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Note: The following short introduction to the department store was first written when this 
bibliographical project was initiated by the author in 2000. Since then, the introduction has been 
updated but is still incomplete. Over the past 10 years, new information sources on the 
department store have been found which makes it near impossible to summarize in this 
introduction the history of this retail institution which evolved over time along with the history of 
retailing. The wealth of information on the department store over the past 150 years is quite 
impressive especially since the 1970s when historical research in the social sciences became 
increasing popular among historians of all stripes but less so in academic marketing. A more 
complete introduction to the wonderful world of department store can be found in Tamilia (2003) 
and Tamilia and Reid (2007). 

 
Abstract 

The paper has two main objectives. The first is to provide a short summary of what the 
department store is all about. There is a need to discuss its historical role not only in marketing 
and retailing, but also in society and the world in general. The next objective is to provide social 
historians and other historical researchers with the most comprehensive and complete reference 
list on the department store ever compiled. Many references listed are annotated by the author and 
the comments made reflect the author’s reading and research interests. The department store was 
one of society’s most innovative and influential institutions of the late 19th century and 
contributed to the many ways to do business, notably from the mid 1800s to the 1930s. The 
department store contributed to the culture of consumption and even to the development of the 
modern shopping center with almost everything under one roof. It is hoped that this short 
introduction to the wonderful world of the department store will stimulate more research, 
especially among marketing scholars. The resource materials listed in the paper illustrate the 
tremendous contributions made by historians and other social researchers toward a better 
understanding of this great icon of consumer culture. Given that the study of the department store 
or that historical research is not part of mainstream academic marketing, it hoped that the paper 
will make academic marketers wonder why so many outside the marketing discipline have been 
studying the department store, a topic so much part of the evolution of the marketing discipline.  
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Sommaire 
 

Cet article poursuit deux objectifs. Le premier est d’introduire le lecteur au monde merveilleux 
des grands magasins du point de vue historique et internationale, et de situer l’importance du sujet 
non seulement dans la discipline du marketing et dans la société mais aussi l’impact que cette 
innovation a eu pour le monde entier. L’autre objectif est de fournir aux historiens-chercheurs la 
liste la plus complète de références existantes sur les grands magasins, avec des annotations dans 
de nombreux cas. Le grand magasin fut l’une des institutions les plus innovatrices et les plus 
importantes pour le monde des affaires en Occident surtout du milieu du 19e siècle jusqu’à 1930. 
Le grand magasin a donné naissance à la culture de la consommation et même au centre 
commercial moderne selon le principe «tout sous le même toit». Non seulement le marketing 
contemporain n’a pas encore découvert ce domaine de recherche, mais l’importance même des 
recherches historiques en marketing préoccupe que très peu de chercheurs. L’auteur espère que 
cette courte introduction stimulera d’autres recherches sur les grands magasins, surtout parmi les 
chercheurs en marketing. En effet, ce sont les autres sciences humaines et de gestion que 
proviennent la très grande majorité des écrits sur le sujet, et ce, depuis les trente dernières années. 
L’auteur formule le vœu que cet article amènera une conscientisation plus grande chez les gens 
de marketing face à un domaine de réflexion qui relève de la discipline même du marketing.  
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The Wonderful World of the Department Store in Historical Perspective: A 
Comprehensive International Bibliography, Partially Annotated 

 
 

 
Up to now, the manufacturing sector and the government have been seen as the main primary 

generators of technological innovation within our economy. The bio-pharmaceutical, electronics 

and telecommunications industries, among others, are seen as the movers and shakers and the 

major contributors of new things to our economy. In general, such innovations are viewed as a 

means to bettering our society and increase the quality and quantity of life. That is why billions of 

dollars are spent each year in the hope that new products will make society more productive, 

wealthier and perhaps happier. However, my contention is too much attention is focused on the 

production side of the economy as the only sector that can bring about economic growth, 

productivity increases and prosperity. Other sectors of our economy, notably retailing or the 

distribution sector of the economy, also contribute significantly to technological innovation. 

Despite this contribution, however, over the centuries, retail merchants have been labeled as 

unproductive, responsible for high prices and at times, unresponsive to consumer needs. One need 

only look at the Wal-Mart effect to realize that even today retailers are often not perceived as 

contributors to the betterment of human kind (Lichtenstein 2006).  

 

The retailing community, as member of our economic system, has been as innovative as any 

others. The technological and managerial contributions of the department store, as members of 

the consumption side of our economy are quite extraordinary. The rise of the department store 

from the 1850s to the end of 19th century and early part of the 20th c. was nothing short of a major 

revolution, not only for business but also for all of society. In fact, what the department store did 

for the economy and consumers was as dramatic and as far reaching as any other major 

innovation the world has ever known. No wonder we can safely say that the department store was 

marketing’s contribution to the Industrial Revolution.  

 

The department store affected every facet of social and economic life through being a very 

entrepreneurial and innovative institution. The department store contributed directly and/or 

indirectly (as a major change agent) to the adoption of numerous new technological innovations. 

Its channel impact, both upstream and downstream the distribution chain, revolutionized the retail 

store itself, the shopping experience, availability and assortment of goods, credit policies, price 

awareness, media and promotional techniques, and was a major contributor to new managerial 

techniques from hiring practices to inventory control procedures (Savitt 1992, 1999). In fact, the 
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department store was perhaps the very first American business to use mechanical data processing 

equipment for sales analysis and other managerial needs (Forsell and Poole 1928). Some 

department stores through their catalogue divisions (Marshall Field, Eaton’s of Canada) brought 

the world of goods to rural areas and farmers, especially in the U.S. and Canada. Other retailers, 

such as Sears, began as catalogue retailers only and morphed into the department store business 

only later on. For Sears, it was only around 1925 when the first fixed store location was opened to 

the public. Whatever their origin, such retailers helped establish mail delivery and parcel post 

serving rural consumers. Most people in the 19th century lived in rural areas as farmers. The 

availability of such retailers to rural consumers accelerated modernization not only in household 

goods but in farming equipment as well which narrowed the cultural gap (i.e. life style) which has 

existed from time immemorial between those living in rural communities and those in living 

densely populated urban areas.  

 

The sheer size of the department store required the use of new building materials, glass 

technology, new heating, cooling and lighting devices, and in-store people movement, which led 

to new store design, among other engineering and architectural innovations. The store layouts 

made shopping easier for consumers irrespective of their social or economic background. The 

department store also offered new customer services never before seen retail establishments such 

as restaurants, restrooms, reading and writing rooms, home delivery, wrapping services, health 

care services, art exhibitions, music appreciation, post office, travel services, funeral services, 

convenient store hours, new types of merchandise displays, and so forth. In other words, a one-

stop shopping experience with everything under one roof. 

