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i f s  the 

new 
Microcard 

Reader 

Latest design ~ l u s  new knob 
activated card moving mech- 
anism guarantees easy, clear 
readability.Card holder auto- 
matically opens for insertion, 
closes and holds M,icrocar+ 
firmly andalways in square. 

For complete infor- 
mation and price list 
of all  models. write 

N O  EYE STRAIN, PAGE AFTER PAGE 
O F  EFFORTLESS,  E A S Y  R E A D I N G .  

Libraries, public or  private, throughout 
the country are adopting the new hficro- 
card Reader for the quick, easy, convenient 
a,ly to serve their readers. Books, charts, 
records, documents, etc. previously pre- 
served by Microcards are enlarged 2 6  times 
and centered on  a screen 93 .;" x 10 ! . . I1 .  

Focussing knot: quickly brings type into 
sharp clean focus, control knobs locate 
desired page with s minimum of mo\ enlent. 
The hlodel (,A (illustrated) has fast F1.5 
lens and wide angle screen . . . $255.00 
The  model 6 has an F3.5 lens for softer 
light, and Fresnel type screen . . . $ 2 4 5 . 0 0  

THE MICROCARD CORPORATION 
READER D I V I S I O N  

B O X  3 1 4 8  L A C R O S S E ,  W I S C O N S I N  

Arransernenrs havo bees made a i t h  Kodak Ltd  at EngI:lnd to produce a s~rnrlar reada.  
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New Books from Dutton 
for every library 

India and Pakistan 
By 0. H. K. SPATE -The only up-to-date social and regional geography 
of a vital area - birthplace of ancient religions and philosophies - core of 
our future problems in the East. 156 text maps. September 30 $12.75 

Modern German History 
By PROFESSOR RALPH FLENLEY-The most comprehensive single 
volume of German history on the market. Covers political, economic, social 
and cultural factors that influenced modern Germany. With photographs 
and maps. July 2 3  $6.00 

Geography from the Air 
By F.  WALKER - The first book in English to explain and illustrate fully 
the use of air photography in the study of geography. With 96 plates and 
3 diagrams. September 2 $7.50 

Historical Metrology 
A New Analysis of the Archeology and the Historical Evidence Relating 
to Weights and Measures 

By A. E.  BERRZMAN-The fascinating history of our civilization as 
written in its units of measurement. Illustrated with 44 photographs and 
37 maps, drawings and diagrams. July 24 $3.75 

Society and the Homosexual 
By GORDON WESTWOOD - Introduction by DR. EDWARD GLOVER 
-The first forthright, intelligent treatment of homosexuality - its causes, 
treatment and chances of cure, what society can do about it. July 24 $3.00 

"Hey, Can't You Forget Business?" 
Wall Street Journal Cartoons 
Selected by CHARLES PRESTON-Exuberant cartoons, burlesquing 
every type of business and office activity. September 25 $3.00 

Travels in Jewry 
By ISRAEL COHEN- Jewish life throughout Europe and Asia. A 
Baedeker by a distinguished author -of the great strongholds of an 
ancient tradition. 21 photographs. July 20 $5.00 

E. P. DUTTON & CO., INC. 
300 Fourth Avenue, New York 10, N. Y. 
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SPECIAL LIBRARIES ASSOCIATION 
"Putting Knowledge to Work" 

THE FORTY-FIFTH ANNUAL SLA CONVENTION WILL TAKE PLACE 
MAY 77-20, 1954 AT THE NETHERLANDS-PLAZA HOTEL, CINCINNATI, OHIO 

OFFICERS 

President 
MRS. LUCILE L. KECK 

Joint Reference Library, Chicago, Ill. 

First Vice-president and President-Elect 
GRETCHEN D. LITTLE 

Atlas Powder Company, Wilmington, Del 

Second Vice-president 
CATHERINE J. CURRAN 

Chamber of Commerce of the State of New York 
New York, New York 

Secretary 
AGNES 0. HANSON 

Business Information Bureau 
Cleveland Public Library, Cleveland, Ohio 

Treasurer 
EDWARD H. FENNER 

Enoch Pratt Free Library, Baltimore, Md. 

