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FOREWORD 

The State Department of Public Instruction fully sub­
scribes to a strong program in business education for 
the schools of Iowa. A large share of our youth are 
adapted to and Intel ested in following some form of 
business as a career. Our high schools should be ex­
pected to give them those fundamental experiences and 
learnings which are directly concerned with their chosen 
vocation. \Ve are especially hopeful that an optimum 
amount of busines~ education be given to all high school 
students as a part of their general education program. 

This cour se of study has been produced by pooling the 
best thinking of business education teachers throughout 
the state. The various production committees are to be 
congratulated on their successfu l efforts in organizing 
ideas into this relatively complete and practical publica-
tion. • 

1\s with other curricu lum materials produced by the 
Iowa Department of Public Instruction, the real test of 
this course of study will be found in what happens in 
classrooms through its use. Its greatest value wi ll be to 
those teachers who use it, not as the curriculum, but as a 
soul ce of ideas for developing the local curriculum. The 
complete range and choice of experiences for any school 
cannot be delineated tn any course of study; rather, they 
are developed by capitalizing the written course of study 
as a guide for planning and action. 

JESSIE lVL PARKER 
State Superintendent of Public Instruction 
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In presenting this guide for business education, the production 
committee wishes to point out that it r epresents the professional 
thinking of many lo\va teachers of business courses. It is a co­
operative effort to produce something tangible which \vill func­
tion for the good of Iowa secondary school education. 

It must be recognized that such cooperative efforts are nec­
essarily limited The committee members have been engaged in 
regular full-time duties 1n their respective schools. Moreover , 
personnel has necessarily changed as the work progressed. In 
several instances committee members entered upon new positions 
and new duties. In one case a committee member moved to an-
other state. 

• 

• 

The result has been that some parts of this publication have 
fallen short of the original plans. Thus we find some areas limited 
in their treatment to sample suggestions, while others are rather 
complete in both the course outlines and teaching suggestions. 
This situation may be expected in a curriculum area as broad as • 
t hat of business education, including as it does material which 
ranges f rom the gener al and social-economic through the skills, 
techniques, and attitudes necessarv for the several types of vo-

~ 

cational preparation. 

Throughout the preparation of this guide a conscious attempt 
has been made to correlate the material with the suggestions 
made in the Iowa Secondary School Cooperative Curriculum Pro­
gram Volume II, A Proposed De ign for Secondary Education in 
Iowa. This will account quite largely for the omission from this 
guide of certain material (such as an outline for Economic Geog­
raphy) which otherwise might have appeared here. 

It will be observed that materials and areas r elatively new to 
most Iowa secondary schools have been included, such as the out­
lines for retailing and for business organization and manage-
ment. Bu~>iness teachers and many administrators have for some 
time recognized the need for such instruction, but the age-old 
custom of thinking of business education in terms of only "type­
writing, shorthand, and bookkeeping" has been a powerful in-
fluence on our business education programs. The busines world 
of today is moving forward so rapidly that we no longer can 
afford to ignore the other important areas, and it was felt that 
assistance in developing these needed materials would be of prime 
Importance in this guide. 

The committee considers much of the material briefly presented 
in Parts I and II to be of special importance in the improvement 
of business education in Iowa. "Courses" have been taught for 
many years and will continue to be taught, but these specia l items 
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all too frequently are completely overlooked. Yet they can become 
the very hfe-blood of those courses and of the entire business 
education program. 

A special word of appreciation certainly is due to the many 
Iowa business teachers who have contributed ideas and work to 
this project. Numerous suggestions have been received in letters 
from members of the Iowa Business Education Association, and 
many teachers have given freely of their time in writing and in 
reading various outlines and other materials while they were in 
preparation. Special recognition should be given to those who 
participated in the business education workshop at the Iowa State 
Teachers College during the past two summers, and to those 
who, as students, prepared original drafts of much material 1n 
business teacher-training classes at both the State University of 
lo\va and the Iowa State Teachers College. 

Finally, this guide is offered as the beginning step in a con­
tinuing project. It must be revised and improved constantly in or­
der that it may continue to function as an aid to better business 
education in Iowa. It is suggested that our state supervisor of 
business education take the initiative in organizing and coordi­
nating the work of several state committees for the purpose of 
assuring regular reports on possible improvements in this guide, 
and that these suggestions be incorporated as often as is feasible. 

Committees for future work on this project perhaps should 
include (1) the Iowa Business Education Association, (2) the 
Iowa Research Committee of the United Business Education Asso­
ciation, a department of the National Education Association, (3) 
the Iowa Administrator's Committee of the U. B. E. A., and ( 4) 
business teacher-training colleges located in the state of Iowa. 
It is believed that each has a distinct and important contribution 
which it can make and that each would be interested in coop­
erating. 

THE PRODUCTION COMMITTEE. 
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PREPARATION for SUCCESS in the BUSINESS WORLD 

ENGLISH 
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GIVEN A NORMAL INDIVIDUAL 
-plus-
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KNOWLEDGE 
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HUMAN NATURE 
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SOCIAL 
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I 
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Production 
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Prices 
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Bus. Forecasting 

BUSINESS 
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Contracts 
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Financial 
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Techniques 
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Methods 
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-plus-

KNOWLEDGE AND ABILITY WHICH MAY BE USED AS AN 

ENTERING WEDGE IN SECURING AN INITIAL JOB 

as Office Machines, Work Experience, 

Salesmanship, Bookkeeping, Typewriting, 

Shorthand, and Filing 

then the student may secure employment 

and render intelligent service as 

BOOKKEEPER TYPIST STENOGRAPHER GENERAL CLERK 

FILE CLERK SECRETARY SALESPERSON 

and have reasonable opportunity for progressing 

successfully to such positions as 

OFFICE GENERAL HEAD DEPARTMENT PURCHASING 

MANAGER MANAGER ACCOUNTANT HEAD AGENT 

and other positions of 

PER ENT SUCCESS 

SALES 

MANAGER 
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PART I 

STATUS AND OBJECTIVES 
OF BUSINESS EDUCATION 

IN IOWA 
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PART I 

ST AT US AND OBJECTIVE OF BUSINEoo 
I N IOWA 

EDUCATION 

A. Business E ducation- Relatively New 

In order to understand and direct business education properly 
today, the business teacher and the school administrator must 
remember that this still is a "young" area of education. Therefore, 
we must recognize that its evolution is still taking place and, ac­
cordingly, \\te must be ever alert lest our curriculums, instruc­
tional materials, and classroom practices become obsolete over 
night. 

The relatively recent industrial revolution was the motivating 
force behind the rise of business education. 1\Iachine production 
developed the necessity for ever-widening markets with a cor­
r esponding demand for those workers skilled in keeping records 
and in the preparation of written communications. The old ap­
prenticeship system of training could not keep pace with the de­
mand for trained business workers. The immediate result was 
the appearance of short courses for training present and prospec­
tive workers in the skills of penmanship, keeping accounts, letter 
writing, business computations, and simi lar skills. 

B. Or iginally Short Courses by Itiner an t Teach er s 

Frequently these courses were offered by itinerant "teachers" 
who remained for a relatively short time in a community. They de­
VIsed their own teaching materials and methods, and specialized 
on the relatively simple clerical skills which were so much in 
demand by the expanding business world. 

From this simple and somewhat crude beginning grew our 
private commercial schools. Gradually they enlarged their offer­
ings and expanded the content of their courses while at the same 
time always keeping the strictly vocational objectives before 
them. They also frequently wrote and used their own text rna-

• 
t erials With the coming of the typewriter their offerings in ~~sten-
ography, grew to major importance along with bookkeeping. 

'Vhen business subjects were introduced into the public 
schools, It was quite natural that those schools should turn to the 
private commercial schools for t eachers, instructional materials, 
and teaching methods. Likewise the effect of the practice of pri­
vate commercial schools was strongly evident in the curriculums 
offered by the early public schools. Since precedent always is an 
important influence in any educational planning, we now still 
have business educational programs which have been directly in­
fluenced by the early practices in the private commercial schools. 
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We sometimes overlook the fact that in the meantime numerous 
teacher-training institutions and graduate schools of education 
and of business have been compiling important research informa­
tion about new and far-reaching factors affecting business equ­
cation and have been graduating hundreds of teachers informed 
and skilled in the use of this information. Business 1tself has de­
ve loped tremendous research facilities and frequently has 
''changed Its course." Innumerable effective instructional materi­
als and aids have been developed in the area of business educa­
tion. Yet 1n many school programs and classrooms we still have 
little evidence of co1 responding de\ elopments; the changes have 
come upon us with too much speed to be ab orbed in our relatively 
slowly changing educational pattern. 

• tatus of Bu ine ,. Education in Io,va 

Although business subjects are not Included in the hst of those 
usually required for graduation from a given high school, the 
total enrollment in business subjects in Iowa high schools is ex­
ceeded only by the total high school enrollments in English and 
in the social studies. There is no question about the existence of 
a strong demand for business subjects in the Io\va high schools. 

Perhaps the most complete survey of the status and trends of 
business education in Iowa public high schools IS that made by 
Douglas and Skar in the spring of 1938.1 This study included com­
plete statistics from over 56 % of all Iowa high schools. Follow­
ing are a few pertinent facts derived from that study: 

1. Approximately one out of every four teachers in Iowa high 
schools was teaching business subjects either fu 11 time or 
part time. 

2. Some thirty different business "subjects" were listed in the 
various school programs. The per cent of schools offering 
each of the eight leading subjects is as follows: 

Typewriting ······-···-···-·······-·········-····· .............. 92 
Economics ··-·····-·······-·-·······-···-····-·················· ·87 
Bookkeeping ··········-··-··-·······--··········-········ .. 86 
Business Law -------···········-···· ·-······ ······ ····· ·-····75 
Business Arithmetic ................ : .................... 69 
General Business Training ......................... 60 
Shorthand . .. ....... .. _ ................. .................. 53 
Commercial Geography ·-···---·-···············-··· .. 49 
Business English ·-····-···--············· ·-·· ···-- ··- ·-···· ·20 

3. Thirty-one per cent of the schools were planning to add 
business subjects, with General Business Training and 
Salesmanship being most frequently suggested for additions. 

1Uoyd V. Douglas and R. 0. kar, A urvey of Commercial Education in 
the Publtc Schools of Iowa, Research Bulletin No. 34 of the Iowa State 
Teachers College, March 16, 1939. (Out of print.) 
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4. T'velve per cent of the schools were planning on dropping 
business subjects, \\"lth shorthand leading the list. (Th1s ap­
plied particularly to the smaller schools. ) 

5. Only half the administrators reporting felt that their busi­
n ess curriculums were function ing vocationally. 

6. Only 19 schools, a ll with enrollments of over 200 students, 
r eported the use of Dictaphone or Ediphone equipment. 

7. Fifty-one per cent of all business teachers had done gradu­
ate work. However, over fifty per cent had neither a majo1 
nor a minor in the f ield of commerce. Nearly thirty-five per 
cent had attended business college. 

8. Forty-one per cent of a ll fu ll-time business teachers had a 
year or more of business experience. 

The most recent information avai lable on business education in 
lo\va is found in Volume II of the Iowa Secondary School Co­
operative Curriculum Program entitled, A Proposed Design for 
Secondary Education in Iowa. The following points are men­
tion ed in that pamphlet which was issued in 1947 by the Iowa De­
partment of Public Instruction . 

1. Business courses were offered in 95.37 per cent of t he Iowa 
schools in 1944. 

2 There was a gr eater increase in number of business sub­
Jects offered from 1934 to 1944 than in any other subject 
area. 

3. Business subjects listed in school programs had increased 
from 29 in 1934 to 39 in 1944. 

4. Over 31 per cent more schools of Iowa offered typewriting 
in 1944 than in 1934. 

5 Beginning shorthand classes decreased in number by 19 per 
cent over these same years while the r eduction in business 
law was nearly 30 per cent. 

6 Over 67 per cent of a ll students in the small independent 
schools took one or more courses in business. (Thi s figure 
is over 60 per cent for all schools.) 

7. Business is exceeded in enrollment by only two other fields, 
English-speech and social studies. Several year s of work are 
required of all students in both of those fields in all Iowa 
high schools; usually no business subjects are required. 

D. General Philosophy of Business Education 

.. ~ concise and authoritative statement bearing directly on the 
general purposes and philosophy of business education is found 
in Bulletin No. 20, July, 1940, of the na tional Association of Busi­
ness Teacher Training Institutions. The following ideas are from 
that statement and quite accurately summarize the basic philoso­
phy underlying business education today. 

- 15 -
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1. The minimum program of business education consists of 
training 1n business relationships of non-technical character. 

2. \rVhen business opportunities and community resources jus­
tify, the school should offer vocational business education. 

3. The department of business education should be contribu­
tory to all secondary education; It contributes to the general 
purposes of education and most especially to the areas of 
citizenship and vocations. 

4. Basic business education is achievable in all secondary 
schools, large and small. 

5. \Vhere a vocational business education program is advisable, 
it should be given a place In the school and shou ld achieve 
actual job standards. 

For another concept of the general philosophy of business edu­
cation the reader is referred to the chart "Preparation for Suc­
cess In the Business Vvorld," which IS sho\vn in the front of this 
handbook. 

E. Two Main Areas of Busine s Education 

A study of the above points will indicate that today business 
education is composed of two major portions: ( 1) general or basic 
business information of educational value to all high school stu­
dents since it contributes to such purposes as general, personal, 
social, citizenship, consumer, and economic education, and (2) 
the vocational ar ea of business education . 

It must be remembered that every school can achieve the first 
objective, that of general business information. \rVhile the spe­
cific "courses" to be used "'rill vary some with communities and 
schools, this refers to course~ such as general business training, 
personal-use typewriting, consumer business education, simple 
record-keeping, commercia) geography, business law, and busi­
ness organization. 

The vocational area of business education is aimed at helping to 
serve the needs of the 80 per cent to 85 per cent of the high school 
students who secure no formal education after leaving high 
school While it is customarily looked upon as being a "job get­
ting" form of education, we must remember, also, that the im­
provement of economic proficiency is one of our most effective 
methods of improving citizenship. 

F. Importance of Actual Job Standards 

One of the most severe criticisms directed at business educa­
tion IS the accusation that classroom standards all too frequ ently 
are too academic and too far removed from actual business r e­
quirements. This does not necessarily mean that standards are too 
low, but rather that tbey do not take into consideration many 
items of importance to the business world. 

-16 -
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So1ne of the best techniques for overcoming this deticiency are 
as follows: 

1. The use of teachers who have had actual business experience 
in the subjects they teach. 

2. The use of teachers who have had special graduate courses 
in business education. 

3. The inclusion of a carefully planned and directed part-time 
work experience program as a part of the students' vocation­
al training. 

4. Keeping fully informed about vocational opportunities and 
1 equirements of the local community through carefully con­
ducted surveys. 

5. Keeping 1nformed about the relative success of the cur­
riculum through follow-up studies of the school's grad­
uates. 

6. Keeping the school equipment and the school curriculum up 
to date. 

7. Developing good public relations with the local business 
people. 

The teacher who is interested in obtaining information abou l 
currently recommended actual job standards is encouraged to con­
tact the National Office Management Association, 2118 Lincoln­
Liberty Building, Philadelphia 8, Pennsylvania. (Teachers may 
hold membership in this association.) 

Also, the business teacher should hold membership in the 
United Business Education Association (a department of the N. 
E.A.) and will find current information on job standards regu­
larly published in the U.B.E.A. Forum. lVIembership application 
should be sent to United Business Education Association, Hollis 
P. Guy, Executive Secretary, N.E.A. Building, 1201 Sixteenth 
Street, N.W., Washington 6, D. C. 

G. Eight Gener al Objectives of Business Education in Io,va 

These eight objectives have been carefully and thoughtfully 
stated by a committee of Iowa business teachers. It is believed 
that they include eight distinct ideas which deserve the thought­
ful consideration of every Iowa school administrator and busi­
ness teacher. 

1. To provide for all students exploratory opportunities and 
introductory information relating to business. 

2. To assist in developing occupational intell igence on the part 
of a ll studen ts. 

3. To develop the abi lity to choose discriminatingly and to use 
wisely all goods and services which business has to offer. 

4. To develop in a practical way an understanding and appre­
ciation of the functioning of our economic system. 

- 17 -



5. To enable students to acquire certain knowledges and skills 
in business subjects for personal use. 

6. To prepare students to handle business activities common 
to many professional, commercial, Industrial, agricultural, 
service, and homemaking activities. 

7. To prepare students to enter and succeed in a business oc­
cupation as a beginner who expects to follovv business as 
a career. 

8. To prepare students for more effective study in the field of 
business beyond the secondary level. 

These same eight objectives might be briefly identified by eight 
descriptive words or phrases: 

EXPLORATORY 
CONSUMER EDUCATION 
PERSONAL USE 
VOCATIONAL 

OCCUPATIONAL INTELLI-
GENCE 

ECON011IC UNDERSTANDING 
SE1II-VOCATIONAL 
COLLEGE PREPARATORY 

H. Sugge ted High School Business Curriculums 
... 

It goes \vithout saying that no standard business education 
curriculum can be devised \Vhich will fill the needs of all Io~:a 
high schools. However, it is believed that the course outlines 
which follow will provide a guide which may be used, with minOI 
variations to meet local situations, by all Iowa high schools. 

For a more detailed study of the current curriculum needs in 
business education the teacher and administrator are referred to 
The American Business Education Yearbook, Vol. IV, 1947. The 
Changing Business Education Curriculum.* 

Also, the business teacher should be familiar with references to 
business subjects and curriculums found on pages 126 to 134 in 
the Iowa Secondary School cooperative Curriculum Program, 
Volume II, A Proposed Design for Secondary Education in lo\va. 
Suggested subjects listed there include general business training, 
bookkeeping, typewriting (both personal and vocational), short­
hand and stenography, ··>:· retail selling and related subjects, busi­
ness organization and management, office practice, and business 
la\v. 

I. Purpose and '(J se of this Handbook 

It is anticipated that this course of study, or handbook, will 
serve at least three d1stinct purposes: 

1. It will provide the teacher with a general guide, check list, 
or reminder of the possible contents and procedures which 
may be used in teaching various business subjects. 

*:May be 01 dered from N e'' York U n i\•nrsi tv Bookstore 239 Green Street, 
N cw York 3, ... -ew York. Pnce $2.50. ~ ' 

**Incluclcs transcription and secretarial practice. 
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This does not mean that it is all-inclusive; rather it is to be 
considered more as a compilation of suggestions. Certainly 
the suggestions given must be adapted to the needs of the 
local community, the particular school system, and the pu­
pils enrolled. 1\lany teachers will have numerous additional 
techniques and materials. 

2. It will provide a reference for reminding teachers and ad­
ministrators of needed supphes, equipment, and teaching 
aids together with some suggestions of sources of supply 

3. It will provide a brief overview of those extremely important 
related concepts and procedures which frequently make 
the difference between an ordinary business curriculum and 
one which is recognized by its community as superior. These 
suggestions will be found mostly in Part II of this hand­
book. 

It is suggested that the teacher may best use this handbook in 
the follo\ving manner: 

1. Con~tantly check the course outlines against the texts and 
other teaching materials and procedures adopted in your 
school. Use any suggestions possible for enlarging, improv­
ing, and enriching the course content and the instructional 
procedures. 

2. Constantly check equipment anu supplies against the check 
lists and suggestions given. (For more detailed information 
in this area teachers are referred to The American Business 
Education Yearbook, Volume V, 1948, Physical Layout, 
Equipment, Supplies for Bu iness E ducation. ) 

3. Both the teacher and the administrator should frequently 
review the items discussed in Part II. It will be impossible to 
develop all of these suggestions immediately, and therefore 
it will be necessary occasionally to bring them to mind again 
as a means of assuring continued future developments. 

4. Teachers should constantly enlarge their business libraries. 
1\lany suggestions will be found in connection V\rith each 
course outline. 

It should be remembered that the outlines provided herein are 
not to be considered rigid requirements. This handbook is merely 
a beginning and it is anticipated that sections of it will be con­
stant ly revised in the light of the experiences and suggestions 
coming from Iowa business teachers. 
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Pi\RT II 

GENERAL PROCEDURES AND SUGGESTION 

Any business teacher who holds a certificate is capable of 
''holding classes." Entirely too many tend to do just that. It must 
be remembered, however, that the business world about which we 
teach and Into which our graduates go is a very live, practical, 
progressive, and exacting part of our nation. It deals with things, 
processes, and people-but perhaps the most important of these 
is "people." • 

Thus it is that to an unusually large degree the real success 
of business education is shaped and limited by numerous factors 
which psychologically are important but which frequently are not 
included in planning. Business education can have the reputation 
of being "successful" only to the extent that parents, citizens, 
and employers of the business world are convinced that it is suc­
cessful. 

~1any of the items briefly presented in this section are im­
portant in "public relations" for both the business teacher and 
the school. For instance, no school can gain the respect of its com­
munity when it permits only its 14below average" students to pre­
pare themselves for work in the community. The Chamber of 
Commerce of the United States is one of the organizations keenly 
interested in education for community service. In the spring of 
1948 it reports over 1200 HBusiness and Education" committees 
actively promoting better education in their local communities 
and states. (Iowa is reported to have some of the most active com­
mittees.) Naturally these business and professional people are go­
ing to judge their local school systems pretty largely in terms of 
the graduates whom they employ. 

Likewise, no school can gain the respect of its community when 
its business students are trained on equipment of a type which 
long past has been discarded by the business world- or when the 
methods used in training the students fail to make use of mod­
ern teaching aids of a type that business has long been finding 
efficient in the training of its own employees. 

Therefore, the business teacher and school administrator will 
do well to consider carefully the suggestions given herein in re­
lation to the local community. It \Viii be found that good public 
relations, for instance, will aid materially in bringing to light 
and in caring for the educational needs of the community 

A. Suggestion for Layout 

Every business teacher and Iowa school interested in business 
education is encouraged to make use of the suggestions found in 
the American Business Education Yearbook, Volume V, 1948, 
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which IS devoted to Physical Layout, Equipmen t, and Supplies for · 
Bu ine Education. Only a few general s uggestions can be given 
here. The Yearbook discusses these and many other suggestion~ 
in relation to schools of various sizes. 

1. Distractions are fata l to the efficient development of skills 
Avoid them in locating the business education rooms. 

2. Attention to acoustics I S Important. Ceihngs, at least, should 
be soundproof. Battleship hnoleum for the floor aids materi­
ally in r educing noise. 

3. Extra bulletin board space is needed in business education 
rooms. 

4. Contr ary to usual planning, in the type\vriting room the 
hght should come from the righ t. The minimum should be 
50 candle at desk level; up to 100 candle is r ecommended 
for some work. 

5. Provide plenty of storage space for supplies, equipment, 
books, and labor atory exhibits. 

6. Provide hberally for utilities; these include runnin g water 
and wash basin, electrical outlets, t elephones, and clocks 
with lar ge sweep second hand. 

7. Locate business classrooms together. 
8. Locate business classrooms near the administrative offices 

and preferably on the first floor. 
9. Some states specify a minimum of 25 square feet of space 

for each student; more is n eeded for laboratory work space. 
10. In fluorescent li ghting, use cold cathode tubes to prevent 

flickering. 
11. Provide built-in shelves or bookcases for departmental li­

brary and reference materials which should be used in 
classes. 

12. Plan for all equ ipment, including tables and chairs, to be of 
a movable type whenevtr possible. (Typewriting tables or 
desks MUST be sufficiently solid to prevent vibration. ) 

13. There is need for special confer ence rooms for employer­
employee interviews and teacher-pupil interviews relative 
to special projects and work-experience problems. 

14. Encourage the use of visual aids through planned space. 
15. The use of filing, duplicating, and miscellaneous clerical 

equipment requires access to typewriters. 
16 The duplicating, supplies, and machines room r eq uires 

careful control. Admission of students thereto shou ld be 
such that the business teacher <!an supervise it. 

17. Typewriting rooms frequently should have three doors; one 
through which students enter , one through which they 
leave, and the third leading into an adjoining duplicating, 
filing, or machines room. 
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18. D1splay space should be prov1ded in the adjoining corridor. 

19. Decorations, lighting, woodwork, equipment, etc. should 
combine to give a "modern" business-like appearance 

B. ugge tion for Equipment and Supplie 

1\ check-hst of commonly needed items will be found in the 
appendix to this handbook. This is provided as a reminder to as­
sist the business teacher and administrator in planning. 

It must be remembered that the business v1orld judges its em­
ployees in terms of production efficiency. Typically efficient pro­
duction involves not only knowledges but also skills Therefore, 
the business teacher must constantly remember that in the de­
velopment of skills the learning situation should be comparable 
\Vit h the actual vvork situation which the graduate will enter later. 
This means that the supplies and equipment available should be 
comparable \\'ith that found "on the job." 

For instance, in order to "economize," teachers sometimes ha-ve 
students practice ~rriting addresses and names on blank paper 
cut to the size of envelopes and filing cards. Presumably this is 
to develop skill in addressing envelopes and in typing information 
on filing cards. Ho~rever, handling and inserting an envelope or a 
card in the typewriter requires completely different techniques 
from those of handling and inserting similar size sheets of blank 
paper. Thus, from the standpoint of skill development. the in­
structional time has been largely wasted , , 

Likewise the use of carbon paper, stencils, and other supplies 
which definitely are of a quality inferior to that commonly found 
in the busine"s world, while resulting in a present saving of 
money, will too frequently result in the development of habits and 
skills \vhich are useless and detrimental uon the job." Similarly, 
the use of other inferior equipment or supplies, or the attempt to 
"get by" on inadequate supplies, tends to develop poor work­
mans hip and unbusinesslike habits and attitudes which can only 
result in a bad reputation for the school when the students later 
accept employment. 

The1efore, business teachers and administrators are urged to 
check carefully the lists given in the appendix and to make every 
endeavor to assure adequate and effective supplies and equip­
ment. The results of inadequacy in these items in the business edu­
cation courses undoubtedly are more far-reaching and more per­
manently detrimental than are similar inadequacies in laboratory 
courses such as home econo1nics, sciences, and industrial arts; 
they directly affect the employability of graduates and, through 
them, adversely affect the attitude of the entire community to­
wards the school. 
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C. The Bus iness Educa tion Library 

:\!embers of the committee have visited Iowa h igh schools which 
\Vere proud of their excellent hbraries, yet Inquiry and observa-

• tion revealed that the "business" library consisted of only a dozen 
or so "sample" copies of texts plus the current issues of The Bal­
ance Sheet- a very excellent but "free" magazine. This, of cour se, 
is quite typical of most Iowa high schools. 

Administrators are not to blame for this; t he fau lt lies \vith 
the business teachers and with those who t r ain t he business 
teachers. In the past perhaps too many business teachers wer e 
trained in "typewriting, shorthand, and bookkeeping" only. Those 
teachers "vere basically interested in teaching skills only, and 
for that purpose they considered professional "reading" as of ex-
tremely limited value. 

Once sta1ted, educational custom seems to be a most difficult 
thing to change. l\lany business teachers still per sist in using cus­
toms and practices \\~hich are retained mostly because t hey a r e 
customary. Certainly the lack of an adequate library is an illus­
tration of this attitude. 

A brief glance at today's objectives of business education in­
dicates the necegsity for adequate business r efer ence materia l, 
both in magazine form and in book form. l\1uch "understanding" 
is involved In preparation for work in today's complex business 
world. l\1oreover, business practices and r equirements change so 
rapidly today that current business ma gazines become very im-
portant as a means of tying educational theory to business 
reality. The following are illustrative of important types of r ef er­
ence material needed in the librarv: • 

Career books for girls 
Career books for boys 
Guidance books and pamphlets about dozens of business 
careers as advertising, retailing, accounting, secr etar ­
ial, banking, industries, law, insurance, clothing stor es, 
furniture stores, food stores. etc. 
Consumer information 
Textile and non-textile books 
Trade magazines 
General business magazines 
Government pamphlets an d magazines 
Product information 
Product displays 
Business regulations and lawc; 
Labor and employment information 
Economic and geographic references 
Personal development materials 

• 

~Iodern business classes presuppose adequate library f acilit ies. 
I\Ioreover, "out-of-date" materials are actuallv harmf ul ; it is 
ec;sential that cu1 rent business information be avail able. For-
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tunately it is not difficu lt to obtain. Pertinent books and maga­
zines are most plentiful. Should funds prove too limited, local 
businesses frequently would be proud to assist by making their 
trade magazines available to the school. (Incidentally, the school 
should know what references and magazines are regularly used 
by local business people.) 

See the appendix for s uggested libra ry mater ials. 

D. Guidin g the Per son al Development of the Business P upil 

Every secondary school is interested in the personal develop­
ment of all its pupils, but most school people admit that gross 
shortcoming still exist in this area of education. However, the per­
sonal characteristics, traits, attitudes, and habits of the business 
pupils have special significance in their educational prepara­
tion . Business teachers have long recognized this and are among 
the most active and the most successful of teachers devoting 
efforts to the "personality" area. 

Business students in general are preparing themselves to work 
with "people", not merely with a few specific people, but with 
a constant flow of various types of people. Investigations have re­
peatedly shown that approximately 85% of the business em­
ployees who are dismissed as unsatisfactory actually lose their 
jobs because they "can't get along" with their associates and 
others. Seldom are these employees dismissed because of lack 
of technical knowledge or effectiveness. 

The school is face to face with this problem whenever it faces 
the task of "placing" its business students. (Too many schools are 
refusing or negligently failing to perform this responsibility.) 
\Vhere work experience programs are in effect under competent 
supervision, the problem immediately becomes a major one for 
the school. This is an important reason why work experience 
programs are so valuable. Seldom is a student unable to secure 
employment because of lack of technical preparation; this require­
ment usually has been taken care of to some extent at least. But 
the "personal" factors do not always just naturally develop ade­
quately in students without conscious effort and guidance, and 
all too often this has been completely absent. 

As has already been pointed out, good public relations for 
the entire school system demand appropriate attention to this 
area. The local business employers are constantly critically eval­
uating the personal qualities of their applicants and employees 
Rightly or \Vrongly, education gets blamed or credited for causing 
whatever characteristics are found Thus, attention to this area 
in relation to business studentc;, particularly, is mo'St important 
in its connotations for both the student and the entire educational 
system. 

The business teacher and school administrator interested in 
improving this area of education are urged to review carefully 
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Sectton ll (Guidance) and Sec..t1on ,J (Extra-Curricular Activities) 
found in the last tvventy pages of Io\Va Secondary School Coop­
erative Curriculum Program, Volume II, A Propo ed Design for 
Secondary Education in lo\va. Basically, the ans\vers to prob­
lems of 1)ersonal development of pupils are to be found in those 
areas of the school program. 

In addition, hovve\ler, the business teacher may give important 
assistance through activities such as the follo\ving: 

1. Orgarnze a chapter of Future Business Leaders of America, 
a national organization sponsored by a department of the 
N'ational Education Asso<.:Iation. (For information \Vrite to 
the state sponsor, at the lo\va State Teachers College, Cedar 
Falls, Iowa. ) 
This organization IS open to all high school business pupils 
and provides them \vith a much needed acti\ Ity opportuni­
ty In their O\Vn field of major interest. It promotes close as­
sociation vnth and an interest in the local business com­
munity. 

2. Include some\\·here in your course outlines (and prefer­
ably in the junior or senior year) a well-planned unit of 
instruction which will specifically focus attention on per­
sonal development for all bu ine studen t . Too often only 
a group of girls in secretarial practice IS reached. 

3. Promote contacts bet\\Teen vour students and busineRs people. 
L 

This may be done through such means as personal inter-
views, group interview&, "'- ork experience, classroom speak­
ers, trips to local businesses, special programs, and business 
demonstrations. 

4. Arrange for qualified students to take the United-NOl\IA 
Business Entrance Tests. These tests are prepared and spon­
sored by a Joint Committee of United Business Education 
Association and the National Office 1\Ianagement Associa­
tion. (Order from NOMA, Liberty Building, Philadelphia, 
Pennsylvania.) 

5. Keep in close touch with the nearest Federal Civil Service 
and State Employment Service offices. Secure sample tests 
from them, and ask their representatives to talk before 
groups of students. 

6 Interest local business people, or organizations such as 
Kiwanis, Lions, and Rotary, in helping your students to in­
formation about and interest in the business world. A dress 
shop proprietor, for instance, might become interested in 
acting as a vocational adviser to a girl who thinks she may 
be interested in working in such a shop. Similarly spon­
sors may be found for most of your students. (Note : It 
would materially assist if both the student and the spon­
sor are furnished \vith an outline or list of suggested 
questions to which answers may be secured. See the appen­
dix for a suggested out1ine.) 
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The alert business teacher will, of course, find many other and 
perhaps more appropriate activities to fit the needs of her own 
pupils; these are given here merely as illustrative suggestions. 
Certainly the business teacher shou ld at a ll times cooperate fully 
with the guidance counselor and with other teachers who also 
are interested in various activities maintained for the purpose of 
assisting pupils in their personal development. 

E. Importance of Good Public Relation 

In order to be effective, it is extremely important that the 
business teacher maintain contacts with the business world in . 
his local community. This is necessary in order that: 

1. Classroom techniques and materials be kept up to date in 
all ways. 

2. The teacher may be informed of the business activities and 
interests in his own community. 

3. The teacher may have adequate contacts and acquaintance­
ship among the business people of the community for intelli­
gent placement of graduates. 

• 4. The employers of the community may be kept informed of 
the preparation which pupils are receiving in their local high 
school. 

As already inferred in this handbook, perhaps no other phase 
of the high school program offers opportunities for good public 
relations superior to those avai lable in the work of the business 
department. Local businessmen usually are most anxious to coop­
erate fully with the school in promoting better business edu­
cation. They not only enjoy doing so but, as a result of such 
cooperation, learn to know and better r espect the program and ob­
jectives of the entire local h!gh school. Since these same busi­
ne~~men frequently are the chief factor in our democratic con­
trol of local schools, it is important that every effort be made to 
maintain good public relations with them through the business 
education department. 

Following is a list of suggestions of activities, media, and pro­
cedures for developing and maintaining such r elations: 

1. Seek ~nd accept opportunities to appear before local groups 
to explain your work in business education. 

2 Visit nearby places of business. 
3. Invite business and professional people to discuss selected 

subjects with your classes. 
4. Sutvey your town for job opportunities and keep the infor­

mation up to date. (Details for making such a survey 
are given elsewher e in this handbook. ) 

5 Have pupils demonstrate before local groups such as Ro­
tary, Lions, and Kiwanis. 
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G. Develop a carefull) ~uper\ I5ed pa1t-time directed work ex­
perience program for your students. (This will be explained 
in greater detail else\-\·here.) 

7. Organize an advisory committee of local business and pro­
fessional people to advise with the superintendent and the 
business teacher relative to part-time employment, job 
standards, desirable habits, traits, and attitudes, and other 
items in which it may appear the group will be Interested. 

8. Prepare appropriate news Items for the local papers about 
employed students and the business in which they are work-
• 1ng. 

9. Organize a chapter of the Future Business Leaders of Amer­
ica and permit these students to perform various community 
services as a service group. 

10. Borrow the use of a down-town display window and have 
students demonstrate in the window or otherwise prepare 
a special window display. 

11. Have interested students talk \Vith local merchants about 
their window decorations and displays; and, after appropri­
ate conference with the business teacher, arrange for stu­
dents to offer their services in assisting local merchants 
in arranging window displays. 

12 Offer adult education classes and short courses for em­
ployed adults and employees of your community. 

13. Arrange for various local businessmen or for the members 
of some local service club to counsel with individual students 
who may be Interested 1n their particular professions or 
types of business. 

14. Hold an open-house in your business department and ask 
businessmen and professional people to dictate some actual 
correspondence to students. 

15. Arrange for members of your Future Business Leaders of 
America to hold an honorary membership in local service 
clubs and in the local Chamber of Commerce and perhaps 
to attend their meetings occasionally. 

16 Arrange for a special half day or Saturday when your 
business students will take over various jobs in stores and 
offices in your community as a good will gesture to the local 
businesses. The local Chamber of Commerce probably will 
be glad to cooperate in organizing this as a day to be ad­
vertised widely by the local business people. 

17. !\1rrke follow-up studies of your graduates and particularly 
of those who remain on jobs in the local community. Offer 
the services of the business teacher and the school in as­

. sisting them to improv~ themselves on their jobs. 
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F . Supervised P ar t-Time Work Experience 

lVIany schools are providing directed work experience for stu­
dents under the supervision of trained coordinators. Although 
started in larger school systems having specialized vocational cur­
riculums, under the designation of Diversified Occupations pro­
grams, work experience is becoming common in smaller second­
ary schools. For many years smaller schools have provided for ac­
tual work experience as a part of their vocational agriculture pro­
grams. They are now accepting their responsibility for providing 
similar educational programs for other students, and have ex­
panded the work into the trade, industrial, and business fields. 

Too frequently schools have failed to adopt a cooperative part­
time 'vork experience program because they are not able to meet 
certain requirements necessary for federal and state aid. This 
frequently is a mistake. Such aid has been established to encour­
age the inauguration of these programs, but the responsibility 
belongs to the local school system. While reimbursable vocational 
requirements are excellent standards to follow, it is possible for 
the school to conduct a highly commendable part-time cooper­
ative program and still not meet all of those standards in every 
detail. It should include both store and office work experience. 

Among the advantages of a carefully planned and supervised 
\vork experience program are the following: 

1. The classroom work is vitalized and becomes more function­
al. This influence is felt by both teachers and students (as 
'veil as by the general public) . 

2. The contents of the courses of study become more valid 
through this daily contact with the actual requirements of 
the business world. 

3. It promotes good public relations. Not only do the employ­
ers become more inte1·ested in the program in business edu­
cation, but as citizens and taxpayers they find themselves 
much interested in improving the entire educational system 
of the community. (This statement assun1es there is a 
carefully planned program under the supervision of a quali­
fied coordinator ) 

4. It provides an automatic check on the appropriateness of 
the equipment and the supplies used in the business courses. 

5. The program is a very material aid in the placement of the 
large number of graduates who discontinue formal edu­
cation after graduation from high school. 

6. Students are thereby aided in adjusting themselves to adult 
economic life and to the difficult task of actually working 
with others. This includes: 
a. Development of desirable personality traits 
b. Development of desirable work habits 
c. Development of desirable work attitudes 
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d. Development of respect for occupational intelligence 
and vocational proficiency. 

A warning is again in order against starting such a program 
without careful advance planning; to do so usually is fatal. The 
advice and service of a trained coordinator should be secured 
and followed. A relatively complete check-list of items to be con­
sidered in developing a cooperative work program is included 
in the appendix of this booklet. Following is a brief statement of 
the types of preparation and planning which will be found most 
valuable: 

1. Secure a trained coordinator and give him time for the work. 
2. Get a good local advisory committee. 
3. Secure cooperation and backing of local groups. 
4. Survey the community for types of jobs, equipment, and 

job requirements. 
5. Carefully select the students and carefully place them. 
6. Provide conference room and telephone. 
7. Provide a reading room or table for business literature. 
8. See that program is well explained to parents, students, 

prospective employers, advisers, and teachers. 
9. Arrange to coordinate classroom work with work experi­

ence. 
10. Provide adequate guidance for students. 
11. Plan to follow up ana re-train graduates on the job. 

For additional information, refer to the outline provided in 
the appendix. 

Caution: School administrators and business teachers frequent­
ly need to be cautioned about the dangers of unintentional ex­
ploitation of pupils in typewriting, shorthand, secretarial, and 
office practice classes. Doing various kinds of work for the 
school and for the community is justifiable only when the type of 
work done and the conditions under which it is done fill a learn­
ing need. Such work should not be accepted unless the teacher 
has a place for it in his plans for specific objectives still to be 
achieved. For instance, quite frequently those pupils who already 
are excellent tYPists, and who need no more practice on straight 
tYPing, are the very ones to whom are assigned special typing 
projects involving work which the school needs done. At the same 
tirne, these students perhaps are in great need of developing other 
office skills, habits, attitudes, and techniques. 

G. The Community Survey 

Good business management carefully studies the needs and 
demands of its customers and its market area. Likewise, a good 
business education program will use a careful study of its com­
munity as an important base on which to build. The community 
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~urvey is a tool or techniques which have been used so commonly 
as to become well recognized among business educators and 
school administrators. 

The purposes of a community survey vary somewhat with the 
particular type of survey being made. Although some surveys are 
limited to studies of equipment, or of business standards, un­
doubtedly the most common type may be termed an occupational 
or job opportunity survey. Information commonly found useful 
may include the following: 

1. The number and types of various kinds of business posi­
tions to be found in the community. 

2. The number of new employees hired for each type of posi­
tion in the community during the previous twelve months 
(turnover) Note : Typically this points to the very large 
number of store positions available as compared to office 
positions. 

3. IDducational, age, sex, and technical requirements for each 
job. 

4. 'I'ypes of duties performed on various jobs. 
5. Types of machines and other equipment used. 
6. Approximate beginning salaries. 
7. Amount of previous experience required. 
8. Promotional opportunities. 
9. Personal characteristics most desired in employees. 

10. Chief causes for dismissal or unsatisfacto1·y ratings of em­
ployees. 

The uses of information gathered by such a survey are obvious. 
In general, however, the main purposes for making the survey 
would include: 

1. Curriculum construction 
2. Development of good public relations. 
3. Better guidance. 
4. Reorganization of courses of study. 
5. Selection of appropriate equipment. 
6. Determining desirable standards for student preparation. 
7. 1\~otivation in class work and in personal development. 
8 Basic information for a part-time cooperative work program. 

\Vhen making a community survey it is well to consult with 
those who have had experience. l\1ost business teacher-training 
institutions have suggestions readily available, and many have 
facilities for assisting in supervising the survey. A few pertinent 
points are listed below as general 1 .. eminders. 

1. Define the purpose. (See suggestions given above. ) 
2 Clear with proper educational authorities, and have a di­

rector appointed and perhaps a planning committee. 
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3. Carefully decide upon the scope. · 

4. Estimate needed budget. 
5. Very carefully draw up any questionnaire or check list to 

be used, and just as carefully train any interviewers. 
6. Secure a sponsor (as the chamber of commerce) and see that 

favorable publicity assists in securing enthusiastic co­
operation of local businesses. 

7. Use a standard occupational classification and terminology. 
8. Prepare a card file of concerns to be surveyed or inter­

viewed. 
9. Plan simple forms which are adapted to the types of sum­

marizations needed. 
10. See that the community is kept informed of the progress 

of the survey and of the final results and the uses made 
of it. 

H. Educational and Occupational Follo\v-Up tudy of Graduate 

A follow-up study of graduates of any given school ordinarily 
is considered to be a gu1dance or an administrative function.1 

Since it should include all graduates finishing within the time 
limits set, this is proper. However, business teachers throughout 
the nation have been most active in promoting and in supervising 
such studies. This also 1s quite proper. 

Only through a careful analysis of the occupational activities 
and successes of graduates can a school plan intelligently to 
improve its vocational training in the light of its past achieve­
ments. The uses which may be made of such a survey are many 
and can have far-reaching effect upon the school, its administra­
tion, its program, its teachers, and Its future graduates. Since 
so many graduates do secure employment in the business world, 
perhaps the business teacher is the one who is in the best position 
to make Immediate and direct use of the information secured. 

Typical purposes served by a follow-up study of graduates in­
clude the follo,ving: 

1. 'I'o secure additional guidance information, particularly that 
needed for vocational guidance. 

2 To adjust the pertinent curriculums in accordance with needs 
felt. 

3. 'I o study typical pron1otional channels followed by gradu­
ates. 

4. To study typical first positions obtained in relation to cur­
riculum completed while in high school. 

5. To determine whether there is a need for adult or post-high 
school education. 

1 
p

1 

ec Iowa ~econdary ._chool CooperatiYc Curriculum Program. Yolume II, 
i' roposed Deszgn /or .. econdary Education in Iowa, page 156. 
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6. To gain information about extent to which various high 
school subjects apparently have functioned for graduates. 

7. To learn the extent to which graduates would choose other 
curriculums or subJects were they to repeat their high 
school education. (Or, vice versa, the extent to which they 
are satisfied with the subjects they completed.) 

8. To study the needs of a placement bureau for graduates. 
9. To motivate curr ent classroom work as well as to improve 

its contents. 
10. To determine the extent to which graduates felt the need for 

additional education for the purpose of improving skills 
learned in high school. 

11. To study the employment and unemployment statistics on 
graduates. 

For an illustrative follow-up survey business teachers are re­
ferred to 1\1onograph Number 60, E ducation al an d Occupational 
FollO\\'-lJp Study, published by the South-Western Publishing 
Company, Cincinnati, Ohio, 1943. 

I. Professional Development of the Business Teacher 

For many years business teachers had little opportunity for 
professional training. As explained in Part I, they were trained 
for work in the business world and not for the teaching profes­
sion. Later, due to the relative scarcity of available business 
teachers as compared with the supply in many of the older areas 
of education, other teachers frequ ently changed from the subject 
field of their major preparation and entered the business educa­
tion field. They, too, frequently r eceived only the skill training in 
business usually needed for entrance into the business world . 
They did, however, have professional training although too fre­
quently it had not included special work in the business field and 
particularly in the area of skill development. 

Today there are numerous business teacher-training colleges 
and universities offering excellent opportunities for the needed 
professional training. Their graduates are now rapidly taking 
their places as professionally trained teachers. Thus in a dis­
cussion of "Professional Development of the Business Teacher" 
it should be recognized that ther e are two groups to include : 

1. Those who hold college degr ees (bachelor's or master's ) with 
a major in business education, and 

2. Those without any appreciable business education back­
ground on the college level. 

There are many things which both groups of teachers may well 
be doing to improve themselves professionally while 110n the 
job." but in addition it of course is most essential that the "B" 
group secu re the needed special courses at the earliest possible 
moment It is suggested that all business teachers take advantage 
of professional opportunities such as the ones listed below. 
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1. Hold active membership in professional organizations. In 
addition to the National Education Association and the Iowa 
State Education Association, the following have special sig­
nificance to the business teachers in lo\\ra :7.· 

a. The Iovva Business Education Association 
b. The United Business Education Association 
c. The National Business Education Association 

2 Subscribe to and read a number of professional magazines. 
It Is especially necessary for the busine teacher to do this 
since the business \vorld changes its techniques and pro-
cedures so rapidly. 

3. Actively participate in local community business and pro­
fessional organizations when opportunity IS presented. Such 
contacts have tremendous developmental power for the 
business teacher. 

4. Try \vriting for publication. Numerous professional maga­
zines are interested in receiving articles contributed by busi­
ness teachers. • 

5. Keep informed about graduate courses in business education 
available throughout the nation. Intelligently choose and 
pursue them at the appropriate time. 

6. Arrange to attend and participate in business education 
conferences and workshops. 

7. Be interested in the entire school system; know its adminis­
trative policies and plans and cooperate fully with other 
teachers and departments in helping them to achieve their 
objectives. 

8. Always have a few "ideas" ready in organized form about 
which you might talk to any local club or group. 

9. Cooperate with news agencies in furnishing copy for news 
stories about the achievements and activities of your stu­
dents and your department. 

Perhaps it should be mentioned that in addition to this brief 
list of suggestions, almost everything 'in this guide has a very 
direct bearing on the professional development of the business 
teacher. Certainly such things as community surveys, follow-up 
studies of graduates, the organization and sponsorship of a chap­
ter of Future Business Leaders of America, and the inauguration 
of a cooperative part-time work experience program obviously 
can do much to assist the business teacher in strengthening his 
own understandings, abilities, skills, etc. 

·~(\(\ the appendix for more information about these organizations and 
magaz1nes. 
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J. Teaching Aids in Bus iness E ducation 

As this is being written, among the advertisements for teachers 
carried by an important daily newspaper is one which proudly 
asserts that the school doing the advertising has a modern special 
room for visual aids. That is fine. It is an indication of a school 
system which is being kept up to date in its teaching methods and 
its equipment and physical facilities. It is to be hoped that the 
school secures well-trained teachers who will fu lly and properly 
use the facilities provided. 

However, this advertisement also brings to mind a certain false 
or inadequate understanding which too many teachers have of the 
meaning of "teaching aids." Recently there has been a tremendous 
interest in "visual" aids, and most especially in ~~audio-visual" 
aids. Thus when teaching aids are mentioned today too many 
teachers immediately think only of movies. While the modern 
sound movie has tremendous potentiality as an instructional aid, 
~s evidenced by its successful use in training the military forces, 
much damage is going to be done if teachers get in the habit of 
relying entirely or nearly so on this one aid. 

Therefore, both the business teacher and the administrator 
who is working with him are reminded that aids include an a lmost 
limitless number and variety of items. The following list is sug­
gestlve only; it makes no attempt even to approach completeness: 

proper equipment, such as 
adjustable posture chairs 
proper height typewriting 

desks 
office machines 
timing devices 
bulletin boards 
office appliances 
display facilities 
s imple repair tools 
adequate lighting 
available transportation 
vis ual slides and projector 
visual cast 
progress charts 
record player 

modern texts 
film strip and projector 
opaque projector 
sound-proof rooms 
demonstration stands 
blackboards 

proper supplies, such as 
adequate stencils 
appropriate paper 
adequate reference books 
cleaning materials 
cardboard for charts 
carbon paper 
practice filing cards 
practice envelopes 

A more complete listing of similar aids will be found in the 
appendix The above list will serve to remind and warn that the 
alert business teacher finds opportunities all about him to aid 
the learning process. l\Ioreover, in many cases the more common 
and simple aids will be found most effective. 

For instance, any kind of a teaching aid which lacks flexibility 
may cause so much difficulty for the teacher as actually to inter­
fere with the effectiveness of teaching. Because of some uncon­
trolled environmental factor the teacher may find that his type-
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writing pupils have developed bad techniques. A "plateau" has 
been reached in type\vriting improvement. The proper use of the 
film, Basic Typing: 1\'Iethod *, the next day might be exactly what 
is needed. But unless the school O\\Tns the film, and unless a pro­
jector and projection room are available at the proper hour the 
next day, and unless the teacher can arrange to have the film 
shown to the class without spending several hours getting every­
thing in readiness, etc., the "lack of flexibility" has caused this 
particular teaching aid to be worthless. 

Again, too many teachers fail to make complete use of black­
boards and bulletin boards. These perhaps are among the most 
flexible aids the teacher has; they· may be quickly adapted to the 
needs of the hour. The fact that mere "words," orally produced, 
are so common to us at all times and come so readily for most 
of us tends to make them seem commonplace and of little sig­
nificance. The pupil, con equently, pays but little heed to them. 
But once the teacher uses the blackboard also to \Vrite, outline, 
enumerate, illustrate, or othervlise to place before the pupil a 
visual reinforcement to what is being said, these words immedi­
ately tend to take on added significance to the student. He sees 
"activity" in relation to these words and himself tends actively 
to go about his "learning." 

Closely related to this is the use of simple charts prepared by 
the teacher. It is scarcely more difficult for the teacher to illus .. 
trate on a cardboard than it Is to illustrate on the blackboard. 
The result can be just as accurate as if the blackboard were used 
But, in many cases at least, this same chart may be retained for 
future use and thereby save future time for the teacher either 
when used as a "review" at the appropriate time or when used 
before a different group of pupils. In addition, the use of the 
chart probably has some psychological advantage over the use of 
the blackboard; it perhaps seems both more important and more 
efficient. 

This is not the place for a complete presentation or discussion 
of teaching aids. However, perhaps this short discussion will 
serve to remind and motivate the business teacher to be ever alert 
to find and use constantly the numerous teaching aids \vhich 
are all about him Also, perhaps it wlll remind the administrator 
of very effective and economical teaching aids vvhich may profit­
ably be further encouraged through making them readily available 
for the use of the business teacher. 

• 

K. Evaluating the Business Departmen t 

The school administrator and the business teacher naturally 
are at all times either intentionally or unintentionally "judging" 
the effectiveness of the business department. It is quite important, 

. *16mm sound, 1200', 30 mins., obtainable from Business Education Visual 
A1ds. 104 West 61st ~treet New York 23 'N' Y. ' 
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however, that a carefully planned evaluation be occasionally made. 
~Iany times it is most effective to have this done by a specialist 
from outside the school system. However, even then it is desir­
able that the teacher and the school administration have in mind 
those areas and specific items which in all probability the spe­
cialist will be taking into consideration. 

A review of the various items suggested in this handbook, and 
particularly of those included in Part II, should result in a 
relatively valid judgment of the extent to which the department 
actually is meeting its obligations. However, there are of course 
other items to be considered. Perhaps it will be of some assistance 
to keep in mind six main areas of judgment which the National 
Association of Business Teacher-Training Institutions recom­
mends to be considered in evaluating a business education pro­
gram:* 

1. Purposes and philosophy 
2. The curriculum 
3. The teaching staf:f 
4. Facilities 
5. Guidance program 
6. Adjustment to economic and community situations. 

These six major fields were selected by a work committee grow­
ing out of a series of conferences at the University of Chicago and 
after careful analysis of all pertinent information. It will be ob­
served that all materials contained in this Iowa handbook actually 
have a direct bearing on one or more of these six evaluative areas. 
The business teacher and the school administrator are urged to 
analyze constantly the local program in terms of pertinent ele­
ments of these six main areas.~·-x· 

For assistance in making such evaluations interested schools 
should contact their state supervisor of business education or any 
recognized business teacher-training college or university of the 
state. 

It must always be remember ed that the vocational business 
education area constantly is being evaluated automatically any­
how. Employers of the community, parents of business students, 
and the business students themselves who are seeking employment 
quickly come to very definite and positive conclusions about the 
effectiveness of the training received. 

The achievements of the department in the area of general eduJ­
cation, social-economic and personal-use business education are 

"Bulletin N" o. 20, X ABTTI, July, 1940, page 9. 
**This report of the work committee is given more in detail and with some 

rcv1s1on, in Bulletin No. 26, 1farch, 1942, and was influential in the con­
struction of the Ilandbook fo-r Studying B'l~siness Ed1.teation, Bulletin No. 29, 
January, 194il. roptes of these bulletins may be obtan1ed while still in stock by 
writing to Dr. P. 0. Selby, State Teachers College, Kirksville, Missouri. 
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somewhat more difficult to evaluate validly, however. Here it is 
particularly necessary that the teacher be ever alert to assure 
actual achievement of goals and objectives. In the past, unfor­
tunately, the rather obvious results of the purely vocational ob­
jectives of business education have focused nearly all attention on 
this one area. 

• 

• 

• 
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PART III 

SUGGESTED BUSI ESS COURSES FOR 
SECONDARY SCHOOL 

Introductory Statement 

The course outlines, check hsts of units, illustrative proJects, 
aids, and activities included in Part III of this guide are intended 
to furnish the business teacher with suggestions only. It is hoped 
that in many cases the teacher will derive renewed inspiration 
and interest from some additional topic or suggestion found 
herein and may then find himself vitalizing and otherwise im­
proving classroom instruction through activities and projects 
especially developed for the needs of the particular situation In 
v.rhich he is teaching. Certainly the business teacher is not ex­
pected to con fine his t eaching to the material contained in this 
guide. 

It is recognized that neither t he facilities nor the needs of any 
two Iowa secondary schools are identical. Certainly many of the 
smaller schools will not wish to use the more purely vocational 
suggestions and materials. On the other hand, it has been recog­
nized that the larger schools frequently have specialized assist­
ance available and therefore already have developed carefully 
planned curriculums and courses of study; such schools perhaps 
will find this material of limited value. 

