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CHAPTER I

THE MANAGEMENT 1911-1929

INTRODUCTION

The tremendous growth of big business was an out­

standing feature of American history in the latter part 

of the nineteenth and early part of the twentieth centuries. 

America’s big companies grew ever larger, and with this 

growth in size, their significance in the American economic 

scene became increasingly important. As a result, begin­

ning about 1920 historians began to focus their attention 

upon this phase of economic activity, and a new academic 

field was developed—business history. Norman S. B. Gras, 

who was given the Isidor Strauss Chair of Business History 

at Harvard University in 1927,^ has undoubtedly been the 

outstanding business historian in this country. Two years 

previous to this time, the Business Historical Society was 

founded at Boston and was served by the excellent Baker 

Library. One of the best known business histories is 

Ralph JI. Hower’s History of the Macey’s of New York. 1858- 

1919. Another well known business historian is Arthur H.

^Directory of American Scholars, p. 319.
g
Ralph M. Hower, History of llacey’s of New York. 1858- 

1919 (Cambridge, Massachusetts: Harvard University Press. 
1943). *
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Cole, former associate editor of The Journal of Economic 

History, whose best known contribution to the field is 

American Wool Manufacture, which was published In 1926 

Nearly all of the studies in business history thus 

far have been concerned with big business. Snail busi­

ness which has played a significant role in American econ­

omic history has been singularly neglected, and a demand 

has arisen among all historians interested in the field for 

more studies of small businesses. This history of Patter­

sons’ store will represent such a study.

THE STORE HI 1911

Pattersons’ department store is a pioneer retail 

establishment in the Mid-western town of Findlay, Ohio and 

has served the community for a full one hundred years. The 

store celebrated its one-hundredth anniversary in October, 

1949. The year chosen for tho commencement of this history, 

1911, marks the entrance Into the firm of Arthur D. Patter­

son, the present general manager and grandson of the origi­

nal founder. During his managership, this establishment has 

changed from a small-town dry goods store to a modem small

^Arthur H. Cole, American Cool Manufacture (Cambridge, 
Massachusetts: Harvard University Press, 1926). A more 
recent work by Cole, in joint authorship with Harold F. 
Williamson, is The American Carpet Manufacture, A History 
end an Analysis (Cambridge. Massachusetts: Harvard Univer- 
sity Press, 1941)•
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city department store.

Findlay was in 1911 a rather staid and settled com­

munity situated in the midst of rich agricultural and once- 

rich oil and gas fields.4 It was (and still is) the county 

seat of Hancock County,® and to it farm folks in large num­

bers made their weekly shopping trips, especially on Sat­

urday nights. Thus, even though census records show a 

slight decline in the city population between 1900 and 

1930 (thereafter the population increased gradually through 

1950), Pattersons*  could count on farm trade from the sur­

rounding area to maintain a consistently large market for 

its goods.®

^acts About Findlay (Findlay, Ohio; Chamber of 
C ommerce, 1935), . 1 •

5Ibid.

®U. S. Census records show a decline in Findlay for 
population from 1900-1920. Since 1920, there has been a 
gradual increase in each succeeding decade. (U. S. Depart­
ment of Commerce, Bureau of Census, Population, Volume I: 
Number of Inhabitants [Washington, D. C.: U. S. Government 
Printing Office, 1940|), p. 829.

?C. U. Patterson, nEarly Merchandising,tf (unpublished 
paper, n. d.), p. 3.

The store in 1911 occupied the same site in Findlay 

that it had for the past forty-five years, a busy northwest 

corner at the intersection of Hain and Sandusky Streets.? 

This location, two blocks south of the Hancock County Court 

House, is on the main street of the town, which is also a * 5 
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well travelled national highway, route 25, more familiarly 

known as the Dixie Highway.® As a business location, Pat­

tersons’ was and still is well within the hub of the busi­

ness activity of the town.

Located thus, the store became a familiar sight to 

the residents of the community. The front of the store 

faced east on Main Street, and the south side ran along 

Sandusky Street to an alley at the rear.$ There were two 

wide display windows on the twenty-seven foot store front, 

with a single door exactly In the middle. There was also 

an additional narrow display window on tho south side of 

the building at the front corner. The store occupied all 

three floors in the building, but the third floor was not
10quite as large as the other two beneath it. The exterior 

finish was of light brick unembossed in the front except 

for the hame "Pattersons’" in approximately two feet gold 
letters over the entrance.^

®Facts About Findlay, p. 1 .

