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store. There ien't a city dweller anywhlre in the U.S. who hasn't at some time

or another tramsacted business in a department store; the ch%%ea are he has done

g0 many, many times. There isn't a rural dweller who hasn't on his first visit

to the city, thrilled to the myriad wonders of the deparkhent store. Its displays
and advertising, its pioneering in selling new goadslinfluenco the public's

buying habits and even its mode of life. But the infihence of the store goes far be-
yond this personal contact. The department sotre, like the bank, has become a

civic institution, and like the bank, plays a large part in the civic progress of

the town.

: By way of a brief outline of this paper, we will first look into the history
of retailing, then follow the e wlution of the department store, and finally discuss
some of the modern trends in department store buying.

' Ruskin has said that five great intellectual professions, relating to daily
necessities of life, have bitherto existed, three exist necessarily, in every
-civilised nation, and they are: the Soldier's profession 1s to defend 1%; the
Pastor's is to teach it the Physician's is to keep it in heddth; the Lawyer's is
to enforce Justice in it, and the Merchantis is to provide for it." Primitive
society had no retailer. ZFach man struggled to supply hie own wants, but his
addlity to produce and his tools foqéroduction wereso limited that he had 1ittle,
if any surplus left for emchange. Industry was donfisded to small unitse, but as
many advanced economically, uuﬁta grew and production increaded to meet thoee wants.
Specialization manifested itaelff thru special #saAlents of certain families; and this
wae soon folpowed by the organization of craft schodls. Some unknown and forgotten
ancester then saw the need foﬁphe exchange of surplus goods, which lead to the
business of distribution, whheh was thé@irth of retailing. We mead in the history

of early Egypt of large groupsl of workmen gathering into tribes of weavere, tribes



n

Ylacksmithe, and tribes of corn merchants. There was also herethe establishment

of periodic markets, which allowed for the pouring i Qf peasante into towns at

stated times., There were mmarkets for gardeners, fishermen, potters, and gazelle hunt-
ers, where each tried to sell hie wares. Business was carried on by barter. We

also find in ancient Greece, the "Agora"(or public square). Orginally, thie was a
place forkbs citizens to discuss politics, where Socrates and St. Paul appeared,

but no dovbt because of its accessibility and the fact that the towns people flocked
here, tradesmen soon set up booths for the sales of merchandise, and usurped the
Agora as a retall trading center. Retail shops can be recognized easily in the

ruins of Pompeii, where we find that generally they were the outer parte of private‘
homes, which opened into the principal thoroughfares. Rome itselff was a great
retail trading center Shops were grouped in and around the Foruj. In the fourth
century a list shows 254 bakeries, and 2300 places where oil was sold in Rome. Trades
were early organized into guilds, but their only purpose was to hand down and perfect
the technigues of the various grafts. Among the important emzly guilds were those

of the cobblers, carpenters, goldsmiths, potters, dyers, and flute blowers.

In our times when women are given the credit for controlling the family purse
string;Tjébing the greater part of the family shopping and buying, it is interesting
to note that women of ahcient Rome belonged neither to the guidde nor patrohized
them. The men did all the buying and sell ing and it was very seldom that a woman
appeared in the Forum. It is also interesting to note that in the year 301, the
Roman emporer Diocletian, in an attempt to meet the distress caused by several bad
harvests and to check speculation in commodity prices issued an édict setting
mai{ﬁm prices for provisions and other goods and maxiﬁm wages. Puniehm-nt was death
or deportation. Historians agree that Diocletian's edict was aﬁ economic flop. The
Adtual effect was disastrous in that it brought about a disturbance oﬂéhe fond
supply in non-productive countries and many traders were ruined. Tha historians
give the ﬁhperdr an "E" for effort, but declare his scheme'was well intendéd but

. abortive." TFor a thousand years after the downfall of Rome, during the bleak period

The Holland Museum
Archives and Rescarch Library
Do not reproduce without permission.