 

The department store was one of society’s most democratic institutions and was a major force 

toward a more egalitarian society, especially for women. No wonder many social historians and 

feminist researchers firmly believe the department store liberated women and gave some women 

their rightful place in society. The department store made jobs available to women and opened 

new career opportunities, such as the professional fields, and even in politics. The department 

store changed society’s values in accepting that women could go and shop on their own without 

being accompanied by others. Before, very few places were available (such as a museum, the 

park, and certain leisure activities), where it was socially and morally acceptable for a woman to 

be seen in public on her own. It is no wonder that department store owners offered so many 

services to them so that they could shop at their leisure, eat, relax and even be entertained during 

their stay. 
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This department store as a social institution was also instrumental in the mass production and 

selling of ready to wear clothes (e.g. shirts, pants, underwear, dresses, and coats) and many 

household items, including appliances such as the bicycle, the refrigerator, and many small 

electric appliances ranging from the toaster, the curling iron and even the radio. The first radio 

broadcasts were done by department stores and the first to promote short songs other than just 

classical music. The department store was one of the first large businesses, if not the first, at least 

in North America, to make full use of the principles of vertical integration (i.e. backward 

integration from retailing to wholesaling and into manufacturing).  

 

The department store evolved as the precursor of the modern shopping center with everything 

under one roof. Not only did the department store eventually give birth to the shopping center. 

The need to supply, control and manage water, heat, light, waste, and the movement of goods and 

people in such large numbers and in such huge buildings, forced engineers and architects to 

design the building using new materials and equipment. Thus, the department store of the mid to 

the late 1800s was in fact a contributing factor to the building of the modern skyscraper. Cities 

such as New York, Chicago, Philadelphia and Boston became world famous and still are, and it 

no coincidence that the department store built in those cities  were by far the most modern, the 

most luxurious and the biggest stores the world had ever seen (i.e. Macy’s, Marshall Field, A.T. 

Stewart, Wanamaker, Filene). No wonder they were called cathedrals and even palaces of 

consumption (Benson 1979, Crossick and Jaumain 1999). Even today, Macy’s in downtown New 

York still claims to be the biggest store in the world.  

 

The department store democratized consumption and had a major influence on values and urban 

lifestyles. The use of credit was one reason why the department store rose to such a level of 

importance in society, from its modest beginnings in the 1850s to its golden age in the 1920s. For 

example, by the end of the 19th century, Georges Dufayel, a French credit merchant, had served 

up to 3 million customers and was affiliated with La Samaritaine, a large French department store 

established in 1870 by a former Bon Marché executive. This is not meant to imply that the French 

“invented” the consumer installment plan. In fact, the Singer Sewing Company was one of the 

first firms in America to offer installment credit back in 1856 (Jensen and Davidson 1984). It 

remains to be seen what role other French department stores, American, Canadian ones and other 

stores played in democratizing consumer credit by issuing credit cards and establishing a 

consumer credit culture.  
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The department store emerged at a time and place in history as a result of mass urbanization and 

industrialization occurring in major cities at the end of the 19th century not only in Paris and New 

York, but also in Boston, Montreal, Toronto, Chicago, Detroit and many other cities all over the 

world. The downtown area provided a huge concentration of people and industry in a centralized 

core, which at first evolved from a residential area, then to a wholesale district. The downtown 

area of many large cities specialized first in the wholesaling, such as Hamilton and Montreal, 

until later when manufacturing became more important than wholesale. Today, the CBDs of large 

cities are serve the financial and entertainment needs of the population with office buildings, 

restaurants, hotels, along with many other service-based businesses. Wholesaling and 

manufacturing establishments have long since departed the city core and have located outside due 

to costly land prices and the need for more space. Vertical expansion for factories or warehouses 

is no longer the trend as was the case then. Even department stores of today and retail stores in 

general forego vertical expansion. This raises an important issue related to the survival of the 

traditional department store located in the city’s downtown core. Consumers are no longer willing 

to go the 8th floor in search of merchandise. This explains in part why many department stores 

located downtown simply could not survive. Moreover, the growth of suburbs, especially after 

WW2, proved to be one more reason of the traditional department store’s downfall. But the 

department store is still with us! One need only look at any Wal-Mart or Target store to realize it 

has not disappeared.  

 

The department store was from its inception innovative, progressive and ready to tackle new 

challenges. But over time, the department store lost its competitive edge to new forms of urban 

retailers, which were more specialized in product assortment. Madison (1976) explains it very 

clearly: 

 

The competitive position of department stores weakened during the 1920s not only as a 
consequence of the emergence of the new retailers but also because of the changing 
structure of cities. The compact, centralized 19th century city with its mass transit lines 
converging on the downtown was a perfect environment for department store growth 
(page 103). 

 

La Samaritaine closed its doors in Paris in 2003, similar to many other retail giants of the past 

located in Canada (Eaton’s, Woodward’s) and the U.S. (Lazarus, Hudson’s). The decline of the 

downtown department store is not a recent event. It actually dates back to the early part of the 

1930s when the numerous services offered by such stores affected their profitability. The decline 



 7 

of the department store reached a crisis stage, at least in Canada, the U.S., and in Europe in1980s 

and beyond. Many traditional department stores simply disappeared from the retail landscape. 

Others joined large department store chains, some keeping their original names, while other 

adopting well known store names such as Macy’s.  

 

Reference Sources 
 
The following list of references on department stores is interdisciplinary. It contains references 

from many fields, including architecture, construction and engineering, social history, retailing, 

urban planning, feminism, business and economic history, and so forth. 

 

There were specific trade publications devoted almost entirely to merchandising practices and the 

department store. For example, The Dry Goods Economist started to publish articles on the 

department store around 1887. It was one of the first U.S. trade publications that reported on the 

department store industry not only in the U.S. but all over the world. It changed its name to the 

Department Store Economist in 1937. It then changed name again to the Department Store 

Manager in 1938. The Department Store Manager ceased publication in 1972 and changed its 

name to Retail Directions. There were also trade publications called Department Store 

Management (1968), Merchants Trade Journal, Department Store Buyer (1938) which had mix 

success and a short life cycle. Given all these names and the fact that these trade publications’ 

main focus was on the department store, it is impossible in this reference list to present all the 

articles ever written in them from 1897 until the latest issue of the Retail Directions. The National 

Retail Dry Goods Association published a Bulletin and it became more regular by 1925. The 

NRDGA established in 1911 with 37 members, which represented 10% of all U.S. department 

stores particularly the larger and medium sized ones. By late 1919 and early 1920, 1362 stores 

belonged, thanks in part to the yearly convention, and the support given to Lucinda Prince in 

1913 (Benson 1986). The National Retail Merchants Association (NRMA) merged in 1990 with 

the American Retail Federation to form the world’s largest retail trade group, the National Retail 

Federation.  

 

The Grey Advertising agency published a newsletter called Grey Matter from 1938. It had a 

special edition on the department store called Grey Matter, Department Store edition. However, it 

is not known when this department store edition began or when it ceased publication. There were 

also other trade publications that presented article on retail merchandising practices of the 

department store such as The Show Window, a trade publication founded by Frank Baum, the 

author of The Wizard of Oz. This trade magazine had a short history from 1897 to 1903. It 

changed its name in 1903 to Merchants Record and Show Window until 1938. A new trade 

journal appeared in 1922, called Display World and in 1938, the Merchants Record merged with 
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it. Display World published until 1974 to become today’s Visual Merchandising. There were also 

other trade publications such as the Dry Goods Chronicle and The Department Store.  

