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PURPOSE

The purpose of this thesis was to make a study of
three quality trade publications in order te learn just
what type of material each one uses, what some of their
differences are and the various ways in which they attempt

to gain and held reader interest.
The magazines surveyed were the American Druggist, the

Merchandise Manager and the Dry Goods Bconomist,
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METHOD

A study was made of eight issues of the American
Druggiat, four issues of the Mefohandiae Manager and
five issues of the Dry Goods Economist., Each maéa:ina
was surveyed with the object in view of discovering the
variety of contents which these trade publications carry,
An attempt was made to observe the number and variety of
feature articles in the average issue, the number of
practical "helpa" for the reader, the amount and type of
advertisiné and ;ther material,

It was impossible to make this study perfectly acecu-

rate due to the fact that so few issues of each magazine

were examined.
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CHAPTER I

THE AMERICAN DRUGGIST
The American Druggist is & monthly pharmaceutical busi-
ness magazine published by William Rendolph Heerst's Inter-
national Publications, Inc. It 48 8 1/2 x 11 1/4 inches in
8igze and the average issue contains approximately 132 pages.
»Thorc is a great deal of advertiling in this trade pub-
lication, Usually at least one half of the total number of
pages in each issue is devoted to advertisements., In one
issue, for example, there were about 85 pages of advertis-
ing out of a total of 150 pages.l In asnother issue total-
ing 125>p880l spproximatoly 65 were given over to advertis-
ing .2
The American Druggist magazine does not have a regular
staff of writers. A few staff members do conduct special
monthly departments, but the majority of the materiasl--fea-
ture articles, short stories, etc.--is contributed by men
and women who are not regularly employed.
- This publication endeavors to build up an appeal that is
directed to the individual druggist. It attempts to give

1, American Druggist, March, 1934.
2, Ibid., August, 1934.



the druggist good workeble ideas and suggestions for mak-
ing his business a little more easy and successful. This
is done largely by showing him how other drug store owners
throughout the country are solving their problems and are
building up their trade.

The human interest element is the outstanding thing
about the American DPruggist. Every issue contains from
five to seven success feature stories about some pharma-
cist whose ideas are bringing results. The tone of these
articles is usuwally very informal and the style throughout
is exceedingly chatty, as the following leads taken from a
few of them will illustrate.

4 feature story in the March, 1934, issue bearing the
title, "The Drug Store Where SOMETHING ALWAYS HAFPFENS",
has, Ie; example, the following lead: ' 4

"Bverybody and his dog feels at home
at Harrington's Pharmacy. That is why
"Ned" (Bdward H.) Harrington, Columbus,
Ohio, not only does an enviable business
in drugs, but sells more dog food tfnn
any other drug store in the city."

The following article is carried in the May, 1934,
issue under the heading "Do You Think Just Because Banks
Close 4nd Morale Is nnun; That A TOWN MUST GO TO PIECES?",

"At last & druggist has been found who !
puts the nuisance and convenience services
which go with running a drug store to
practical sccount., He sells stamps like
other druggists. He cashes shecks like.
other druggists. He accepts the money

for telephone, light, gas, and water bills,
as a great many other druggists do.

1, Op. Cit. March, 1934, p.44
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And he goes a bit further in making
his drug store a town service buresaun.
Phe grocer, the hardware man, the plumber,
the dry goods merchant, the butcher, the
baker, the filling station eperator--
every one of them comes into the drug
store at least once & day to get change
for carrying on the days business."”

Another feature, also appearing in.nay; ﬁae this lead:

"When Father Coughlin, Detroit's fam-
ous-prieat was taken ill recently and
was forced to miss his Sunday afternoon
®Golden Hour" broadeast, over 10,000
anxious Americans, of all shades of re-
ligious belief made hasty inquiry as to
the state of his health.

FPather Coughlin was all right in just
& little while. His secretary hastened
across the street from the Shrine of the
Little Flower, a Detroit Suburb, where
the priest officiates, to the drug store
conducted by Mrs. Nellie Davis, register-
ed pharmecist. There he purchased some
milk of magnesia at & physician's direct-
ion. The slight attack of indigestion
from which Father Coughlin had suffered
passed rapidly." 2

The following leaé begins an article in the.June
issue. The title of the article is, "ROBER? FENTON Who
Thinks It.Is Part of a Druggist's Job To Keep His NAME
BEPORE THE PUBLIC",

"Mind readers, prison convicts, base-
ball players and babies, just babies--
they've all helped to advertise the Rob-
ert B, Penton drug stores in Lincoln,
Nebraska." 9 :

Articles deseribing unusual drug stores throughout
the country are carried reguléerly by the American Drug-
giét magazine, In the March, 1934, issue, for example,
there is a feature story entitled, "The Drug Store Where

1, Op. Cit., May, 1934, p.60,

2., Ibid., p.62.
3, Ibid., June, 1934, p.62.



