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PURPOSE 

Th• purpose of this thesis wae to make a study of 

three quality trade publications 1n order to lea111 Juat 

what t11>e of matertal each on• uses, what aome of their 

differenoee are and the various waye in which they attempt 

to gain and h•ld reader interest. 

!he magazines eurveyed were th, .American Druggist, the 

Jlarchandise Manager and then~; Qooda Boonomist. 



A 1tudy was made of eight issues of the :American 

Druggist, four issues of the Merohandise Manager and 

111 

five 1aeuee of the Dry Goode :Soonomiet. llaoh magazine 

was surveyed with the object in view of disoove~ing th• 

variety of contents which the■e trade publications aarry. 

An attempt wae made to ebserve the number and variety of 

feature articles in th• average is■ue, the number of 

praotioal "helps• for the reader, the amount and type of· . 
~ 

advertising and other material. 

It was impossible to m.ite this study perteotly accu

rate du~ to the fact that so few issue of eaoh magazine 

were examined. 
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OHJ.PTER I 

THB AKIRIOil DRUGGIS! 

The American Druggist 1a a monthly pharmaoeutioal buai-
. 

nese magazine published by William Randolph Hearet•a Inter-

national Publications, Inc. It is a l/2 x 111/4 1.nohee 1n 

eise and the average issue contains approximately 132 pages. 

Th•r• 1a a great deal of advertising in this trade pub

lication. Usually at least one halt of the total number of 

1>agea 1n each issue 1• 4•voted to aclvertiaementa. In one 

issue, for example, there were about 85 pages of dve~ti■-

ing out of a total of 150 pagea.l In another isaue total

ing 125 paaea approximately 65 were given ov r to advertia

ing.2 

!he .American Druagist magazine doe not have a regular 

ataff of w.ri tex-•. .A. few staff members do oonduot special 

monthly depar.tmenta, but the majority of the material--fea

ture articlea, ahoft stories, eto.--1a contributed by men 

and women who are not regularly employed. 

Thia publication ende•vors to build up an appeal tha.t ia 

directed to the individual druggist. It attem~ts to give 

1 • .American DrUggist, March, 1934. 
2 • Ibid., August, 1934. 
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the druggist goo4 workable ideaa and augseations tor mak

ing his buaine■ a a little more easy and aucoeasful. !hi1 

ia done largely by showing him how other drug store owner■ 

throughout the country are solving their problems and are 

ouilding up their trade. 

The human interest element is the outstanding thing 

&bout the .American Druggist. Bvery iasue oontains from 

tiv to even auooese feature stories about 1ome pharma

oiat whose ideaa are br;t.nging results. !h• tone of theae 

artiolea 11 ueually very informal and the style throughout 

1a exceedingly chatty, aa the following leads taken from a 

few of them will illuatrate. 

A feature story in the Karoh, 1934, iaaue bearing the 

title, •the Drug Store here SOl&EfHIBG ALWAYS HAl?J?EBS•, 
~ 

has, for example, the following lead: 

"Everybody and his dog feels at home 
at Karrington's Pharmacy. !hat is why 
•med• (Bdward H.) H rrington, Oolumbu1, 
Ohio, not only does an enviable busine a 
in drug, but ■ lls more dog food than 
any other drug store in the city." l 

fhe following article is carried 1n the May, 1934, 

ia1ue under the heading "l>o You Think Just Because Banke 

Close .And Kor le Is Down, !hat A !OD WST GO TO PIBCBS?", 

"At 1st a druggist has been found who 
puts the nuiaanaa and convenience eervioea 
which go with running a drug store to 
practical aooount. Be aells atampa like 
other dru.ggiets. He cashes ahecka like 
other druggiete. Re aooepta the mone1 
for telephone, light, gas, and water bills, 
a1 a great many other drugg1ete do. 

1. Op. Cit. March, 1934, p.44 



And he goes a bit further 1n making 
h1a drug store a town service bureau. 
!he grooe~, the hudware man, the plumber, 
the dry goods merchant, the butcher, the 
baker, the filling station operator-
every one of them oomes into the drug 
store at least onoe a day to get ohapge 
for carrying on the days busirieea." 1 

.&nother feature, also appearing in Kay~ hae this lead: 

•when Jlather Coughlin, Detroit's fmn
oua-priest was taken Ul reoently and · 
waa foroed to miss his Sunday afternoon 
•Qolden Hour• broadcast, over 10,000 
amioua J,Jneriqs.na, of all ahadea of re
ligious belief niade hasty inquiry aa to 
the state of his health. 

~ather 0oughlin was all right in just 
a little while. His aeoretary hastened 
across the street from the Shrine of the 
Little P;J.ower, a Detroit Suburb, where 
the priQSt officiates, to the drug atore 
conducted by :Mrs. Nellie Davis, register
ed pharmacist. ~here he purohased some 
milk of magnesia. at a physician's direct
ion. fhe slight attack of indigeation 
from whioh lather Coughlin had suffered 
passed rap idly." 2 

'!ha following lead begine an article 1n the .June 

issue. The title of the ai-tiole is, "ROBERt FENTO:& Who 

Thinks It Is Par't of a Druggist's Job To Keep Hie IAMB 

BUORE THI PUBLIC", 

0 Mind readers, prison oonviots, base
ball i>layers and babies, just babiea-
the7•ve all helped to advertise the Rob
ert E. :Penton drug stores 1n Lincoln, 
:&ebraska. • 3 

Art1Qles describing unusual drug stores throughout 

the country are carried regularly by the Amerioan D:l"Ug-
~ 

gist magazine. In the •aroh, 1934, issue, for example, 

there ia a feature story ent:1'tled, "The ::Di-ug Store Where 

l. Op. Cit., Me.y, 1934, p.60. 
2 • lb id • , p • 62 • 
3. Ibid., June, 1934, p.62. 
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Something ilwaya Rappensland another, "John R. Leath Who 

Runs~ Club Room for Women Ouatomera". 2 ~pril, 1934, has 

a ,tor7 headed, "A Drug Store ~hat Thrives in a Kexioan Pal

ace". 3 Kay oar~iea an article entitled, "A aood Drug Store 
~ 

. laved our !own".4 Each isaue of this publication ueually hae 

an article or two of this nature. 

