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Earth's E'yerybodv's Store
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call It Everybody's Store. And that's
THEY right, for It seems thnt everybody In

and around Colombia, Missouri, trades at the
, ,o Victor Bartb Clothing Company.. Of course It

y, has taken time to build this reputation and
to every one-wa- nt to trade there but It

takes time to build a real, permanent busl-Bos-

And It Is these jtermanent businesses that
cpunt for the most. Those that are built "over night"
are usually built on principles that won't stand the
test of years.

The Victor Barth Clothing Company began long
ago. Away back In ISfiS two loys from Germany

Joseph and Victor Bartb a little store on
one of the main business corners of Columbia. And
today It Is Rartb corner the same location, but a
big gray brick building stands In place of the little
room that saw the meager start.

Since 1SCS there have come, of course, many
changes In the business policies of the Itarth store.
Naturally merchandising must change with time.
And because the men in charge of the business
could see the changes that were demanded and meet
them, the store has grown. Today there are too
many stores managed on the same plan by which
they were started. The merchant has failed to un-

derstand that a store must advance as the customer
and his demands advance.
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We know custo-
mers will pardon
justifiable pride in this
achievement of a half
century of service to
the people of this
community. v
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the Victor Barth Clothing Company.
"Everybody's Store" Is the Barth advertising

slogan. The foundation for this slogan was built
by two who came from Germany otod studied
the ways of the American people and who studied
the demands of the American people. It was work
to build this slogan, this foundation, nnd it is Just
as hard to keep the slogan true as it was to build
It

In 1910 there came the new store with 120 feet
Of display windows. Service, advertising and the
proper display of merchandise were made easier,
and at the same time, made better. An expert

trimmer keeps the display windows constant-
ly on the sales force, and this display plan has been
followed out through the entire store. un-

derwear, clothing, hats, ties, caps, overcoats In fact
almost everything in this store is displayed to the
possible customer even before the salesman has the0 opportunity. With Mr. Barth It's the old story of
"goods well displayed are half-sold- policy Is
to do away with old boxes and sell the goods. And
a trip through the store will prove to themost con-

servative merchant that this policy Is the correct
one. It has worked for him and it will work for
other merchants Just as successfully.

Many clothing stores, when they reach the size
of the Victor Bartb Clothing Company, forget the
children. The merchant the "pull" the chil-

dren have at borne. He forgets that when the boy
comes to a store for a new suit, his mother or father
nsually conies along. Many merchants lose sight of
this valuable advertising that of getting the parents
into the store.

But Barth's store is- "Everybody's Store." And
MK Barth hasn't forgotten that the, boys of Colum-
bia and surrounding territory belong to the "Every-
body" class. And. incidentally, he hasn't forgotten
that his employees are salesmen real salesmen who
sell service ns well as merchandise. He know that
to get the boy into the store is to get the parent
In the stcre And to get the parent .in the store
Is only opening up opportunity for his sales-
men. It gives them an opportunity to make another
regular customer.

.Practically all boys like to read. They like to
read boys' books. And on that basis Mr. Barth has
started n plan to get the boys interested In his store.
A new department was added. It was a library
and free to the boys. Oh yes, of course, the boys
were asked to buy their new suit at this
store. But boys always have to have new suits.
Iiy getting It at they have the privilege of
reading hundreds of books such as the Bacer Boy
Series, Dasbaway Series and the Baseball Joe Series.

It was a new way of advertising "Everybody's
Store" and not an expensive one either. The 1-

RULES

ht. As a member you are entitled to
the uie of one book at a time

2nd. Each book it to be taken out for
a period not exceeding ten days.

3rd Books must be kept in good con-

ditionclean and sanitary
4th. --Always bnng this card with you.

VICTOR BARTH CLOTHING CO.
leer) tnTjUtftSfn'

BEVEBSE SIDE LIBRARY MEMBERSHIP CARD

brary was started with 150 books. Of course more
will be added each season. This will be necessary
becausein a year's time many boys will read a large

of books. Many of the books are in sets or
series and each season the new ones will be added.

It wasn't any trouble to advertise the library.
Regularly each week the Barth advertisements ap-
pear In all the local newspapers. At the top of each
ad one usually flnds the slogan "Everybody's Store."
But when the new library was added, tMs slogan
was changed for a week to "This store Is also the
little man's store," and the ads. Instead of telling
about clothing for men, told about the new library
for the boys and the boy's clothing.

