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Thus, at considerable length, I have tried to
answer the questions with which we commenced
this discussion: ‘‘Do the wicked prosper? If
so, why?’’ The first answer is that they can and
do make money by ‘‘taking’’ it, and that theft
is a hydra-headed method of accumulating wealth.
The second answer is that there are natural laws
of success, many of which even a man of unde-
sirable character can obey to his financial ad-
vantage. The third answer is that, so far as
men deteriorate from high standards, whatever
their ability, in so far do they endanger the per-
manence and quality of their success, for quality
must not be left out of the reckoning. Better a
small competency with honor than a surfeit of
wealth with unsavory associations!

It remains now to deal with some of the more
detailed questions of right and wrong in business
matters. I do not set myself up as a easuist in-
tent upon deciding cases as a Jesuit doctor would
in moral theology. I desire only to show the ne-
cessity for clear thinking in its relation to action,
and to advance a principle which to my mind does
away with ‘“case law’’ and ‘‘custom’’ in business
transactions.

The question of ‘‘graft’’ is always in evidence,
and as between men who practise it, the giver
and the receiver, and those who do not, the ad-
vantage is unfairly on the side of the former.

In England the Secret Commissions Aect is not
yet a success, although its effect has by no means
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been nugatory. There have been some severe
prosecutions followed by startling penalties, but,
unless the poulterer pays the lady’s cook a com-
mission, the game somehow is never ‘‘right,’’ and
the cook suggests a new dealer—to her own ad-
vantage. The contract which wins is not neces-
sarily the best, for in spite of everything there
are ‘‘understandings’’ which nobody can trace
and payments about which everybody is silent.

In America matters are no better. Mr. G. W.
Alger in Morals in Modern Business says that
large and prosperous houses adopt methods which
can hardly be distinguished from those of the
burglar. To enter a man’s house and steal is not
very different from entering a business office and
bribing a buyer to purchase goods.

These are facts, but they need not be unduly
depressing. They are no doubt highly provoca-
tive to the honest dealer who sees trade being
filched out of his hands by ‘‘smart’’ practices.
And yet to think it wisdom to go and do likewise
is bad psychology—it is nothing less than a se-
rious resolve to join the thieves.

Furthermore, ‘‘smart’’ practices are going out
of fashion. They do not pay in the long run.
There is growing up a feeling of caste in busi-
ness. The high-class house gets the respect and
confidence of the public and of the banking com-
munity; the men of the ‘‘get-rich-quick’’ broth-
erhood are valued according to their deeds.
‘‘Make a customer rather than a sale’’ is a motto
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the soundness of which is equalled by its increas-
ing popularity.

The principle which reduces all ethical prob-
lems to a single issue is that of service as fully
explained in the Sheldon system of business-
building. In the final analysis the science of
business is the science of service. A true sale—
and we are all sellers of something—must produce
a profit for the seller and afford satisfaction to
the buyer. If you truly desire to serve the pub-
lie, you need not worry your mind about business
ethics. You will be too much occupied in getting
the best values and offering them at the fairest
prices. This is real service, and service means
success. Christ embodied all the Jewish laws in
one law. Said he, “‘If you love me, you will keep
my commandments.”” Love is the fulfilling of
the law. So in business the desire to serve is
the power which banishes all our little quibbles
about right and wrong. We move on a higher
plane. We are saved the anxieties of conforming
to standards and customs in this, that, and the
other. The customer is our friend, and we treat
him in such a way that we are never afraid to
meet him again. We seek to gain his confidence,
for that is the basis of trade.

The wicked have prospered in the past, they
prosper now, and they always will, but abiding
prosperity, dignified in its massive proportions,
is always and everywhere the fruit of service.