Bver7 month there are in the American Druggist eeveral 

informative articles on widely varying aubjeote. In the 

Karch, 1934, iasue there 11 an attempt made to deaoribe new 

developments in the field of cancer study; 5 an article on 

Po 1 tr7 or the care of the feet 6 and a feature atory headed 

•Death of a Child" which warna druggists to use care 1n admin-
... 
istering drugs. V p~il brings an unusual feature ■tory bear-

ing the .title, "H re You .Ul .&i-el". It begins as follows: 

"The average American ~gist has 
blue eyes and brown hair and doesn't 
think 13 is an unlucky number. He!s 
been pounding a pestle 1n a mortar for 
the past 20 yeara, two months and 11 
days, His avoirdupois has inoreased 
ateadily as ha begain to become slightly 
bald or gray on top, and now be tips the 
aoales at 174 pounds, a weight which he 
could cut down somewhat with more exer-
cise." 8 · 

!rhe information around which the feature article for 

the above lead was built waa based on information obtained 

by the American Druggist from 8,631 retail druggists 

1. Op. Cit., March, 1934, p.44. 
2 • lb id • , p • 5 4 • 
3. Ibid., April, 1934, p .56. 
4. Ibid., J4ay, 1934, p.44. 
5. Ibid., March, 1934, p.42. 
6. Ibid., p.61. 
'I. Ibid., p. 68. 
8. Ibid., J.pril, 1934, p .38. 



througheut the oountr7 • 

.Another artiole in the ~pril issue demonstrates ene f 

the man7 unuaual slants that the Jmerioan Druggist managea 

to get on the drug store buainesa. "Look at Your LIBBRfi 
-

BIODLS, • atatea the headline, • ••• !hose dated 1913 are 
- ' 

worth a fortune aaye Howard Stephenson who tells aleo of 

ether ooins for which druggist■ ahould watch when counting 

the day-•s reoeipta•. 1 

!hia trade publication does not aeem to spare time nor 

expense 1n order to get a good story. In the April isne, 

for example .• there is an artiole, "SINOB RBPBAL Has Joun ta in 

Volmne Qone Up Or Down?" • 2 In order to get a true answer 

to this question the American Druggist interviewed more than 

6000 pha;-maoiste and asked them just what repeal had meant 

to their own buaineeaea. !h se 6000 1nolude4 druggists 1n 

every siae city, 1n every type of store and in every aeotion 

t the country. 

!here 11 another type of informative article carried 

regularly 1n each issue of the .American Druggiat. !his is 

the sales promotion article wherein many h•lpful idea1--nov

el campaigns, catchy sales letters, olever sales promotion 

stunts, eto.--are offered for the advantage of the individu

al pharmaoist. 

•!he ~nm 1a BC7fl,ff says a headline in the Karch, 1934, 
~ 

1asue. "JOUIT~IN TRADBT It 1 going to be greater than ever 

1. Op. Oit., April, 1934r, p.58. 
2. Ibid., p.66. 
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before for those druggists who have the courage to experi

ment and the determination to build ••• Brought Together Here 

lrom Smart Drug Stores Around the Country Are a :lumber of 

Ideae--!o Be Tried Now.• 1 

one 14ea "te be tried now" among the nille or ten offer-

ed is the following: 

9 A oouple of times a. week--oftener when I 
oan get flowers that are oheap enough--I 
put a bowl of flower■ on the fo11Dta1.t1 1 

ffer one to each woman ou1tomer as she 
geta through with lunch.• & 

Bver7 month brings new salee promotiott atunta oarefull7 

oalou1ated to help the druggist olear his shelves. Karoh, 

1934, for instance, has "A Complete course in toilet 9e de 

rohandising".;3 .&pril oarries •J. lledioine Cabinet Shower 

r the Bride"; 4 Ka7 brings back the oQllrse in to1le.t 

goods merchandising and both of these programs are carried 

through the June and July issues • 

.Another exceedingly helpful department fr the retail 

druggist is the regular monthly group of ales letters. 

The American Druggist selects these on the basis of adver

tising appeal and ·then offers them to the pharmaoiat aa an 

aid fr ol aring his shelves of merchandise which he wishee 

sold. !he foll wing, for example, is typioal. 

A photograph above the letter shows three ferooious

looking cannibals preparing to tos1 a shivering white-clad 

1. Op Cit., Karoh, 1934, p .67. 
2 • lb id. • p • 6 7 • 
3 • Ibid. , p • 70 • 
4. Ibid., .April, 1934, p.54. 



figu.re into a eimmering pot. •JUtt," eays the headline 

and the letter follows this statement up with: 

"Dear Krs, Buohleyc 

fhe cannibal chief eays "lext" and another 
victim is put on the spot, or, more aoou
rately, ln the st,w, Jtortuna'tely fo:t u1, 
•• g9t an idea from the cannibal oustoa 
and•• ~hiu it will please you. It hela 
tQ do •1th more than 20 lines of merchan
dise, which are &ll well ltnow11 but whioh, 
in or.a.er that we may au>eoialize on other · 
lina11, we are dieoontinuing. Kore than . 
10 lines of exoellent, 1n-perfeot-oond1-
iion merohandise, are to be put on the 
epot. In cannibal parlance, they•r~ 
next •• ·" 1 

' ~heae groups of sales letters appear each month but 

there is another type of l$tter which, while not a regu

lar monthly feature, appeare a~ least once du.ring the 

oo~:,:-s«. o:t the year. !hie is the colleotion letter wherein 

• l)·olite ,atiempt is made to 1nduoe certain customer to pay 

up overdue &oooun~e. In the April .Amer ioan DrU.ggiet there -

is presented a group_ of the seven best colleotion letters of 

the 1aa:r. 