of mankind's history which we have come to call the?park Ages, all activities of
man seemed to £o into eclipse, and retaillng. that great barometer of man's standard
of living, seems virtually to have disappeared. There wae little surplus of goods,
andLhis occasional meeting for tradd led to the fair: During the Middle Ages, all
resailing was earried on at then. In fact, the ddwklopment of modern retailing goes
back histori ca.l].y to these great fairs.

alt *'W( ot Ia,r;:

,?From the/ occasiona meeti of buyer and seller to the modern, busy department
store is—a far cry, yeﬁ&he line of descent--though freguently wavering--is clear and
uhbroken. It runs from the fair, which marked the wevival of commerce in Furppe, to
the continuous market, the logical outgrowth of increased production and stimalated
wante; from the peddler, with hie padk, to the storekeeper, with well-stocked shelves.
This line's starting point--the revival of trade in Furope anipn the continent--
‘was toward the end of the 1lth Century. However, there can be no definite take-
off point, for there were occaaiOnél shops for lundreds of years before, and the fair,

even today, ie an important factor in distribution. It may be seen in practical

operation at the Fiestas in Me~ico, at the Flea Harkeé@n Paris, at the Calédonian
in London, end—ia-fact _arcund the-publie-sguare in many an Americen—touwun an Ceurt
Dag-.

“he Crudades played an important part in this commerical revival in the growth
of the fair by enabling the enterprising merchants oﬂthe west to have contact with
the remains of thé@onqn Empire at Byzantium and with the lucrativé trade of Asia.

The fairs of western Burope grew to be cf tremendous importance. Long caravans
of merchants from all over the then known world wound their way toward the towne where
the fairs were ﬁting held. Rulers found that they inereased wealth and encourgged
them in every war. Guides and escorte were provided for caravans. Two great centers
for fairs were .in Flanders and Champagne, due to their geographical position on trade

) also found in France,
routes. Great fairs were conducted by the Flemish, and werexzxrmfaiY¥yxmrzmmixmdx
Bermany, England, Italy and in Ruceia. All these fairs were carefully organized.

There were special law courte to handle legal disputes. The falrs weee held by royal
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tolls and stallage.

In the fifteenth century the Continuous market mede its entrance. Goods wele
Being produced in quantity and increasing economic maturity esd made the.fair obsolete
because it was only an occasional meeting place for buyers and sellers. They were
very like the fairs and about the only difference was that they were in operation al)
the time and a buyer or seller could go there to tzansact his business at his own
pleasure and convenience. It was sometime dround 1400 the continuous markets reacggg“
veak: The establishment of markets became a royal privilege acsyas not unusual
with profitable ventures, and tolls from the markets produced a considerable revenue.
Edward III issued an edictP"To no one in the realm is it permitted to have a market
without the license and good will of the Lord King or his predecessors." Cloth was
the principal item of commerce, and a feature of all markets was a large booth called
the Duddery, where woolen goods were sold. The S,otch still call cloths "Duds" and
the word is also common in some partgof the U.S.

The importance of the market is illustrated by a story in Tolstoy's War & Peace.
He describes Napolean's entry into Moscow, and that city's apathy and ruin. "Napolean
accustomed to royal receptions elaewﬁere. realized that if Bis army is to be maintaine
he must win over the Ruesian people. He decide‘ to issue a prockdmation forrhis pur-
pose, This proclamation promised to re-eatablish the market and to protect the
$raders. That ¥here was no response to Napoleon's plea was due, no doudi to the
fact that the commissioners who ventured outeide the city to spread the proclamation
were sbized and killeiby the Bussians, who weren't a bit anxious to take in the
counterfeit money Napoleon was issuing with a free hand." |

In addition to the markets, an important part of the distribution was carried
on my hawkers, peddlers, and chapmen. A chapman was described as oneFf&hose who
buy up commodities of those who sell at wholesale, and sell them off dearcr by retail.
Some of these hawkers carried over to this country and were known as New England
"Trunk peddlers" who dealt in Yankee notions such as pins, combs, buttons, and small

hardware. Some traveled on foot with aApuch as fifty pounds strapped to their backs,
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while others had horses and wagons and traveled immense distances.
miles is said not to have been uncommon, and an investment of as much as %2000 in a
All over Europe and later in the U.S. the establish

starting inventory was required.
ed merchant was a logical development. As each of thece countries became more thidkl
settled, as roads were opened, and trade developed, it was a natural thing for the
itinerant merchaat to sée a good location, to sebtle down, and to'open a country stor
No pone can say when stores first ﬁegan to divide themselves into departments.