DIRECTORS 
KENNETH H. FAGERHAUGH 

Carnegie Institute of Technology 
Pittsburgh, Pennsylvania 

HELEN M. PYLE 
Sun Oil Co., Philadelphia, Pennsylvania 

MRS. EUGENIA T.  PROKOP 
144 Elmwood Avenue 

Evanston, Illinois 

PUBLICATIONS 

Aviation Subject Headings. 1949 $1.75 

A Brief for Corporation Libraries. 1949 $1.75 

Classification Scheme and Sub- 
ject Headings List Loan Col- 
lection of SLA. Rev. Ed. 1951 $1.50 

Contributions Toward A Special 
Library Glossary. 2nd Ed. 1950 $1.25 

Creation and Development of an 
Insurance Library. Rev. Ed. 1949 $2.00 

Fakes and Forgeries in the Fine 
Arts. 1950 $1.75 

List of Subject Headings for 
Chemistry Libraries. 1945 $1.50 

Nicknames of American Cities, 
Towns and Villages Past and 
Present. 1951 $2.00 

Numerical Index to the Bibli- 
ography of Scientific and In- 
dustrial Reports, Vols. 1-10. 1949 $10.00 

Our Library. Visual Presentation. 1953 $10.00 

SLA Directory of Members. 1951 $4.00 

Social Welfare: A List of Sub- 
ject Headings in Social Work 
and Public Welfare. 1937 $1.00 

MRS. NELL STEINMETZ Source List of Selected Labor 
Pacific Aeronautical Library Statistics. Rev. Ed. 1953 $2.00 

Los Angeles, California 
SLA 1950 Transactions. 1951 $5.00 

EUGENE B. JACKSON 
National Advisory Committee for Aeronautics special Library Resources, Vols. 

Washington, D. C. 2-4. 1946-1947 $22.90 

CLARA G. MILLER 
Imperial Oil, Ltd., Toronto, Ontario, Canada Subject Headings for 

ical Eneineerine Libraries. 1949 $4.00 - - 
Immediate Past-President 

ELIZABETH FERGUSON Technical Libraries, Their Or- 
Institute of Life Insurance, New York, N. Y. ganization and Management. I951 $6.00 

OFFICIAL JOURNAL SPECIAL LIBRARIES, published monthly Sep- 

SPECIAL LIBRARIES tember to April, bi-monthly May to August, 
by Special Libraries Association, Editorial 

SPONSORED PERIODICAL 
Offices, 31 East Tenth Street, New York 3, 

TECHNICAL BOOK REVIEW INDEX 
N. Y. Publication Office: Rea Building, 

Subscription, $7.50 a year 
104 Second Avenue, Pittsburgh 19, Pa. 

($8.00 Foreign) SUBSCRIPTIONS: $7 a year; foreign $7.50; 

MEMBERSHIP DUES SCHEDULE: Institutional, 75 cents. 
$30; Active, $10; Associate, $5; Student, MANUSCRIPTS submitted for publication must 
$2; Sustaining, $50; Life, $250. be typed, double space, on only one side of 

For qualifications, privileges and further 
the paper. Mail manuscripts to Editor. 

information, write to the Executive Secre- REPRINTS may be ordered immediately prior 
tary, Special Libraries Association, 31 East to or on date of publication. Send reprint 
Tenth Street, New York 3, N. Y. orders to Editorial Offices. 

Entered as second-class matter February 5, 1947, at the Post Office in Pittsburgh. Pa.. under 
the Act of March 3, 1819. Acceptance for mailing at special rate of postage provided for in the 
Act of February 28, 1925, authorized February 5, 1947. 
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Announcing - 

DISASTER O N  YOUR DOORSTEP 
By PAUL W. KEARNEY 
Foreword by PERCY BUGBEE, National Fire Protection Association 

A startling expose oi today's public fire losses - which cost the American tax- 
payer $750,000,000 a year. Containing graphic accounts of several famous big 
fires, this book "contributes some fine documentation for those who want to do 
something about it. He gives chapter and verse on inadequate inspection, 
political corruption in fire departments, faulty building, obsolete equipment and 
public apathy . . ." -BURTON CRANE, New York Times. $3.00 

SUPERVISING PEOPLE 
1953 Revised Edition 

By GEORGE D. HALSEY, Author of "Handbook of Personnel Management," etc. 