 

Without a doubt, more non-business academic authors have discussed the topic of the department 

store than academics in business, and in particular in marketing. Most department stores 

researchers are either social or business historians, and very few, if any, are members of the 

mainstream academic marketing community. 

 

The list also contains a large number of references written in the French language but not in other 

languages, which is unfortunate. The French were pioneers in the creation of the department 

store; but others also made contributions as well such as the British and Germans. However, my 

knowledge of languages other than French and English prevented me from adding such “foreign 

language” references.  

 

Department stores first appeared in the mid-1800s in America and Europe, as mostly dry goods 

stores which later were organized by departments due to the increasing assortment of goods 

offered. Some believe that when a retail store became organized and managed by departments it 

gave birth to the department store as a new and innovative retail institution and some literature 

supports this contention. I do not for many reasons, as explained in my paper (Tamilia 2005). The 

creation of new retail institution cannot be based on just one innovative way of doing business but 

on a multiple factors. Still later in the late 1800s, department store added an even greater 

assortment of goods and services including furniture, carpets, kitchen goods, toys, and so forth, 

and soon evolved as the precursor of the modern shopping center with everything under one roof. 

They were thus quite revolutionary and they represented a major social innovation, not just a 

business one.  

 

In fact, it is fair to say that the department store was a major force in creating a culture of 

consumption for the world, not only in America but in Europe, Asia, and elsewhere as well. They 

had systemic impact not only as part of the distribution sector of the economy with their 

innovative and modern management practices, but on society as well. After all, the department 

store was a major choice for most consumers who wanted to learn more about the world through 

the assortment of products the world offered, and through the art exhibits, concerts, and other 

entertainment avenues offered inside such stores at the time when world travel and transportation 

were out of reach to the average consumer. Consumers were exposed to new goods and services 
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and new art form as well. As a result, it would be rather myopic if only marketing/business 

references were included in this list, given the tremendous influence the department stores have 

had on the daily lives of so many people.  

 

As a result, it is only natural to include references from cultural anthropology and sociology, 

among others. Moreover, those authors who deal with the study of material culture also need to 

be included. After all, what is material culture if not the acquisition of consumer goods sold 

through retail stores, notably department stores? 

 

Department stores have had a major influence on values and urban lifestyles, because they 

democratized consumption. The store layouts were such that most consumers, irrespective of their 

social or economic background, would find something to their liking. They were free to enter the 

store and browse without any obligation on their part to buy more so in the USA and Canada but 

less so in Europe. This freedom to browse and even touch goods was most evident in U.S. stores 

and not in European ones. Even today, a U.S. or a Canadian consumer will have greater freedom 

to gain access to goods before buying than elsewhere in the world. Returned goods, for instance, 

are so commonplace in retailing here to the degree seldom seen in other parts of the world.  

 

The term “window shopping” became a common expression for the masses. In fact, the term in 

French is rather more evocative and even sensual (lèche vitrine), implying that consumers would 

literally “lick” the display cases or plate glass. Truly, this is an indication of consumers’ love 

affair with material culture. 

 

Over 150,000 people would shop at Macy’s in the early 1900. Some authors have actually stated 

that up to 200,000 people per day would shop at Marshall Field in Chicago in the early 1900s. 

Beauregard (1972) estimated that the Eaton store in downtown Montreal located on Ste. 

Catherine Street had on the average from 30,000 to 50,000 of shoppers per day and the largest 

one day total was 100,000.  

 

Macy’s of New York had the largest square footage building in the United States with over one 

million square feet, larger that any industrial plants in existence at the time. The largest 

employers of the time were department stores and not manufacturers as is often assumed and their 

sales level far surpassed that of most industrial giants of the time. For e.g., IBM sales were less 
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than $50 million pre 1950, while sales at Macy’s in the 1920s or even A.T. Stewart in 1875 were 

much higher. 

 

The spread of new technological household goods also benefited from department stores, as they 

were often the first ones (and the only ones in many cases) to offer such goods to a mass market. 

For example, Palmer (1934, page 47) reported sales in 1933 of 500,000 vacuum cleaners, 2 

million electric clocks, 300,000 heating pads, 65,000 ironing machines, 2 million hand irons, 

350,000 food mixers, 60,000 electric oil burners, 1 million electric fridges, 800,000 electric 

toasters, and one million washing machines. 

 

Department stores created much excitement in the field of architecture due to their design and use 

of innovative building materials and styles. As a result, references on architecture and 

construction are included which makes this bibliography the very first one ever to include such 

information sources. Department stores were also very artistic and they were seen even as an art 

form. In fact, department stores and art form blended very well due to buyers bringing goods 

from all over the world and creating an in-store culture or country theme displays.  

 

Some references are also added that discuss the role of World's fairs, also known as International 

Exhibitions, especially those from the 1850s to the mid 1930s. Such fairs held in such cities as 

Paris, London, Brussels, Chicago, New York, St Louis, San Francisco, and many others were a 

source of inspiration and ideas for owners of department stores. It gave them a chance to see new 

goods, as well as new ideas for store design, and new ways to display goods in their stores (i.e. 

visual merchandising). Many early department stores owners traveled all over the world to these 

international fairs and established buying offices. In fact, not only was department store one of 

the first, if not the first, in our economy to take advantage of vertically integration but also 

department store merchants were much involved in international business, mainly as importers, 

even before most manufacturers of the time. 

 

Many department stores were the largest importers of goods such as A.T. Stewart, Marshall Field, 

Macy's, Eaton’s of Canada, among others. Stewart was in fact the USA’s largest importer in the 

1860s. Many department stores had a large number of foreign buying offices (Stewart, Eaton's, 

Macy's, Marshall Field, Wanamaker). Moreover, the department store was a major source of 

employment for the population at that time. Macy’s and many other department stores were the 

nation’s largest employers, far surpassing those working in manufacturing. 
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Not only was the department store the largest importer or employer of the time but the department 

store was also the business that had the largest amount of sales. It has been estimated that A.T 

Stewart’s sales in 1865 were $50 million. Lossing (1884) says that in 1876, Stewart’s sales “in the 

two establishments are said to have amounted to $203,000,000 in three years” (p. 417). This means 

that Stewart’s total sales (both retail and wholesale) were, on the average, close to $70 million per 

year in the last 3 years.  

 

These numbers make more sense when looking at population statistics. For example, New York 

City had a population of 900,000 in 1865, while Paris had close to 2 million people in 1886. The 

population of Chicago was quite modest in the mid to late 1800s but grew to over 3½ million by 

1920. Let us not forget that the wave of immigrants that hit the USA from 1880 up to the 1920s 

proved to be a bonanza for department stores, with over 13 million immigrants coming to 

America in just the first 15 years of the 20th century alone. These new Americans settled mostly 

in large urban cities, such as New York, Philadelphia and Chicago. 