The :tirst letter the .A.merican Druggist reoolllillends ill 

oases where sincere and polite effort$ to oolleot have b•ett 

unavailing and where 1 t eeems that oourt action will be 

oalled for. Above the letter, and Qovering three.fourth• 

of the double page, ia a photograph of three huge, horri• 

f1e4 h:umaXl faaes, SuperiJllposed upon 1;hese are the figure• 

of two trapeze artists, one of whom has just launched him

self, arms outstretched, into space. •11 Hll SBOULDKISS~,• 

l. o,p. Cit., Kay, 1934, p.46. 



atatee the headline and this statement is followed by: 

"Dear Jira. Dorland: 

Moat P•ople who are devotees of the oir
oua are fairly well agreed that there 11 
no act more dangerous than that of the 
trapeze artists who go swirling from bar 
to bar in midair. ftaoinated in a morbid 
■ort of way the audience gluee its eyea 
to the man who, arms outstretched 1& sail
ing through apaoe and must--aimply WST-
oatoh the wrists of his partner. 

It that white olad figure should miaal It 
ia a grueaome thought, but present never
theless in the mind of every person sit
ting beneath the big tent, 

If he should misa--what would happen? 

•• aoon as you saw this letterhead, Mre. 
Dorland, you kn~w of course that the ohief 
eub~eot of this latte~ would be the bill 
of '37.90 which ia now four months past 
due and about whioh we have written you 
six times alread7. 

We have been pleasant {haven't wa?) 1n 
Qur requests for payment. We have been 
courteous (haven't we?). We have been 
generous with our patience .{haven1 t we?). 
Trying to behave like good n~1ghbore we 
h&ve aaaumed that temporar7 finanoial 

iff1oult1ee kept you from paying your 
bill; and we took for granted that an un
derstandable embarassment kept you from 
responding to our earli~r letters. 

!he time has oome (don't you agree?) when 
we must place our interests as a drug 
store serving the community above you 
personal interests. A drug store has a 
community responsibility. Unless it 001. 
leota the monies du& it, it may become 
neoeaaary for service to be ou.rtailed, 
Service by this drug store cannot be our
tailedt Too many people depend on it; 
too many physiaians depend on it; the 
neighborhood would be definately hurt 
without it, 

low we are making a last effort, in kind
ly fashion, to have you pay us $31.90 1n 

8 



•rder that 7our aooount with us be settled. 
•• ai-e obliged to speoif7 a date by which · 
payment haa to be made, and that date 18 
'-Pril 24th. If 7oqr account is not paid in 
full at that time--if this letter should 
mies--

It this should mies, then what do you sup
pose will happent J.a a publio aervioe 
institution we shall be obliged to proteot 
ourselves and the people who relt upon us, 
Please remember the date. It is April 24th~ 

Very ~ruly youra,• 1 

The •1otea and Queries• department 1a another prac-
-

tical seotion tor the pharmacist. Herein are solved all 

9 

manner of d1ff1ault1es whioh confront druggists throughout 

the country. In the April American Druggist one JDan in 

Lo:ng -lsland wishes to know how much lead may be u~ed with 

safety in lead~aulphur hair dye; another druggist in tennes

~•e desires information on malting saturated solutions of po

tassium iodide and of boric acid. "Jlasaaohusetta" wants a 
.. -

reo1:pe for something that will prevent the odor of smokere 

from being so notioeabl. 

Sometimes an issue will cai-ry a ~eotion devoted to the 

solution of diffioult pha~aoetioal questions and ohemioal 

equations. · Karoh, 1934, brings problems centered around 

•state Boa;-d QO.estions And .Anawera", 2 April QUrtes •stat, 

Board questions on Pharmaoeutioal Latin and Kath", 3 Ka7 

has•~ Jew stat »o•rd lb:am 1n Phaniaoy', 4 Jul7~aolvee "!he 

Konth's Kost Difficult Prescription• 5 ~and A~gu•t doe• the 

1, Qp. Cit., April, 1934, p.52. 
2. Ibid., March, 1934., p,60. · 
3. Ibid., April, 1934, p .'14. 
4. Ibid., l4ay, 1934, p.'14. 
5. Ibid., July, 1934, p.56. 
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aam·e ,ri th •Preaoription J•rum Offers Belp on Hard Problem••. 1 
. 

other data ie made available to the drugg1at 1n the form 

of charts. !!here are two greupe of these in the ieeuea :from 

Ma.rah through lovember, 1934, on~ a tabulation of the ethical 

proprietaries 1ntroduoed ainoe July, 1931 and the other a oom

pilation of the communicable diaeases. The objeot of the 

fi~•t ohart 1• to acqua1nt pharmaoist1 with the new medioin

al proprietaries and their propertiee ao that they oan give 

intelligent information regarding them to their ne1ghborheo4 

ph7eioian1. The second chart 1a based upon information ob

tained from the United States Public Health servioe, the•

•~io&n Publio Health asaociation and state J)epartmenta of 

Heal-th. 

Ver7 little apace 1n the American Druggist 1a given 

over to social trends and political problems relating to the 

4ng business. Baoh month there ia, however, one editorial . 

4eYoted to these aubJeota, !hia editorial is written, u1ual

l7, b7 the editor-in-chief of the publication. !he problem 

which gets most at,ention in the Karch through Bovember 

iasuee of 1934 is that of prioe stabUi1ation • .An •ffort ii 

made, through a series of these editoriala, to thoroughly ex

plain this new development in the drug trade b7 pointing out 

its progress, advantages, disadvantages and the like. 