Something Always Happensland another, "John R, Leath Who
Runs A4 Club Room for Women Customers". 8 April, 1934,7haa

& story headed, "A Drug atore That !ﬁrives in a Mexican Pal-
ace". 3 May carries an article entitled, "A Good Drug Store
Saved Our Town".4 Each issue of this publication usually has
an article or two of this nature.

Bvery month there are in the American Druggist several
informative articles on widely varying subjects. 1In the
March, 1934, issue there is an attempt made to describe new
developments in the field of cancer study; ® an srticle on
Podiatry or the care of the feet 6 and a feature story headed
"Death of a Child" whiech warns druggists to use care in admin-
istering drugs. 7 April brings an unusual feature story bear-
ing the title, "Here You 4ll Are!"., It begins as follows:

"The average American drﬁggist has
blue eyes and brown hair and doesn't
think 13 is an unlucky number. He's
been pounding & pestle in a mortar for
the past 20 years, two months and 11
days, His avoirdupois has increased
steadily as he begain to become slightly
bald or gray on top, and now he tips the
scales at 174 pounds, & weight which he

could cut down somewhat with more exer-
cize."

The inférmation around which the feature article for
the above lead was built was based on information obtained

by the dmerican Druggist from 8,631 retail druggisis

Op. Cit., March, 1934, p.44.
Ibid., p.54.

Ibid,, April, 1934, p.56.
Ibid., May, 1934, p.44.
Ibid., March, 1934, p.42.
Ibid., p.61.

Ibid., p.68.

Ibid., April, 1934, p.38.
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througheut the country.

Another article in the April issue demonstrates one of
the many unusual slants that the American Druggist manages
to get on the drng store business. "Look at Your LIBERTY
NICKELS, " gstetes the headline, "...Those dated 1913 are
worth a !értnno says Howard Stepﬁon:on whe tells also of
other coins for whieh druggists should watch when counting
the day’s receipts®, 1

This trade pubiication does not seem to spare time norx
expense in order to get a good story. In the April issme,
for example, there is an article, “"SINCE REPEAL Has Fountain
Volume Gone Up Or Down?", 2 1In order to get a true answer
to thies gquestion the American Druggist interviewed more than
6000 pharmacists and asked them just what repeal had meaht
to their own businesses., These 6000 included druggists in
every size city, in every type of store and in every section
of the éenntry.

There is another type of informative article carried
regularly in each issue of the American Druggist, This is
the sales promotion article wherein many helpful ideas--nov-
el campaigns, catchy sales letters, clever sales promotion
stunts, etc,.,--are offered for the advantage of the individu-
al pharmacist.

~ "Phe PIME is NOW!," says a headline in the March, 1934,
issue. "POUNTAIN TRADE? It's going to be greater than ever

1. Op. Git., April, 1934, p.58.
2. Tbid., p.66. |



before for those druggists who have the courage to experi-
ment and the determination to build,...Brought Together Here
From Smart Drug Stores Around the Country Are & Number of
Idess--T0 Be Tried Now." 1

One idea "to be tried now" tmong the nine or ten offer-
ed is the tollowing-

"4 couple of times & week--oftener when I
can get flowers that are cheap enough--I
put a bowl of flowers on the fountain,
offer one to each woman cn!tomor as she
gets through with lunch,.”

Every month brings new aalaa promotion stunts carefully
calculated to help the druggist clear his shelves. March,
1934, for 1n§tance has "A Complete Course in Toilet Goods
Merchandising”;3 April carries "A Medicine Cabinet Shnwer
Por the Bride”;% May brings back the oourse in toilet
goods merchandising and both of these programs are carried
through the June and July issues.

Another exceedingly helpful department for the retail
druggist is the regular monthly group of sales letters. :
The American Druggist selects these on the basis of adver-
tising appeal and then offers them te the pharmacist as an
aid for clearing his shelves of merchandise which he wishes
sold. The follewing, for example, is typical.

A photograph above the letter shows three ferocious-

looking cannibals preparing to toss a shivering white-clad

l. Oop Cit., March, 1934, p.67.
2, Ibid., p.67.

3. Ibid., p.70.

4. Ibid,, April, 1934, p.54.



figure into a simmering pot. "NEXT!,"™ says the headline
and the letter follows this statement up with:

"Dear Mrs, Buchley:

The cannibal chief says "Next" and another

vietim is put on the spot, or, more aceun-

rately, in the stew, lbrtunatoly for us,

we got an idea from the cannibal custom

and we think it will please you. It haés

t0 do with more than 20 lines of merchan-

dise which are all well known but which,

in order that we may specialize on other

lines, we are discontinuing. More than

80 lines of excellent, in-perfect-condi-

tion merchandise, are "to be put on the

spot. In oannibal parlance, they're

next..." 1

These greﬁps of sales iottera appear each month but
thore 15 another type of letter which, while not a regu-
lar menthly feature, appears at least once during the
course of the year. This is the collection letter wherein
& polite attempt is made to induce certain customers to pay
up overdue &ccounts, In the April American Druggist there
is presented a group of the seven best collection letters of
the year.
The first letter the American Druggist recommends in

cases where sincere and polite efforts teo collect have been
unavailing and where it seems that court action will be

ealled for. Above the letter, and covering three-fourths
of the double page, is & photograph of three huge, horri-
fied human faces, Superimposed upon these sre the figures
of two trapeze artists, one of whom has just launched him-

self, arms outstretched, inte space. ™IF HE SHOULD MISS!,"

