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THE PENNSYLVANIA RAILROAD SYSTEM 

INFORMATION 
FOR EMPLOYES AND THE PUBLIC 

Broad Street Station 
PHILADELPHIA, PA. September 8, 1915 

PenMylvulia station 
PITTSBURGH, PA. 

Trying to Secure South American Trade for 
Industries on This Railroad 

This Railroad is endeavoring to 
secure for the industries on its 
lines some of the South American 
trade that is coming to this coun- 
try as a result of the cessation of 
much of the industrial life of Eu- 

rope due to the war. A letter the 
Railroad has sent to seventyboards 
of trade and commercial organiza- 
tions says in part: 

“The Department of Commerce has 
appointed a number of special represent- 
atives to travel through the various 
countries studying t ra de development. 
The Bureau of Foreign and Domestic 
Commerce, of the Department of Com- 
merce, has appointed Commercial Agents 
in Boston, New York, Chicago, San 
Francisco, New Orleans and Atlanta, and 
these Agents will be furnished with the 
information gathered by special represent- 
atives in foreign countries. 

“The question of credits for exchange 
in New York has already been under- 
taken by various financial interests after 
careful study and investigation. 

“The Foreign Trade Bureau of the 
Philadelphia Commercial Museum under- 
takes a service to their subscribing mem- 
bers which places the members in direct 
touch with merchants and consumers in 

foreign countries who are in the market for 
various lines of goods, by the publication 
of a ‘ Weekly Export Bulletin,’ which con- 
tains, in addition to other valuable informa- 
tion, a reprint of direct inquiries for Amer- 
ican goods. This, in conjunction with a 
monthly magazine entitled ‘ Commercial 
America,’ may be of interest, and copies 
will be furnished upon request to Mr. 
Wilfred H. Schoff, Secretary of the Phila- 
delphia Commercial Museum, Philadel- 
phia, Pa. The scope of their work is 
briefly described in a leaflet, which may, 
if desired, be obtained on application to 
the Secretary. If the manufacturers in 
your city are interested, your Organization 
might like to have the opportunity of 
bringing this service to the attention of 
your members. 

“The Pennsylvania Railroad has fur- 
nished to the Director General of the 
Pan-American Union, Washington, D. C., 
to the Philadelphia Commercial Museum, 

Philadelphia, to the Bureau of Foreign 
and Domestic Commerce, Washington, 
D. C., and to Consul Generals of South 
American countries located in New York 
City, copies of the lndustrial Directory of 
the Pennsylvania RailroadCompany,show- 
ing a list of manufacturers in a compre- 
hensively indexed manner, that are located 
on the lines of the Pennsylvania Railroad 
East of Pittsburgh, Pa.” 
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“Snuggling Up to John Smith” 
Extracts from an address before the Ohio Electric Light Association by E. Burt Fmton, 

Publicity Manager of W. S. Barstow, Inc. 

When the Vice-President in Charge of Traffic of this Company read 
“ Snuggling Up to John Smith ” he immediately suggested it to members of 
his staff as good literature to be distributed to traffic solicitors of the Penn- 
sylvania Railroad. It naturally follows that “Snuggling Up to John Smith” 
represents the Company’s idea of the right way to go about getting busi- 
ness and keeping it. 

John Smith is your meal ticket. 

You have your list of customers who 
produce the revenue which keeps the 
wheels going ‘round-but it is plain John 
Smith, the average citizen of your com- 
munity, who puts bread and butter, coffee 
and ” ham-and” on your table. 

It is John Smith who permits you to 
exist and enjoy such little luxuries as your 
territory affords. 

i) * * * 

John Smith’s other name is “ Public 
Sentiment.” 

If he is “for” you, your way to con- 
tinued growth and larger prosperity is 
comparatively easy. If he is “ agin ” 
you, there is ambushed trouble ahead of 
every step you try to take in advance. 

Your Fate Is in His Hands 
John Smith can make you-and will, if 

you gain and hold his good will. 

He can, as easily, break you, if you grow 
antagonistic or careless in your attitude 
toward him. 

Surely, so important a factor in your 

business - so vital an element in your 
future success is worth cultivating. 

The public service corporation has both 
incentives to walk the straight and narrow 
way. If it earns John Smith’s good will, 
the reward is sure to come; if it earns his 
ill will, the punishment is just as certain. 

After all, the important thing you have 
to sell is service, and the important thing 
you have to gain and hold is good will. 

These questions are occasionally asked : 

What is the visible effect of good will 
advertising ? How is one to know whether 
it pays or not? How are results to be 
checked ? 

Winning and Holding Good Will 
There is but one way of checking results. 

If there is a feeling of dissatisfaction, dis- 

trust and unrest among your citizenry- 
and there is some of this in almost every 
community-intelligent good will adver- 
tising will bring about better feeling, pro- 
vided it is backed up by performance. 

You know this, ordinarily, by the drop- 
ping off of complaints, and the friendlier 
expressions you hear from the man on the 
street. 

Anything that will make the John Smith 
you serve feel more kindly toward you ; 
anything you can do that will accommodate 
or please him ; anything that will prompt 
him to say to his neighbor, “ Well, that 
was a decent thing for the company to do” 
-anything, in short, that will attract the 
attention of John Smith, interest him, en- 
lighten him about your business,and prompt 
him to think better of you, is good will ad- 
vertising. 

It is not necessarily printed advertising. 
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The manner of your cashier toward cus- 
tomers when they pay their bills; the atti- 
tude of your complaint department toward 

those who bring in their grievances; the 
tone of voice you and your employes as- 
sume in answering the telephone ; all these 
little details of the daily routine of business 
are items of good will or ill will advertising, 
according to the policy you pursue. 