~iotion also has its plaoe in the Amerioan Druggist maga

a1ne. bequently they oarry ahort stories oorioerning aom• 

l • Op • C 1 t • , .August, 19 34, p • 64. 
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angle •f th drug atere buaineaa. !h••• are uauallJ humor

oua 1n nature, as 1n the oaae of one entitlei "llemoire of• 
. 

Drug Store Oat". 1 !he eaoapadea of Maxwell Martin, a light-

headed 7 ung pharmaoiat college atudent, alao form the baaia 

for a series of ehort stories. 

one thing that ia n tioeable about thia trade publ1oat1on 

ia tha fact that advertising ia kept ,trictly diaoonneoted 

fieom the regular reading material. Kot one aingle inetanoe 

waa found where the advertisu was given any favorable pub

licity through the medium of suoh material aa the short 

■tory, the f ature article, and the like. ~h• Modes■ company 

des present a humereua m nthly alm nao in eaoh 1aaue but 

this is always placed n the advertising pages and is easily 

reoognised aa an advertisement. 

There re thre a otions, howev r, in whioh an attempt 1a 

made to bring the advertiser and the reader together. Theae 

are the •1ree Helps•, the "What' a Bewt and th 9 Reoent Reme-
-

die• departments. Theae pages list free samples, free die-

plays, catalogs, b oklets, free de ls and special offer■ on 

new products and recent remedies for the advantage of the 

druggist. The "J'ree Helps" page is a cardboard insertion with 
- -

a business reply oard attached to it. ill the ffers on thia 

insertion are numbered and the numbers are repeated on the 

postoard. The druggist is asked to cheok th se numbers which 

interest him, ttach his label, and mail the card. 

l. Op. Oit., April, 1934, p.60. 



!he •what's Iew• pages immediately foll•• the •Jlx-•• 
-

Helps" and they bear the f•llewing statement: 

"Here they are--the month's new prod
uats and displays and deals and packages; 

· the changes, the improvement■, the offers 
and the innevations •volved by the manu
facturer• who •erve you. Y•u we it to 
1•ur business t• keep 1ourself well in
f•rmed regarding the many new trade de-

. velo1>ments constantly taking plaoe. use 
this aeoti n •f the .American Druggist aa 
yeur monthly catalog and merchandising 
guide." l 

12 

the preducte whioh fellew ihia bit •f advice are 1llue

trated and deaoribed. S•metimea the reader ia advised that 

elaewhere in the 1aaue appears an advertisement giving furth

er details and asking him to oheok the number on the poet

oard for hia free samples and other free hel1>a. 

Every month the American Druggist gathers together under 

the •Beoent Remedies" heading the new remedies of an ethical 
..... 

charaot r, their chemical formu.1as, indioations and actions, 

t gather with new and br ader uses for ethical remedies prev

ieualy marketed. !hese can alee be oheoked on the oard 1n 

case samples and booklets are desired by the druggiat. 

l. Op. Cit., A1>ril, 1934, p.99. 
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CHAPTER II 

THE MERCHANDISE )4ANAGER 

!he Jlerohandise Manager is a trade publioation intended 

primarily for maJor executives in depai-tment at res. It 1■ 

aeber magazine,~ x 12 inohes 1n size, whioh maltea little 

aitempt te gain reader interest by playing up emotional ap

peal. Very rarely 1n the llerohandise )(anager are :t und any 

•:t the •11ghter" type of features • 
... 

Thi• trade magazine at"tempte t• aot as a reporter and 

interpreter of executive thought and exeoutive aotion :tor 

the retailer • .ind, 1n additi n to this, it trys to follow 

the numerous trend.a which ~• related to and which infiu

enoe the retail store business. 

The Kerohandise Manager does not have a staff of regu

lar writers. JCvery month there is usually a different group 

ef contributers. !heee individuals are usually preeidenta, 

vice-presidents and directors of manufaoturing oonoerna and 

department atoree; advertising agency people; h ads of nat

ional wholesale and retail men's associations, and the like. 

In ita atiampt to follow and interpret the various tren4~ 

in the retail store busines , the Merohandise Manager makea 

use ef a huge ~asa f data and utilizes numeroue aoonroea of 

information. It conducts aurveya of its wn and atudiea 
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lheee made by ether 1natitut1ens. An eepeoially important 

scouroe which the publication ~se·s very frequently is the 

United States Qovernment Stat11rtioa. In an article entitled 

"Bea11t7 Inc .-.J. Basic Induat:r1"-, for example, 1n which the 
-

author shows that the market for be•uty produots is far 

fr,m the saturation point, two different sets of atatietios 

are used. 1 one. is the l)epartment of Oemmeroe :Reperte for 

1929 and the ether is a survey by !ime, Ino. made in .AI>ple

to.n, Wisconsin, $B p:rinted in the J>rtig Trade lewa. In anoth

er artiale, "Medical Service as an Investment", the author 
. , . 

makes use of various reliable studies to illustr~te public 

health figures in oonn•otion with the department store. a 
A regular monthly feature ef the Merchandise Manager is 

the "Trend.a• seetion. Here are desoribed the changing faah-
--iens in olothing, cosmetics and nume~gus ether o•mmedit1es. 

In ene issue, fer inatanoe, there ie ohown with illustrations 

the trenda 1n women's apparel aiid aooesseriea, perh.mee and 

oesmetios, awmner cottage furnishings, and other new merohan

dise. 3 J.nether iaeue carries the trends in ready-to-wear 

and aocessories, -junior and girl• s apparel, lamps, house

-.uea, electrical appliances, furniture, wallpaper and 

etatienary. 4 

.&n idea ot how valuable such a aeotio~ oan be to the 

l. Jle:rohandise Manager, June, 1932, p.15. 
2. Ibid., p,37. 
3 • Ibid • , Apr U , 19 32, P .47 • -
4. Ibid., Auguet, 1932, p.45. 
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average executive who finds it impossible to follew trends 

very clesel7, can be gained from the f llewing advice which 

begills the 9 Trends" pages of one iaaue. 