9Photograph of the store in 1911, In the possession 
of Arthur D. Patterson, Findlay, Ohio.

^Personal interview with Arthur D. Patterson, Hov- 
ember 11, 1949, Findlay, Ohio. Blue prints for the expansion 
of the third floor in September, 1941 showed the width of all 
three floors to be approximately twenty-seven feet. The first 
and second floors were approximately two hundred feet long, 
but the third floor was only one hundred and fifty feet long.

HPhotograph of the store in 1911, in the possession 
of Arthur D. Patterson, Findlay, Ohio.
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Inside, Pattersons*  appeared as a typical small town 

dry goods store with merchandise distributed over the three 

floors in eleven separate departments.^ Calking up and 

down the aisles of the first floor, one might notice hand­

kerchiefs, dress goods, table and bed linens of various 

kinds, and even jewelry. Visitors were encouraged to as­

cend to the other floors in an elevator, a convenience of 

many years standing at Pattersons*.-^®  Yemen’s and children’s 

ready-to-wear, corsets, and lingerie were to be found on the 

second floor, and carpets were featured on the third floor. 

A typical purchase in these times might have been dress goods,

•^Departmental records of Pattersons’ for 1911 prepared 
by A. D. Patterson include the following list of departments: 

Department A. «

Department 
Department 
Department

B. .
C. .
D. .

Department 
Department

E.
F.

Department

Department H.

Department
Department
Department

I.
K.
L.

Domestics, bedding, wash goods, 
linens, and patterns
Uoolen piece goods
Silks and rayon piece goods 
Neckwear, scarfs, laces, ribbons, 
and handkerchiefs
Notions
Komen’s and children’s hosiery and 
knit underwear
Handbags, jewelry, gloves, umbrellas, 
toilet and sanitary goods
All women’s and children’s ready to 
wear goods
Millinery
Corsets, lingerie,' and infant’s wear 
Floor coverings, curtains, and 
drapery fabrics

G

«

♦

♦

•^Personal interview with Arthur D. Patterson, January 
25, 1950, Findlay, Ohio. There are no records of the date of 
the installation of the elevator, but "r. Patterson estimated 
it as being in the 1880*s.

^■^Departmental records of Pattersons’ in 1911. 
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sewing supplies, or even a ready-made dress to wear on 

Sunday,

In view of the nature of the merchandise, it is 

not too difficult to understand why the preponderance of 

customers was feminine, lien were occasionally seen at the 

counters, but mainly in the capacity of escorts or account 

settlers.^® It is not surprising then, that the largest 

sales folume in 1911 was in the women*s  accessories, followed 

closely by woolen piece goods,1® Actual store records for 

this year were destroyed; but according to the best avail­

able estimates, the total sales volume for the entire 

store was approximately 0150,000.17

THE MANAGEMENT

At the helm of the firm at this time were three 

partners, all of the founding family. Pattersons*  were 

proud of the fact that the store had been continually 

under the management of their family for the entire sixty- 

two years of its history. The three partners were Joseph

l®Personal interview with Arthur D. Patterson, Nov­
ember 11, 1949, Findlay, Ohio.

^®Profit and loss records of Pattersons*  taken by 
departments for 1912-13. Tho records of 1911 were destroyed.

l?Personal interview with Arthur D. Patterson, Nov­
ember 11, 1949, Findlay, Ohio.
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S. Patterson, the original founder of the store, and his 

two sons, Charles W. and Frank T. Patterson.^-® Red-bearded 

Joseph Patterson was a well known figure in the community. 

He had actively engaged in merchandising since approximately 

1846 and had participated in community life in such ways 

as serving on a military committee during the Civil Uar.* 9 

His oldest son, Charles, had first entered the store after 

his father took him out of college during the adverse condi­

tions of the panic in 1873.®® He was made a member of the 

firm in 1880. The younger son, Frank, began working in 

the store immediately after he was graduated from high 

school and was made a member of the firm in 1886.®^ At
oo

that time each man held a one-third interest.