. 
It is suggested, therefore, that the teacher continue to make 

full use of whatever satisfactory outlines and procedures he may 
have developed already, but that the outlines in this guide be 
carefully checked for additional valuable materials, activities, · 
procedures, etc. which may f it into the needs of the local situation. 
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BOOKKEEPING 
• 

Introductory Statement 

The bookkeeping course shou ld take into consideration the local 
conditions of the particular community. Because a great majority 
of pupils who enroll in bookkeeping classes do not become book­
keepers and accountants, the course should be fairly broad in 
scope and character. 

It is important for anyone to understand business procedures, 
whether he will be in business for himself or only a citizen in a 
community coming in daily contact with business transactions. 
For those pupils who are planning to become secretaries, sales 
people, or clerical workers, one year of bookkeeping is recom­
mended. Surveys show that selling is one of the most common oc­
cupations and for that some bookkeeping is a necessity. 

In most schools the beginning bookkeeping course should be 
organized to meet the needs of all students, whether they plan to 
enter business, professions, or other vocations. Today there is a 
definite need for budgeting, keeping of tax records, and preparing 
of all kinds of reports. Where is a better place in our curriculum 
for these essentials than in a bookkeeping course? 

1\Iany employers have co~plained about the poor handwriting 
ability of employees as well as their inability to do simple prob­
lems of addition, subtraction, multiplication, and division. It is 
for this reason that handwriting and arithmetic should be an im­
portant part of the bookkeeping course. 

Although for many people a single entry set of books is ade­
.quate, a basic understanding of double entry bookkeeping funda­
mentals will prove a decided advantage in meeting the everyday 
problems of business. 

No set series of bookkeeping teaching units can meet ihe re­
quirements in all schools. The teacher must be the judge as to 
what units should be emphasized and how they should be pre­
sented Since individual abilities vary both among teacherc.; and 
pupils these should be taken into consideration in presenting a 
bookkeeping course. The teacher who will best succeed in present­
ing the bookkeeping course is one who is thoroughly sold on the 
belief that bookkeeping is for every pupil, either as an exploratory 
course in business fundamentals or as a means of building the 
foundation for a definite vocation. 

A survey of Iowa High Schools shows that relatively few schools 
offer more than one year of bookkeeping. Because of that report, 
no outline for additional semesters of bookkeeping is presented. 
Schools which offer more than one year of bookkeeping should 
adapt the courses to meet the local needs. 
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OBJECTIVES 

1. To show the need for systematic records in the management 
of personal, family, institutional, and commercial business 
affairs. 

2. To develop a better understanding of business principles and 
business practices through the study of business transac­
tions and their effect on business operations. 

3. To promote good business habits, including neatness in rec­
ords and reports, accuracy in arithmetic, legibility in hand­
writing, basing JUdgment on facts, and meeting obligations 
promptly. 

4. To teach the knowledge and techniques that will enable the 
individual to keep his own personal or family business rec­
ords, to interpret business statements and reports, and to 
keep the simpler forms of records needed in the manage­
ment of business, trade, and agricultural enterprises. 

5. To give pupils an opportunity for exploration and try-out 
experiences in record-keeping and interpretation that will 
aid them in determining their interest and aptitude for 
bookkeeping or other business work as a vocation. 

6. To give interested students vocational training that will 
qualify them for bookkeeping positions open to students on 
graduation from high school. 

7. To provide interested pupils who wish to continue a good 
foundation for the more advanced study of bookkeeping and 
accounting. 

TEACHING SUGGESTIONS 

The teacher of bookkeeping has many opportunities for the en­
richment of his presentation. Besides the many excellent articles 
found in the current periodicals concerning methodology he will 
find other types of visual aids of inestimable value. Although 
many textbooks are highly illustrated, nevertheless, duplication 
of the illustrations on posters and bulletin board displays can aid 
in the understanding of many problems even better than textbook 
illustrations. Some of the various techniques and devices which 
might be used are: 

1. Illustrations of a complete balance sheet, profit and loss 
statement, etc. painted on an old window shade which can 
be rolled up and doVI.rn 

2. Illustrations printed on cardboard of what to do when the 
trial balance does not balance 

3. Display of a completed practice set 
4. "T" accounts set up on cards of adequate size for use in an 

opaque projector 
5. A poster illustration of the adjusting entries 
6. A poster illustration of the closing entries 

- 48 -

• 



7. A large poster illustration of the worksheet 
8. A worksheet lined on heavy black cloth which may be writ­

ten on with chalk 
9. The backs of old calendar s used to show th e progression of 

a set of en tries 
10. Extensive use of the blackboard, which is still the best type 

of visual aid which can be used. 

These and other types of visual aids can be used to advantage, 
and there ar e many that can be devised by the teacher to fit his 
own situation and needs. 

Besides the use of visual a1ds the teacher can enrich his pres­
entation by the use of actual business forms which are used by 
the various business houses in his community. Often the student 
can get a clearer conception of what bookkeeping is a ll about by 
seeing what 1s done in actual practice. The teacher need not fear 
contacting businessmen for this information, for the majority of 
them will be glad to cooperate, as modern bookkeeping today is a 
real problem to many small businessmen and one in which they 
are vitally interested. 

Another source of this type which is found very often today IS 

the many accounting services which have been set up for the 
purpose of keeping the books of small businesses. A visit to these 
places by the teacher and the class will r esult in much practical 
information. Visits to large businesses in order to observe ma­
chine accounting practices are also very worthwhile. 

Ther e are several refer en ces concerning methods of teaching 
bookkeeping which the teacher may find valuable to place in his 
library. The Teaching of Bookkeeping, by Paul Selby, published by 
the Gregg Publishing Company, and The Teaching of Bookkeeping 
and Accounting, by Harvey Andruss, published by the South 
Western Publishing Company, are examples. Teachers' manuals 
issued by various publishing houses are also excellent sources of 
supplementary material. 

The U.S. Office of Education is another source of bookkeeping 
instructional materials . By writing to that office the teacher 
wlll receive a bibliography of materials. l\1any materials ar e free 
but there is a small charge for some. 

Large corporations such as General Motors, General Electric, 
etc. also have supplementary material s which can be obtained and 
are usually free of charge. A very excell ent source of this nature 
is the large trade associations such as the Association of Retail 
1\:Ierchants, National Association of l\1anufacturer s, etc. A broker­
age firm, Merril, Lynch, Pierce, Fenner and Beane, located in 
New York, has many excellent publications which can be obtained 
upon r equest. 
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t:ourse Outline 

I. Suggested Study Units for First Semester 
A. A survey of values to be gained in the study of bookkeeping 

1. General 
2. Personal 
3. Improved business habits 

• 4. Income tax data 
5. Exploration and guidance 
6. Vocational opportunities 

B. Information desired· from business records 
1. Income 
2. Expense 
3. Profit or loss 
4. Assets 

• 

5. Liabilities 
6. Net worth 
7. Creditors and customers 

C. Effect of business transactions 
1. Upon income 
2. Upon assets 
3. Upon expense 

• 

4. Upon liabilities 
5. Upon proprietorship 

D. The bookkeeping cycle 
1. J ournahzing 
2. Posting 
3. Trial balance 
4. Adjustments 
5. \Vorking sheet 
6. Business statements and interpretation 
7. Closing the ledger 
8. Post-closing trial balance 

E. Journals 
1. Cash receiptc;; 
2. Cash payments 
3. Pure hases 
4. Sales 
5. General 
6. Combined 

F: The working sheet 
1. Structure 
2. Purpose 
3. Advantag~s 
4. Use of information in preparing busines.;; statl\ments 

G. Adjusting and closing procedure 
1. Adjusting entries 
2. Closing entries 
3. Ruling accounts 
4. Post-closing trial balance 
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H. Banking services 

1. Character of banks 
a. Kinds 
b. Control 
c. Services rendered 
d. A.B.A. numbers 
e. F.D.I.C. 

2. Checking accounts 
a. Advantages 
b. Deposit tickets 
c. Endorsements 
d. \Vriting checks 
e. Reconciliation of bank statement 

3. Bank loans 

4. Savings accounts 

5. Drafts and cashier's checks 

I. Locating and co1recting errors 
1 Trial balance 
2. Journals 
3. Accounts 
4. Statements 

J. Practice set-single proprietorship 
1. Five journals 
2. Complete bookkeepiHg cycle 
3. Interpretation of statements 

K. Penmanship and arithmetic 
1. Integrate throughout course 
Q. Pointers on the writing of letters and figures 
3. Coordinated handwriting practice 
4. Review of fundamental calculations 
5. Short cuts 
G. Facility drills 
7. Emphasis on neatness and accuracy 

L. Personal bookkeeping and budgeting 
1. Keep books on cash basis 
2. Income tax r ecords 
3. Social security 
4. Planned spending 
5. Thrift 
6 Insurance 

1\I. Records for student organizations 
1. l\Iembership records 
2. Receipts for cash received and disbursed 
3. Reports by club officers 
11 Care of organization funds 
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II. Suggested Study Un1ts for Second Semester 

A. Special columns in journals 
1. Purchase discounts 
2. Sales discounts • 
3. Interest expense 
4. Collections and exchange 

B. Notes and acceptance 
1. Reason for use of rece1vable and payables 
2. lYianner of entering 1n books 
3. Registers 
4. Proof of records 

C. Transportation 
1. Kinds of 
2. Freight in 
3. Freight out 
4. C.O.D. shipments 
5. Delivery service 

D. Depreciation 
1. Factors • 

2. Rates 
.. 

3. Reserves 
4. Depletion and obsolescence 
5. Sale of fixed assets 
6. How shown on financial reports 
7. Income tax allowance 

E. Bad debts 
1. How estimated 
2. Reserves for bad debts 
3. Charging off 
4. Records • 

5. Collection expense 

F. Interest and bank discount 
1. Calculation 

a. 6 %-60-day method 
b. Bank rates- Iowa State Law 

2. Interest expense and records 
3. Interest income 
4. Bank discount 

a. Recording procedure 
b. Contingent liability 
c. Maturity date 

G. Accruals and prepaid items 
1. Need for recording 
2. Adjusting entries used 
3. Accrued expenses 
4. Prepaid expenses 
5. Reversing entries • 
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H. Ten column working sheet 
1. Form 
2. Uses and advantages 
3. Checking for errors 

I. Partnership bookkeeping 
1. Formation 
2. Opening books 
3. Closing entries 
4. Distribution of profits 
5. Advantages and disadvantages 

J. Practice Set-Partnership 

K. Social Security, sales, excise and income taxes 
1. Soc1al Security legislation 
2. Old Age and Survivors' Insurance 
3. Federal Income Tax 
4. State Income Tax 
5. State Sales Tax 
6. Tax r ecords and reports 
7. Unemployment and Disability Compensation 
8. Disabilities and pensions 

L. Corporations 
1. How organized 
2. Capital accounts 
3. Distribution of profits 

l\1. Acquaintance study of office machines 
1. Cash register& 
2. Calculating machines 
3. Billing machines 
4. Posting machines 

N. Penmanship and arithmetic 
1. Integr ate throughout the course 
2 Drill on fundamentals when and as applied 

0. Practice set- corporate ownership 
1. One capital stock account 
2 One surplus account 

BOOKKEEPING TEXTBOOKS 

It is suggested that the teacher add to this list of textbooks as 
new ones come off the press. 

Altholz, Nathaniel and Lile, Alfred. Bookkeeping in Everyday 
Life. Lyons an d Carnahan, Chicago, 1938. 

Amster, Isadore, Glatzer, David J., and Rosenblum, J. C. Record­
Keeping In Business (Elementa ry) . Pitman Publishing Cor­
poration, New York, 1940. 
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Beach, Frank Loomis. Twenty Twenty-Minute Lessons in Book­
keeping. Ronald Press Co., New York, 1943. 

Bennett, George E .. Bookl{eeping Principles and Practice. Long­
mans, Green and Co., Ne\v York, 1936. 

Bennett, George E. Bookkeeping implified. World Publishing 
Co., Cleveland, Ohio, 1943. 

Bowman, Charles Elhs, and Percy, A. L. Business and Bookkeep­
ing Procedure. American Book Company, New York, 1941. 

Carlson, Paul A., Prickett, Alva Leroy, and Forkner , Hamden L. 
Twentieth Century Bookkeeping and Accounting, 19th Edition. 
South-Western Publishing Co., Cincinnati, Ohio, 1947. 

Cradit, Raymond V. Bookkeeping for Per onal and Business Use. 
American Technical Society, Chicago, 1937. 

Dalrymple, George H , and Heiges, Peter l\1eyers. General Record 
Keeping for Per onal and Busines Use. Gregg Publishing 
Co., New York, 1942. 

Elwell, Fayette Herbert, Zelliot, Ernest A., and Good, Harry I. 
Per onal and Bu ine s Record-Keeping. Ginn & Co., Boston, 
1938 and 1942. . · 

Fearon, Edwin H. Intensive Bookkeeping and Accounting. Gregg 
Publishing Co., New York, 1935. 

Freeman, M. Herbert, Goodfellow, Raymond C., Hanna, J. l\Iarsh­
all. Practical Bookkeeping for ecretaries and General Office 
Workers. Gregg Publishing Co., New York, 1943. 

Friedman, Leonard Seymour. Bookkeeping Simplified. Martin Dis­
tributors, Ne\v York, 1943. 

Kirk, John G., Alleman, George l\I., and Klein, Isadore. Bookkeep­
ing for Personal and Business Use. John C. Winston Co., Phil­
adelphia, 1939. 

Kirk, John G., and Odell, William R. Bookkeeping for Immediate 
Use, Third Edition. John C. Winston Co., Philadelphia, 1941. 

Lenert, Nathan H. Bookkeeping Made Easy. National Library 
Press, New York, 1937. 

Lenert, Nathan H., and 1\IcNamara, Edward J. Bookkeeping and 
Accounting Practice. Gregg Publishing Co., New York, 1936. 

l\1cKinsey, James 0 , and Piper, Edwin B. Bookkeeping and Ac­
counting, Fourth Edition. South-Western Publishing Co., Cin­
cinnati, Ohio, 1939. 

McNall, Preston E., and 1\Icl\lurray, Karl F. Agricultural Book­
keeping. Longmans, Green and Co., New York, 1937. 

1\Ioore, \Villiam L., Wheland, Howard L., and File, Clinton l\1. 
Record Keeping for Everyone. South-Western Publishing Co., 
Cincinnati, Ohio, 1941. 

Morton, Davis Walter, and Berry, Ralph Edward. Pathfinder 
Course in Applied Bookkeeping. 1943 Edition .. Charles R. Had­
ley Co., 330 North Los Angeles Street, Los Angeles, California. 
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Rosenkampff, Arthur Henry, and Wallace, William C. Bookkeeping 
and Accounting ; P r inciples and Practice, Fourth Edition. 
Prentice-Hall, Inc., New Y-ork, 1941. 

Rowe, Harry Marc. Bookkeeping and Accounting P ractice. Edited 
by J. W. Alexander. H. 1\1. Rowe Co., Baltimore, Maryland, 1938. 

Schneider, Arnold E., Sell, David, and Lazenby, Charles D. Basic 
Boolilieeping and Accounting. Third Edition. University Pub­
lishing Co., Lincoln, Nebraska, 1941. 

Zelliot, Ernest A., Leidner, Walter E. Zelliot-Leidner Bookkeeping. 
(Edited by Finney, H. A.) Prentice-Hall, Inc., New York, 1947. 

TESTS 

Alexander, J. W. Achievement Tests for Rowe Bookkeeping and 
Accounting Practice. H. 1\1. Rowe Co., Baltimore, 1\Id. 

Bookkeeping Achievement Tests Adapted to Bowman and Percy's 
"Principles of Bookkeeping and Business." American Book 
Co., Ne\\7 York, N.Y. 

Bookkeeping Examinations-Form A. State Teachers College, 
Bloomsburg, Pa. 

Bookkeeping Test. Every-Pupil Scholarship Test. H. E. Schrammel 
Editor. Bureau of Educational 1\leasurements, Kansas State 
Teachers College, Emporia, Kansas. 

Bookkeeping Tests. Fayette H. Elwell, Ginn and Co., Boston, 
Mass. 

Bookkeeping Tests to accompany Twent ieth Century Bookkeeping 
and Accounting, South-Western Publishing Co., Cincinnati, 
Ohio. 

Breidenbaugh Bookkeeping Tests. Public School Publishing Co., 
Bloomington, Illinois. 

Denver Curriculum Test in Bookkeeping I. Board of Education, 
Denver, Colorado. 

Elwell, Zelliot and Good. Personal and Business Record-Keeping, 
Ginn and Co., Boston, 1\1ass. 

Intensive Bookkeeping and Accounting Tests. Edwin H. Fearson. 
Gregg Publishing Co., New York, N. Y. 

l\lanchester Semester-End Achievement Tests. First Year Book­
keeping, Bureau of Tests and Measurements, Manchester Col­
lege, North l\1anchester, Indiana. 

Nevv York State Business Education Contest Association: Book­
keeping. Geo. R. Tilford, 106 Slocum Hall, Syracuse University, 
Syracuse, N. Y. 

State High School Tests for Indiana: Bookkeeping Tests. Division 
of Education Reference. Purdue University, Lafayette, Indiana. 

Zelliot-Leidner Achievement Tests. Prentice-Hall, 70 Fifth Ave­
nue, N. Y. 

Practical Bookkeeping Tests. Hanna and Freeman. Gregg Publish­
ing Co., New York. 
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BOOKS FOR TEACHERS 

Andruss, Harvey A., Way to Teach Bookkeeping and Account­
ing. South-Western Publishing Co., Cincinnati, Ohio. 

Lomax, Paul, and Agnew, Peter L., P roblems of Teaching Book­
keeping. Prentice-Hall, Inc., 70 Fifth Avenue, New York, N. Y. 

Selby, Paul 0., The Teaching of Bookkeeping. The Gregg Pub­
lishing Co., New York, N. Y. 

FILM GUIDE FOR BOOKKEEPING TEACHERS 

Bookkeeping and You. Produced by Coronet Instructional Films, 
Chicago, Illinois. 16 mm sound motion picture, 10 minutes. Rent­
al $2.50 plus transportation. :\lay also be ordered from BEV A. 

American Way of Property Ownership. The story of how one 
company developed records to meet its needs. Remington Rand, 
Inc., 3 reel, 16 mm sound movie, 28 minutes. 

Bookkeeping and Accounting. A description of the jobs bookkeep­
ers and accountants perform. Y.l\I.C.A. 1\rlotion Picture Bureau, 
1 reel. Rental $1.50. . 

Penmanship Improver. Excellent for quick improvement of book­
keeping penmanship. Emphasizes easy way of making three 
strokes which comprise over 80% of all handwriting. 10 min­
utes. Y.lYI.C.A. l\1otion Picture Bureau. 

Set of Instructional Filmstrip, as available through Business 
Education Visual Aids, and including the following titles: 
Introduction to Accounting 
The Accounting Cycle- Direct Ledger Entry-Routine eaeh 

month 
The Journal- First lesson 
How to Balance Accounts 
Posting- One Journal- One Ledger 
Con trolling Accounts 

• 

The Accounting Cycle- Direct Ledger Entry- Year -end Closing 
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BUSINESS LAW 

• Introductory Statement 

Business law is fundamental for social control and so, as a high 
school subject, is not confined to the business curriculum. It is a 
subject which may well be made available to all Iowa high school 
. . . 
JUniors or seniors. 

Eve1 yday living calls for the observance of practices r egulated 
by laws, and the courts will not excuse a per son because of his 
ignorance of such r egulations. It is not claimed that a single se­
mester course will make the pupil so well versed in law that he 
will be able to dispense with the hiring of an attorney to r epr e­
sent him at court, but rather that it will produce a realization of 
the fa.ct that competent advice in legal matters is a sound invest­
ment. 

As a better working tool makes for a better finished product, so 
a course in business law should make one a better citizen in his 
community as the r ealization comes that laws are made for the 
protection of the people ratber than for the punishment of wrong 
doers. 

A trial and error method of learning legal requirements is cost­
ly; business law provides an opportunity to learn from the experi­
ences of other s and in a systematic, contr olled manner. 

Almoc;t everyone is at various times during his lifetime a pur­
chaser of an insurance policy, an agent, a principal, a party to 
a contract, an owner of property, a customer of a common carrier, 
a vendor, or a bailee. Business law provides a means for becoming 
better acquainted with such rights, duties, and r esponsibilities as 
an individual citizen. 

This outline is patt erned after the one found in the 1\iissouri 
Course of Study, which stresses points con sider ed vital. The Vis ual 
Aid list ts an adaptation from PERSONAL BUSINESS LAW by 
Skar, Schneider and Palmer . Both ar e intended to provide the 
teacher with suggestions and reminders which should be evalu­
ated in terms of their applications and importance in the local 
school objectives and program of studies. 

OBJECTIVES 
I. Knowledges 

A. To familiarize the pupils \vith common basic principles of 
business law and their appli cations in order to avoid legal 
pitfalls which ignorance of the law frequ ently produces 

B. To teach the purpose and the use of common legal docu­
ments 

C. To develop a vocabulary of commonly used terms r elated to 
business and legal procedure 
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II Habits and Skills 
A. To promote habits of analysis, accuracy and freedom of ex­

pression 
B. To look upon law as an institution of sociej:y- for protec­

tion rathe1 than for punishment 
C. To develop logical reasoning and good judgment in applying 

legal principles to business affairs 
D. To develop the habit of sk1Il In weighing r elative values and 

in stressing essentials 

III Attitudes and Ideals 
A To develop a healthy respect for our courts 
B. To Inculcate a desire for Justice for all citizens 
C. To promote the belief that self-Interest should not dominate 

the welfare of society as a whole 
D. To develop open-mindedness and suspended judgment until 

facts are known 
E. To inculcate an interest in every-day affairs 
F. To prepare pupils for social hving 

• 

COURSE OUTLI E 

Unit !-General Introduction to Business Law 

A. Specific Objectives 
1. To motivate the study of business law 
2. To trace the development of law and its applications 
3. To show the value of law to society 

B. Subject l\1atter 
1 Definition of law 
2. Development 

a. Custom, Kings, Early Courts 
b. Moral Law 
c. International Law 
d. 1\Iunicipal Law 
e. Constitutional Law 
f. Statute Law 
g. Common Law and Equ1ty 

3. Forms of law 
a. Treaties 
b. Constitutions 
c. Statutes 
d. Unwritten 
e Court decisions 

4. Organization of courts 
a. Areas of jurisdiction 
b. l\iembership 
c. Selection of judges 
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C. Pupil Activitie& 
1. Have a local attorney talk to the class 
2. Follow local court decisions 
3. Study laws passed by Congress, State Legislature, City 

Council and Schools 

Unit !!- Contracts 
A. Introduction to Contracts 

1. Specific Objectives 
a. To teach the essentials of contracts 
b. To acquaint pupils with different kinds of contracts 
c. To show the advantages of contracts 

2. Subject matter 
a. Definition of contracts 

. b. Classes of contracts 
3. Pupil Activities 

a. Use local illust1·ations 
b. Study r eports O!l points not covered by text 

B Essential Elements of Contracts-Competent Parties 
1. Specific Objectives 

a. To teach who can make valid contracts 
b. To show what contracts of minors are valid 
c. To show who contracts for incompetent parties 

2 Subject matter 
a. The meaning of "competent" 
b. Infants or minors- Iowa 

( 1) Protection to minors 
( 2 ) Ratification and disaffirmance 
(3) Void vs. voidable contracts 

c. lYientally incompetents 
(1) Insane persons 
( 2 ) Drunkards 

d. Status of married women 
3. Pupil Activities · 

a. Cases from newspapers 
b. Iowa Code illustrations 

C. Essentials of Contracts-Agreements 
1. Specific Objectives 

a. To teach the definitions of offer, acceptance, and 
agreement 

b. To show how offers are kept open and terminated 
c. To show the essentials of a binding agreement 
d. To show the lack of genuineness of consent's effect 

on validity of agreement 
2. Subject matter 

a. Offer 
( 1) What is an offer? 
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(2) How is it communicated? 
(3) How is it accepted? 
( 4 ) How is it terminated? 

b. Acceptance 
(1) \Vho may accept? 
(2) How 1s acceptance communicated? 

c. Consent may not be genuine because of 
(1) 1Vl1stakes 
(2) Fraud 
(3) Dures~ 
( 4 ) Undue influence 

3. Pupil Activitie~ 
a. Offers made and accepted daily by pupils 
b. Agreements and actual contract offers 
c. Written contracts and penalties 
d. N e\vspaper reports on local cases 

D Essential Elements of Contracts-Legality of Subject 1\iatter 
1. Specific Objectives 

a. To show that some contracts are undesirable to en­
force 

b. To show that some acts wi11 make agreements illegal 
c. To teach better citizenship 

2. Subject matter 
a. Illegal agreements 

(1) Contrary to pubhc policy 
(2) Contrary to statute 
(3) Contrary to common law rules 

b. Classes of illegal agreements 
( 1) Gambling 
(2) Restraint of trade 
(3) Usury 
( 4 ) Sunday agreements 
(5) P enalty clauses 
( 6 ) Obstruction of justice 

3. Pupil Activities 
a. Gambling versus insurance contracts 
b. Iowa laws - defirntion of gambling 
c. Legal Inter est rates in Iowa 
d. Iowa law enforcement 

E. Essential Elements of Contracts-Consideration 
1. Specific Objectives 

a. To show the true picture of consideration 
b. To teach what may be considered as consideration 

2 Subject 1\Iatter 
a. Definition and nature of consideration 
b. Sufficient consideration 
c. Insufficient consideration 
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3. Pupil Activities 
a. Challenge some pupil to explain to the class what is 

meant by the statement "a consideration is a detri­
ment to the promisee." 

F. Essential Elements of Contracts-Statute of Frauds 
1. Specific Objectives 

a. To show what contracts must be in writing 
b. To teach the essentials of a simple contract 

2. Subject Matter 
a. Oral contracts 
b. Implied contracts 
c. Written contracts 

· (1) Administrators' contracts 
(2) Consideration of marriage 
( 3) Paying the debts of another 
( 4) Those requiring more than one year to perform 

d. Contracts not under the Statute of Frauds 
(1) Labor and material 
(2) Supported by a memorandum 
(3) Part payment 
( 4) Part delivery 
(5) Special contracts 
( 6) Personal property 

e. Contracts for sale of real estate must be in writing 
and should be recorded 

3. Pupil Activities 
a. Report on cases assigned from references 
b. Specimens of con tracts 
c. Labor practices 

G. Assignment of Contracts 
1. Specific Objective 

To show how contracts may be assigned and the legal re­
sults of such assignments 

2 Subject Matter 
a. Definition of assignment 
b. Duties of parties to an assignment 
c. Rights of parties to an assignment 
d. Assignment by operation of the law 

3. Pupil Activities 
a. Local illustrations of assignments 
b. Practice writing assignments 

H. Discharge of Contracts 
1. Specific Objectives 

a. To show how contractual obligations are completed 
b. To inculcate the desire to meet contractual obliga­

tions 
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2. Subject l\1atter 
a. Completion of conditions of contracts 
b. Release by mutual agreement 

(1) Waiver 
(2) Novation 
(3) Modification 

c. By operation of the law 
(1) Alteration of contract 
(2) l\1erger 
( 3) Bankruptcy 
( 4) Impossibility of performance 
(5) Illegality 
(6) Death 

d. By breach 

• 

• 

e. By tender of payment (Tender does not discharge 
the contract but prevents additional interests and 
costs.) 

3. Pupil Activities 
Look up illustrations in legal books on cases dealing with 

• 

discharge of contracts • 

I. Remedies for Breach of Contract 
1. Specific Objectives 

a. To present Information on knowledge of remedies 
available in event of breach of contract 

b. To suggest avoidance of trouble and costly law suits 
by avoiding breach of contract 

2. Subject 1\Iatter 
a. Breach of v1tal and non-vital terms of contracts 
b. Specific performance and when ordered by the court 
c. Injunctions and their operations 
d. Garnishments Iowa Law 
e. Iowa Statute of Limitation 

3. Pupil Activities- Consult Iowa Code references 

Unit III-Agency 
A. Employer-Employee Relationships 

1. Specific Objectives 
a. To show who may become agents and principals 
b. To show the establishment of an agency relationship 
c. To show the responsibilities and obligations in an 

agency agreement 
d. To explain how agency agreements are terminated 
e. To explain the difference between agencies and master 

and servant relationships 
2. Subject Matter 

a. Who may be an agent? 
b. Who may be a principal? 
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c. Kinds of agents 
(1 ) General 
(2) Special 

d. Formation of an agency 
(1) By agreement 
(2) By estoppel 
(3) By necessity 
( 4) By ratification 

e. Duties of an agent 
(1) To the principal 
(2) To third parties 

f. Duties of a principal 
(1) To the agent 
(2) To third parties 

g. Duties of third parties 
(1) To agents 
(2) To principals 

h. Dissolution of agency r elationship 
(1) By performance 
(2) By an act of the parties 
(3) By the operation of the law 

3. Pupil Activities 
a. Prepare a power of attorney 
b Check on types of agents found in locality 

• 

c. See what pupils are acting in the capacity of agents 

B Employment 

1. Specific Objectives 
a. To show the contractual relationship between em­

ployer and employee 
b. To present the Workmen's Compensation Act 
c. To present some of the legal issues involved in dis­

putes between capital and labor 
d To present information on the legality of practices of 

organized labor unions 
e. To show the use of injunctions in labor disputes 
f. To teach an appreciation for law and order in dis­

putes 
g. To present Congressional action on employment 

2. Subject Matter 
a. Master and servant relationship versus principal 

and agent 
(1) Creation oi relationship • 

(2) Termination of relationship 
b. Duties and liabilities of master; legal obligations 

(1) Common law negligence rule 
(2) Workmen's Compensation Act in Iowa 
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c. Legal issues Involved 1n capital and labor dispute 
(1) Legality of labor unions 
(2) Legality of strikes 

(a) Picketing 
(b) Boycotts 
(c) Blacklisting 

3. Pupil Activities 
a. Study Workmen's Compensation law in Iowa 
b. Report on labor organizations 
c. Recent court decisions on labor disputes 

Unit IV.- Negotiable Instruments 

A. Kinds of Negotiable Instruments 
1. Specific Objectives 

a. To show the use of negotiable instruments in busi­
ness 

b. To familiarize the pupils with the various forms of 
negotiable instruments 

2. Subject Matter 
a. Negotiation versus assignment 
b. Promissory notes 

( 1) Notes receivable and payable 
(2) Certificates of deposit 
(3) Real estate mortgage notes 
( 4) Chattel mortgage notes 
(5) Bonds 

c. Bills of exchange 
( 1) Time 
(2) Sight 

3. Pupil Activities 

a. Study specimens of cancelled negotiable instruments 
b. Write checks, notes, and bills of exchange 

B. Requisites of Negotiable Instruments 

1. Specific Objectives 

a. To study the essentials of negotiability 
b. To study the non-essentials of negotiability 
c. To acquaint the pupil with the Negotiable Instrument 

Law 

2. Subject Matter 
a. Formal requisites 

(1) In writing 
(2) Absolute promise to pay 
(3) Sum certain in money 
( 4) Payable on demand or at a determinable date 

(a) Demand 

• 

• 

(b) Determinable time · 
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( 5) Payable to order or bearer 
( 6) Certainty of payee 

Ante-dating and post-dating 
3. Pupil Activities 

a. Study specimens of negotiable instruments 
b. Clear picture presentation of illustrations 

C. Negotiation of Negotiable Paper 
1. Specific Objectives 

a. To show negotiation by delivery and endorsement 
b. To show the various kinds of endorsements 

2. Subject Matter 
a. l\leaning of negotiation 
b. Payable to bearer or by delivery 
c. Negotiation by endorsement 
d. Kinds 

( l ) Blank 
( 2) Special 
( 3 ) Qualified 
( 4) Restrictive 
( 5) Conditional 

3. Pupil Activities 
a. Practice types of endorsements explaining when each 

should be used 

D. Rights of Transferee of Negotiable Paper 
1. Specific Objectives 

a. To show the legal r equirements for uholder in due 
course" 

b. To stress the importance of being a "holder in due 
course" 

2 Subject Matter 
a . Definition of "holder in due course" 

(1) Paper must be negotiable 
(2) Endorsed 
(3) For value 
( 4) Acquired in good faith 
(5) Acquired before due date 

3. Pupil Activities 
Study illustrations of when a holder is not a "holder in 
due course" 

E. Defenses against a "Holder in Due Course" 
1. Specific Objectives 

a. To show real and personal defense 
b. To present local applications 

2. Subject Matter 
a. Defenses not avai lable against a uholder in due 

course" 
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( 1) Personal defenses 
(a) Fraud in inducement 
(b) Lack of consideration 
(c) Payment before maturity 
(d ) Set-off or counter-claim 
(e) Theft 
(f) Illegahty 

b. Defenses available against a "holder in due course" 
(1) Real defenses 

(a) Forgery 
(b) Fraud In inception or execution 
(c) l\iinority 
(d) lVIaterial alteration 

3. Pupil Activities 
To study the differences between real and personal de­
fenses 

F. Parties of Secondary Liability 
1. Specific Objectives 

a. To show the d1fferent degrees of liability 

• 

b. To teach that protection is available to persons wish- • 
ing to collect negotiable instruments 

2. Subject Matter 
a. Presentment fot payment to primary party 

(1) On day instrument falls due 
(2) At a reasonable time 
(3) To maker or his agent 
( 4) Presentation of paper 

b. Presentment for acceptance 
c. Notice of dishonor and protest 

(1) To whom notice is to be sent 
(2) Sufficiency of notice 
(3) Protest 

3. Pupil Activities 
Have each pupil draw a draft and have it presented for 
acceptance 

Unit V-Sale of Personal Property 

A. Common Transfers of Personalty 
1. Specific Objectives 

a. To show the difference between r eal and per sonal 
property 

b. To show the essentials of ordinary sales cont racts 
c. To show the meaning of warranties 
d. To show when title passes in a sale 

2. Subject Matter 
a. Formation of the contract 

( 1 ) Contracts to sell and of sale 
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(2) Formalities 
(3) Subject matter 
( 4) Price 
(5) Conditions and warranties 
( 6) Sale by sample 

b. Transfer of property and title 
c. Performance of contract 

(1) Seller to deliver and buyer to accept 
(2) Place, time, and manner of delivery 
(3) Installment sales 
( 4) Right to examine goods 
(5) Definition of acceptance 
( 6) Acceptance i~ not a bar to action for damages 

d. Rights of unpaid seller against goods 
(1 ) Definition of unpaid seller 
(2 ) Remedies oi: unpaid seller 
(3) Unpaid seller's lien 
( 4) Stoppage in transit 
(5 ) Resale by seller 
( 6) Recision by seller 

e. Action for breach of contract 
( 1) Remedies of the seller 
(2) Remedies of the buyer 

3. Pupil Activities 
a. Personal experiences 
b. Verify cases from legal reports 

Unit VI- Common Forms of Business Organizations 

A. Partnerships 

1. Specific Objectives 
a. To show the nature of partnerships and their appli­

cations in the business world 
b. To show the rights and liabilities involved in partner­

ships 
c. To illustrate the contents of partnership agreements 
d. To show the advantages and disadvantages of partner­

ships 
e. To present the legal aspects of partnerships 

2 Subject Matter 
a. Nature and function of partnerships 

( 1) Definition 
(2) Source of partnership law 
( 3) Purpose of partnerships 

b. Kinds of partnerships 
(1) General 
(2) Special 
(3) Joint stock companies 
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c. Kinds of partners 
(1) Ostensible 
(2) Active 
(3) Silent 
(4) Limited 
(5) Dormant 

d. Partnership agreement 
Essential features 

e. Rights of partners among themselves 
(1 ) Good faith 
(2) Cannot compete 'vith the firm 
(3) Deal with the firm 
( 4) Interest on capital investment 
(5) Compensation for services 
( 6) Share of profits and losses 

f. Rights of Third parties 
g. Remedies of Creditors 
h. Causes for dissolution of partnership 

(a) Lapse of time 
(b) Mutual agreement · 
(c) Transfer of partner's interest 
(d) Death of partner 
(e) Bankruptcy of partnership 
(f) Court decree 

3. Pupil Activities 
a. Study an actual expired partnership agreement 
b. Newspaper reports 
c. Draw up a partnership agreement 

B. Corporations 

1. Specific Objectives 
a. To show the advantages and disadvantages of a cor-

poration 
b. To illustrate the classes of corporations 
c. To show the characteristics of corporations 
d. To show the corporation procedure in Iowa 
e. To point out opportunities and risks involved 
f. To show the legal rights of corporations 

2. Subject Matter 
a. Definition 
b. Creation 

(1) Legal procedure 
(2) Securing pennit 

(a) General Act 
(b) Special Act 

c. Rights of corporations 
(1) Primary 
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(2) Secondary 
(a) Perpetuity 
(b) Purchase, hold, and convey property 
(c) Sue and be sued 
(d) Contractual rights 

d. Kinds of corporations 
(1) Public 

(a) Municipalities 
(b ) School districts 

(2) Private 
(3) Quasi-public 

(a) Public utilities 
(b) Railroads 

( 4) Management of corporations 
(a) Stockbolders 
(b) Directors 
(c) Officers 

e. Dissolution of corporations 
(1) Manner 
(2) Effect of dissolution 

3. Pupil Activities 

-

a. Study the articles of incorporation and stock certifi-
cates 

b. Study the movements of the stock market 
c. Keep a record of stock market prices 
d. Compare legal requirements of Iowa with those of 

other states 

Unit VII- Bailments and Common Carriers 

A. Bailments may be free 
1. Specific Objectives 

a. To distinguish between a bailment and a sale 
b. To show the nature of a bailment relation 
c. To study the Iowa law relating to pawnbrokers 
d. To study the Iowa law regulating innkeepers in Iowa 

2 Subject Matter 
a. Definition 
b. Classification 

(1) For sole benefit of one party 
(2) For mutual benefit 
(3) Without delivery or authority of owner 

c. Bailor's duties and liabilities 
d. Bailee's duties and liabilities 
e. Termination of the bailment 
f. Innkeepers 
g. Pawnbrokers 

3. Pupil Activities 
a. List articles pupils may have borrowed 
b. Lost and Found notices in paper 
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B. Your Transportation P~oblem 

1. Specific Objectives 
a. To study the rights and liabilities of shippers, car­

riers, and consignees 
b. To show the difference between a private and a com-

• mon carrier 
c To show the function and jurisdiction of Interstate 

and Intrastate Commerce commissions 

2 Subject l\1atter 
a. Definition of carrier 
b. Kinds of carriers 

(1) Carriers of property 
(2) Carriers of people 

c. Obligations of carriers 
d. Rights of carriers 
e. Interstate Commerce Commission 
f. Intrastate Commerce 

3. Pupil Activities 
a. Secure forms used by carriers 
b. Review the local situation of earriers-busses, rail­

roads, truck lines, taxicabs, airplanes, etc. 

Unit VIII- Insurance 

A. General Need for Insurance 

1. Specific Objectives 
a. To show that insurance policies are contracts 
b. To define insurance terminology 
c. To point out rights of parties under insurance con­

tracts 
d. To show what risks are insurable 
e. To show that insurance coverage is desirable 

2. Subject Matter 
a. Meaning of insurance 
b. Insurance term~ 
c. Types of insurance companies 
d. Types of risks or coverages 
e. Kinds of contracts 
f. State regulation of insurance companies 

3. Pupil Activities 
a. Examine insurance policies, rate books, applications 
b. Check Iowa Statutes on insurance regulation 
c. Report on Lloyd's of London 
d. Histo:ty of insurance in the United States 

Unit IX- Real Property 

A. Property and You 

1. Specific Objectives 
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a. To show the difference between real estate and per­
sonal property 

b. To familiarize pupils with common forms of business 
papers dealing with the transfer of property 

c. To teach about ownership of property 

2. Subject 1\latter 
a. Difference between real and personal property 
b. Estates in real property 
c. Types of interest in property 
d. Estates in personal property 
e. Wills, Leases, Abstracts of Title 
f. l\1ortgages 

( 1) Records and releases 
(2) Forms 

(a) Chattel 
(b) Real 

g. Foreclosures of mortgages 
h. Landlord and tenant relation 

( 1) Leases 
( 2 ) Rights and duties 
(3) Termination of contract 
( 4 ) Legal r egulations 

i. Fixtures 

3. Pupil Activities 
a. Fill in blank forms correctly 
b. Review recent court decisions dealing with topic 

BUSINESS LAW TEXTS 

Allyn and Bacon, 2231 So. Parkway, Chicago, Illinois 
1. Weaver, Samuel P.-Business Law, 1934 

American Book Company, 360 North Michigan Ave., Chicago, 
Illinois 

1. Thompson, Clyde 0., Rogers, Ralph E., and Travers, Michael, 
Business Law and Procedure, 1937 

American Technical Society, Chicago, Illinois 
1. Christ, Jay Finley, Fnndamental Business Law, 1946 

Ginn and Company, 2301 Prairie Avenue, Chicago, Illinois 
1. Bogart, George Gleason, Goodman, K. E., and Moore, W., 

Introduction to Business Law, 1940 
Gregg Publishing Company, 6 North Michigan Avenue, Chicago, 
Illinois 

1. Filfus, Nathaniel, and Kasden, Allen, Progressive Business 
Law 

2. Rosenberg, R. Robert, Essentials of American Business Law, 
1945 

Heath and Company, 1815 Prairie Avenue, Chicago, Illinois 
1. Bliss, Sidney M., and Rowe, Clyde E., Everyday Law, 1939 
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Houghton, Mifflin Company, 2500 Prairie Avenue, Chicago 16, 
Illinois 

1. Cole, Charles B., Elements of Commercial Law, 1934 

Lyons and Carnahan, 2500 Prairie Avenue, Chicago 16, Illinois 
1. Burgess, Kenneth F., Lyons, James A., and Cox, John H., 

The New Burge s' Commercial Law, 1939 

The l\1acmillan Company, 2459 Prairie Avenue, Chicago 16, Illinois 
1. Bays, Alfred W., Business Law, Revised Edition, 1934 
2. Christ, Jay Finley, Modern Business Law, 1935 
3. Keer, Thomas S., Commercial Law, 1939 

1\icGraw-Hill Book Company, Inc., 330 West 42nd St., New York 18, 
N.Y. 

1. Dillavou, E. R., and Greiner, Lloyd E., Business and Law, 
1939 

2. Skar, Schneider and Palmer, Personal Business Law, 1947 

Prentice-Hall Inc., 70 Fifth Avenue, New York, N. Y. 
1. Kanzer, Edward 1\1., Essential of Business Law, 1939 

The H. M. Rowe Company, 320 E. 21st Street, Chicago, Illinois 
1. Lavine, A. Lincoln and Edelson, E. M. Business Law, 1937 

South-Western Publishing Company, 201 W. Fourth, Cincinnati, 
Ohio 

1. Peters, P. S. B. and Pomeroy, Dwight A., Commercial Law, 
1938 

The John C. Winston Company, 623 S. Wabash Avenue, Chicago, 
Illinois 

1. Lavine, A., and Mandel, Morris, Business Law For Everyday 
Use, 1938 

VISUAL AIDS 
Laws in General 

Life in Sometown, U.S.A. (TFC 10 min sd). 
American Way (ITT 10 min sd). 
Our Constitution (TFC 20 min sd). 
You Are The People (TFC 20 min sd). 

Enforcing One's Rights 
Our Bill of Rights (Academic 20 min sd). 
Don't Talk (TFC 18 min sd). 
You Can't Get Away With It (B&H 26 min sd). 
Hit and Run Drivers (TFC 20 min sd). 
Respect The Law (TFC 20 min sd). 

Sales of Personal Property 
To Market to Market (Frith 10 min sd). 
Protecting the Customer (l\1ot 7 min sd). 
Buyers Beware (TFC 20 min sd). 
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Real Estate 
Housing in America (EBF 11 min sd). 
Money and Negotiable Instrument United States Treasury 

(TFC 10 min sd). 

• 

The Mind (TFC 10 min sd). 
Making Money (US Secret Service 20 min sd). 

Checks and Drafts 
Check and Double Check (US Secret Service 17 min sd). 

Cr edit Transactions • 
People's Bank (Brandon 20 min sd ). 
Sign of Dependable Credit (Castle 20 min sd ) . 
Money to Lend (TFC 22 min sd). 

Bailments and Transportation 
Arteries of The City (EBF 11 min sd). 
Development of Transportation (EBF 10 min sd). 
Land Transportation (Harvard 15 min sd). 
Railroadin' ( GE 30 min sd). 

Employer-Employee Relationships 
Old Age and Family Security (SSB 10 min sd). 
Social Security (TFC 10 min sd). 
Machine: Master or Slave (NYU 14 min sd). 
Millions of Us (Brandon 20 min sd). 

Business Organizations 
Work of the Wall Street (Coronet 15 min sd). 

Insurance and Investments 
Yours Truly, Ed Graham (ILl 23 min sd). 
Managing The Family Income (MTPS 38 min sd). 

• 

SOURCES OF FILMS LISTED ABOVE 

Academic Film Co., 1650 Broadway, New York 19, New York 
B. & ll.- Bell & Howell Co., 1801 Larchmont Avenue, Chicago 13, 

Illinois 
Brandon Films, Inc., 1600 Broadway, New York 19, New York 
Castle Films, Inc., 30 Rockefeller Plaza, New York 20, New York 
Coronet Instructional Films, Glenview, Illinois 
EBF- Encyclopedia Britannica Films, 20 Wacker Drive, Chicago 6, 

Illinois 
Firth Films, P. 0. Box 565, Hollywood, California 
GE- General Electric Co., Visual Instructional Sec., Publicity 

Dept., 1 River Road, Schenectady, N. Y. 
Harvard Film Service, Graduate School of Education, Lawrence 

Hall 4, Cambridge 38, Mass. 
ILl- Institute of Life Insurance, 60 E. 42nd St., New York 17, 

New York 
ITT- International Theatrical & Television Corp., 25 W. 45th St., 

New York 19, New York 
MOT- 1\farch of Time, 369 Lexington Ave., New York 17, N. Y. 
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MTPS- l\1odern Talking Picture Service, 9 Rockefeller Plaza, New 
York 20, N.Y. 

NYU- Ne\v York University, Film Library, Washington Sq., New 
York 12, N. Y. 

OWl- Office of vVar Information, l\iotion Picture Div., c o The 
State Department, Washington, D. C. 

SSE-Social Security Board, 11 W. 42nd St., New York 18, N. Y. 
TFC-Teaching Film Custodians, Inc., 25 W. 43rd St., New York 

18, New York. 
US Secret Service, Treasury Bldg., Room 1434, Washington 25, 

• 
D. C. 

• 

• 

-76-

• 

• 

• 

• 

• 



• 

• 

BUSINESS ORGANIZATION 
AND MANAGEMENT 

-77-





• 

BU INESS ORGANIZATIO AND MANAGEME T 

Introductory tatement 

Need for the course 

For a number of years business educators and others have de­
plored the fact that far too many of our high school graduates 
entering the business world soon find themselves promoted to im­
portant managerial and ownership responsibilities for which they 
had little or no organized preparation other than what little they 
may have acquired during their work experience. Usually that 
lacks any organized significance. When this happens, the graduate 
finds himself competing with older, more experienced, and better 
trained business management. 

I t is neither fair to the young man or woman nor fair to our so­
ciety to expect successful citizenship and effective economic pro­
duction and control under such circumstances. The seriousness 
of the situation becomes quite apparent when we consider the 
large percentage of our young people who, either through choice 
or by accident, find themselves assuming citizenship and economic 
responsibilities as a part of our complicated, competitive system 
of modern business. Too many find they lack that understanding 
and viewpoint which is essential to carry them beyond the levels 
of "employee" and into the economically and personally more 
satisfying levels of management and private ownership. 

The course here entitled BUSINESS ORGANIZATION AND 
~1ANAGEMENT is one which answers this need. Essentially the 
same type of course sometimes is found under other names, such 
as senior business, business ownership and management, business 
operation, business principles, or the operation of the small 
business. 

Purpo e of this course 

This is a course which may justifiably be offered in both large 
and small Iowa secondary schools. While it has important voca­
tional implications, it is not a "skill" course of the type which pro­
vides the "entering wedge" for the initial job. (See chart in front 
pages of this guide. ) It goes much further than that and embodies 
those social-economic understandings of business which are es­
sential for future promotions to high responsibilities It therefore 
follows that the course is one high in those practical social and 
economic values so important for good general education today, 
and as such may justifiably be offered as a part of the general 
education and citizenship training of all secondary school pupils. 

More specifically, the purposes or objectives of the course may 
be stated as follows: 

1. To gain an understanding of the problems and methods of 
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business management in controlling our private enterprise 
economy. 

2. To gain an insight into the various types of duties and re­
sponsibilities which lead into managerial careers and thus to ac­
quire valuable guidance information. 

3. To acquire considerable know ledge of specific practices and 
procedures used In meeting problems of business management and 
thus to be prepared to enter the busines5 world \vith the minimum 
tools of business management. 

4. To prepare the student better to take his place as a future 
citizen and consumer who, as such, holds the po\ver of destroy­
ing, Improving, or other\\-ISe modifying our present democratic 
free enterprise economy based on individual economic freedom, 
private property, and private property rights. 

Place of the course in the curriculum 
Obviously, a course such as this should be given in the senior 

year or, In case of necessity, to Juniors and seniors. Since boys 
customarily become the ones responsible for earning the family in­
come, the course is ideal for all senior boys. However, girls will 
find it profitable to take the course also from the viewpoints of 
(1) career promotions, (2) better service as employees, and (3) 
general education and citizenship training. 

The course as outlined here may well be taught for either a 
whole year or a half year, It most typically 1s a one-semester 
course, however. In case the school does not offer separate courses 
in the area of salesmanship, retailing, and the distributive field, 
the expansion of the course into a one-year course provides op­
portunity to include much valuable material in the distributive 
area. l\1aterial for supplementary study and individual projects 
is unlimited in scope, and the entire community can provide a lab­
oratory which is unmatched in other areas of education. 

Methods and Materials 
In courses of this nature either a basic text may be used or a 

reference library may be made available and the pupils guided in 
reading on various units and topics under the general directions 
of the teacher. Perhaps it would be best in most Iowa secondary 
schools to use a combination of the two, basing most of the study 
on a basic text but supplementing this with extensive reading in 
related books and magazines. 

Certainly pupils will more permanently retain the information 
and attitudes to be found in this course if they participate freely 
in group discussions of the problems and procedures involved 
in organizing, operating, and managing a business. Much judg­
ment is involved in business management. This course therefore 
provides an excellent media for such pupil participation in class 
discussions. 

In developing a realistic approach and attitude which is so es-
• 

sential in all business subjects, it is particularly important in 
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this course that the pupils locate and recognize local applications 
of the various techniques, procedures, principles, and problems 
discussed Practically every point to be presented or discussed in 
this course is illustrated in the local community. Through en­
couragement to find these local applications and illustrations and 
present them to the class, each pupil has opportunity to explore 
and gain further valuable guidance information about any type 
of business or business activity in which he may have a potential 
interest. 

Local business people will be found most willing to cooperate 
fully in such ways as talking to the class, showing the class or 
special pupils through their places of business, furnishing copies· 
of records and forms used, explaining special problems such as 
those of display, inventory control, use of the cash register, em-. 
ployee relations, and to assist in dozens of other ones. Frequently 
they also are willing to donate used copies of trade magazines 
and advertising booklets containing valuable merchandise and 
merchandising information, and thus help the class build up a 
most useful library of business management information. 

The alert teacher will have no difficulty in finding plenty of 
valuable things to be doing; in fact, he probably will find a one­
semester course to be so relatively inadequate as to force him to 
choose carefully from the many topics which are available. Care 
must be taken to avoid hurrying too rapidly over too many topics; 
it usually is better to do a complete and thorough job on a rela­
tively few important topics, giving pupils opportunity to partici­
pate in learning activities related to them. 

About the use of this outline 

The following course outline is relatively general in nature; in 
most units only main topics have been indicated, any one of which 
is rich in details of interest and value. The activities and projects 
at the end of each unit are merely suggestive of what can be done; 
they are by no means intended to be complete. 

However, it is hoped that all business teachers and admin­
istrators will carefully note the potential content and give serious 
thought to inaugurating such a cou1·se in the near future if it has 
not been done already, 

WHAT IS BUSINESS 

Unit I. The place of business in our economy 
A. 1\Ian's desires and how he fills them 
B. Specialization and mass production and the resulting ex­

change economy 
C. Freedom of individual enterprise, risks, and initiative as 

means of producing profit 
1. Contrasted with planned economies 
2. Private property rights 
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3. Regulation but not regimentation 
4. Standard of living achieved 

D. The place of consumer satisfaction in business success 
1. Free competition as consumer protection 
2 Consumer control through demand 
3. Consumer control through government regulation 

E. Suggested activities and projects 
1 Charts comparing real incomes in various countries 
2. Selected movie, sucl1 as THREE TO BE SERVED, from 

National Association of lVIanufacturers 
3. Reports on how local businesses serve consumers 
4. Give an example of a modern business transaction that 

you might carry out with some retail establishment and 
show how a person hving a century ago would satisfy 
the same need 

5 Choose a major occupation in your town or city and list 
several minor occupations dependent upon it 

6. Read about the Industrial Revolution and the effect it 
had on business 

7. List the advantages of mass production in the business 
world and how they affect us personally 

8. Class discussions on the operations of businesses under 
various forms of government 

Unit II. Opportunities and trends in business 

A. Types and numbers of businesses in the community, state, 
and nation 

B. The place of small businesses 
1. Types which are most common 
2. The future of small businesses 

C. Advantages of being in business management and business 
ownership 

D. Causes of business success 
E. Causes of business failure 
F. Opportunities for new businesses. New products and serv-

• Ices 
G. Opportunities in managerial positions. Promotional oppor­

tunities 
H. Suggested activities and projects 

1. Information about new businesses in the community 
2. Study of the local classified telephone directory 
3. Charts on types and numbers of businesses 
4. Gather statistics on business failures, e.g., which types 

of business have the highest mortality rate, which types 
of business have the lowest mortality rate 

5. Students orally discuss what products or services are in 
demand 
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6. Collect clippings from magazines advertising newer prod­
ucts and services 

7. Discuss the advisability of having more of one type of 
business than is necessary to serve the public, such as a 
gas station on all four corners of a busy intersection 

8. Look in the World Almanac or elsewhere to see how many 
businesses of all kinds are found in the U. S. 

9. Take a survey of your city to determine how many of its 
present large businesses began as small businesses 

10. lVIake a list of the new businesses that have started in 
your community during the last 12 months, and see if 
you can draw any conclusions with regard to new types 
of businesses 

11. Visit the owner of a business establishment in your com­
munity and find out how many hours each week the 
store is open for business and how much additional time 
he must donate to his business 

12. 1\tlake a survey to determine the business opportunities 
that are present in the community 

13. Write to the National Federation of Small Business, 
North Shore N a tiona! Bank Bldg., Chicago 26, Ill., for in­
formation about its purposes, program, etc. 

