
rchand 1 1 n 1 1!- ex t el n . l'h tt de s1 n , rran ·e-

t, n th 1 e111t1 o~ T ur b r indicative of your . 

c h r o t r., our tr 1 in , 

It h fte be n 

nd your r rd tor 

t te tha t y ur d1 

our r o!eae1on. 

l 1 indo wt are 

h 1 ot o .. tor • ound ttroh ndiein d tuaa nd a th t t h 

n tn •• nd ttractiv n s of 

1 il r ch r c r of n tn 

, · indo ie . y e fo rt1!18d by 

nd rderllne • v t h in the atore 

it elf . h r 1 no aet ttern of dru store a rr n nt t h \ 

ta l da t b1e t o ~ oh nd every loo ti~n. On of t r t 

sa eta of dru stor erch ndi in 1 ita veraaiility nd the 

t v ratt y ot ro ucts nd th et o 8 in htoh t h y r d iep l d . 

There re , howev r, m r 1 s h ich eerve ba lo p rinciple a 

in 11 t i elda of o o p t1t1 n . here a llln ie ttential . Th s e 

o n e 1t ted in r the r b r d t rm• . 

l i ret 1 , it 1 1m ort nt to h T kno 1 d e of 

yt.>u r r duct , t confidence in i .ttJ qu ltty, n d 

t ndin of it u tility. 

t h oroug h u.nd r -

c nd , uoc •f 1 roh ndi 1n i b • d upon inJ o t in 

q u llty of our o n n reo 1 t nto h nel lin .r ott e. 

h ird, ff4 ctiv r c h n 1 1 n c es i t t no l ed e 

of y ur community Pnd th uyi ~ ita of your c tom ra . 

ourth . dru tor 

p rofe sion-1 n t 1' f ths b 1 

rchandi in , be e use of the 

1n s, 1 nil!! th requlr . a n 

onee t roach ln 11 tr nsaotione nd b~ tn eQ r cedure h ich 

1 b d n thic 1 eta nd r ds . 



- a -

o ern rc i in c nnot 'b o mod ern and etre • -

lined t t tt lo e ouc h 1th eo ot the ore co m on 1 oe a nd 

o rdin ry ·~•e t ot hu n re1 t i on • There 1s no ub titute for 

fr ~ l y lOCi tion 1th tho e wit whom u d o butin •• · In 

th r rd , th r 1 no synthe tic p r ch t en 1ne tri n lin 11 

nd n tt tud f d n ture to your cust om r1 . On the other 

h nd , ru et or rch ndi in re uir th clo e t te a ork on 

th r t f 1 plo e n a unit o 1n r \ nd ln tv en 

loy · r n 

It i e not bi 

c old . It 1 

07e • · d ru t r 1 1 D. ny v y 11 

t it is 1 p r on 1 

haae . · 

busin in t h ne t n4 

n ric n ent~r >ri ct, 

t t b o 1 1 t in 1 t h r ni 

• f r iendly in ? rr 

r ti n h i be t e en m lo 7 r , 

e p l oyee , nd t he p bl to. 

• • • • 
h rt t dr 1 r , r tter to • h r a c y 

1 1 t r acri p tion e rt nt . 

ia 

1c 1 et ndar t sold . 

t 1 

' 

ut tic 1ly r o ogni1 

nd t h r h fillin the 

O COrl 11 h d e t o ften 

co e th bl1 ht r the ore 

ia , t o, oa n b rc h ndia d . 

