Scientific Management in Manufacturers’ Marketing
" In Which a Sharp Distinction Is Drawn Between Merchandising and Selling
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I. Merchandising

HERE is a complete lack of an accepted
‘definition of the term “merchandising.” Text
books use it as synonymous with selling and
with marketing. Some writers speak of it as an
integral part of advertising, while others deny that
it has any connection with advertising whatsoever.
To individual companies the term means anything
from so relatively simple a thing as the operation
of warehouses to such a complex series of relation-
ships as the whole field of service to dealers. De-
partment stores, have used the term to cover the
whole field of selecting desirable merchandise,
buying" it-at advantageous prices and displaying
it in the store so as to attract the greatest number
of piirchasers. o .
In the history of the professions there is a
noticeéable trend from generalization' to specializa-

tion and ultimately to co-ordination of the two. -

Thus years ago the field of engineering consisted
of only one branch. In time civil engineers were
separated from the main branch purely as a matter
of convenience.to distinguish the activities of sur-
veyors in civil life from the activities of surveyors
who were part of the military. And then the In-
dustrial Revolution, and later the recognition of
the line and staff principle as applied to the fac-
tory system, broke up the engineering profession
into almost as many units of specialization as there
are ‘staff functions to be performed. Later still the
t.e;m’ engineering came to have the wider applica-
tion to any part of industry which is a piece of
specialized practice, regardless of whether it be a
purely staff operation or not. o
Sales management has repeated the essentials of
this history of engineering. Out of the functions
that have evolved from the general field of manage-
mert, there is to be recognized one as standing as
a co-ordinating force between the job of se]ling
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goods and the job of manufacturing the goodé to
be sold. The function which has been so separated

is, in general terms, to provide that the goods.

manufactured are of proper quality and in proper
. varieties, in sufficient quantities and sold at prices
best suited to the market. This is the function that
we of the Dennison Manufacturing Company term
“merchandising.” '

Over a period of years, the task of merchandising
has been found to consist of four elements. These
are: :
¢ 1. The study of the merchandise relative to:

a. Creating new merchandise

b. Finding new uses for standard merchan- .

dise and - .

c. Watching the trends of the market, -

particularly to avoid the retaining of items that
give indication of becoming obsolete. X

2. The study of the merchandise relative to
estimating the amount of production necessary to
.aost important—with the spirit of co-operatuis
meet the market requirements at different seasons
and periods. . .

3. The study of the merchandise relative to
making price estimates on special merchandise and,
to making changes in list prices of stock mer-
chandise. o

4. To make each line of merchandise of con-
tinuing interest to the selling organization.

To ,carry on .this job, of merchandising calls for
‘a very special set (f qualities. The successfyl
merchandiser must have analytical power of no
mean order. His analytical power must be but-
tressed by an exhaustive knowledge-of the g*bods
he is merchandising and a working knowledge of
the }) sinesses of many other people who may use
the gqods. Not only must the merchandiser have
a background of facts, but he must, as co-ordinator
between factory men and sales department, be able
to put his deductions from these facts before a
great many different sorts of people. This is a
teaching problem calling both for patience and
resourcefulness. This means, too, that while the

- 'of merchandise be added as ¥§
* members in the family of items.

December, 1927

merchandiser has his headqudrters at Fhe fact?ry,
a great deal of his time must be spent 1. travehﬁg;
'so that he always has a direct| contact . with marke
Corl:/?::: ntilan all else, the me chandiser must h:lllve :
and use constr\;ctive imagination. .If he only pi TS
up trade facts he becomes p.edanhc. If he is 10{1 y
imaginative he may be foohsh.. But by app ym;gi
imagination to the facts of 'hxs {nerchandls.elaan )
keeping in mind the total situation, he builds :
solid basis for successful merch nr'hsmg.‘. So muc
for the outstanding ‘qualities| re uired in the mer-
¢handiser. As a next step, 1‘13 us fqlle hxr;n
through the four parts of the ng\erchandlsmg ‘tas .
It is essential in a going concern that new items
ypung and vigorous
A’ study of our
growth shows the years duri_ng which the l.mpetus
from new items has come. ‘When 'don.1est1c com-
petition on crepe paper became active in 18?5, we
found it necessary to launch| our own domestic 1ine.
On July 1, 1897, this line wad trade marked .m;
perial ctepe. 1t sold for ten gents per roll as agamsi
fiftgen cents per roll for th.e lmgorted. Salles o
Imperial crepe increased rapid! till the peal ye:r
of 1906 when 3,600,000 rolls were sold. After the
pa.nic of 1907 crepe sales ell joff even more than
the Dennison line as a W oh? In 1908 :mbuns_uc-
cessful attempt was made fo increase sales by put;
ting out a cheap crepe——“Natlpnal _—to be sold af
three and three and onethalf cents per roll }tlo
wholesalers only. From 908 Fo 1912, vs{hen the
business as a whole was growing, Imperial crepe
sales confinued at almost [the; same level; and for
1913, while charges for the year showed a threef
and six-tenth per cent g}ain over 1912, sales‘to
Imperial crepe fell off over ten per cent. The ;1 u-
* ation was serious. In October of that .yeax:’, there-
fore, it was decided to adopt “Dennison” crepe,
a finely creped, lustre-finished paper which 'I‘i‘:l‘s
" much better than anything on: the.‘mark‘et.' . is
new product, launched early in 191?1-‘ in a distincf %v;:
folder, retailing for the |sanje price as Imperial,
met ‘with an immediate | success, which was r;z-
tarded only by the war. F:fon? 1918 to 192(; the
curve of crepe sales shows an increase of 74 pex;
cent in ¢ight years, proving jthat one way tobme:e
competition successfully | is ‘Eto put out a etter
product than the market] is jused to, not a poorer

one. (See Chart.)
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Indeed, a studyboi the earnirgs of 3 series .of ,
companies shows the same thing. A case 11 point
outside our own company is that of the §avage
Arms Company, makers of fire arms of. dﬂ:feren;
tyf)es, who have recently added. to thelr.Ime fo .
manufacture an electric  washing n?achme for
household use. Inasmuch as this machme. re.qulr.ed
no new ‘manufacturing equipment and is in llr!e
with a growing use in this cot}ntry of electru;,
household devices, the impetus given the.salgs o
the company has been reflected very qulckly.on_
the balance sheet. (See Table:)' .The merchand\‘s)er
is always studying the POSSiblllt}eS of any nun‘l“.e‘:
of such items and makes a chfnce of those whic
seem to offer the prospectdof widest success in con-

i i resent goods.
m’-;;:: r,slt:: :lust begfound for merchandise that
has become standard through wide use. For years;
the yeast companies have been making compalc1
packages of yeast for household and commercia;