Unit III. Planning a career in business 

A. The necessity of getting work experience in business 
1. Preparation for getting the first job 
2. Preparation for greater responsibilities later 

B. Personal qualities necessary for success 

C. A survey of numerous types of careers available • 

1. Merchandise management 
2. Financial control and accounting 
3. Sales management 
4. Office management 
5. Legal adviser 
6. Personnel management 
7. General management 
8. Ownership 
9. Manufacturing 

10. l\1arket research and advertising 
11. Industrial management 
12. Personal service businesses 
13. Executive secretary 
14. (Others) 

D. Suggested activities and projects 
1. Individual papers or reports on selected careers 
2. Start a business career scrap book or other record 
3. Interest inventory tests for pupils 
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4. Secure assistance of local businessmen in guiding in­
diVIdual pupils Interested in fields these men represent 

5. Hold a career clinic with business people participating 
6. l\Iake a list of five stepping stone jobs and five blind­

alley jobs. Explain your choices 
7.. :\lake a hst of business jobs and indicate the promo­

tional possibilities of each 
8. Take a survey to determine employment possibilities in 

your community w1thin the next few years 
9. Interview a business \vorker (preferably a position that 

you yourself would hke to hold ) and outline his duties 
10. Take a survey of what the beginning 'vage IS in your com­

munity for various types of business positions 
11. Have students who are working out of school give to 

the class their ideas of the merits of planning in advance 
the field one is going to follow 

U DERSTAr DI G THE TOOLS OF BUSI ESS 

Unit IV. The rules of business 

A. Business ethics • 

1. Compared with legal rules 
2. As evidenced by codes of ethics 
3. As evidenced by the work of Better Business Bureaus 
4. Unethical practices illustrated 
5. Relation to ultimate business success 

B. l\lunicipal ordinances 
1. Health 
2. Fire 
3. Licensing 
4. Police 
5. Building ordinances 

C. State and Federal laws (See Units 28 and 29.) 

D. General business law 
1. Applications of laws of agency 
2. Applications of laws of contracts 
3. Applications of laws of sales 
4. Applications of laws of bailments 
5. Applications of laws of negotiable instruments 
6. Applications of laws of partnerships 

E. The importance of business policies 

F. Suggested activities and projects 
1. Prepare a display of codes of ethics 
2. Reports on local ordinances affecting businesses 
3. Prepare a display of negotiable instruments used by 

business 
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4. Library work or research on Better Business Bureaus 
' what they are, how they affect business ethics. Report to 

class by group or individual 
5. Ask the mayor or other local official to talk to the class 

on local business ordinances 
6. List some of the types of businesses in your community 

on which there are special restrictions. What are the 
restrictions? 

7. N arne some business transactions that must conform to 
certain legal procedures 

8. l\1ake a list of ethics for salespeople to know in complet­
ing sales and in knowing general business laws 

9. Arrange to visit a city council meeting in which a local 
ordinance will be discussed and voted on 

Unit V. Communication 

A. The place of accurate and rapid communication in busi-
ness 

B. The telephone 
C. The telegraph 
D. The mail 
E. Other forms of communication 
F. Functions of the office in relation to communication 

1. Accuracy and speed in handling mail 
2. Accuracy in filing 
3. Importance of records of communications 
4. Oral communications 

G. Suggested activities and projects 
1. Trip to local office to study communications procedures 
2. Secure movie from local telephone manager 
3. Trip through local telephone exchange 
4. Reports or displays on telephone and telegraph messages 
5. Report on classifications and regulations governing mail 
6. Comparison of rateh on different means of communica­

tion and discussion of when one means of communication 
is better to use than another. (Charts or graphs for 
rates. ) 

7. Demonstration on proper technique of using telephone 
including suggested telephone manners listed in most tel­
ephone directories. Include dial telephone-how to use 

8. Clip out schedules of radio programs and report on how 
radio communication helps business 

9. Trip through local radio station 
10. Reports on how television will affect business in the 

future 
11. Discussion on use of movies as a means of communica-

tion and as an aid to business 
12. Consult your local telephone directory and make a list 

of the various kinds of information that are found in the 
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directory, in addition to the names and numbers of the 
subscribers 

13. Secure rate hsts from a telegraph office and learn how 
much it costs to send telegrams of 20 \Vords, day letters 
of 50 words, and night letters 

14. Have a quahfied person give a talk on the topic " Our 
Modern 1\Iethods of Communication" 

15. Field trip through the local post office 
16. "Mr. Bill"- Bell Telephone Co. 16 mm sound film 

Unit VI. Transportation 

A. Transportation services needed by business 
1. Speed 
2. Careful handhng 
3. Low cost 

B. Railway freight 
C. Railway express 
D. l\1otor freight 
E. Air express 
F. Water transportation • 

G. Parcel post 
H. Business papers used 
I. Private carriers and common carriers 

J. Special services connected with transportation 
K. Suggested activities and projects 

1. Prepare a display of business papers used in transpor­
tation 

2. Select some particular commodity and ascertain the cost 
of transporting it to some distant city via various forms 
of transportation 

3. Prepare a bulletin board showing the various kinds of 
transportation in use today 

4. Assign to each student one type of transportation and 
have him trace its development 

5. Present publicity and information on the railroad fair 
held in Chicago in 1948 

6. Investigate all types of transportation within local com­
munity and connecting local community with outside 
world. List names of companies and what service they 
offer 

7. Select a small town or city in the U. S. on the East or 
West coast and investigate the possible r outes and modes 
of transportation best suited for a trip to this particular 
spot 

8. Investigate the type of transportation facilities available 
to your community and analyze the corr elation between 
the abundance or lack of these services and the size, de­
velopment, and wealth of your community 
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9. Show film "Distributing America's Goods," available at 
the S.U.I. Film Library 

10. Route goods to a distant city, determining the shortest 
route, the shortest time, and the least possible cost 

11. Reports on methods of getting jobs connected with 
transportation that will possibly help students after they 
graduate 

12. Assign students to find laws which are connected with 
transportation 

13. Point out the differences between private and common 
• carriers 

Unit VII. 11oney, banks ana credit 

A. The place of money in an exchange economy 
B. Functions of banks and the use of the bank 

1. Depository for surplus funds 
2. Make loans 
3. Provide checking services ; provide change 
4. Financial and investment advice 

C. The place of bank credit in an exchange economy 
1. The need for credit 
2. The expansion of bank credit 
3. Relation of bank credit to purchasing power 

D. Relation of money and credit to inflation and deflation 
E. The Federal Reserve System 
F. Suggested activities and projects 

1. Take a trip through a local bank 
2. Find out what kinds of paper money are in circulation 
3. Make a study of the total amount of money in circula­

tion each year since prior to the war 
4. Have a coin collection displayed and discussed by the 

collector 
5. Prepare a bulletin board showing how a checking system 

operates; include check, stubs, monthly statement, can­
celled check, reconciliation of bank account, and a de­
posit slip 

6. Display other form~ and instruments which a bank and 
its customers use concerning the bank's services (other 
than checking account) 

7. Select students to prepare a map showing Federal Re­
serve Districts, in which states they are located, and 
where the Federal Reserve Bank for the district is lo­
cated 

8. Report on an article or two found in the finance section 
of The Business Week, the business and finance section 
of Time, or any other periodical. This article should re­
late to inflation or deflation if possible 

9. Make a study of the value of money in terms of pur­
chasing power since 1940 

-87-

• 



10. Investigate the factors that determine the prevailing 
rates of interest and make an association with the vari­
ous periods of the business cycle 

11. Invite a banker to talk to the class on extending credit to 
customers and determining the amount of interest 
charged 

12. Ask your local bankers If they are extending more credit 
today than they were last year, If Interest rates have 
changed, and If so, why 

• 

13. Give reports in connection vlith interest received from 
banks compared with Interest received from other sav­
ing facilities, etc. 

Unit VIII. Insurance 

A. The importance and types of risks involved in business 

B. 1\lethods of meeting risks 
1. Careful management based on complete information 
2. Hedging 
3. The use of insurance 

C. Basic principles of insurance, and types of companies 

D. The main types of insurance available to business 
1. Common terminology 
2. Customary clauses and requirements of policies 
3. Consideration of specific types of insurance 

E. Suggested activities and projects 
1. Get information about local insurance rates and factors 

involved in setting the rates 
2 Talk by local insurance representatives, relative to 

some specific type of insurance for business 
3. Have the class secure information and prepare a long list 

of specific types of business insurance available 
4. Collect newspaper articles in which insurance is in­

volved and prepare a scrapbook or bulletin board 
5. Set up or locate in insurance books comparison tables of 

rates for different kinds of insurance 
6. Actually study and discuss a real insurance policy (pref­

erably one related to business insurance of some type) 
7. Investigate a specific policy carried by a small retail 

business and report on some of the odd circumstances 
upon 'vhich claims are paid. (One merchant's only claim 
for damages to his neon sign was if an airplane crashed 
on it and damaged it. ) 

8. Reports on specific types of insurance that a particular 
business might carry and their worth to the business 

9. Obtain sample insurance policies from local agents and 
compare the amount of coverage in the various policies 
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Unit IX. Business Information 

A. Why the business world must seek current inforn1ation 
B. Information from the J.i'ederal Government 
C. Information from the state government 
D. Private commercial sources of business information 
E. Miscellaneous other sources, as 

1. Trade associations 
2. Chambers of commerce 
3. Retail and better business bureaus 
4. Newspapers and magazines 
5. Controlled research and testing laboratories 
6. 1\Iarket research 

F. Suggested activities and projects 
1. Present and examine publication from th~ U. S. Office of 

Small Business 
2. Arrange for representatives of the class to participate 

regularly in local chamber of commerce meetings 
3. Check and evaluate the business information sources to 

be found in your school library. This includes magazines 
• 4. Set up as a m.ajor project for your local chapter of Future 

, 

Business Leaders of America the job of obtaining current 
information about local businesses for your high school 

5. Invite the Chamber of Commerce executive secretary or 
president to talk to the group on how the C. of C. helps 
to inform local business men 

6. Report on business information available in the 'iVorld 
Almanac or Information Please, and give a few of the 
statistics or other facts that might prove interesting to 
the class 

7. Report on business information found in the current is­
sue of Business Week, the business section of News­
week, the business and finance section of Time, or any 
other periodical 

8. Make a class project of studying and interpreting the 
financial section of your local newspaper 

9. Interview local merchants; report on the sources of 
business information which they use in their specific 
fields and their comments on the sources 

10. After students have read and observed all they can 
concerning business information, have them set up a 
reference list of their own for a business in which they 
are particularly interested 

GETTING STARTED 

Unit X. Types of Businesses 
A. General over-view of business 

1. Large size businesses 
a. Mining 
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b. Public utilities 
c. Transportat1on and communication 
d. Manufacturing 
e. Finance 

2. Smaller businesses 
a. Agriculture 
b. Manufacturing 
c. Construction 
d. Trade 
e. Finance 
f. Service 
g. Miscellaneous 

B. A study of how American bus1nesses have grown from small 
beginnings 
1. History of selected industries and businesses 
2. Attention to local businesses and how they started 

a. Special attention to service businesses 
b. Special attention to retail businesses 

C. Suggested activities and projects . 
1. In the library, make a special display oi material having 

information about the history of American businesses 
and industries 

2. Secure special posters from the National Association of 
Manufacturers (or from other sources) relative to the 
place of business in our economy 

3. Class reports on selected industries, nationally known 
businesses, and business leaders 

4. Report on types of business and the number of these 
types of business in the U. S. from the World Almanac 
or other recognized source 

5. Make a list of businesses in the community and group 
them according to general types. Discuss results and note 
any particular emphasis on certain industries 

6. Special report on earliest businesses and industries to be 
started in this country. Different types could be assigned 
to different students. Library work is required here 

7. Have students report on different types of businesses 
represented by the occupations of parents of the members 
of the class 

8. Give special reports on some of the most famous Amer­
ican big-business men, Ford, Kaiser, Rockefeller, etc., 
emphasizing what particular factors contributed most 
toward their success. (Personality, education, resource­
fulness, luck, dishonesty or honesty, etc.) 

9. Investigate and report on the proportions of people em­
ployed in U. S. in the various classifications of businesses 
and come to some conclusions as to possible changes in 
these proportions due to technological advances, etc. 
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10. Discuss whether or not a certain society would be con­
ducive toward certain types of businesses, and list con­
ditions favorable for the starting of a business 

Unit XI. Choosing the location 

A. Buying a going concern versus starting a new business 
1. How location is a factor 
2. Survey of other factors to consider 

H. Factors affecting choice of location for manufacturing and 
wholesaling 

1. Regional and national markets 
2. Sources of raw materials and transportation 
3. Labor supply; effects of climate and weather 
4. 11iscellaneous 

C. Factors affecting choice of location for retailing 
1. The community and region 
2. Location within the community 

a. Traffic 
b. Surrounding businesses 
c. Future expansions 
d. Miscellaneous others 

D. Common errors in selecting locations 

E. Suggested activities and projects 
1. Write to selected chambers of commerce in larger cities 

and note advantages claimed therein 
2. Make a survey of retail locations in your community 

and list those that seem particularly good for various 
types of retail businesses 

3. Make a detailed comparison of two selected retail lo­
cations in your community 

4. Visit a recently constructed store or factory and inquire 
as to the reasons it was located at that particular place 

5. Find out from the City Council, the Mayor, or the City 
Manager what the zoning laws are in your community in 
regard to new business buildings 

6. Assume you are going into a new business locally. De­
cide on type of business and select several available lo­
cations and give advantages and disadvantages of each 

7. Prepare a map of your community indicating location of 
different businesses. If a large city, assign different 
sections of the city to different students. Set up a legend 
and have all maps prepared use the same one. Use differ­
ent numbers or colors for different kinds of businesses. 
Using map, discuss advantages of locations of various 
businesses and make suggestions where they could be bet­
ter placed 

8. Cite examples of industries which may be disadvanta­
geously located in some respects according to the decid­
ing factors of location, but which are more than com-
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pensated by the benefits derived from other factors such 
as source of fuel, materials, etc. 

9. Investigate the development of the five largest cities in 
lo\va and see if you can trace their gro,vth and increases 
in productivity to their location 

10. Select ¥/hat you consider to be a good business location 
in your community. Study the type of buRiness for \Vhlch 
you think the location 1s suitable and hst reasons why 
you think so 

11. l\Iake a map of the business district of your city or to\vn 
showing the various <;treets. l\Iark on the streets by code 
the types of businesses located there. Find the total num­
ber of each type, and comment on "'hat you consider a 
satisfactory or an unsatisfactory concentration and place­
ment of these businesses 

12 l\Iake a pedestrian count for a certain location in your 
town. l\iake this count during a particular time, and on 
the same day a week later. At the ~arne hour, make a 
pedestrian count for a different location in the to\\'n. In 
each case tabulate the number of women, children, and 
men who pass the location. Draw some conclusions w1th 
regard to the value of each location 

Unit XII. Forms of business organization 

A. Preview of different forms available; consideration of types 
of questions which may affect the form chosen 

B. The single proprietorship, the basic form 
1. Ease of starting and adaptability; advantages and dis­

advantages 
2. Legal considerations 
3. Types of business for which it seems particularly suitable 

C. The partnership 
1. Its past development and use 
2. Its present day use; advantages and disadvantages 
3. Legal considerations 
4. Types of business for which it seems particularly suit­

able 
D. The corporation 

1. Its origin, social justification, and legal basis 
2. Steps in organizing a corporation 
3. Significance of stocks and bonds 
4. Special legal considerations, including taxes 
5. Types of situations for which it seems particularly suit­

able 
E. 11iscellaneous special forms 

F. Suggested activities and projects 
1. Secure information about the forms of organization used 

by local businesses or a designated portion of them 
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2. Consult the state code to determine what state laws reg­
ulate the various forms of organization 

3. Prepare a list of reports required of some local business, 
preferably a corporation 

4. Investigate current corporation income or profits taxes 
5. Invite a r epresentative of each form of business in the 

community to talk, preferably as a panel, on the advan­
tages of his particular form of business 

6. Oral report on the number of each form of business to 
be found in the United States according to the latest fig­
ures available. A circle graph showing proportions 
could be prepared 

7. Prepare a chart of forms of local businesses and see how 
conclusions drawn from the chart compare with types of 
business for which each form seems particularly suited 
according to text (s ) being used 

8. Secure pamphlets and information on corporations in 
the United States from National Association of lVIanu­
facturers. Determine the number of corporations, average 
net worth, distribution of stock, etc. 

9. Compare the laws regulating corporations In Iowa with 
those of a neighboring state. Report on the possible sig­
nificance of any major variations 

10. Take a survey of your town, or a section of the city in 
which you live, to determine the comparison in number 
of proprietorships, partnerships, corporations, or special 
forms 

11. Divide the class into sections Have each section pretend 
they are forming a corporation and are to write the ar­
ticles of incorporation for their new corporation 

12. Collect what information you can find, from your li­
brary, Chamber of Commerce, etc., on "Big Business." 
After the information has been collected, decide whether 
or not "Big Business" shou ld be encouraged 

13. Dramatize a situation in which four men discuss the 
various forms of ownership, with each trying to prove 
that the form he represents is the best 

14. \Vhat are the property rights that are guaranteed to 
all people as found in the Constitution of the United 
States? 

Unit XIII. 1\Iethods of financing 
A. The needs for capital 

1. Fixed assets and long term needs 
2. Current assets; effects of turnover 
::3. Other needs for working capital; paying expenses 

B. Relation of the form of business organization to financing 
C. Sources of long-term capital 

1. Original investment 
a. Sole proprietor or partner 
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b. Corporation investment 
(1) Stocks 
(2) Bonds 

2. Borrowing 
a. Notes 
b. Bonds 

3. Retained earnings or additional investment 
a. Corporate surplus 
b. Dividends 

( 1) Cash 
(2) Stock 
(3) Other kinds 

D. Sources of current funds or working capital 
1. Open book account 
2. Short term borrowing 
3. The place of the original investment in providing such 

funds • 

E. 1\Iiscellaneous factors affecting methods of financing 

F. Suggested activities and projects . 
1. Report on procedures for organizing a corporation 1n 

your state 
2 Talk by local banker on his criteria for evaluating re­

quests for business loans 
3. Investigation of current offerings of stocks or bonds 

in local companies 
4. Talk by local businessman on policies of his store in 

relation to current financing; extent of purchasing on 
open account; credit granted, etc. 

5. Graph the fluctuations 1n the stock of a particular cor­
poration as listed in the daily paper 

6. Talk by a representative of your local Credit Association 
on its services to businessmen 

7. Assign a certain amount of money, such as a thousand 
dollars, for each student to invest in several companies 
after he has made an investigation of current stock of­
ferings. Then, after a period of time, have him check to 
see if he made a wise choice 

8. Have each student be the financial manager for a cor­
poration about to be formed. After stocks and bonds have 
been studied have him write a paper as to how and why 
he would finance his corporation 

9. Follow up the above suggestion; have the student decide 
what he would do with the surplus after the first year's 
activities 

10. Obtain financial statements of a few businesses and 
discuss investments, bonds, notes receivable, notes pay­
able, dividends, etc. 
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11. Investigate the indebtedness of your community for such 
projects as new schools, auditoriums, improvements, etc., 
as to methods of financing, interest charges, underwrit­
ers, etc. 

12. Show advantage of borrowing in order to take discounts, 
comparing rate of interest on the loan to that made by 
taking the discount 

13. Make a study of the information found on a United 
States government bond 

14. Find out how your city or town borrows money to carry 
on its activities. Find out about municipal bonds and be 
prepared to discuss these in class 

15. Find out where stocks and bonds are bought and sold in 
your community 

16. Find out what rate of interest is charged by banks in 
your community for short-term loans 

Unit XIV. Special problems of starting a business 

A. To own or to lease 

B. The type of building 

• C. Problems of layout 
D. Problems of lighting and heating 
E. Complying with legal restrictions and regulations 
F. Equipment problems 

G. Suggested activities and projects 
1. Consult a local businessman who recently has started his 

own business 
2. Ask a local attorney or real estate representative to 

speak on legal requisites of leases 
3. Report on local laws and regulations affecting business 

properties 
4. Prepare a project on your approximation of the equip­

ment and expense in starting a business of your interest. 
Take this to a business manager of such a business and 
report his comments to the class 

5. With permission of the proprietor, diagram the layout 
of a local business in which you are interested. Then, if 
you can improve the layout, prepare a proposed layout 

• 
and be able to give reasons for the suggested changes. 
Ask the proprietor for suggestions in changing his layout 

6. Write to a nearby city larger than your own requesting 
information of local laws and regulations for that city. 
Compare with your own community 

7. Investigate and report on the advantages and disad­
vantages in your community of leasing property for busi­
ness purposes as compared with owning the property 

8. Compare the percentage of lessees with that of property 
owners in the downtown section of your community 
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9. Prepare a report on the availability of potential "good 
business" sites In your town 

10. Inquire about business property tax rates in your com­
munity and in a larger city 

11. If any new or remodeled buildings in your community 
have used some of the ne\\ er building materials such as 
glass blocks and porcelain enamel, report what type of 
business is housed In each and whether you think it is 
suitable 

12 Draw diagrams showing the entrance of three retail 
stores you have observed. What are the advantages and 
disadvantages of each entrance? 

PRODUCING THE GOOD AND ERVICE S 

Unit XV. Planning and :\tlanagement 

A. Management and its responsibilities 

B. Relationship of management and planning 
1. Importance of personal qualities of manager 
2. Importance of internal organization 

C. Types of internal organization for managerial purposes 
1. Line type 
2. Line and staff type 
3. Functional type 
4. Committee type 

D. Miscellaneous other managerial considerations 
1. Main functions performed 
2. Special problems encountered 

E . Miscellaneous other internal organization factors and prac­
tices 
1. Departmental organization 
2. Organization in the small business 
3. Miscellaneous problems and practices 

F. Suggested activities and projects 
1. Secure a copy of an organization chart from some local or 

nearby department store and study it 

.. 2. With the assistance of the librarian, prepare a list of 
magazines of special interest to business management 

3. Draw up an organization chart for your own school sys­
tem 

4. Invite an executive to speak on the qualifications he 
looks for in his departmental managers 

5. Prepare simple charts illustrating two or more of the 
different types of internal organizations 

6. Assume you are going into a business with a few of 
your friends. Determine how many are going into this 
business, and draw up a chart suggesting possible inter­
nal organization 
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7. Write for information (Better Business Bureau ) on rang­
es of salaries of managers. There may be pertinent in­
formation in the Statistical Abstract of the United 
States 

Unit XVI. Purchasing 

A. Relation of purchasing policies and practices to business 
success 

B. The purchasing department and its functions 

C. Problems of purchasing 
1. Policies • 

2. What to buy 
3. When to buy 
4. Where to buy 
5. How much to buy 

D. Terms and terminology associated with purchasing 

E. Purchasing procedures 
1. Placing the order 
2. Handling the goods after they are received 
3. Assuring proper payment of the invoice 

F. Special problems of purchasing for the small business 

G. Suggested activities and projects 
1. Ascertain the procedures for requisitioning and ordering 

supplies or equipment for your school 
2. Prepare a display of requisition and purchase orders 

and other forms used locally in connection with pur­
chasing 

3. Ask some local merchant to tell the class the details of 
handling incoming goods in his store. Perhaps arrange 
to visit his store and inspect his receiving and marking 
activities 

4. Invite a merchandise buyer to relate to the class the 
policy that is followed by the buyer of the store in regard 
to the proper time to buy fashion goods and the import­
ance of buying for special days, such as Easter, etc. 

5. Ask local store managers why they prefer to borrow mon­
ey to pay for the merchandise bought from the manufac­
turer so that the invoice can be paid within the limit of 
the time period in which reduced rates are offered 

6. Arrange a visit to two local stores engaged in the same 
kind of business and compare stocks on hand 

7. Arrange a bulletin board of all business forms of one 
particular business concerning purchasing, arranging it 
in such order that use and order of use of these forms is 
clear 

8. Assign various kinds of businesses to groups of students 
and have them prepare buying calendars for each par­
ticular kind of business 
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Unit XVII. Stock control 

A. The importance of stock control 
1. Proper quantity, ~ tzes, colors, styles, etc. 
2. Proper protection and accounting 
3. Relations to ultimate success of the business 

B. Receiving and marking the goods 
1. Checking against Invoice and purchase order 
2. Verification of charges 
3 Setting and computing markup 
4 l\Iethods of marking good~ 

C. Proper care of stock 

D. Procedures used in accounting fo1 s tock 
1. Taking in\ en tory 

a. Retail inventory method 
b. Perpetual inventory 
c. Techniques of taking inventory 

2. The sales ticket and its functions 
3. Stock record cards 
4. Stubs and tags on merchandise 
5. Special turnover and sales reports 
6. Miscellaneous other records and procedures 

E. Suggested activities and projects 
1. Prepare a display of locally used sales tickets and other 

forms applicable to stock control 
2. Ask a local merchant to explain his system of control 

through tags and stubs on the merchandise 
3. Invite a local retail merchant to explain to the class the 

factors that determine the quantity, quality, sizes, colors, 
and styles of merchandise bought for his tore from the 
manufacturers 

4. Take a field trip to a local retail establishment when a 
physical inventory of the goods on hand is being made so 
that the students can see the procedure fo llowed in tak-

, ing a physical inventory. Then, visit a store that keep~ 
a perpetual inventory and decide which method of keep­
ing inventories seems best for the various type of 
businesses 

5. Assign two or three students to a store, until all students 
in the class have been assigned, to visit that store and ob­
serve the display of stock in regard to quantity, sizes, 
color, and styles. Report to the class on the observationR. 
hsting the good practices and making suggestions for 
improvement 

6. A variation of the above activity would be to have each 
group present a panel discussion to the class on its find­
ings. The store manager might be invited to sit in on 
this discussion; or a report of the observations cou ld be 
presented to him 
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7. Visit a local business and learn how goods are stored and 
cared for until needed. Several different students could 
visit several different stores, each reporting to the class 
his findings. Class discussion and questions should fol- · 
low 

8. Cite examples of local merchant who uses independent 
warehouse companies to handle his stock 

Unit XVIII. Economy in Operation 

A. Expenses distinguished from investments 
1. General explanations 
2. The place of working capital in relation to each 
3. Classifications of expenses 

a. Operating 
(1) Selling 
(2) Administrative 

b. Non-operating 

B. Purpose and importance of expenses 
1. Relation to selling price 
2. Importance of proper control 
3. Volume and margin 

C. Control of administrative expenses 
(Specific consideration of such expenses as salaries, heat, 
light, insurance, supplies, rent, dues, taxes, contributions, 
etc. ) 

D. Control of selling expenses 
(Specific consideration of such expenses as sales, salaries, 
advertising and display, delivery, pilfering, bad debts, etc.) 

E. Control of non-operating expenses 

F. Miscellaneous other expenses to be considered 

G. The use of a budget as a control measure 

H. Suggested activities and projects 
1. Secure information from sources such as the U. S. De­

partment of Commerce, Dun & Bradstreet, The National 
Cash Register Company, etc., indicating typical per­
centages (based on sales) for various expenses in dif­
ferent lines of business 

2. Secure published or other operating statements and ex­
amine the types of expenses and the relative amounts in­
dicated for each 

3. Visit a r etail store and determine the layout of the vari­
ous departments in the store and then find out from 
the manager how the expenses of the store are appropri­
ated among the departments, the departments that share 
the greatest percentage of the expenses, etc. 
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4. Examine profit and loss statements in beginning book­
keeping books during class periods. \Vith the instructor 
explaining the various expense items 

5. This unit gives an opportunity to bring in some simple 
business arithmetic problems. This is desirable, especially 
if most students are not taking a course in business 
arithmetic or bookkeeping. If any students have taken 
or are taking these courses, they could be asked to re­
port on related problems to the class 

6. Look up the current federal income tax procedures and 
rules for reporting business expenses 

Unit XIX. Labor as a cost 

A. Scope of personnel work 
1. Relation to cost of labor 
2. Other implications 

B. Direct and indirect labor 

C. Relation between labor cost and depreciation and repair ex-
pense • 

D. Recognizing the "human element" in labor as an expense 
1. The effect of proper incentive 

a. Monetary 
b. Other 

2. Specific wage and profit-sharing plans 

E. Low wages not always economical 

F. High wages are socially desirable 

G. Suggested activities and projects 
1. Find out what methods of wage payment are being used 

in local stores. Is any different method applied to sales 
personnel? 

2. Invite some personnel manager to talk to the class 
3. Investigate a profit-sharing plan of a specific company 

and report to class on your findings 
4. A simple cost accounting chart could be used to great 

advantage in illustrating the difference between direct 
and indirect labor and how it affects cost per unit of 
goods 

5. Consult local businessmen to determine what percentage 
of paychecks are withheld from payment to employees 
and for what purpose, also which of these amounts are 
matched or supplemented by the employer. Discuss in­
centive motive here 

6. Report on the wage scale of industries in your com­
munity and the relation of pay to the labor turnover 

7. Obtain first-hand information on the employees' attitudes 
towal'·d "piece work" pay scale 
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8. Investigate the types of vocations that have retirement 
benefits and determine how they are financed 

Unit XX. Control through customer demand 

• 

A. Business exists for the purpose of serving the customer 
1. Illustrations applied to various lines of business 
2. Customer demand always the ultimate control 

B. Effects of store policies on customer demands 

C. Methods of recognizing or anticipating customer demand 
1. Sales trends and customer inquiries 
2. Trade association information 
3. Customer complaints and inquiries 
4. Forecasting services 
5. Others 

D. Comparison of demand indices for goods with those for 
• serv1ces 

E. Suggested activities and projects 
1. Ask a local retail merchant to explain to you how far in 

advance he must order his goods, and how he determines 
which goods to order 

2. Investigate the types of information furnished its mem­
bers by some trade association. Many local merchants 
can give you such information 

3. Ask a local merchant to relate the factors that help de-
termine customer demand 

4. Visit an information or complaint department of a large 
store. Find out what inquiries or complaints are most 
typical. Determine why such complaints or information 
may have arisen 

5. Cite actual cases from experience where consumer de­
mand has influenced the policies of a business. Ask your 
parents for information and be prepared to contribute 
at least one instance as related by your parents or as 
experienced by yourself 

6. Ask a few local merchants to give examples of when 
they were influenced by customer demand. Have students 
interview merchants or have merchants report direct to 
class. Businessmen usually are especially anxious to get 
information of this type before the public 

7. Give instances in the last 25 years of periods when there 
has been a buyer's market and when there has been a 
seller's market. Explain how the retailer must adapt him-
self to the markets 

8. Show how various types of businesses, such as chain 
stores, are at an advantage over other types of businesses 
because of differences of customer demand in different 
localities 
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Unit XXI. Control through records 

A. The purposes served by records 
1. Daily and current information needs 
2. Occasional informational needs 

B. The balance sheet and its uses • 

C. The income statement and its uses 

D. Illustrations of spec1fic types of 1nformation needed 
1 The information needed 
2. The commonly used form for recording the information 

E. Double-entry bookkeeping as related to control 

F. The interpretation of accounting records 
1. Comparative balance sheet ratios 
2. Comparative operating ratio 
3. Charts and special reports 
4. 1\Iiscellaneous other interpretations 

G. Special records required for government reports 
1. Income taxes 

• 

2. Social Security records 
3. Others 

H. Suggested activities and projects 
1. Prepare a display of business papers commonly used in 

various types of local businesses 
2. Prepare a special display of forms used in recording 

and reporting information required by government 
3. Visit a retail establishment or other business establish­

ment and have the bookkeeper explain to the class the 
system of record keeping, the various statements which 
are prepared, etc. Also, note the various n1achines used 
for record keeping 

4. Show a motion picture of the common record keeping 
procedures used in a business 

5. Analyze balance sheets found in publications or obtained 
by direct request in order to gain an understanding of 
the importance of the balance sheet 

6. Invite an accountant to discuss difficulties encountered 
in preparing and interpreting records 

MARKETING THE GOODS AND SERVI E 

Unit XXII. 1\Iarketing Functions 
. 

A. The place of the middleman in our economy 
1. Mass production and the need for marketing 
2. Specialization within the field of marketing 

B. The main marketing functions as consumer services 
1. Assembly (buying) 
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2. Demand creation (selling) 
3. Grading 
4. Standardizing 
5. Dividing 
6. Packaging 
7. Transportution 
8. Storage 
9. Risk-taking 

10. Financing 

C. Consideration of the cost of the services of middlemen 
1. Relative portion of consumer's dollar required 
2. Are there too many middlemen? 

D. Suggested activities and proJects 
1. Prepare posters, or bulletin board displays, descriptive 

of each of the ten major marketing functions. Whereve1 
possible, use goods, services, etc. as illustrations taken 
from the local community. 

2. Make a brief analysis of the businesses listed in your 
local classified telephone directory and determine what 
portion are engaged primarily in performing marketing 
functions. 

3. Draw diagrams illustrating the old order of distribution 
as compared with the more recent order of distributing 
goods. 

4. Indicate on a map of the world the principal regions from 
which we receive commodities used in our own commu­
nity every day. 

5. Panel discussion, by students, comparing the advan­
tages and disadvantages of our present system of mar­
keting and the old barter system. 

6. Circle graph to illustrate portion of consumer's dollar 
required by middleman and others. 

Unit XXIII. Types of retailing units 

A. The importance of retailing in our economy 
1. Main functions performed 
2. Relative number of establishments and volume 

ness 
B. Types vary with size and type of community 

1. The smaller community 
2. The city 
3. The specialized community 

C. The sale of goods versus the sale of services 

D. The specialty store 
1. Textile area 
2. Non-textile area 

E The departmentalized store 
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F. The general store 

G. Chain stores 

H. 11ail order retailing 

I. Suggested activities and projects 
1. Survey and classify the retail stores in your community, 

or in a portion of it, according to types indicated in this 
unit 

2. Ascertain the names of various departments in one or 
more local or nearby departmentalized stores 

3. Compare the degree and kinds of advertising done by 
the various types of 1 etall units in your community 

4. Make a list of the advantages and disadvantages of the 
different types of retail units from the point of view 
of the customer 

5. Take a survey of your town or city to determine the 
number of the various types of business establishments 

6. Ask 10 or more different families why they patronize a 
particular type of store instead of another store. Is it 
because of conveniences, lower prices, etc? 

7. Show the film on retail selling and customer service sug­
gestion: "Mr. Stewart Answers the Question" 

8 Invite the executive secretary of the Chamber of Com­
merce to speak on the part the C. of C. plays in the 
community in relation to the retailing establishments 

9. Organize a panel of businessmen representing different 
types of retailing units 

Unit XXIV. The sale of services 

A. The tendency for consumers to demand more services 

B. Types of business engaged in the sale of services today 
1. Personal services 
2. Composite services 

C. Sale of services to producers 

D. Special problems applicable to the sale of services 
1. Frequently less financing necessary 
2. Frequently a specialized and direct sales method 
3. Obstacles to growth in size 
4. Advantages of close contact with customer's needs 
5. The question of promotion and advertising 

E. Trends in opportunities 

F. Suggested activities and projects 
1. Schedule a class visit to some local business engaged in 

the sale of services (as a hotel, laundry, movie, etc.) 
and arrange for the proprietor to explain his work 

2. Prepare a list of service occupations for which graduates 
of high school may well be prepared. Prepare another 
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list showing those for which additional preparation above 
high school graduation is relatively important 

3. From your local newspaper prepare a list of all adver­
tisements representing businesses or professional people 
engaged primarily in the sale of services 

4. Compare the amount of advertising done by a seller of 
services as compared with a seller of merchandise 

5. Take a survey to determine the amount of training that 
those engaged in selling personal services have had as 
compared with the schooling of those engaged in selling 
merchandise 

6. Choose a particular business and hst all the services it 
could offer. Then visit this establishment and compare 
the list with those actually offered 

7. Ask the Chamber of Commerce executive secretary to 
speak to the class on techniques used in selling Intangi­
ble services, such as community improvement 

8. Make a study to determine what kinds of special services 
are sold throughout the United States. After this study 
is completed, encourage students to think of some service 
which could be sold which they did not discover "on the 
market" 

Unit XXV. Demand creation and selling 
A. Demand creation and selling as a consumer service 
B. The main steps in making a sale 
C. The importance of personal factors in selling 

1. Traits, knowledge, and preparation of the sales person 
2. Desires, habits, and attitudes of the customer 

D. The relation of advertising to demand creation 
1. Specific purposes of advertising 
2. Advertising media 
3. Relation of advertising to unit costs 
4. Basic principles of good advertising 
5. Planning the advertising to correlate with future sales 

programs 
E. Assisting through the proper display of merchandise 

1. Window display 
2. Interior display 

F. Suggested activities and projects 
1. Ask a representative of a nearby newspaper to talk to 

the class about the details of securing and preparing 
an advertisement 

2. Ask a specialty salesman to demonstrate to the class 
and to explain and identify the steps taken in develop­
ing his sales talk 
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3. Arrange for selected students to cooperate with local 
merchants in assisting them to arrange window displays 

4. Have students study and report to the class on various 
types of window displays observed locally 

5 Set up after school "Sales lVIeetings" for those intel­
ested 

6. Bring to class advertising circulars and other adver­
tising media; examine the advertisements and determine 
why they are or are not effective advertising media 

7. Make up and evaluate advertisements 
8. Give careful attention to \Vindo\v displays in the stores 

in the community. Discuc;c; hovv they could be im­
proved 

9. F1nd out from several different retail establishments 
to what extent the sum is reflected in the prices of 
goods advertised 

10. Analyze the radio advertising programs and determine 
what products are advertised the most, and which, in 
your opinion, are the most effective advertising media 

11. Write to some of the Better Business Bureaus for in­
formation on hO\\' they help do a\vay with improper ad­
vertising 

12. Collect "selling hints" sent to retailers from manufac­
turers 

13. Bring some small article to class, construct a sales pres­
entation and present it to the class 

14. Invite a representative from an advertising agency to 
speak on the part advertising agencies play in the field 
of business 

15. l\1ake a study to determine how much is ,pent on var­
ious kinds of advertising throughout the United States 

16. Collect as many different kinds of newspapers as pos­
sible and look for differences and similarities in their 
advertising layout 

17. If some one is available in the field of sky-\vriting, in­
vite him to speak on the future of this type of ad­
vertising 

18. Through study and research projects, try to decide \vhat 
may happen to radio advertising because of television 

Unit XXVI. The use and control of credit 

A. The place of credit in our domestic economv 

1. Credit as a means of shifting the finance function 

2. Credit as a means of increasing national purchasing 
power 
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B. The nature of retail credit 
1. Conditions giving rise to the need for credit 

a. Long term credit 
b. Short term credit 

2. The charge account 
3. The installment account 

C. Procedures for control of credit granted 
1. Persona l factors and their evaluation 
2. Financial factors and their evaluation 
3. Setting a maximum limit 
4. The legal factors involved 

D. The use of credit as a business policy 
1. Advantages to be derived from cred1t sales 
2. Pitfalls to avoid and precautions to be taken 
3. Specific forms and procedu1es commonly used 

E. Suggested activities and projects 
1. Investigate the activities of your local retail credit bu­

reau, or ask its manager to talk to the class about its 
work 

2. Have students prepare papers on the "Three C's of 
Credit" (character, capacity, and capital) and arrange 
to have them rated competitively by some banker 

3. Investigate the volume of credit sales as compared to 
cash sales in the retail grocery business and evaluate 
the results 

4. Bring to class charts and information from local finance 
companies and discuss advantages and disadvantages of 
borrowing 

. 5. Invite the manager of a store which does a great deal of 
credit business to speak of the procedure he uses in de­
termining whether or not to extend credit to a new 
customer 

6. Make a study of the National Credit Association 
7. Discuss position of students, as minors, in the fi eld of 

credit 
8. List information students would desire from prospective 

customers if they were the store managers and were 
going to extend credit 

9. Obtain credit application forms from a local business 
and have students fill them out to the best of their 
knowledge 

10. Review recent legislation that affects credit and InRta ll­
ment buying and discuss how these changes affect state 
of business 

11. Coronet sound film (16 mm. ) on "Installment Buyinp-" 
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Unit XXVII. Serving the customer 

A. The customer is the court of final decision 

B. 1\Iethods of ascertaining consumer demand 
1. l\Iarket research 
2. Sales records and trends 

a. Volume trends 
b. Allowances, returns, and complaints 

3 Private forecasting services 

C. Special training of employees 

D. Policies directly related to consumer service 
1. Cash or credit 
2. Advertising policies and consumer information 
3 Attitude toward complaints 
4. Delivery service 
5. Consumer comfort in the store 
6. Others 

E. Consumer service as a prediction of business success 

F. Suggested activities and projects 
1. Report on the extent to wh1ch local retail stores are 

using informational labeling 
2. Make an analysis of local advertising and select those 

advertisements which seem to be of greater informa­
tional value 

3. Compile a list of services offe:red the consumer by stores 
in the local community. Likewise, Include special ar­
rangements which may have been made for consumer 
comfort 

4. Rewrite the copy of a local advertisement as you think 
it should be in regard to informing the customer 

5. Report on the benefit of the Pure Food and Drug laws 
for the customer 

6. Students list the free services offered by a store of 
their choice. Which ones could be eliminated without 
causing a decrease in customers? What services would 
you like added? 

7. Invite a panel of businessmen to come to class and dis­
cuss common complaints of customers and how they 
handle them 

8. l\1ake a study to determine of what value such maga-
zines as Consumer Dige t are to the public. A survey 
may be made in this connection to see how many people 
know of andj or use such magazines 

9. Select a business that you are personally interested in 
and list proposed methods of serving the consumer 
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10. Report on articles from current periodicals relating to 
growth of business due in part to consumer services. The 
business and finance section of Time often contains 
this sort of information. Others: Business Week, News­
week, U. S. News, etc. 

SPECIAL MANAGEMENT PROBLEMS 

Unit XXVIII. Government regulation of business 

A. Regulation as a guarantee of freedom of enterprise 
1. Regulation versus regimentation 
2. Private property rights and our economic system 

B. Extent and types of government regulation 
1. Federal and state controls 
2. Illustrative types of control s 

C. Control of labor, wages, and hours 

D. Control of monopolies 

E . Control of unfair trade practices 

F. Control of prices 

G. Control of standards 

H. Other government controls 

I. Suggested activities and projects 
1. Examine your state code and report on regulations found 

pertaining to labor 
2. From local merchants, obtain a list of articles they sell 

which illustrate the working of retail price mainte­
nance laws 

3. Investigate and r eport on the types of business licenses 
r~quired in your community 

4. Prepare a s ummary of the local zoning and building 
laws of your community which r elate to business 

5. Make a report on r ecent legislation pertaining to labor 
r egulations, e.g., Wagner Act, Taft-Hartley Act 

6. Group discussions for and against monopolies, control 
of prices, governmental controls, etc. 

7. Present information on National Association of l\1anu­
facturers and how they are concerned with and in­
fluence government r egulations of business 

8. Trace the background of governmental control of busi­
ness (economics books ) and report on certain phases~ 
e.g., monopolies, wages and hours, etc. 

9. Discuss the need and desire for government regulation 
of business. Invite a local businessman who is a mem­
ber of the state legislature to present his views 
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Unit XXIX. Business taxes 

A. Extent and purposes of taxes on business 

B. Social security taxes 
1. Old-age insurance and benefits 
2. Unemployment compensation 

C. Sales tax 

D. Income taxes 

E. Property taxes 

F. Licenses 

G. Records and reports necessitated by taxes 

H. Suggested activities and projects 
1. Secure or prepare a "calendar of tax dates" for the 

businessman of Iowa, showing dates on which reports 
are due 

2. By consulting local business people, prepare a list of 
taxes they pay in addition to ones listed herein · 

3. Secure a local county property tax receipt to bring to 
class and discuss 

4. Report on the trends of social welfare in the U. S. 
5. Bring to class examples of discrepancies in property 

valuations according to current market values 
6. Make a chart showing the various taxes, from where 

they are derived, and for what purpose the money is 
used in each case 

7. Prepare a list of taxes being paid by local business­
men and classify as to city, county, state, or national 
taxes 

8. Explain briefly some of the more important deduction 
a businessman can claim in filling out his national in­
come tax 

9. Coronet sound film (16 n1m. ) on "Federal Taxation" 

Un1t XXX. Personnel problems 

A. The area and importance of the personnel function 
B. Selection of employees 

1. Contacts and sources of supply 
2. l\1ethods of selecting employees and assigning to jobs 

C. Employee compensation 
1. Straight salary 
2. Piece work 
3. Commission 
4. Bonus and profit-sharing plans 
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D. Personnel training methods 
1. Induction procedures 
2. Training methods and procedures 

E. Special employee benefits and welfare considerations 

F. Employee participation in management 

G. Suggested activities and projects 
1. Determine the customary methods of compensation for 

sales people in local stores of various types 
2. Arrange for the personnel or training director from 

some nearby larger department store to talk to the 
class 

3. Consult local employment agencies and report on their 
worth to the community 

4. Have students who are working part time give reports 
on type of work and pay scale 

5. Select your favorite occupation and investigate what 
important qualifications are needed for one to become 
eligible for employment 

6. Discuss the advantages and disadvantages of different 
methods of compensation for work 

7. Conduct a survey of local businesses to determine what 
they look for in hiring new help 

8. Obtain as many applications for employment from dif­
ferent businesses as possible. Let students study and 
discuss 

9. Determine the customary methods of training new em­
ployees in some of the larger retail stores in the com­
munity 

10. After determining the customary methods of com­
pensation for sales people in local stores, determine 
which methods of compensation seem to attract the 
better class of sales people 

Unit XXXI. Banking and related financial problems 

A. The functions of a bank 
1. A depository 
2. Checking and collections services 
3. Loans and investments 
4. Financial advice 

B. Establishing relations with the bank 
1. Confidential, personal relationships 
2. Customary records and techniques 

C. Techniques, procedures, and regulations pertaining to check­
ing accounts 

1. The advantages to the business 
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2. Legal considerations 
3. Reconcilation of the bank statement 
4. Certified checks and cashier's checks 

D. Using bank credit 
1. Short term loans secured by personal note 
2. Borrowing on collateral 

E. 1\liscellaneous other bank services and relations 

F. Suggested activities and projects 
1. Prepare a display of checks, notes, and drafts, indicating 

proper methods of preparation and the var1ous parties 
to each 

2. Ask a local banker to explain to the class the criteria 
used in deciding whether or not to grant a loan 

3. Investigate and report on the merits of banks as com­
pared with other savings systems such as savings and 
loan associations, etc. 

4. Bring to class a financial statement of a local bank and 
analyze the various assets and liabilities 

5. Report on some specific laws which regulate banks and 
safeguard the depositors' money 

6. l\lake a list of the princ1pal banks in your community 
and classify each bank according to the services it 
renders 

7. Bring to class a check with stub which has not been 
filled out. Make it out in favor of one of your class­
mates following suggestions in your text for writing 
out checks 

8. Referring to above suggestions, hand the check to the 
classmate to whom it was made payable in order that 
he can endorse it so that another classmate can cash it 

9. Write on the blackboard samples of the different kinds 
of endorsements and have a student explain to the class 
when the different kinds of endorsements are used 

10. Bring to class a blank deposit slip and fill it out and 
explain it to the class 

11. Have a local banker explain the operation of the Fed­
eral Reserve Banks 

12. If possible, set up a banking service in school conducted 
by the business department by arranging with the local 
bank to rece1ve the usual rate of interest on investments 
or have students go through this procedure for their 
own experience 

13. Visit the local bank and have banking procedures ex­
plained so that class discussion may be carried out 
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14. Bring to class cancelled checks which have been re­
turned to the maker and trace checks' travels through 
the cancelling stamps on the back 

15. Films: "Fred l\Ieets the Bank," "Us1ng the Bank" (16 
mm. sound film by Encyclopedia Britannica), and 
"Banks and Credit" ( 16 mm. sound film by Coronet) 

Unit XXXII. Budgeting 

A. What is a business budget? 

B. The purposes served through budgeting 

C. The steps and procedure in preparing a budget 

D. Consideration of specific budget items 
1. Control of expenses through budgeting 
2. The advertising budget 
3. Purchases budget 
4. Sales budget 
5. Cash budget 

E. Problems in administering the budget 
1. Predicting profit or loss, and acting accordingly 
2. Adjustment of budget to changing conditions or in­

formation 

F. Suggested activities and projects 
1. Prepare a budget of income and expenditures for some 

small group of students such as your chapter of Future 
Business Leaders of America 

2. Using percentage and ratio information supplied by 
some trade association or other source, attempt to draw 
up a budget for a small retail store in accordance with 
these percentages. This'probably can best be in simple 
annual terms 

3. Investigate and report on the type of budget your school 
superintendent uses 

4. Inquire at several business establishments about the 
type of budget they keep and how the distribution of 
items is determined 

5. If some of the local merchants do not keep a budget, 
prepare suggested budgets for them showing how the 
business may be operated more efficiently by using a 
budget 

6. Report on some aspects of your state budget, such as 
who draws it up, what are some of the elements that in-
fluence its size, etc. 

7. Prepare a budget for your own use or for that of your 
parents, and report on its advantages, disadvantages, 
or evidences of usefulness 
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8. If you were trying to figure out whether or not you 
could afford to take a trip to Europe, how would you 
proceed? Would you use the same procedure in figuring 
out a business budget? 

9. Investigate and report on the length of period for which 
budgets are made out for the various types of business 
organizations 

10. Introduce movies to students showing methods used in 
budgeting and how a budget can be made to work satis­
factorily 

11. List a number of essential factors \Vhich mu t be con­
sidered in preparing a budget 

12. lVIake a survey of the business community to determine 
how many business establishments actually operate on 
a budget 

Unit XXXIII. The business cycle 

A. \Vhat is meant by "the business cycle" 
1. Business during a depression 
2. Business during prosperity • 

B. A survey of the basic causes of the business cycle 
1. Effects of currency and credit inflation 
2. Effects of lack of goods and service~ 

a. Relation to war 
b. Relation to government controls 

3. The self-generation theory .. 
4. The effects of psychology 
5. Other considerations 

C. P1 actical implications for business 
1. Its relation to size of Inventorv ... 

2. Its r elation to expansion of investment 
:3. Its relation to profit 

a. Volume of sales 
b. Profit margin 

4. Its relation to wages and other expenses and costs 

I> Suggested activities and projects 
1. By r eferring to current business magazines (such as 

Nation's Business, for instance) determine what current 
business problems probably are due to the advance of 
the business cycle 

2. Secure and compare prices of various types of retail 
articles during past depressions and periods of pros­
perity 

:~. Interview managers of different t) pes of stores such 
as chain stores, independent stores, super-market<:>, etc., 
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and compare the size of mark-up and volume of sales 
of the different stores 

4. Integrate throughout unit several blackboard illustra­
tions of depressions and pel iods of prosperity after 
wars and drought years, showing effect of supply and 
demand 

5. Report on current business conditions and trends from 
newspapers, radio commentators, magazines, and per­
sonal ideas obtained from observing prices, wages, com­
petition, etc., and dra\\r conclusions as to which stage 
of the business cycle we are in at this time 

6. Report on some specific aspect of gove1 nmental con­
trols to regulate the business cycle such as pubhc re­
action to controls, rationing, rent control, etc. 

7. Obtain evidence in your community of the psychologi­
cal effects of the business cycle, e.g., building trends, 
retail prices and sales, turnover of unemployed, etc 

8 Report to the class why you would want to or would 
not want to start or expand a business at the present 
time 

9. Write to the U. S. Department of Commerce, U. S. De­
partment of Labor, U. S. Chamber of Commerce, 
1\Ioody's, Brookmire, and Dun and Bradstreet, Inc., for 
information on national business and economic condi­
tions 

10. Visit your local libraries that always have current in­
formation on the business cycle and national business 

11. Silent filmstrip (35 mm. ) on 'Uncle Sam's Budget," by 
Film Publishers, Inc. 

12. Investigate the Federal Reserve bulletins for an indica­
tion of the increase or decrease of money circulation 
over the last ten years, bank loans, employment, profits 
of corporations, wholesale price index, cost of living 
index, and national personal income index 

Unit XXXIV. Planning for the future of a business 

A. Two main areas to consider 
1. Keeping completely informed 
2. Planning expansions, reorganizations, and readjust­

ments 

B. The future depends on information 
1. Factors within the business 

a. Interpretations of financial trends 
b. Interpretations of human elements involved 

2. Factors outside the business 
a. The business cycle 
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b. New inventions and developments, and changing cus­
tomer demands 

c. Other considerations 
3. Suggestions for keeping well informed 

C. Problems of expansion and readjustment 
1. Related to information always 
2. Guiding factors in expansion 
3.. Potential directions for expansion 

D. Suggested activities and projects 
1. Ask some local business proprietor \vho recently has 

expanded his business, or IS in the process of expansion, 
to talk with the class about the factors which caused 
him to make the decision to expand 

2. Prepare a display of charts and graphs showing various 
"trends" of information valuable to business. Perhaps 
you can borrow some private graphs from local busi­
nesses, or secure the information from which to con­
struct them 

3. Prepare a list of problems of difficulties that various 
organizations are confronted with when planning to ex­
pand their businesses. A latge corporation would have 
different problems from those of a small independent 
market, as far financing, obtaining materials, etc. 

4. Procure pamphlets and material printed by the Federal 
government on advice and ideas for starting a small re­
tail business of special interest to you 

5. Report on some of the associations and affiliations from 
which a particular small retail business would benefit 
from being a member 

6. Investigate the laws in your state and city as to the 
requirements that must be met before one can start a 
business. Find out the zoning laws, etc. 

7. List the several opportunities that a businessman might 
have at his disposal if he is contemplating expanding 
his business 

8. Before a businessman takes a final step in a program 
of expansion, what are some of the questions he should 
ask himself? 

9. Have a banker or some other capable person talk to the 
class on why the period at the peak of prosperity might 
be a questionable time to start or expand a business. 
Discuss relation of business cycle to business expansion 

10. Class discussion on planning a business. Express opin­
ion on when is the best time to expand and whether 
present time would be a good time to expand 

11. If a retailer can be located who believes in redecora­
tion of his business establishment each year, have him 
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come and talk to the class on his theories pertaining to 
this action 

SUGGESTED BASIC TEXTS 

Note: These suggestions are offered merely as an indication 
of the types of texts available; other excellent ones un­
doubtedly are available as this is not intended to be a com­
plete listing. 

Cornell, William B. and MacDonald, John H., Business Organi­
zation and Practice, American Book Company, 1936. 

Jones, Lloyd L., Tonne, Herbert A., and Price, Ray G., Functions 
of Business, The Gregg Publishing Company, 1941. 

Odell, Clark, l\1iller, Paulson, Travis, and Twiss, Business : Its 
Organization and Operation, Ginn and Company, 1937. 

Shilt, Bernard A., and Wilson, W. Harmon, Business Principles 
and Management, South-Western Publishing Company, 1940. 

Zu-Tavern, A. B., Business Principles, The H. 1\L Rowe Com­
pany, 1941. 