1. Op. Cit., May, 1934, p.46.



states the headline and this statement is followed by:
"Dear Mrs. Dorland:

Moat people who are devotees of the cir-
cus are fairly well agreed that there is
no act more dangerous than that of the
trapeze artists who go swirling from bar
to bar in midair, Fascinated in a morbid
sort of way the audience glues its eyes

to the man who, arms outstretched is sail-
ing through space and must--simply MUST--
catch the wrists of his partner.

If that white clad figure should missi It
is a gruesome thought, but present never-
theless in the mind of every person sit-

ting beneath the big tent.

If he should miss--what would happen?

As soon as you saw this letterhead, Mrs.
Dorland, you knew of course that the chief
subject of this letter would be the bill
of $37,90 which is now four months past
due and about which we have written you
six times already.

We have been pleasant (haven't we?) in
our requests for payment., We have been
courteous (haven't we?). We have been
generous with our patience (haven't we?).
Trying to behave like good neighbors we
have assumed that temporary financial
difficulties kept you from paying your
bill; and we took for granted that an un-
derstandable embarassment kept you from
responding to our earlier letters.

The time has come (don't you agree?) when
we must place our interests as a drug
store serving the community above your
personal interests. A drug store has a
community responsibility. Unless it col-
lects the monies due it, it may become
necessary for service to be curtailed.
Service by this drug store cannot be cur-
tailed! Too many people depend on it;
too many physicians depend on it; the
neighborhood would be definately hurt

without it,

Now we are making a last effort, in kind-
ly fashion, to have you pay us $37.90 in




order that your account with us be settled.
We are obliged to specify a date by which
payment has to be made, and that date is
April 24th., If your account is not paid in
full at that time--if this letter should
miss--
If this should miss, then what do you sup-
pose will happen? 4s & public service :
institution we shall be obliged to protect
ourselves and the people who rely upon us.,
Please remember the date. It is April R4th,
Very truly yours," 1

The "Notes and Queries”™ department is anothe§ prac-
tical seétion for the pharﬁaciat. Herein are solved all
manner of difficulties which confront druggists throughout
the country. In the April American Druggist one man in
Long Island wishes to know how much lead may be used with
safety in lead-sulphur hair dye; another druggist in Tennes-
gee desires information on making saturated solutions of po-
tassium iodide and of boric acid. "Massachusetts" wants a
recipe for something that will prevént the odor of smokers
from being so noticeable.

Sometimes an issue will carry & section devoted to the
golution of difficult pharmacetical guestions and chemical
equations. March, 1934, brings problems centered around
"State Board Questions And Answers", 2 April carries "State
;urd Questions on Pharmaceutical Latin and Math", 3 May

has "4 New State Board Exam in Phafmaoy', 4 July solves "The
Month's Most Difficult Preseriptions” 8 and August does the

1, Op. Cit., aApril, 1934, p.b&.
2. %;1«1., March, 1934, D.60.
3. Tbid., April, 1934, D.74.
4. Ibid., May, 1934, p.74.

5. Ibid., July, 1934, p.56.
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same with "Preseription Forum Offers Help on Hard Problems", 1

Other dats is made available to the druggist in the form
of charts. There are two groups of these in the issues from
March through Nevember, 1934, one a tabulation of the ethical
proprietaries introduced since July, 1932 and the other a com-
pilation of the communicable diseases. The objeet of the
first chart is to acquaint pharmacists with the new medicin-
8l proprietaries and their properties so that they can give
intelligent information regarding them to their neighborheood
physicians. The second chart is based upon information ob-
tained from the United States Public Health service, the Am-
erican Publié Health association and State Departments of
Hallth.

Very little spsce in the American Druggist is given
over to social trends and political problems relating to the
drug business. Bach month there is, however, one editorial
devoted to these subjects, This editorial is written, usual-
ly, by the editor-in-chief of the publication, The problem
which gets most attention in the March through November
issues of 1934 is that of price stabilization, Ain effort is
made, through a series of these editorials, to thoroughly ex-
plain this new development in the drug trade by pointing out
its progress, advantages, disadvantages and the like.

Piction also has its place in the American Druggist maga-

sine. Prequently they carry short stories concerning some

1. Op, Cit., August, 1934, p.64.
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@ngle of the drug store business. These are usually humor-
ous in nature, as in the case of one entitled "Memoirs of a
Drug Store Cat". 1 The escapades ot'ncxloll_nirtin, a8 light-
headed young pharmacist college student, also form the basis
for a series of short stories.