TBB Dir SEASOI 

"This season there are man7 interesting 
things ready for early promot1ona--olothea 
auitable for the in~between daya ~f Septem
ber and Oct bar. !hen, too, the college 
and school mark i sheuld be at ita height 
at this time, with the younger generation 
eagerly seeking to take honors with their 
new wardrobes. 8• there 1a plenty of 
business to be had and many a dramatic 
promotion is possible. This year it wUl 
be wiser than ever to take things by easy 

_stages; don't feroe things, shew only those 
t7Pes •f merchandise appropriate fer the 
immediate wearing season. Den' t, fer in
atanoe, feature elaborate, formal, :tu.r
trimmed coats in August, but play up the 
aimpler sports types r the new swagger 
suit. !rheae days women old and young are 
buying clothes as they need them and it is 

n merchandise with immediate wearing poe
a1b111tiea that the best business will be 
done. In short. key your stoeka not @nly 
to the consumer buying demand but to the 
wearing possibilities :t each item." l 

' 
Obaervation of business trends is anothe~ regular month-

ly feature of the Merchandise Kanager. This special month

to-month survey f the American business scene is a depart

ment called "Panoram•" and is conducted by the financial 
. 

writ r. Merryle Stanley Rukeyaer. !he writer has a close 

eontaot with both government and business. In one iaaue 

he discuseea farm relief, foreign trade, wage outs and 

sabotage. 2 In another some of the problems which he exam

ines are taxes, aelf-liquidating public works, and the 

1. Op. Cit •• August, 193_2, p.46 
2. Ibid., June, 1932, p.29 
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fall&oy of •aeaking the rioh". 1 B&oh ene et theae sub-
-

jeota he tries te oollllect up with buaineaa aa closely ae 

possible. 

Additional buaineas trend information 1■ offered in a 

monthly editorial. one editorial brings •cheerful lews 

Jrem ~he Primary Markets". 2 a.p.other warn~ •Restore Merchan

dising to the Confidence -Level~•, 3 and atiil another diaouaa

ea •1s the Ouat mer Buying Jllltu;e•T". 4 

!he general run of feature ateriee covers a v•riet7 ef 

aubjeots. Carrying ut ita policy of helping the depart• 

ment st re executive control his job better, the Merchandise 

Manager tries te giv him good workable ideaa. 

Th• following, for example, are some of the "14ea• 
. -

•toriee which are liated on the oontente page of one issue. 5 

!hill pllge, bJ the way, 1e unusual 1n that after the title of 

each article there is a short paragraph deeor1bing the nature 

of that artiole. 

1. Webbly Pelioies Kake Webbly Sterea 
. ~ 4ieouaaion of the :fundamental need 
ef the department stores for clear-out, 
well-defined polioies which enable the 
public to knew where it stand& and why 
it is in bue1neas, 

2. Street Traffic v■• Stere Traffic. 
Downtown oity •t~eets o1•gge4 with 

m tor traffic, tend to lesaen the ac
cees1b111ty •f centrally looated atores. 

l. o,p. OJt •• April, 1932, p.38. 
2. Ibid., Auguat, 1932, p.31. 
3. Ibid., pril, 1932, p.41. 
4. Ibid., June, 1932, p.33. 
5. Ibid., August, 1932, P•' 



!hie artiole presents the views of experts 
oonoerning the practical value ef etore
eperated garages for customers' care. 

3. 8tore-Kegaz1ne Radie !1e-upe. 
J.. radio ahopping a rvioe, organised b7 

D&t1onally known women's publication and 
eperated with the o operation of depart
ment atorea 1n nine cities, euggeats some 
interesting promotion poasibilities. 

4. OU.atomer !ypes as a Merohandiaing Guide. 
!he oonaumer mark t for apparel is de

fined by three basic physical types te 
whioh atores oan profitabl7 gear their 
buying, promotion and selling of read7-
te-w ar and aoaesaor1ea. 

5. Bot Iew, but erth Promoting. 
the frenzied aearah through retail 

eteres fer new items t promgte eften 
keeps the apetlight away fr m items 
which are salable, th ugh net neoessar1-
ly new. Miss Leigh's article cites a 
401en examples tf .auoh •negleoted items". 

6 .• Pre-Testing textiles f r ashillg. 
Mr. Johnson, who is director of re-

earch of the .'1n rioan Institute of Laund
ering, tells how the laundery industry ia 
aiding the quality movement, and ffer• 
some suggestions on department st re
launder7 prom tiona. 

7. The College Girl Market • 
.An artiole which citea ome significant 

statistics sh wing the importance of thia 
market and tells how leading department 
at rs cultivate it aasidu uely. 

a. Electric O okery for Millions. 
How that refrigeration has attained 

wideepread consumer aooeptanoe, the eleo
trioal induatry is preparing for a power
ful sales drive on leotrio rangea which 
will help create additional volume for 
eleotriaally minded" department at re 

outlets. 

9. !he Central Records Syatem. 
Kr. Clarkson, who is controller of 

xau:emann•s, P1ttaburgh, describes the ex
periments made .by this store with a meohan
ioal system f record-keeping and points 

17 



its advantages fer merchandisers and buy
ers. 

10. J. Pr•gram for Pi-ometing Jtabrioe. · 
Mrs. Ceokman, who is teature publicity 

manager of Abraham & Straus, deseribes the 
merohandising plan which haa resulted in a 
decided incfeaee in activity in y&r4 goods 

· and allied d.epai-tments. · 

18 

V•~Y little 1paoe in the lrferohandiae ••~ager is devo

ted to peraonalities. oooasionally, however, they do oari-7 

a sho:i-t human interest feature atory auch as •Brigham Young 
. 

·w-Pioneer Kerger Kan•, in a, June, 1~32, iasue. 1 "Bow I . 
~ . . 