SUGGESTED REFERENCE BOOKS 

Brisco, N. A. and Others, Retail Credit Procedure, Prentice-Hall. 
Brisco, N. A. and Severa, R. M., Retail Credit, Prentice-Hall. 
Brooks, W. A., A Small Business of Your Own, National Library 

Press. 
Douglas, Lloyd V., Skar, Robert 0., and Price, Ray G., 1\lodern 

Busine , l\lcGraw-Hill Book Company, Inc. 
Edwards, C. l\L and Howard, W. H., Retail Advertising and Sales 

Promotion, Prentice-Hall. 
Goode, K. and Kaufman, Zenn, Profitable Showmanship, Prentice­

Hall. 
Hay, E. H. and Shaw, W. F., How to Start Your Own Business, 

Ziff-Davis. 
Hurst, A. E., Displaying Merchandise for Profit, Prentice-Hall. 
Larson, G., Johnson, R., and Teller, W., Selecting and Operating 

a Business of Your Own, Prentice-Hall. 
Richert, G. H., Retailing Principles and Practices, Gregg. 
Robinson, 0. P ., Retail Personnel Relations, Prentice-Hall. 
Rost, 0. F., Going Into Business for Yourself, l\1cGraw-Hill. 
Scott, W. D., Clothier, R. C., and Mathewson, S. B., Personnel 

Management, McGraw-Hill. 
Senate Committee on Small Business, Record Keeping for Small 

Stores, U. S. Government Printing Office. 
Spengler, E. H. and Klein, J., Introduction to Business, lVIcGraw­

Hill. 
Wilson, E. B., Getting Things Done in Business, McGraw-Hill. 
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CONSUMER EDUCATION 

Introductory Statement 

Consumer education attempts to bring together into one course 
much of the consumer information often taught in various courses 
or units in home economics, science, social studies, and business 
education. It aims to give students basic knowledge concerning 
available goods and services. It does not attempt to give specific 
information concerning the purchase of all commodities. Rather 
it seeks to teach the consumer to choose discriminatingly in 
purchasing goods. The importance of such information comes 
from the fact that one's standard of living depends not only on 
the salary earned but upon the utilization of the same and the 
values derived from the wise expenditure of that income. 

In order to understand the business world in which he lives, 
consumer education must be given an economic slant. It Is In no 
sense a course in economic theory. Rather it tends to teach prac­
tical economic problems with particular emphasis on the prob­
lem of consumption. 

Business education pupils should be encouraged, if not re­
quired, to take this course. It is not sufficient to teach a high 
school business education pupil a skill, important as that Is. In 
addition, if he is to be a successful business individual or an 
intelligent citizen, he must know something about the business 
world in which he works and lives. Consumer education seeks to 
give that practical information. 

While all business education pupils should take the course, 
there is no reason for restricting class enrollment to those in­
dividuals. Consumer education is a practical general education 
course. The modern consumer is surrounded by a maze of goods 
and services. Without education he is a "toy in the hands of the 
advertising expert" seeking to induce him to buy goods. Con­
sumer education teaches the individual to evaluate the goods 
and services offered him, to choose wisely, and to buy intelli­
gently. It does not aim to have the consumer view business with 
suspicion. Rather it seeks to point out the aids and services which 
business concerns and private agencies provide for the consumer. 
At the same time it presents the services offered by the govern­
ment through its protective laws, its research, its bureaus, and 
its agencies. 

The course serves its best purpose if taught in the junior or the 
senior year, at a time when students have mature judgment. It 
would be possible to secure enough material for a year course. 
However, most courses should probably be offered for one semes­
ter. In that time it is possible to awaken interest in the problem 
and to point to the fact that consumer education really continues 
throughout life. 
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The teacher of consumer education n1ust have a wide back­
ground of economics. In addition he should have an interest in the 
problems of the consun1er. He must read extensively on current 
topics and must exercise con8Iderable initiative In collecting ma­
terials for the course, developing projects, securing speakers, 
and conducting field trips 

GENERAL OBJECTIVES 

1. To develop a knowledge of basic economic principles with 
particular attention to the problems of consumption. 

2. To provide students with sufficient Information to evaluate 
goods and services Intelligently. 

3. To enable consumers to make intelligent buying choices. 
4. To teach students the elements of personal financial affairs, 

including budgeting, saving, credit, Insurance, investing of 
funds. 

5. To promote the study of current consumer economic problems 
and to evaluate current business and governmental practices. 

6. To provide knowledge concerning the sources of private aids 
for consumers and to develop the ability to choose discrimi­
natingly between truth and false information. 

7. To instruct students concerning the part played by govern­
ment and the contribution which it makes to the protection and 
advancement of consumer welfare. 

COUR E OUTLINE 
Unit I. Introduction 

A. Overall picture of nature of course 
B. Picture of conflict between agencies which seek to have 

consumer spend his money and agencies, public and pri­
vate, which seek to aid consumer 

C. Development of mass production and changes in family 
unit from one of production to one of consumption 

D. Complexity of life for the modern consumer 
E. Need to acquire good consumer habits and attitudes 

Unit II. Basic Economic Problem 

A. Divisions of economics 
B. Inter-relation of production, distribution, and consumption 
C. l\Ioney, wealth, income 
D. How prices are determined 
E. Business cycles 
F. Element of production 
G. The marketing system 
H. Cost of distribution 
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Unit III. Aid for the Con umer 

.A .. Government 
1. National Bureau of Standards 
2. Food, Drugs, and Cosmetic Act 
3. Federal Trade Commission 
4. State and local aids 

B. Private 
1. Better Business Bureaus 
2. Chamber of Commerce 
3. American 1\Iedical Association 
4. American Dental Association 
G. National Board of Fire Underwriters 
6. Research organizations such as Consumers' Research 

and Consumers' Union 
7. Seals 

"Cnit IV. Propaganda An alysis 

A. Propaganda in newspapers, radio, movies 
B. Propaganda in politics and governments 
C. Business pr opaganda 
D. Pressur e groups in American economic life 
E. Propaganda devices 
F. Inter pretation of propaganda 

T.;nit V. Advertis ing 
A. Types of sales appeal 
B. Good points of advertising 
C. Bad points of advertising 
D. Cost of advertising 
E. Mis leading advertising 
F. Government aid in regard to advertising 

"Cnit VI. Cons umer Co-operative 
A. Development of co-operatives 
B. Types of co-op's in United States 
C. Typical co-op's such as credit unions- teach organization, 

purposes, management, etc. 
D. Advantages and disadvantages of co-op's 

Vnit VII. Grade , Standard , Label 
A. Problem 
B. Various agencies which set up standards 
C. Government vs. private grading systems- lack of uniformity 
D. Informative labeling 
E. Standard packages, weights, containers 
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Unit VIII. Money and Banking 
• 

A. Kinds of money 
B. Standards of money 
C. Kinds of banks 
D. Federal Reserve System 
E. Saving and checking accounts 
F. Bank service for the consumer 
G. Credit instruments 

Unit IX. Budgeting 

A. Purposes of 
B. Guides in mak1ng a budget 
C. Suggested budgets 
D. Operating a budget 

Unit X. Credit 

A. Advantages and disadvantages of using credit 
B. Local credit practices 

• 

C. Abuses of credit 
D. Securing and maintaining a credit rating 
E. Short-term and long-term credit 
F. Installment buying 

1. Agencies from which the individual may borrow 
2. Cost of installment buying 
3. Figuring interest rates 
4. Concealed charges 

Unit XI. Savings 

A. Setting up general principles 
B. Mistakes in savings 
C. Guides for saving agencies 
D. Various places where money can be safely saved 

Unit XII. Investments 

A. Distinction between saving, investing, and speculating 
B. Investment principles 
C. Where to invest wisely 
D. Relation of stocks and bonds 

Unit XIII. Insurance 

A. Brief history of 
B. Fire insurance 
C. Automobile insurance 

1. Fire and theft 
2. Collision 
3. Bodily injury and public liability 
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D. Life 
1. Term 
2. Ordinary life 
3. Limited payment 
4. Endowment 
5. Annuities 
6. Life insurance plans 
7. General life insurance information 

E. Other forms of insurance 
1. Health 
2. Accident 
3. Hospital 
4. Group plans (use local information from business and 

industry) 

Unit XIV. Social Security 

A. Unemployment compensation 
1. Rates paid- who is responsible and under what condi­

tions 
2. Benefits derived from 
3. How to qualify for benefits 

B. Old age . 
1. Contributions- rate paid and by whom 
2. Benefits for individuals 
3. Benefits for dependents 
4. Survivor benefits 

C. Ot her assistance 
1. Workman's compensation 
2. 0 ld age pensions 
3. Aid for crippled children, needy blind, vocational re­

habilitation, public health, etc. 

Unit XV. Education and Advisory Services 

A. Colleges and univer sit ies 
B. Evening school s 
C. Junior colleges 
D. Business schools 
E. Correspondence courses 
F. Frauds 

Unit XVI. Housing 

A. Renting 
1. Advantages and disadvantages of r enting 
2. Things to investigate in renting and leasing 
3. Legal aspects of leases 

B. Owning a home 
1. How much to spend 
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2 Advantages and dis ad\ ant ages of home ownership 
3. What to Investigate in buying or building 
4. Cost of financing the purchase 
5. Agencies from which to borrow money 
6. Legal aspects of home ownership 

C. Care of home 
1. Taxes 
2. Repairs 

Unit XVII. Taxe 

A. Direct and indirect 
B. Property taxes 
C. Income taxes 
D. Sales taxes 
E. Social security tax 
F. Others 
G. Support of federal, state, 

taxes 

• 
and local goYernment by various 

H. Good and bad taxes 

Unit XVIII. Health Service 

A. Diet 
B. Sleep 
C. Exercise 
D. Recreation 
E. Health services 
F. Harmful drugs 

tJn1t XIX. Frauds 

A. Nature of 
B. Harmful health frauds 
C Contests and premiums 
D. Fake auctions, fake real estate loans, etc. 
E. Government protection against frauds 

Unit XX. General Buying Principles 

A. Food 
B Clothing and fabrics 
C. Furniture 
E. Household appliances 
F. Drugs, cosmetics 
G. Recreation 
H l\Iistakes in buying 
I. General buying principles 
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Unit XXI. urren t Topic 

A. Use articles in Con umer ' Re earch, on umers' Union, 
Con umer ' Guide 

B Use su1table articles appearing in an~ current magazines or 
newspapers 

C Consumer problems vary \vith general economic conditions. 
The u&e of current publications is one way to keep the 
course up-to-date 

Unit XXII Con umer Mathema t ic 

This IS probably not a separate unit. The study of practical 
mathematics IS definitely a consumer problem. Howe\ er, this 
study will be better motivated if practical problems are Included 
as they arise in the study of the above units 

Unit XXIII. Con umer and Law· 

In most schools a course in business law is offered. If such a 
course is not given, a unit on this topic should be taught. It should 
include such topics as simple contracts, negotiable instruments, 
legal aspects of buying and selling, etc. 

With the exception of the first two introductory units no at­
tempt has been made to arrange the units in the correct order . 
The course should be so planned that technical and non-technical 
units are interspersed. In most courses it will probably not be 
possible to cover all the units. The experience of the teacher and 
the interests of the class should help to determine which units 
are selected. 

TEXTS 

Consumer Economic Problems, Shields and Wilson, South-Western 
P ublishing Company, 1945. 

Functions of Business, Jones-Tonne-Price, Gregg Publishing Com­
pany, 1941. 

The Con umer E conomic Life, Graham and Jones, Gregg Pub­
lishing Company, 1946. 

TEACHER AIDS 

Tonne, Herbert A .. Consumer Education in the School , Prentice­
Hall, New York, 1941. (The only book on "methods" published 
up to the present time. ) 

The Modern American Con umer, Unit No 1 of Consumer Edu­
cation Series, National Association of Secondary School Prin­
cipals, 1201 Sixteenth Street, N W., Washington 6, D. C. (Ap­
pendix A and B give much valuable information for teacher 
planning. ) 
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l\1onograph 40, The Relation of Busine Education to General 
Education, South-vVestern Publishing Co., Cincinnati, Ohio, 
1938. 

1\Ionograph 48, Fundamental I ue in Bu ine Education, South­
Western Pubhsh1ng Co., Cincinnati, 1940. (Chapter VIII relates 
to Consumer Education. ) 

Monogr aph 51, The tatu of Consumer Education, South-vVestern 
Publishing Co , Cincinnati, 1946. 

Magazine Articles 
Published in Balance heet, Bu ines Education Dige t, Bu i­
nes Education World, Journal of Busine Education, U.B.E.A. 
Forum, U.B.E.A. (For a complete list consult the Business Edu­
cation Index, sponsored by Delta Pi Epsilon Fraternity and 
published yea1ly by The Business Education \Vorld, 270 :\Iadi­
son Avenue, New York 16, New York. ) 

l'v1AGAZINES AND P Al\IPHLETS 

Consumers' Guide, published monthly by U. S. Department of 
Agriculture, Washington, D. C (Free. ) 

Consumers' Research, published monthly by Con sumer s' Research, 
Inc., Washington, New Jersey. 

Consumers' Union, published monthly by Consumers' Union of 
U. S., 55 Vandam Street, New York City, N. Y. 
From the standpoint of 1nformat1on for current r eports it is 
almost necessary to subscribe to one or the other of the last 
two publications. Both offer a Yearly Cumulative Bulletin 'vhich · 
includes ratings on most common products. 

Consumer News Digest, published monthly by Committee on Con­
sumer Relations in Advertising, Inc , 420 Lexington Ave., New 
York 17, N. Y. Sumn1ary of important consumer movement de­
velopments. (Free. ) 

Catalogue of Busines Sponsored Educational Materials, pub­
lished by Committee on Consumer Relations in Advertising, Inc., 
420 Lexington Ave., New York 17, N. Y. Source of much free 
material which can be secured for term reports, visual aids, di s­
play material, etc. 

PUBLIC AFFAIRS P AlYIPHLETS 

Published by Public Affairs Committee, Inc., 22 East 38t~ 
Street, New York 16, N. Y. 
Cover such topics as: 

Credit for Consumers 
Loan Sharks and Their Victims 
Does Distribution Cost Too l'vluch? 
Read Your Labels 
Installment Selling- Pros and Cons 
How to Buy Life Insurance 
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Homes to Live In 
Gyps and S\\·indles 

BETTER BlJSINESS BUREAU PAl\IPHLETS 

Published by Boston Better Business Bureaus, Inc. 
Facts You Should Know About 

Advertising 
Borrowing 
Budgeting 
Buying or Building a Home 
Buying Used Cars 
Cosmetics 
Health Cures 
::.\Ian-1\lade Textile Fibers 
Life Insurance 
Savings 
Schemes 
Securities 

• 

CONSUMER EDUCATION SERIES 

Published by Consumer Education Study, National Association of 
Secondary School Principals, 1201 Sixteenth Street, N. W., 
Washington 6, D. C. 

Topics covered : 
The Modern American Consumer 
Learning to Use Advertising 
Time on Your Hands 
Investing in Yourself 
The Consumer and the Law 
Using Standards and Labels 
Managing Your Money 
Buying Insurance 
Using Consumer Credit 
Investing in Your Health 

Other units are in preparation on: 
Effective Shopping 
Making a House a Home 
You and Our Economic System 
Looking at American Distribution 
Economic Roads for American Democracy 

NATIONAL ASSOCIATION OF 1\JIANUFACTURERS 

14 West 49th Street, New York 20, N. Y. Free pamphlets on cur­
rent topics. 

BETTER BUYMANSHIP BOOKLETS 

Published by Household Finance Corporation, 919 North Mich­
igan Ave., Chicago 11, Ill. 
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Topics covered: 
Poultry and Eggs 
Household Textiles 
F1 esh Fruits and Vegetables 
Shoes 
l\leat 
Kitchen Utensils 
Furs 
1\loney IVIanagement 
George Clark'~ Cartoons • 

Better Buyman::-,hip Principle~ 
Floor Coverings 
Co metH .. '; 
Househo1d Equipn1ent 
Playthings 

oap 
Hosi ery • 

Furniture 

Reader's Dige t, oronet, Fortune, Harper· ... , Goodhou ... ekeeping. 
etc. 

Teachers should keep a bibliography of articles of interest in 
current n1agazines 

VISUAL AIDS 

Business Education VIsual Aids, 330 ''"est 72nd Street. Ne\\ 
York 23, N. Y. 

Getting Your Money's Worth 
Shoes, Toys 
Razor Blades and Cosn1etics 

• er1es 
Purchase of a Second-Hand Auto 

( 11 16 mm sound ) 

• 

E 

0 

.. 

~I 

Regional Social Secur1ty Office D 
Old Age and Family Security ( Free ) 
Benefits of Social Security (Free) 

Coronet Instructional Films, 919 North :\Iichigan Ave., Chicago 11, D 
Ill. 

Fred Meets a Bank ( 16 mm. sound) 
Fred learns of "ar1ous services rend ered bv a bank 

• 

Household Finance Corporation, 919 North l\Iichigan Ave., Chi-
cago 11, Ill. ~~ 

Managing· the Family Income (Free) 
Tells how family n1akes a practical budget a

1 16 mm sound 
What Shall I Wear? (Free) 
Ways and means of buildin g a ~atisfactory v\'ardrobe 
16 mm. sound · D 
Men and Money (Free) 
Story of bolT0\\'1 ng through the ageg 
Sound slidefilm W 

George Clark's Cartoons on i\loney 1\Ianagcment ( Free ) 
Film strip 
Buy Words (Free) 
A~titude~, skills and techniques of buying 
Film strip with lecture 
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eeing I Believing (Free) 
CoYers such topics as budgets, kitchen utensils, children's toys, 

etc. 
Large charts for exhibits 

National Association of :uanufacturers, 14 West 49th Street, New 
York 20, N. Y. 
Three to Be erved (Free) 
Some factors of the economic system and principles which sat­
isfy employee, investor, and consumer 
16 mm. sound 

Encyclopedia Britannica Films, Inc, 20 North vVacker Drive, 
Chicago, Ill. 
Distributing America's Goods 
Tells problems and cost of distribution 
16 mm. sound 

Consumers' Union, 55 Vandam Street, New York, N. Y. 
Shoes and Toys 
16 mm. sound 
Purchase of a Second-Hand Auto 

• 16 mm. sound 

lVIahogany Association, Inc., 75 E Wacker Drive, Chicago, Ill. 
Masterpiece in Mahogany (Free) 

Douglas Fir Plywood Association, 1707 Daily News Bldg., Chi­
cago, Ill. 
Miracle in Wood (Free) 

Du Pont De Nemours and Company 1\Iotion Picture Bureau, Wil­
mington 98, Delaware 
Mr. Smith I Proud (Free) 
The story of pyroxylin shade cloth, how It was developed, made, 
etc. 

Smith and Sons Carpet Company, Alexander, Yonkers, New York 
Modern Rug and Carpet Making (Free) 

Breskin Publishing Company, 112 East 42nd Street, New York 17, 
N.Y. 
Packaging, A Public Service (Free) 

Du Pont De Nemours, Rayon Division, Empire State Bldg., New 
York, N. Y. 
Facts About Fabric (Free) 

Westinghouse Electric and 1\Ianufacturing Company, Chicago, Ill. 
This, Too, Is Sabotage (Free) 
Dramatizes the importance of eating for health and the dangers 
of malnutrition. 
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EXTRA PROJECTS 

In teaching consumer education it is a good idea to make use of 
extra projects for extra credit. 

Have sheets mimeographed for each unit and give to the class 
at the beginning of the unit. Extra projects are not required for a 
D or C grade. Some projects are required for a B grade; the com­
pletion of more projects IS expected for an A grade. 

Below is a list of some suggested projects for a unit on lVIoney 
and Banking. 

l\IONEY A D BANKING 

(Extra credit work ) 

1. Draw a diagram to illustrate the organization of the Federal 
Reserve System. 

2. Get and fill out the following forms: a deposit slip, a check 
and check stub. 

3. Cut four or five pieces of paper to proper size for a check and 
use them for endorsements. Use your own name in the position 
of endorser. 

4. Work ten problems on interest or bank discount. (The teacher 
can supply list. ) 

5. Write a paper on the services that a bank renders the individ­
uals in a community. 

6. Fill in ten blank checks and stubs and perform a reconcilia­
tion for them. 

7. Write to the United States Secret Service, Treasury Depart­
ment, Washington, D. C., for the pamphlet, Know Your l\1oney. 
Give a report on the material found in this publication. You 
may make a poster if you wish. 

Consumer education cannot be effectively taught by blindly 
following a text book. There must be supplementary material in 
the form of films, other visual aids, projects, speakers, trips, 
term reports, study of current topics, etc. 

Businessmen are most cooperative in taking time to talk to 
classes. Worth-while speeches are given by advertising men, bank­
ers, insurance agents, credit managers, investment executives, 
social security directors, home economists, etc. Often these indi­
viduals give the same Information previously taught in class. 
Even so, it is refreshing for students to get the viewpoint of an 
expert in the field. Nothing gives a better clin1ax to a unit than 
such a summary. 

Some units lend themselves well to field trips. New housing 
projects in a community provide education as well as entertain­
ment. A trip to a packing plant emphasizes government aid in the 
form of inspection. A visit to a bank is worth while when the 
banker shows the various departments, explains the bookkeeping 
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system, and displays th~ safe-deposit boxes. Principles involved 
in the purchase of furniture and electric appliances can best 
be taught in the stores. It is much more effective to see the article 
rather than to read about it or to look at pictures. 

In addition to films many other VIsual aids are available. Usu­
ally they are of a commercial nature, put out for advertising 
purposes, and therefore free. Companies provide exhib1 ts and dis­
play posters. Others furnish much colored material from which 
posters can be made. Pupils should be encouraged to read maga­
zine advertisements and develop an interest in watching for 
such things. Indeed a good class project can be worked out where 
all pupils send for material on a commodity in which they are 
interested, make a poster, prepare a little talk, and present the 
same to the class. 

Much bulletin board material can be collected. It should be 
sorted and filed according to units. Pupil committees can help 
display this material at the proper time. 

Every attempt should be made to keep the class period informal. 
Permit pupils to sit at the teacher's desk when giving a report 
rather than asking them to stand before the class. It is not neces­
sary for pupils to raise their hands during a discussion. Let 
them speak out so that the class period takes the form of a visit 
rather than a formal recitation. Make use of panel discussions. 
The plans for these panels should be made In committee meetings 
the day before they are given. Let the panel sit around the teach­
er's desk. 

Of course, short quizzes and unit tests are necessary. However, 
the teacher should constantly bear in mind the idea that consumer 
education is not a ufact" subject. To awaken the interest of the 
pupils in consumer problems is much more important than to drill 
them on a few facts which will be quickly forgotten. The teacher 
should feel that the course has been a success if pupils bring 
clippings to class, send for material in which they are interested, 
and discuss their individual problems in class. 

SPECIAL REPORTS 

One of the most effective devices used in consumer education 
is that of a special report. This is not the traditional term paper 
to be copied out of books. Instead it should cover buying in­
formation concerning one specific commodity in which the pupil 
is interested. 

The teachers should have an adequate supply of material avail­
able, arranged by topics in folders. The pupils are permitted to 
spend a class period looking over this material in an attempt to 
select a topic of interest. After the topic is chosen, the teacher 
discusses sources of material with the pupil. Often class is ex­
cused for a day while the individuals go down town to collect in­
formation from merchants or the public library. Some pupils send 

- 133 -

• 

• 



• 

away for materials Next an outline is made and appto"'Yed by the 
teacher. The reports are given in the form of a talk from notes. 
No paper IS \Vlitten. Pupils are encouraged to display materials 
collected or pictures of the same. 

In preparing the talk the pupil should examine more than one 
at ticle. For example, if the talk 1s ctbout refrigerators, the pupil 
should inspect three or four makes and be ready to enumerate 
good and bad points Since businessmen w1sh to sell commodities 
they are most cooperative in furnishing material for this \\·ork. 

Suggested topics follov.· · 
1. Auto appliances 
2. Blankets 
3. Cars 
4 Clothing labels 
5. Clothing s11.es 
6. Cosmetics 
7. Dentifrices 

14. 
15. 
16. 
17. 
18 
19. 

8. Electric appliances (select 20 
any one) 21 

9. Fabrics (select any kind) 22. 
10. F loor coverings 2:t 
11. Food labels 
12 
13. 

Furniture 
Gas and oil-also gas and 
oi l dopes 

21 
25 
26 
27 

Home freezers 
Hosiery 
I nflation 
Irons 
Prefabricated houses 
P1os and cons of chain 
stores 
Radio 
Refr1gera tor s 
Soaps 
Toasters 
Tov.Tels 
Toys 
Vacuum cleaners 
';rashing machine 

REFERENCES 
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ers, New York, 1938. 
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Co., New York, 1938. 

B1 indze, Ruth, J ohnny, Get You r Money' Worth, Vanguard Pre s, 
New York, 1938. 

Chase, Stuart, and Schlink, F J ., Your Money' Worth, The l\Iac- " 
millan Co., New York, 1927. 

Childs, lVIarquis William, Sweden: The Middle Way, Yale Univer­
sity Press, New York, 1936 

Coles, Jessie V , Con .. umer Buyer an d the Marke t, John Wiley and 
Son, Inc., New Yo1k, 1938. 

Dana, 1\Iargaret, Behind th e Label , Little, Brown and Company. 
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Ed\vards, Ahce L., Product Standards and Labeling for Con­
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Kallet, Arthur, and Schhnk, F J , 100,000,000 Guinea Pig , The 

Vanguard Press, New York, 1933. 
Kennedy, Ada, and Vaughlin, Cora, Consumer Economics, 1\Ianual 

Arts Press, P eoria, Illinoi s, 1939 
~ Lamb, Ruth, American Chamber of Horrors, Grosset and Dunlop, 

New York, 1936. 
:\lendenhall , J. E., and Harap, H ., Consume r Education, D .. Apple­

ton-Century, New York, 1943. 
Phillips, l\1. C , Skin Deep, Vanguard Press, N e\v York, 1934. 
Pitkin, \:Valter B., The Consumer-Hi ' ature and hanging Hab­

its, ~IcGraw-Hill Book Co., New York, 19~2. 
Pryor, William C., Let's Look at Ad\ erti "ing, Harcourt Publu;h­

ing Co., New York, 1940. 
Reich, Edward, and Siegler, John Carlton, Con umer Goods, Amer · 

ican Book Co., Cincinnati, 0 hio, 1937. 
Schlink, F. J., Eat, Drinli, and Be Wary, Covici-Friede, New York, 

1935. 
Smith, Augustus H., Your Personal Economic , 1\lcGraw-Hill Book 

Co., New York, 1940. 
Trilling, 1\Iabel, Eberhart, E. Khngn1an, and Nicholas, Florence, 

When You Buy, J. B Lippincott Co., New York, 1938. 
Weiss, E. B., and l\Iermey, l\Iaurice, The hopping Guide, 1\IcGraw­

Hill Book Co., N e\v York, 1937. 
\Vingate, I. B , Textile Fabric and Their Selection, Harpers, N e\\ 

York, 1942. 
\Vyand, Charles S., The Economics of onsumption, The ~Iacmil-
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ZuTavern, A B., and Bullock, A E, The Consumer Investigates, 
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This list does not aim to be complete It inc I udes some of the 
\Vorth-\Nhile publications in the various areas. With a limited 
budget care shou ld be taken in building up a hbrary for consumer 
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education. l\Iany of the publications are very similar; some cover 
only one field; others are out of date. 

One or two books which show conditions that called for con­
sumer protection should be included. These pubhcat1ons are: 
Your Money's Worth, by Stuart Chase; 100,000,000 Guinea Pig , 
by Arthur Kallet and F. J. Schlink; American Chamber of Hor­
rors, by Ruth Lamb; Eat, Drink, and Be \Vary, by F. J. Schlink 
Since the conditions described do not exist today, It is foolish to 
buy all of the books. They simply provIde a background. 

Select a book or two on advertising, cooperatives, general buy­
ing principles, fabrics, credit. general economics. In this way 
variety will be given to the library. The books published during 
the war dealt w1th the peculiar consumer problems of that time. 
It is hardly worth while to buy such books at the present time. 
New publications will be on the market in the near future. Watch 
for them. 

• 

-

• 

.. 



• 

GENERAL BUSINESS 
TRAINING 

• 

- 137 -
• 

, 





• 

• 

GE TERAL BUSI ES TRAI NING 

GRADE PLACEMENT 

Preferably in the ninth grade, but not later than in the tenth 
grade. In schools with limited enrollments, the course may be 
scheduled In a lternate years to Include both ninth and tenth grade 
pupils. 

LE GTH OF COURSE 

One year is recommended in order to get the best results from a 
well-balanced program. However, the lesson units should be so 
arranged that the pupil in one semester may gain the most satis­
factory introduction to business principles and practices possible 
in that limited time, in case he does not continue with a second 
semester. 

OBJECTIVES 

Per on al u e. To give the pupil information and understand­
ing about business services and business activities that will assist 
h im in making intelligent use of business facilities available to 
him, and 111 the management of his personal and family business 
affairs. This objecti\ e is listed first because Instructional mate­
r ials selected for this purpose \viii serve also, to a large extent, 
for the other objectives as \veil. 

Per onal development. To aid the pupil in developing desirable 
business habits and traits such as neatness, accuracy, and indus­
triousness, and to aid in making practical applications of his 
training in spelling, handwriting, arithmetic, English, and speech. 

Exploration and guidance. To give the pupil an opportunity to 
become better acquainted with the scope and character of busi­
ness, with the procedures and activities of business, and with the 
various types of employment required in busi 1ess Also to give 
the pupi l opportunities to test his interest and aptitude in some 
of the different phases of business work and at the same time 
permit the teacher to observe the pupil's results and reactions in 
the various kinds of exercises undertaken In the course. 

Bu iness-economic understandin g. To aid the pupil in develop­
ing an intelligent appreciation of the place and purpose of busi­
ness enterprises and of the social and economic significance of 
the services rendered by them. 

Preparatory. To give the pupil a good foundation for any fur­
ther business studies he may elect to take. 
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TEACHI G SUGGE TIO 

Cia s organization. Some form of class organization, with of­
fleers and committees that function, 1s highly desirable. Once 
estabhshed, th1s arrangement may reheve the teacher of certain 
detalls and give him more tin1e for other phases of teaching; 
more Important, ho\vever, 1s the opportunity it affords for pupil 
training in cooperative management of classroom activities. While 
the plan 1s desirable In most subjects, the content and activities 
of general business training lend themselves particularly \vell 
to some form of student participation in classroom control. 

A signments. Teachers sometimes fail to stimulate interest or 
hold attention because the assignments made are too long or too 
involved. It is much better to begin vvith short definite assign­
ments, even 1f two or three are necessary in the same class period. 
Fifteen minutes spent on descriptl\ e material followed by a dis­
cussion period or a ¥-'ritten exercise IS often much better than a 
full period of class study follo,ved by a full period of class activ­
Ity the next day. As the class progresses, the assignments may be 
increased in length, but as a rule It is preferable to make one 
or more changes of class activities in the same period. 

Source materials. The alert teacher with the aid of his pupils 
may collect a good assortment of supplementary materials. Direc­
tories, descriptive booklets, maps, bulletins, time-tables, charts, 
business forms, and other Items are to be had in considerable 
variety, frequently for the asking. Selections may be used fre­
quently to supplement the textbook illustrations on specific unit 
studies; for example, a sample Insurance policy when the topic 
of insurance is presented, or sample checks and deposit tickets 
from local banks when banking procedures are studied. 

Application of fundamental kills. The character of the gen­
eral business course is such that it readily provides a working 
laboratory for the application of the so-called fundamental skill s, 
reading, writing, arithmetic, and spelling. The teacher needs to 
recognize that improvement in reading must be a continuous 
process and that different types of study require different styles 
of reading. By means of oral readings, silent reading for analyti­
cal purposes, class discussions, and pertinent word studies, mu ch 
may be done to improve the ability of pupils to r ead business 
materials. In a similar manner, many of the exercises may be ar­
ranged to include practice in apphed handwriting or applied 
arithmetic. The best results w11l be accomplished by r eviewing 
the letter and figure forms and the arithmetic computations when 
and as they are needed for use In the different study units. 

'rie-in \vith pupil experiences. In a number of the study uni ts. 
the . assignment may be related directly to the experiences of 
pup1l.s. For example, in beginning the study unit on life insurance, 
a qu1ck survey may be taken of the number of pupi ls \vho hold 
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industrial or other forms of life insurance policies. As the bank­
ing, telephone, traYel, selling, savings, or other study units are 
undertaken, s imilar inquiries may be made regarding pupil ex­
periences that \viii help In determining the beginning point, and 
also in discovering contributions that individual pupils can make 
to class work. 

Pupil experiences will vary \Vith the individuals and with com­
munities. Some pupils come from homes that utilize relatively 
few of the economic services, including the telephone; others 
come from homes that have many advantages It is not uncommon 
to find pupils in the class who have traveled extensively, who have 
managed magazine or paper routes, or who have worked in stores. 
In the rural areas, the student experiences may include livestock, 
poultry, or crop projects which Involve business procedui es. To 
some degree in any pupil group, the resourceful teacher \VIll dis­
cover ways of correlating the class work with pupil experiences 
That the approach must be varied for different Individuals and 
for different classes is obvious. 

Tie-in with community activities. At every possible point, study 
units should be r elated to the business activities of the community 

• or area. In the telephone unit, for example, the teacher may pre­
pare problems and exercises based upon the local telephone di­
rectory or that of a nearby city in lieu of those found in the text. 
In the travel unit, written and oral exercises using the time tables 
of the railroad or bus line serving the local community are much 
more meaningful than the more abstract problems found in the 
text. In the same manner, forms, rate sheets, and descriptive ma­
terials from the local bank, retail store, insurance office, post 
office, express office, telephone or telegraph office will add local 
color and interest to other study units. 

Some study units, such as those on record-keeping, or on buying 
and selling procedures may be related to the immediate activities 
of students in the school or in the community. In class discussions 
of the more general topics, reference may be made to local or re­
gional illustrations whenever practical. 

Business speakers. A talk or discussion by a business or pro­
fessional man on a topic pertinent to the lesson unit that is being 
studied will enliven the work for pupils and also help enlist the 
inter est and support of community leaders in the activities of the 
school. In most communities, a representative of a bank, an in­
surance office, the telephone company or some business concern 
usually is available on invitation. 

Class visits. An occasional visit to some business or industrial 
concern, perhaps once or twice in a semester, makes for variety in 
the class activiti es and h elps give pupils a wider over-view of 
practical affairs. Suggested places to visit are the post office, 
telephone exchange, a bank, an insurance office, or a business or 
industrial concern , depending upon what is avai lable to the par-
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ticular school. Each visit should be carefully planned in advance 
so that pupi ls will understand, at least in a general way, the 
features that should claim their attention. 

• SUGGE "TED 0 '!'LINE OF l~ .. IT .. ~ .. 

I. V\' hat business is 
A. Brief revie\v of economic development 
B. The character of modern business 
C. The purpose of bu~1ness 
D. How business operates 
E. Services rendered by business 
F. Types of busines" activities 

II. Use of money 
A. What mone~ is 
B Purpose of money 

1 :\Iedium of exchange 
2 l\Ieasure of value 

C. Kinds of monev .. • 

D Care of cash 
E. Using checking account~ 

1. Opening an account 
2. l\1aking deposits 
3. Writing checks 
4. Bank statements 
5 Reconciling check records 

F. Advantages of checking account::. 

III. General services of c.omn1ereial bank· 
1\. Character of banks 
B. Control of banks 
C. Sources of bank incon1e 
D. Service to community 
E Bank loans 
F. Financial counsel 
G Sctfety deposit boxes 
H. Employment opportunities 

IV. Sending money 
A. Loose cash 
B Personal checks 
C. Bank d1 afts 
D. Postal monev order .. 
E. Express money order 
F. Cash by registered mail 
G. Telegraph and cablegram 

* ce JH.t~P 149 for n•latcd pupjl aeti' itie~. 

-142 -

' 

\ 



V. C e of credit 
A. \Vhat credit 1, 
B. Basis for cred1 t 
C. Purpose of credit 
D Credit bureaus 
E. Credit ratings 
F. Kinds of credit 

1. Purchases on account 
2. Installment purchase 
;3 Borrowing on a note 

G. Interest cost 
H Employment opportunities 

VI. Thrift 
A. What thrift IS 

B. Use of time 
C. Gse of money 
D. Purpose of savings 
E. Kinds of savings 

1 Savings banks 
2. Postal savings 
:3. U. S. Bonds 
4. Loan and savings as ·ociations 
5. Credit unions 
6. Cooperative banks 
7. l\llscellaneous 

F. Importance of thrift 

VII. Record-keeping 
A. Purpose of bus1ne s records 
B. Budgeting 
C. Cash records 

1. Personal 
2. Family 

D. Customer records 
E Pro] ect records 
F Organization records 
G Employment opportunities 

VIII. Travel 
.:\. Planning a trip 

1 Travel bureaus 
2. l\Iaps 
3. Time tables 

B. Selecting mode 
1. Railway 
2 Bus 

of travel 

• 
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3. Ship 
4. An·line 
5- Automobile 

C Securing accommodations 
1. Pullman 
2. Tourist sleeper 
3 .. Hotel 
4. 1\Iotels 
5. Tourist rooms 

D. Carrying money 
1. Cash 
2. Personal check 
3_ Bank draft 
4 Traveler's check 

E Employment opportunities 

IX Shipping goods 

A Selection of method 
B Packing 
C Bills of lading 
D Post office 

1 Parcel post 
2 Registered mail 
3. Second and third class mail 

E. Express 
1. Railway 
2 Bus line 
3. Air 

F Freight 
1 Railvlay 
2 Truck hne 
3. Ship 

G. Employment opportunities 

X Rapid communication services 

A Historical de\ elopment 
B Selecting service to use 
C Telephone 

1. Local 
2 Long distance 
3 International 
4. Rates 
5. Voice and manners 

D. Telegraph 
1. Types of telegraph service 
2. Writing telegrams 
3. Rates 
4. Cablegrams 
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5. Radiograms 
6. Teletype service 

E. Employment opportunities 

XI. Office activities 

A. Purpose 
B Divisions of work 

1. l\Ianagement 
2. Stenographic 
3. Record-keeping 
4. General clerical 
5. Other 

C. Office machines used 
1. Type\vri ters 
2. Duplicating machines 
3. Dictating machines 
4 Cash register 
5. Adding machines 
6. Calculating machines 
7. Posting machines 
8. Others 

D. Filing systems used 
1. Purpose 
2. Filing equipment 
3 Alphabetical filing 
4. Geographical filing 
5. Topical filing 
6. Numerical filing 
7. Others 

E. Office furnishings 
F. Office arrangement 
G Employment opportunities 

XII. Life, health and accident Insurance 

A. Character of insurance 
B Purpose of insurance 
C. Insurance terminology 
D. Life insurance 

1. Term 
2. Straight hfe 
3. Limited pay life 
4. Endowment 
5. Annuities 

E. I-Iealth insurance 
F Accident insurance 
G Factors to consider in buying insurance 
H. Employment opportunities 
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XIII. Property and liabihty In8urance 

A Character of insurance 
B. Purpose of insurance 
C. Types of insurance 

1. Fire 
2. Storm 
3 Theft 
4. Liabiht) 
5. Casualty 
G. Fidelity 

D. Facto1s to consiCler in buying insurance 
E. Employment opportunities 

XIV. Buying 

A Business purchases 
B. Personal purchases 
C. Determining \Vhat to buy 
D. Factors to consHler in making selections 

1. Food . 
2. Clothing 
3. Personal articles 
4. Home furnishings and appliances 
5. Hon1es 

E. 1\Iethods of financing 
1 Cash 
2 On account 
B. Bank loan 
4. Installn1ents 
5. l\Iortgage 

F. Sources of information 
G. Purchase requisitions and orders 
H. Employment opportunities 

XV. Selling 

r\ Ho\\r goods are distributed 
B. Place of salesmen 
C. Types of selling 

D. Characteristics of a good salesman 
E. \Vhat salesmen need to kno\v 
F. Wholesale selling 
G. Retail selling 
H. Types of retail stores 
I Selling procedures 

,J Sales tickets and invoices 
K Employment opportunities 
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XVI. Bu iness information sources 

A. General 
1. Books 
2. i\Iagazines 
3. Trade periodicals 
4. Encyclopedias 
5. Directories 

B. Business 
1. Descriptive booklets 
2. Catalogs 
3. Advertisements 
4. House organs 
·5. Better business bureaus 

C Agenc1es 
1. Fede1·al department reports 
2. State department reports 
3. .Agricultural college reports 
4. College extension services 
5. Consumer research bureaus 
6. Testing laboratories 

XVII. Oral and written communications 

A. Importance of speech 
B. Characteristics of good speech 

1. Conversations 
2. Sales talks 
3. Conferences 
4. Discussion groups 
5. Class recitations 

C Business letters 
1. Purpose 
2. Kinds 
3. Style 
4. Composition 
5. Addressing 

D Bu'S1ness reports 
E. Employment opportunities 

XVIIL Legal features in business 

A. Purpose of laws 
B. Business relations based on contracts 
C Essentials of a contract 

1. Agreement 
2. Legal subject matter 
3. Competent parties 
4. Consideration 

D. Negotiable instruments 
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E. Personal property 
F. Agency 
G. Enforcement of con tract -.. 

XIX. Business o¥.-·ner::5hip and operation 

A. What a business enterprise IS 
B. Types of business enterprises 
C Sale proprietorship 
D. Partnership 
E Cooperative associations 
F Corporations 
G Non-profit organizations 
H Government regulations 

XX. Personal development 

A. l\Ieaning of personality 
B Personality features 

1. Health 
2. Physique 
3. Dress 
4. Grooming 
5. Voice 
6. Mannerisms 

C. Integrity 
D. Industry 
E. Attitude 
F. Cooperativeness 
G l\Tethods of Improvement 

1. Reading 
2. Observation 
3. Discussion 
4. Counsellors 
5. Self-criticism 
6. Others 

• 

H. Importance of personality in business 

XXI. Employment in business 

A. Factors to consider in choosing a business vocation 
B. Types of positions 
C. Personal requirements 
D. Remuneration 
E. Opportunities for advanced training 

1. High school 
2. College and university 
3. Private business school 
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4. Correspondence school 
5. In-service training 

F. Getting a position 
1. Personal · application 
2. Written application 
3. Application forms 
4. Interviews 

G. Advancement 

PUPIL ACTIVITIES 

uggested Gener al Activities 

1. Bulletin board- Display pertinent information concern­
ing each topic; the students should be responsible with 
supervision of the teacher. 

2. Class scrapbook- Devote a section for each topic dis­
cussed, the students being responsible w1th supe1 vision 
of the teacher. 

3. Visits and field trips-Students should be oriented as 
to what to observe and look for before the trip, with a 
fo llow up discussion after . 

4. Visual aids--Films, slides, film strips, and audiovisual 
aids as radios, sound films. 

5. Visiting speakers- Select the speakers carefully, pref­
erably local businessmen or representatives. 

6. Teacher demonstrations- The teacher may use any 
means at her disposal. 

7. Debates- Students may select from the suggested debate 
questions or any other question of concern to General 
Business. 

Activities for Specific Un its 

I. What Business Is 

1. Appoint panels of students to discuss phases of eco­
nomic development. 

2. Collect (if available ) or compose charts and graphs of 
business trends. 

3. Devote a section of the notebook to this topic. 
4. Invite representatives of various types of business con­

cerns to address the class. 
5. Take field trips to various types of businesses. 

II. Use of 1\Ioney 

1. Students with the aid of the teacher may set up their 
own bank service in the classroom for actual practice 
in using services of a bank. 

2. Devote a section of the notebook to this topic. 
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III General Serv1ce of Commercial Banks 
1. Invite a speaker or representative from the local bank 

to address the cla s 
2. Take a field trip to the local bank. 
3. The movie'; "l\Iodern Banl_<ing" and "Fred l\ieet~ a 

Bank" (see suggested films at end of course ) may be 
sho\\'11. Introduce the film, and discuss It after\val d 

4. Devote a section of the notebook to this topic. 

IV. Sending .:\loney 

1. In\ 1te the local po-stn1aster or other po tal emplo) ee to 
address the cle:1ss. 

2. Give the students actual practice in writing money or­
ders by gi\ 1ng them blank money order forms secured at 
the po<;t office. 

3. Devote a section of the notebook to the various forn1s 
of sending money (money orde1s-foreign and domestic, 
traveler's checks, trade clcc.eptances, certified check, 
registe1 ed checks, telegrams, etc.) 

• 

\'. Use of Credit 
1. Show the Film- ":\Iodern Banking"- Education Film 

Service, National Ca h Register Co, Dayton, Ohio, or 
any suitable films. 

2. Take a field trip to the local bank. 
• 

3. Invite a speaker from the local bank. 
4. Hold a debate on Cash Pa)ments vs Credit. 
5. Devote a section of the notebook to this topic. 

VI. Thrift 

1. HaYe each student develop a budget for personal use 
. 2. Devote a section of the notebook to this topic. 

VII. Record Keeping 

1 Exemphf) a personal budget. 
2. Suggest and guide part-time jobs 111 record-keeping. 
3: DeYote a ::,ection of the notebook to this topic 

VIII. Travel 

1. The teacher or the school may subscribe to travel maga-
• zines 

2. Show suitable movies on t1 a vel 
3. Students n1ay plan a trip by automobile, train, plane. 

steamship-including in their plans the route numbers, 
mileage, hotel reservation, etc. 

4. Compare each of the trips preceding as to cost, speed, 
and convenience. 
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5. Students rna~ corres{Jond \\ Ith foreign students through 
lists obtained from the Red Cross or other Exchange 
facilities. 

6. Devote a section of the notebook to this topic. 

IX Shipping goods 

1. Invite a representative from the post office to address 
the class. 

2. Take a field trip to a fre1ght depot -or post office. Each 
student should practice wrapping a package. 

3. Drav.' a zone map for parcel post and calculate the 
postage on packages. 

4 Investigate the various methods of shipping goods 
5. Show films-(giving an introduction before showing, 

and following the movie with a class discussion)­
"Your Friends, the Railroad"-Agriculture Relations 
Dept., N. Y. C. Line, Chicago, Ill. Free. 
''From the Horseless Carriage Age to Horseless Age", 
Extension Division, University of Colo., Boulder, Colo. 

X. Rapid Communication 

• 

1. 1\Iake a visit to the telephone or telegraph offices . 
• 

2. Practice in class on telephone instruments borrowed 
from the telephone company or any dummy telephones 
as part of the school equipment . 

3. Show the film- "The Big Little Fellow", obtainable 
from any Bell Telephone office. (Each Bell Telephone 
Co. has considerable visual and audiovisual material 
which it will generously lend to the schools.) 

4. Competitive games may be used to facilitate rapid use 
of telephone directories. 

5. Examine telegrams, radiograms, cablegrams, in form 
and uses of each. 

6. Compile a list of new words brought into use by the 
radio, telephone and telegraph. 

7. Exhibit stamp collections of the students and or begin 
a class stamp collection. 

8. Devote a section of the notebook to this topic 

XI. Office Activities 

1. VIsit the offices of the 'arious establishments visited 
in connection with other field trips 

2 Organize the class into an off1ce, appointing each mem­
ber to some position. 

3. Secure part-time work for some of the students with 
the faculty or school board. 

4. Devote a part of the notebook to this section. 
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XII. Insurance-Life, Health, and Accident 

1. Inquire of Iowa resident agents as to the legal aspects 
of insurance. 

2. Interpret the forms of the policies. 
3. Inv1te a local insurance representative to address the 

class. 
4. Devote a section of the notebook to this topic. 
5. l\Iake hsts of the risks that are Insurable-those not in­

surable. 
6. Collect daily newspaper clippings concerning fires, ac­

cidents, and their causes. 
7. Order the pamphlet-"Am I getting the most out of my 

insurance?" It is free from the Equitable Life Assur­
ance Society, 393 7th Ave., New York. 

8 Collect old and expired insurance policies and discuss 
their merits and shortcomings. 

9. Collect data on hospitalization. 
10. Write to insurance companies asking for information on 

various kinds of insurance. 

XIII. Property and Liability Insurance 

1. Examine actual property and liability insurance policies 
-present students with sample policies from the dif­
ferent companies. 

2. Take a field trip to an Insurance office or have an in­
surance representative talk to the students in class. 

3. Have the students take Inventories of their own prop­
erties and of household furnishings. 

4. Have the students discuss problems in which they must 
apply principles and theories of insurance plans. 

5. Fill out an actual application for insurance. 

XIV. Buying 

1. Take a field trip to a large company's purchasing de­
partment. 

2. Give actual experience in writing out orders, recording, 
etc. 

3. Discuss problems the buyer must consider in purchasing 
articles. 

4. \Vork with other teachers- secure the permission to 
have students help them buy materials for other depart­
ments. 

5. Give the students vicarious experience in buying stock 
by having each student select some company's stock 
listed in the newspaper and follow it daily for a period, 
determining at the end his gain or loss. 
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XV. Selling 

1. Investigate the possibilities of students \\·orking in a 
local retail store. 

2. Give practice in using a cash register, making sales 
slips, etc. 

3. Have the students sell things to each other to support 
their own organizations, etc 

4. Investigate the possible vocational opportunities in the 
field of selling. 

XVI. Business information source 

1. Investigate sources in the library using the card cata­
logue, etc. 

2. Use the dictionary in investigating business terms. 

3. Have each student select a topic to investigate ;- write 
to the Supt. of Documents, Gov't. Print1ng Office, Wash­
ington, D. C., to secure a price hst and other informa­
tion. 

4. Devote a section of the notebook to this topic . 
5. Secure for your library a copy of Sources of Business 

In formation, by Coman, published by Prentice-Hall, 
1949. 

XVII. Oral and written communication 

1. Have the speech teacher address the class as to the 
importance of effective speaking 

2. Invite a sales representative from some local progres­
sive business firm. 

3. Analyze each student's speeds recordings (each student 
may make 2 recordings of a persuasive salestalk-before 
and after criticizing it. ) 

4. Each student may have a record of his observations 
and reports on local sales persons. 

5. Devote a section of the notebook to this topic. 

XVIII. Legal features in business 

1. Hold a class discussion led by a local attorney on legal 
features in business which we as citizens should know. 

2. Make a trip to the state house to observe the legisla­
ture. 

3. Collect newspaper clippings concerning recent legal 
actions, and also collect various legal forms for the 
notebook. 

4. Have the students develop legal contracts. 
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XIX Business O\vnership and operation 

1. l\Iake or secure an organization chart of a corporation 
and con1pare it with that of a partnership or a ~Ingle 
proprietorship. 

2 Classify the local businesse~ according to types of or­
ganization, and d1. cuss the services of each to the com­
munity. 

3. Compile a hst of la\vs go\ erning the establishment and 
dissolution of business; the division of profits; the lia­
bility for debt. 

4. Devote a section of the notebook to this topic. 
5. Take a field trip to some local business \vith the pupil 

be1ng instructed as to \Vhat to observe, and follow the 
trip with a diSCUSSIOn. 

6. Bulletin board that Is being maintained should be kept 
up to date on the current topic. 

7. Assign or have the pupil select a topic from the list of 
laws 1n number three. Th1s can al o be done by com­
mittees. Present and explain it to the class. 

• 

8. Discuss outside readings on the advantages and disad- • 
vantages of the different types of business ownership. 

9. Hold a class discussion on the advantages and disadvan­
tages of owning your O\\.,n business versus working as 
an employee. 

10 Have the students draw up charts on the various busi­
ness enterprises and then compare and discuss them 
in class. 

11. Have students help maintain the bulletin board, col­
lecting materials and placing them on the boards (later 
placed in class scrap book ) 

XX. Personal development 

1. List the factors that contribute to a pleasing person­
ality; to a desirable character. 

2. Read about and discuss the biographies of several suc­
cessful business men or women- stressing personal 
qualities. 

3. Devote a section of the notebook to this topic. 

XXI. Employment in business 

1. Select a number of desirable positions in the coinmu­
nity and list the necessary qualifications for each one. 

2. List the various ways of learning about a position. 

3. Discuss the types of information usefu 1 to a businef)S 
~an ~:hich may be found in the city directory, te lephone 
directory, world almanac, rating books, etc. 
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4. Have talk .. by prominent business men and \Vomen in 
regard to employment opportunities In their field. 

5. Collect materials for the bulletin board such as, sample 
application forn1 , application letter~, or pertinent ma­
terial. 

6. vVrite to different institutions (colleges, universities 
and private business schools), requesting information 
on opportunities for advaneed training. 

7. l\Iake a community sur\ ey or find out what. jobs are 
open and \vhat are the qua lifications for each. 

8 Select from the "\vanted'' advertisements In the news­
paper and \vrite letters of application in 1·eply. 

The following r ecently published pamphlets ~rill help your 
students get the addresses of co-opernting firms and the exact 
department of F ederal government f1 om ~ h1ch to ask fo1 spe­
cific materia l. 

1. Free and Inexpensive Learning· l\Iateria l Bulletin- George 
Peabody College for teachers, F!cld Study No. 9- Price: 25c. 

2. Business Education-75c- 1941, New J ersey State Teachers 
College, Upper 1\lontclair, New J ersey 

3. Consumer Education- 50c-1945 -add ress same as above. 
4. Teachin g l\Iaterials in Elementary Business Education- South­

Western Publishing Co. 

S GGESTED TEXTBOOK 

Brewer, John 1\Ia rks, Hurlbut, Floyd, and Caseman, Juvenilia, 
Introductory Bu iness Training, Ginn and Company, 1940. 

Crabbe, Ernest H., and Salsgiver, Paul L., General Business with 
Applied Arithmetic, South-Western Publishing Company, Fifth 
Edition, 1946. 

Goodfellow, Raymond C., The Fundamental of Bu iness Training·, 
The 1\Iacmillan Company, 1940. 

Hamilton, Charles W., Gallagher, J. Frances, and Fancher, 
Charles, P reparing for Bu ines , Prentice-Hall, Inc., 1944 . 

. Jon es , Lloyd L., Our Bu ine Life, The Gregg Publishing Com-
pany, Fourth Edition, 1948 

I<irk, John George, Buckley, Harold B., and Waesche, 1\iary A, 
Introduction to Busines , The John C. \Vinston Company, 19:38 

Nichols, Frederick G., J unior Bu ines Training for Economic 
Living, American Book Company, 1916 

Polishook-Be ighey-Wheland, Elements of General Bu iness, Ginn 
and Company, 1945. 

Reed , Clinton Arthur, and l\ Iorgan, V J., Introduction to Bu .. ine ... , 
Allyn and Bacon, 1940. 

1 
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Sl"fGGE TED PPLE1\1E~TARY REFEREN E MATERIAL 

Barnhart, Wilbur S , and 1\Jiaxwell, Leslie B., ocial-Busines .. 
Arithmetic \vith Introduction to Bu ine , 1\lentzer , Bush and 
Company, 1937. 

Beighey, Clyde, and Spanabel, Elmer E .. Fir t tudie in Bu ine : 
\Vith Correlated Arithmetic, Ginn and Company, 1936. 

Denison, l\1errill, Ad\ ancing America; The Drama of Transporta­
tion and Communication, Dodd, l\Iead and Company, 1936. 

Dodd, James Harvey, Introductory Economic , South-Western 
Pubhshing Company, 1940. 

Giles, Ray, Your Money and Your Life In urance, H ar per and 
B1 others, 1935 

Kitson, Harry Dexter, I Find My Vocation, McGraw-Hill Book 
Company, Inc., 1931. 

Leuck, 1\Irs 1\Iariam, Field of Work for Women, D. Appleton­
Century Company, 1938. 

Odell, William Rockhold, and others, Bu ine : It Organization 
and Operation, Ginn and Company, 1937. 

Oglesby, Catharine, Business Opportunities for Women, Harper 
and Brothers. 

Owens. David F., Controlling Your Personal Finances, McGraw­
Hill Book Company, Inc. 

Pitkin, Walter Boughton, New Career for Youth, Simon and 
Schuster, 1934. 

Rasely, Hiram N., Finding Yourself, Gregg Publishing Company, 
1937. 