One thing that is noticeable about this trade publication
is the fact that advertising is kept strictly discennected
from the regular reading material. Not one single instance
was found where the advertisér was given any favorable pub-
licity through the medium of such material as the short
story, the feature article, and the like, The Modess company
dees present & humoreus menthly slmanac in each issue but
this is always placed en the advertising pages and is easily
recogniged as an advertisement.

7 There are three sections, however, in which an attempt is
made to bring the advertiser and the reader together. These
are the "Free Helps", the "What's New’ and the "Recent Reme-
dies” deﬁartments. ‘These ﬁageaAlist free aampies, free dis-
playé, catalogs, beoklets, free deals and special offers on
new products and recent remedies for the advantage of the
druggist., The "Free Helps" page is a cardboard insertion with
& business repl& card attached to it. All the offers on this
ingertion are numbered and the numbers are repeated on the
postecard. The druggist is asked to check these numbers which
interest him, attach his lebel, and mail the card.

1., Op. Cit., April, 1934, p.60.
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The "What's New" pages immediately fellew the "Free
Helps" and they bear the follewing statement: ‘

-

"Here they are--the month's new prod-
ucts and displays and deals and packages;
- the changes, the improvements, the offers
and the innevations evelved by the manu-
facturers who serve you. You oewe it to
your business te keep yourself well in-
formed regarding the many new trade de-
velopments constantly taking place. Use
this sectien of the American Druggist as
your monthly cataleg and merchandising
guide." 1

‘The prodﬁotl which fellew %his bit of advice are illus-
trated and described. Sometimes the reader is advised that
elsewhere in the issue appears an advertisement giving furth-
er details ahd asking him to check the number on the post-
card for his free samples and other free helps.

Every month the American Druggist gathers together under
the "Recent Remedies" hoading-the new remedies of an ethical
ohar;otcr, their ohe&ical formulas, indications and actiens,
together with new and breader uses feor ethical remedies prev-
ieusly marketed. These can alse be checked on the card in

case samples and booklets are desired by the druggist.

1, Op. Cit., April, 1934, p.99.
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CHAPTER II

THE MERCHANDISE MANAGER

The Merchandise Manager is & trade publication intended
primarily for major executives in department steres. It is
& seber magazine, 9 x 12 inches in size, which makes little
attempt to gain reader interest by playing up emotional ap-
peal. Very iaroly in the Merchandise Manager are feound any
of the ®lighter™ type of features.

Thig trade ﬁagnzine attempts to &ct as a reporter and
interpreter of executive thought and executive action for
the retailer. A4And, in additioen to this, it trys te follow
the numerous trends which are related to and whiech influ-
ence the retail store business.

‘Phe Merchandise Manager does not have a staff of regu-
lar writers. Bvery month there is usually a different group
of contributers. These individuals are usually presidents,
vice-presidents and directors of manufacturing concerns and
department stores; advertising agency people; heads of nat-
ional wholesale and retail men's associations, and the like.

' In its attempt to follow and interpret the various trends
in the retail store business, the Merchandise Manager makes

use of a huge mass of data and utilizes numerous scources of

information. It conducts surveys of its own and studies
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these mede by ether institutions. An especially important
scource which the publication uses very frequently is the
United States Government Statistics. In an article entitled
"Beauty Inc.--A Basic Indnstry*, for example, in which the
author shows that the market for beanty products is far
from the saturation point, twe different sets of statistics
are used. 1 One is the Department of Commerce Reperts for
1929 and the ether is a survey by Pime, Inc. made in Apple-
ton, Wisconsin, as printed in the Drug Trade News. In anoth-
er article, "Medical Service as an Investment™, the suthor
makes use of various reliable studies to illustrate publiec
health figures in connection with the department store., 2

A regular monthly feature of the Merchandise Manager is
the "Trends"™ section. Here are described the changing fash-
1ons~1n cloihing, cosmetics and numerous ether commedities.
In ene issue, feor instance, there is shown with illustrations
the trends in women's apparel and accesseries, perfumes and
cesmetics, summer cottage furnishings, and ether new merchan-
dise. © Anether issue carries the trends in ready-to-wear
and accessories, junier and girl's apparel, lamps, house-

wares, electrical appliances, fniniture, wallpaper and

gtationary. 4

An idea of how valuable such a section can be te the

1. Merchandise Manager, June, 1932, p.15.
2. Ibid., p.37.

3, Ibid., April, 1932, p.47.

