks, would
cost more than others, This 1= not true, though RED
PEARL finds & ready market wherever shown. Our
quarries are in fine condition and Ked Pearl continues
to show rich stocks in every-day cuttings.

St. Cloud Granite Works

St. Cloud, Minn.

Say you saw it in DESIGN HINTS
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A Memorial For
The Careful Buyer
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We believe you would find the Crafton design one
that would appeal to the most careful buyer, It has
all the richness and beauty and contour of the higher
priced memorial with features that prevent it going
up in cost to manufacture, The curve top with its
appearance of continuity, together with well executed
sand blast work accounts for its distinction. We invite
inquiry,

Granite City® Granite Company?

The cAhlprens
St. Cloud, eMinnesota
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An Excusive Swenson Gray Design Number 1556

Direct Help To The Dgg[er

The Memorial Craftsman must rely upon the help of good designs
to present his selling appeal. Foreeful talk no matter how well pre-
pared is valueless unless backed up with dependable service in de-
<ign, workmanship and material.

We are able to give vou this essential help.

Our personnel includes skilled artists that rate among the best in
the country. Every man has been chosen because of unusual ability,
They are craftsmen, not mere artisans,

Our equipment is adequate to finish efficiently and expeditiously
anything in
Monuments

Mausoleums—Markers—Sawea, Polished and Steel
C'ut Slabs—Ledgers—Rough Stock, Ete.
Write for sizes and prices on this beautiful Ledger Design. An
exclusive Swenson Creation,

THE JOHN SWENSON GRANITE CO.

CONCORD, NEW HAMPSHIRE

1. N. Strock, Baltic, Ohlo: W. . Watt, 968 Deentur St, Decatur, T : Fred
Haslam, 4019 Kenwood Ave,, Kansas City, Mo,
U. G. Doran, ¥. 0. Box 92, Dallus, Texnn.
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Leadership That Has Never
Been Disputed In Decades

North Star's distinctive traits never have been dis-
puted. For years it has thrown its shafts of light on a
tutored granite industry. It has met with instant sue-
cess wherever shown and s repeats in the same ter-
ritory, vear after vear, is a testimonial of its constant,
day in and day out, popularity.

In addition to North Star Red we feature several

mstraniinme

niatisnen

TImTee

other granites, however, such as Pioneer Dark Gray .
£ and, in fact, a variety such as almost any dealer -
g would find ample for hiz display room—six diffeent
granites in ull.

We invite yvour careful consideration of the North

Star line.

- North Star Granite Corporation
E St. Cloud, Minn.
. Willllam Campbell Olat Frick Dave Alexander John Campbell
E President Vice Prea. Treasurer Secretary
iilll Lot e e RRTERRT TR AR S TR TR TR IR TR L AR L AT R L ]
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FOR :MEMORIAL CRAFTSMEN

Pablished eMonthly? at St. Cloud, eMinnesota
DAN B, HASLAM, Editor and ‘Publisher,

THE GAME CALLED
BUSINESS

The game of business is interest-
ing to the fellow who is absolutely
in control of his own destinies, In
modern times competition has be-
come so great that we have de-
veloped such  high-sounding  pro-
fessionals as business councilors,
business engineers, and efficiency
experts. There has been a great
deal of hokum about some of these

individuals but out of the maze of
ideas and cogitation there has come
some pretty well defined rules,

In the past, the first considera-
tion to any business was volume,
The average man believed that
with volume he could overcome al-
most any obstacle. An epidemic of
price cutting followed and today
we find ourselves confronted with o
new situation. The price-cutter is
upon us and he comes from many
directions. The business man who
is to be successful, therefore, in
these days is the one who, when he
comes home at night, knows ex-
actly how much it has cost him to
operate his business for that day,
By this we do not mean the im-
mediate expense and the money he
spent to run his business during
that cight, ten, or twelve hours but
spreading expense over the entire

year and dividing it into units eall-
ed days,

We once knew a man who did a
business of only $150,000.00 per
year—not & very big business in
comparison with the big business of
the country—but he could tell you
to the penny what his daily aver-
age expense amounted to and he
could tell you what volume of busi-
nessz he had to do before he started
to make a profit. This man was
eminently successful and it was
due to the fact that he always
knew how much of the money
which eame into his office belonged
to him. He was in control.

Rules of this kind apply partic-
ularly to the manufacturing busi-
ness and we believe that the granite
industry, coming under this gen-
eral category, would do well to de-
velop its own system in taking
care of expense, We believe that
the average craftsman would be
much happier in his chosen voen-
tion if he could tell at the end of

ach month what his profits a-
mounted to and we believe that the
average retailer would get an equal
satisfaction out of keeping this
kind of life in his business because,
after all, there is some truth in the
axiom, which applies to the game
of business, that to know your
business is to enjoy it and if you de
not know it you cannot very well
get much of a kick out of it
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Monumental Drawing and
Lettering
By Dan. B. Haslam
THE LILY IN APPLIED ORNAMENT

In presenting the Easter Lily as
a decorative motive in memorial
design, we are impressed with the
fact that it would be impossible to
illustrate a more beautiful, more
popular, or more representative
flower for this series.

The loveliest flower of the lily
family is probably best understood
when referred to as Easter Lily, be-
cause of its great popularity at
this particular season of the year.

This name is more commercial
than real however, for its true title
is the Madonna Lily, because it
was dedicated to the Virgin Mary.

Admitting that the lily is signi-
ficant of everything pertaining to
Faster, there are no particular
reasons why we should not refer to
it as Baster or Ascension Lily if
we choose.