Rice, Louis A., Dodd, James H., and Cosgrove, Augustin L., First 
Principles of Business, D. C Heath and Company, 1944. 

Selby, P. 0., Index to the Teaching of General Bu iness, Research 
Press, Kirksville, Missouri, 1939. 

Shields, Harold Gustav, and Wilson, W. Harmon, Consumer Eco­
nomic Problems, South-Western Publishing Company, 1945. 

Shilt, Bernard A., and Wilson, W. Harmon, Business Principles 
and Management, South-Western Publishing Company, 1940. 

Shumway, Henry Irving, Young Men Who Have Succeeded, L. D\ 
Page and Company, 1936. 

World Almanac and Book of Facts, New York World-Telegram, 
New York. 

SUGGESTED SOUND FILMS FOR SUPPLEMENTARY USE 

Bookkeeping and Accounting. 
Distributing America's Goods. 
Fred Meets a Bank. 
Know Your Money. 
New Voice for Mr. X. 
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l\1anaging the Family Income. 
Banking as a Career. 
Bookkeeping and You. 

Note: These films may be obtained on a rental basis from the 
Bureau of Visual Instruction, State Un1vers1ty of- Iowa, Iowa City, 

Iowa, and from other film libraries . 

• 

• 
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OFFICE PRACTICE 

I TRODUCTORY TATEI\1E T 

Else\\ here in this handbook IS a course of stud} for S~CRE­
T ARIAL PRACTICE. That course 1s one offered as a final voca­
tional preparation for pupils skilled in the use of shorthand­
for those who aspire to secretar1al positions OFFICE PRACTICE 
refers to a somewhat comparable type of course which om1ts all 
shorthand and shorthand transcription and \\'hich is offered as a 
final vocational preparation for general office v-'ork. 

In large offices, particularly, and 1n many sma ller offices, the 
number of employees who never use shorthand far exceeds the 
number of those who do. They do various kinds of general and 
clerical work depending on the partlcu lar office In \vhich they 
work. However, there are many of their duties which are found 
in most offices and which require special skills, knowledges, and 
techniques that cannot readily be learned in the office. 

All general office workers definitely should be competent 
typists. This, of course, includes competency in the use of the 
typewriter as a tool in many types of actual production work. 
The OFFICE PRACTICE course is intended to provide a means 
of acquiring experience, skill, and confidence in the use of the 
typewriter in actual job situations as a major objective of the 
course. 

In addition there are many other commonly used skills, knowl­
edges, and techniques which should form a part of this course 
Some, such as transcription from voice-recording instruments, di­
rectly involve the use of thr typewriter Others, such as filing, 
use the typewriter only indirectly. 

Place of the Course in the Curriculum : In larger high schools 
where mu lti-business curriculums are possible, the OFFICE 
PRACTICE shou ld be the final finishing course in a vocational 
clerical curriculum. Thus, it would be either one or t\\ro semesters 
in the senior year. 

11any smaller high schools, however, should consider care­
fully the advisability of using such a course; this would be par­
ticularly true of those smaller high schools which do not feel 
they have a place for shorthand in their program. In such cases 
OFFICE PRACTICE may well replace the last semester of '"·ork 
(at least ) of the second year of typewriting. 

Content of the Course : The course is composed of seven units 
which cover the fields of personality development, caring for th ';.' 
mai l, the use of the telephone and telegraph, business papers, 
duplicating, filing, and the use of office machines. A maximum 
amount of actual '"'ork should be given in applied typing job , 
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such as the mail, the business vape1 s, duplicating, etc The 
amount of Instructional time to be de\ oted to various type· or 
office machines will, of course, have to vary \Vith equipment 
available and with the probable needs of the student after 
graduation. 

Nature of the Cour"'e: Since OFFICE PR.A.CTICE IS mainly an 
activity prog1 am, there are fe\v suggested activities For further 
considerations of the possibilities of outside activities, and the 
means of organizing the clas~room. 1 eference can be made to t ht: 
SECRET A RIAL PRACTICE outline. 

PE R 0 ALITY DEVELOP l\IE r TT .A TD C'H .AR ACTER TRAIT:, 

I. ObJectives: 

A. To help pupils to recognize their own limitations 
B. To give pupils the proper perspective for their cho::,en 

field 

C To develop a wholesome personaht) and good physical ap­
pearance 

D. To help pupils better to meet the everyday problems that 
will arise in their personal relationships with others 

E. Definition of the word "Per~onahty" 

II. Content Outline: 

A. Analysis of appearance 

1. Personal clean liness 
a. Soaps 

b. Teeth, skin, hair, etc. 

2 Grooming 
a. Dress 

(1) Neatness 
(2) Attractiveness 
(3) Appropriateness 
( 4) Color, line, etc. 
(5) Perfun1e and jewelry 

b. Cosmetics 
c Posture 

B. Speech 

(1) Walking 
(2) Standing 
(3) Sitting 

1. Tone of voice 
2. Enunciation 
3. Pronunciation 
4. Vocabularv 

• 
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C. Essen tlal qualities (character traits) 
1. Honesty 
2 Punctuality 
3 Cooperation 
4. Initiative 
5. Dependability 
G. Cheerfulness and enthusiasm 
7. Poise and self-control 
8 l\Ien tal growth 
9. Industry 

D. Health 
1. Effects on efficiency 
2. Effects on advancement 
3. Effects on income 
4. Hobbies, clubs, etc. 

E. Business ethics 
1. The so-called ((Everyday manners" 

2. Table etiquette 
3. Introductions 
4. Rules of courtesy 
5. Personal problems 
6. Boy-meets-girl situations 

F. Applying for the position 
1. Application blanks 
2. Personal data sheet 
3. Letter of application 
4. Sources of information 
5. The personal interview 

III. Suggested Activities: 

A. Present visual aids, in the form of movies on "Good Groom­
ing", rating personal appearance charts, etc. 

B Practice interviews for different types of office positions 

C Have students present problems which will apply the prin­
ciples they have learned about character traits, etc. 

D. For further activities and procedures, refer to the outline 
for ecretarial Practice. 

MAIL 
I. 0 bj ecti ves: 

A To allow the student to go through the complete process 
Involving preparation and study of incoming mail 
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B To give the students background for an important office 
task 

II. Content Outline: 

A. Outgoing mail 
• 1. Enghsh mechanics rev1e"· 

a. Grammar 
b. Punctuation and capitalization 
c. Spelling 
d. Syllabication 
e. T1tles of add I ess 

2. Revie~· of the business letter 
a. Letter st} les and forms 
b. Carbons 

(1) Second sheets 
(2) Erasing 

c. Re-insertion 
3. Business reply cards and en' elopes 

a Enclosures for others 
b. Filhng out for retu1 n 

• 

4. Addressing envelopes 
a. Forms 
b. Envelope sizes 
c. Speed assembly proce5s 

5. Folding and inserting 
a. Envelope size 
b. Type of envelope (windo,,· or regular) 
c. Enclosures 

6. 'Veighing mail 
a. Small scale 
b. Classes of mail, \\eight limits 

7. Affixing stamps 
a. Machine 
b. Hand-speed strip method 

8. Automatic mailing machines 
9. Postal information 

a. Use of charts and tables 
b. Zones 

10. Mailing lists 
a. Sources and compilation 
b. File ca1·d lists 

( l ) Filed by occupation, subject of interest, etc. 
(2 ) Styles: 

Address 
Index 
Revision 

c. "Cse of credit information (Dun & Bradstreet) 
d. Addressing machines 
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B. Incoming mail 
1. Preliminary sorting to remove pe1 sona l correspondence 
2. Opening 

a. 1Iachine-large volume 
b. Hand-small amount 

3. Enclosures 
a. Attach to letter 
b. Note omissions 

4. Attach previous correspondence (according to office 
policy) 

5. N arne and address of sender 
a. Write on if missing; or 
b. Attach envelope (according to office policy ) 

6. Dating-stamp for time and date 
a. Electric machine 
b. Hand rubber stamp 

7. Sorting 
a. By departments, offices 
b. For particular boss (by secretary) 

( 1) Telegrams and important memoranda 
(2) Personal mail 
(3) Regular mail 
( 4) Advertisements 
( 5) Magazines and papers 

8. Distribution 
9. Routing of mail to be seen by several 

10. Special memoranda 

III. Suggested Activities: 

A. lVIail out circulars for an office or for the school 

B. Sort out dummy mail. Route it, applying the principles 
learned 

C. Work with postal charts and postal information 

D. Use visual aids, such as movies, on the movement of mail 

E. Refer to Secretarial Practice outline 

TELEPHONE AND TELEGRAPH 

I. ObJectives: 
A .. To realize the importance of good telephone usage in build­

ing up good will for the company 

B. To appreciate and understand the important part played b} 
the telephone in the business world 

C. To learn the proper way to use the telephone for different 
• occasions 
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D. To understand how to make out telegrams, and to use the 
different telegraphic services 

II. Content Outline: 

A. Telephone 

1. Clas&es of service 
a. Local 
b. Toll 

(1) Station-to-station 
(2) Person-to-pe1 son 
(3 ) Appointment 
( 4) 1\lessenger 
( 5) Emergency 

2. Using the telephone 
a. Answer promptly 
b. Speak directly into the n1outh-piece 
c. Identify oneself and one's company 
d. Speak with courtesy and clearness 
e. 1Iake careful memorand urn of the message 
f. Rules for personal use of the telephone 
g. Time zones 

3. Using the telephone directory 
a. Information about telephone service 

(1) Business transactions 
(2) General information 
(3) Special telephone service to n1eet particular 

needs 
( 4) How to place calls 

b. Use of general subscribers' numbers 
( 1) Local numbers 
(2) Preparation of directorv lists for frequently .. 

called businesses 
c. Classified section 
d City and county data 

B. Telegraph 
• 1. Selecting the serv1ce 

a. Importance 
b. Cost of message 
c. Length of message 
d. Speed of delivery 
e. Liability of telegraph 

2. Classes of services 
a. Telegram 

company 
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b. Day letter 
c. Night letter 
d. Serial service 
e. Times wire 

3. Preparing the message 
a. Counting the words 
b. Telephone the message 
c. 1\Iailing the confirmation 
d. Code messages 
e Transfer of money by telegraph 

III. Suggested Activities: 

A. Use local and city telephone d1rector1es for class work 
B. Work out problems of answering the phone 
C. Use free materials from telephone and telegraph compan1e:::. 
D. Field trip to telephone office 
E. Use vislfal aids prepared by the companies 
F. Use a dummy or real telephone to practice techniques 

BUSINE S PAPER 

I. Objective: To give special attention to the typing of business 
papers and reports 

II. Content Outhne 

A. Business reports 
1 Arrangement of typed material 

a. 1\iargins 
b. Titles 
c Headings 

2. Long business report 
a. Title page 
b. Table of contents 
c. Introduction or foreword 
d. Body (refer to arrangement of typed material ) 
e Recommendation or conclusion 
f. Paging 
g. Bibliography 
h. Illustrations 
i. Binding 

B. Rough drafts and proofreading 
1. Preliminary copies 
2. Typing from rough draft 

a. Understanding of proofreader's marks 
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b. Consideration of transpositions, additions, and de­
letions 

C. Typing of minutes and resolutions 

1. Arrangement in order of procedure (Robert's Rules of 
Order) 

2. Typing of minutes 
a. Formal in nature 
b. Corrections (not re-typing) 

3. Resolutions (types ) 

D. Typing of legal papers 

1. Spacing 
a. Double space 
b. Legal paper 

2. Erasures 
a. Letters of unimportant \Vords may be erased 
b. If error IS in a ~rord which might be interpreted 

• 

incorrectly, then the paper should be re-typed • 

3. Numbers, dates, and titles J 

4. Legal terms 

5. Printed legal forms 

6. Typical legal forms 
a. Contract (simple ) 
b. Leases 

E. Banking and financial duties 

1. Checks 
a. Kinds of checks 

(1) Personal checks for employer 
(2) Company checks 
( 3) Certified checks 

b. Writing a check 
( 1 ) Filling out the check 
(2) Signature 
(3 ) Fill out stub 
r 4) Dating and post-dating checks 

c. Endorsements 
d. Interpretation of bank statements 
e. Reconciliation of bank statements 

2 Postal money orders 

F. Tabulation 
1. Full page tables 
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2. Short f inancia l report~ 
3. Blank forms 

G Specia l forms an d skills 
1. Business r eply cards 
2. Addressing envelopes chc.dn style 
3. Index cards 

III. Suggested Activit ies : 

.A .. Use blank forms f r om lawyers and bustness people 

B. l\Iake up forms and tables fo r students to use for practice 
typing 

C. Get samples of bank mate rials, or rather have students get 
t hem. Then discuss t he banking se1 vices in the particulat· 
community 

D. Reconcile a bank statement, actual or imaginary 
E. Type the minutes of a school club meeting 
F. For additional activit ies, see Secretarial Practice outline 

DUPLICATING 
I. Content Outline 

A. How to type a s tencil 
1. Arrangement and posit ion 
2. Making corrections 

B. How to operate the mimeogr aph dup licato r 

C. How to use the mimeoscope 
1. Lettering guides 
2. Preparing a ruled f orm 
3. Preparing a two-color job 
4. Preparing a French-fold Christmas card 

D. How to prepa r e a mimeogr aph duplicat ed school newspaper 
1. H eadlines 
2. Two-column type 
3. Prepa ring dummies 

E . Gelatin dupl icator 
1. How to pr epar e a master copy 
2. How to use ge lati n 

F . Fluid duplicator 
1. How to prepa r e a master copy 
2. How to use the machine 

II. Suggested Activities : 
This action unit will r equire no outside activit ies, since t he 
unit itself is an activity unit . 
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FILl G 
I Content Outhne 

A. Purpose of filing 
1. To make records readily available \Vhen they are 

needed \vhether for reference or evidence. 
2. To keep all related n1aterials together 5o that the his­

tory of dealings \\-'Ith one firm or one Indi\Idual \'\rill 
be available in one place 

3. To provide a permanent and safe place for records of 
business Information and transactions during the time 
the records are not in use 

4. To provide the "memory" of the firm 
5. To proYide a place for original records 

B Scope of filing 

1. All types of correspondence related to business matters 
-incoming letters, interoffice communications, tele­
grams, and carbon copies of outgoing comn1unication 

2. Checks, statements, Inventories, price h sts, and ac 
counting records 

3. Invoices, freight bills, bills of lading, and shipping re-
ceipts. 

4. Legal documents 
5. Blue prints and maps 

6. Catalogs and trade magazines for immediate use 
7. Newspaper and magazine clippings 
8. Records of stock, customers, personnel, mailing lists 

C. Kinds of f1les 

1. Pigeonhole 
2. Spike or spindle 
3. Box file 
4. Bellows 
5. Flat 
6. Vertical 
7. Visible index 
8. Hanger 
9. Ordinary card index 

10. Shannon 

D Steps preparatory to filing 

L Collect material 

2. Inspect material to be sure it has been r eleased for 
filing 

3. Sort the material 

- 170 -

• 

.. 

• 



• 

4. The material may be coded at the same time it 1s file 
sorted 

a. It Is coded under the name of the business \vhen: 
( 1 ) That name is a part of the letterhead 
(2) That name is u~ed in the n1s1de address of the 

outgoing letter 
(3) That name is used in the heading or as a part 

of the signature in a letter ~'ritten on plain 
paper 

(4 ) That name is mentioned in the body of the 
letter and is the most in1po1 tant name in the 
letter 

h. \Vhen the letter is of a personal nature, it IS coded 
under the individual's name even though It bears 
the company name in some form 

c If a spec1al folder fer a special sub]ect is pro­
vided, such as Happlica tions", all letters pertaining 
to that subject are coded w1th the folder's caption 

E. Filing 

• 

1. General rules 

a. All correspondence is placed with the letterhead to 
the left side of the folder, the writing forward 

b. The letter with the latest date is placed nearest the 
front of folder · 

c. In a special folder, such as "applications," the cor­
respondence is placed in stl ict alphabetical order 
according to the names of the individuals 

2. Types of filing 

a. Geographic- alphabetically by name of place 

b. Subject- alphabetically by name of the subject men­
tioned 

c. Numeric-the correspondence is assigned a num­
bered folder, which number appears on a card. The 
card is filed by any one of the other methods 

d. Alphabetic 
( 1 ) Folders are placed in a file and material is 

filed in these in strict alphabetical filing 
(2) Variadex filing 

(a) Alphabetic guides appear in two positions. 
The first position is used for letters of the 
alphabet and the second position for more 
common names 
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( b ) In the third pos1 tion a re the alphabetical 
folders having the same name plates as the l 
alphabetical guides. Papers ar e filed in 
these folders until they become numerous 
enough or in1portant enough to justify the 
mak1ng of an individual folder for them 

(c ) In the fourth pos1tion are the tabs of in­
d1v1dual folders 

(d ) Very active correspondents are given a 
guide in the fifth position to head Individ­
ual fo lders 

F. Cross references- sho\\ s under what nan1e or caption ma­
terial IS filed and also the location of like matter 

1. Cross reference sheets 

2 Cr oss reference card8 
a. Usually on 3" by 5" cards 
b. Show nan1e or number under which card is filed 
c. Show r efer ence to other names or subjects under 

which matter or like matter is found 

3. "See" is used when actual matter is referred to 

4. "See also" is used when hke matter is r eferred to 

5. The letter or materia l I S coded in the following man­
ner: 
a. Write t he name by which the material may be re­

quested in the margin-or, if the name appears in the 
letter, underscore It and write "X" in the margin 

b. Prepa re the cross reference card or sheet 

III Suggested Activities: 

A Make the unit an activity unit with the use of a dummY 
filin g unit and perhaps workbook 

B. Take the class on field trips to offices using differing 
filing systems, such as implement shop, lawyer's office. 
gr ocery store, bank, courthouse. (Or have them give re­
ports) 

C. Time practices in indexing, coding, filing, and finding ma­
terial in the systems. 

D. Give diagnostic tests of knowledge of f1ling rules, sup­
plemented by remedial work 

E Give students work in advance and have them keep a fol­
low-up file on them 

F. K_eep over a period of a week an up-to-riate card index from 
births announced In a daily paper 
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OFFICE MACHINE 

L Content Outline 

A. Full keyboard adding listing m ach1ne 
1. Simple addition 
2. Addition of numbers containing several figures 
3. Addition of numbers containing c1phe1 s 
4. Subtraction 
5. Use of subtraction in correcting errol s 
6. Use of the non-add key 
7. Use of the repeat key 
8. l\1ultlplication 
9. Use of the subtotal key 

10. Review 

B. Ten-key adding listing machine 
1. Simple addition 
2. Addition of numbers containing ciphers and repeated 

figures 
3. Addition of numbers containing se\ eral figures 
4. Finding the subtotal 
5. Subtraction 
6. Use of the non-add key 
7. Use of the repeat key 
8. l\1 ul tiplica tion 
9. Division • 

10. Rev I e\\y 

C. Crank-driven calculator 
1. Addition • 
2. Subtraction 
3. Adding and s ubtracting constants 
4. Multiplication 
5. Constant multiplication 
6. Credit balances 
7. Di\ is ion 
8. Fixed decimal point in multiplication 
9. Accumulative multiplication 

10. Review 

D. Kev-driven calculator 
~ 

1. Touch addition introduced 
2. Touch addition- development continued 
3. Touch addition- two-key ascent 
4. Touch addition- two-key descent and decimal 
5. Touch addition- combining of keys 
6. l\1ultiplication 
7. Subtraction 
8. Simple division 
9. Review 
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E. Recording units 
1. Parts of machine 
2. Instructions for operating machine 
3. Instructions for typing a mailable letter 
4. Instructions for transcribing dictation 
5. Transcribe letters 
6 Dictate letter s Into a recording machine 
7. Use of the s having machine 

F. Small office machines 
1 Envelope sealer s 
2. Postage scales 
3. Stapler 
4. Date stamper 
5. Paper cutter 
6. Punch 
7. Other machines which the school may have or which 

are in use in the communitJ such as a teletypewriter, 
electric typewriter, booking machine, etc. 

II. Suggested Activities: 
Since this is a n activity course, the only suggested activity 

is the giving of tests on the different units of machines, with 
perhaps time left for remedial work. 

REFERENCE BOOKS • 

Personality Development 

Post, Emily, Etiquette the Blue Book of ocial Usage, Funk and 
Wagnalls. 

Codes, Hazel R., Good Looks for G1rl , Harcourt, Brace and Com­
pany, 1932. 

King, Eleanore, The Eleanore King Home Cour e in Beauty, 
Charm, and Poise, Prentice-Hall, Inc., 1947. 

MacGibbon, Elizabeth G., Fitting Yourself for Bu ines , Second 
Edition, McGraw-Hill Book Company, Inc., 1947. 

l\1arsh, Hallie 1\larie, Building Your Personality, Prentice-Hall, 
Inc., 1938. 

Turner, Bernice C., The Private ecretary' 1\Ianual, Revised 1\fan­
ual Edition, Prentice-Hall. Inc., 1942. 

Hutchinson, Lois Irene, tandard Handbook for ecretarie , 
Fourth Edition, :\IcGraw-Hlll Book Company, Inc., 1944. 

Plimpton, Ruth, Effective Secretarial Practice , South-Western 
Publishing Company, 1941. 

Cressey, Marian. Personality Development for Bu ine Girls 
and Boys, South-Western Publishing Comp any, 1947, 1\Jono­
graph No 67. 

Gregg, John Robert, Applied .. ecretarial Practice, The Gregg 
Publishing Company, 1941 . 
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The Mail 

Aurner, Robert, Effective Bu ine Corre pondence, South-\\-est-
ern Publishing Company, 1939. 

Gregg, John Robert, Applied ecretarial Practice, Gregg Pub­
lishing Company, 1941. 

Larsen, Lenna, Freitag, Lynda, and Koebel e, Apollonia, tenog· 
rapher's Reference Manual, South-Western Publishing Com­
pany, 1940. 

Loso, Foster W., and Agnew, Peter L., ecretarial Office Prac­
tice, South-Western Publishing Company, 1943. 

Stickney, Rufus, and Stickney, Blanche, Office and Secretarial 
Training, Prentice-Hall, Inc., 1940. 

Brewer, Hurlbut, Caseman, Introductory Bu iness Training, Ginn 
and Company, 1940. 

Hamilton, Gallagher, Fancher, Preparing for Bu iness, Prentice­
Hall, Inc., 1944. 

Beamer and Plimpton, Effective ecretarial Practices, South­
Western Publishing Company, 1944. 

Hutchinson, L. I., Standard Han dbook for ecretaries, l.YlcGraw­
Hill Book Company 

Telephone and Telegraph 

Faunce and Nichols, Secretarial Efficiency, 1\IcGraw-Hill Book 
• 

Company, Inc., 1948. 
\Vanous and Erickson, The Secretary' Book, Ronald Press, 1948. 

Hainfield, C. F., Secretar ial Practice, Lyons and Carnahan, 1935 

Fisher and Pendry, Secretarial Practice for Colleges, South-
Western Publishing Company, 1943. 

Hutchinson, L. I., Standa rd Han dbook for ecretaries, F1fth Edi­
tion, Whittlesey House, 1947. 

Gregg, J. R., The Private Secretary, Gregg Publishing Company, 
1944. 

Crabbe and Salesgiver, General Business, South-Western Pub­
lishing Company, Fifth Edition, 1946. 

Buchlar, E. C , l\Ialoney, ::\Iartin, You Sell With Your Voice, Ronald 
Press, 1939. 

Turner, B. , T he Private ecretary' Manual, Prentice-Hall, 
Inc., 1942. 

Ballard and Wright, .A Other Hear You, Appleton-Century Com­
pany, 1942 

THE VOICE WITH A Sl\IILE, Northwestern Bell Company ( Free 
Pamphlet ). 

YOU AND YOUR TELEPHONE, Northwestern Bell Compan~ 
(Free Pamphlet ) . 
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Bu ine Paper 

Hainfield, C F., ecretarial Practice, Lyons and Carnahan, 1934. 
Noble, H. S., Accounting Principle , South-\Vestern Publishin_g­

Company, 1945. 
Hutchinson, L. I., , tandard Handbook for ecretarie , Fifth Edi­

tion, 1947. 
\\" anous and Erickson, The ecretary's Book, Ronald Press, 1948. 
Stickney and Stickney, Office and ecretarial Training, Prentice­

Hall, 1938. 
Hamilton, Gallagher, and Fancher, Workbook Preparing for Bu i­

ne , Prentice-Hall, 1943 
Gregg, Applied Secretaria l Practice, Second Edition, Gregg Pub­

lishing Company, 1934. 
Loso and Agne,\·, ecretarial Office Practice, South-\Vest ern 

Pubhshing Company, 1937. 
Turner, Bernice C., T he Private ecretary' Manual, Prentice­

Hall, 1942. 

Duplicating 

Elwell, Zelliot, Good, Busine Record Keeping, Ginn and Com-
pany, 1944. (Chapter 14) 

Faunce, F. A., The Practical Manual for Office Worker , :\Ic­
Graw-Hill Book Company, 1945. 

Shilt-\Vil son, Bu ine Principle of l\1anagement, South-\Yestern 
Publishing Company, 1940. 

Alexander, E. \~l .. How to l T e Duplicating Machine , Gregg Pub­
lishing Company. 

Agnew, P. L., Fundamental of Mimeograph tencil Duplication, 
A B. Dick Company. 

Gregg, Applied ecretarial Practice, Gregg Publishing Company, 
1941. 

Loso and Agnew, Secretarial Office Practice, South-V\'estern Pub­
lishing Company. 

Neuner and Haynes, Office Management and Practice, South­
~" estern Publishing Company. 

Roberts, R. L., The Mimeograph Proce , A. B. Dick Company. 

Filing 

\ "i ible Records, Remington Rand, Inc .. 1930. 

Chaffee. Allen, Ho'" to File Bu ine s Papers and Record , l\fc­
Graw-Hill Book Company, Inc., 1940. 

Loso and Agne\v, Secretarial Office Practice South-Vlestern Pub-
lishing Company, 1943. ' 

Library Division. Progressive Indexing and Filing, Remington 
Rand, Inc., 1940. 

Stickney, Rufus and Blanche, Office and Secreta ria l Training, 
Prentice-Hall, Inc., 1940. 
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Office Machine 

Agne\v, Peter L., Office Machine Cour e-Adding and Calcu­
latin g l\1achines, South-\Vestern Publishing Company, 1942. 

l\Ionk, Ivy, Dictaphone Bu ine Practice, Lyons and Carnahan, 
1937. 

Fasnacht, Harold D., How to se Bu ines lachine , The Gregg 
Pubhshing Company, 1947. 

Stickney, Rufu s, and Stickney, Blanche G., Office and Secretarial 
Training, Prentice-Hall, Inc , 1931. . 

Loso, Foster VI., and H amilton, Charles W., Fundamentals of 
Office Practice, South-Western Pubhshing Company, 1931. 

Fisher, U. Nichols, ecretarial Efficiency. :JlcGra\v-Hill Book 
Company, 1948. 

::\IcHenry, L E., Equipment and Materials for Office Practice, 
National Business Education Quarterly 14: 25-6 December, 
1945. 

Hittler, G. l\I., Training Office Machine Operators, 20: 15-16, 
June, 1945. . 

Film and Filmstrips 

"Good Grooming" 16 1\ti.l\I. sound; running time 30 minutes, free, 
Pond's Good Grooming Service, 60 Endson Street, New York 
City, 13. 

"Good Grooming" Bristol-l\Ieyer Company, In ternational Building. 
Rockefeller Center, New York City. 

"You and Your Friends," State University of IO\A:a. Iowa City, 
Iowa. 

"vVhat Shall I Wear?" Free l\1odern Talking Picture Service, 
9 Rockefeller Plaza, New York City. 

T he following may be obtained, or information as to where they 
a re available, from the State Director of Vocational Education, 
Des 1\Ioines, Iowa, or the Film Service of the State University, 
Iowa City, Iowa. 

"1\Ien and lVIail." 16 mm. Sound. 
"Night i\Iail" Sound. Rental. 
"The Five C's of Business Letter Writing" Sound. 
"The Eight Parts of a Business Letter." Rental. 
"The Secretary's Day." Sound. 
"The Secretary Takes Dictation." Sound 
"Travels of a Postage Stamp." 16 mm Sound. Free 
"Tricks of the Trade for Typists." Silent. Rental. 

"Typing Tips." Sound. 
"What's an Office Anyway?" Sound. 
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Film trip 

35 mm Series. Color. Sale only. 

Pre enting the omma. Parts 1, 2, 3. 
Pre enting the Apo trophe. 
Pre enting the 'olon, emi-Colon, and Da h. 
Do You Kno'" Your Type,vriter? 
Pre ~enting Quotation 1\lark ~ . 

Film: "Letter Indexing" 16 mn1. 1 reel ound, Information Office, 
Tennessee Valley Authority, J{noxvllle, Tennessee. 

"Take a Letter Please," 16 mm. sound 21 minutes, Civil Ae1 onaut­
Ics Administration, Audio-\riSUctl Training Aids Staff (A-165 ) , 
Comme1 ce Building, \i\'ashington 25, D C. 

"Secretarial Etiquette" V.E.V.A 104 'Vest 61st Str eet, Purchase 
0 n ly, N e\v York 23, N' e\\' York. 

''Telephone Courtesy," }.:orth\Ye~tern Bell Company . 

• 
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RET AILING I A D II 

This is a suggested outline for a course in retailing. It Ib de­
signed for tvrelfth grade pupi ls and to cover two semeste1 s How­
ever, by eliminating certain units, it may be used as a semester 
course. 

Since one in every eight of this nation's gainfully employed 
persons is engaged in some form of reta1hn g, it s hou ld have a 
place in the high school curricu lum. Every city, to\\·n, and vil­
lage, no matter how small, offers opportunities 1n retailing to 
those \vho will manage their O\\'n businesse5. 

It is essential that the teacher of retailing be familiar ~'ith 
retailing procedures and believe in store ~rork as a vocation. A 
teacher should have had recent r etail store employment in ordei 
to do an adequate job of teaching a cou rse 1n retathng. 

OBJECTIVES OF RETAILING I A D II 

· 1 To show the student the wide scope of retailing and the op­
portunities for advancement in this field. 

2. To give the student a knowl edge of the organization of a re­
tail store and the relationships of the various departments. 

3. To give the student a kno\vledge of those traits and attitudes 
which are necessary to a successfu l salesperson. 

4. To give the student a measure of kno~'ledge of the common 
materials used in merchandising. 

5. To show the student the importauce of human relations and 
psychology in handling people. 

Developing a course outline in retailing to serve as a guide for 
all school s in Iowa is very difficult be<;ause the emphasis must, 
of necessity, be different to suit different communities. Some 
schools can offer the course for only one period daily for one 
semester while others devote one or two periods daily for a full 
~rear . The character of the classes will differ· some schools of­
fering training on the cooperative basts (In \Vhich students re­
ceive actual on-the-job training as a part of the course ) ; othe1 s 
offering only general training on a non-vocational basis. 

Time a llotment and the character of the class will determine 
~·hich units shall be included and the degree of their develop­
ment. Because this is true, an effort has been made to include all 
units for which any group might feel a need. Except for the 
fact that the units on salesmanship have been placed first and 
together (so that they may serve as the basis for a semester 
course in salesmanship ) , there has been no specia l effort to 
arrange the units in te~ching scqu(nce. 
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Because, at the present time, no textbooks cover all of the 
units and because the emphasis on different units varies, there 
is considerable variation in the degree of development of the 
various units in the outline. A fe\V un1ts covered very briefly in 
nearly all texts have been developed in great detail. 

THE COOPERATIVE PART-TIME RETAIL TRAI I G 
PROGRAM 

The relationship between theory and practice is often over-

• 

looked in education. Distributive education recognizes the im- J 
portance of both of these factors In the preparation of pup1ls for 
careets in the field of di tribut1on. Immediate application 1s a 
motivating factor in learning. Those responsible for its develop-
ment believe that, by close integration, school and work experi-
ence supplement each other an~ are vital to the success of the I 
program. 

Through this plan, students are at work in stores approxi­
mately half the time. Cooperative training may take the form of 
morning attendance at school with afternoon and Saturday work 
in stores. It may also take the form of attendance at school and 
at work on alternate weeks. This plan can be operated only when 
conditions are favorable to placements in stores on a part-time 
basis, and it presupposes the need of a trained coordinator to 
secure job situations which will prov1de good training, to im­
prove the student's performance by suggestion and conference, 
and to adjust the differences which may arise between employer 
and employee. 

In no course IS greater emphasis placed upon personal de­
velopment since personal relations are vital in retailing. Traiiung 
in poise, conduct, and in conversation and public speaking, is 
an important part of the course. Since practically every type of 
position is to be found in the retail store the student has an . ' 
opportunity to learn the requirements and opportunities of each 
position in a well organized and diversified training program. 

Basically, the objectives of the cooperative part-time program 
are identical to those of any retailing course. In addition, this 
program not only sets forth the objectives listed for the general 
retailing course, but a1ms at a higher degree of development of 
each. In this program the student demonstrates his ability 
to perform the duties of a job and the development of habits and 
skills which may enable him to earn a living in the distributiYe 
field. 

• 

\I 

v 

v 

v 

Content Outline 
(Brief form) 

I. Selling Your elf 1) 

A. Personality requirements for successful selling 
B. Preparing for employment 
C. Analyzing the position<; 
D. Analyzing yourself in relation to the positions 

- 182 -



E. Preparing for the interview 
F. Filling out the application 
G. Following up the interview 
H. Factors to consider after you ~ecure the position 
I. Employer-employee relations 

II. The Sales J ob 
A. The value of a selling job 
B. The mental laws of selling 

III. The Sales Process 
A. The steps in a sale 
B. Special skills in selling 
C. Non-selling duties of the salesperson 

IV. pecial Type of Selling 
A. Telephone selling 
B. 1\Iail order selling 
C. Demonstration selling 
D. Truck service selling 
E. Food service selling 
F. 1\iiscellaneous types of selling 

V. Origin and Hi tory of Retailing 
A. 1\Ieaning of retailing 
B. Primitive means 
C. Beginnings of retailing 
D. l\Iodern retailing 

\ ' 1. E t ablishing a Retail Bu ine 
A. Factors in successful retail operation 
B. Types of general stores 
C. Types of merchandise 
D. Ownership classification 
E. Sources of merchandise 

VII. Store Organization 
A. !\leaning of store organization 
B. l\Iost used form of organization 
C. Four major divisions 

VIII. tore Management Division 
A. Building maintenance 
B. Store services 
C. Personnel 

IX. Merch andise Division 
A. Organization 
B. Functions 
C. Buying the merchandise 
D. Procedure in regard to merchandise after purchase 
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X Publicity Divi ion 

A. l\Iajor functions 
B Color, line, and design 
C. Advertising and display 
D. Fashion promotion 

XI. Controller' Divi ion 

A. Major functions 
B. Accounts receivable 
C ... ccounts payable 
D. Credit and collection · 
E. Payroll 
F. Statistical department 

XII. Retailing as a Career 

A. Qualifications 
B Opportunities 

• 

C. Benefits derived from development of professional stand­
ards 

XIII. Materials of Merchandi ing 
• 

A. Need for merchandise information 
B. What the salesperson needs to know 
C. Preparation of merchandise n1anual 
D. Where and how to find information on merchandise 
E. Types of merchandise studied (including textiles) 

XIV. Marketing 

A. 1\tieaning and cost of distribution 
B. The manufacturer and his merchandise p1oblem 
C. The middleman and his merchandising problem 
D. Trade channe Is 

Content Outline 
(~lore detailed form) 

1. Selling Yourself 

A Personality requirements for successful selling 
1. Social Intelligence 

Good manners- Self control-Poise-Graciousness 
2. Good character 

Reliability- Honesty- Perseverance 
3. :Vleticulous grooming 

Bodily cleanliness- Special Care- Proper clothing 
4. Voice and speech 

l\Iod u Iation- Confidence- English usage 

B. Preparing for employment 
1 Study of dress requirements 
2 Location of positions 
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C. Analyzing the position 
1. Personal requirements 
2. Special requirements 
3. Opportunities 

D. Analyzing yourself in relation to the position 
1. What does the position require 
2. What do you have to meet the requirements 

E. Preparing for the interview 
1. Location and person to see 
2. Time and approach 

F. Filling out the application 
1. Information to have readv 

~ 

2. Points to consider in filling out the form 

G. Following up the intervie"\\' 
1. Time 
2. Methods 

H. Factors to consider after you secure the position 
1. How to adjust to the working conditions 
2. How to cooperate and to produce 

I. Employer-employee relations 
1. Personal 

a. Personnel adjustment 
b. Coordinating rights of employee \vith rights of em­

ployer 
c. Job review and ratings 

2. Legal 
a. Social security regulations 
b. Withholding tax 
c. Legislation of wages and hours 

II. The Sales Job 

A. The value of a selling job 
1. Formation of a cultural background 
2. Consumer information 
3. Development of flextble personality 
4. Worthwhile service 

• 
5. Business training 
6. Spirit of cooperation 

B. The mental laws of selling 
1. Introduction 
2. Attention 
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3. Interest 
4. Conviction 
5. De~nre 

6. Resolve 
7. Signed order 

III. The Sale Proce .. 

A. The steps in the sale 
1. Approach 

a. Timing 
b. Salesperson's manner 
c. Types of approach 

2. Learning customer's needs 
a. Customer types 
b. Customer's requests 
c. Obser\ a bon 
d. Questioning 
e. Using own judgment 

3. Presenting the merchandise 
a. Show- tell-demonstrate 
b. 1Iaking use of the senses 
c. Giving appropriate selling points 
a. Showing merchandise effectively 

4. Closing the sale 
a. Performing system routine quickly 
b. Showing appreciation 
c. Keeping the customer sold 

B. Special skills in selling 
1. 1\rieebng objections 

a. J ustif1cation of price 
b. Desire to be exclusive 
c. Customer needs assured 
d. Suitable selection 
e. Reverse English method 

2. Suggestive service selling 
a. Selling more than one kind 
b. Selling related merchandise 
c. Showing new merchandise 
d. Suggesting special prices 
e. !\laking use of customer's comn1ents 
f. Demonstrating in use 

C. Non-selling duties of the salesperson 
1. Initial requirements 

a. Use of the cash register 
b. Knowledge of sales check procedures 
c. Wrapping 
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d. Proper car e of stock 
e. Department housekeeping 

2. Special r equirements 
a. Preparation of simple displays 
b. Aiding buyer and store in keeping up the stock as­

sortment 
c. Directing customers 
d. 1\Iiscellaneous duties 

Attending store meetings Handling complaints and 
adjustments, etc. 

IV. "pecial Type of elling 

A. Telephone se lling 

1. Accur ate description of n1erchandise 
2. Knowledge of the merchandise 
3. Pleasant voice 

B. l\Iail order selling 
1. Specialized work 
2. Customer contact 
3. Non-customer 

C. Demonstration selling 
1. Routine demonstr ation to a group 
2. Demonstration to an individua l 
3. Requires thorough kno\vledge of the product 

D. Truck service selling 
1. Bakery, laundry, milk 
2. Combination of salesman~hip and service 

E. Food service selling 
1. Groceries, eats, confections 
2. Restaurants 

F. l\Iiscellaneous types of selling 
1. Wholesale · 
2. Insurance 
3 Employment agencies 
4. Rai 1, a ir, bus agencies 
5 Advertising agencies 
6. Printing and engraving 
7. Theaters 
8. Drv cleaning establishments 

~ 

V. Origin an d Hi tory of Retailing 

A. Meaning of retailing 
1. Defined 
2. Place in distribution 

- 187 -



• 

B. Primitive means 
• 

1. Barter 
a Origin of barter 
b. Disadvantages 
c. Origin and use of money 

C. Beginnings of retailing 
1. Caravans 
2. Itinerant merchants 
3. Rome as a retail center 
4. ~IediaeYal trade 

a. Fairs 
b. l\Iercantile guilds 
c. East India Company 

5. Retailing becomes localized 
a Shops In England 
b. l\Iediaeval depa1 tment sto1 es 

6. Retailing in America 
a. India trade 
b. Trading posts 
c. Yankee peddlers 
d. Hucksters 
e. General stores 
f. Specialty stores 
g. Department stores 
h. l\1ail-order houses 
i. Chain stores 
j. Super markets 
k. Cooperatives 

D. 11odern retailing 

1. Changes in retailing 
2. Improvements 

3. Outstanding retailers 
a. l\1arshall Field 
b. F W. Woolworth 
c. l\1. J. l\1av .. 
d. John Wanamaker 
e. Adam Gimbel 
f. R. H. l\1acy 

• 

4. Examples of leading department stores 
a. l\1arshall Field and Company 
b. Nieman-l\1arcus 
c. Saks Fifth Avenue 
d. Bullock's 
e. Lord and Taylor 
f. The May Company 
g. Younker's 
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5. The growth of "store groups" 
a. Allied stores 
b. (Others ) 

\!I. E tablishing a Retail Busines 
A. Factors in successful r etail operation 

1. Financial 
a. Capital 
b. Loans, credit, etc. 

2. Location 
a. Shopping areas 
b. Estimating purchasing power 
c. Customer traffic 
d. Parking facilities 
e. Transportation 
f. Location of competitors 
g. Property value 

3. Layout or structure 
a. Store front 
b. Interior arrangement 

( 1) Aisles 
(2 ) Departmentization 
( 3) Leased departments 
( 4) Customer traffic 
(5) Displays 

c. Desirable features 
( 1 ) Maintenance 
(2 ) Air conditionin g 
(3 ) Light 
( 4) Ventilation 
(5) Heat 
( 6) Elevators 
(7) E scalators 

• (8) Effective bookkeeping services 

4. Store services 
a. Credit sales policy 
b. Delivery 
c. Hospital 
d. Fashion sho\VS 
e. Returned goods policy 
f. Gift wrapping 
g. Adjustment policy 
h. lVIail and phone order s 
i. Restaurant and fount~ in 

j. P er sonal shopping service 
k. Wrapping and packing 
1. Parking 

m. Telephone service 
n. Customers' rest rooms 
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5. tore policy 
a. Promotion 
b. Advertising 
c. Training 
d. Retirement 
e. Hours of \\ ork 
f. Discount 
g. Wages 
h. Welfare 

B. Types of general stoles 
1. Independent retail 
2. Corporate chain 
3. Corporation 
4. Department stores 
5. lVIail order houses 
6. Specialty shop 
7. Cooperative stores 
8. Supermarkets 
9. Factory-retail 

10. Mobile stores • 

11. Direct selhng (house-to-house> 

C. Types of merchandise 
1. Convenience goods 
2. Shopping goods 
3. Specialty goods 
4. Luxury goods (Impulse. conYenience. necessity ) 

D Ownership classification 
1. Individual 
2. Partnership 
3. Corporation 
4. Corporate chain 
5. Wholesale chain 
6 Consumer cooperatl\ e 
7. Individual cooperative 
8. Armed services exchange 

E. Sources of merchandise 
1. Central markets 
2. Traveling salesmen 
3. Wholesalers and jobbers 
4. Brokers and commission n1erchants 
5 Syndicate buying offices 
6. Manufacturers 
7. Other stores 
8. Private buying offices 
9. Domestic and foreign agents 

10. Government agencies 
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VII. tore Organ ization 

A. 1\Ieaning of store organization 
1. Break up of job into parts 

a. Plans time, manner, responsibility, place of au-
thority 

b. Prevents duplication, coordinates departments 
c. Speeds up operations 
d. Lines of promotion are shown 

2. Definition of each job in relation to other jobs 

B. 1\Iost used form of organization (Corporation) 
1. Stockholders 
2. Board of directors 
3. President 
4. 1\lanager 

C. Four major divisions 
1. Store management 
2. Merchandise 
3. Sales promotion 
4. Finance and control 

VIII. Store Management Division 

A. Building maintenance 

B. Store services 
1. Wrapping and packing 

a. Soft goods 
b. Breakables 
c. Heavy articles 
d. Salesperson's responsibilities 

2. Delivery 
· a. Owned or leased 

b. Handling of package from selling department to 
customer 

c. Responsibility of the delivery driver 
3. Telephone order board and personal shopping 

a. Taking phone orders 
b. Reasons for centralization of service 
c. Benefits to store and the customer 

4 Returns and adjustments 
a. Centralized 
b. Decentralized (e.g., returns and adJustments taken 

care of in individual department) 
c. Liberality of adjustment policy 
d. Records that aid in adjustment 

5. Work rooms 
a. Departments using work rooms 
h Skills needed by workroom employees 
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6. Receiving and marking 
a. Receiving room procedures 
b. l\Iarking room procedures 
c. l\Iark1ng methods 
d. Remarking and revisions 
e. Department stock rooms 
f. Returning merchandise to vendors 

7. Purchas1ng supplies 
a. Ordering by departments 
b. Purchasing procedures 

8. Miscellaneous services 
a. Detection 
b. Rest rooms 
c. Travel bureaus 
d. Check rooms 
e. Auditoriums 
f. Dining rooms 

C. Personnel 
1. Employment 

a. Initial interview • 

b. Selection and placement 
c. Hours and salaries or wages 
d. Types of records 
e. Transfers, demotions, promotions, etc. 
f. Adjustment of earnings 
g. Personnel reviews 
h. Credit unions 
i. Store unions 

2. Training 
a. Store system 

( 1 ) Rules and r egu lations 
(a) Hours 
(b) Absences 
(c) Use of entrances 
(d) Use of elevators 
(e) Open and closing signals 
(f) Shopping by sales persons 
(g) Employees' parcels 
(h) Telephone calls 
( i) Lost and found items 
(j) Protection from theft 

(2) Want slips and sales routines 
(a) Even exchange 
(b) Uneven exchange 
(c) Special orders 
(d) Gifts 
(e) Deliveries 
(f) Bank checks 
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(g) Parcels enclosed 
(h) Cash register system 
(i) Self wrapping 

( 3) The sales check 
(a) Address 
(b) Errors 
(c) Date 
(d) Amount receiYed 

b. Junior executive training 
c. Department training 
d. Follo\v-up 
e Error control 
f Service shopping 
g. Sponsor system 
h. l\1 an u a 1 s ann b u II e tin q 

IX. Merchandi e Division 

A. Organization 
1. General merchandise manager 
2. Divisional merchandise manager 
3. Department managers or buyers 
4. Assistant department managers 
5 Heads of stock 
6. Salespeople 
7. Stock boys or girls 
8. Clericals 

B. Functions of the merchandise division 
1. Planning stocks 

a. What to buy 
b. Price line policy 

• 

c. Policies for the lines, style, volume, high fashion, 
conservative 

d. Variety of merchandise-variety in size, color, style 
lines 

e. When to buy 
f. lVIarket conditions 
g Changing economic conditions 
h. Where to buy 
i. Study of trends 
j. Knowledge of customer preferences 
k. Know ledge of resources suited to your communitJ 

2 Pricing the merchandise 
a Factors entering into the retail price 
b. Meaning of terms-maintained mark-up, initial 

mark-up, mark-down, gross margin 
c. Figuring retail, cost, and mark-up 
d. Reasons for mark-downs 

- 193 -



• 

e. Types of remarking 
f. Control of remarking 

3. Stock control 
a. Inventories- physical and perpetual 
b. Turnover 
c. Classification 
d. Department 
e. Unit stock 
f. Want shps 
g. Model stock plan 

C. Buying the merchandise 
1. Ne\V developments in buying 

a. The style factor 
b. Quantity buying 
c. Group buying 

2. 1\Iethods of buying 
a. Salesmen 
b. Catalogues 
c. Visiting markets 

· d. Market representatives • 

3. Buying process 
a. Study of the merchandise 
b. Selection of merchandise 
c. Agreement on prices and deliveries 
d. Procuring terms and discounts 

4. The order 
a. Make up of the order 
b. Shipping instructions 
c. Terms 
d. Types of discounts 
e. Cancellations and claims 
f. Checking the order 

D. Procedure in regard to merchandise after purchase 
1. Merchandise in transit 

a. Traffic manager's duties 
b. Forms used 

2. Route of merchandise through store 
a. Receiving 
b. Checking 
c. l\1arking 
d. Sending to departments or stock rooms 
e. Selling 
f. Wrapping 
g. Delivery 

3. Receiving department 
a. Procedure in regard to merchandise 
b. Types of employees 
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4. l\Iarking department 
a. Procedure in ticketing merchandise 
b. Equipment 
c. Price tickets 
d. Remarking 
e~ Qualifications of the workers 
f. Organization of the department 

5. Stock rooms 
a. K1nds of merchandise in stock rooms 
b. Practices in stock rooms 

6. Route of invoice through the store 
a. Arrival in receiving room 
b. IVIethods of checking with the order 
c. Retailing with the buyer 
d. Used by marker 
e. Route in controller's office 
f. Tracing lost or delayed invoices 
g. Importance of paying invoice on t1me and getting 

discount 

X. Publicity Division 
A. Major functions 

1. Planning and preparing newspaper and shopping 
service advertising 

2. Planning participation in national and community 
affairs 

3. Planning and preparing n1iscellaneous promotions 
4. Planning correlated window and interior displays 

B. Color, line, and design as app1ied to advertising, display, 
and fashion promotion 

1. Color 
a. How color applies to distribution 

(1) History of color 
(2) Importance of color in display, advertising, 

fashion 
b. What to know about color 

( 1) Effect of color 
(a) Red, Yellow- warm, exciting 
(b) Blue-cool, calm 
(c) Green- cool, refreshing 
(d) Purple-royalty, dignity 
(e) White-purity 

(2) Color associations 
(a) Red-passion, war, anger 
(b) Blue-t1·uth, thought, wisdom 
(c) Green-youth, life, vigor 
(d) Purple-splendor, wealth, luxury 
(e) White-peace, innocence 
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(3) Classification of colors (using Prang Color 
\Vheel ) 
(a) Primary-red, blue, yello\v 
(b) Secondary-green, orange, violet 
(c) Intermediate-those coming bet\veen (e.g., 

red-orange, blue-green) 

( 4) Color properties 
(a) llue-the name of a color (e.g., red) 
(b) Value- lightness or darkness of a color 

1' Tint-light value 
2' Shade-deep value 

(c) Intensity-brilliancy or dullness of a color 

(5) Color harmonies 
(a) st~ndard color harmonies 

1' Related 
a' 1\ionochromatic 
b' Analogous 

2' Contrasting 
a' Complementary 
b' Double ccmple.mentary 
c' Split complementary 
d' Triad 

3' Neutral color harmony 
4' Saturated color harmony .. 

2. Line 
a. Parallel-line relationships 
b. Right-angle relationships 
c. Semi-transitional relationships 
d. Transitional r elationships 

3. Design 
a. Elements 

(1) Form 
(2) Light 
(3) Color 
(4) Space 
(5) Mass 
(6) Pattern 
(7) Texture 

b. Principles 
(1) Unity 
(2) Balance 
( 3) Proportion 
( 4) Emphasis 
(5) Rhythm 

C Advertising and display 
1. Advertising as a business function 

a. Purpose 
b. Importance 
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2. Advantages of advertising 
a. Promotion of merchandise 
b. 1V1ore efficient business operations 

3. General considerations in advertising 
a. vVhy is advertising n ecessary? 

( 1) To promote merchandise, s~rvice, store 
(2) To educate the public 

b. What shall we advertise? 
(1) Merchandise factors 

(a) Quality of certain goods 
(b) Service goods will give 
(c) Fashion timeliness 
(d ) Emotional value 

(2) Store reputation 
(a) Quality of all goods 
(b ) Fashion leadership 
(c) Low or high price 

(3) Store services 
(a) Delivery 
(b) Credit plan 
(c) Convenience 

c. How shall we advertise? 
( 1) Media to employ 
(2) Policies 
(3) Costs of advertising 

4. Advertising media 
a. Types 

(1) Newspapers 
(a) Frequent small space 
(b) Occasional large space 

(2) Direct mail 
(a) Types of direct mail 
(b) Mailing lists 

(3) l\1ail stuffers 
(a) Package inserts 
(b ) Letter inserts 

( 4 ) 1\iagazines 
(5) Outdoor boards 
( 6) Car cards (on streetcars, busses, etc.) 
(7) Radio 

(a) Brief announcements 
(b) Sponsored programs 

(8) Movies 
(9) Window displays 

( 10) Point-of-purchase displays- demonstrations 
(11) Exhibits and demonstrations 
(12) Premiums 
(13) Supplementary media 
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b. Comparative advantages of these advertising media 

5. The advertisement itself 
a. Novelty, repetition, etc.- attention-getting devices 
b. Size and layout 

( 1) Shape of advertisement 
(2) Width of margins 
(3) Heading 
( 4) Size and location of illustrations 
(5) Location of feature 

c. Illustrat1on 
( 1) Kinds 

(a) Pen and ink 
(b) Photograph 
(c) Wash drawing 
(d) Paintings 

(2) Printing processes 
(a) Line cuts 
(b) Half-tone plates 
(c) Electrotype and mat 
(d) Ben Day 

d. Copy, words, slogans, etc. 
(1) Kinds 

(a) Explanatory 
(b) Story type 
(c) Colloquial or personal 
(d) Argumentative 
(e) Suggested or inference 
(f) Reason why 
(g) Humorous 
(h) Testimonial 
(i) Institutional 
(j) News story 

(2) Rules for writing copy 

• 

(a) Be brief and to the point 
(b) Write in the present tense as much as pos-

sible 
(c) Use verbs of action 
(d) Appeal to the appropriate buying motives 
(e) Subord1nate the pronouns I, we, ours, mine, 

by using you, your, and yours 
(f) Inspire with honest statements 
(g) Use affirmative attitude 

e. Type 
(1) Common type faces 
(2) Size of type 

f. Color, use of 
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g. Qualit1es of a good advertisement 
( 1 ) Truthfulness 
(2) Informativeness 
(3) Clarity of purpose 
(4) Enthusiasm 
(5) Simplicity 
( 6) Emotional appeal 
(7) Novelty 
(8) Individuality 

6. Window display 
a. Types of display 

(1) Prestige-Display which sells the institution 
to the people 

(2) Selling-Display which promotes definite items 
of merchandise 

b. Value of display space (see Chapter II, Omaha Bul­
letin on display) 

c. Function of displays 
(1) To attract attention 
(2) To secure interest 
(3) To create desire 
( 4 ) To obtain action 

d. Elements of effective display 
( 1) Plan for display 

(a) Careful selection of goods 
(b ) Time allotment for display 

(2) Adequate window properties 
(a) Display fixtures 
(b) Adequate illumination 
(c) Window backgrounds 
(d) Window floors 

( 3) Pleasing color harmonies 
(a) lVleaning of harmony 
(b) Importance of harmony 

(4) Attractive arrangement 
(a) Types of display 

1' Unit formation 
2' l\Iass display 

(b) Types of arrangement 
1' Pyramid arrangement 
2' Step arrangement 
3' Continental arrangement 

( 5 ) Use of window cards 
(a) Value and use 
(b) Preparation 

1' Layout 
2' Copy 
3' Size 
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(c) Use of price tags 
( 6) Cleanliness 

e. Types of \vindows 
(1 ) Stock -the ordinary window \vith no particular 

type of theme. This is the window we see most 
commonly. 

(2) Sale - price is the theme. 
(3 ) Educational-shows the finished product with 

processes of manufacturing. A display of 
leather and other n1aterials used in shoe con­
struction is an example. 

( 4) Holiday and seasonal- depicts seasons and 
holidays, usually to show merchandise that will 
be used at these times. 