Up-to-date revision of a standard training manual for all kinds of supervisors - fore- 
men in shops and mills, section heads in offices, assistant buyers and floor managers 
in retail stores. Now includes new material on employee merit rating and the use of 
tests in the selection of employees, and an entirely new chapter on "Two-way 
Communication." $3.00 

THE PSYCHOLOGY OF SUCCESSFUL SELLING 
By RICHARD W. HUSBAND, Author of "Applied Psychology" 

"For the new or veteran salesman, for the young or mature executive here is a book 
that brings a truly fresh challenge to attain greater business success from securing 
new insights in the selling process." - FRANCIS L. MERRITT, Vice President, Central 
Life Assurance Co. A professional psychologist who has had first-hand selling 
experience applies sound psychological knowledge to the actual hour-by-hour problems 
of all kinds of salesmen. $3.95 

SOCIAL RESPONSIBILITIES OF THE BUSINESSMAN 
By HOWARD R. BOWEN, Professor of Economics, Williams College 

What responsibilities to society should the American business executive reasonably 
be expected to assume? What tangible benefits might result from general acceptance 
of such responsibilities by those at the top in the business world? Businessmen, 
economists, clergymen and especially lay groups in the churches will find here a 
penetrating exploration of these timely questions, offering a long-needed basis for 
both discussion and action. Volume 3 in "The Ethics and Economics of Society" 
Series. $3.50 

AT YOUR BOOKSTORE OR FROM 

49 E. 33rd Street HARPER & BROTHERS New York 16, N. Y. 
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Midsummer Thoughts  of a 
Newly Elected President 

The annual conference of the two largest associations of librarians are 
about to convene as these first words of greeting to SLA members are 
being penned . . . How diverse and yet how similar are out interests. In 
SLA we are banded together as specialists to foster analytical service in 
particular subject fields. But certain of our interests as librarians fall only 
within the broader scope of librarianship as a whole . . . for instance, 
intellectual freedom, as the focus on the "burning of the books" at this 
moment in history attests . . . 

In the Illinois Chapter we were privileged in May to hear Dr. John A. 
Lapp, one of our founders and the author of our slogan, "Putting Knowl- 
edge to Work," reminisce about the pioneer days of this Association 
(n.b., he says he misses the slogan on the cover of SPITCIAT. T d 1 ~ R 4 R 1 ~ s .  
Remember to speak to the Editor and ask what has become of it. Surely 
it has stood the test of time) . . . 

Special librarianship has had praiseworthy recognition from the Grad- 
uate Library School of the University of Chicago this summer through an 
invitation to a group of special librarians to participate in a workshop , on the core curriculum in mid-August . . . 

It i s  interesting to review the experience of members of the new 
Executive Board and to note that although the majority of them are now 
librarians of organizations devoted to science and technology, most of 
them have previously held positions in other special fields or in general 
libraries . . . This breadth of experience will combine to lead the Asso- 
ciation through the year ahead. 

LUCILE L. KECK, President 



LUCILE L. KECK 
SLA's New President 

A brief biographical sketch of the Association's president for 1953- 
1954, giving the highlights in the career of an outstanding exponent of 
dedicated library service. 

The bare bones of our records in ''Who's v h o "  
never reveal the personality behind the dates and 
places. For this reason we attempt here to fil l in  
for you something of the background of that 
special librarian and very special person, Lucile 
Keck, our new president. 

A native of Watertown, Wisconsin, Lucile Keck has 
roots deep in the Midwestern tradition of educa- 
tion and culture that is a part of our democratic 
American heritage. A product of the best in  pub- 
lic education and a home in which cultural stimulus 
was taken for granted, she found inspiration in the 
intellectual ferment which characterized the Uni- 
versity of Wisconsin of the early 1920's. There 
she learned from such people as William Ellery 
Leonard, the poet, and from such devoted librarians 
and teachers of librarianship as May Hazeltine. In 
1920 she was graduated from the University with 
the degree of Bachelor of Arts, (Phi Beta Kappa) 
and a certificate from the Wisconsin Library School. 