In all probability we would be
consid: very ignorant if we
dared refer to the plant by any
other name than Easter Lily, and
we do not wish to convey such im-
pressions to the minds of our read-
ers even though they may be justi-
fiable. i

We prefer to call it Easter Lily
anyway, which again shows an
utter lack of everything a real
author should possess,

We neglected to mention the
“Lady Lily” another name by which
this plant is recognized,

Just why this beautiful plant
should be known by so many names
is not hard to understand if we
consider its richness in religious

svmbolism. And is it surprising
why the Easter Lily should be so
popular with memorial designers
even though we forget for the mo-
ment its beauty and the fact that
every part of the plant can be
nicely arranged in many splendid
design schemes.

Symbolic of Purity, Regal
Beauty, the Aseension, Easter, the
Virgin Mary, what more could we
ask for as a decorative motive in
expressive memorial design?

The only justifiable eriticism in
the lily as o memorial decoration is
this; the flower is o0 expressive in
religious thought that few of us
can ever hope to receive such a
tribute from those who know us
best. So that none of our readers
will be offended at this statement,
it may be best to suggest that the
author of this series has himself
only in mind when this insinuation
is made. He feels that the only lily
he will receive as a memorial tri-
bute will be in the form of a pick
and shovel, symbolic of his destina-
tion rather than of his work.

Naturalistic floral decoration is
not acceptable in  correct  design
for memorials, and while the mo-
dern memorial designer will do his
utmost to abide by these fixed rules
and laws, still at times he is greatly
tempted to lower the bars of re-
straint, especially when seeking in-
spiration from the lily.

That these rules are not strictly
adhered to is a proven fact. We
have in mind several beautiful
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memorials in some of our finest
cemeteries, in which the naturalis-
tic lily was used with pronounced
effeet, raised in bold relief and
carved by skilled artists. “Terrible
design”, the eritic will say, but to
those who do not understand, the
memorial is and always will be
considered a masterpiece.

Our purpose in writing these ar-
ticles is to convey to the student
what knowledge we possess of good
practice in design. We do not pro-
pose to act as dictators or erities in
any sense of the word, If yvou de-
sire a naturalistic carved lily on
vour family memorial, none shall
harm you if your wishes are car-
ried out in the matter. Your tastes
may be eriticized by certain seli-
appointed authorities, but you will
exist as before.  Personally we
would rather have a naturalistic
atistically carved lily on our me-
morial than a crudely outlined
group of nude women, referring of
course to a certain French example
of Mortuary Art which some eritics
are eulogizing.

All this illustrates that we do not
always “practice what we preach”,
and we will now await the abuse
from the high and mighty for our
departure and utter lack of re-
spect, for certain accepted prin-
ciples in good design.

We believe the accompanying
Plate to be the most interesting of
any shown in the series. The Plant
and its parts are clearly illustrated
in Fig. 1, while fourteen design
suggestions based on the lily are
offered in Fig, 2.

Sketehes A, B, E, F, H, J, K and
N will serve as central motives in
design, while C, D, i, L and O are
arranged for corner decorative
schemes, Sketeh C is the only na-
turalistic design shown. Note the

smallness of the leaves as compared
to the flowers and buds in this ex-
ample and in the illustrations in
Fig. 1.

Sketeh M illustrates the Fleur-
de-lys—the lily of France which
appears on the French arms and
flag, and is the emblem of Florence
and of French Kings.

It is frequently used as an em-
blem of the Holy Trinity, the Vir-
gin Mary, and is syvmbolic of
Christ the Light of the World.

The Fleur-de-lys as an ornament
is very well known, but its origin
15 not generally understood. The
upper part of the design resembles
a lily bud and two leaves, and for
this reason and on account of its
symbolic representation of the Vir-
gin Mary, some authorities claim
it originated from the lily. The best
authorities however, agree that the
pale, purple Florentine Iris is the
original of the Fleur-de-lys,

The ornament 1s beautiful, sym-
bolie, and adaptable to pleasing
arrangement in memorial design.

The three petals of the Fleur-de-
lys in the arms of France denote
Piety, Justice and Charity.

We have had more real pleasure
in writing this artiele than any we
have treated previously. We no
doubt will be eriticised for some of
the statements made, but we trust
our readers will be as charitable as
possible in their criticisms.

In passing from the sublime to
the ridieulous we had no other mo-
tive in mind than an occasional de-
sire to forget the serious aspects of
our work.

Do Not Forget:—All Photos for
the Dealer’s Private Memorial Con-
test must be in our office on or be-
fore. November 15th, 1926. Please
Hurry.
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Overhead Expense
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Prop. Belleville Marble and Granite Works, Belleville, Kansas

Exterior View

Much has been written about
“overhead”, that insatiable element
which takes the eream and leaves
the skim milk of profits,

In the various items charged to
the overhead budget, and outstand-
ing in its prominence, is that of
Advertising, and the vexing pro-
blem of quarrier, manufacturer
and dealer in how to wisely invest
the amount set aside for that pur-
pose.

This is an era of printed public-
ity. The popular magazine fairly
shouts messages proclaiming the

merits  of food products, safety
razors, tooth pastes, and every
known commodity.

The Memorialist, In every

branch of the industry feels an urge
to follow the crowd, lest he be
deemed unimportant in trade activ-

Belleville Marble and Granite

Waorks,

Belleville Kansns

ities. If publicity is the element
to create demand for a product it
should by all means, be employed.
If glaring display advertisements
will sell automobiles, why not art-
craft?

Naturally, the quarrier wants
to interest the manufacturer, and
in turn the manufacturer has to
elicit the good will of the dealer,
for the retail dealer has the real
point of contact with the consumer
and the final digposition of the
product. Each has to arrive at a
means of attention or publicity.

To venture the assertion that
some expensive campaigns of ad-
vertising have not repaid the effort
might be construed as criticism,
however that is not the intention,

It 1s possible that proper survey

(Continued on Page 1%)
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