Lioke4 fhe J>epreasien•, is one of the few rare attempts at 

humor ~4 wherein, as is stated on the contenta page, •J>on 
- . 

Herold buys a new outfit of olothea and says 'When I stepped 

eut in these new fixin's, her4 times were over ·for me'"• I 

A oertain amolUlt of humor appears regularly eaoh month, how

ever, in the ferm •fa -X•rohandiser's Alme.n•o.k•, !hie page 
~ ~ 

•t ~•terial 1s ~ade up almost entirely of w1tty aa71nge, •ne 

f•r each day of the month, 

!here ts another regular monthly seotion which also dif

fers rad1oally frem the usual technical feature material. 

this is the "llter Houa• page which is modeled after the 
~ 

newspaper column. It is ·· an exceedingly informal 11 ttl1 

eeotion whioh ramble.a here and there presenting bits of 

poetry and humor, offering anatohes of deaor1pt1•n•-in faot, 

~ything Whioh might interest a :reader "After Roura". !he 
~ . 

ttllewing 1s one of the anato.hea of 4esor1pt1o~: 

l • Op. Cit., June, 1932, p .1'1. 
2, Ibid., Kay, 1932, p.21. 



•The spring aunahine brings baok memor
iee--mem ries ef Paris in Ka7 with the tu
lips blossoming in the !Uilleriee. the eag
r cries of children in the LU%embourgh gar

dens, and the strange, old-world tone f 
the grey walls and anotent houae■ • 

•• haTe onl7 te hear the honk of a pneu
mat io auto horn and we••• again th• demon 
taxis that throng the Paris atroeta. ~. 
pungent odor of cognao brings baok to ua 
the little round tables in tront of the 
a.1dew&lk oafea • 

\fe have been in Bngland 1n ipril; we 
h ve seen the oherry blossoms tn waabi:ng
ton, aunaet on the Bile and aunrise on the 
~oropolis, but Qur fondest memories of paat · 
times ie Paris in the Springtime." 1 

Beok reviews usually get about two-thirds of a page 

each month under the heading, "Book Briefs • ~heae are 
~ 
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straight-forward, serious little reviews and are limited to 

the important business booka only. 

oth r monthly featur• of the K•rohandise Manager is 

the •par de• section. fhis o nsiata of a double page of por-
.., ... 

traits--usually ten to fifteen of them--preeenting men and 

women prominant in the field of merchandising . 

111:lring a national ootton promotion week thi~ trade pub

lication ran an unusual s,oti n, 8 It oonsiated f 16 page• 

f linen finish paper and all 111ater1al on these P•i•• was de

voted xoluaively to cotton. Th re were features on oottona 

and fashi,on, n w uses tor oott n m terials in the home and • 

number of dvertisementa boosting ootton produote. 

Th re is not a great deal of adv rtising in the Merchan

dise Manager. The average number of pages in· th publication 

1• about 65 and of this usu 117 about 10 are given over to 

1, Op, oit., May, 1932, p.66. 
2 • lb id • , p 4136 • 
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&4vertiaing and moat et these are full-page advertisements. 

Be advertiser ia ever allowed to use the feature pages aa a 

medium for hia advertising. thus the dividing line between 

1he regular reading material and the advertisements is very 

olear-out. 

S ma advertisers do, however, make an attempt to gain 

reader interest in their produot by printing a sort of edit

erial letter •h1ch is signed, usually, by the preatdent of 

the oonoern. Xepa Brothers, Inc., for instance, carried a 

aeries of monthly articles addres ed to store executives 

wherein they disouased "Kerohandising ~or Profit•. !he Chath-
. . 

am Manufacturing company ia another advertiser who usea this 

method of advertising. In each oase it is always olear that 

these editorials are advertising and are not in any way con

nected with the editorial polioy of the Merchandise Manager . 



OHJ.P.l?IR III 

ME DRY GOODS BOON ISf 

The 'Dr7 Qe•da Boonomiat has by far the largest net paid 

oiroulation ef any of the publications in the national dry 

go da and department store field. It is a trade magazin• 

which is aimed to reach alike the largest, the medium size 

and the smaller retail utlets throughout the oountrJ, 

The magazine itself ie B 3/4 x 11 3/4 inches 1n siae 

and is divid d into three maj r departmente-- a "Retail • . 
-Servioe Department", a •Home l!'o.rniahings Department" and a 

- . 
•store Jquipment Servioe Department". The "Retail Service" 
. - -
aection ·usually totals about 80 pages and the other two 

oc upy pproximately ten apieoe--this includes advertising, 

Theae latter two departments each have a special illustra

ted over page •f the 1ame paper stook aa the utside oover, 

The Boenemist is a fairly popular medium- for advertia

rs. In the average issue, whioh contains about 80 pages, 

appr ximately ne third ef this total 11 usually given over 

t advertising. Kost ef this 11. derived from the Bew Y rk 

area. 

!he tie-up between the manufacturer and the edit rial 

policy is -very oloee and frequently 'the :Boonomiat oarriea 
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artiolea which •b•oat• new pr duota. ~here does not seem 

te be an7 tie-up between advertiser and editorial policy, 

however, fer it was n•ted that the vast majority of the 

manufacturer■ whose preduota were praised and described 

did n t place any advertising with this publioati n. 

A letter written te the 'Dry Goods Economist by one ad

vertiser peinta out the value f uaing that publioati nae 

an advertising medium. !his latter was uaed by the Boono

miat aa the baa11 fr an advartiaement f it1 own. !he ad

Tertiaer states: 

••• have long looked upon the 'Jlry G •4• 
- loonomist as a vital factor in our mer

ohantiaing and selling pr gram. 

Through the Economist a ne of eur main 
avenues ef oentaot with wholesalers and 
retailers•• have intr duced new lines, 
paved the way fer promotienal events, 
and kept our customer• an4 preapeotive 
ou•t•mers aware four ext naive adver
tising activi tiea. 