4, Tbid., August, 1932, p.45.
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average executive who finds it impossible to follew trends
very clesely, can be gained from the following advice which
begins the "Trends"™ pages of one issue,

| THE NEW SEASON

"This season there are many interesting
things ready for early promotions--clethes
suitable for the in-between days eof Septem-
ber and October. Then, teoo, the collage
and school market should be at its height
at this time, with the younger generation
eagerly seeking te take honors with their
new wardrobes. 80 there is plenty of
business te be had and many a dramatic
promotion is poessible. This year it will
be wiser than ever te take things by easy
stages; don't force things, show only those
types of merchandise apprepriate fer the
immediate wearing season., Den't, fer in-
atance, feature elaberate, formal, fur-
trimmed coats in August, but play up the
simpler sperts types or the new swagger
suit. These days women old and young are
buying clethes &8 they need them and it is
on merchandise with immediate wearing pos-
8ibilities that the best business will be
done. In short, key your stocks net enly
to the consumer buying demand but te Iha
wearing possibilities of each item." '

Obgservation ef business trends is anefher regular month-
ly feature of the Merchandise Manager. This special month-
to-month survey of the American business scene is a depart-
ment called “Panérama‘ and is conducted by the financial
writer, Merryle Stanl;y Rukeyser. The writer has & close
contact with beth government and business. In one issue
he discusses farm relief, foreign trade, wagé cuts and
sebotage. © In another some of the problems which he exam-

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

1. Op« Cit., August, 1932, Dp.45
2, Ibid., June, 1932, p.29
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fallacy of "soaking the rich", 1 Rach one of these sub-
Jeects he trios te connect up»with business as closely as
possible.

Additional business trend information is offered in a
monthly editorial. One editorial brings "Cheerful News
From The Primary Markets"”, & another -arni "Restore Merchan-
dising te the Ooniidence‘hovel'.",,3 and stiil another discuss~
es "Is the Customer Buying Futures®". 4

‘The general run eof feature steries covers a variety of
subjects. Carrying out its policy ef helping the depart-
ment store executive control his job better, the Merchandise
Manager triés to give him good workable ideas.

Iho following, for example, are some of the "idea"
stories which are listed on the contents page of one issue, ‘
This page, by the way, is unusual in that after the title of
each article there is a short paragraph describing the nature
of that article.

1. Woebbly Pelicies Make Wobbly Stores
A discussion of the fundamental need
of the department stores for clear-cut,
well-defined policies which enable the
public to know where it stands and why
it is in business.
2, Street Traffic vs. Store Traffic.
Downtown ocity streets clegged with

motor traffic, tend te lessen the ac-
cessibility of centrally located stores.

1. . Git., April, 1932, p.38.
2. %id., Atgust, 1932, D.37.
3. Ibid., April, 1932, p.4l.
4, Ibid., June, 1932, p.33.

5. Ibid., August, 1932, p.7



3.

4,

5,

6

7.

8.

This article presents the views of experts
concerning the practical value of store-
eperated garages for customers' cars.

Store-lagazine Radie Tie-ups,

4 radio shopping service, organized by
nationally known wemen's publication and
operated with the cooperation of depart-
ment stores in nine cities, suggests some
interesting promotion possibilities.

Customer Types as a Merchandising Guide.

The consumer market for apparel is de-
fined by three basic physical types teo
which stores can profitably gear their
buying, promotion and selling of ready-
te-wear and accessories.

Not New, but Werth Prometing.

The frenzied search through retail
stores for new items te promote often
keeps the spetlight away from items
which are salable, though net necessari-
ly new. Miss Leigh's article cites a
dozen examples of such "neglected items".

Pre-Testing Textiles for Washing.

Mr. Johnson, who is director of re-
search of the American Institute of Laund-
ering, tells how the laundery industry is
aiding the quality movement, and effers
some suggestions on department stere-
laundery promoetions.

The Cellege Girl Market.

An article which cites some significant
statistics showing the importance of this
market and tells how leading department
stores cultivate it assiduneusly.

Electric Ceokery for Millions.

Now that refrigeration has attained
widespread consumer acceptance, the elec-
trical industry is preparing for a power~
ful sales drive on electric ranges which
will help ereate additional velume for
"electrically minded"™ department store
outlets. Z

PThe Central Records Syatem.

Mr. Clarkson, who is controller of
Kaufmann's, Pittsburgh, describes the ex-
periments made by this store with a mechan-
ical system of record-keeping and points

17



its advantages for merchandisers and buy-
ers.

10. 4 Program for Premeting Fabrics.

Mrs. Cookman, who is feature publicity
manager of Abraham & Straus, describes the
merchandising plan which has resulted in a
decided increase in activity in yard goods
and allied departments. '

Very little space in the Merchandise M&nager is devo-
ted to personalities. Occasionally, hewever, they de carry
& short human interest feature story such as "Brigham Young
--Pioneer Merger Man", in & June, 1932, issue. 1 "Hew I
Licked The n'prcaaioﬁ', is one of the few rare nttémmtl at
humer and wherein, as is stated en the contents page, "Don
Hereold buyl'a new outfit of clethes and says 'When I lfnppod
out in these new fixin's, hard times were over for me'", 2
A certain amount eof hnﬁor appears regularly each montﬁ; how=~
ever, in the form of a "Merchandiser's Almanack™, This page
of material is made up ;lmoet ontireiy of wittyfsayings, one
for each day of the menth,

There is another regular monthly section which also dif-
fers radically from the usual technical feature materisal,
Phis is the "After Hours" page which is modeled after the
newspaper ooiumn. It 1sian exceedingly informal little
section which rambles here and there presenting bits of
peetry 8and humor, offering snatches of descriptioen--in fact,
anything which might interest a reader "After Hours". The

follewing is one of the snatches of doséription:

1, Op. Git., June, 1932, p.1l7.
2, Ibid., May, 1932, p.2l.