 

Labor issues (hours of work, pay scale, fines to employees, holidays, workers’ health care, and 

pension plans) and the working conditions of employees, notably women, also need to be 

addressed. In fact, it would be fair to say that department stores were very innovative in the way 

they treated their employees (such a statement needs further research). However, it is also true, at 

least initially, the department store was notorious for the way it treated its employees. For 

example, if a worker was seen as sitting down during working hours, she was fined and the 

amount was deducted from her paycheck. Many department stores had a list of such offences 

(Lancaster 1995). The department store also demanded that its female workers be single. If she 

married during her employment or her employer discovered she was married, she would 

automatically be fired. The prevailing attitude at the time was that a woman should not take 

employment away from a man, given that he was the only breadwinner of the family. Of course, 

if a woman was abandoned by her husband or was widowed, a welfare system was non existent at 

the time, and she was left to fend on her own.  

 

It is no surprise to learn that there were many prostitutes in the late 1800s in Paris, New York, 

Chicago, Toronto and Montreal, among other major cities. In fact, there is no doubt that many 

female workers in department stores were also prostitutes to supplement their low wages (Parent-

Lardeur 1970, Williams 1982, Malino 1996, and Rappaport 1996). Needless to say, reference 
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material on how department stores affected the lives of workers, especially working women, are 

included in this list.  

 

Since the late 1970s, numerous books have been published on the history of particular department 

stores, notably those in the U.S. Given the large number of such books ranging from 

Bloomingdale’s, Dillard’s, Hudson’s, Jordan Marsh, Burdine’s, Lord and Taylor, Beck’s, 

Hudson’s of Detroit, and so many others, it has become quite a challenge to study those books to 

see if any new insights can be gained by studying the origin, evolution, or the managerial and 

marketing techniques of such stores as they developed into successful businesses. Such books no 

doubt can provide an intriguing accumulation of facts as to why many have ceased operation, or 

what some stores are now doing in their attempt to redefine themselves in order to survive in 

today’s highly fragmented and competitive retail market which is now more global than ever.  

 

A number of references are also included that discuss the so-called department store disease, 

called kleptomania, a disorder diagnosed in the mid 1800s as a psychiatric or psychological 

disease, affecting mostly women (Miller 1981, O’Brien 1983, Abelson 1989, Camhi 1993, and 

Spiekermann 1999). Today, we simply call such behavior not a disease but theft or shoplifting. In 

a sense, the department store, by its process of democratization, made people more aware of the 

existence of a wide range of consumers goods known previously mostly by the noble and the rich. 

The department store put these goods on display within reach for the world to see and of course to 

want.  

 

In brief, the department store was not only an innovation for marketing and business as a new 

form of retail institution but an innovation for all of society. The department store affected every 

facet of social and economic life. That is why the list includes references from many sources and 

it is believed to be the only one of its kind ever prepared. Of course, not all references listed were 

read or studied by the author. That would be an impossible task given the vast amount of 

published material. 

 

The author encountered many instances were references were incorrectly cited. The title was 

either incomplete or dates of publication were incorrect or pages were not cited. Many references 

date from the late 1800s to early 1900s. As a result, many libraries that were consulted did not 

have access to such material. Consequently, it was not possible for the author to verify their 

accuracy. We will need to accept them at face value for the time being. As stated early, the 
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references are mostly from English sources. However, a fair number are also from French sources 

(i.e. France and Canada). After all, Parisian department stores (Au Bon Marché, la Samaritaine, 

les Galleries Lafayette, Au Printemps, etc.) influenced the department store phenomenon in 

Europe (UK, Scotland, Ireland), and even in America and elsewhere (Australia and Asia).  

 

A final note about the completeness of the reference list. The demise of Eaton’s of Canada in 

1999, once the most important retailer in Canada, provided a unique opportunity for the business 

press. Journalists of all stripes produced a rather large number of short articles in magazines and 

columns in newspapers. Some of these references are included here, but many are not, for reason 

of economy. However, the author has compiled a list that deals exclusively with Eaton’s, the 

Canadian department store chain, and these references can be obtained by contacting the author. 

 

Mainstream Marketing and Marketing History 

It should be noted that from the early to mid-1970s and especially during the 1980s and beyond, the 

social sciences produced an impressive amount of historical studies pertinent to marketing. The 

topics range from the history of retailing, advertising, the birth of a culture of consumption, the 

relationship of people to goods over time, and numerous other fascinating topics dealing with the 

social history of consumers (Laermans 1993, Leach 1984, 1989).  

 

The push toward historical research is easily seen by the large number of new journals and books 

published during that period. What is surprising is that this literature is largely unknown in 

mainstream academic marketing, even though some marketing scholars began to devote more 

attention to the topic. The bi-annual marketing history conference called CHARM, is an indication 

of the interest by some, albeit a small group of dedicated marketing scholars. Also the Journal of 

Macromarketing has accepted a steady stream of such articles since it first appeared in 1981. The 

birth of a new journal dedicated to historical research in marketing called Journal of Historical 

Research in Marketing in 2009, is bound to publish articles on the department store and the history 

of retailing.  

 

The historical wave that swept through all the social sciences had a rather small trickle effect in 

mainstream marketing with less than one hundred marketing-based scholars interested in furthering 

the development of this school of thought. The consequence on the marketing discipline has thus far 

been minimal, more of a ripple than a wave but growing. To paraphrase what the poet Ezra Pound 

once said “not with a bang but with a whimper.”  
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Marketing is still being plagued by an excessive focus on micromarketing, on consumer behavior 

and related topics as if the consumer was the center of the marketing world. Mainstream academic 

marketing still has a profound fixation on doing research on only those questions that lend 

themselves to be measured and thus amenable to powerful statistical analyses. In other words, the 

only research worth doing is that which espouses the scientific principles underlying the logical 

empiricist paradigm. 

 

The core of marketing historians is small compared to other topics that preoccupy marketing 

scholars. Marketing is probably now the only area in business where historical research has yet to be 

accepted as a bona fide legitimate school of thought among its peers. Accounting now has three 

journals entirely devoted to historical research. Why this state of affairs exists in marketing is 

beyond our objective here to present a list of information sources on the history and current material 

on the department store.  

 

What Is a Department Store? 

A word of caution with respect to the use of the term "department store." There is a need to 

explain what exactly is a department store? Today we all seem to know what a department store 

means, more or less. But that was not the case a hundred or more years ago. The Bureau of the 

Census and Statistics Canada both now have very clear definitions of what constitutes a 

department store and these definitions have changed over time.  

 

Notwithstanding such official definitions, we still have a problem today. Are discount stores 

department stores? When such discount stores made their way into retailing back in the 1950s, 

official definitions of them were not clear. As a result, the term “discount department stores” 

slowly entered into the retail trade vocabulary. Now, the department store industry tends to 

distinguish itself from the discount department stores even though the official (govt.) definitions 

do not make any clear distinction between the two. The terms “junior”, “discount” or 

“promotional” department stores are not official definitional terms recognized by Statistics 

Canada, the official census agency. 