( 5) Formal openings-announces new store or new 
merchandise. 

( 6) Contest either store or community contests. 
(7) Scenic- characterized by some scene. The show­

ing of a wedding group before or after the 
ceremony. A suggestive background locates the 
action. 

(8 ) Sensational - the Idea is to attract attention 
with some extremely unusual display. (Ex­
ample: the placement of a person dressed in a 
fur coat sitting in a bath tub. There is no di­
rect selling idea connected with it) 

(9) Demonstration- a pPrson in the window dem­
onstrates the use of the article. 

(10 ) Patriotic promotes civic, state, and national 
interests. 

(11 ) Timely- a display depicting some present-day 
happening 

(12) Problem- a problem is presented for the looker 
to solve. 

f. Sources of ideas 
(1) History 
(2) Current events 
(3 ) Religious and racial holidays 
(4) Others 

7. Interior display 

a. Aims of interior display 
(1) To give a pleasing general impression of the 

store 
( 2 ) To help the salesperson make regular sales 
(3 ) To suggest additional merchandise 
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b. Types of interior display 
(1) Shops and bars (beach, college, tie, etc.) 
(2) Rooms 
(3) Panels 
( 4) Tables 
(5) Counters 
(6) Ledges 
( 7 ) Shadow boxes 
(8) Aisles and floors 
( 9) Showcases 

( 10) Columns 

D. Fashion promotion 

1. Fashion definitions 
a. Style 
b. Fashion 
c. Fads 
d. lYiode 

2. Place of fashion in retailing 
a. Relationship to all phases of business 

( 1) In the arts there are the styles of painting, 
architecture, sculpture, drama, and music 

( 2 ) In business there are the styles of trading, 
banking, salesmanship, and advertising 

(3) In the field of amusements there are the styles 
of games, dances, hobbies, and pets 

b. Fashion vs. quality 
( 1) Price 
(2 ) Advertising 

3. Fashion cycle 

a. Definition 
b. Six stages 

(1) Creation 
(2) Garment construction 
(3) Presentation 
( 4 ) Development of high fashJon 
( 5 ) Development of volume fashion 
( 6 ) Decline of a fashion 

4. Relation of art to fashion 
a. Color in fashion 

( 1 ) Season's names of colors 
(2) Effect of color on s ize 
(3) Individual problems as to color types 

b. Harmony of line 
(1) Figures 
( 2 ) Size 

-20 1 -



c. Designs 
( 1) Occasion 
( 2) 1\Ia terial 

5. Fashion shows 
a. Theme 
b. Selection of models 
c. Selection of merchandise 
d. Script and publicity writing 

XI. Controller's Division 

A. Major functions 

1. Sales auditing 
2. Daily total by departments 
3. Daily totals by kinds of sales 
4. Daily sales tax and excise tax totals 

B. Accounts receivable 

1. Sorting in alphabetical order of charge 
2. Billing the charges 
3. Customer statements 
4. Preparing for mailing 

C. Accounts payable 

1. Expense accounts 
Payroll, rental, advertising, taxes, supplies, insurance, 
etc. 

2. Merchandise accounts payable 

D. Credit and collection 

1. Credit granting 
a. Customer interviews 
b. Investigation of customer credit 
c. Granting of credit 

2. Credit authorization 
a. Rating of accounts 
b. Types of identification 
c. Phone identification 
d. Lay-away plans 

3. Collections 
a. Schedule for notification 
b. Letter forms used for notifying customer 
c. Follow-up systems other than letters 

4. Credit bureaus 
a. Purpose of bureau 
b. Membership privileges 
c. Value of good customer rating 
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E. Payroll 

1. Time records 
a. Part time 
b. Over time 
c. Commissions 
d. P. l\1.'s 

2. Computing payrolls 
a. Selling cost ratios-% of costs-% of sales 
b. Seasonal budgets 

3. Deductions 
a. Required by law 
b. Store plans 
c. l\tlethods of informing the employee of these 

4. Issuing envelopes or checks 
a. Time 
b. l\Iethod of presenting to employee 

F. Statistical department 
1. Summary reports for buyers 
2. Tax reports 
3. Summary reports of accounts payable 
4. Summary reports of advertising 
5. Department operating statements 
6. Cycle billing 

X II. Retailing as a Career 

A. Qualifications 
1. Education 
2. Experience 
3. Abilities 

B. Opportunities 
1. Selling 
2. Non-selling 
3. Promotions 

C. Benefits derived from development of professional stand-
ards 

1. Job security 
2. Increased earnings 
3. Recommendations for promotion 
4. Increase public respect for occupation 
5. lVlakes one an expert in the field 

• 
XIII. The Materials of Merchandising 

A. Need for merchandise information 

B. What the salesperson needs to know 
1. Uses 
2. Styles and trends 

• 
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3. Prices 
4. S1zes 
5. Care of the merchandise 
6. \Vorkmanship 
7. lVIeaning of labels 
8. Quantities 

C. Preparation of merchandise manual 

D. Where and how to find information on merchandise 
1. l\1anufacturers . 
2. Publications 
3. Other sources 

E. Types of merchandise studied 

1. Textiles 
a. Differential quahties of textile fibers 
b. Testing fibers for Identification 
c. Spinning- fiber to yarn 
d. Weaving- yarn to cloth 
e. Finishing- appearance and serviceability 
f. Dyeing- finishing with color 
g. Decoration with color design 
h. The major fibers and fabrics 

(1) Cotton 
(2) Linen 
(3) Wool 
( 4) Silk 
(5) Rayon-cellulose man-made fiber 
(6) Nylon-and other noncellulose man-made fibers 
(7) Miscellaneous fibers 

i. Knitting and hosiery 
j. Textile floor coverings 
k. Care of fabrics 
1. Values that customers look for in textile merchan­
dise 

(1) Suitability 
(2) Serviceability 
( 3) Durability 
(4) Comfort 
( 5) Convenience 
( 6) Appearance 
(7) Price 
(8) Fashion 

2. Furs 
3. Leather 
4. Wood- furniture 
5. Paper-stationery 
6. Rubber 
7. Glassware 

-204-

• 

• 

• 



8. China ware 
9. Silverware 

10. Other metal products 
11. Plastics 
12. Oils 

a. V egetab I e 
b. Mineral 

13. Paints and varnishes 
14. Cosmetics 
15. Foods 

XIV. Marketing 

A. l\ieaning and cost of distribution 
1. Definition of marketing 

• 2. Distribution a part of business 
3. ~1arket distribution a part of economics 
4. Object of distribution 
5. 1\lethods of distribution 
6. Cost of distribution 
7. Why marketing costs are so high 
8. How marketing costs may be reduced 

B. The manufacturer and his merchandise problem 

1. Location and transportation problem 
2. 11arket research 
3. Package design 
4. National advertising 
5. Sales promotion methods 

a. Advertising allowances 
b. Dealers' aids 
c. Demonstrations and exhibits 
d. Try-outs and samples 
e. Quantity discounts 
f. Credits 

6. Pricing problems 

C. The middleman and his merchandising problems 

1. Functions of the various types of middlemen 
2. Location and transportation problems 
3. Selling the middleman's products 
4. Sale<:; promotion methods used by middlemen 
5. Pricing problems 
6. Buying problems 
7. Inventory control 

D. Trade channels 
1. Factors influencing choice of channels 
2. Principal channels and their functions 
R. The importance of the retailer 
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TEACHI G UGGESTIO 

1. Distribute raw cotton and have members of the class perform 
the steps in spinning, dra\\·Ing, twisting, and winding. After 
a single yarn has been made and its strength tested, have 
them make a ply yarn and test Its strength. 

2. Have pupils use pick glass to examine weave, finish, and 
fibe1 content. 

3. Pupils may bring ads for gloves and shoe styles and mat2-
rials. A study of leather adds many new terms to the vo­
cabulary. Learn only the ones most common to the trade. 

4. The pupils might study fashion changes as they are affected 
by the materials available to the trade and the price of the 
materials. 

5. By use of outline drawings, teach the name and use of china 
and glassware. Know the names of manufacturers and 
their trade marks. 

6. Arrange a visit to a furniture store and to a furniture repair 
shop. 

• 

7. Emphasize the unlimited possibility of the use of plastics by .. 
visiting a large department store and seeing the various de­
partments carrying plastic products. 

8 Prepare merchandise charts giving the following for articles 
that pupils will bring to class for analysis: trade name, 
material from which it is made, how it is made, uses, dura­
bility, selling points, care and instructions, descriptive \vords 
Write an ad for each article making use of this information. 

9. Each pupil should analyze his own coloring and collect sam­
ples of suitable and becoming colors for his use. 

10. Make designs in color for use in textiles, dinner plates, and 
wallpaper. Make a portfolio of modern costumes for men and 
women. 

11. Select dominant periods in fashion and assign to the pupils 
for reports. Each report should consist of (a) description of 
the times, ideals, groups in control, (b) characteristics of 
fashion design of period, (c) materials used, (d) illustrative 
sketches. 

12 Distribute various trade journals. Assign the pupils spe­
cific merchandise and ask that they look through the maga-
zine and list information that would be helpful to them on 
a buying trip. 

13 Invite a local buyer to talk to the class on "Getting Ready to 
Go to Market." Invite a fashion trainer to talk on style 
trends and their promotion. 

14. Collect price tickets and analyze information used for differ­
ent classifications of merchandise. 
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15. Prepare a poster of the different factors that affect ma1k-up 
in the form of a ladder to show the weight and place of each 
in the total figure. 

16. Prepare an organization chart of the store in which the 
pupils are working. 

17. Point out the shopping districts in your city. 

18. Visit at least three stores of the same type and compare the 
location of departments. 

19. Borrow a cash register for demonstration and practice. 

20. Prepare an ad for a certain article of merchandise and also 
a radio program and counter display for the promotion of 
merchandise. 

21. Pupils draw a floor layout giving attention to one depa1 t­
ment as to location of merchandise, show cases, selling 
space, receiving room, and related merchandise. 

22. High School Day in stores 

23. Use some special tests, such as: 
Test for Ability to Sell, George Washington University Series 
Interest Summarizer, reprinted from Glamour 
Iowa State Employment Service tests for salespeople 
Social Intelligence Test 

24. Use some business plays such as "ALL 'VOOL", a story of 
truth in advertising. 

25. Exhibits 
Sears, Roebuck & Company 

fabrics 
closet accessories 
bedding 
window treatment 
table service 
freezer 
lighting 

Household Finance Corporation 
National Cash Register 

model store layout 
• 

Scott Store Advisory Service 
miniature magic for modern layout 

DuPont de Nemours 
nylon 

SUGGESTED FILlVIS 

Allegheny Ludlum Steel Corporation- Steel For The Ages, 16 mm 
sound, free. 

Ameri can Museum of Natural History- The Story of Asbestos, 16 
mm silent, rental 
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AudiV1s1on, Inc -
Betty's Notion , slidefilm 
Dale Carnegie l{it, slidefilm 
Everybody's Doing It, shdefilm 
Footnote for a Bigger ale Book, slidefilm 
How to Las o Your Pro pect' Ear, stripfilm 
How to Make a Demon tration Sell, stripfilm 
How to Make a Lo t ale Pay a Profit, stripfilm 
How to Make a Question Clinch a lose, stripfllm 
Making Demonstrations ell, shdefllm 

Bates l\Ianufacturing Co.-
It's The Little Thing That ount, 16 mm sound, free 

Bell & HoV\'ell Filmosound Library Dl\ is1on of United World 
Films-
I ~rant a Job, 16 mm sound, rental 
Courte y Comes To Town, 16 mm sound, rental 
Cloth of l{ings, 16 mm sound, rental 
Cotton, 16 mm sound, rental 
Luzon Lingerie, 16 mm silent, rental 
Silk Industry, 16 mm silent, rental 

Breskin Publishing Corporation-
• 

Packaging Marches On, 16 mm sound, color, free 
Packaging-The Bounty of A ation, 16 mm sound, free 

Business Education Visual Aids-
Distributing America' Good , 16 mm sound, rental. 
The Knack of Easy Wrapping, 35 mm filmstrip, rental 
Step Into The Customer' hoe , 35 mm filmstrip, rental. 
Cash Registering Made Ea y, 35 mm filmstrip, rental 
Marketing of Men' Shirt , 35 mm filmstrip, rental. 

Castle Films-Good Grooming, 16 mm sound, rental. 
Coca-Cola Bottling Company -

Along Main Street, slidefilm, free 
Modern Oasis, slidefilm, free. 
The Human Touch, slidefilm, free. 

DuPont de Nemours & Co. - Facts About Fabrics, 16 mm sound, 
free. 

Eberhard Faber Pencil Co.- . 
Two Cents Worth of Difference, 16 mm sound, free. 

Edited Pictures System, Inc -
Cotton-From Seed to Cloth, 16 mm silent, rental. 
Men's Clothing Industry, 16 mm silent, rental. 
Cotton Textiles, 16 mm silent, rental. 

Encyclopaedia Britannica Films, Inc.- Aluminum, 16 mm silent. 
Films Incorporated- The Woolen Industry, 16 mm silent. 
General Electric Co.-

Seeing Is The Biggest Thing in Selling, 16 mm sound, color. 
Seeing Is Believing, 16 mm sound, color. 
Lighting That Moves Merchandise, 16 mm sound, color. 
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Gener a l l\iotorc; Corpor ation-
H o'v To Remember a mes and Faces, 16 rom sound, free. 
T he Boss Talc:e Of f His Coat, 16 rom so und, f r ee. 

H ousehold Finance Corporation- Buy lVords, fi lmstr ip, f ree. 

Iowa State Department of Vocationa l Education-
We Choose Retailing, s lidefilm, free. 
Modern Retail Salesman ship, Sh def1lm, f ree. 
1. The Record Breaker 
2. How Do You Do? 
3. I'll T e II the World 
4. One Thing Leads to Another • 

5. Objection Overruled 
6. The Close-Line 
7. Wake Up and Give 

Irish Linen Guild- Irish Linen , 16 rom, sound, color, free. 

:\Ia rshall F ield- By Jupiter , 16 rom sound, free. (courtesy) 

:\le lville Shoe Corpor ation-
If The Shoe Fits, 16 mm sound, color , free. 
A Story of Shoes, 16 mm, s ilent, free. 

Modern T a lking P ict ure Service-
Autopsy of A Los t Sale, 16 mm sound, free. 
H ow To Make A Sales Presentation Stay P resented, 16 mm 

sound, f r ee. 
H ow to Win A Sales Arg ument, 16 mm sound, free. 
How to Remember Names and Faces, 16 mm sound, free. 
How to Make Your Sales Story T ell, 16 mm sound, free. 
Pers uasion Makes T he World Go Round, 16 rom sound, free. 
Word Magic, 16 mm sound, free. 

l\Iohawk Carpet Mills, Inc.-
These Changing Times, 16 mm sound, color, free. 
Setting The Pace, 16 mm sound, color, free. 

National Cash Regist er Co.-
Challenge Across The Counter , slidefilm, free. 
Where Rainbows Begin, s lidefilm, free. 

N ~rthwestern Bell Telephone Co.-
The Ne\v Voice of Mr. X, 16 rom so und, f r ee. 
Telephone Cour tesy, 16 mm sound, free. 

Owens-Ill inois Glass Co.-
Now For T omor row, 16 mm sound, colo1, free. (modernization 

of a drug stor e ) 
Society for Visual Education-

Retail Merch andising as A Career , filmstrip, silent. 

Syndicat e Store Mer chandiser , Inc.-
Tommy Fori{ and His Fountaineers, filmstrip, sale. 
What I t T alc:es, film strip, sound, sale. 
Case Aga in t Shrinkage, filmstrip, sale. 
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U. S. Department of Agriculture-
Wool Marketing and Manufacture, 16 mm, silent, free. 

U. S. Department of Commerce -
Mr. tewart Answers The Que tion, 16 mm sound, free 

Westinghouse Electric and l\Ianufacturing Co.­
Refrigerators, filmstr1p, free. 
Ranges, filmstrip, free. 

Yl\1CA Motion Picture Bureau-
How To and Not To Get An Order, 16 mm sound, free . 

• 

Allegheny Ludlum Steel Corporation, Ollver Building, Pittsburgh 
22, Penn. 

American l\Iuseum of Natural History, 79th and Central Park 
West, New York City. 

AudiVision, Inc., 285 l\1adison Avenue, New York City. 
Bates l\1anufacturing Co., 30 Vesey Street, New York City. 
Bell & Howell Filmosound Library, D1vision of United World 

Films, 445 Park Avenue, New York City. 
Breskin Publishing Corporation, 122 East 42nd Street, New York 

City. 
Business Education Visual Aids, 330 W. 72nd Street, New York 

23, N. Y. 
Castle Films, 445 Park Avenue, New York 22, N. Y. 

Coca-Cola Bottling Company ( local ). 
DuPont de Nemours and Co., \Vilmington 98, Delaware. 
Eberhard Faber Pencil Co., 37 Greenpoint Avenue, Brooklyn 22, 

New York. 
Edited Pictures System, 165 W. 46th Street, New .York City. 
Encyclopaedia Britannica Films, Inc., 20 N. Wacker Drive, Chi­

cago 6, Ill. 
Films Incorporated, 330 W. 42nd Street, New York 18, N. Y. 
General Electric Co., Visual Education Section, River Road, 

Schenectady, N. Y. 
General 1\Iotors Corporation, Department of Public Relations, 

1775 Broadway, New York City. 
Household Finance Corporation, 919 N. lVlichigan Avenue, 

Chicago, Ill. 

Iowa State Department of Vocational Education, State House. 
Des lVIoines, Iowa. 

Irish Linen Guild, 527 Fifth Avenue, New York 17, N. Y. 
l\1arshall Field & Company, Chicago, Illinois. 
l\1elville Shoe Corporation, Public Relations Dept., 25 W. 43rd 

Street, New York City 
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l\Iodern Talking Picture Service, 9 Rockefeller Plaza, New York 
20, N. Y. 

Mohawk Carpet l\Iills, Inc., Amsterdam, N. Y. 
National Cash Register Co., Dayton, 0 hio (or local ) . 
Northwestern Bell Telephone Co., (local office). 
Owens-Ill inois Glass Co., Toledo 1, Ohio. 
Society for Visual Education, 100 East Ohio Street, Chicago 11, 

Illinois. 
Syndicate Store 1\Ierchandiser, Inc., 79 1\ladison Avenue, New 

York City. 
U. S. Department of Agriculture, Washington, D. C. 
U. S. Department of Commerce, Washington, D. C. 
Westinghouse Electric & 1\Ifg. Co., Visual Education Section, 246 

East Fourth Street, 1\lansfield, Ohio. 
YMCA l\Jotion Picture Bureau, 347 IVIadison A venue, New York 

City. 

VISUAL AIDS CATALOGUES 

Selected l\1otion Pictures, Association Films (YMCA Motion Pic­
ture Bureau), Chicago, Illinois, 1946-47. 

The 1948 Blue Book of Non-Theatrical Films, The Educational 
Screen, 64 E. Lake Street, Chicago, Illinois. 

University of Iowa Extension Bulletin, Catalogue of Visual Aids 
for Classroom Use, 1946-47. 

Specific Visual Aids for Courses in Business Education, Ken­
neth Haas, Business Education Department, New Jersey State 
Teachers College, Patterson, N. J. 

Education Film Guide, The H. W. Wilson Co., New York City . 
• 

Auditory and Visual Aids in Business Education, l\Ionograph 66, 
South-Western Publishing Co., Chicago, Illinois. 

State Department of Vocational Education, Sacramento, Cali­
fornia. 

Selling Stores, by Smith & Breen (page 317), Harper & Brothers, 
New York City. 

TRADE J OURNAL 

Adverti ing Age, Advertising Publishing Co., Inc., 100 East Ohio 
Street, Chicago 11, Illinois. Weekly. 

Bulletin (The), National Retail Dry Goods Association, 101 West 
31st Street, New York 1, New York. 

Departmen t Store Economist, Chilton Company, Inc., Chestnut 
and 56th Street, New York 17, New York. Monthly. 

Display World, The Display Publishing Co., 1209 Sycamore Street, 
Cincinnati 1, Ohio. 1\Ionthly. 
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Journal of Retailing (The), ~e\v l"'"ork University, Schoo} of 
Retailing, 100 \Vest Square, -ew York 3, ... e,v York. Quarterly. 

l\1en's \Vear, Fairchild Publications, 8 East 13th Street, ... Te\v 
York 3, l\ew York. T\vice monthly. 

Progressive Grocer (The), The Progressive Grocer, 161 Sixth ave­
nue, New York 13, New York. l\ionthly. 

Red Barrel (The), The Coca-Cola Company, P. 0. Drawer 1734, 
Atlanta, Georgia. l\ionthly. Free. 

Retailing, Fairchild Publication ~ , 8 East 13th Street, New York 
3, New York. 

Women's Wear Daily, Fairchild Publications, 8 East 13th Street, 
New York 3, New York lVIonday through Friday. 

TE TBOOKS 

Brisco, Griffith, and Robinson, Store ale man hip, Prentice-Hall, 
1941. 

Casey and Jones, ale manship and Buymanship, H. l\L Rowe & 
Co., 1938. 

Kneeland, Bernard, a-nd Tallman, Selling. To Today's Cu tomer, 
Ginn and Co., 1942. 

Maynard, Dameron, and Siegler, Retail Marketing and Merchan-
di ing, Ginn and Co., 1938. 

Potter, Fiber To Fabric, Gregg Publishing Co., 1945. 
Reich and Siegler, Con umer Good , American Book Co., 1937. 
Richert, Retailing, Gregg Publishing Co., 1947. 
Smith and Breen, Selling In to res, Harper and Brothers, 1947 .. 
Walters and Wingate, Fundamental of Selling, South-\Vestern 

Publishing Co., 1942. 
. 

Wingate, Gillespie, and Addison, Kno\v Your Merchandise, Harper 
and Brothers, 1940. 

REFERENCE BOOKS 

Baker, Effective Salesman hip, American Technical Society, 1940. 
Banks, Store Activity Manual, 1\IcGraw-Hill Book Co., 1945. 
Berwester and Palmer, Introduction To Advertising, 1\IcGraw-Hill 

Book Co., 1946. 
Brice, Essentials of Cashiering, Prentice-Hall, 1947. 
Carnegie, How To Win Friends and Influence People, Simon and 

Schuster, 1945. 
Chambers, Color and Design in App.arel, Prentice-Hall, 1946. 
Goldstein, Art in Everyday Life, Third Edition, 1\Iacmillan, 1947. 
Hurst, Displaying Merchandise For Profit, Prentice-Hall, 1939. 
National Cash Register Co ,Better Retailing, Dayton, Ohio, 1941. 
Swinney, 1\'lerchandising of Fashions, Ronald Press, 1942. 
Wheeler, Tested Sentences That Sell, John 1\Iurphy Co., Baltimore. 
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ECRET ARIAL PRACTICE 

Secretarial Practice is a terminal course, purely vocational in 
aim, with the major objective the preparation of pupils for secre­
tarial work. The course provides an opportunity to integrate 
and make functional the study of business E;:glish, shorthand 
transcription, advanced typewriting, and the various secretarial 
and office knowledges and skills. Although the development and 
improvement of skills is one of the objectives of the course, it 
is not the major objective. An analysis of criticisms offe1ed by 
employers regarding high school and college graduates as sum­
marized in various research studies reveals that the most common 
criticisms of secretarial workers are that they lack the ability 
to make functional the basis subjects such as English, spelling, 
and arithmetic. They seem to be unable or unwilling to exercise 
initiative, and they apparently are deficient in ambition and in­
terest in their work. The fact that weakness in stenographic 
skills is usually far down on the list indicates it is time to turn 
the attention in the classroom to pupil needs rather than to sub­
ject matter, and to help the student in the things that will do 
him most good. 

Teachers, administrators, and businessmen alike have been 
emphatic in their demands for high-level stenographic skills. 
There is no question that they are highly desirable; but when a 
study, such as that made by Dr. Tonne, reveals that actual timing 
of a limited number of dictators who were unaware they were 
being timed r evealed dictation rates ranging from 28 to 87 words 
per minute (or an average of 56 words per minute with all pauses 
of 15 seconds or more thrown out) the common 120 to 140 word­
per-minute goal in shorthand is almost fantastic. 1 

These statements are not to be interpreted as a justification for 
ineffective teaching and skill building, nor as an intimation that 
a speed of 60 words per minute in shorthand would be satisfac­
tory, since the dictators average only 56. Reserves are essential, 
but not such great reserves of speed as have been commonly 
sought. Another point that should be noted is that 5-minute speed 
dictations, as generally administered, mean nothing when judged 
by office standards. A pupil might pass a shorthand speed test 
dictated at 120 with the required 95 per cent. This would allow 
thirty errors- any one of which might be serious enough to lose 
the stenographer a job. 

Speed goals beyond the level readily attained in a course as it 
is organized are apt to result in overstressing speed development 
with almost enforced neglect of the more important truly voca­
tional training which might make employable workers out of 
those who have not been able to develop high-level speed. 

lTonne, Herbert A , "What Are Job Standards for Stenographic Senice?" JOURNAL 
OF BUSINESS EDUCATION, 22·25-27, January, 1947 
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OBJECTIVES 

If the major objective of the course is to be attained, the de­
velopment of employable stenographers must be accomplished 
through the integration and functional use of business English, 
shorthand transcription, advanced typewriting, and the various 
other secretarial off1ce knowledges and skills. The following ob­
jectives are fairly comprehensive 1n scope: 

1. To give the pupils an understanding of the services eK .. 
pected of the secretary in the business world. 

2. To give the pupils an understanding of the responsibilities 
and rewards In secretarial wo1 k. 

3. To develop occupational intelligence in the exercise of skills 
and knowledges 

4. To develop higher level stenographic skill through increased 
speed and integration of shorthand, typing, and business 
English. 

5. To learn to perform effectively the most commonly exercised 
duties of a secretary. 

6. To learn to operate the machines and equipment used most 
commonly in business offices in which the students will 
seek employment. 

7. To improve personality and character traits to meet office 
r equirements. 

8. To 1ead into intelligent job selection. 

PLACE IN THE CURRICULUM 

Secretarial Practice, as a terminal course, should be placed in 
the senior year. In order to be eligible for secretarial practice, 
the pupil should have completed a minimum of a one-year course 
in shorthand and be able to take dictation at a minimum rate of 
60 words per minute for five minutes on material such as that 
found in the Gregg News Letter, and to transcribe it with a grade 
of 95 per cent. He should have completed a minimum of one year 
in typewriting and have a typing speed of at least 35 words per 
minute with no more than five errors in ten minutes. He should 
be an average student in English. 

General Administrative Consideration 

Secretarial Practice is most advantageously scheduled for two 
consecutive periods for the entire senior year and should carry 
two full units of credit (These two units are quite commonly 
designated as separate courses In advanced typewriting and ad­
vanced shorthand. However, these titles do not fully describe the 
type of work which serves the pupil best, and frequently encour­
age narrow specia lization in these two subjects. If they are 
designated as separate courses, they should be scheduled dur­
ing consecutive periods. ) Beginning shorthand and secretarial 
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practice should be taught by the same teacher if possible. The 
course should be scheduled in the typewriting room, and the 
tables shou ld be sufficiently large to permit their use in taking 
dictation. 

Two consecutive periods are recommended because of the 
large amount of practical "job" 'Nork '"rh1ch should be done in this 
course. Double periods provide opportunity for giving students 
work which will require organization, preparation of equipment, 
completing a specified job, and taking propel care of the equip­
ment before leaving. Failure to allov.. t\vo periods too frequently 
results in pure skill-building courses ·narrowly confined to short­
hand and typewriting, with the related knowledges and skills 
being presented from a purely theoretical standpoint. 

The use of the typewriting room (either including available 
offi ce machines or adjacent to an office-machines room ) is rec­
ommended because the lack of available type\vriters materially 
interferes with the efficient teaching of the highly important and 
difficult transcription ski ll s. Transcription involves a completely 
ne~ set of r eactions. The pupil must now be trained to rebpond 
on the typewriter to a new stimulus- shorthand characters are 
s ubstituted for the stimulus of printed copy or lon ghand, at the 
same time, the pupil is r equired to concentrate on gramma1, spell­
ing, punctuation, paragraphing, sentence structure. and place­
ment. If type\\'riters are not available, the student must write out 
transcriptions in longhand, which slows down the reading and 
writing process, makes it possible for him to watch the copy, 
and develops habits that will have to be broken later . 

The scheduling of secr etarial practice which IS most com­
monly used is: 
llb Shorthand I 

Typewriting I 
12b Secretarial Practice I 

(double period ) 

lla Shorthand II 
Typewriting II 

12a Secretarial Practice II 
(double period ) 

Alternative Administr ative Plans 

Under more ideal conditions of teacher preparation, instruc­
tional materials, equipment, and guidance, vocationally competent 
secretaries may be trained in a shorter period of time. In order 
to have the typewriting skill developed slightly ahead of the 
shorthand skill, it is desirable, if possible, to start type'"rriting 
as a one-semester course for all students in the tenth grade, fol­
lowing with typewriting and shorthand for students with quali­
fications and aptitudes in the first semester of the eleventh 
grade, continuing the shorthand and substituting a transcription 
class in place of typewriting during the second semester. Secre­
tarial Practice can then be given as either a single or double 
period class in the twelfth year, including, if possible, directed 
work experience either as part of the practice course, or inte­
gr ated with it. 

• 
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CLA ROOM ORGA IZATIO 

There are three basic methods for handling the Secretarial 
Practice course- battery, rotation, and integration. 

The Battery P lan . The battery plan assumes that there is suf­
ficient equipment for each student enrolled to work on identical 
equipment. Although this plan is invariably used in typewriting, 
a school which can follow the plan through a secretarial practice 
course is indeed a rarity. The expense involved in providing 
equipment is too great for the benefits it gives, except in cases 
where training of operators IS desired. 

The Rotation Plan. As the name implies, the rotation plan in­
volves the use of limited equipment by assigning the students to 
various machines and equipment for a specified period of time, 
depending upon the number of students enrolled, the equipment 
available, and the extent of training needed. 

Whereas the teaching of secretarial practice under the rotation 
plan necessitates a great deal of planning on the part of the 
teacher and may result in turning out less skilled operators, there 
are some very real benefits to the students resulting from its use 
if the plan is effectively handled. Providing the teacher is en­
thusiastic about the course, has worked out a definite plan of 
procedure, is sufficiently skilled to demonstrate and train real­
istically, and is practical in her approach to the problem of or­
ganization, the use of the rotation plan tends to get away from 
the traditional "school room" atmosphere, and for that reason 
has an advantage over the battery plan. If units of instruction 
are so organized as to be practical, there is little disadvantage in 
the equipment shortage. 

The Integration P lan. Under the integration plan, each of the 
subjects is retained as a unit, but an attempt is n1ade to bring 
about close integration of the work through cooperation and con­
ferences. All too often the teacher of English, t he shorthand 
teacher, and the typewriting teacher work independently. One 
teacher stresses one method or principle, another teaches a dif­
ferent way to do the same thing, and the pupils, as a r esult, are 
completely bewildered. The pupil on the secondary level has the 
right to learn one right way so that he can be sure what is ex­
pected of him in school. By careful planning the disadvantages o:fl 
retaining separate subjects can be greatly minimized. 

Equipment 

The following is a list of the equipment that is desir able in the 
secretarial practice laboratory: 

1. Battery of typewriters- -various makes, pica and elite type, 
and at least one wide-carriage machine. 

2. Filing cabinet 
3 Filing practice sets 
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4. Telephone, real or dummy 
5. Interval timer 
6. Stop watch 
7. Paper trays 
8. Pencil sharpener 
9. Shelf of reference books, including unabridged dictionary, 

encyclopedia, city directory, telephone directory, classified 
and suburban directories, atlas, world almanac, secre­
tary's handbooks, several textbooks, gazeteers, shipping 
guides, railway guides, etc. 

10. l\1imeograph 
11. lVIimeoscope 
12. Voice-writing equipment 
13. Liquid process or gelatin process duplicators (or both) 
14. Styli and lettering guides 
15. Calculators- adding machine, full visible, 10-key, key-drive, 

and crank-drive 
16. Postal scales 
17. Paper cutter 
18. Stapler 
19. Wire recorder 
20. Ample bulletin board space. 

THE USE OF A DEPARTMENTALIZED COURSE PLAN 

To conduct the secretarial practice class in such a way that 
each of the separate skills is kept in its own little niche in the 
minds of the pupils defeats the purpose of the course. Under the 
battery plan, the course can be made more realistic by use of 
departmentalized organization. The teacher may explain to the 
students that many businesses have in-service training programs 
for new employees and that in the course the pupil is to consider 
himself a new employee who has been placed under the in-service 
training director, the teacher. Departments may then be assigned 
to provide practical work that is designed to develop the needed 
knowledges and skills, with all members of the class, as members 
of the stenographic pool, taking the stenographic training at the 
same time. 

The following suggestions as to departments and the type of 
work that may be covered within the departments are merely 
indicative of the possibilities in this type of organization. 

1. The Statistical Department: any type of machine calcula­
tion; finding statistics regarding population, wealth, etc., 
through use of reference books; arranging statistics in 
tabulated form; typing statistical data accurately; proof­
reading statistics for errors, etc. 
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9 .... redit Department: transcribing and typing letters re-
garding credit; looking up the credit rating of firms~ typ­
ing letters of collection; composition of letters of collec­
tion; the follo\\f-up procedures on credits, etc.; personaliz­
ing the forrn letter. 

3. Billing Department: typing and mailing out statements; 
using machines for obtaining totals, typing invoices; credit 
memoranda. 

4. Treasurer' Office: Addition. subtraction. and multiplica­
tion In figuring payroll; figuring hourly pay, deductions, 
etc.; typing up payroll~ \\ riting checks; typing busines..., 
statements, arranging business statements \vith informa­
tion given, but \Vithout form to foliO\\. ( using handbook for 
form ) ; handling cash; making deposits; handling checking 
and savings accounts; reconciliation of bank statement ; 
paying bills, handling receipts, etc.; figuring of interest 
and discounts . • 

5. The Traffic Department: checking sour ces of information: 
typing bills of lading; shipping services for various type 
of goods; meaning of shipping terms, etc. 

6. Mailing Department: handling incoming and outgoing • 
mail; addressing envelopes, chain and front feeding; 
classes of mail; use of postal scale; use of the postal guide; 
stuffing envelopes; collating materials. 

7. Filing Department: learning principles of alphabetic filing: 
typing labels; supplies needed for files~ use of cross r efer-
ence and out guides; office procedures in controlling fil es. 

8 Legal Department: typing of contracts, bills of sale, wills. 
affidavits, notes, deeds, leases, etc.-some requiring use of 
printed forms; realistic understanding of accuracy de­
mands in the legal department. 

9. Purchasing Department: r equisitions, purchase invoices. 
purchase orde1·; letter s of complaint; letter requesting in­
formation or catalogue. 

10 Machine Transcription: transcription of letters from voice­
writing unit ; shaving r ecords; care of equipment; dictat-
• In g. 

11. Sales Department: typing up form letters for duplica tion : 
personalizing form letter s; inter office communications; ob­
taining travel information for sa lesmen; making hotel res­
ervations for salesmen. 

12 Advertising Department: advertising formats; direct-mail 
advertising form letters for duplication; personalizing form 
letter s ; composition of a letter advertisjng a ne\v product; 
adver t ising procedures, etc. 

13. Dupli<:ating Department: preparing stencil; running off on 
the m1meograph; use of styli and mimeoscope; designing 
programs, menus, etc., typing stencils for a running of the 
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school (or office) newspaper; relative costs and uses for 
various duplicating processes-mimeograph, liquid process, 
gelatin process, multi lith, multigraph, etc.; collating. 

14. Per onnel Department: In-service training-skill building 
in shorthand and typewriting; functional application of 
business English in transcription; developing occupational 
intelligence; developing personality; secretary-employer 
relationships; secr etary-employee relationships; handling 
dictation; development of high standard of achievement 
r egarding quantity and quality of work, business lette1 
writing; measuring comp etency. 

The skill-building period may be used by the teacher to dictate 
informative materia l. H aving the material read back and dis­
cussed will prove to be of value in improving reading speed and 
comprehension, and at the same time be helpful to the students 
Particularly pertinent units can be transcribed and filed in a 
personal scrapbook or folders. 

In the teaching of r elated skills, machine operation, etc., the 
use of the Job Breakdown Sheet as a means of developing de­
sirable work habits has been found to be very effective. The 
Job Breakdown makes it possible for the student to read through 
a logical presentation of all the steps involved in a skill, after 
which he can follow the steps to gain practice even before the 
teacher has had t ime to demonstrate. Marion Lamb's textbook2 

has an excellent discussion on the use of the Job Breakdown. 

TEXTBOOK SELECTION 

Whether or not the teacher decides to select a textbook must 
depend upon individual preferences. Several a lternatives have 
been suggested : 

1. Have ever y student own the same secretarial office practice 
textbook. 

2. Have each student (or several ) buy different textbooks. 
3. Have no textbook, but provide a reference shelf of text­

books with the pupil looking up information on various 
topics assigned. 

-!. Select a text book and working papers to simplify organi­
zational procedure. 

Whatever is done about a course textbook, it is absolutely 
essential that each student own a shorthand textbook for out­
side r eading and writing practice, a secretary's manual or 
handbook, and a dictionary or a copy of 20 Thousand Words for 
use in transcription class. Within the next year or two there 
may be a little confusion on advanced shorthand texts. Following 
the introduction of the new Gregg Manual in the school for the 

2Lamb Marion , Your First Year of Teaching Typewriting, South-Western Publishing Co 
1947, p 68 
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f1rst-year students, care should be taken in selecting an ad­
vanced textbook that has been revised. 

MATERIAL OVERED I THE COURSE 

The following outlines, while grouped often under subject 
headings, are not all intended as units of study which should be 
taught within a specified period. They are merely suggestions, 
varying in detail, indicating points that need to be covered, with 
particular stress given to the points that will develop the type 
of occupational intelhgence which is the desired outcome of the 
course. In most cases, the points mentioned will need to be 
stressed from time to time throughout the course and cannot 
be considered taught if they have been merely mentioned or dis­
cussed. 

I. An understanding of the services and responsibilities of the 
secretary in the business world. 

A. Aims 
1. To understand the difference between a secretary 

and a stenographer 
2. To understand the services the stenographer is ex­

pected to render 
3. To understand the responsibilities of a secretary in 

relationships with employer, other employees, and the 
public. 

4. To develop the proper attitude toward secretarial 
work as a career 

5. To stimulate desire for personal improvement in ac­
quiring the skills and attitudes that contribute to 
success. 

B. Materials for instruction 
1. Secretarial work as a career 

a. Difference between a secretary and a stenographer 
b. Possibilities in secretarial work as a career-kinds 

of secretaries 
c. Duties and responsibilities of the secretary 
d. Advantages of secretarial work as opening into any 

field of business 
2. Training, traits, skills, habits. and attitudes that con­

tribute to success 
• 

a. Training 
b. Skills needed vocational competence 
c. Personality and character traits that contribute 

to success 
d. Work habits and attitudes that contribute to suc­

cess 
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• ( 1) Care in following directions 
(2) Listening to oral directions and follo'"'ing them 
(3) Working systematically 
( 4 ) Thoroughness in checking 
( 5) Acceptance of responsibility 
(6) Judgment In exercising initiative 
(7) Cooperation In all phasPs of work 
(8) Improvement on the job through the use of 

work experience as a challenge for increased 
skills and knowledges 

(9) Interest in the business 
(10) Ability to get along with others 

3. :rv1eans for acquiring training, skills etc 
a. Profitable use of opportunities in school 

(1) Fulfillment of all assignments 
( 2) Setting personal standards 
(3) Working until each standard is met 

b. Critical self-analysis and acceptance of criticism 
c. Conscientious effort to gain skills, knowledges, and 

traits needed 
d. Continuation of learning and improvement on the 

job 

C. Teaching procedures and pupil activities 
1. Liberal use of bulletin board 
2. Reading assignments and reports 
3. Group discussion 
4. Dictation of informative materials, reading back for 

comprehension 
5. Reading of informative plate material and discussion 
6. Conferences with secretaries and businessmen 
7. Talks by businessmen and secretaries 
8. Visits to offices 
9. Keeping a scrapbook entitled, ~~r Want to Be a Secre­

tary'' 
10. Listing desirable traits 
11. Personal analysis and steps for overcoming deficien-

• 
CleS 

12. Collecting clippings or articles and bringing to class 
for discussion 

13. Correlating discussion with work in transcription, 
machines, etc., by having a problem situation follow 
a discussion on exercise of judgment and use of initia-
tive 

14. Discussion and solving problems that arise in offices 

15. Student-teacher conferences 
16. Have expert on grooming talk to class 
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II. Integration of shorthand, typewriting, and business English 
into a unified series of responses 

A. Aims 
1. To develop desirable work habits in the taking of 

dictation, in typing, in transcription, and in critical 
analysis of work. 

2. To develop higher level skills in shorthand, typing, and 
transcription. 

3. To improve fundamentals of business Enghsh and let­
ter writing. 

4. To learn to take dictation for sustained periods from a 
person who hesitates, is interrupted, and who makes 
corrections. 

5. To learn courtesy in dealing with dictator. 

6. To develop judgment in applying skills and kno\vledges 
already learned to new situations and altered instruc­
tions. 

7. To learn the importance of accuracy in final result 
(the mailability standard in business ) . 

B. The taking of dictation 
1. Points stressed 

a. Development of vocationally adequate speed 
b. Improvement of reading speed and comprehension 
c. Techn1q ues for taking dictation 

( 1) Ready at all times 
(2) Techniques for handling notebook 

(a) l\Iarking first clean page 
(b ) Turning pages 
(c) !\larking special directions and insertions 
(d) Flagging special rush jobs 

(3) Handling add resses and answered co rrespond­
ence 

( 4) Courtesy to the dictator 
(a) Sitting quietly 
(b) Rereading and marking notes during inter­

ruptions 
(c) Helping dictator to get started after inter­

ruption 
(d ) \Vhen and how to ask for clarification or 

repetition 
d. Developing ability to take dictation for sustained 

periods from someone who repeats, hesitates, and 
makes corrections 
( 1) Noting corrections 
(2) Increasing staying power by frequent use of 

shorthand outside the class 
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2. Procedures and activities in shorthand instruction 
a. Careful division of available time to maintain bal­

ance 
(1) In warm-up 
(2) In skill-building 
( 3) Pre-transcription training 
( 4) Sustained dictation 

b. Use of memorized or practiced material for warm-up 
c. Use of short dictations for speed building on the 

pyramid plan 
d. Reviews- daily- of brief forms, special forms, and 

theory 
e. Preview of words as means for building vocabulary 
f. Daily reading of plate material- in and out of class 
g. Assignments for reading and writing in text 
h. Have pupils serve as secretary to instructor, sitting 

beside desk for dictation 
i. Dictate to each pupil individually at intervals 
j. Check reading comprehension by class discussion 
k. Give real-life dictation for sustained periods (with­

out reading material from book) 
1. Use pictures and other aud1o-visual aids 

m. If possible, use wire recorder as means for build-
ing speed and giving dictation 

n. Use games and competitive devices 
o. Use charts and graphs for posting gains 
p. Set individual goals based on ability at the begin-

ning of the course 

C. The development of typewriting skill 
1. Points stressed 

a. Development of speed and accuracy for vocational 
competence 

b. Development of desirable work habits 
(1) Arrangement of materials for easy handling 
(2) Thinking through a problem and proceeding 

systematically 
(a) Consideration of directions 
(b) Determine supplies needed (carbons, etc. ) 

and insert 
(c ) Determine margins needed and set 
(d ) Determine spacing and set 
(e ) Note copy and mark changes in directions 

if necessary 
(f) Work without waste motion or loss of time 
(g) Erase errors thoroughly and correct neatly 
(h ) Proofread before removing copy from type-

writer 
(i) Note enclosures and special notation 
(j) Obtain signatures, etc. 
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c. lVIastery of the principles involved in ba 1c produc- . 
tion knowledges and skills 
(1 ) Letters 
(2 ) Tabulation 
(3) 1\Ianuscript typing 
( 4 ) Business forms 
( 5) Legal typing 
( 6) Horizontal and vertical placement 

d. Development of ability to apply basic principles to 
changes in direction In all the production · skills 
named above 

e. 1\IIscellaneous knoV\.'ledges and sk1lls 
( 1) Care of the typeV\.'riter and changing a ribbon 
(2 ) Inserting multiple earbons and erclSing then1 

(correct number of carbons as directed J 
(3 ) Typing of form letters 
( 4 ) Front and chain feeding of envelopes 
(5 ) Typing a stencil and masters for other dupli­

cating processes 
(6) Erasing, crowding, and spreading 
(7) Means for adjustment of letter placed too high 

at beginning, or crowding a lo\v-placed letter 
f. Developing occupational intelligence 

(1 ) What to do when using typeV\.Triter for first time 
(a) Determine make 
(b) Locate essential parts 
(c) Determine type 
(d ) Adjusting to wide-carriage typewriter 

(2 ) Be sure that directions are correctly under­
understood 

(3) Need for asking questions occasionally 
( 4) How to proofread adequately 

(a) For meaning 
(b) From copy 
(c) Checking accuracy and completeness 

2. Teaching procedures and pupil activities 
a. Plan for skill building through use of warm-up and 

short speed drives 
b. Use erasure tests for longer writings a true meas­

ure of typing skills 
c. Time production work and compare rates with rate 

on erasure test, posting results 
d. Analysis of points where time is lost in production 

work, with special technique drill on these points 
e. Use of job breakdowns in introducing new pro­

cedure to develop desirable work habits 
f. A void giving directions after a basic principle has 

been covered 
g. Use charts and graphs on bulletin board 
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h. Set individual goals and recognize attainment 
i. Set up competitive games to motivate occasionally 

j. Actually teach placement by guessing technique­
don't expect it to develop without special direction 

k Use speed-building devices -calling the throw, pro­
gressive writings, etc. 

I. Give awards and certificates for achievement 

D. English for transcription and business writing 
1. Points stressed 

a. The business letter and business reports 
( 1 ) 1\Iechanical details 
(2 ) Standards of mailability in Enghsh, spelling, 

word division, etc. 
b. The development of occupational intelligence in pre­

paring, typing, or transcribing letters, reports, and 
manuscripts 
(1 ) Know where to get information regarding form 
(2 ) Developing the dictionary habit and problems 

involved in using parts of the dictionary 
(3 ) The use of other reference books as sou1ces of 

information (see special section) 
c Editing and composing leiters and business reports 

(1 ) Analysis of inferior letters 
(2) Revision of inferior letters 
(3) Composing simple letters 
( 4) Composition of business reports- minutes, etc 

d. l\Iastery of fundamental punctuation rules through 
functional approach in transcription 

e. Development of interest in vocabulary-building 
through functional approach 

2. Teaching procedures and pupil activities 
a. Collect letters and bring to class for analysis 
b. Pass around letters transcribed or written in class 

for rating as to English, etc. 
c. Discuss problems in correcting trite phrases, etc., 

dictated by an employer 
d. Develop composition skill by proceeding from sim­

ple one-word responses, to phrases, sentences, and 
finally paragraphs or short letters 

e. Play vocabulary games 
f. Post particularly effective letters on bulletin board 
g. Present problems by dictating a letter and sug­

gesting that their boss is out of town and they 
must decide what to do about it- postpone answer­
ing, write brief acknowledgment, etc. Write short 
letter. 

h. Arouse pride in English mastery as one of the points 
on which any secretary is always supposed to be 
expert 
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i. Collect and bring to class transcription boners 
j. Use of letter-correction tests 

E. Transcription of mailable copy 
1. Po1nts stressed 

a. Pre-transcription training given functionally 
( 1 ) Shorthand class 

(a) Reading in punctuation marks 
(b) Reading for comprehension from shorthand 
(c) Selection of \vords in reading back 
(d) Spelling of \Vords in reading back 
(e) Estimating length of letters and materials 

from notes as short, medi urn, long, or 
2-page, \vithout actually estimating num­
ber of words 

(2) Typewriting class 
(a) Judgment placement of letters and manu­

scripts from print 
(b) Simplified vertical and horizontal place­

ment 
(c) Spelling of important words measured by 

dictation to the typewriter 
(d) Application of punctuation rules in sen­

tences dictated to the typewriter 
(e) 1\iastery of letter styles, etc. 

b. Building transcription skill 
( 1) Start transcription with simple sentences al­

ready read back 
(2) Proceed to more difficult sentences, discussing 

general principles 
(3) Use shorthand sentences for warm-up practice 

in typewriting class 
( 4) Build transcription speed on short timings 
(5) Build up to material of longer length and 

greater complexity 
(6) Integrate shorthand and typing training on 

letters, etc. 
• 

c. Developing occupational intelligence in transcrip-
tion 
(1) Dictate material with errors in word usage and 

grammar that should be corrected 
(2) Material containing errors in fact that should 

be corrected 
(3) Determining mailability 
( 4) Applying typing skills already mastered to 

transcription problems 
d. Develop desirable work habits 

(1) Reading through material containing correc­
tions 

-228 -



• 

• 

(2) Noting of special directions, etc. 
(3) Smooth, even work habits 
( 4) l\Iarking through a letter or page after tran-

scription 
(5) Proofreading for meaning and accuracy 
( 6) Checking questionable points 
(7) Completing each unit of work 
(8) Arranging for signature, filing, etc. 

2. Teaching procedures and pupil activities 
a. Planning daily routine for transcription training, 

making all activity functional through integration 
of typing, shorthand, and transcription 

b. Use of speed development charts and graphs to 
show improvement in transcription rates and ac-
curacy 

c. Set individual goals for transcription based on type­
writing speed 

d. Frequent opportunity for transcribing for sus­
tained periods 

e. Occasional transcription of "cold" notes 

f. For transcription skill building be sure dictation is 
within speed range of class 

g. Measure of output by some practical ~~pay" plan 

h. Have students rate each other's \Vork for maila­
bility 

i. Discuss specific problem situations in transc1 iption 
- when and what to correct, etc. 

III. Learning to perform the most commonly exercised duties of 
the secretary 

A. Aims 
1. To learn how and where to locate information 
2. To understand the important details regarding office 

organization and supervision 

B. Reference points and locating information 

1. Points stressed 
a. Importance of knowing where to locate information 
b. Procedures in going about locating information on 

(1) Social procedures 
(a) Emily Post 
(b ) Secretary's Handbook 

(2) Words and word selection 
(a) Dictionary 
(b) Thesaurus 
(c) Book of Synonyms and Antonyms 
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(3) Information regarding places 
(a) Gazeteer 
(b ) Atlas 
(c ) Encyclopedia 
(d) \Vorld Almanac 

( 4) English usage 
(a ) Secretary's handbook 
(b ) 1V1anual of style 
(c) Dictionary 
(d ) English textbook 

( 5) People or businesses 
(a) Who's Who 
(b ) City Directory 
(c ) Telephone Directory 
(d ) Library card catalogue 
(e) Encyclopedias 
(f) Trade books or magazines 
(g) Credit offices 
(h ) Credit rating books 
(i ) Current biography 
(j ) World Almanac 
(k) U. S. Government publications 

( 6) Facts and miscellaneous information 
(a) Dictionary 
(b) World Almanac 
(c ) Gazeteer 
(d ) Investment Guide 
(e) Library catalogue 
(f) Atlas 

2. Teaching procedures and pupil activities 
a. Materials presented as functionally as possible in 

the form of problems connected with units of work 
b. Dictate material that requires checking on some 

phase and have the students look it up 

C. Obtaining information regarding travel 

1. Points stressed 

a. Knowledge regarding types of service 
b. Charges and services for various types 
c. Planning an itinerary 

(1 ) Use a time table and railway guide 
(2 ) Special services, checking, stop-overs, ticket re­

demption, etc. 
d. Hotel reservations 

( 1) Directories 
(2) lVIaking a reservation 
(3 ) Services and tips 
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2 Teaching procedures and pupil activities 
a. l\Iake out an itinerary for personal pleasure trip, 

using railway guide 
b. lHake reservations, specifying type of railway ac­

commodations desired 
c. 1\Iake a hotel reservation, etc. 

D. Office organization and supervision 
1. Points stressed 

a. Relationship between departments 
b. Relationship between the secretary and other in­

dividuals 
c. Planning the arrangement of the office 
d. Planning arrangement of materials in secretary's 

desk 
e. Handling office supplies 

( 1 ) Supplies needed in the office 
(a) Quality standards for paper, pencils, sten­

cils, etc. 
(b) Taking inventory of supplies 

( 2 ) Ordering supph es by requisition and order 
(a) Terms used in ordering-quantitative and 

qualitative 
(b) Determining needs 

( 3) Storage of supplies for accessibility and pres­
ervation 

2 Teaching procedures and pupil activities 
a. Collect samples of paper, etc.; discuss quality, 

uses, etc. 
b. Take inventory of supplies in office practice room 
c. 1\Iake out purchase order for supplies 
d. Plan arrangement of n1ater1als within secretary's 

desk 

E. Handling office callers 
1. Points stressed 

a. Importance of a pleasing personality 
b Dealing with callers 

(1) Those with appoinbnents 
( 2 ) Those without appointments 

c. Techniques for making a caller comfortable 
( 1 ) Use of name, if possible 
( 2 ) Obtaining name and purpose of call 
(3) Announcing callers to employer 
( 4) Exercise of tact 

2 Teaching procedures and pupil activity 
a. Conduct series of skits 
b Use of visual aids 
c. Reports on visits to offices and d1scussion of points 

that were pleasant or unpleasant 
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F. Handling cash dra\ver and petty cash 
1. Points stressed 

a. Purpose of petty cash 
b. Importance of and techniques for keeping account 

(1) Use of withdra"'·al slips 
(2) Balancing petty cash 
( 3) Recording 

c. Techniques for making change 

2. Teaching procedures and pupil activities 
a. If It is not possible to set up a true petty cash fund, 

arrange a skit that \VIll demonstrate its use 
b. Teach techniques for making change 

G. Alphabetic Filing 

1. Points stressed 
a. Rules and practical application of indexing 
b. Types of files and purposes of each 

(1) Card 
(2) Horizontal 
(3) Visible 
(4) Vertical 

c. Filing procedures 
(1) Reading 
( 2 ) Indexing 
(3) Coding 
( 4) Cross referencing 
(5) Sorting 
(6) Filing 

d. Filing supplies 
e. Principles of maintenance 

• 

• 

(1) Number and arrangement of items in folders 
(2) Number and arrangements of fo lders in drawer 
(3) Active and inactive files 
( 4 ) Transfer files 
(5) Out-guide systems 
( 6) Control of files in small office 

f. Other systems of filing (not stressed) 
(1) Subject 
(2) Geographic 
(3) Special 

2. Teaching procedures and pupil activities 
a. Use of practice set equipment 
b. Visit to filing equipment office 
c. Visit to business with extensive filing 
d. Drill on speed in pulling materials from fi le 
e. Collection of incidents illustrating the importance 

of the files 
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H. The use of the telephone 
1. Points stressed 

a. Knowledges regarding serv1ce 
( 1) Types of service 
(2) Using a telephone directory 

(a) Local 
(b) Classified 
(c) Suburban 
(d ) Large city telephone directory 

( 3) Long-distance service-distinctions in services 
and rates 

b. Etiquette in the use of the telephone 
( 1) Techniques in answering the business phone 
(2 ) Techniques in making the business call 
(3) Personal calls on the business phone 

c. Developing a telephone personality 
d. Efficiency in handling calls 

( 1) Keeping list of frequently called numbers 
(2) Reporting calls to employer 
( 3) Referring calls to proper person 

2. Teaching procedures and student activities 
a. Use dummy or real telephones for practice 
b. Visit telephone office 
c. Have someone from telephone office expla1n serv-

• Ices 
d. Have students report on things that have pleased or 

displeased them in making calls 
e. Have businessman tell what he likes his secretary 

to do in answering calls 
f. Assign readings on the use of the telephone 
g. Dictate informational material In shorthand 

I. Telegrams, cablegrams, and radiogr ams 

1. Points stressed 
a. Classes of messages 
b. Preparing a message and filing it 

(1) Counting of words for various services 
(2) Selection of service used considering 

(a) Importance of message 
(b) Time of day 
(c) Difference in time zone 
(d) Expense minor factor compared to import-

tance 
2. Teaching procedures and pupil activities 

a. Preparation of a message from dictated material, 
following through all the activities required in get-
ting it filed 

b. Wording a message in a problem situation 
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J. Handling the mail 
1. Points stressed 

a. Incoming mail 
( 1 ) Opening, stamping, and sorting 
(2) Reading and checking 

(a) Enclosures 
(b) Addresses 
(c) Noting omissions 
(d ) Disposition of envelopes 

(3) Take steps to save employer's time 
(a) Answer routine letters if so directed or 

desired either signing or placing on desk 
for signature 

(b) Find Information I·equested that may help 
employer in ansvvering letter 

( 4 ) Refer letters to proper department 
b. Outgoing mall 

( 1) Checking for completeness 
(2) Folding 
( 3) Class of mail 
( 4) Selection of special services if necessary 

c. Wrapping, weighing, and zoning packages 
d. Saving uncancelled but damaged stamps and en­

velopes for redemption 

2. Teaching procedures and pupil activities 
a. Visit a business with mailing equipment 
b. Present problems in the selection of services 
c. Present problems for weighing and zoning of pack­

ages through the use of a postal guide 
d. Finding regulations regarding different classes of 

mail 

K. Banking knowledge and procedures 
1. Points stressed 

a. Kinds of banks and differences in services 
b. Main banking services 
c. Figuring interest and discounts on loans 
d. Opening and maintaining an account 

(1) Savings 
(2) Checking 

e. Important commercial papers and use 
(1) Notes 
(2) Drafts 
(3) ~oney orders 
( 4) Cashier's checks 

2. Teaching procedures and pupil activities 
a. Visit to a bank with services and procedures ex­

plained by a member of the banking staff 
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b. Practice in opening an account by making out sig­
nature card, depos1t shp, etc. 

c. Practice in man1ta1ning an account by keeping a 
check balance, writing checks, reconciliation, etc. 

d. Practice in use of notes, drafts, cashier's checks, 
money orde1 s, etc., given through p1 oblem situation 
in connection with d1ctation 

L. Keeping simple office records 
1. Points stressed 

a. Handling the pay roll 
( 1) Deductions 

(a) Income tax 
(b) Social security 
(c) Hospitalization or health, etc. 