"The spring sunshine brings back memor-
ies--memories of Paris in May with the tu-
lips blossoming in the Tuilleries, the eag-
er cries of children in the Luxembourgh gar-
dens, and the strange, old-world tone of
the grey walls and ancient houses.

- We have only te hear the henk of a pneu-
matic auto horn and we see again the demon
taxis that throng the Paris streets. The
pungent odor of cognac brings back to us
the little round tables in %ront of the

sidewalk cafes,

We have been in England in Epril; we
have seen the cherry blossoms in Washing-
ton, sunset on the Nile and sunrise on the
Acropolis, but our fondest memories_ of past
times is Paris in the Springtime.” 1

Book reviews usually get abont two~-thirds of a page
each month under the heading, "Book Briefs™, These are
ltraight-tofward, serious little reviews and are limited to
the important business books only,

Another monthly featuré of the Merchandise Manager is
the "Parade" section, This consists of a double page of por-
trai%a--uaually ten to fifteen of them-~presenting men and
women prominant in the field of merchandising.

During a national cotton promotion week this trade pub-
lication ran an unusual séctien, £ It consisted of 16 pages
of linen finish paper and all material on these pages was de-
voted exclusively to cotton. There were features on cottons
and fashion, new uses for cotten materials in the home and &
number of advertisements boosting cotton products,

There is not a great deal of advertising in the Merchan-
dise Manager. The average number of pages in the publication
is about 65 and of this usually about 20 are given over to

1, Op., cit., May, 1932, p,66.
2, Ibid., p.36.
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8dvertising and moest of these are full-page advertisements,
No advertiser is ever allowed to use the feature pages as &
medium for his advertising., Thus the dividing line between
the regular reading material and the advertisements is very
elear-cut,

Some advertisers deo, however, make an attempt to gain
reader interest in their product by printing a sort of edit-
orial letter which is signed, usually, by the president of
the concern. Kops Brothers, Inc., for instance, carried a
series of monthly articles addressed to store exeocutives
wherein they discussed "Merchandising Por Profit™, The Chath-
am Manufacturing company is another advertiser who uses this
mothdd of advertising. In each case it is always clear that
these editorials are advertising and are not in any way con-

nected with the editorial policy of the Merchandise Manager,
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CHAFTER IIIX

THE DRY GOODS ECONCMIST

The Dry Geeds Economist has by far the largest net paid
circulation of any of the publications in the national dry
goods and department store field. It is a trade megazine
which is aimed to reach alike the largest, the medium size
and the smaller retail outlets throughout the country,

The magazine itself is 8 3/4 x 11 3/4 inches in sisze
and is divided into three major departments-- a "Retail
Service Department”, a ™"Home Furnishings Mpartmént" and a
"Store Equipment s;rvic; Dopaftmont". The "Retail Service”
section usually tetals about 80 pagéa and the other two ;
oceupy approximately ten apiece--this includes advertising,
These latter two departments each have a special illustra-
ted cover page of the same paper steck as the outside cover,

The Econemist is a fairly popular medium- for advertis-
ers, In the average issue, which contains about 80 pages,
approximately one third of this total is usually given eover
to advertising. Moest eof this is derived from the New Yerk
area.

The tie-up between the manufacturer and the editerial

poliecy is very close and frequently the Economist carries



articles which "boost"™ new preducts. There does not seem
teo be any tie-up botiéon advertiser and editorial policy,
however, for it was neted that the vast majority of the
manufacturers whose produbtl were praised and deseribed
did not place any advertising with this publicatioen.

A letter written to the Dry Goods Economist by one ad-
vertiser peints eut the value of using that publication as
an advertising medium. This letter was used by the Eceno-
migt as the basis for an advertisement of its own. The ad-
vertiser states:

" "We have long looked upon the Dry Goeds

- Beconomist as a vital facter in our mer-

chandising and selling pregram.

Through the Economist as eone of our main
avenues ef contact with wholesalers and
retailers we have intreduced new lines,
paved the way fer premetienal events,
and kept our customers and prespective
custemers aware of our extensive adver-
tising activities.

The fact that Pequet Sheets and Pillow
Cases have been advertised continuously
in the Ecenomist for & number of years,
is evidence of eur opinion.

With its wide coverage and reader inter-
est the Economist offeras & natural medium
for reaching & national market."