 

In the late 1800s when the department store had no official definition, it is easy to see that 

journalists, writers, academics and others used the term without a common understanding of what 

a department store was, especially from one country to another. One can see why the use of the 
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term over the last century may have had different meaning by different authors over time and 

space.  

 

For instance, over the years, French writers have used the term grands magasins, often 

capitalized as Grands Magasins, as if to give them a special status. Les magasins de nouveautés 

have also been used in the past. These were the precursors of the French department store that 

came into being in the 1850s. Bouverete-Gauer (1997) provides more details about the evolution 

of such stores. Les Trois Quartiers, founded in 1829, was known as magasin de nouveautés ou 

magasin de frivolités et de modes, (i.e. fashion novelties) selling mostly fabrics and “articles de 

mode”, (i.e. fashionable goods for women), but certainly was not selling furniture, toys, jewelry, 

and other assortment of goods we tend to associate with a department store. Nor were such stores 

selling ready to wear clothes or other products.  

 

The expression Grands magasins de nouveautés has also been used. According to Resseguie 

(1964), the A.T. Stewart's Marble Palace, which opened in New York City in 1846, was the 

cradle of the department store. But to what extent was Stewart’s store more like a magasin de 

nouveautés than the world’s first prototype of a department store?  

 

It is interesting to note that a review of the department store literature has acknowledged that 

Aristide Boucicaut and his Bon Marché established in Paris in 1852 was the very first department 

store. Modern Europeans scholars still believe that today. Nystrom (1915) never questioned the 

historical origin of the department store accepting that France was indeed the country which gave 

the world its first department store, as discussed in his textbook, one of the first American 

textbooks on retailing. To Nystrom as well as many others, Boucicaut is without a doubt the 

founding father of the department store. 

 

However, in the past forty years or more, some American historians, notably Resseguie (1962, 

1964, 1965), have challenged this historical truism, especially due to the historical analysis of 

A.T. Stewart’s 1846 Marble Palace. The department store evolved over time as part of the 

changing nature of the retail landscape and it not suddenly appear in the form we are familiar 

with. There were precursors to the department store. For many reasons, I do not recognize 

Boucicaut as the first merchant who gave the world the first department store. That recognition 

goes to A.T. Stewart with his 1846 Marble Palace and his second store which opened in 1862 

referred to as the Cast Iron Palace due to its unique use of this new construction material. For 
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those interested in knowing more about the origin of the department store can refer to Tamilia 

(2003, 2005) and Tamilia and Reid (2007). 

 

It is worth noting that the village shop concept blossomed under William Whiteley, known as the 

“Universal Provider” (Richard 1938). He is known as one of England’s founding fathers of the 

department store. His many small shops, located in London’s Westbourne Grove, is one reason 

why the department store eventually evolved into the modern shopping center in the mid 1900s. It 

is no accident that most shopping centers had a department store as one of its major developers as 

well as its key tenant, until late in the 1970s and 1980s (Breckenfeld 1972). The department store 

census report published by Statistics Canada (1979) explains that the Canadian industry was slow 

at first in suburban shopping center development but accelerated its involvement in the 1970s due 

to department store branches located more in the suburbs and away from the downtown core.  

 

Of course, who was first is really not all that important, as long as the debate leads to more 

fascinating historical studies on this important social and business topic. After all, the department 

store really changed marketing management practices that are still with us to this very day. The 

history of the department store also shows the extent to which marketing is a social process. The 

macromarketing implications of the department store are abundantly evident throughout its 

evolution. The department store helped transform the distributive sector (part of service sector) of 

the economy in the 20th century and beyond not only in Europe and America but was also a 

globalizing cultural phenomenon (Nord 1986, Benson 1988, Leach 1993). 

 

The more modern French expression is les magasins de grandes surfaces, les grandes surfaces, or 

simply la grande distribution. However, even now, such grandes surfaces are not to be confused 

with les hypermarchés or even large-scale supermarkets which are also grandes surfaces retail 

stores with their very large assortment of goods all under one roof. To be fair to French writers, 

some American writers have referred to department stores as Palaces of Consumption (Benson 

1979) or even Cathedrals of Consumption (Crossick and Jauman 1999). One author has actually 

called the bazaar as a primitive department store and the village shop as a department store in 

miniature (Winstanley 1983).  

 

Are the terms cited above all referring to what was a department store in the United States à la 

A.T. Stewart, Macy’s, Wannamaker, or a Marshal Field? It is debatable if such retail stores were 

actually the same type of retail institutions in France, Germany, Italy, or England, all selling an 
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assortment of goods that helped define the retailing establishment as a bona fide department store. 

After all, the Paris-based “Association internationale des grands magasins” was established only 

in 1928 (Chessel 1999). Thus, do we really know if a Parisian grand magasin, especially in the 

late 1800s, was really the same as an American, German or Canadian department store (Perrot 

1981)? According to Statistics Canada’s official definition, a department store must sell at least 

three different commodity lines such as (1) clothing, (2) furniture, appliances, and home 

furnishings, and (3) others (i.e. cosmetics, jewelry, sporting goods, etc.). No one line can account 

for more than 50% of the store’s total sales and at least 10% of the store’s sales must come from 

the third (others) set of lines. It should be noted that the U.S. Department of Commerce definition 

does not correspond with the Canadian one (see Bergmann 1987). 

 

A final note is that some of the references are annotated with the author’s own personal 

comments and explanations. These comments are meant to help the interested reader and future 

researcher understand the content of the references. Given the rather large number of department 

store references listed, it is impossible for the author to have read all of the material listed. The 

material is listed in alphabetic order only and not chronologically or under topical headings or 

subheadings.  

 

Hopefully, these comments and the references themselves will make marketing researchers and 

others better appreciate the wealth of information available on the department store. This topic is 

a really a microcosm of the evolution of a capitalist market economy and the making of a modern 

consumer society. The department store presents so many fascinating stories and it is hoped that 

this author’s small contribution will wet the appetite of others and make the study of the 

department store and retail history a topic of research study in the marketing discipline. 
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Selected List of References on the Department Store: from Its Birth to the Present with 

Added References on the History of Retailing  

 
 
Abbott, A. C. (1974), "Canadian Retailing: Trends and Prospects", in V. Kirpalani and Ronald 
Rotenberg, Cases and Readings in Marketing, Holt, Rinehart and Winston of Canada Ltd., pp. 185-
192. 
 
Abel, Deryck (2007), The House of Sage A Century of Achievement 1860-1960. London: 
Fredereck Sage Company. The first hundred years of the company. 
 
Abelson, Elaine S. (1985), “‘When Ladies Go A–Thieving’ Shoplifting, Social Change, and the 
City, 1870-1914,” doctoral dissertation, New York University. 
 