Lucile Keck's library career illustrates admirably 
her conviction that members of our profession can 
adapt themselves to varied situations, special or 
general. Her first appointment was as circulation 
assistant in the New York Public Library. The 
following year she went to work as indexer for the 
Kerrder's Guide. After three years of valuable 
and stimulating apprenticeship in New York she 
returned to Chicago to work as research librarian 
for the book department of Marshall Field and 
Company. With this she may be said to have begun 
her special library careel 

Romance then intervened to bring about her 
marriage to George Fred Keck, the architect. They 
had been childhood friends in Watertown. In fact, 
he might be said to have given distinct encourage- 
ment to her natural interest in books when for her 
seventh birthday, he presented her with a volume 
of Bacon's Essays. Throughout their marriage she 
has maintained a home dedicated to gracious en- 
tertainment of their many friends. Last fall Mr. 
and Mrs. Keck fulfil led a longstanding dream when 
they revisited England and the Continent where 
together they viewed the glorious architecture of 
the old world and the great libraries of Europe. 

By 1928 Mrs. Keck was firmly settled in the 
special library field as librarian of the Institute for 

Research in Land Economics and Public Utilities at 
Northwestern University, headed by the scholarly 
economist, Professor Richard Ely. In May of 1932 
she became the first librarian of the newly estab- 
lished Joint Reference Library. Founded as an ex- 
periment in cooperation among several associations 
with similar fields of work, the Joint Reference 
Library grew under Mrs. Keck's direction to its 
present size and scope. She and the library now 
serve seventeen public administration organizations 
in the building on the Midway, known as "1313". 

Lucile Keck's talents have not gone unnoticed. 
She has often been in demand for surveys of libra- 
ries, for the editing and criticism of library litera- 
ture, for the teaching of courses in the care and 
use of ephemeral and fugitive materials. She 
taught for three terms at the Graduate Library 
School of the University of Chicago, has made sur- 
veys of such widely different types of libraries as 
those of associations and of universities. While 
chairman of the Social Science Division of the 
Special Libraries Association Mrs. Keck was editor 
of that division's Public Adrnirri.stmtion Libraries, 
n Manun1 o/ Prc~rticr, published in 1934 and 
revised in 1948. For two terms she was president 
of Illinois Chapter. She has served on innumerable 
committees, has been Group Liaison Officer, Vice- 
President in 1937-39 and an elected Board member 
in 1951-52 prior to her nomination to the presi- 
dency. All these things she has done since she 
became a member of our Association in 1932. 
Further, she has been an enthusiastic member of 
the American Library Association for many years, 
has served on several of its committees and boards 
in the fields of public documents, education for 
librarianship and many others too numerous to 
mention here. In addition to these activities she 
is a member of other organizations appropriate to 
her field, such as the American Society for Public 
Administration and the American Political Science 
Association. 

Lucile Keck is a person who knows librarianship, 
who believes firmly in its scientific application, its 
public responsibilities, and its diplomatic practice. 
For her the meaning of the presidency of SLA 
wil l  be the implementation of our slogan, "Putting 
Knowledge to Work". 
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A Social Science Library 
For Advertising 

MARY- JANE GRUNSFELD 
Creative Research Analyst, Weiss & Geller, Znc., Chicago 

DVERTISERS today find it increas- A ingly difficult to compete effective- 
ly in the market place of selling ideas. 
The startling claims of "new . . . the 
best . . . no other" reach a tired and 
blasC public, as Fortune magazine re- 
cently pointed out. "It sounds like a 
commercial," the consumers say. Ap- 
peals that were once powerful have 
long since lost their magic. Yet much 
advertising continues with the same 
stereotypes that were standard appeals 
fifty years ago. 

The problem of the advertiser is to 
present the product or service he is 
marketing in more convincing terms 
than his competitors, for his competitors 
sell the same kinds of goods and serv- 
ices. The copywriter in search of an 
idea is beset by th i s  p red icamen t :  
Everything that can be said about soaps 
and beer and chewing gum has already 
appeared on the boards. How can he 
possibly find a new appeal? What gim- 
mick can he invent to catch the eye 
and allure the consumer? Many adver- 
tisers are forced to rely mainly on the 
sheer weight of their advertising to 
keep their goods competitive. 