This monthly trade magazine oonst;ntly sends out a
gstream of ideas and information. It preovides its readers
with information on style trends and new merchandise and

gives them new methods and new selling ideas, In order te

gccomplish this the Economist maintains a large fashion

1, Dry Goods Boonomist, March, 1933, p.l9.



organization, a style board, & Paris office, and wide con-~
tacta in the New York market. In addition to this, the
publication offers numerous services such as the depart-
ment store service, the women's apparel and accessories
service, the shee and hosiery service, the men's clething
and haberdashery service, the houseware and hardware ser-
vice, the original-art service, and the like.

Bach month the "Retail Service Department" of the Becoeno-
mist is begun with a shert, terse article which forecasts
the trade of the coming month. In most instances the aré
ticle has a questien fer the headline, "What of March
Trade?™, "What of the State of Trade?", "What of Trade in
OQtobo;?':-aro a few of them, Ulﬂ&ll& a-grlph, which shows
the trdn& of business over a four year period and up te the
present date of the issue, is carried on the page. The
following is typical of the "Trade"™ page:

WHAT OF MARCH TRADE?
"March will miss the Easter business it
got last year and show a sales decline
of 0% or mere. Stocks will show about
the same decline. Cellectien results
will shew ne change frem recent months.
Construction projects have increased

since DQR. 1, Blectric power sales are
0x%,.."

rollowiné this page usually come & number of features,
the majority of the material being feature stories., These
are of many different kinds, but all of them effer some
practical idea and help to the department and dry goods

1, Op. Cit., March, 1933, p.19.
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store. PFeature stories are carried clear to the end of the
"Retail Service Department™ but scatfered among them is num-
erous other material, such as advertising, "How to Sell" ar-
ticles, a regular monthlj merchandising calendar, descriptions
of new products, fashions in this country and in Europe, a
regular "Pick 0' The Market for Quick Selling" page, &n edit-
orial paée, a page devoted to the hosiery tra&o and many
shert 50 te 100 word "squibs®™, BEach month usually brings
other material of a widoly dif!ering nature but the average
run is as above. |

The Beonomist offers a big variety of feature articles,
In the naroh, 1934, issue, for example, there are the follow-
ing Ieatnro stories: "If Advertising Should Be Dilcrodited',_
wherein the author discusses the necessity for advertising
in the retail business;l "Snoopsi"™, in which the writer
answers the question ef wﬁether 6i not comparison lhopping
has gone beyond its legitimate bounds;® "Back of Fashion
What?", an article giving definite laws on which styles
must be based ;2 "Merchandise Your Items"™, an article on
store management;4 "Mount Vernon Had Lost Sales to New
York"™, a local feature story on the "success" type;5 "The
lolrﬁtt our Door", an article on tax;tion;6 ;Stuntl',gvhoro-

in are offered & number of ideas for boosting store trade;”

1, Op. Cit., March, 1933, p.20.
2. Ibid., p.22.
3., Ibid., p.24.
4., Ibid., p.&6.
‘5. Ibido, poaeo
6. Ibid., p.34.
7. Ivid., p.B3.



and "Cenviction By Demonstration™, which is a feature
doscftbing how electric ranges should be displayed and
sold, * .

The Dry Goods Economist does net depend upon a regu-
lar staff of writers for these feature articles. They are
written by many different people--advertising men and
'omon; department and dry goods store executives, sales
managers, and se on. ,

There are several different types of "helps™ which the
Boonemist offers its readers. Foremost aﬁong these is the
regular monthly "Merchandising Calendar". This is prepar-
ed by the editor, Barnest C. Hastings, and is a day by day
reminder ef deing and planning for the department and dry
goods store. Bach working day ef the month is planned for
the merchant in a manner calculated te keep his goods con-
stantly moving. The following is the advice for the first
day of March, 1933:

"As Raster comee this month feature ready-to-
‘wear consistently. Plan for a pre-Easter
sale of dresses at popular prices. Check
over on-order files and cancel all overdue
merchandise. If any departments show that
::::k:t‘fzc:t: gigh, make plans to reduce

Anether type o:g'holp' which, hewever, is not & regu-
lar monthly reature,his the "How to Sell" program, In cer=-
tain issues a particular typ; of morohan&ia. is selected

‘and a discussion is given showing the best way that mer-
chandise can be mest guickly and satisfactorily sold.

l, op. Cit., p.63
2, Ibid., March, 1933, p.32.



Fashions and new merchandise are factors which are
heavily stressed in the Economist. Here is where there is
- such a close tie-up with the manufacturer, as mentiomed
Previously. In the May, 1933, issue, for example, there
is a short feature story, "And Seo To Bed With Dress Ma=-
terials® which describes new dress fabricavotrerod by a
mumber of menufscturers. - The price of each article is
given and the use of such words as "lovely", "emart", "nov-
el"™, "beautiful"™, and the like, is fery Iréquént. A pigo
or so after this article there is another headed, "BDemand
Grows for Cotten Cloths". 2 Here again the seme tie-up is
noeticeable, Every 1san; contains two,'throe and sometimes
four such articles.