Abelson, Elaine S. (1989), When Ladies Go A–Thieving Middle Class Shoplifters in the 
Victorian Department Store, NY: Oxford University Press. Reviewed by Arlene-Kaplan Daniels 
(1991) Contemporary Sociology, Vol. 20 (March No. 2), pp. 271-272. Also reviewed by Sally 
Simpson (1991), American Journal of Sociology, Vol. 96 (March No. 5), pp. 1282-1284. Also by 
Mary Gibson (1994), Women and Criminal Justice, Vol. 5 (No. 2), pp. 132-135. Also reviewed 
by Jack Katz (1990), New York Times Book Review, Vol. 95 8 (18 Feb.), 13. Numerous other 
articles listed below discuss kleptomania (see Miller 1981 or O’Brien 1983). The book is a lot 
more than on shoplifting. It’s a comprehensive history of the department store as well. She has 
done an amazing job and her work shows how tedious and meticulous one needs to be when 
researching and writing in this area. The set of notes is one of the most comprehensive I ever 
seen, from pp. 209 to 282. But similar to some social historians, she has a very nasty habit of 
quoting an incomplete reference in a footnote located at the end of the book for each chapter. She 
feels that it has been documented in previous chapters and it is therefore relatively easy to locate 
it. But that is not always the case. Most chapters have over 100 footnotes listed at the end of the 
book and trying to locate the full reference is often like trying to find a needle in a haystack. As a 
result, it makes good reading but is very frustrating, as a source of historical reference documents. 
There is no reference list or bibliography per se, and the index does not list the authors. I am still 
looking for some references she quoted...  
 
Abelson, Elaine (1989), “The Invention of Kleptomania,” Signs: Journal of Women in Culture 
and Society, Vol. 15 (Autumn No. 1), pp. 123-143. An excellent review of the so-call shopping 
disease of women of the mid to late 19th c.  This article is not well known in the literature. 
 
Absire, Amélie, Nelly Hoppenot, and Pascale Gould-Decauville (1999), Lingerie: les modes de 
référencement dans les grands magasins :présentation générale du marché, Clichy, France: 
Fédération de la maille. 
 
Adams, Samuel Hopkins (1897), “The Department Store,” Scribner’s Magazine, Vol. 21 
(January), pp. 1-27. This article provides an excellent description of department stores in the 
1890s with over 20 illustrations. It is interesting to note that this article was the first one of a 
series on "The Conduct of Great Businesses" to counter the emphasis devoted to manufacturing.  
 
Adburgham, Alison (1964), Shops and Shopping, 1880-1914: Where and in What Matter the 
Well-Dressed Englishwoman Bought Her Clothes, London: Allen and Unwin. The second edition 
published in 1981 by London: Barrie and Jenkins. Definition of a department store can be found 
on page 137, according to Geist (1983, p. 52). Adburgham (as reported by Geist on p. 52), stated 
that shops in Manchester and Newcastle in the 1830s and 1840s must be termed department 
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stores because they were run according to the principles of a fixed price, a lack of pressure on the 
shopper, and the law of greatest exchange−low prices and large selection (i.e. 4 criteria).  
 
Adburgham, Alison (1969), Yesterday Shopping: The Army and Navy Stores Catalogue, 1907, 
Devon: David and Charles Reprints. For some these stores were the precursors of the department 
store at least in England/Europe (see Hood and Yamey 1957).  
 
Adburgham, Alison (1972), Victorian Shopping Harrod's Catalogue, 1895, London, Newton 
Abbot: David & Charles. The book has a sample of Harrods’ huge catalogue, published in 1895. 
The book is a very good social history of shopping in Britain with some useful information about 
its development elsewhere in Europe. Also published by New York, St. Martin's Press 1972. 
 
Adburgham, Alison (1977), “Give the customers what they want,” Architectural Review, Vol. 
161 (May), pp. 295-301. Some discussion on the department store.  
 
Adburgham, Alison (1979), Shopping in Style London from the Restoration to Edwardian 
Elegance, Over Wallop, Hampshire, GB: BAS Printers Limited. The book discusses retailing as it 
existed in London, mostly in the 17 and 18th c. She presents material from Samuel Pepys and Daniel 
Defoe. Chapter 13 is on the department store “Growth of the Department Stores,” pp. 138-154. 
But the department store is discussed here and there throughout the book. The book contains 174 
illustrations and discusses the evolution of retail shops in London, mostly from the late 17th c and 
18th c. to the early 20th c. with pages on Selfridges, William Whiteley, and other shops of the 
period. On page 82, she says that the shop Harding, Howell & Co. was Europe’s first department 
store from around 1796 (see Hughes 1958). The shop had a number of rooms (i.e. departments). 
The author seems to believe that a shop is a department store when it has many rooms within the 
same retail shop. The book has many facts of importance to the history of the department store. 
She mentions white sales, the first crude escalator installed at Harrod’s in 1898, the pneumatic 
tube, and other information. Some discussion on fixed location such as arcades (Burlington) and 
market halls (Royal Exchange and Westminster), as the next level of retail evolution after fairs, 
which were temporary structures. The book has less detailed information on some of the identical 
material she presented in her 1964 book.  
 
A Friendly Guide Book to the Wanamaker Store (1913), Philadelphia, privately published. 
Reference from Bradley (1998), p. 33. 
 
Aiken, Charlotte Rankin (1918), The Millinery Department, NY: The Ronald Press Company. 
 
Airey, A. and J. Airey (1979), The Bainbridges of Newcastle, London. 
 
Aitken, Margaret (1951), "An Outsider Looks at the Inside of Eaton's," Toronto Star, a series of 14 
short articles from May 7 to June 21, Toronto: Archives of Ontario, The Eaton's Collection, F229 
series 100, box 1. 
 
A Key to the Wanamaker Store, The Goods, the Methods, and the Points of Interest (1902), 
Philadelphia, privately published from the Historical Society of Philadelphia. Reference from 
Bradley (1998).  
 
Alderson, Wroe (1955), “Here’s How Stores Will Face It,” Nation’s Business, Vol. 43 November 
No. 11), pp. 85-90. 
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Alexander, David (1970), Retailing in England During the Industrial Revolution, London: 
Athlone Press. The book discusses retailing from the period 1800 to 1850. 
 
Alexander, Nicholas (1997), “Review of the Émile Zola The Ladies’ Paradise,” Journal of 
Macromarketing, Vol. 17 (Fall), pp. 129-135. 
 
“Alexander T. Stewart” (1867), Harper’s New Monthly Magazine, Vol. 34 (March No. 202), pp. 
522-525. In this article, the unknown author mentions Stewart’s going to Paris for the 1867 Paris 
International Exposition.  
 
A Little Hand-Book of Philadelphia and the Wanamaker Store (1889), Philadelphia, privately, 
published from the Historical Society of Philadelphia. Reference from Bradley (1998). 
 
Allen, Jeanne (1990), “Palaces of Consumption as Women’s Club: En-Countering Women’s 
Labor History and Feminist Film Criticism,” Camera Obscura, No. 22 (January), pp. 150-158. 
 
Alles, Alfred (1973), Exhibitions: Universal Marketing Tools, NY: Wiley and Sons. 
 
Allwood, John (1977), The Great Exhibitions, London: Studio Vista/Cassell and Collier 
Macmillan Publishers. Much discussion on lifts, escalators, cooling, AC, and elevators covered in 
many pages, some of which is unique.  
 