~h• faot that Pequet 8he t and Pillow 
Oaae have been advertised oontinuou1ly 
in the Bo nomist for a number •f yeare, 
1■ •~idenoe ef eur opinion. 

With 1ta wide ooverage and reader inter
eat the Bon miat effera a natural medium 
fr reaching a national market.• l 

Thia monthly trade magazine constantly sends out a 

atream ef ideas and information. It previdea ita reader■ 

with inf rmati non ■tyle trends and new merohandiee an4 

givea them n w methods and new selling ideaa. In order to 

aooompliah this the moonomiat maintains a large fashion 

1. Dry Goods Bo ~omiat, Karoh, 1933, p.19. 
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rganization, a atyle board, a Paris office, and wide con

taota in the Bew York market. In addition to thia, the 

publication offers numerous services such as the depart

mtnt atore service, ~he women's apparel and aooessoriea 

aervio&, the ah•a and hosiery service, the men's clething 

and haberdashery service, the houseware and hardware aer

vioe, the original-art service, and the like. 

Baoh month the •Retail Service Department• of the Boone-
. 

mist ia begun with a ahert, terse article which foreoa•t• 

the trade of the coming month. In most instances the ar

ticle has a questien fer the headline. •what of Maroh 

trade?", •nat of the State ef Trade?•, •what of frade in 
~ . . 

Ootcaber?"--va a few of them. Usually a graph, whioh ahowa 

the trend of business over a tour year period and up to t·he 

present date of the issue, is carried on the page. The 

f llowing ia tn>iaal of the "Trade" page: 
-

WHAi OF MARCH TRADE? 

"March will miss the Easter business it 
got last year and show a sales deoline · 
of 20% tr more. Stooka will show about 
the eame decline. Oolleotio~ reaulta 
will shew ne ohange from reoent months. 
Oonstruation ];lrojaots have increased 
since h!• 1, Bleotrio );lower sales are 
ff •. ·" 

~ollgwing this page usually come a number of features, 

the majority of the material being feature stories. These 

e.re ef many different kinds, but all of them •ffer aomt, 

praatioal idea and help to the department and dry goods 
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atore. ~eature stories are carried clear to the end of the 

"Retail Service ])apartment" but scattered among them ia num~ . 

eroua other material, such as a4vertisi:pg, "How to S•ll" ar

ticles, a regular monthly merohandiaing calendar, deeoriptiona 

of new products, fashions in this country and 1n Europe. a 

regular "Pick O' ?he Jlarke.t for Qu.io~ Selling" page, an edit-
-

orial page, a page devoted to the hosiery trade and many 

ahort 50 t• lOO word •aquibs•. Baoh month uauallf brings 
. .., .., 

other mater~al of a widely differing nature but the average 

run is as above. 

~h• Boonomiet offers a big variety of :feature articles. 

In the Jlaroh, 1934, 1ssu , for example; there are the follow

ing feature stories: "If Advertising Should Be Di•oredited", 
-wherein the author disoussea the naaessity for advertising 

in the retail b~sines ;l "Snoopat", in which the writer 
. 

anawera the question ef whether or not oomparison shopping . 

has gone beyond its legitimate bounds;2 •Back of Fashion 
. 

What?", an article giving ~~finite laws on whioh styles 
' . 

-must be based;3 IIJ!erchandise Your Items", an article on 

a-tore managementi4 "Kount Vernon Had Lost Sales to :New 

York•, a local :tea tire story on the "euooeea." type; 5 •The 
. . . 

Wolf ~tour Door•, an artiole on taxation;6 ;Stunt•• · •here

in are etfered a~number of ideas for boosting etore ~trade; 7 

1. Op. Cit., Karch, li33, p.20. 
2 • Ibid. , p • 22. 
3. Ibid., p .24. 
4. Ibid., p.16. 

· 5. Ibid., p.28. 
6. Ibid., p .34. 
'1 • lb id. , p .53. 



and •oenviotion By Demonstration", whioh 1• a feature 

describing how eleotrio ranges should be displayed and 

aold. l 

88 

fhe 'llrY G••d• Boonomiat does not depend upon a regu

lar staff f writers for these feature articles. !hey are 

written b7 many different people--advertiaing men and 

• men, department and dry g oda store executives, sal a 

manager , and so n. 

there are several differ nt tnea of •helpa• which the 

Joonomiat Gf!ers ita readers. ~oremoat among these is the 

regular monthly "Jlerohandising Calendar•. !hie is prepar

ed by the editor, Barnet o. Hastings, and is a day by day 

reminder •f doing and planning :tor the tepartment and 4r;y 

go ds store" Baoh working da7 of the month 1a l)lannad for 

the merchant in a manner calculated to keep hie gos oon-

atantly moving. he foll wing is th advio for the first 

da7 of Karoh, 1933: 

•A.a Baster comes this month feature ready-to
' wear conai tently. Plan for a pre-Eaater 
sale of dresaes at popular prioee. Cheak 
over on-order f1lea and cancel all overdue 
merchandise~ If any departments show that 
atooks are to .high, make plans to reduo 
them at noe.• 2 .. 

~ ther type ef •aelp which, h•wev r. is not a regu-
... 

lar monthl7 feature, is the "H w t Sell" program, In oer-
- . 

tain isauea a particular type ot merohandiee 1a s leoted 

. and a diaouseion ie given showing the best way that mer

ohandise can be moat quickly and aatiafaotorily sold. 

1 • Op • C 1 t • • p • 63 
&. Ibid., :uaroh, 1933, p.32. 
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hahiona and new merohand1ee are faotora which are 

heavily stressed in the Eoonemiat. Here ia where there 11 

such a close tie-up with the manufacturer, ae mentioned 

previously. In the Kay, 1933, iasue, for example, there 

ia a short feature at ry, •And So ~o Bed With Dre1s Ma

terial•• which describes new dress fabrics effered by a 

number of manufacturers. 1 ~h• price of each article ia 

given and the uae ef such words as •1ovel1", •smart", •nov-
-

el•, •beautiful, and the like, is very frequent. A page 

or so after this article there is another headed, •-mand 

Gr we for Cotten Olotha•. 2 Rere asain the aqie tie-,:q, ia 

notice ble. Bvery issue contains two, three and sometime• 

four such artiolea. 