"Tides of Fashion On The Avenue", & regular monthly
Ioatﬁre, is a fashien page. 1I%, hoﬁovor, does not have any
of the manufacturer alignment mentioned above. This page
is a sort of New York fashion news page on which are des-
oribed new trends in men's, women's and children's styles,

The Paris office of the Dry Goods Beonomist usually
sends inm sbout a page of material each month. A Paris
correspondent, Alice Maxwell Appe, is employed regularly
and she follows closely the style and fashion trends in
that city.

Bach issue brings, also, a "Pick O' The ua:kot For
Quick Selling"™ page. It contains an assortment of number-

ed models. A paragraph in one issue explains the purpose

1, op. Cit., May, 1933, p.53.
8. Ibidq, P 0550
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of this page, It statea: "These models are all selected
for their style and salabiiity by Nina Hallock, whe kﬁou.
these gualities when she sees them. In ordering from the
maker, use the steock number given with each description,” L

Usually the "Retail Service Department" section has an
editorial page, Under the heading of "As It Looks To Us"
there is discussed all manner qt'uuhjoéta whigh have a
bearing on the department and dry goods store business,

The second main section of the Econemist is the "Home
Furnishings Department", a ten page section of interest
largely to merchandiae-managcra and buyers of floer ceover-
ings, draperies and related lines. These pages contain a-
bout the same type of material as is found in the "Retail
Service Department®™, with the discussion oontoringhlbout
these materials mentioned above. In one issue, for example,
there is an article entitled "Promote 0il Cloth and Pyrox-
l1in Pebrics This Spring” which desoribes the new fashions
and gives the cost of new materials offered by maénufactu-
rers. ® Another feature story is headed "There's One
Straight Road To Fleor Covering Velume" in which the writer
outlines the advantagea of better bnyiﬁg. 3 ysually sbout
five out of the total ten pages in this section is given
over to advertising.

The Pinal section in the Dry Goods Economist is the
"Store Bquipment Service Department". Here 15 described

1Q Op. Cit., Hll'ch, 1935, p.42.
2. Ibid., p.69.
3. Ibid.. p.70.



new equipment, nevel store layouts and window arrange-
ments, and numerous other ideas and methods for improving
the attractiveness and efficiency eof the modern department
and dry goods store. A small amount ef advertising is
carried in this section, most of it coming frem the New
York area and placed largely by hotels. '

The second last page of the Economist contains a
section of classified advertisements, The advertising
here is exactly like that carried in the same section of a
newspaper and it usually has the following divisions: "Fer
Lease™, "For Sale", "To Lease", "Salesmen Wanted", "Side
Line Offerings", "Help Wanted®, and "Positions Wanted™.

The 1ast page is sometimes & humor section and in ether
issues it is devoted to various angles of the department
and dry goods store business in the city of Chicago. The
humor page, called "The Economist Kommentatori"™, is made
up largeiy of parﬂoﬁalitioe. This liberal use of names

gives the section a decidedly personal atmosphere.
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CONCLUSION

Prom the standpeint of reader interest the American
Druggist is by far the best of the three publications--
that is, if we consider the magazines from the angle of the
ordinary reader. It is peppy, it is interesting and it is
well-written and, if I can judge from what various druggists
have told me, it is also exceedingly practical for the phar-
macist., I would place the American Druggist in a class with
the American Magazine with, however, the American Druggist
having less fiction and more human interest features than
does the other publication, The Dry Goods Beonomist and the
Merchandise Manager have & much more sober tone than does
the American Druggist, yet they could not be called dull-~
again leoking at it from the viewpoint of the ordinary rea-
der.

The American Druggist outdistances the field in volume
of advertising. It usually has at least one half of the
total number of pages given over to advertising. The other
- two publications carry ordinarily about ene-third advertis-

ing.
The average issue in the American Druggist usually totals
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about 160 pages, in the Economist 80 pages and in the
Merchandise Manager 60 pages. 200%

I was surprised when comparing the amount of advertis-
ing in the Americen Druggist and the Dry Goods Economist.
Evidently the latter magazine is not as popular a medium
for mamufagturers and whoiesalora as one would think after
observing the circulation, A magazine which has the largest
Audit Bureaun circulation in the department and dry goods
store field would seem to make the best medium for that type
of advertising. However, it was neticed that about 99 per-
cent of the total amount of advertising in this publicatioen
is uqually derived from the New York area and that may per-
haps explain the situatioen.

There is neo doubt in my mind but what the Dry Goods
Beonomist and the American Druggist could both greatly in-
crease their circulation if they made an attempt te popular-
ize themiolves among the mass of reading public outside of
their particular trade fields., This should be especially
true of the American Druggist, A goed field for the Econo-

mist would be the many women's clubs througheut the country,
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