Where Courtesy Pays the 
Biggest Dividends 

As a general thing people are inherently 
resentful of corporation rules which put 
them to personal inconvenience. So the 

greatest care should be taken to make as 
few such rules as possible and to enforce 
those that are necessary with the view of 
reducing irritation to the minimum. 

In no place does politeness pay so well 
as in the office of a public utility. 

John Smith doesn’t so much resent com- 
plying with a rule, as being told in a crass 
manner that he must. 

I) * * I) 

Come to think, we all feel pretty much 
the same way. The most of you have 

doubtless been irritated by placards placed 
in hotel rooms peremptorily instructing 
you to turn out the light, or turn off the 
water, or do or not do some other thing. 

I remained over night, recently, in a 
hotel which forbade the use, under heavy 
financial penalties, of an electric iron in 

the room. Now, I don’t carry an electric 
iron and wouldn’t know how to use one. 
But that sign made me “ mad ” clear 

through. You have, possibly, felt the 
same way. 

Now, John Smith feels just as resentful 
when you “rub it in” on him with that 

word ” must,” or its irritating equivalent 
“ have to.” It is just as easy to pass it 
along politely and painlessly, and John 
will not only do what you ask, but like 
you for showing him how. 

Since reference has been made to one 
type of hotel, it may not be amiss to 
observe that many valuable hints on the- 
acquisition of good will can be gained 
from one of the kind conducted on “the 
public be pleased ” principle. 

A Lesson from a Hotel Man 

In a city in a neighboring State is a 
hostelry which i; a high type of this idea. 
No placards with a list of “ Don’ts” dis- 
figure its walls. Thoughtfulness of the 
comfort and convenience of guests is 
apparent on every hand. 

During a recent stay of several days at 
this house a guest, with whom I have 
some slight acquaintance, found at hand 
and ready for use every little convenience 
he wanted, except a pencil sharpener-and 
it isn’t hard to imagine that this would be 
provided if someone were to make the 
suggestion to the proprietor. 

I * * * 

That landlord knows the value of good 
will, and he knows how to get it. 

Everybody who leaves his house is a 
walking advertisement for it. 

Make John Smith Your 
Friend for Life 

John Smith is your meal ticket. 

Snuggle up to him as you would to a 
wealthy bachelor uncle. 

Get on his ” good side ” and stay there. 

Go out of your way to make him like 
you. 

It will pay in big, round dollars. 

It will pay in contentment and peace of 
mind. 

Above all, it will pay because, after you 
have made him your friend, you will dis- 
cover that his good will is not only the 
most profitable, but the most enjoyable of 
your assets. 
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Aiding the Farmer and Helping to 
Reduce the Cost of Living 

As a further aid in the efficient dis- 
tribution and marketing of farm products, 
the Pennsylvania Railroad is about to 
issue a new and much enlarged edition of 
its “Directory of Fruit, Vegetable and 
Produce Growers and Shippers.” The 
first edition was issued in 1912, and the 
supply has been exhausted. 

The new edition will contain the names 
of more than 10,000 farmers, truckmen 
and orchardists in New York, New Jersey, 
Pennsylvania, Delaware, Maryland and 
Virginia. The territory covered is that 
traversed by the lines of the Pennsylvania 
Railroad, the Philadelphia, Baltimore and 
Washington Railroad, the West Jersey 

and Seashore Railroad and the New York, 
Philadelphia and Norfolk Railroad. 

A feature of the new edition of the 
directory will be the classification of each 
grower according to the principal character 
of his produce. Six classifications will be 
used, namely, apples, white potatoes, sweet 
potatoes, cabbages, onions and general 

produce. 
It is planned to give the revised directory 

a wide distribution among dealers in farm 
produce in all consuming centers and 

throughout the great markets for fruits and 
vegetables accessible from the regions in 

which the listed growers are located. The 
purpose of the Company, in compiling 
and issuing the enlarged directory, is to 
help build up agriculture along its lines, 
encourage closer contact between consumer 
and producer, and broaden the markets in 
which the farmer can sell. 

For the information of buyers, sellers 
and shippers of merchandise, manufactures 
and produce of all sorts, the Pennsylvania 
Railroad has issued, altogether, five direc- 
tories or commercial lists, of various 
business enterprises located on its lines. 
The most extensive of these is the 
“ Industrial Directory,” a classified list 
containing the namesof all merchants and 
manufacturers in the territory of the Penn- 
sylvania Railroad and affiliated lines East 
of Pittsburgh and Erie. 

Other lists of a more specialized nature, 
in addition to the “ Directory of Fruit, 
Vegetable and Produce Growers and 
Shippers,” which is now undergoing 
revision, are : 

The “ Directory of Grain and Flour 
Dealers, Flour and Feed Mills, Elevators, 
Warehouses, Hay and Straw Shippers;” 
the “ Directory of Wholesale Fruit and 
Vegetable Dea!ers,” and the “ Directory 
of Oyster Shippers and Growers.” 

THE POINTS OF CONTACT 
Let the railroads look closely into the attitude of every 

employe who meets the public. The individual standing behind 
the ticket counter and window may help to win or lose a favor- 
able opinion for the railroad. The Clerk in the baggage room, 
the man at the gate, or the Conductor and Brakeman can foster 
friendly or unfriendly feeling. 

-The Pittsburgh Post, Juiy 28, 1915. 
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