In fact, every store of any size has and always has had, a certain ddgree of depart-
mentalization, It is an obvious way to keep any stock of mefchandise to divide it
into logical sections, just as the first peddlers probabdbly cérriad pots on one side

of the packs on their backs, and pans on the other side.
The manufacturer of men's cloth started in New York about 1835 and soon there-
after, retail stores arose which spe¢talized in it. The Civil War with its measuring

and outfitting of hundreds of thousandﬂof American men with uniforms provided the

basls for the sizing of men's ready-made clothing. Women's wear during thie early

petriod was almost entirely made at home by dressmakers.
We have then the spetialized shop, and some general stares with limited de-

Some farsighted mexchant then saw the possiblity of tying in both
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%“g @ bypes of stores. He saw that to sell merchadise over the counters of a lsrge depart-
ol
g?'§ g ment store there must Be a great many persons to sell it to. That meant Bhat large
]
_ =
~§ g department stores must be located in large cities. Following the end of the Civil Wa
Thus
[w]
= the established towns began to develop. Rkmxxesm¥ioowmsxkkxk the first requisite of
the large store was fulfilled, namely, theee were largepumbers of people within ébm-
Paratively limited areas to whom merchandise could be Bold. Aside from the neceésity

The electrical devel-

of a city-full of potential customers, the RBepartment store had to bring in the out-
lying sections of the city. This was impos eible without the dewelopment of existing

The grollpy car solved this problem.

transportation systems.
opments in the latter part of the 19th century brought new impetus to the developemen
Therc was not only the improvement of surface transportatioc

of the department store.
but electrical intra-store transportation thru elevators and later escalators gave
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additional helps.
a

expansas oiﬂdepartment store. Added to these mentioned, we have today electric fans,

Electric lighting removed the problem of trying to light vast

conveyore, air-conditioning units, and mény other electrical conveniences.

However, it takes something more than providing the means for getting cusbomers

to the store and taking care of them after they get there. Theyr must be persuaded
that they want to come to that particular store so that éhey will takQOe time and

effort to make that trolley ride. That is where advertising comes in. Newspaprr

advertising, the story goes, appeared in 1658, beginning only with single columms.
Improvements in display, added by the development of plate glaes, new store fixtures,
training of sales people, free delivery, and easy adjustment policy, all had their
part in giving us the store of doday.

It took foresight and courage for the merchant--or merchants--to launch the
many pradtices and policies which the modern department store patron takes for grante
The first store to use the fixed price system, the first to use delivery service,
the firet to make refundqon unsatisfactory purchases, the first to run a full-page
advertisement, even the first to employ women, all were certainly ploneers in this
fascinating department store business.

In passing, we should take note of some:of the larger stores in the early
department store years. One of the earliest was the Equitable Pioneers Soclety Ltd.
which started its first store in Rochadle, England, in l844. Othere have called the
Bon Marehe in Paris the firsd deparhmeneytore. The latter had an annual volume of
over 31 million in 1863 and certainly was one of the largest stores of ite time.
John Wanamaker in this country, started in the 1860's, and R.H.Macey Began in 185Y.
Marshall Hale founded a store on the Seneca Canal in N.Y. State in 1840; fourteen
years later he moved to Sonth Haven, Mich., and opened the M. Hale ®o,, which is stil
operated by his grandsons. Other early department stores are the White House and
the City of Paris in San Francisco, Bullocks in Los Angeles, Scrpgge-Vandervoort-
Barney of St. Louis, Jordan Marsh in Boston, Marshall Field in Chicago, Altman,

Bloomingdale.){amq Abraham & Straus in New York, Strawhridge & Clothier in Phizadal-

phia are just a few which are today some of our more prominent stores.