(2) Typing up a payroll 
(3) l\Iaking out checks, etc 

b. Keeping simple records 
( 1) Cash record 
(2) Accounts 
(3) Receipts 

IV. Learning to ope!~ate the most commonly used office machines 
A. Aims 

1. To learn to operate the most commonly used office 
machines 

2. To learn the uses, advantages, and spec1al adaptations 
of each 

B. Calculators 
1. Points stressed 

a. Key-driven calculators 
( 1 ) General operating technique for 

(a) Touch addition 
(b ) Multiplication 
(c) Subtraction 
(d ) Division 

(2) Common business applications 
b. Crank-driven calculators 

(1) General operating technique for 
(a) Addition 
(b) Subtraction 
(c) l\Iultiplication 
(d) Division 

c. Ten-key and full keyboard listing machines 
(1) General operating technique 

(a) Addition 
(b) Subtraction 
(c) 1\Iultiplication 
(d) Division by reciprocal s 
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2. Teaching procedures 
a. Use of job breakdo\vn or instruction sheets fur­

nished with texts or machines must be supplemented 
by demonstration 

b. After fundamentals have been taught, the presenta­
tion of practical problems should be instigated as 
suggested under "Departmentalized Organization" 

C. Duplicating 
1. Points stressed 

a. Preparation of stencil or n1asters (in the type\vrit­
ing class ) for cards, letters, menus, etc. 
( 1 ) Planning typed copy 
(2 ) Preparing on typewriter 
( 3 ) Corrections of errors 
( 4) Use of color 
(5) Illuminated drawing board and styli 

b. Comparison of advantages, uses, and costs on var­
ious duplicating processes 
(1) Mimeograph 
(2) Gelatin 
(3) Liquid 
( 4) Multigraph 
(5) Multilith 
(6) Automatic varitype 

c. Operation of the machines 
( 1) Preparation and care of machine 
(2) Running copies 
(3) Locating sources of trouble 

2. Teaching procedures and pupil activities 
a. Preparation of school programs, menus, newspapers, 

etc. 
b. Use of job breakdown for basic instruction 

D. Machine transcription 
1. Points stressed 

a. Parts of machine 
b. Transcribing technique 
c. Shaving machine 
d. Dictating technique 

GENERAL TEXTS AND REFERENCE BOOKS 

Abrams, Ray, Business Behavior, South-Western Publishing Com­
pany, Cincinnati. 

Allen, Edward F., and lVIeade, Marianne, The Secretary's Encyclo­
pedia, The World Publishing Company. 

A very, Frances, and Nichols, F. G., Secretarial Efficiency, Whitt­
lesey House, 1\IcGraw-Hill Book Company, New York. 
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Babson, R. W., Finding a Job, Revell Company, Ne\v York. 
Beamer, Esther, and Plimpton, Ruth J ., Effective Secretarial 

Practices, South-vVestern Publishing Co., Cincinnati, 1944 
(College). 

Becker, Esther, ecretaries Who ucceed, H<npel & B1os., New 
York, 1947. 

Brown, Thomas Kite, The ecretary's De k Book, The John C. 
VV ins ton Company, Philadelphia, 1939. 

Butterfield, William I-I., The Bu ines Letter in Modern Form, 
Prentice-Hall, Inc., New York, 1942. 

Carney, 1\Iarie L., Etiquette in Bu ine · , lVlcGra\v-Hill Book Co., 
New York, 1936. 

Charters, W. W., and Whitley, Isadore B, Analysis of Secretarial 
Duties and 'frait , Williams and Wilkins, Baltimore, 1924. 

Cleaver, Pauline, Make A Job For Your elf, 1\IcGraw-Hill Book 
Co., New York, 1936. 

Cottier, Joseph, and Brecht, Harold W., Careers Ahead, Little 
Brown and Co., Boston, 1938. 

Davis, Howard L., The Young Man In Business, John Wiley and 
Sons, Inc., New York. 

Doutt, Howard M., Secretarial Science, Richard D. Irwin, Inc., 
New York, 1942. 

Faunce, Frances A., Nichols, F. G., 2d edition, Secretarial Effic­
iency, 1\IcGraw-Hill Book Co., Inc., I~ew York, ( l\Ianual and 
work sets). 

Fisher, l\lyron, and Pendery, John, Secretarial Practice For Col­
leges, South-Western Publishing Co., Cincinnati, 1943. 

Gaum, Carl G., Graves, Harold F., Hoffman, Lyne, Report Writing, 
Prentice-Hall, Inc., 1943. 

Goodrich, Lawrence, Living With Others, American Book Co., 
New York, 1939. 

Gregg, John R., Applied Secretarial Practice, The Gregg Publish­
ing Company, New York. 

Gregg, John R., The Private Secretary, The Gregg Pubhshing Co., 
New York. 

Hutchinson, Lois Irene, Standard Handbook For Secretaries, 
Whittlesey House, McGraw-Hill Book Co., Inc., New York, 1944. 

Hall, Samuel Rollin, How To Get A Position and How To Keep It, 
Funk and Wagnalls Co., New York, 1938. 

Larsen, Lena, Freitag, L. E., and Koebile, A. l\-1., Stenographer's 
Reference Manual, South-,Vestern Publishing Company, Cin-
cinnati. 

Leighton, E. \Villard, The Office Encyclopedia, Garden City, Halc-
yon, Ohio, 1940. 

Loso, Foster W., Agnew, Peter, Secretarial Office Practice, 3d 
edition, South-Western Publishing Company. 
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Lyons, George J ., and lVIartin, Harmon C., The eYen Keys To Get-
ting nd H oldin g J ob, The Gregg Pubhsh1ng Company, 1942. 

1\IacGibbon, Ehzabeth G., Manner In Bus ine , The l\facmillan 
Company, New York, 1936. 

1\laule, Frances, l\1en Wan ted, Funk and \Vagnalls Company, New 
York, 1935. 

Maule, Frances, h e trive 'ro Conquer , Funk and vVagnalls Com­
pany, New York, 1935 

Pelo, Wm J., and Bender, V , T he ecr eta ry's De k Book, The John 
C. Winston Company, 1942. 

Post, Emily, E tiquette, Funk and Wagnalls Company. 
Reigner, Charles G., E ngli h For Bu ine e, The H. l\L Rowe 

Co., Baltimore, 1938 

Reigner, Charles G , ecretar ial Training, The H. lVL Ro\ve Co., 
Baltimore, 1938 

Robinson, Edwin l\I., Training For T h e l\Iodern Office, l\IcGraw­
Hill Book Company, Inc., New York, 1939. 

Stickney, Rufus, and Stickney, B. G , Office and Secretarial Train­
ing, Revised, Prentice-Hall, Inc., New York, 1940. 

Turner, Bernice, The Private ecretar y's Manual, Revised, Pren­
tice-Hall , New York. 1942. 

Walters, R. G., H ow T o Find and Apply For A J ob, South-Western 
Publishing Co., Cincinnati. 

Wanous, S. S., and Erickson, L., T he ecretary'"" Book, The Ron­
ald Press, New York, 1948. 

vVikdall, Edgar C., Thompson, C. 0., and Keenly, Kate, The Train­
ing of A Secretary, Amer1can Book Co, New York, 1938. 

Wells, John and Enid, The J ob T h at F it You, Prentice-Hall , Inc., 
New York. 

Wright, Milton, Gettin g Alon g With P eople, McGraw-Hill Book 
Co., New York, 1935. 

Wylie, Harry L., O ffice Organization and Man agement, P r entice-
1-Iall, New York, 1947. 

TEXT A D REFERE CE 

Calculator • 

Agnew, Peter, Office lVIachin e Course, combination of key-driven, 
crank-driven, ten-key, and full-keyboard, South-Western Pub­
lishing Company. 

Agnew and Good, Fellow, Separate Courses, South-vVestern Pub­
lishing Company Key-driven, vocational efficiency drills on 
key-drtven, crank-driven, ten-key, and full keyboard. 

Fasnacht, Harold, How To Use Business Machine , Gregg Pub­
lishing Company, Ne\\ York. 
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Pott er and Stern, Ho\v To U e The Adding 'lach ine, Gregg P ub­
lishing Company, New Yor k 

Potter and Stern, Ho\v To e The Adding !\-lachine, Ten-Key 
Keyboard, Gregg Publi shing Company, New ·York. 

l\1eehan, How To U e The Calculator and omptometer, 2d edition. 
Gregg Publishing Company, New York. 

Stuart and Stern, How To Use The Crank-Driven Calculators, 
Gr egg Publishing Compa ny, New York. 

Duplicating 

Agnew,Pet er, Cans ler, F undamen tal of tencil Duplicator, South­
Western Publishing, Cincinnati . 

Alexander, How To se Duplicating 1\'Iach ines, Gr egg Publi shing 
Company, New York. 

A. B. Dick Company, Cour e Of In truction F or The l\1imeograph 
Duplicator , 720 West J ackson Blvd., Chi cago 6, Ill. 

Filing 

Bassett and Agnew, Bu ine s F iling, South-Western Pubh s hing 
Company. 

Chaf ee, Allen, How To File Bu ine s Papers And Records, lVIc­
Graw-Hill Book Co ., New York, 1938. 

Progre sive Indexing And F iling, Remington-Rand, 314 For est 
Ave., Library Bureau Division Remington-Rand, Remington­
Rand Bldg., New York 10, N . Y. 

F iling Procedure And Equipmen t (Reprint from Gregg Applied 
Secr eta rial Workbook ), Gr egg P ublishing Company, New York 

Loso, F oster, Agnew, P eter , ecretarial Office Practice, practice 
outfit for business filin g. 

P rinciples Of Indexing And F iling, 2d edit ion, Indexing and Fil­
ing Workbook and Practi ce Ki t, H . l\I. Rowe Company, Balti­
mor e. 

Shorthand 

.t\dams and Skimin, An Introduction To Tran~cription, 2d edition, 
Gregg Publishin g Company, Ne\v York. 

Berlin, 1\Ia ry K., Nunes, B., and F romberg, B., Graphic Transcrip­
tion, Gregg Publishing Company, New York, 1943. 

Bisbee, E dith , and Thomas, Charles, Correlated Dictat ion Studie 
in Thomas Natural Shorthand, Prentice-Hall, New York 

Bowman,Wallace, Shorth and Dicta tion Studies, 2d Edition, South­
Western P ublishing Company, Cincinnati. 

E ldridge, Edward H ., Stickney, B. G. and Stickney, Rufus, Shor t­
hand Reading And Dictat ion Exercises, American Book Co., 
New York. 

E ldridge, Edwar d, ew Shorthand Dictation Exercises, American 
Book Co., New York. 
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Forkner, Hamden, Osborne, Agnes, and O'Br ien, J ames, Correl­
a ted Dictation and Tran cription, D. C. H eath and Co., Boston, 
1940. 

Fox, Frederick, and Thomas, Charles, Trans cription tudies in 
Thomas Natural horthand, Prentice-Hall, New York. 

Frick, VIetti, and Thomas, T alk And Take Thomas Natural Short­
hand, Prent1ce-I-Iall, New York. 

Gregg Speed Building, new revised edition, Gregg Publishing Co. 
Leslie, Lois A., F unct ion al l\1ethod Dictation, Gregg Publishing 

Co. 
1\:IcNamara and Eaten, Rationa l Dictation Studies, Gregg Publish­

ing Co., New York, 1943. 
Renshaw, Wallace W., and Leslie, L., Gregg Dictation And Trans­

cription, Gregg Publishing C'o., New York. 
Whitmore, Irol, and \Vanous, S. J., Sh orthand Transcription tu­

dies, South-Western Publishing Co., 1944. 
Zoubek, Charles, Dictation At In-Bet\veen Speed, And Dictation 

F or Transcription , Gregg Publishing Company. 

Typewriting 

Blanchard, Clyde I., and Smith, Harold H., Typing For Bus iness, 
Gregg Publishing Company, New York, 1946. 

Dvorak, August, l'derrick, Ford, and Dealy, Scientific Type\vriting, 
Standard Keyboard edition, American Book Co. 

Lessenberry, Crawford, D. D., James, T., 20th Century Type,vrit­
ing, 5th edition, South-Western Publishing Co., 194 7. 

SoRelle, Smith, Foster,and Blanchard, Gregg Typing, Gregg Pub­
lishing Co. 

l\1axwell, W. C., Mursell, Jas. L, and Fries, Alvert, Rhythmic Typ­
ing, The Ronald Press, New York, 1948. 

White, Walter, and Reigner, Charles G.,Rowe Typing, Rowe Co., 
Chicago, 194 7. 

Tidwell , l\1. Fred, Advan ced Speed Typing, South-Western P ublish­
ing Co. 

\iVanous, S. J ., Basic Type\vriting Drills, South-Western Publish­
ing Co. 

\Vanous, S J., Sta tistical Typin g, South-\Vestern P ublishing Co. 

For teaching aid write to manufacturers below as well as 
publisher. 

Remington-Rand, 315 Forest Ave., Remington-Rand Bldg., 
New York 10, N. Y. 

Royal Typewriter Co., Inc, 2 Park Ave., New York 16, N. Y. 
L. C. Smith and Corona Typewriter s, Inc., School Dept., Syra­

cuse, New York. 
Underwood Corporation, School Dept., 1 Park Ave., New 

York. 
Woodstock Typewriter Co., Woodstock, Ill inois. 
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Voice Transcription 

Ediphone Voice Writing and Integrated Studies, South-\Vestern 
Publishing Company. 

Write to the following for materials and aids. 
Dictaphone Corporation, Education Dept., 420 Lexington Ave., 

New York. 
Thomas A. Edison, Inc., Dept. of Educational Training, West 

Oran ge, New J er sey. 

FILMS AND FILMSTRIPS 

Machine 

Business Machines, Silent 1\Iotion Picture, BEV A, Rental, $2. 

Maintenance of Business Machines, Sound lVIotion Picture, BEV A, 
Rental $3.50. 

Machine Transcription: Technique, Sound Film, Iowa University, 
Rental, $1.50. 

How to operate the Mimeograph Duplicator, Sound Film, BEV A, 
Rental, $2.50. 

Secretarial and Transcription 

I Want to Be a Secretary, Sound Motion Picture, Coronet, 65 East 
South Water St., Chicago, Ill. 

Clerical Work as a Career, Silent Filmstrip, BEV A, P. 0. Box 65, 
New York. 

Taking Dictation and Transcribing, Sound Filmstrip, BEV A, 
Rental, $2. 

The Champions Write, Sound l\iotion Picture, Gregg Publishing 
Co. Rental, $2.50. 

The Secretary Takes Dictation, Coronet, Rental, Iowa University, 
Rental, $1. 

The Secretary's Day, Coronet, Rental, Iowa University, $1. 

The Secretary Transcribes, Coronet Rental, Iowa University, $1. 

Thomas Natural Shorthand, Sound Motion Picture, Prentice-Hall 
70 Fifth Ave., New York. 

The Duties of a Secretary, 16mm Sound Motion Picture, Produced 
for Underwood Corporation by National Education Films. 

Typing 

Advanced Typing-Duplicating and Manuscript, 21h reels, 16mm, 
Sound Film, Castle Films, Inc., RCA Bldg., New York 20, New 
York. Renta l, Iowa University, $3. 

Advanced Typing-Shortcuts, 3 r eels, 16mm sound. Castle Films, 
Inc., Separate r eels known as parts I, II, and III may be rented 
from YMCA Motion Picture Bureau at $1.50 each. Other rental 
- Iowa University, $2. 
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Ba ic Typing-Method .. , 3 reel , 16mm sound, Castle Films, 
Rental, Io\\·a University, $2.50. 
hampion ~ h ip Typing, 1 reel silent, Teaching Aids Exchange, 
~Iodesto, California, Rental, $2 from local Yl\ICA. 

Buildin g Typing kill, Coronet Instructional Films. 

Do You Know Your Type,vriter?, Society for Visual Education, 
100 East Ohio St, Chicago 11, Ilhnois. 

Know Your Typewriter, 1 reel, Rental, Iowa University, $1.75. 

\Vorld Champion Typi t , lbert Tangora in Action, 1 reel 16mm 
Silent, Royal Typewriter Co., 2 Park Ave., Ne\v York, New 
York, Free. 

General 

The Voice of the City, ound l\Iotion Picture, Local Bell Telephone 
Office, Free. 

A New Voice for Mr. ., Sound :\lotion Picture, Local Bell Tele­
phone, Free. 

How to Hunt a J ob, Silent l\lohon Picture, BEVA. 

Bibliographies of Aids, Etc. 

BEVA 104 West 61st St., New York 23, New York. 
Educational Film Guide, H. vV. 'Vilson Co., 950 University 

Ave., New York 52, New York. 
Iowa Rental Agency for Coronet Films. 

Extension Division, Iowa State College, Ames, Iowa. 
Extension Division, State University of Io\\'a, Iowa City 

Iowa. 
1\IcGraw-Hill Book Company, Inc. 
U. S. Office of Education, Business Education Service, Wash­

ington. 

TESTS 

tudent's Typewriting Test , Copy and Production Tests, United 
Business Education Association, 1201 16th St., N. W., Wash­
ington, D. C. Tests and Teacher manua l, stress marketable 
productivity. 

The Nation al Bu ine Entran ce Te ts, include tests on typewrit­
Ing, shorthand, office machines, etc., sponsored by National 
Office l\Ianagement Association and the United Business Edu­
cation Association; for Information write to 2118 Lincoln­
Liberty Building, Philadelphia, Pennsylvania. 

Information on a variety of tests may be obtained by writing 
to the following: 

American Book Co, 89 Lexington Ave., New York. 
American Institute of Filing. 
Dictaphone Corporation, 420 Lexington Ave., New York 17, 

New York. 
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Ediphone, P. 0. Box 543, \Vest Orange, Ne\v Jersey. 
Ginn and Company, Boston, l\las5achusetts. 
Gregg Publishing Company, Chicago, Illinois. 
Hadley, Charles R., Co., Los Angeles, California. 
Holt, Henry and Company, New York. 
Humphrey, Clyde W., Business Education Service, U. S. Of-

fice of Education, Washington, D. C. 
Prentice-Hall, Inc., New York. 
Public School Publishing Company, Bloomington, Illinois. 
Rowe, H. l\1., Company, Baltimore, 1\iaryland. 
Smith, L. C. and Corona Typevvriters, Inc., Syracuse, New 

York. 
South-Western Publishing Company, Cincinnati, Ohio. 
U. S. Government Printing Office, Washington 25, D. C. 
Winston, John C., Company, Philadelphia, Pa. 
\Vorld Book Co., Yonkers-on-Hudson, New York . 

• 

- 243-





• 

SHORTHAND 

• 

• 

- 245 -





HORTHAND I 

Introductory Statement 

Though in the past some schools have taught the shorthand 
class with personal use objectives 1n m1nd , it has been quite 
generally found that shorthand is an almost purely vocational 
subject. For this reason the selection of students, the selection 
of the material included, and the setting of general objectives 
should be with a vocational aim. 

Because shorthand is a vocational subject, the training should 
come as close to the time of actual use as possible. It is recom­
mended that shorthand be started in the junior year of high 
school and be followed in the senior year by secretarial practice 
or stenography course including transcription and dictation prac­
tice. Where a second year of training is not planned in th1s 
field, shorthand should be offered in the senior yea1 of high 
school in preparation for stenographic or secretarial work. 

Students with less than a C grade in English should not be con-
• sidered for shorthand as their background of vocabulary, gram­

mar, punctuation, and composition will not allow them to do a 
commercially acceptable job of transcription which is the ulti­
mate aim of shorthand written from dictation. In some schools, 
where typewriting is offered prior to shorthand (as is generally 
recommended ) , students with less than a C grade should not be 
considered for shorthand as their typing skill will hinder tran­
scription speed. 

Then again, in schools of small enrollment, located in com­
munities where the demand for trained stenographers is prac­
tically nil, or where students do not intend to USE shorthand 
vocationally in any way, it is not recommended as a regular high 
school course. 

OBJECTIVES 

(from Gregg Courses of Study*) 
First Seme ter 

1. To teach the a llotted material of shorthand according to 
the prescribed text as listed below in ~~content." 

2 To develop a fair degree of skill in reading and writing 
from printed shorthand. At the end of 80 periods, the aver­
age student should be able to write approximately 60 words 
a minute for 5 minutes on practiced material. 

3. To develop a fair degree of sklll in writing new-matter 
dictation, containing only those principles taught during 
the first semester. 

*Courses of Study for Teaching Gregg Shorthand by the Func::ttonal Method and by the 
Anni\ersary Manual Method are available from the Gregg Pubhshmg Company, 37 South 
Wabash A\e Chicago 3, lllinois, free of charge to teachers 
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4. To lay the foundation, through systematic pretranscription 
training, for accurate and rapid transcription on the type­
writer . • 

econd Semester 

1. To teach the allotted material of shorthand according to 
the prescribed text as listed below in "Content." 

2. To develop the student's skill in reading and writing of 
shorthand. The student should be able to write 80 to 100 
words a minute from dictation on practiced material. 

3. To develop skill in taking new-matter dictation from un­
graded material at 60 to 80 words a minute. Students of 
Gregg Shorthand can be tested on the Gregg Ne,vs Letter 
Transcription Tests. 

4. To continue pretranscription for the development of rapid 
and accurate transcription on the typewriter. 

CO TENT 
As both Gregg and Thomas Nat ural shorthand books are ar­

ranged in units, set up to be taught in specified order during a 
suggested number of periods, it is thought advisable to list here 
the textual material to be covered each semester rather than a 
detailed outline of principles applying to the study of the short­
hand systems. 

The units and chapters hsted below are the prescribed amount 
of material to be taught in the regular school term (usually 180 
periods) though occasional slight adjustments may have to be 
made by the individual teacher. In general, however, every ef­
fort should be made to have the students master these materials 
thoroughly during the school year. 

F irst Semester. 

With the use of Anniversary Gregg l\fanual Method: 
Complete Chapters I through VIII in Gregg Manual, Anni­

versary Edition 
Complete Chapters I through VIII in Gregg Speed tudies, 

Third Edition 
Dictate corresponding material from supplementary books to 

develop word-building ability through a usable kno\vledge 
of theory 

With the use of Functional l\1ethod Gregg Shorthand: 
Complete Parts I and II, F unctional Method, Gregg hort­

h an d 

With the use of Thomas Natural Shorthand: 
Complete Th omas Natu ral Shor thand, Second Edition 
Use Talk and Take Thomas Natural Shorthand, Second Edi­

tion 
Use Transcription Studies in Thomas a tural horthand 
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Second Seme ter 

With the use of Anniversary Gregg l\'Ianual 1\lethod: 
Complete Gregg Shorthand Manual, Anniversary Edition, 

Chapters IX through XII 
Complete Gregg Speed Studies, Third Edition, Chapters IX 

through XVIII 

With the use of Functional 1V1ethod Gregg Shorthand: 
All assignments in Functional Method Dictation 

With the use of Thomas Natural Shorthand: 
Complete Talk and Take Thomas Natural Shorthand 
Complete Introductory Readings in Thomas Natural Short­

hand, Second Edition 
Complete Transcription Studies in Thomas Natural Short-

hand 

GENERAL SUGGESTIONS 

1. Encourage writing with fountain pens though medium soft 
pencils can be used. 

2. Encourage the use of stiff-covered, spiral-bound notebooks 
3. Stress fluency in writing from the beginning. 
4. Use the blackboard for constant demonstration of outlines 

and writing speed. Students seldom need to do blackboard 
writing as they are training to be stenographers and secre­
taries who will write dictation in regular shorthand note-
books. 

5. Insist on fluent, sensible reading at a reasonable rate 
throughout the course. 

6. Dictation, on which the results are to be checked, should 
be timed carefully with a stop watch. 

7. Testing, as such, should be kept at a minimum. Occasional 
short daily tests, oral at first, written in later periods, on 
actual transcription of shorthand are desirable. 

8. Various types of motivation to increase learning should 
be used in the shorthand class. Films, film strips, and 
records can be used to advantage when properly chosen 
and spaced throughout the course. 

9. THE PUBLISHED COURSE OF STUDY SHOULD BE 
SECURED FROM THE COMPANY PUBLISHING THE 
SYSTEM BEING TAUGHT. Daily lesson outlines and 
additional teaching aids given in the courses of study can 
be used to advantage. 

10. Proficiency in word building should be developed through 
a usable knowledge of the fundamentals of shorthand. 

11. Correct writing posture and proper writing habits can aid 
in the development of speed in taking shorthand materially. 
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12. Brief forms and simple phrases should be developed to a 
high level of automatic response. 

13. Correct \Vork habits such as attention, concentration, ac­
curacy, neatness, responsibility, and initiative shou ld be 
developed in the shorthand class. 

14 Even though a second year of s hor than d as a part of the 
secretaria l tra1n1ng cou r se is taught, pretr anscription 
shou ld be started during the f irst year . One possible basis 
for grading transcription is to mar k letter s and straight 
copy : 

Mailable when copy 

1. fo llows thought of original dictation ver y closely if not 
verbatim 

2 has no uncor rected er rors such as misspellings, typo­
graphical er ror s, incorrect punctuation, incorrect cap­
italization, incorrect hyphenization, a n d incorrect syll­
abif ications 

3. is neat in appear a n ce and well p laced in t h e case of let ­
t er s • 

4. contains no strikeover s 
5. con t a ins n o omission s 

Mailable-with-correction 

All corrections involved must be t hose which can be in­
ser ted or er ased an d corrected \vithout the r etyping of 
the letter . 

Non-mailable 

Any deviation f r om t he above standards 

BIBLIOGRAPHY 

Suggest ed for Teacher s of Gr egg Sh ortha nd 

1. Gregg Shorthand Manual, Teachers' Manual, Anniver ary 
Edition. 

2. Gregg Speed Studies, Third Edition, Teacher ' Manual 
3. Functional Method, Gregg horthand, Teacher ' Manual 
4. Functional Method Dictation, (Leslie) Teacher ' Manual 
5. 5,000 Most U ed horthand Forms (Gr egg) 
6. Gregg Shorthand Dictionary 
7. Gregg Shorthand Phra e Book 
8. Gregg Shorthand Review Letters ( P epe ) 
9. W anous, S. J., and W h itmor e, Irol, Shorthand Tran cription 

Studies, South-Western P ublishing Compa ny, 1944. 
10. Adams and Skimin , An Introduction to Transcription, Gregg 

Publishing Com pany. 
11. The Gregg Writer, a n1onthly n1agazine- one year, $1.25 
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Suggested for all shorthand teachers 

1. Blanchard, Clyde I., T\venty hortcut to horthand peed, 
Second Edition, Gregg Publishing Company, Chicago. 

2. Hutchinson, Lois I., tandard Handbook for ecretaries, 
Fifth Edition, 1\IcGraw-Hill Book Company, New York, 
1947. 

3. Dictation at In-Between peeds, Gregg Publishing Com­
pany, Chicago, 1938 

4. Dictation for Tran cription, Gregg Publishing Company, 
Chicago, 1937 

5. 200 Takes for Building Shorthand peed, Gregg Publishing 
Company, Chicago, 1946. 

For new and constantly changing aids and materials for the 
teacher of shor thand, it is advisable to \vrite the publishers or 
have one's name placed on the regular mailing hst of the publisher 
of the system of shorthand being used in the particular high 
school. 

The address of the Gregg Publishing Company 
37 South VVabash 
Chicago 3, Illinois 

The address of Prentice-H a ll , Inc. (Publisher of Thomas Nat­
ural Shorthand) 

70 Fifth Avenue 
New York, N. Y. 

The address of South-Western Publishing Company 
201 VVest Fourth Street 
Cincinnati 2, Ohio 

Note: The new simplified Gregg Shorthand has been published 
since this section of the handbook was sent to the printer. Schools 
using Simplified Gregg should consult the publisher relative to 
standards, instruct ional materials, and recommended schedules . 

• 
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TYPEWRITIN G 

Introductory Statement 

We find in the Iowa Secondary School Cooperative Curriculum 
Program, Volume II, that HThe greatest increase for the ten-year 
period in school offerings was found in commercial subjects--an 
increase of about 6.5 per cent." Also, among the commercial 
subjects by far the largest increase was in typewriting; over 31 
per cent more Iowa schools offered typewriting I and II in 1944 
than were offering these subjects in 1934. 

There is ample justification for this trend. Probably every 
high school student should have opportunity to become proficient 
on the typewriter. In fact, it is entirely conceivable that train­
ing on the typewriter should be a requirement for high school 
graduation. A few high school s actually do have this require­
ment. 

Under the guidance of a skilled teacher of typewriting, one 
may acquire proficiency on the typewriter sufficient for personal 
use in one semester; a second semester usually is desirable, how­
ever, since this skill is so basic to many vocational activities 
1\Ioreover, it must be remembered that those high school gradu­
ates who continue their work in college frequently are the very 
ones vvho can profit most from type\vriting ability. It is a skill 
which proves most useful to those who must defray a portion of 
their college expenses through part-time \Vork, and certainly ALL 
coll ege students have constant use for the skill in their daily 
class preparations. 

The r elatively old-fashioned custom of offering 
4
'two years of 

typewriting" is rapidly disappearing. Today the more advanced 
phases of typewriting are coordinated with other office skills, 
projects, and activities in secretarial and office practice courses. 
Ther efore, it has seemed best to present only three semesters of 
work in straight typewriting, the first one being designated as a 
course which may well be taken by all high school students for 
personal use objectives. This same course, however, is the intro­
ductory course to be taken by all business students. It must be 
remembered that the secretarial students will receive much in­
struction and practice in typewriting in connection with their 
transcription work. This would be in addition to the three sem­
esters suggested for vocational business programs 
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FIR T EME TER TYPE\VRITING 

(Per onal and Vocational) 
Objective : 

1. To develop the ability to operate and maintain the type­
writer efficiently and accurately and to apply this ability 
practically to various uses of a personal and semi-personal 
nature. 

2. To develop the ability to arrange typewritten material in 
attractive and acceptable form, at the same time giving at­
tention to content. 

3. To develop the habit of proofreading accurately and to ac­
quire a critical attitude to\vard spelling, punctuation, syl­
labication of \Vords, and sentence and paragraph structure. 

4. To develop and gain an appreciation of desirable per onal 
traits and habits, such as emotional control, courtesy, tact, 
cooperation, concentration, judgment, and resourcefulness. 

Outline of content: 

I. Introductory Elementary Typing Techniques and Fundamentals 
A. Parts of Machine- their use and operation (Only those 

few parts necessary for the first simple operation of the 
typewriter- other parts of the machine to be introduced 
as the need for their use arises) 

B. Inserting, straightening, and removing the paper 
C. Setting marginal stops for centered copy 
D. Correct position at the typewriter 
E. Locating the home position on the keyboard 
F. Striking and releasing the keys 
G. Spacing with the space bar 
H. Returning the carriage 
I. Introducing the keyboard 

(Carefully follow the procedure as given in the textbook 
being used, utilizing lesson plans, suggestions, and teach­
ing aids in the accompanying teacher's manual ) 
1. Lower case letters 
2. Capital letters 
3. Punctuation marks 
4. Numerals and special typographical signs (figures and 

symbols) 
5. Special keys (backspace, n1arginal release, ribbon and 

stencil adjustment) 
J. Spacing on paper 

1. Vertical (6 typewriter lines to 1 inch ) 
2. Horizontal 

a. Pica type machine (10 spaces to a horizontal inch ) 
b. Elite type machine ( 12 spaces to a horizontal inch ) 
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K. Care of machine 
1. Cleaning and oiling 
2. Changing and reversing ribbons 

L. Warm-up drills 
l\1. Sentence and paragraph practice 

1. Paragraph indention (Introduction and use of tabulat­
ing mechanism 

2. Spacing between paragraphs 
N. Correct syllable division of words at ends of line 
0. Building speed and accuracy 

II. Proofreading for typographical and content errors 

III. Centering 
A. Horizontal centering methods 

1. Backspace from center one space for each two letters 
2. Count total letters and spaces In heading or title and 

start writing one half of total spaces to left of center 
of paper 

3. Underwood green-scale (or red-scale) method 
B. Vertical centering 

IV. Columnar tabulation-when and how to use the tabulating 
mechanism for columnar writing 

A. Column headings 
B. Columns of tabulated material 

V. Special characters 
Multiplication sign, minus sign, equal sign, plus sign, div1sion, 
degree, feet and inches, minutes and "econds, exclamation 
point 

VI.Roman numerals 

VII. Erasing 

VIII. Alignment 
A. Reinsertion of typewritten sheets 

1. Filling in erased or omitted letters 
2. Retyping material over first writing 

B Writing on ruled lines 

IX. Letter writing 
A. Parts of business letters 
B. Forms of punctuation (open, close, and mixed ) 
C. Letter styles (business and personal in common usage ) 
D. Addressing envelopes 

1. Business and legal size 
2. Block and indented style 

X. Rough drafts 
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Teaching Aid and ugge tion 

Rate of peed. At the end of the f1rst semester pupils should be 
typing at a consistent rate from printed matter not previously 
practiced during the semester, for fn.e minutes, and achieve the 
minimum standard of thirty gross \vords per minute \\'ith no more 
than five errors. A superior teacher will have standards sur­
passing this minimum. It is suggested that the grading scale pub­
lished in your textbook teacher's manual be consulted for gradua­
tions in rank of pupils. 

Perfect Copie . The practice of requiring pupils to complete 
perfect copies of assignments is being discarded by typewriting 
teachers. The strain and discouragement r esulting from the per­
fect copy standard are not conducive to good learning habits. 
Pupils should feel at least a degree of success to have normal 
progress. In place of the perfect copy, the standard of usability 
and mailability of a piece of work is being substituted. This ad­
mits the possibility that erasures and corrections may appear in a 
piece of work. 

The standard of mailability of a piece of work based on the 
length and difficulty of the material and also on the probable 
performance of the individual pupils is worthy of consideration 
in planning typewriting class activities. 

Rhythm. In the past, a great deal has been said on the impor­
tance of rhythm in typewriting- the striking of each key with 
equal force and timing. Recently the term "rhythm" has been 
attacked as a misnomer, for it is asserted that it is humanly im­
possible for a person to attain an exact rhythm. It has been sug­
gested that a better term might be ucontinuity", which indicates 
the necessity for an even, unbroken writing pace. 

Whether one subscribes to "rhythm", "continuity", or some 
other descriptive term, it obviously is desirable that the operator 
maintain a controlled, sustained, and consistent writing rate in 
order to make headway. 

Demonstration . In presenting techniques, the pupil must be 
SHOWN the correct techniques. Lecturing, talking, or telling 
should definitely be secondary to the "demonstration" or showing 
and illustrating. Frequently it is necessary to demonstrate a tech­
nique several times before the teacher may be completely satisfied 
with the pupil's performance Demonstrate no more than the 
pupil can master at one time. Unfortunately, the demonstration 
is sometimes limited to the early lessons of typewriting. Avail­
able motion pictures may frequently be used to advantage in 
supporting the teacher's demonstration of some of the techniques 

Immediately following the teacher's demonstration, the pupil 
must use the ideas which have been presented. The pupil must 
imitate the teacher's demonstration. Frequently pupils v.rill not 
observe some of the details of the teacher's demonstration. The 
teacher must observe the pupils' first attempts to perform the 
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techniques which he has demonstrated. It will then be necessary 
for the teacher to re-demonstrate the presentation either to the 
small group or to individual pupils, as the need warrants. The 
teacher should continue until he knows that the pupil can per­
form the operations. 

Motivation. 1\Iost beginning pupils are interested in learning 
how to type. It is important that the teacher take advantage of 
this natural interest and curiosity. He should understand the 
importance of motivation and some of the procedures that may 
be used to create interest upon the part of the pupils. 

If the pupils' natural interest and curiosity in learning how 
to type begins to wear off, however, the teacher must be prepared 
to make use of various procedures that will stimulate interest. 

l.\Iotivation and effective teaching procedures go hand-in-hand. 
Games and trick devices, so frequently referred to as motivating 
devices, have a place in the classroom. They do not, however, 
take the place of effective lesson presentation in the maintaining 
of pupil interest. 

One of the most effective means of motivation is frequently 
overlooked by teachers. Pupils usually understand the day-by-day 
practice material and problems. They frequently do not see the 
relationship between the daily work and the whole problem, or 
the outcomes expected. They often fail to see that certain day-by­
day practice procedures are essential to the most effective de­
velopment of their skill. The teacher who demonstrates the rela­
tionship between the purpose of the daily lesson and the overall 
problem will usually find motivation an easier problem. Pupils 
must be shown Hwhy" certain techniques should be performed in 
a definite manner. 

Additional means of motivation might be: 
Secure expert typists to demonstrate and talk to pupils, if 

possible 
Take observation trips through offices 
Have black board clubs 
"Accuracy"- perfect papers 
"Gazers' Club"- look at keys while typing 
"Just-a-lVIinute People"- those that delay class 
"Would-Be-Acrobats"-Take poor typing position 

Wall charts 
Posture 
:\lachine parts 
Keyboard 
Progress speed charts 

Bulletin board 
Best papers written 
Comparing samples of "good" and "bad" papers 
Pictures and clippings- including cartoons 
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A uggested Method of Grading : 

First six weeks: 
Techniques- 75 % of SIX weeks' grade 
Exercises- 25 % of six weeks' grade 

Second and third SIX \\Teeks: 
Techniques- 25 % of SIX weeks' grade 
Timed practice 25 5o of six \veeks' grade 
Exercises- 50 % of SIX \veeks' grade 

pecial F ilms for FIR T erne ter : 

(Other drills, r eferentes, and supplementary material \\·ill be 
found at the end of the Type\vriting II and III outlines. ) 

Teaching Beginner "' Ho\v to Type\vrite, one reel, 16 mm., silent, 
running time: 12-15 minutes. This film shows correct and in­
correct methods of skill formation in typewriting. Order from 
Cinelab, Inc., 33 V.l est 60th Street, N e\v York. 

Basic Typing Method , sound, 30 minutes. Order from Castle 
Films, R. C. A. Building, Rockefeller Center, New York 20, N.Y. 

Right- a t the Start, six reels, sound, 16 mm, including 19 se­
quences which demonstrate techniques and controls usually 
taught during the first two or three weeks. Prints for r ental or 
purchase at cost. Order from School Depar tment, Royal Type­
writer Company, 2 Park Ave., New York 16. 
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TYPEWRITING 

(VOCATIONAL) 

• 

• 
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ECO D EME TER TYPEWRITING 

(VOCATIO AL) 
Objective : 

1. To develop desirable office traits 
2. To raise typewriting speed to a level where in a timed \-Vrit­

ing, each student can, without strain, maintain good tech­
nique and continuity in typing business material. 

3. To improve keyboard control to the level where each student 
can confidently apply his best speed, as measured by timed 
writings to the production of typing jobs 

4. To increase the student's experience in, and knov.rledge of, 
business applications of typing skill. 

5. To improve machine control to the level where each student 
habitually and correctly uses all the efficiency device~ 
engineered into the typewriter. 

Outline of conten t : • 

I. Development of desirable office traits 

A. Pleasing personality- poise - neatness 
B. Confidence 
C. Co-operation 
D. Dependability 
E. Accuracy and speed 
F. Interest 

II. Development of consistent speed in typing 

A. Use short timed tests on drills and on paragraphed mate­
rial 

B. Use 5-minute tests for speed building. Vary 10-minute tests 
to increase speed over longer periods of time. (Working 
for endurance ability of the pupil ) 
1. Minimum gross speed should be 40 w.p.m. with no 

more than .5 e.p.m. for 10 minutes for the lowest passing 
grade. Five minute writings will be slightly higher in 
speed 

2. Minimum net speed should be 35 w.p.m \vith no more 
than .5 e p.m. for 10 minutes for the lo,vest passing 
gr ade. Five minute \Vritings will be slightly higher in 
speed 

C Develop speed on a \YOrk-produ ction basis 
1. Credit for mailable material 
2. Stress deadline for accepting material 
3. Envelope addressing on quantity basis 
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III. Acquisition of a high degree of accuracy and efficiency 

A. hort timed tests, st ressing perfect copies 

B. Alphabetic sentences 

C. Teacher \\ ork individually \vith pupils in need 
1. Point out errors 
2. Suggest specia l drills for each pupil's need 

D. lYiachine dictation 
1. Improves spelling 
2. Prepares students to fit clerical positions \vhere dic­

tation will be taken at the typewriter. (Teacher dictates 
to a pause. Class types and stops for next dictation. ) 
The alternating typing and dictation avoids the neces­
sity of dictating over the noise of the machines 

E. Timing to include assembly of materials, etc. occasionally 

IV. Production and preparation of letters for mailing 

NOTE: This whole proJect of letter writing should be carried 
on in conjunction w1th the English department. If this is not 
done, letter composition should be given here. 

1. Application 
2. Credit 
3. Order 
4. Information 
5. Complaint 
6. Adjustment 
7. Sales 

A. Structure of letter s 
1. Parts of a letter 

a. P lacement 
b. Punctuation 

2. Letter composition 
3. Letter styles 

B. Multiple carbons 

C. Proper letter folding and inserting in envelopes 

D. Envelopes addressed in accordance with postal r egulations 

V. Typing specialized forms 

A. Stencils 
1. Placement of material on stencil 
2. Neat corrections 
3. Special uses (programs, menus, school paper s, etc.) 
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B. l\lan uscripts 

1. Practical use 
a. Page numbering 
b. Footnotes 
c. 11argins 
d. Title pages 
e. Table of contents 

2. Suggested projects 
a. By-laws and constitutions 
b. Resolutions, speeches, noti CE=s 
c. Itineraries, appointment ~ch~d ule, out lines 
d. Booklets and bulletins 
e. Term papers 
f. Bibliographies 

C. Financial s tatements 

1. Columnar tabulation 
2. Typing on ruled lines 
3. Insertion of horizontal a nd verti cal lines 

a. On typewriter 
b. With pencil or pen while copy I S in typewriter 

D. Telegrams, cablegrams, a nd r adiograms 
1. Classes of service 
2. Preparation and writing of messages 
3. Composition 

E. Legal papers 
1. Kinds- most common 

a. Contract 
b. Will 
c. Lease 
d. Affidavit 
e. Deed 
f. Mortgage 
g. Abstract 

2. Binding and endorsing 

VI. Efficient use of the dictionary 

A. Spelling 

B. Syllabification 

C. Diction or choice of words 
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THIRD EME TER TYPEWRITING 

(VO TIO AL) 

At the beginning of the third semester, the student should 
have a practical typing skill. His speed should be at lea t 40 
words per minute on a 10-minute writing w1th no more than 5 
errors. He has had training in setting up and typing letters, 
tabu lations, legal documents, and other business forms. He can 
make carbon copies, address envelopes, correct errors, and revise 
rough drafts. 

• 
The goal of third semester typing is to attain an expert level 

of production. This goal can be broken do\\'n into these specific 
goals~ 

1. To increase mastery of the typewriter itself by improving 
control and speed and utilizing the time-saving devices and 
typing short-cuts. 

2 To transfer more of his 
so production rate will 
In speed. 

basic skills to business production 
increase even faster than growth 

• 

3. To increase his versatility and good judgment in the ap­
plication of his skills to business jobs of increasing variety 
and difficulty. 

4. To assist the student in becoming independent of detailed 
instructions. 

Below IS a suggested outline for attaining these goals. 

I. Regaining and improving speed and accuracy 

A. Drills 
B. Timed writings should be given periodically every week or 

two throughout the semester. Minimum final achievements 
in speed and accuracy should be: 
1. A t least 50 w.p.m. gros with no more than .5 e.p.m. for 

10 or 15 minutes for a minimum passing grade. 
2. At least 45 w p.m. net with no more than .5 e. p. m. for 

10 or 15 minutes for a minimum passing grade. 
(Superior teachers should achieve better results than 
the above scores ) 

II. Review for more eff1ciency - (See IV and V of Second Semeg­
ter Typewriting) 

A Letters 
B. Business forms 
C. Rough drafts 
D. 1\lanuscripts 
E. Duplication 
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III. Applied '"'ork experience 1n typewriting 

A. \Vithin the school 
1. For various instructors or departments 
2. In school offices 
3. For school paper 

B. In business and professional offices where cooperative part­
time training is not offered in the school, 1t might he 
practical to have the students get a few hours of actual 
business experience after school or on Saturdays. 

TYPICAL REFERENCES 

Typewriting Textbooks 

Blackstone and Yerian, Type\\Triting for Per onal t T e, Gregg Pub­
lishing Company, 37 South Wabash Avenue, Chicago 3, Illinois 
1937. 

Blanchard and Smith, Typing for Bu ine , 2 year course, Typing 
for Business, advanced course, Typing for Bus iness and Per­
sonal Use, 1 year, Typing for Business, 1 year. Gregg Publish­
ing Company, 37 South Wabash Avenue, Chicago 3, Illinois. 
1946. 

Dvorak, Merrick, Ford, Dealey, Scientific Typewriting, American 
Book Company, Chicago, Illinois. 1947. 

Hayes and 1\ionk, Comprehensive Typewriting, 1\Iacmillan Com­
pany, New York, N. Y. 1941. 

Korona and Rowe, Busines and Personal Typewriting, Ginn and 
Company, 2301-2311 Prairie Avenue, Chicago, Illinois. 1937. 

Lessenberry and Crawford, 20th Century Typewriting, South­
Western Publishing Co., 530 S. Clark Street, Chicago 5, Illinois. 
1947. 

McNamara and Warren, Typewriting for Immediate Use, The 
John C. Winston Company, Philadelphia, P enn. 1938. 

Note : Most typewriting textbooks have teachers' manuals and 
workbooks to accompany them. Some have objective tests 
to be supplied to the user s of the text. Teachers should 
check with the publishing company to determine what 
aids are available. 

Supplementary Books and Material 

Bargen , Tabulation Technique, Gregg Publishing Company, 37 
South Wabash Avenue, Chicago 3, Illinois. 1934. 

Craig, Bitha, Leslie, Teach Your Fingers to Spell, Gregg Publish­
ing Company, 37 South Wabash Avenue, Chicago 3, Illinois 
1939. 

Flanagan, Ornamental Typewriting, Gregg Publishing Company, 
37 South Wabash Avenue, Chicago 3, Illinois. 1938. 
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Hakes, Typewriting peed tudie , Gregg Publishing Company, 
37 South \~T abash A\ en ue, Chicago 3, Illinois. 1938. 

Rational Error Analy i hart, Gregg Publishing Company, 37 
South Wabash Avenue, Chicago 3, Illinois. 

Re1gnor, Radio Typing and Office Practice, H. l\I. Rowe Co., 600 
West Van Buren, Ch1cago, Illinois. 1937. 

Reignor, Rough Draft , I-I. ~I. Rowe Co , 600 West Van Buren, 
Chicago, Illinois. 

Slinker, Type,vriting Diagno tic Chart, Gregg Publishing Com­
pany, 37 South \Vabash Avenue, Chicago 3, Illinois. 

Smith, Harold H., Ea y Grade hart for Timed Te t in Typing, 
Gregg Publishing Company, 37 South \Vabash A venue, Chicago 
3, Illinois. 

So Relle and Smith, Ad"anced Type,vriting Exercise , Gregg Pub­
lishing Co., 37 South \Vabash Avenue, Chicago 3, Illinois. 1936. 

Tangora, 50 Common Typing Fault and Ho"· to Avoid Them, 
Royal Typewriter Co., Inc., 2 Park Avenue, Ne'v York, N. Y. 

Wanous, Basic Typewriting Drills, South-Western Publishing 
Co., 530 S. Clark Street, Chicago 5, Illinois. 1944. 

Wanous, Statistical Typewriting 'vith Tabulation Problems, South­
Western Publishing Co , 530 S Clark Street, Chicago 5, Illinois. 
1945. 
White, Typing for Accuracy, H. l\L Rowe Co., 600 West Van 
Buren, Chicago, Illinois. 

Te t 

Blackstone, Blackstone tenographic Proficiency Test , World 
Book Co., 2126 Prairie Avenue, Chicago 16, Illinois. 

Competent Typi t peed Tests, 270 11adison Ave., New York, 
N. Y. (10 minute speed tests which appear monthly in The 
Gregg Writer or may be obtained in leaflet form monthly. ) 

Lessenberry, Tests on the Parts of the Business Letter, L. C. 
Smith and Corona Typewriters, Inc., Syracuse, N. Y. 

National Clerical Ability Test , for information write- Joint 
Committee on TestR, Lav.'rence Hall, 1 Kirkland Street, Cam­
bridge, Mass. 

Odell, 1\linimum Essential Tests for ~tudent Dictaphone Opera­
tors, Education Division, Dictaphone Sales Cor poration, Gray­
boar Building, New York, N. Y. 

Stuart, Objective Test in Typewriting, Gregg Publishing Conl­
pany, 37 South Wabash Avenue, Chicago 3, Illinois 

Typewriter Educational Research Bureau , 100 East 42nd 
Street, New York, N Y. (Provides free student typing test 
service. Monthly tests during school year with a manual of 
directions.) 
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Visual Aids-16mm. Film 

Advanced Typing-Shortcuts. Castle Films, R. C. A. Building. 
Rockfeller Center, New York 20, N. Y. 

Advanced Typing-Duplicating and Manuscript, Castle Films, 
R. C. A. Building, Rockfeller Center, New York 20, N. Y. 

Champion hip Typing. Silent. Assoc1atlon Films (Yl\lCA), 19 
South LaSa lle Street, Ch1cago 3, Illinois 

Improved Drills and Technique in Typing. Silent Curriculum 
Center fo r Business Education, John Hay High School, 2075 
E ast 107th Street, Cleveland, Ohio. 

1\lachine Tran cription-Machine Operation. Bell and Howell 
Company, 1801-1815 Larchmont A venue, Chicago 13, Illinois. 

Machine Transcription-Transcription Technique. Sound. Bell and 
Howell Company, 1801-1815 Larchmont Avenue, Chicago 13, 
Illinois. .. 

Maintenance of Office Machines. Bell and Howell Company, 1801-
1815 Larchmont Avenue, Chicago 13, Illinois. 

The Champions Write. Gregg Publishing Company, 37 South Wa­
bash Avenue, Chicago 3, Illinois. 

The Secretary's Day. Sound. Coronet Instructional Films, 65 East 
South Water Street, Chicago 1, Illinois 

The Secretary Transcribes. Sound. (Same as above.) 

1,ricks of the Trade for Typi ts. Sllent. Association Films 
(Yl\1CA ), 19 South LaSalle Street, Chicago 3, Illinois. 

Typing Tips. Sound. Underwood Corporation. Free. Contact your 
local Underwood dealer. 

Filmstrip 

Adventures in Typewriting Art. Silent. Artistic Typing Headquar­
ters, 4006 Carlisle Avenue, Baltimore 18, l\1aryland. 

Do You l{now Your Typewriter. Silent. Society for Visual Educa­
tion, 1000 East Ohio Street, Chicago 11, Illinois. 

The History of the Typewriter. Silent. Soc1ety for Visual Educa­
tion, 100 East Ohio Street, Chicago 11, Illinois. 

Professional Reading for Type,vriting Teachers Books 
Blackstone and Smith, ImprO\ ement of Instruction in Type\\ rit­

ing. Prentice-Hall, Inc., New York, N. Y. 1936. 
Dvorak, Merrick, Dealey, and Ford, Typewriting Behavior. Amer­

ican Book Company, New York, N. Y. 1936. 
Haynes, Broom, and Hardaway, Tests and Mea urements in Type­

writing. South-Western Publishing Company, 530 S. Clark St' 
Chicago 5, Illinois . 

Lamb, Marion C., Your First Year of Teaching Type\vriting. 
South-Western Publishing Company, Chicago, Illinois. 1947. 
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Lessenberry, l\1ethod of Teaching T)'pe\vriting. (l\lonograph 36) 
outh-\Vestern Publis hing Company, 530 S. Clark treet, Chi­

cago 5, Illinois. 

Odell and Stuart, Principle and Teehnique for Directing the 
Learning of Type" riting. D. C Heath and Co., Chicago, Illinois 
1945. 

Yearbook 

Commercial Educational A ociation of e\v York City and Vi­
cinity. 1930 to date. 

Ea tern Commercial Teacher A ociation- 1928 to date. New 
York University Book Store, \Vashington Square, New York, 
N. Y. 

" ational Commercial Teachers Federation"- ational Business 
Education Outlook. 1935 to date. J. l\Iurray Hill , Secretary, 
Bowhng Green Business University, Bo~ding Green, Ky. 

