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DRUG STORS MERCHANDISING g%//
2
The design, arrange=- .

‘ment, and the facilitiss of your business are findicative of yonr

Marehandising ie self-exprassion, -
character, your training, and your regard for your profession,

It has often bean stated that your display windowve are
the eyes of your store, Sound merchandising demands that the
neatness and attractiveness of a window display be fortified dy
e similar character of neatnese and orderliness within the store
iteelf, Thare is no set pattern of drug store arrangement that
is 100% adaptadle to erch and every locatien, One of the great
sesets of drug store merchandising is ite versatility and the
diversity of products and the methods in which they are displayed,
There are, however, somée rules which serve as basie principles
in all fields of competition where selling is essential, These
can be stated in rather broad ternms,

First of all, it is important to have & knovledge of
your produet, of confidence im 1ts quality, and a thorough under-

standing of ite utility.

Second, successful merchandieing is based upon injecting
a guality of your own personality inte the selling process.

Third, effective morchnndising necessitates a knovledge
of your community =nd the buying hebits of your customers.

Fourth, drug etore merchandising, because of the
professional nature of the bBusiness, is one that requires an
honest approach in all transasctions and bustntl; procedure which

ig based on ethieal standards,



Modern merchandising cannot be so modern and itroan-
1ined that it loses touch with some of the more commonplace and
ordinary sepecte of human relations, There is no substitute for
& friendly association with those with whom you do business. In
other worde, there is no synthetic apvroach to genuine friendliness
and an sttitude of good nature to your customers, On the other
hend, drug satore merchandising requires the closest teanwork on
the part of all employees and a unity of unnderstanding betwveen
employer and employees., A drug store is in many vays like a home,
It 42 not big business in the sense that it is impersonal and
cold, It is plain American enterprise, frie;dly in every aspsect,
that embodies within 1t a harmonious relationship between employer,

employee, and the publie,

L] L L] L] L]

The heart of a drug store, or better to say, a pharmacy
is ite Prescription Department, This, too, can be merchandised,
fthical standards must be sold, 4 profession is not something
that 48 sutomaticslly recognized but is accepted because 1% 1is
needed, and through filling the need, a selegctive Jjod of selling
is scecomplished, All too often Prescription Departments have Dde-
come the blighted area, the sore spot, the slum district of a
modern pharmaey., A high standard of drug store merchandising
demsnds that the professional aspeet of the dusiness be brought
to publie attention sand thet the whole store evolve around the
Pharmacy Department, Once that pharmaey as » profession is recog-
nized in the individual drug store, ¥han it becomes possible to

branch osut into numerous and sundry lines of merchandise without



eny loss of professional status, There is nothing incompatidle
between 2 Frescription Depertment, well managed, attended by

& trained pharmiciet, and a restaurant, clean, neat and efficiently
operated, High standarde apply to all lines of endeavor sand these
same high standarde can be mainteined in every field of goods or

commodity,
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Merchandising is self-expression, The design, arrange- f
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ment, and the facilities of your business are indicative of your
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character, your training, and your regard for your profession,
~ - ews ’ O e

-y 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 fortifisd by
a similar character of neatness and orderliness within the store
itself, There is no set pattern of drug stere 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 which they are displayed,
There are, however, some rules which serve as basic principles
in all fields of competition where selling ig essential, These
can 3gﬁatated in rather broad terms,

’ j First of all, it is important to have a knowledgze of

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

standing of its utility,
PN

— 1
]/,} Second, successful merchandising is based upon injecting
/
a ality of your own personality into the selling process,

Third, effective merchandising necessitotes a knowledge

community and the buying habits of your customers.

Fourth, drug store merchandising, because of the

professional nature of the business, is cne that requires an
honest approach in all transactions and businees pProcedure which

is based on ethical standards,



Modern merchandising cannot be so modern and stream-
lined that it loses touch with some of the more coemmonplace and
ordinary aspects of human relations., There is no substitute for
a friendly association with those with whom you do business, In
other words, there is no synthetic apvrcach tc genuine friendliness
and an 2attitude of good natufe to your customers, On the other
hand, drug store merchandising requires the plosest teamwork on
the part of all empleoyees and a unity of understanding between
employer and employees, A drug store is in many ways like a home,
It is not bPig business in the sense that it is impersonal and
cold, It is plain American enterprise, friendly in every aspect,
that embodies wiihin it 2 harmonious relationship between employer,

enployee, and the public,
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The heart of a drug store, or better to say, a pharmacy

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

T

Ethical standards must be sold. A profession is not something

that is automatically recognized but is accepted because 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 pharmacy, A high standard of drug store merchandising
demands that the professional aspect of the busineszs be brought

to public attention and that the whole store evolve around the
Pharmacy Department, Once that pharmacy as a professinn 1is recog=
nized in the individual drug store, then it becomes possible to

branch out into numerous and sundry lines of merchandise without



any loss of professional status, There is nothing incompatible
between 2 Prescription Department, well managed, attended dy

a trained pharmicist, and a restaurant, clean, neat and efficiently
operated., High standards aonply to 211 lines of endeavor and these

same high standards can be maintained in every field of goods or

conmodity,.
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