The Need for a New Approach 
Confronted with the problem of help- 

ing his creative staff to develop new, 
fresh, more convincing copy appeals in 
this era of stereotypes and increasing 
competitiveness, E d w a r d  H. W e  iss, 
president of Weiss and Geller, Inc., put 
some very simple questions to himself: 

What is the "mass market?" Who 
are these people and how do they feel 
about the products and services we try 
to sell them? What influences bear up- 
on them, as 'individuals and in groups, 
to determine how they feel and how 

they may act? Why do they respond or 
not respond to this or that appeal? 

He came up with a conclusion so 
simple that one wonders why it is still 
considered novel in the advertising 
field. He decided to find out from the 
people who knew the answers, the best 
contemporary sources for knowledge of 
human behavior and human motiva- 
tions. He turned to the social sciences 
to see if what they had to offer could 
be put to practical use by the agency 
to sell more goods for its clients. 

Understanding Human Motivations 
Weiss and Geller literally went back 

to school. Or, more exactly, it brought 
"school" to the agency; for agency per- 
sonnel cannot be expected to attend 
university courses and dig into outside 
libraries to find appropriate reading 
material in each of the social science 
fields. Social scientists from different 
specialties conduct courses for the staff 
-not only for the research and cre- 
ative departments, but for all person- 
nel in the agency. This is the basic 
orientation program - a very lively 
classroom. The courses and special lec- 
tures are sometimes designed for gen- 
eral background and learning in a field; 
sometimes the social science "expert" 
and the staff jointly explore specific 
advertising and sales problems in small 
discussion groups. 

Library Collection 
The library was at  first instituted to 

provide background reading for the 
staff. I t  contains material in anthro- 
pology, sociology, social psycho 1 o g y, 
psychology, and psychoanalysis, as well 
as in the field of communication and 
opinion research. 
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The "core" collection includes some 
of the "classics" in each of these fields. 
But the emphasis has not been to as- 
semble books merely for the cultural 
enlightenment of the agency staff. The 
chief concern has been to bring the 
best contemporary thinking and studies 
on human motivation and on American 
society together to provoke our own in- 
quiry and to infuse into advertising a 
fuller and better understanding of the 
mysterious ways of the human mind. 
Specialists are consulted on the selec- 
tion of materials in each of the fields; 
and the resulting collection is predomi- 
nantly material published within the 
past few decades. 

The language of the social sciences 
is sometimes a formidable barrier to 
the layman. While we have a good se- 
lection of introductory texts and books 
directed to lay audiences, much of the 
best material is technical, written for 
specialists or with purposes far differ- 
ent from its possible application to cre- 
ative advertising ideas. The social sci- 
ence sessions and experience in using 
the library help to break down these 
language barriers and make the appli- 
cations of social science theory on ad- 
vertising problems clearer for the whole 
group. Our experience has been that 
the social science meetings stimulate 
reading, and reading stimulates further 
questions and, therefore, further courses 
and special lectures. 

The library's continuing growth is 
guided by a two-fold policy of supply- 
ing the special needs of the creative 
staff as they arise and of acquiring sig- 
nificant material from among current 
publications, in anticipation of future 
needs. As an example of meeting a 
special need, the agency's acquisition of 
an account for a child's product, recent- 
ly, determined the selection of a num- 
ber of books on child development, 
parent-child relationships, and special 
phases of childhood. Thus the whole 
staff, and not merely the research de- 
partment, is prepared to discuss the 
specific product with an understanding 
of the audience it is to reach. 

220 

Research Aid 
The agency approaches its creative 

task from two sides-through under- 
standing of the people it expects to 
reach and through a better insight into 
the underlying appeals peculiar to the 
products or services it hopes to sell 
them. In developing each creative idea, 
we employ four important research 
steps in which the library serves as an 
important aid. 