Alt, Richard (1946) “Department Store Price Policies,” unpublished doctoral dissertation, 
Harvard University.  
 
Alt, Richard (1949), “The Internal Organization of the Firm and Price Formation: An Illustrative 
Case,” Quarterly Journal of Economics, Vol. 63 (February), pp. 92-110. On page 95, the author 
cites a letter received from an economist of Macy’s that says “Macy’s carries over “400,000 
separate and distinct items, not counting colors and sizes.” This information comes from a letter 
he received from Q. Forrest Walker, a Macy’s economist. We have to assume it was dated in the 
late 1940s. The larger the store the more likely it will use one-price policy, full cost pricing, price 
lining and leader pricing.  
 
Alt, Richard (1949), “Competition Among Types of Retailers in Selling the Same Commodity,” 
Journal of Marketing, Vol. 14 (October No. 3), pp. 441-447. The article states that Macy sold 
400k separate and distinct items, not counting colors and sizes. See also Alt (1949, p. 95). It also 
states that Macy’s was selling Crosley automobiles and Gamble-Skomo also sold autos as of 
1948. Department stores were selling prefabricated houses and frozen foods.  
 
Altman, Bruce L. (1939), The History and Policies of the Department Stores of Cleveland, OH. 
Cleveland Public Library HF5465.USH351939X. 
 
Alspaugh, Ralph (1933), Consumers’ Reactions to Special Sales in Columbus Department Stores, 
Columbus, OH: Bureau of Business Research, Ohio State University.  
 
Ambrière, Francis (1932), La vie secrète des Grands Magasins, Paris: Les Oeuvres Françaises. 
The rev. edition appeared in 1938 (the 15th one). The book discusses the mechanism and the 
economics of department stores. 
 
Amelinckx, Frans (1995), “The Creation of Consumer Society in Zola’s Ladies Paradise,” in the 
Proceedings of the Annual Meeting of the Western Society for French Historical Studies. 



 21 

 
American Telephone and Telegraph Company (1957), A Survey of Shopping with Department 
Stores by Telephone and in Person, NY: The Company. The 32-page report summarizes a 1956 
study made by National Analysts for the Chesapeake and Potomac Telephone Company. 
Valuable information on consumers’ attitudes towards telephone shopping.  
 
Amiel, Barbara (1976), "Trouble in Eatonia," Maclean’s, Vol. 89 (May 31), pp. 26-32. 
 
Amyot, Chantal (1995), “Les achats par catalogue,” Cap-aux-Diamants, No. 40 (Winter), page 
60. 
 
“A Nation-Wide Department Store Chain” (1929), Journal of Retailing, Vol. 5 (January), pp. 24-
26. 
 
Anderson, Frank (1912), “Big Store vs. the Small Store,” Printers’ Ink, Vol. 79 April 25, pp. 44-
45.  
 
Anderson, Oscar Edward Jr. (1953), Refrigeration in America, A History of a New Technology 
and Its Impact, Princeton, NJ: Princeton University Press. Reprinted in 1972 by Port Washington, 
NY: Kennikat Press. He states that ‘aggressive merchandising methods used to promote the new 
product’ were of great importance, see pp. 213-214. There’s no doubt that the department store 
helped sell the electric refrigerator.  
 
Anderson, Patricia (1976), "Eaton's Erupts With A Bold New Style," Financial Post, (December 
25). Reprinted in James Barnes and Montrose Sommers eds. (1978), Current Topics in Canadian 
Marketing, Toronto: McGraw-Hill Ryerson, pp. 292-294. 
 
Andia, Béatrice de et Caroline François, (2006), Les cathédrales du commerce parisien: grands 
magasins et enseignes, Paris: Action artistique de la ville de Paris. 
 
Annett, F. A. (1960), Elevators Electric and Electrohydraulic Elevators, Escalators, Moving 
Sidewalks, and Ramps, 3rd edition NY: McGraw-Hill. The first edition was published in 1927, the 
second in 1935 under the title Electric Elevators. This new edition is very weak on escalators, 
ramps, and moving sidewalks. It has no history of the vertical transportation and is 99% technical. 
Nevertheless, there are a few pages worth reading, notably on the load traffic of elevators (Chapter 
10). This is a very important point for customer service in department stores because shoppers do 
not want to wait too long. Also a neat escalator is discussed called the Travolators (pp. 374-75), as 
well as escalators for ten story buildings. 
 
Anthémaume, A. (1925), Le roman d’une épidémie parisienne, la kleptomanie?, Paris : Librarie 
Octave Doin.  
 
Appel, Joseph (1929), “Chains and Independence,” from an address before the Conference on 
Retail Distribution, Boston, September 5. Reprinted in Daniel Bloomfield ed. (1931) Trends in 
Retail Distribution, NY: H. W. Wilson, pp. 287-2295. He worked for John Wanamaker Stores.  
 
Appel, Joseph (1930), The Business Biography of John Wanamaker: Founder Builder: America’s 
Pioneer Merchant from 1861 to 1922, NY: Macmillan. 
 
Appel, Joseph (1938) "Reminiscences in Retailing", Bulleting of the Business Historical Society, 
Vol. 12 (December), pp. 81-90. 
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Appel, Joseph (1940), Growing up with Advertising, NY: Business Bourse. The author was 
associated with Wanamaker from 1899-1936. This autobiography features much information on 
Wanamaker (see his1930 biography on Wanamaker). Appel credits Powers for his influence to 
retail advertising when Powers worked for Wanamaker from 1877 to 1886. After Powers coma 
Manly Gillan, from 1886-1894, then Appel. Wanamaker invented the single column ad.  
 
Appert, M. (1969), “Les vendeuses dans les grands magasins.” Economie et humanisme No. 186 
(Mars-Avril), pp. 67-74. An article discussing the labor issues of women working in department 
stores.  
 
Applegate Edd (1998), Personalities and Products: a Historical Perspective on Advertising in 
America, Westport, CT: Greenwood Press. Chapter 5 is on John Wanamaker and his influence on 
retail advertising, pp. 87-102. 
 
Applegate, Edd (2001), “John Wanamaker: A Life in Retail,” in Terrence Witkowski ed. 
Milestones in Marketing History, Proceedings of the 10th Conference on Historical Analysis and 
Research in Marketing (CHARM), Long Beach, CA: Association for Historical Research in 
Marketing, pp. 12-17. 
 
Architectural Forum (1937), “Remodeled Floor of Department Store, Halle Bros., Cleveland,” 
Vol. 67 (July), pp. 6-9.  
 
Architectural Forum (1950), “Branch Store Breaks Modern Design Blockage in Cleveland,” Vol. 
92 (February), pp. 96-101. A description of Halle Brothers Co., a Cleveland, Ohio department 
store. 
 
Architectural Forum (1950), “What Makes a 1940 Department Store Obsolete?” Vol. 92 (July), 
pp. 
 
Architectural Record (1902), “All Kinds of Stores”, Vol. 12 (August No. 3), pp. 287-303. The 
article discusses the new generation of department stores in NY. 
 