~ r te i n 1 n t thing 

it 1 b t i ocep t d b o u 

n e , • 1 ati'f' 

r acrh>t ion • 

t , th l 

job ot eell1ng 

rt ta h 'f' be-

1 trio t t a 

rn h r c y. A hi h t nd rd t r u or r oh dieing 

n a th t t h r t 

io a tt ntion 

cy D rt Bn t . 

ni i n t e in ividl 

b r nc h ut int nun r 

ion 

nd t h t t e 

One t h t 

at of th 

h"l Rt r e 

r ao 

d r t or , th J1 1t 

nd n ry 11 a f 

bu 1 • r u ht 

'f'nl'f'e r n d the 

ofee 1 n it re oo -

o ibl to 

rcha n i without 



- 3 -

sny lo.sa of p r fe1alon 1 ' ~u• • h re il no thin 1noomp -H.ble 

b t en a r or1 ti n De rt nt, ell m n ed , ttended by 

tr ine p h r 1c 1 t, nd re1t r nt, ole n, n t a nd effic i ently 

0 r t d . 1 h nd l y t o 11 in I of nde Tor nd th •• 
h i h nd rds ca n b . in t · n d in 'Y ry fi e ld of ooda or 

' c od t • 



R ARKS B HUR RT H. HUMPHREY, MAYOR OF MIN APOLIS , BEFORE THE • 

MI "ES OTA STATE PHARMACEUTICAL ASSOCIATION 62ND ANNUAL M::T~ ~ 

DRUG STORE MERCHANDISING ~ 

The design, arrange-~ 
ment, and the faciliti es of your bus iness are indicative of your 

Merchandising is self-expression. 

character, your training, and your regard f or your profession. 

It has often been stated that your display windows are 

the eyes of your store . Sound merchandising demands that the 

neatness and attractiveness of a window display be fortified by 

a similar character of neatnes s an d orderliness w thin the store 

itself. There is no set pattern of drug store arrangement that 

is 100% adaptable to each and every location. One of the great 

assets of drug store merchandising is its versatility and the 

diversity of products and the methods in wh ch the y are displayed. 

There are, however, some rules which serve as basic principles 

in all fields of compe tition where se lling is essential. These 

stated in rather broad terms. 

First of all ~ it is important to h ave a knowledge of 

yo product , of confidence in its quality, and a thorough under-

st a nding of its utility. 

Second, successful merchandi ing is based upon injecting 

of your own personality into the elling pr ces • 

Third, effectiv e merchandising necessitates a kno l ed ge 

community and the buying h a bits of your customers . 

Fourth , drug stor e merchandising, beca use of the 

pr ofessional nature of the busines s, is cn e tha t requires an 

honest approach in all transactions and bu i ness p rocedure which 

is b ase d on ethica l standa ds . 
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Modern merchandising cannot be so modern and stream

lined that it lose s touch \ith some of the more commonFlace and 

ordinary aspects of human relation • There i s no substitute for 

a friendly association with those with whom you do business . In 

other rords, there is no synthetic approach to g~nttine friendliness 

and an a ttitude of good nature to your customers . On the other 

hand , drug store merchandising requires the closest teamwork on 

the part of all employees and a unit y of understanding between 

employer and employees. A drug store is in many ways like a home. 

It is not big business in the sense that it is imp e rsonal and 

cold . It is plain American enterprise, friendly in every aspect, 

tha t embodies within it a harmonious relationship betwee n employer, 

employee, and the public . 

• • • • • 
The heart of a drug store , or better to say, a pharmacy 

is its Prescription Department . This, too, can be merchandised. 

E thical standards must be sold . A profes i n i s not something 

tha t is automatically recognized but is accepted becau e it is 

needed , and through filling the need , a selective job of selling 

is accomplished . All too often Prescription Departments have be

come the blighted area, the sore spot, the slum district of a 

modern harmacy. A high standard of drug store merchandising 

demands that t he p rofessional aspect of the busine s be brought 

to public at tention nd th t the whole store evolve around the 

Pharmacy Depa rtment . Once that p h a rmacy as a profes ion is recog

nized in the individual drug tore, t he n it becomes possible to 

branch out into nume~ ous and sundry lines of merchandise without 
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any loss of professiona l status . There is nothin~ incompatible 

between a Prescription Department, rell managed , attended by 

a trained p harmicist, nd a restaurant, clean, n ea t and efficiently 

opera ted . High standards ap ly to all lines of endeavor and these 

sa e h igh standa~ds can be maintained in every field of goods o r 

commodity. 
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