On each of our advertising prob- 
lems, we first consult various social 
scientists to get their ideas on the 
social and psychological factors related 
to the specific product-what human 
motivations, both conscious and uncon- 
scious, are involved. In simpler words, 
we ask them why people chew gum or 
drink beer or curl their hair or trade in 
perfectly good automobiles for new 
ones. Because Chicago is a notable so- 
cial science center, we are fortunate in 
being able to select specialists whose 
experience best relates to the specific 
inquiry we are making. 

We then conduct a psychological 
study among consumers. Our "depth in- 
terviews" and tests are designed to get 
at people's total attitudes, including 
buried ideas and associations about the 
product and about the part of their 
lives the product affects. 

With this material gathered and cor- 
related, we are then ready for the final 
and crucial step of translating our find- 
ings into advertising copy. Here, the 
essence of the problem is to build a 
bridge between knowledge of human 

SPECIAL LIBRARIES 



dynamics and the copywriter's desk. 
The copy platform for each product is 
the result of this working together of 
an oriented creative staff with the re- 
search department. 

Evaluation Studies 
Finally, evaluation studies of the ef- 

fectiveness of our advertising are made, 
also, by depth interviewing and projec- 
tive techniques. We do not rely on 
measurements that show how many 
people see an ad and "remember" it, 
nor how many people say they "liked 
it." We try to evaluate campaigns by 
learning also just how and why par- 
ticular ads speak to people's particular 
needs and wishes. Naturally, question- 
naires are easier to tabulate than our 
interviews are to interpret. But from 
the "free associations" and "projections" 
of our respondents, we find the "hows" 
and "whys" much more illuminating 
than the pollsters' "how manys." 

In these research areas, the library 
performs two most important func- 
tions. We must keep in touch with con- 
temporary studies in the fields of testing 
and interviewing techniques; and sec- 
ondly, we search the literature for pos- 
sible supplementation of the informa- 
tion from our consultants. 

A study on cleanliness, undertaken 
three years ago before the Social Sci- 
ence Library was instituted, sent us far 
and wide to other special collections 
for our data. Our own collection now 
serves as a reference source for at  
least the preliminary work appropriate 
to the scope of our exploration. Since 
our purpose is not academic, we do not 
need a highly technical and exhaustive 
collection in any single field. 

Annotated List 
When the books were first assembled, 

simple author cards were set up into a 
catalog. I t  was soon discovered, how- 
ever, that the maze of titles and authors 
on the shelves could be more baffling 
than helpful to the staff unless there 
were some guide to suggest the con- 
tents more specifically. Busy advertis- 

ing people could not be expected to 
take office time for leisurely browsing 
through the shelves to find that Ralph 
Linton's Study of Man is an introduc- 
tion to anthropology, but that Gardner 
Murphy's Personality deals with the 
forces which determine an individual's 
development. 

An annotated list was therefore is- 
sued to each staff member. His pre- 
liminary browsing could be done at his 
desk or at  home. He could come to the 
library with questions about the books 
he felt might best fit his particular in- 
terest or need. The list was a great suc- 
cess. Everyone, from the office boy to 
the top executives, had copies, and re- 
quests for special readings on a great 
variety of subjects poured into the li- 
brary. At the suggestion of one of the 
copywriters, a list of "starters" in each 
of the fields was compiled, and people 
who felt they would like a systematic 
reading course to survey the various 
fields began their weekend studies. 

Library Service to Clients 

The agency invites its clients to use 
the library and sends them copies of 
the annotated list. Clients are also in- 
vited to attend some of the lectures and 
discussions in the Social Science Course 
series. They have found this combined 
service helpful, both for their own back- 
ground information and for the better 
understanding of those specific prob- 
lems that the agency and the clients 
attempt to work out together. In the 
offices of one of our clients, so many 
requests for reading suggestions and for 
particular volumes came from his staff, 
that one person was appointed as "re- 
quest center" to coordinate withdrawals 
and returns from the agency library. 

Meanwhile, word about the library 
spread, and requests began to come 
from university departments, colleagues 
in advertising and other businesses, and 
psychology and a d v e r t  isin g students 
throughout the country. The library 
listing continues to have a circulation 
far beyond the office doors. 
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