•Tides ef Fashion On The Avenue•, a regular monthly 
-feature, 1, a faahi n page. It, however, does not have any 

f the manufacturer alignment mentioned above. Thia page 

is a sort of Hew Yerk fashion news page on which are des

cribed new trends in men's, women's and children's styles. 

The Faris office of the Dry Goods Boonomist u1uall7 
. -

sends in about a page of material each month. A Paris 

correspondent, ilioe Kaxwell 4ppo, is empl yed regularly 

and she follows closely the atyle and fashion trends in 

that oity. 

Jach issue brings, also, a •Piok O' !he Market !or 

Quick Selling page. it contains an assortment ot number

ed models. A paragraph in one isaue explains the purpose 

1. Op. Cit., May, 1933, p.53. 
2. Ibid., p.55. 



of this page. It tatea: "!heee models ar all eel oted 

for their style and aalability by Bina Hallook, who kn wa 

these qualities when ahe 1eee them. In ordering from the 

maker, use the stook number given with eaoh description.• l 
. 

uaually the •Retail Service Department" a oti n h s an 

editorial page. Unde~ the heading of •~a It Looks To ua• 

there 1a discussed all m&m1er of subjects which have a 

bearing n the department and dry goods atore bua1neaa. 

!he second main section f the Eo nomiat ia the~ me 
~ 

Ju.rniahinge Department•, a ten page aeotion ot interest 

largely to merchandise managers and buyers et :flo r cover

ing■, draperies and related lines. !hese pages contain a

bout the same type of material as 1a found 1n the "Retai~ 
' 

eiovice- Department•, with the disousaion centering about 

those materials mentioned above. In ne issue, for example, 

there 1s an article entitled •Promote 011 Cloth and Pyrox- · 
-

lin :r&brios !his Spring which describe the new :taahione 

and gives the ooet of new materials offer d by manufactu

rers. 2 .Another feature atory is headed "~here's On• 

Straight Road to ?loor Covering Volume" in which the writer 

outlines the advantages of better buy~g. 3 usually about 

fiv out f the t tal ten pages in this section is given 

over to advertising. 

the Yinal section 1n the Dry Goode Boonomiat is the 

•stor Equipment S~rvice Departmentn. Here ia described 

1. Op. Cit., Karoh, 1933, p.42. 
2. Ib!d., p.69. 
3 • lb id • , p • 70 • 
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new equipmen~, navel store layouts and window arrange

menta, and numerous other ideas and method■ for improving 

th• attractiveness and effioienoy of the modern department 

and dry goods store. ~ amall amount of advei-tising is 

carried in thia section, most fit coming from the••• 

York area and placed largely by hotels. 

The eeoond last page ef the Boonomist contains a 

aeotion f classified advertisements. !he advertiaing 

here is exactly like that carried in the same section of a 

newspaper and it usually has the following divisions: "~or 
. 

Lease•, •JPer. Sale", "To Lease•, "Salesmen Wanted", "Side 
- .... .... .. 

Line Offerings•, "Help Wanted", and "Positions Wanted". 
. . -

!he last page is sometimes a humor section and in oth~r 

issues it is devoted to various angles of the department 

and dl"Y goods store business in the city of Chicago. The 

humor page, called "That Economist Xommentatori", · 1■ made 
~ . 

up largely of personalities. fhia liberal use of name• 

gives the section a decidedly personal atmospher•• 
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OOIOLUSIOB 

P.rom the atandp,1nt of reader intereet the Jmerioan 

Druggist is by far the beat of the three publicationa-

that ia, if•• oonsider the magazines from the angle f the 

ordinary reader. It 1a peppy, it is intereating and 1t 11 

••11-written and, if I can judge from what various druggiet 

hav told me, it 18 also exceedingly practical for the phar

macist. I would place the American Druggiat in• olaae with 

th A.merioanKagazine with, however, the Am~rican Dru.ggiet 

having leas fiction and more human int reat . features than 

do the ther publication. Th• JJry Qooda Boonomiat and the 

erohandise Manager have a much more aober tone than doea 

the .American Druggist, yet they could not be called du.11-

again 1 oking at ·1t from the viewpoint of the ordinar7 rea

d r. 

The .American Druggist outdistanoea the field in volume 

of advertising. It usually haa at least one half f the 

total number of pages · given over to dvertiaing. The other 

two publications oarr7 ordinarilJ about one-third advertis

ing. 

~he average issue in the .Amerioan Druggist usually totals 
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about 160 pages, in the Boonomiat 80 pages and in the 

Kerohandiee Kanager 60 pages. 

I waa aui,;irised when oomparing the amount of advertis

ing in the American Druggiat and the Dry Goods Economist. 

ltvidently the latter magazine is not as popular a medium 

for manufaoturers and wholesalers ae one would think after 

observing the circulation. A magazine which has the largest 

Audit Bureau circulation in th department and dry good1 

atore field would seem to make the best medium for that type 

of advertising. However, it was notioed that about 99 per

oant ef the total amount of advertising in this publication 
. -

ia usually derived f~om the Jew YQrk area and that may per

hape explain the situation. · 

There ia n doubt in my mind but what the Dry Goode 

Boonomist and the American Druggist could both greatly in

crease their circulation if they made an attempt to popular~ 

ise themselves among the mass of reading publio outside of 

their particular trads fields. !his should be specially 

true 1f the American Druggist. A good field for the Boono

mist would b the · many women' a olubs throughout the count~y. 



.4.PPBOVED 

Dean ----------------
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