L g S /(“% C(:-?( (<
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Hetailing is a battle royal and the cries of the advocates of some particular

form of distribution are heard in the market place and in the politiecal torum.

Chains, independents, super markets, amil order houses., co-operatives, éach is held

as the amswer to lowering the costs of distribvhtion.
Dhe developembnt of any one of these early stores would prove a fascinating

story. “he growth of mail order houses would prove of equal appeal. One of the

chains which is of ppecial note is the J.C. Penney organization. This is the largest

retail group of storés dealing in soft goods, and because of this the Penney group

cannot be considered in the strictist smnse a department store aincé@hey do not

carry hard lines. Penney's rank is achieved the hard way. The company has none of

the mail order business that accovnts for nearly cne third of Bears! volume,and

an even larger fraction of Ward's. Sticking to soft goods, it avoids both the high

marlk-up lines(cosmetice, jewdkry, etc.) that fatten the dime. store chains, and the
home appliances and other big ticket items that swell the volume of department stores
and mail order houses. Selling for éash only, it lacks the lure of consumer credit.

And it gets two-thirds of ite volume from West of the Miss., where roughly a third

of U.S. business is done. Moreover, nearly all of its growth has been financed out

of earnings. ,
Quoting from Fortune magazine's story entitled "Pennpy's, King of the Soft

Goods."-- The wierd pattern of the Penney Co.'s garly growth can best be described
for the period after 1913, when the company'éencorporation intruduced a tinge of
regularity. At that time there were for purely legal purposes 10,000 shares of commc
stock not entitled to any dividends., and all held by Penney himself as trustre. In

addition there was preferred or "classified" stock, eadh certificate referring to a

single store and entitled to profits from that store only. UYhe classitied shares in

the average store was held by three equal partners, one of whom was the store manager

As soon as that store could train a new manager and amass enough capital out of

earnings it could open a second store, again with three partners--the manager and one

of the other partners of the 0ld store, and the managerof the new one(the senior
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partner of the old store droppins out.). Store No. 2 could then in turn open store #3,

owned by the managers of all three. Thus the manager of the "mother" store could not

carry his financial interest beyond the third ggneration; but 1f he were ;adept enovgh
in his own store both as a mopey-m2ker and a personnel trainer he could set up any
number of progeny, stores, which coul&po the same. When the system was finally over-
hauled in 1927 a numberof managers owned thir intereats in 25 ox‘more stores; and the
company, expanding like an amoeba eplitting had grown from 34 stores with a $2 million

volume in eight western states to nearly 750 stores in 45 states with a volume of

$116 million. " All of this classified store was then called in, and preferred stock

given in exchange equal to the book value of each store, plus commen stoclk calculated
according to the invididual store's profit record." Although tl'#origina.l payment

ApS
plan to store managers aﬁa been greatly modified, the success of Penney's growth can be

attributed in no small part to the incentive plan still in effect for all Penney store

managers.
A common problem faqﬂing the small independent 1s the securiné%f'bulk buying

prices on his comparatively small purchases. Any number of examples can be taken from

the retail fieﬁi showing heow small independents were pushed out of the pteture because

of their inability to purchase goods at prices that would allow them to compete with

the larger chains, or mail order houses. The small independent still can possibly sho:

advankages to fhis trade over thaéef the chains and mail order houses, but he cannot
be too far off on his retail selling prices. To meet this problem there has been the
egtablishment of the resident buying offices at the location of the 1argeﬂparkets.