Periodical 

Bu iness Educational Dige t and Federation Notes. Eleanor Ski­
min, Editor, Northern High School, Detroit, 1\Iichigan. 

Gregg News Letter, Gregg Publi hing Company, 37 South V\7abash 
Avenue, Chicago 3, Illinois. 

Journal of Business Education. Tretha\\-"ay Publishing Co , 34 
North Cr ystal Street, East Stroudsburg, Penn. 

ational Busine s Educational Quarterly. Publisher- NEA, Dept 
of Business Education. Harold T Ham len, Secretary, Treasure1, 
lVIorristown H. S., 1\Iorristown, N. Y. 

The Balance Sheet. South-Western Publishing Company, 530 S 
Clark Street, Chicago 5, Illinois. 

The Rowe Budget. H . M. Rowe Co., 600 V\7est Van Buren, Chicago, 
Illinois. 

Publication 

Visual and Teaching Aid , Dr. Lili Reimers, Director Publications, 
New Jersey State Teachers College, Upper 1\Iontclair, New 
Jersey. 

Aids to Correct Typing Position and Technique. Business Educa­
tional Service, U. S. Office of Education, Washington 25, D. C 

Easier Typing, Supt. of Documents, Government Printing Office, 
Washington 25, D. C. 

Know Your Typewriter, Supt. of Documents, Government Print­
ing Office, Washington 25, D. C. 

Teaching of Typewriting (References ) . Business Ed ucation Serv­
ice, U. S. Office of Education, Washington 25, D. C. 
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Type,vriter Care, Supt. of Documents, Government Printing Of-
fi ce, Washington 25, D. C. 

1. Summers, Why Typing Teacher Gro'v Gray (Cartoons ). 
2. Key board chart. 
3. Ten Way to Make Your Type\\·riter Last Longer. 
4. 25 Typing Short-Cuts. 

All f our from: General School Dept, Remington Typewriter 
Division, Remington Rand, Inc., Buffa lo, N. Y. 

The fo llowing r ef er ences give helpf ul information as to floor 
plan , selections of type,vriter s, light ing, bu lletin board, timers, 
misc. supplies, etc., f or the commercia l department. Eastern Com­
mercial Teachers Association, Teaching D~' ice and Classroom 
Equipment. New York University Book Store, New York, N.Y. 
Rowe, Clyde D., "Checklist of Essential Typewr iting Room Equip-

ment", Journal of Business Education. April, 1937. 
The National Business Educational Quarterly. Department of 

Business Educat ion of National Educational Association. De­
cember , 1936. (Entire issue Floor plans for Commercial Dept. ) 

• 
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APPENDIX 1 

• 

A Check List of Supplies and Equipment for Business Education 

atlas 
basin 
blackboards 
bookcases 
bookkeeping machines 
bulletin boards 
business forms (display) 
calculator , full keyboard 
calculators, rotary type 
calculators, ten-key 
calendar 

• 

cash register 
chairs, students 
chairs, teachers 
chalk, colored 
chalk, white 
charts, keyboard 
charts, progress 
check protector 
city directories 
cleaning fluid 
cleaning rags 
cleaning supplies 
clock 
copyholders 
correction fluid 
credit rating books 
cylinder covers 
demonstration stand 
de k trays . 
desks, students 
desks, teachers 
dictionaries 
di play ca es 
display tables 
display windows 
duplicator, gelatin 
duplicator, liquid process 
duplicator, stencil type 
envelope sealer 
envelopes, plain 
envelope , \vindow 
erasers, felt 
era ers, rubber 

-

• 

express guide 
extension cord 
file folders 
filing cards 
filing equipment, vertical 
filing equipment, visible 
freight guide 
ink, colored 
ink, mimeograph 
interval timer 
labels 
listing machines 
magazine racks 
metronome 
mimeograph pads 
numbering machines 
oil 
oil can 
paper, carbon 
paper, colored 
paper, copy 
paper, letterheads 
paper, mimeograph 
paper, onionskin 
paper clip 
paper cutter 
paper punch 
paper towels 
parcel post cord 
paste 
pencil sharpeners 
pencils 
pliers 
pointer, rubber tipped 
postal guide 
postal scale 
poster paper 
record player 
reference books, English 
reference books, secretarial 
rhythm records 
rubber bands 
rubber stamps 

• SCISSOrS 
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cotch tape 
cotch tape di penser 
cre,vdri\ er 
ponge 
tapling machines 
taples 
tencil file 
tencil 
top \vatch 

.. torag-e cabinets 
tyli 

tape, gummed 
telephone 
telephone book 
telephone S\vitchboard 

te t material 
thumb tack 
type\vriter bru he --, oft 
type'' riter bru he , tiff 
type\' riter cover 
type\\ riter, long-carriage 
typewriter repair record 
type\vriter ribbon .. 
type,vriters, regular 
voice \vriting machine:s 

(recording and transcribing) 
\vashroom facilitie 
\Va te ba ket 

• 'vrapp1ng paper 

• 

APPE Dl 2 

CARE OF THE TYPEWRITER 

The care of the typewriter IS very important to both the teacher 
and the student. To give good service, the typewriter must have 
reasonable care. If the machine is in good mechanical condition, 
the student can do better work, and the repairman \Vill have less 
work to do. This will also save the school or institution money 
and, in an emergency, will keep machines operating when no 
service or repairman is available 

Dusting, cleaning, and oiling are the three important things 
that all typists should know how to do. 

I. Dusting 
A. Keep the machine covered when not in use 
B. Use a long-handled brush and clean or dust off the ma­

chine weekly 
C. Use a slightly oiled rag and clean the frame 

Dust away all visible erasure leavings. Several keys may be 
raised at once on some machines in order to get underneath them 
'"'ith the brush. Use the n1argin releases and dust at both ends of 
the carriage. Raise the machine up, and dust the mechanism un­
derneath. Be careful not to loosen any springs. 

II. Cleaning 
A. Clean the type daily with a brush. Blurred and untidy 

typing are the result of a dirty machine 
B. Use the brush in a picking fashion, not with a back and 

forth stroke 
1. Use a bristle brush 
2. Use a wire brush if the type Is extremely dirty 
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C. The letters with full circles need more cleaning than 
others. Don't use a pin to get dirt out, but use a cloth 
dampened with alcohol, carbon tetrachloride, or commer­
cial cleaning fluid to loosen the dirt, and then brush 

• aga1n 

D. Don't let cleaning fluid get on the finish of the machine 
as this dulls the finish . 

E. Clean the platen or cylinder with a cloth dampened with 
cleaning fluid, and rub quite hard 

In cleaning the platen, one should rub hard, going the full 
length of the platen while it is being turned. Ask for a segment 
cleaner to clean out the tiny s lots just above the keys. (This w1ll 
not work on some of the noiseless models.) 

The carriage track, or rails, and some shafts and gears down 
underneath the machine may have an excess of oil combined with 
dust. If so: wipe them thoroughly with a dry cloth until perfectly 
dry. A screwdriver can be used to push the cloth deep into the 
groove of the carriage track or rail. 

III. Oiling 

A. Oil the carriage rail or track, and the rollers or bearings 
running in the rails or track 

B. Oil all others parts; use oi l sparingly so as not to collect 
dust 

C. Oil segments, or base of key swing. Oil twice a year, or 
whenever the keys stick · 

Be sure to clean away all old and dirty oil before starting to oil 
anew. After oiling the carriage track or rail, and the rollers on 
some machines, run the carriage back and forth a few t1mes. 011 
the shaft on which the drawband winds. By oiling the shaft on 
which the rubber rollers turn on the paper bail, slight squeaks 
are often removed, and better paper feedin g operation is obtained 
This shou ld be done by using a touch oiler. Also use the touch 
oiler at the base of the key swing or segment to prevent getting 
an excess of oil on the keys . 

IV. General u ggestions 
A. Don't repair machine unless it is a minor repair and 

you know what you are doing 
B. Check the drawband. This may be the cause of the ma­

chine skipping or the keys pihng up If it is tight, the 
machine will skip. If it is loose, the keys will tend to plle 

If the machine contains oily erasures, use an air compres~ol 
to blow out the erasures. If no air compressor is available, a tlre 
pump may be used. 
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IiVIPORTANT: PROPER ERAS! ... rG. To avoid erasures falling 
in the machine: 

1. Turn the platen up several spaces 
2. ~love the carriage to the extreme right or left. l:se the 

marginal stop release 
3. Use a clean eraser 
4. Blow the erasure crumbs a\\'a) from the machine 

• 
5. 1\lake the correction neatly 

CHANGING THE RIBBON: \V1nd the ribbon all on one spool 
or ring and remove the ribbon from the machine by unhooking one 
end and taking the circular ring 01 spool from the other end. 
Note whether or not the ribbon spools are bent. If they are, gently 
bend them back in place. 

The procedure for the oi ele s machine ribbon change is as 
follows: 

1. vVind the ribbon all on the spool that has the metal ring 
2. Remove the ribbon from the ribbon guide 
3. Remove the ribbon and the metal ring; unhook the ribbon 

from the other spool 
4. Place the ne\\' ribbon on just the same as the old one just 

removed 
5. Use the shift lock when feeding the new ribbon into the 

ribbon guide 

The procedure for changing the ribbon on the standard ma­
chine is as follows: 

1. Wind the ribbon on e1ther spool 
2. Using the shift lock, remove the ribbon from the ribbon 

guide 
3. Remove both spools 
4. Place the new ribbon on just the same as the old one 
5. Use the shift lock when feeding the new ribbon into the 

ribbon guide 

MINOR REPAIRS 

Be sure to save any springs, screws, and other parts that fall 
off the machine. Replace these by checking 'vith a similar machine 
that is functioning in order to find where the part goes. 

In determining what needs repairing or adjusting, trace the 
mechanism through- usee what makes it tick," and thereby find 
what is or is not functioning properly. 

The paper wrinkling in the machine is often due to the fact that 
the paper bail is bent, or not properly oiled. Gently straighten the 
paper bail and oil the shaft and edge of the rubber rollers. 
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If a machine won't "tab" past a certain tab-set, probably one of 
the tabs is broken. The broken tab can be removed with a screw­
driver, and a new one taken from the end of the row of tabs and 
put in its place. 

If the paper slips down after spacing, in all probability the 
rubber around the platen slips on the wood or metal core of the 
platen. If the shaft is wood, pins may be driven through the rub­
ber into the wood. If the shaft is metal, special glue may be used. 

Teachers should check troubles reported by students before 
calling the repairman. Many repairmen have been called, only to 
find that a pencil under the space bar, or the felt pad under the 
machine, is in the way of the space bar or other mechanism. This 

· is costly, and could be r emedied by the typist himself. l\1any serv­
ice men have found nothing wrong with the reported machine but 
the stencil lever being in the wrong position. Check to see that 
this lever is on the blue position.Check the pressure lever to see 
that it is in the proper position. 

Some tools that are quite inexpensive and very necessary for 
minor repair work are listed as follows: 
Large screwdriver 
Long thin screwdriver 
Segment cleaner 
Pair long-nose pliers 
Cleaning fluid 

Fin oil 
Pump oil can (small ) 
Wire brush, bristle brush 
Long handled brush 
One small flashlight 

APPENDIX 3 

PROFESSIONAL ORGANIZATIONS 
FOR THE lOW A BUSINESS TEACHER 

American Vocational Association. Membership is available 
through the Iowa Vocational Association. For information con­
tact the State Board for Vocational Education, Des Moines, 
Iowa. Publication: American Vocational Journal. 

Chamber of Commerce of the United States. Washington, D. C 
Publications: (1) Business Action. Weekly. Reports and In­
terpretation of events of national affairs and cu rrent activities 
of the chamber. (2) Nation's Business. 1\Ionthly. Reports, anal­
yzes, and interprets trends and developments in business and 
in the government relating to business (3) Governmental Af­
fair . Daily during sessions of Congress Daily running sum­
mary of Congressional activity. ( 4 ) News Letters Issued by the 
several departments, usually on the monthly basis. Sent on re­
quest. 

International Society for Business Education Robert E. Slaughter. 
Secretary, 1\IIcGraw-Hill Book Co, Inc., 330 West 42nd Stree~, 
New York 18, N. Y. Publication: International Review for Busi-
ne Education. 
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Iowa Business Education Association. (Division of the Iowa State 
Educational Association.) 1Iember~hip fee is $1. Publication: 
The Bulletin, is sent to all members. 

Iowa State Education Association. Des l\Ioines, Iowa. Publication: 
Midland chools. Dues based on salary scale. 

National Business Teachers Association. Address Dr. H. G. Enter­
hne, School of Education, Indiana University, Bloomington, 
Indiana. lVIembership in the organization amounts to ~2 per 
year. Two publications are published by the organization: 
American Bu ine Education and The American Bu ine Edu­
cation Year book. 

National Education Association of the United States. (NEA. ) 
1\iembership 1s $3 per year and entitles members to the publica- · 
tion, EA Journal. Address NEA Association, 1201 16th Street, 
N. vV., Washington 6, D. C. 

United Business Education Association. H. P. Guy, Executive Sec­
retary, 1201 Sixteenth Street, N. W., \Vashington 6, D. C. $2 
dues per year which Includes subscription to the National Bu i­
ne Education Quarterly. (This organization is a division of 
the National Education Association. ) . 

APPENDIX 4 

PUBLICATION OF THE U. . OFFICE OF EDUCATIO 

Publications of specific subjects and phases of business educa­
tion may be obtained without charge by writing to the Informa· 
tion and Publications Service, Office of Education, Federal Se· 
curity Agency, Washington 25, D. C. While many other titles 
also are available, the ones listed below have much of value tc 
every business teacher. 

Misc. 3148, Business Periodicals 
Misc. 3154, Equipment and Supplies for Business Education 
Misc. 3156, Requirements for the CPA Certificate 
Misc. 3158, Selecting a Business Car eer 
Misc. 3159, Advertising Principals and Practices 
1\Iisc. 3196, Salesmanship and Sales Management 
lVIisc. 3197, Consumer-Economic Problems 
IVIisc. 3198, Fundamentals of Business Law 
1\lisc. 3257, Business Experience for Business Teachers 
l\Iisc. 3266, Community Relation hips in Business Education 

APPE DIX 5 

REFERENCE LIST OF BU INES BOOK FOR THE LIBRARY 

Note: These books have been recommended by various business 
teachers and it is believed that the list represents a relatively 
broad and useful compi lation. Undoubtedly, however, there ar e 
many other titles of equal value which might h ave been included. 
Ackerman, Laurence J., and Bugli, Ralph W., RL k We Face, 

Prentice-Hall, Inc 

-280 -



I 

Aitchison and l.Jttley, North A.merica by Plane and Train, Bobbs­
l\lerrill Co. 

And russ, Better Bu ine Education, Gregg Publishing Co. 
Andruss, Ways to Teach Bookkeeping and Accounting, South­

Wester n Publishing Co. 
Arnold, F ay H ., A Woman' Approach to Bu iness, The Arnold 

Sales Training Institute, Los Angeles. 
Asp ley, J ohn Cameron, Sale Manager' , Handbook, The Dartne ll 

Corpor ation . 
. Austin, Kay, What Do You Want for 1.98?, Car rick and Evans, 

Inc. 
Babson, Roger W., Finding a Job, Fleming H. Revell Company. 
Baker, Effective Sale man hip, American Technical Society. 
Ba nks, Store Activity lVIanual, 1\IcGr aw-H ill Book Co. · 
Beard, lVIiriam, A Hi tory of the Bu ine Man, The ~Iacmillan ·o. 
Berwester & P a lmer , Introduction to Ad'\ ertis ing, 1\IrGraw-IIi ll 

Book Co. 
Bolton, Sarah K., Lives of Poor Boy Who Became Famous, Th~ 

Thomas Y. Crowell Compan y. 
Bra dley, J ohn Hodgon, World Geography, Ginn and Co. 

Brewer , J ohn 1\I., Occupations, Ginn and Co. 
Brockman , l\Iary, What Is She Like?, Charles Scr ibner's Sons. 
Byrnes, Thomas W., and Baker , K Lanneau, Do You Want to Be 

come an Accountant?, F rederick A. Stokes Co. 
Campbell, Dorcas, Careers for Women in Banldng and Finance, 

E. P. Dutton and Co., I nc. 
Car negie, Dale, How to Win Friends and Influence People, Simon 

and Schust er. 
Clark, H ar old F ., Life Earnings in Selected Occupations in the 

United tates, Harper and Brothers. 
Cleaver, l\1 r s. P aulin e, Make a Job for Yourself, 1\IcGraw-Hill Book 

Co., Inc. 
Conant, W. H ., Business Admini tra tion , Gregg Publishing Co. 
Cooley, Robel t L ., Rodgers, Robert H., and Belman, Harry S. 

My Life \Vork- Office and Store Occupat ions, l\icG1 a\v-Hlll 
Book Co., Inc 

Cyzio, Stanley C, Your In urance; It P roblems and Thei r Solu­
tions, Rober t Rand Herrold. 

Dame, Brinkn1an and '~'eaver, Pro~·nosis, Guidance and Placement 
in Buc; ines Education, South-,Vestern Publishing Co. 

Dana, -:\Iargaret, Behind the Label, Little. Bro"~Nn and Co. 
Da,·is, Ho,vard Lee, Young Man in Business, .John vViley and Sons, 

Inc. 
Denison, ::\Ierrill, Advancing America; The Drama of Transporta­

tion and Communicat ion , Dodd, 1\Iead and Co. 
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De Schweinitz, Dorthea, Occupation in Reta il tore , Inter nation­
a l Textbook Co. 

Dodd, J . H., Applied E conomic , South-V\1 estern Publishing Co. 

Douglas, Skar, Price, 1\lodern Bu ine , i\IcGraw-Hill Book Co., 
Inc. 

Educational Policies Commission, Education for All American 
Youth, National Education Association. 

Edwards, Alice L., Product t andard and Labeling for Consum­
er , Ronald Press Co. 

Forester, Gertrude, Occupa tion : A elected Lis t of Pamphlet , 
H. W. Wilson Co. 

Fowler, Bertram B., Con umer ooperation in America, The Van­
guard Press, Inc. 

Frederick, J. George, t andard Bus ine Etiquette, Business 
Course, (80 \V 40th St., N e'v York , 

Gardiner, Glenn L., How You Can Get A J ob, Har per and Brothers. 
Giles, Ray, Your Money and You r Life Insurance, I-Ia rper and 

Brothers. 
Glim, Aesop, Ho'v Adverti ing i Written and Why, l\1cGraw-Hill 

Book Co., Inc. · 
Gordis, Philip, How to Buy In urance, Norton Co. 

Gordon, Leland, Economics for Con. umers, American Book Co. 

Government P rinting Office, nited :"'1 tates Official Po tal Guide, 
(Published biennially in odd-numbered year s.) Superintendent 
of Documents, Washington, D. C. 

Graham, Jessie and Jones, Lloyd L., The Consumer' Economic 
Life, Gregg Publishing Co. 

Graham, Jessie, E volution of Bu ine Education in the United 
States, Gregg Publi shing Co. 

Haas, K. B., Distributive Education, Gr egg Publishing Co. 

Haas , K. B., 1-low to Coordina te chool-Work Training, Gr egg 
Publishing Co. 

Haas, K. B., and Robinson, 0. P., How to E tabli h and Operate 
a Ret ail Store, Prentice-Hall. 

Haines, William E., Secretaria l Coopera tive Part-Time Classe , 
Gregg Publishing Co. 

llamilton, C. W., and Gallagher, J. F .. and Fancher , C., Preparing 
for Business, Prentice-Hall, Inc. 

Hardy, Ray 1\Iorton, How to Succeed in Retail Selling, Har per and 
Brothers. 

Ilaynes, Brown and Harda\vay, Test and Measurement in Bu i­
ness E ducation, South-V\'esiern Publishing Co. 

Hayward, W. S., The Retail H andbook, 1\IcGraw-Hill Book Co., 
Inc. 
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Hockenbury, l\lyron Downey, Make Your elf a Job, Dauphin Pub­
lishing Co. 

Hoerle, Helen Christene, Girl and Her Future, H. Harrison Smith 
and Robert Haas, Inc. 

Hogadone, Edwina B., If You Are Con sidering Retailing, Roches­
ter Institute of Technology, (Rochester. N. Y. ) 

Hurst, A. E., Displaying Merchandise for Profit, Prentice-Hall. 
Jacobson, Dorothy Haustan, Our Intere t as Con s umers, Harper 

and Brothers. 
Jonathan, Norton Hughes, Gentlemen Aren't i sies, The John C. 

Winston Company. 
Kahm, Harold S., How to Make Money; a Book for Boys and 

Young Men, D. Appleton-Century Company. 
Kahm, Harold S., Start Your 0\vn Busine , Hillman-Curl, Inc. 

!{air, Alissa, So You Want to Open a hop, 1\IcGraw- Hill Book Co 

Kallet, Arthur and Schlink, F. J., 100,000,000 Guinea Pigs, The 
Vanguard Press. 

Kitson, Harry Dexter, I Find My ·vocation, McGraw-Hill Book 
Company, Inc. 

Lasser, J. K., Business Executive's Guide, 1\tlcGraw-Hill. 
Leffingwell and Robinson, E. lVI., Textbook of Office Manage­

ment (2nd Edition) , 1\ticGraw-Hill. 
Leuck, l\1rs. 1\Iiriam, Fields of Work for Women, D. Appleton­

Century Company. 
Lorwin, Lewis L., Youth Work Program , American Council on 

Education. 
l\iacGibbon, E. G., Manners in Busine , l\1acmillan Company. 

1\Iann, George C., Bibliography on Con sumer Education, Harper 
and Brothers. 

Matthews, J. B., Guinea Pigs No More, Covici Friede, New York. 

Maule, Frances, Men Wanted, Funk and Wagnalls Company. 

1\Iendenhall , James E., and Har ap, Henry, Consumer Education, 
Appleton-Century-Crofts. 

1\Ierrill, Lynch, Pier ce, Fenner and Beane. Primer for Investors, 
(70 Pine St., New York 18, N. Y. ) 

1\Ioran, Edwin B. , The Credit Side of elling, The Dartnell Corp­
oration. 

National Association of Secondary-School Principals, Consumer 
Education in Your School (1201 Sixteenth Street, N. W., Wash­
ington 6, D. C.) 

Nichols, Frederick G., Commercial Education in the High School, 
D. Appleton-Century Company. 

Nichols, Frederick G., The Personal Secretary, Harvard Univer­
sity Press. 
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O'Dea, l\Iark, Advertising a a Career, Printer's Ink Publishing 
Company. 

Oglesby, Catharine, Bu ine... Opportunitie for \Yomen, Harper 
and Brothers. 

Ohrbach, Nathan l\I., Getting head in Retailing, ~icGraw-Hill 
Book Company, Inc. 

Owens, David F., Controlling Your Per onal Finance , 1\IcGraw­
Hill Book Company, Inc. 

P1tk1n, Walter Boughton, e\v areer for Youth, S1mon and 
Schuster. 

Platt, R. H., Book of Opportunitie , G. P. Putnam's Sons. 
Rasely, Hiram N., Finding Your elf, Gregg Publishing Company 

Reich, E., elling to the on umer, American Book Company. 
Reich, Edward, and S1egler, John Carlton, Con umer Goods, Ho\v 

to Know and Use Them, American Book Company. 
Reilly, William J., How to Find and Follo\v Your areer, Harper 

and Brothers. 
Ridgley, Douglas C., and Ekblow, Sidney C., Influence of Geog­

raphy on Our Economic Life, Gregg Publishing Company. 
Rivers, Don, Your Career in d\ erti ing, E P Dutton and Com­

pany, Inc. 
Robinson, E. M., Bu ine Organization and Practice, 1\IcGra\\·-

Hlll Book Company, Inc. 
Roth, Charles B., ecret of Closing a le , Prentice-Hall, Inc. 
Roth, Lawrence V., and Hobbs, Stillman :\I., Living in the P eople' 

World, Laidlaw Brothels 
Ryder, Violet, and Doust, Howard Burton, ~lake ·Your 0\\n Job, 

H. W. Wilson Company . 
St. Clair, Labert, Tran portation ince Time Began, Dodd, l\Iead 

and Company. 
Scott, Louise Hollister, Ho\\ to Be a ucce sful ecretary, Harper 

and Brothers. 
Scudder, Lawrence \\r, Accountancy a a Career, Funk and \Vag­

nails Company 
Shartle, Carroll L., Occupational Info,.mation, Prentice-Hall, Inc. 
Shellow, Sadie 1\Iyen~. Ho,,· to Develop ·Your Per onality, l!arper 

and B1 others. 
Sherman, Ray \Vesley, Ho\v Some People Make ~lore l\tloney Th an 

Others, The Thomas Y. Cro\vell Company. 
Shosteck, Robert, Careers in Retail Business 0\vner hip, B'nai 

B'rith Vocational Service Bureau. 
Shumway, :Henry Irving, Young Men Who Have Succeeded, L C 

Page and Company. 
Smedley, Doree and Robinson. Lura. Career'S for \Vomen in Real 

Estate and in Life Insurance, Greenberg Publisher, Inc. 
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Smedley, Doree, and Robin on, Lura, Career in Business for 
Women, E. P. Dutton and Com pan), Inc. 

Smith, Augustus H., Economic for Our ~mes, ~IcGraw-Hill Book 
Company, Inc. 

Smith, Augustus H., Your Per onal Economics, lVIcGraw-Hill Book 
Company, Inc. 

Smith, Fred D., Opportunitie for Work in a Machine Age, Ameri­
can Education Press. 

Spiegler, Samuel, The Occupation of the Accountant, The Na­
tional Occupational Confer ence. 

Stoddard, 1\lrs. Anne, Di covering My Job, Thomas Nelson and 
Sons. 

Strand, Carl B., Sale man hip for Vocational and Personal Use, 
11cGraw-Hill Book Company, Inc 

Strong, The Organization, Admini tration and Supervision of 
Bu ine Education, Gregg Publishing Company. 

Taussig, Frank William, and J osly, Carl Smith, American Busi­
nes Leader , The 1\Iacmillan Co. 

Tead, 0 ., and l\Ietcalf, H. C., Personnel Administration, McGraw­
Hill Book Company, Inc. 

Todoroff, Alexander, 5000 Food elling Phrases, Grocers' Trade 
Publishing Co. 

Tonne, Bu ine Education; Principle of Business Education, 
Gregg Publishing Co. 

Tonne, Herbert A., Busines Education; Ba ic Principles and 
Trend , Gregg Publishing Co. 

Tonne, Herbert A., Principles of Bu ine Education, Gregg Pub­
lishing Co. 

Tonne, Herbert A., Social-Busine s Education in the Secondary 
Schools, Gregg Publishing Co. 

Trilling, Mabel R., Eberhart, E. K., and Nicholas, F. W., When 
You Buy, J. B. Lippincott Company. 

Van Cleef, Eugene, Global Geography, A11yn and Bacon. 
War Manpower Commission, Division of Occupational Analysis, 

Job Descriptions of Office Occupations, (Superintendent of 
Documents, Government Printing Office. ) 

Webster, Han son Hart, Travel by Air, Land, and Sea, Houghton 
1\Iifflin Company. 

Wheeler , Elmer, Tested Sentences That Sell, John l\1urphy Co. 
vVilhelmus, 1\Irs. Bess D., compiler, Wishbones or Backbones; 

Careers for Ambitious Boys, The Reilly arid Lee Co. 
Wingate, I. B., Textile Fabrics and Their Selection, Harpers. 
Woodhouse, Chase Going, The Big Store, Funk and Wagnalls Co. 
ZuTavern and Bullock, The Consumer Inve tigates, The Univer-

sity Publi shing Company. 
ZuTavern and Erickson, The Busines of Life, H. l\11. Rowe Co 
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APPE DIX 6 

REFERE E I...J T OF B r I E~~ 1\:IAGAZI E 

Note: Although incomplete, a relatively r epresentative list of 
magazines is given her e to encourage Iowa secondary school h­
brartes to subscribe for many more than is now customary. 

• 

Free Li t 

The Balance Sheet. lVIonthly except June, July, and August. 
South-Western Pubhshing Company, 634 Broadway, Cincinnati 
2, Ohio. l\1agazine on business and economic education. 

Beacon on Business Education. Sen1iannually. Department of 
Business Education, Teachet·., College of Connecticut, New 
Britain, Conn. 

Business Education Outlook. September, December, April. Ginn 
a1nd Company, Back Bay, P. 0. Box N, Boston 17, l\Iass. To call 
to the attention of bus1ness educators effective instructional 
practices and teaching material s. 

Collegiate News and Views. October December, ~larch, lVIay. 
South-Western Publishing Company, 634 Broadway, Cincinnati 
2, Ohio. 

Consumer News Digest. lVIonth ly. Committee on Consumer Re­
lations in Advertising, Inc., 420 Lexington .. Avenue, New York 
17, New York. 

Dictaphone Educational Forum. Bimonthly. Educational Divis­
ion, Dictaphone Corporation, 420 Lexington .A venue, New York 
17, New York. 

Ediphone Educator. Eight times a year Department of Educa­
tional Training, Thomas ...... \ Edi on, Inc., P . 0. Box 543, West 
Orange, New Jersey. 

The Gregg News Letter. Monthly except July and August. The 
Gregg Publishing Company, 270 l\Iadison Avenue, New York 
16, New York. 

Iowa Business Dige t. Free to Iowa citizens. 
merce, University of Iowa, Iowa City, Iowa. 
business and economic subjects. 

College of Com­
Information on 

New England Letter. lVIonthly The First N a tiona I Bank of 
Boston, 67 l\1ilk Street, Boston 6, l\1ass 

The Office Economist. Quarterly Art :\Ietal Construction Com­
pany, P. 0. Box No. 57, Jamestown, New York. 

Opinion and Comme~t. February. 1\Iay, August, November. Bur­
eau of Economic and Business Research, Univer sity of Illinois, 
Urbana, Illinois. Free to residents of Illinois. 

The Quality Grocer. lHonthly Quality Baker s of America, Inc., 
120 West 42nd Street, New York 18, N. Y. 

The Red Barrel. 1\Ionthly. The Coca-Cola Company, P. 0. Drawer 
1734, Atlantic 1, Georgia. Free to a limited readership. 
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The Secretary. 1\'Ionthly. National Secretaries Association, 1005 
Grand Avenue, Kansas City 6, lYiissouri. Free to a limited 
readership. 

The Thomas Shor thand Teacher. Quarterly. Prentice-Hall, Inc., 
70 Fifth Avenue, New York 11, New York 

Sub cription List 

ABWA Bulletin. Six times a year. The American Business Writ­
ing Association. Address Dr. C. R. Anderson, 304 Commerce 
Building, Urbana, Illinois. $2. 

The Accountan t' Dige t. :\larch, June, September, December. 
The Accountant's Digest, 13 Bay View Street, Burlington, Ver­
mont. $3. 

Accounting Review. January, April, July, October. The American 
Accounting Association. Address Dr. Clete Chizek, School of 
Business, University of Chicago, Chicago 37, Illinois. $4. 

Accredited New . Official Organ of the National Association of 
Accredited Commercial Schools. H. E . V. Porter, Editor, James­
town, New York. $1. 

Adventures in Business. Weekly. Adventures in Business, Inc., 
112 West Ninth Street, Los Angeles 15, California. $5 . 

The Advertiser 's Digest. 1\tionthly. Publishers Digest, Inc., 415 
North Dearborn Street, Chicago 10, Illinois. $3. 

Advertising Age. Weekly. Advertising Publications, Inc., 100 
East Ohio Str eet, Chicago 11, Illinois. $2. 

Adver t ising and Selling. Monthly. Moore-Robbins Publishing 
Company, 9 East 38th Street, New York 16, New York. $4. 

American Bu iness. :VIonthly. The Dartnell Corporation, 4660 
Ravenwood Avenue, Chicago 40, Illinois. $4 

American Bus iness E ducation. October, December, lVIarch, 1\-iay. 
Joint publication of the National Business Teachers Associa­
tion and the Eastern Business Teachers Association. Address 
Dr. H. G. Enterline, School of Education, Indiana University, 
Bloomington, Indiana. $2. Purpose: To bring to business 
teachers current business education philosophy, methods of 
teaching, and abstracts of valuable material. 

American Restauran t Magazine. l\Jionthly Patterson Publishing 
Company, 5 South Wabash A venue, Chicago 3, Illinois. $3. 

American Vocationa l Journal. lVfonthly except July and August. 
American Vocational Association, 1010 Vermont Avenue, N. V'/ .• 
Washington 5, D. C. $2. 

Ball State Commerce Journal. N ovetnber, February, 1\Iay. De­
partment of Business Education, Ball State Teachers College. 
Muncie, Indiana. 50c. 

Banking, American Bankers .Association, 12 East 36th St, Ne\v 
York 16, New York. $4 
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Barron' ational Bu ine ~ and Financial Weekly. Barron's 
Publishing Company, Inc., 40 New Street, New York 4, New 
York. $4. 

Be t' In urance rew - Fire and Casualty Edition. l\ionthly 
Alfred l\1. Best, Inc., 75 Fulton Street, Ne\\· ·York 7, Kew York. 
$4. 

Be t' In urance ew - Life Edition. 1\Ionthly. Alfred 1\Jl. Best, 
Inc, 75 Fulton Street, New York 7, New York. $4. 

Bulletin of the National A ociation of Business Teacher-Training 
In titution . S. J. Turille, Ed I tor, l\Iadison State College, Har­
risonburg, VIrginia. $10. Purpose: To promote teacher train­
Ing in colleges and universitie In business education, also all 
business educational training. 

Bu ine Education Ob er\er. November, February, l\1ay. New 
Jersey Business Education Association. Address lVIrs. Evelyn 
Stevens, vVest Side High School, Newark 3, New Jersey. $1. 

The Business Education World. l\1onthly except July and August. 
The Gregg Publishing Company, 270 1\Iadison Avenue, New 
York 16, New York. $2. Purpose. Professional magazine for 
teachers and administrators of business subjects. 

Business Information ource . From four to six times a year. 
Cleveland Public Library, 325 Superior Avenue, Cleveland 14, 
Ohio. 50c. 

The Bu iness School Executive. Quarterly. National Council of 
Business Schools, 839 Seventeenth Street, N. W., Washington 6, 
D. C. $1. Purpose: To discuss problems peculiar to private 
business school field. 

Business Service Check Li t. Weekly. Superintendent of Docu­
ments, Government Printing Office, Washington 25, D. C. $1. 

Bu iness Week. l\1cGraw-Hill Publishing Company, Inc., 330 
West 42nd St., New York 18, N. Y. $5. 

The Career News. Bimonthly. B'nai B'rith Vocational Service 
Bureau, 17 46 M. Street, N. W., Washington 6, D. C. $1. 

Chain Store Age. Monthly. Lebhar-Friedman Publications, Inc., 
185 Madison Avenue, New York 16, New York. $3. 

The Chicago Journal of Commerce. Daily. Chicago Journal of 
Commerce, 12 East Grand Avenue, Chicago 90, Illinois. $20. 

Con umer Credit, Consumers Bankers Association, 630 Washing­
ton Building, Washington, D. C. 

Con umer Ne\vs Dige t. 1\Ionthly. Committee on Consumer Re­
lations in Advertising, Inc., 420 Lexington Avenue, New York 
17, N. Y. Free. 

Con umer Reports. IV1onthly. Consumers Union of United States, 
Inc., 17 Union Square West, New York 3, New York. Regular 
price, $5; special price to schools, lOc a month for each copy 
when mailed in bundles of 15 or more. 

C' n umers' Guide. Supt. of Documents, Washington, D. C. 50c 
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Cons umer ' Re earch Bulletin. :\Ionthly. Consumers' Research. 
Inc., vVashington , N. J. Regular price, $3 ; special price to 
teachers and students, $2 

The Controller. ::.\lonthly. Controll ers Institute of America, One 
East 42nd Street, New York 17, New York. Regular price, 
$4, special price to college teachers and students, $3. 

Credit Executive. :\Ionthly. New York Credit 1\Ien's Association, 
354 Fourth Avenue, New York 10, New York $3. 

Credit and Financial Management. ?vlonthly. National Associa­
tion of Retail Credit :\len, One Park Avenue, New Yo1k 16. 
New York. $3. 

Department tore Economi t. ::\Ionthly The Department Store 
Economist, 100 East 42nd Street, ew York 17, New York. ~5 

The Di play World. :\Ionthly. The Display Publishing Company. 
1209 Sycamore Street, Cincinnati 1, Ohio. $3. 

Dun' Revie,v. :\Ionthly. Dun and Bradstreet, Inc., 290 Broad­
way, ~ew York 8, New York. $4. 

Economic Geography. January, April, July, October. Address 
Dr. Y\r. E lmer Ekblaw, Clark University, \Vorcester 3, l\Iass 
$5. 

Employment ervice Review. ::.\lonthly. Superintendent of Docu­
ments, Government Printing Office, \Vashington 25, D. C. $1 50. 

The Financial Age. \Veeklv. Financial Age, 132 Nassau Street. 
New York 7, New York. $5. 

Financial World. Weekly Guenther Publishing Company, 8b 
Trinity Place, New York 6, New York. $15. 

Forbe . Semimonthly. B. 0. Forbes and Sons Publishing Com­
pany, 120 Fifth Avenue, New York 11, New York. $4. 

The Gregg Writer. ::\Ionthly except .July and August. The Gregg 
Publi shing Company, 270 ::\Iadison A" en ue, New York 16, N evv 
York. $2. 

Guidance Index. l\Ionthly except June, July, and August. Science 
Research Associates, 228 South \Vabash A venue, Chicago 4. 

Illinois. $4. 
Harvard Bu ine 

Boston 63, ::\lass 
room use, $3 90. 

Revie,v. B1monthlv. Soldiers Field Station, • 

Regular price . '6; special bulk rates for clclSS-

House Furnishing Revie'N. ::\fonthly. The Haire Pubhsl'ling 
Company. 1170 Broad\vay. Ne\v York 1, 1\"e\\1 York. S2 

Indu trial Marketing. :\Ionthly Advertis ing Publications. Inc .. 
110 East Oh1o Street, Chicago 11. Illinois. $2. 

The Journal of Accoun tancy. l\:Ionthlv American Institute Pub­
lishing Company, Inc, 1:3 East 41st Street, New York 17. Ne\v 
York Regular price, $5; special IJllce to students 111 recog­
nized schools of accounting and eommerce, %2 50. 

Journal of American Insurance, American l\Iutual Alliance, 919 
Korth l\Iichigan i-\ve., Ch1cago 11. Illinois. $2.50 . 

• 



The Journal of Bu ine . January, April, July, October. The 
University of Chicago Pres&, 5750 Ellis Avenue, Chicago 37, 
Illinois. $6. 

The Journal of Busine Education. 1\-Ionthly except July and 
August. Published by Robert C. Trethaway, 512 Brooks Build­
Ing, Wilkes-Barre, Pa. $2. Purpose: Articles and features of 
interest to business teachers and ne\vs items concerned \Vith 
the fie ld. 

The Journal of Commerce. Daily. The Journal of Commerce 
Corporation, 63 Park Ro\\·, New York 15, New York. $20. 

The Journal of Marketing. January, April, July, October. Am­
erican 1\Iarketing Associa bon, 383 l\iadison Avenue, N e\v York 
17, New York. $4. 

Journal of Retailing. Februaty, April, October, December. School 
of Retailing, New York University, 100 Washington Square 
East, New York 3, Ne\\· York. $1.50. Purpose: To promote 
scientific and ethical reta1hng practices. 

Labor Information Bulletin. Office of Information, U. S. Depart­
ment of Labor, Washington 25, D. C. $1. 

Life Insurance Courant. l\Ionthly. Flitcraft, Incorporated, 75 
Fulton Street, New York 7, New York. $4. 

The Management Review. 1\lonthly. American l\lanagement As­
sociation, 330 West 42nd Street, New York 18, New York. $5. 

l\1arketing Weekly. l\1arketing, 119 York Street, Toronto, Can­
ada. $3. 

Modern Business Education. November, January, 1\Iarch, l\1ay. 
The Southern Business Education Association. Address Dr. 
Parker Liles, City Supervisor of Business Education, 232 South 
Pryor Street, Atlanta, Georgia. $2. Purpose: To serve busi­
ness teachers in high school, college, and univer sities; and pri­
vate schools in 13 southern states . 

NACA Bulletin. Semimonthly. National Association of Cost 
Accountants, 385 Madison Avenue, New York 17, New York. 
$10. 

National Bu iness Education Quarterly. October, December, 
:\larch, 1\-lay. United Business Education Association, 1201 
Stxteenth Street, N. W., vVashington 6, D. C. $3. Purpose : To 
provide professional education, and practical information and 
t echnique for business education teachers on the secondary and 
college levels. 

National Grocers Bulletin. l\1onthly National Association of Re­
tail Grocers, 360 North 1\Iichigan Avenue, Chicago 1, Illinois 
$1. 

The National Shorthand Reporter. 1\lonthly except August and 
September. National Shorthand Reporters Association. Ad­
dress Paul Skarstad, Hart, 1\Iichigan. $3. Purpose: Official 
organ of National Shorthand Reporters Association . 
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The Ne,vs-Letter. l\Ionthly except June, July, and August De­
partment of Business Education, Highlands University, Las 
Vegas, New 1\Iexico. $1. 

NOMA Forum. 1\Ionthly. National Office 1\Ianagement Associa­
tion, 12 East Chelten Avenue, Philadelphia 44, Pa. Regular 
price to teachers and students, $2.50. 

Occupations. 1\Ionthly, October through 1\lay. National Voca­
tional Guidance Association, Inc., price to teachers and stu­
dents, $2.50. 

The Office. 1\ionthly. Office Publishing Company, 270 IVIadison 
Avenue, New York 16, New York. $150. 

Office Appliances. 1\ionthly. The Office Appliance Company, 
600 West Jackson Boulevard, Chicago 6, Illinois. $2 

Personnel. Bimonthly. American l\lanagement Association, 330 
West 42nd Street, New York 18, Nev.r 1:-ork. $5. · 

Personnel Admini tration. Bimonthly. Society for Personnel 
Administration, Post Office Box 266, Washington 4, D. C $3.50. 

Printer ' Ink. Weekly. Printers' Ink Publishing Company, Inc , 
205 East 42nd Street, New York 17, New York. $4. 

The Progressive Grocer. lVIonthly. The Butterick Company, Inc , 
161 Sixth Avenue, New York 13, New York. $4. 

Sales Management. Semimonthly. Sales 1\Ianagement, Inc., 386 
Fourth Avenue, New York 16, New York. $6. 

Sales Review. 1\lonthly. Publishers Digest, Inc., 415 North Dear­
born Street, Chicago 10, Illinois. $3.60. 

Sale Talk. 1\Ionthly. Publishers D1gest, Inc., 415 •North Dear­
born Street, Chicago 10, Illinois. $3. 

Savings and Loan News. Monthly. United States Savings and 
Loan League, 221 North La Salle Street, Chicago 1, Illinois., $4. 

Sign of the Times. 1\rlonthly. The Signs of the Times Publishing 
Company, 1209 Sycamore Street, Cincinnati 1, Ohio. $3. 

The Spectator. Monthly. Chilton Company, Inc., Chestnut and 
56th Streets, Philadelphia 39, Penn. $5. 

Stores. Monthly. National Retail Dry Goods Association, 100 
West 31st Street, New York 1, New York. $5. 

Taxes. 1\Ionthly. Commerce Clearing House, Inc.. 214 North 
l\Iichigan Avenue, Chicago 1, Illinois $6. 

Tide. vVeekly. Tide Publishing Company, Inc., 232 1\Iadison A ven­
ue, New York 16, New York. Regular price, $5; special price 
to students through instructor, $3. 

UBEA Forum. 1\Ionthly, October through lVIay. United Business 
Education Association, 1201 Sixteenth Street, N. \V., Wash­
ington 6, D. C. Regular subscription price, $2; special price 
to full-time undergraduate students with endorsement of de­
partment head, $1. 

The Woman CPA. Bimonthly. The Woman CPA, 342 1\fadison 
Avenue, New York 17, New York. $1. 
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PPE DIX 7 

0 I{ E' OF VI L AID FOR B SI E EDUCATION 

Today most Iowa secondary schools have on file catalogues 
listing available film.;; and other Yisual cuds It therefore is con­
sidered unnecessar) to repeat a complete li~ting of such sources 
in connection with this guide Ho\ve\ er, it Is particularly recom­
mended that the business teacher procure and use general hsts 
such as the following: 

Auditory and Visual Aid in Bu ines Education, l\1onograph 66, 
1947, The South-\Vestern Publishing Company, Cincinnati, 
Ohio. (This monograph is free to business teachers and in­
cludes a list of 60 films, 31 filmstrips, and 38 film sources of 
particular value to business education.) 

·specific Vi ual Aid for Cour e in Bu iness Education, by Ho\\'­
ard L. Haas, Business Education Department, New Jersey State 
Teachers College, Patterson, New Jersey. (A 62 page mimeo­
graphed list of specific films and shdefilms classified accord­
ing to sixteen business subjects for which they are recommend­
ed. It a lso contans over 170 addresses of companies having 
these visual aids avai lable.) 

Busine -Spon ored Educational Films, Committee on Consumer 
Relations in Advertising, Inc., 420 Lexington Ave., N e\\r York 
17, N. Y., 1947. Price: $2.00. (This is a 94 page printed book­
let containing films well classified according to subject and 
completel:y indexed. It a lso contains a list of sponsorin g firm 
and distributors. ) 

In connection with some course outlines contained in this guide, 
film sources have been indicated. The teacher also is referred to 
those addresses and listings. 

Should the teacher have immediate need for an address of a 
source, it is suggested that he contact the Bureau of Visual In­
struction, State University of Iowa, Iowa City, Iowa, or Business 
Education Visual Aids, 330 West 72nd Street, New York 23, Ne\v 
York, or Visual Instruction Service, Iowa State College, Ames, 
Iowa. (A useful h st of sources of'- tsual aids \\?ill be found at the 
end of the outline on Retailing I and II in this booklet.) 

APPENDIX 8 

SUGGESTIONS FOR PROMOTI G AND DEVELOPING 
A COOPERATIVE 'VORK PROGRAM 

I. Organtz'ltion and ·value of Ad\.1sorv Committee 
• 

A. Selection of committee members 
1. Number on committee 

a. About 9 on average 
b. SrDa ller or larger depending on gize of community 
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2. Who shall be represented 
a. Educators (preferably superintendent as promoter) 
b. Executives of to~·n 
c. Labor 
d. Trade associations (for example Chamber of Com­

merce, Board of Trade) 
e. Coordinator 

3. How selected 
a. Preferably appointed for a definite length of time 
b. Reappointed as often as reasonably possible 

4. Three plans of committee organization 
a. In some cases chairman of advisory committee IS 

superintendent of schools 
b. The coordinator may act as chairman but should 

make no decisions 
c. The committee may select chairman from Its mem­

bership 

B. Value of such committee 
1. Give invaluable help and counsel in the development 

of the course content and of the cooperative training 
plan 

2. l\1ake analysis of local junior store positions to guide 
the school in selection and placement of cooperative 
students 

3. Advise on length of courbe and its place in the cur­
riculum 

4. Assist school in formulating general pohcies which 
both the school and employer may follow in making 
decisions in connection with problems and unexpected 
situations which may arise in operating a training 
program 

C. Duties of advisory committee 
1. Setting of wage scale for cooperative pupils in job 

training 
2. Determining training schedule for those in training 

on the job 
3. Setting general standards of training on the job 
4. Assisting in selection of personnel for teaching adult 

courses 
5. Assisting in promotion and expansion of the coopera­

tive training program through participation in local 
surveys, publicity campaigns, etc. 

II. Analyzing the Cooperative Employment Situation 
A. To determine types of local jobs available 
B. To determine requirements of :specific jobs 
C. Possibilities of advancement 
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D. Type of person required for job 
E. Number of persons employed in each position during past 

year 

III. Securing interest and cooperation of various groups of the 
community 

A. Students 

1. Talks before school assemblies or to large groups by 
a. 1V1erchants or businessmen, including sales mana­

gers and office managers 
b. Store and office officials, especially those in charge 

of employment and training 
c. Former high school students now employed 
d. Guidance, placement, business, or vocational edu­

cation specialists on school staffs 
e. Teachers of business subjects 
f. State or Federal vocational educational officials 

2. Printed publicity 
3. Emphasis in vocational-guidance classes upon distribu­

tive and office occupations 

B. Parents 
1. Presentation of the opportunities for beginners in co­

operative work at meetings of P.T.A. and at special 
meetings for parents 

2. Arranging for visits to stores and offices and inspec­
tions by parents, accompanied by talks by officials in 
charge of the hiring and training of employees 

3. Arranging to have printed or mimeographed data 
about cooperative work sent to parents by students 

4. Special interview with parents by the counselor or co­
operative training teacher 

C. Interesting teachers and counselors 

1. A brief but carefully planned trip for administrators 
and teachers through a representative department store 
will provide an opportunity for them to meet and un­
derstand store executives, to acquaint themselves 
with: 
a. The various types of work done in a store 
b. The kind of people who are employed in it 
c The promotional opportunities open to the store 

worker 
d. The working conditions in the store 
e. 1\Iany other important facts regarding store activi­

ties 

2. A joint meeting of the faculty of school and the mer­
chant's advisory committee to discuss plans for a co-
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operative course ::,hould enable each group to get a 
better understanding of the other's point of view 

3. Occupational opportunities offered by cooperative 
work by the "school store day" 
a. Opportunities of school store day for pupils· 

( 1) Become better acquainted with store and office 
organization and procedure 

(2 ) Meet business people and discover some of their 
problems 

( 3 ) lVleet the public and secure practice in adapt­
ing themselves to situations public creates 

( 4) Make contacts with executives wh1ch may lead 
to employment during vacation periods 

b. Goodwill created between teacher and school au­
thorities 

D. Interesting labor groups 

E. Interesting employers 
1. Civic pride encourages them to cooperate in any enter­

prise that will increase the prestige of their town or 
city 

2. Help them to get well-trained and well-behaved stu­
dent workers for special events and needs 

3. Secure support of influential local organizations such 
as local chamber of commerce and civic groups 

4. Convince business executives of benefits derived from 
active participation in cooperative program 

F. Interesting community organizations 
1. Secure support of local business organizations such 

as Chamber of Commerce, Lions, Kiwanis, Rotary, etc. 
a. Their influence on merchants of town important 

in promoting work 
b. They are interested in welfare of business in general 

2. Secure support of other organizations such as women's 
clubs 
a. Give publicity desired 
b. Make community aware of needs 

IV. Organizing and Promoting the Cooperative Program 

A. Principles to be considered in organizing cooperative sys­
tem 

1. The total time spent on the job should be long enough 
to provide a worthwhile experience background 

2. The daily time allotted to the job should be sufficient 
· to give the cooperative student a feeling of achieve­

ment 
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3. The sponso~:ing employe1 should be provided \vith con­
tinuity of service 

4. The work experience should be acquired in a business­
like atmosphere, preferably In an out-of-school en­
vironment 

5. The job assignments should not be spread over a geo­
graphical area too large for the coordinator to super­
vise efficiently 

6. The curriculum should be adjusted to the cooperative 
training 

7. The work experience ::,hould come at a point ¥;here 
the student has acquired a minimum standard of oc­
cupational competency 

8. A business-like system of pupil accounting should be 
employed since the school has legal responsibility for 
the cooperative 

9. The instructions to the participating employer and the 
cooperative student should be promulgated for the 
guidance of both 

10. Policies relating to the compensation for the student 
should be established 

11. Responsibility for administration should be definitely 
fixed 

12. Among the plans that are found to be most successful 
are: 
a. The alternate two-week plan 
b. The alternate one-week plan 
c. The half-day plan 
d. Extra work 

( 1) Holiday seasons 
(2 ) Special sales 
( 3) After schoo 1 
( 4) Saturdays 

B Required physical facilities needed for cooperative program 

1. An office or conference room, centrally located to as­
sure privacy for student interviews 

2 Suitable desk, chairs, and a conference table 
3. Sufficient number of typev.lriters, stapler, and other 

necessary equipment 
4. Ample filing space and files 
5. Outside telephone connections 
6. Stationery supplies of suitable quality 
7. Shelving, counters, display cases, and display fixtures 
8 Cash register, sales books, wrapping equipment, and • 

supplies 
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9. Sections of drawers, displa .. '"Indo\\ s, dress racks, tex­
tile samples 

10. Duplicating machines, price ticket machines, adding 
machine, art supplies 

C Curriculum adjustments necessal)- for cooperative progran1 

1. Preparation in the vocational skills should be intensi­
fied so that the student will be occupationally compe­
tent at the time he is assigned to the cooperative job 

2 Subject sequence should be arranged so as to terminate 
with the cooperative period 

3. \Vhere the student spends half his time out of the 
classroom, as in the alternate \\ eek plan, it will be nec­
essary to readjust course outhnes in the various sub­
jects to conform to the shortened class time 

4. In making readjustments to the curriculum, it will be 
necessary to comply with state and local requirements 

5. While some of the adjustments in the curriculum may 
appear at the outset to be insurmountable, the problem 
can be solved 

V. Locate Job-training Opportunities 

A. Approach right individual in right manner 
1. Determine adequate wage scale (w1th advisory com­

mittee) 
2 Determine number of pupils best suited for effective 

training 

B Placing pupils on the job 

1. Qualifications of pupil which are desirable 
a. He must have certain techniques or skills for which 

there is a market 
b. He must have certain knowledge and information 

necessary to the perforn1ance of his job in an up-to-
date manner 

c. H.e must be able to wo1k harmoniously with those 
with whom he comes In contact 

d. He must have some concept of the organization of 
modern industrv or business in order to understand .. 
his place in the picture .lS a whole 

e. He must develop those quaht1es of character \vhich 
will make him an asset rather than a liability to 
his employer 

2 Steps in entering cooperative program 
a. Student wishing to enter cooperative program must 

first apply to coordinator 
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( 1 ) Fill out application blank giving desired in­
formation 

( 2 ) He is accepted if he fills requirements of age, 
class, and appearance 

( 3) Intelligence and emotional stabihty essential 
( 4) Recommendations from teachers necessary 

b. Student given an "introduction card" 
c. Student must fill out ''agreement blank"- written 

agreement between: 
(1 ) Employer 
(2 ) Pupil 
(3 ) School 
(4) Parent 

d. Employment certificate received by student 

3. vVork program of trainee 
a. Should work as many hours as he attends school 
b. l\1inimum may be 15 hours per week 
c. May work as many more hours as he and training 

agency desire, subject to approval of parents 
d. Employer agrees to train student for one school year 

or one semester 
e. First two weeks in probationary period 
f. If completely unsatisfactory, trainee may be dis­

missed after consulting coordinator 
g. Compensation determined by training station (with 

advisory committee ) 

4. School program of trainee 
a. Attends school three or four hours each day 
b. Schedule worked out with assistance of class di­

rector, school registrar, and the coordinator 
c. Trainee may be absent from school for one full day 

at a time when his training station needs his serv-
• Ices 

d. He must notify h1.. coordinator beforehand of his 
intention to be absent for that reason 

5 Instructions should orientate pupils for part-time jobs 
a Part of instruction (at least one hour each day) 

should be devoted to discussing and analyzing spe­
cific needs and problems of students on the job 

b. Should give training in customer approach, psy­
chology of understanding, and dealing with all types 
of customers 

c. Pupil should be trained to become aware of cus­
tomer needs and problems 
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