Each boy who buys his suit Is given a member-
ship card to the library. Members .are allowed to
take out only one book at a time and the time limit
is ten days. In a little note on the back of the
membership card the boys are asked to keep the
books clean nnd are reminded that they must
bring the card when they want a book.

Naturally every boy who becomes a member of
the library club becomes a personal advertiser to

ttt.

Ills

the other boys. in less
than thirty days the club
had a membership of over
fifty boys. One young-
ster read ten books in one
week. Another boy came In
for a suit but was unable to
find his size. But the boy

that be must have
some klad of' a suit for he
wanted to belong to the II
hrary ciuh. Ofcoure Mr.
Bartb gave him a card, and
when be left thestore he was
a member, waiting; for his
suit-t- o come. from the aaanu- -

;T "- -, facturer. TSe raeraoersnlp
feK card Is seed1-- ' tot twelve- -
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Read what a Journal
Rational circulation

says about a leading
Columbia business,
house.
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Another policy ttt the Barth store is
to keep the stock new and "at the same
time complete. The Illustration here
shows the system used in the hat depart-
ment and is typical of used
throughout the store.

The hat stock of course Is kept In big-glas- s

hat cases and the reserve stock In
boxes on the second floor. These show
cases contain one hat of every style in
stock and one of each size. A "stock
book" keeps the manager of this depart-
ment Informed on the reserve. When a
new shipment is received from the manu-
facturer, a complete record Is placed In the
stock book even down to the exact number
of each size. The name of the firm, lot,
the numlier of the hat, the color and so
on are listed under the proper column. It
will be observed that a private stock num-l- er

is given each hat. This' enables the
manager to tell Just what season a hat was
received. As U shown In the Illustration,
the spring straw shipments opened with
No. 177.

In connection with this book Is used a
double ticket which Is stuck in each hat
when It Is placed In the case. When the
hat Is sold, the longer part of the sticker,
or stub, fs torn out and stuck on a file.
This stub shows the stock of the
bat and the size that was sold.

Every morning the manager takes
these stubs from the file and checks the
hats off of the stoct book. The checking
Is simply putting a circle around the
size sold. The illustration shows that No.
T of lot No. 175 has been sold. These stubs
are then taken to the reserve stock room
and it is very easy to get duplicates of
the hats that were sold the preceding day.

Invoicing Is made easy for It can all
be done from the book. And for "fill In"
orders a glance at the numbers that have
rings around them tells Just what you are
out of and saves pulling through each box
or handling, each bat.

If a eWomer likes a certain style hat
and his size Is not In the case, a glance
at the book tells whether or not it can be
found In the reserve. And when a season
Is over the book shows what styles and
sizes have been the popular sellers. This
enables the manager to buy Intelligently
the following season. Another feature of
the Barth store Is Its "personal" adver-
tising and the personal shown by
the salesman toward the customer. This
Illustration is of an advertisement used by
the Barth store. It shows both the style
of advertising, which Is unique, and also
the personal touch of the salesman. The
advertisement was written by a former
student who attended the University of
Missouri and is based on the actual ex-

perience of the writer.
The success of this great clothing store

is based not on new Ideas, alone, not on
good advertising alone and not on superior
.salesmen alone. Tls true there are these
but there are also many other plain, erer- -

day business principles principles rrery
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Library for Boys
The Barth Store announces the addition of a new

feature to in Bojr "Tie Bor' Free Librur," a ser-

vice, we believe, that will br the bort
theauelvet tnd by ptrcnti who desire rplendid reading material tor

their children.

Beginning tomorrow, every purchaser of a boy
suit at this (tore will be entitled to one year's raembenhip in tii
IiDftrr. The boy easy read at many books a he- - Ukec a card will

be given to him entitling him to the use of the library for one year
from date of ha purcoate.

The bootii the library are all by well known authors. The
--objects are new and will interest the bovt ia the proper way.

,Look over these books at once. Boytl '
Become a member without delay.

Parents are ionted to inspect the library at their earliest con-

venience

Here Is (anal Ex el d bocks sow la th Butb Free Ubcuy fee
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merchant knows but Just doesn't push them through.
In that case it Is his fault, and his fault alone.

A well-know- n advertising man once visited the
store to study Its methods. Arid this was his con-
clusion: "I realize the secret of the store. It Is
more than Steln-Bloc- or Society Brand, or Sopho-
more or Fltform It is sentiment In business. It
is humanized business. It Is business with the
"cold left out."

Every merchant has the same opportunity.
' i

Written by . Harrison Brown,
M. U. '14, now assistant Manager
Merchants' Trade Journal.
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