It ie almost imperative that a étore in a smaller community belong to an office who

has entree in the wholesale markete--who can buy on a bulk basispnd distribhte in

quaatities wanted at wholesale prices to the store--if they want to compete succeesful’
with chain store operations.  The average store away from the center of ac@ivity finds
it extremely difficult to keep themselves posted on changing mgrket conditions,
faghion trends, and many pther conditions which go into the store operation as a whole
In this connection, resident bp¥ing offices will generally broach large sourees

such as Cannon on towels and sheets, Beacon on blankets and other larger sources setti
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darn contracts for large quantities of goods at special prices in off seasons.
For example, the second guarter of the year generally finds goods cheaper than during

the other three quarters. If a resident buying office can purchase 5 or 4 hundred

cases of sheets which would amount to 6000 sheets, they could possibly get the same

price that the chains would secure for their quantity purchases, Some of the re%ﬂisnt
“’MW W\-‘?o 3"70 ﬁv'&ai%dmu- ’th
buying offices will charge ﬂpﬂ-&hﬁa?\peing that the responsibllity for these goods

rests entirely wit}\ﬂne buying office. The stores in the particular buying group do

not have to buy this merchandise. Should the market change in the Brd or 4th quafter

and prices become soft, it could be seen that the buying office would be stuck with

this merchandise and they in turn would have to take the loss.
These resident buying dricedalao feature advertising set-ups which hab%e been

secured from the manaufacturer. The manufacturer pays the resident buying office a

fee, and from this fee the buying office sends out flashes to their stores, and includ
all pertinent data to do with advertising in order to increase sales for the individus
store, and reduce their advertising expense. Market reporte are also sent out at in-
tervals explaining estyle trends, colors, and comm@wte that will help the stores plan
It can be seen that a department store cannot work on a day to day

future B3les.
If a manufacturer is comp etely shut down amd was to get an order from a re-

basis.
tailer, it would take a minimum of two weeks to manufactures:.and depending upon the
distance from the soﬁrce to the store, il can vary ffom 5 to 6 wekks. For this reason,
these market reports 1§form the stores &t varlous times the conditihons of the mar-

kets. Some of the larger buying offices especially in the ready-to-wear division

have a unit controi@yatem. In this, the buying office takes responsibility to see
that sizes, colore, spyles of dresses, lingerie, hats, and shoes are followed up to se
that the store’never gets into a position where they might be without a well selling
number.

It 18 the buying office's function therefore, to keep their stores informed df
the lateap styk® and color trends, fluctuating market conditions, locate special buys

help them plan spettal events, securing merchandise for these events, and most impor-

tant of all guiding them in their buying approach to the market, that is, telling ther



when to buy, what to buy, and how much to buy.

There is of course a fee charged for these serwices. The price charged varies.
Mutual (for exam»le Crowley%Milner of Detroit), Cavandish, and IRS base their fees on a
percantage of the store's volume on a graduated scale. On the otherhand: some offices
have no certain fees but will charge what the traffic will bear, from $50 per mongh
and up. Stores as a rule sign minimum contractes for one year with renewal clauses,
but some buying offices insist om longer contracts that may ren from 3 to 5 years.

The better office%yaually have no difficulty signing an account up to a minimmm of
3 years.

It is also interrsting to note #hat &he store membership in a particular duying
group are of similar types. The size of the sbbre, and the typeof merchandise thex
ape known to carry will usually determine thelrigroup. TFor example the larger stores
are in one group, and those known to carry high quality goods will be in the same
buying gpoup.

We have noted how the independent may make use of the resident buying office,
and how the resident buying office performe a definite function in the department
store field. We might give equal weight to the discussion of store organization,
personnel training, research and analysis, sales promotions, public relations, and
fimances, but we will of necessity have to limit ourselves. tfrom the discussion we
have followed one can see thatthe department store field offers ondvide latitudes
for the development of opportunities, and yet successful store operation is contingent
upon the adherence to a narrow g;::!:;w of sound buainea%principlea. The influenee
dhat the store manifests upon every one oﬂhs—-which in many respects is one of those
thinzs over which we have little control--is nevertheless, a potent factor thru all
our years.

Be careful of that department store, lest ye go about in a barrell
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