Architectural Record (1904), “The Schlesinger & Mayer Building,” Vol. 14 (July), pp.  
 
Architectural Record (1944), “Department Stores”, Vol. 108 (November), pp. 
 
Architectural Record (1950), “A Modern Department Store: the Construction and Equipment of 
the Philadelphia Wanamaker Building” Vol. 114 (March), pp.  
 
Architectural Record (1950), “Department Store with Ample Parking”, Vol. 114 (August).  
 
“Are Department Stores Due for a Renaissance?” (1954), Excepts from the Department Store 
edition of Grey Matter, February. Reprinted in John Wingate and Arnold Corbin eds. (1956), 
Changing Patterns in Retailing Readings on Current Trends, Homewood, IL: Richard D. Irwin, 
pp. 55-56.  
 
Arena (1899), “The Big Stores,” Vol. 22 (2 August), pp.  
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Arnold, Stanley (1968), Tale of the Blue Horse and Other Million Dollar Adventures, Englewood 
Cliffs, NJ: Prentice-Hall. The book presents success stories in PR and sales promotion by an ex-
Young and Rubicam executive, on such firms as Macy’s, Ford, NCR, UA, and others. 
 
Arnold, Stephen and Monika Luthra (2000), “Market Entry Effects of Large Format Retailers: A 
Stakeholder Analysis,” International Journal of Retail and Distribution Management, Vol. 28 (No. 
4), pp. 
 
Army and Navy Co-operative Society (1969), The Very Best English Goods: A Facsimile of the 
Original Catalogue of Edwardian Fashions, Furnishings, and Notions sold…in 1907, NY: Frederick 
A. Praeger. 
 
Arceneaux, Noah (2006), “The Wireless Window: Department Stores and Radio Retailing in the 
1920s,” Journalism and Mass Communication Quarterly, Vol. 83 (Autumn No. 3), pp. 581-595. 
 
Artley, Alexandra ed. (1975), The Golden Age of Shop Design: European Shop Interiors 1880-
1939, London: The Architectural Press. The book is mostly illustrations of merchandise displays 
in department stores as well as other more specialized stores. Some of the illustrations are truly 
spectacular, never before seen anywhere else, but they are all in B&W.  
 
Artz, Georgeanne and Kenneth Stone (2006), “Analyzing the Impact of Wal-Mart Supercenters 
on Local Food Store Sales,” American Journal of Agricultural Economics, Vol. 88 (5), pp. 1296-
1303. Wal-Mart is the modern version of a department store of the past. From the 1880s to the 
1930s, the department store was subject to many accusations, of hurting small business and 
preventing them from earning a living wage and profits. Many attempts were made to restrict 
their growth, to limit the assortment of merchandise they could carry and even to pass tax laws 
that only applied to department stores. This study is a modern attempt at looking at the 
consequences of Wal-Mart’s supercenters on local store food sales and of course, it found that 
local food stores sell less now as a result of their presence. Yet Wal-Mart is a consumer choice. 
Wal-Mart brings economies of scale and scope along with vertical integration in transportation, 
storage, delivery, order taking, assortment of goods, financing, etc. that are simply not possible 
for small local food stores. In other words, Wal-Mart is more productive and efficient. We seldom 
question when a factory is outdated and needs to close being unable to compete with more 
efficient producers who have access to more modern equipment, technology and people. Yet in 
this 21st century, we still adhere to the quaint notion that small retailers are part of our nostalgic 
past and heritage and need protection from retail giants like Wal-Mart to survive as this study 
suggest. This is not to say that the Wal-Mart effect is all positive. There are, of course, 
unintended negative consequences of a Wal-Mart presence in any market. However, this study 
did not look at such unforeseen effects but mainly the effect on sales of local food stores, which 
was highly predictable. Why would Wal-Mart enter a market and invest large sums of money if 
not to take market share from existing local food retailers? 
 
“A Scene at Stewart’s” (1869), US Economist and Dry Goods Reporter, June 22, p. 2. 
 
Ascoli, Pete M. (2006), Julius Rosenwald The Man Who Built Sears, Roebuck and Advanced the 
Cause of Black Education in the American South, Bloomington, IN: Indiana University Press. 
 
Ashley, Edward E. Jr. (1929), "Mechanical Equipment of the Department Store," The 
Architectural Forum, Vol. 50 (June No. 6), pp. 921-934. The author discusses vertical 
transportation, heating and ventilating, conveyors and pneumatic tubes, lighting and electrical 
work and other mechanical equipment needed to operate such large stores in the late 1920s. 
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Ashley, Edward (1933), “The Well-Equipped Store,” The Architectural Forum, Vol. 58 (May), 
pp. 404-408. 
 
Asher, Louis and Edith Neal (1942), Send No Money, Chicago: Argus Books. The story of Sears 
Roebuck from its beginning to the time Richard Sears resigned on November 21, 1908. Asher 
was the advertising manager and a close associate to Richard Sears. The book is not too deep in 
historical analyses and reads more like a tribute to Richard Sears as an advertising genius and his 
merchandising skills. Nevertheless, much can be learned from this book such as branding 
(Seroco), loyalty plans (p. 66, 69; 68 for B2B), segmentation (A customer, p. 56), B2B channels 
relationships (p. 108), employee benefits, vertical integration (factory owned by Sears or having 
stock ownership), logistics, pricing issues, internal politics, branch opening (TX in 1906), 
catalogue printing, first as a spin off then returned, ethics (electric belt, p. 62, ED/ND p. 62), 
grocery selling (pp. 85-86), channel conflict, Iowaizing―rewarding customers to seek new ones, 
and so forth. Sears had sales of $53m in 1907, the largest in the USA, and all were mail order 
sales. This shows that Chandler and company at Harvard, with their fixation on the manufacturing 
sector missed the important point that Sears actually contributed to the growth of the 
manufacturing sector (see p. 24, 28, 29; stoves–100k in 1903, sewing machines, bicycles, hats, 
guns, shoes, etc.). I was hoping to get more information on the restructuring of the shipping of 
orders, with orders coming in at a rate of up to 100k per day with many returns! After reading 
Chandler’s (1962) Strategy and Structure in which he cited this book, I thought much information 
on this issue was in this book. However, Chandler was incorrect when he said it was established 
in 1906 while Drucker said it was in 1903. One had to read carefully what Asher was saying. In 
early 1906, the business was moved to a new 40 acre plant, which implies that the new system of 
shipping had to be operational prior to that period (p. 119). “O.C. Doering and his assistant, John 
Meier evolved an organized shipping schedule. Mixed orders were the chief problem (p. 123). “In 
1906, Doering and John Meir worked out a system of assembling, packing, and shipping orders 
on an exact time schedule that cleared the shipping room of its unholy mess. The department was 
given a 15 minute period of grace to get the merchandise down. If it was not received by that 
time, the order went forward and the balance was shipped later. When the shipping schedule was 
inaugurated, Sears addressed the meeting of department managers assembled to hear the new 
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