3-® Pat ter sons*  Seventy Fifth Anniversary Pamphlet 
(Findlay, Ohio, 192!4), p. 6. Personal interview with A. D. 
Patterson, March 31, 1950, Findlay, Ohio. Personal Interview 
with T. V. Patterson, March 31, 1950, Findlay, Ohio.

^®C. V7. Patterson, "Other Days in Findlay,” (unpub­
lished paper read before the "Up to Date Club," Findlay, 
Ohio, March 30, 1922) p, 30 . J. S. Patterson served on a 
local (Findlay) military committee, and he also aided the 
families of soldiers who were away in the war. Personal inter­
view with A. D. Patterson, May 19, 1950, Findlay, Ohio.

^Article in The Republican Courier (Findlay, Ohio), 
October 13, 1949.

21personal interview with A. D. Patterson, March 31, 
1950, Findlay, Ohio. Personal interview with J. V. Patterson, 
March 31, 1950, Findlay, Ohio.

22Personal interview with A. D. Patterson, Hovembsr 
11, 1949, Findlay, Ohio.
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In 1911, the grandsons, young Arthur D. Patterson 

and hi3 younger cousin, Joseph V. Patterson, entered the
23store as clerks. Arthur had been graduated recently 

from Amherst College in Massachusetts and had thought of 

a legal career, but he complied with his father’s wishes 

instead and entered the store. ”Joe and I began as 

clerks,” he recalled, ”1 worked in the dress goods mater­

ial department, while he Joseph was in the bedding de­

partment, Our salary was ten dollars a week.”25

Frank and Charles Patterson were in actual control 

of the management of the store at this time, because their 

father had been suffering from the effects of a serious 

illness for several years.* 25 26 This illness had left his 

mind unclear, and he never resumed full responsibility 

after its inception. ”He might call at the store in the 

morning,” Arthur Patterson remarked, ”and request the of­

fice secretary to add up the accounts payable and then re­

turn in the afternoon to repeat the request.”

2®Personal interview with A. D. Patterson, November 
11, 1949, Findlay, Ohio.

2^Ibid. (College diploma of A. D. Patterson from 
Amherst College, Massachusetts, June, 1911).

25Ibid.

26Ibid.

In April, 1913, Joseph Patterson died. His death 
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revealed a will drawn up six years previous at a time 

when he was suffering acutely from his illness,2? The 

provisions of the will ran as follows:

27fhe will of J. S. Patterson was drawn up in 1907. 
Probate Court Records of Hancock County, 1907, The will was 
filed on December 11, 1913.

28Ibid.

29Personal interview with A. D. Patterson, March 31, 
1950, Findlay, Ohio.

To Arthur D, Patterson, May II, Patterson (Jackson), 
and Joseph V. Patterson is given in the original plat 
of Findlay, Lot 16, being the store building of J, 8, 
Pattersons & Sons. All the rest of the property of 
the decedent, both real and personal, is devised and 
bequeathed to Charles W. and Frank T. Patterson, share 
and share alike.2®

As the provis ions of this will placed the ownership 

of the business property in the hands of the three grand­

children of J. S. Patterson, Charles Patterson became con­

cerned, because he feared that the grandchildren might 

sell all or a part of the property to an outside interest. 

On close examination of the will it was evident that there

was not even a provision whereby Charles might lease the 

business property. Thus, because the entire power of the 

property was in the hands of these youthful and inexper­

ienced grandchildren, Charles felt the business to be in a 

precarious state.2^ In addition, one of the grandchildren, 

May Patterson Jackson, had married into the family of one 

of Pattersons*  leading competitors. The Jackson Company, 
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a department store situated directly across Sandusky 

Street from Pattersons’. On these grounds, Charles, duly 

cognizant of his father’s mental condition at the time 

the will was filed, brought suit against the beneficiaries 

of the provisions of the will to obtain ownership of the 

business property.®® While the suit over the will was in 

progress, a compromise was sought among the partners. Charles 

felt, however, that May Patterson Jackson was being in­

fluenced by her husband, the Patterson competitor, and no 

satisfaction was achieved.5^ The first court decision was 

in favor of Charles, but this was appealed by the bene­

ficiaries, and the settlement was left indefinite.®2

®0Charles W. Patterson v. Arthur D. Patterson et. 
al., 18571, Court of Common Pleas, Hanco*ck County, Ohio, 
Docket 66 (August, 1914).

®3> J os eph V. Patterson et. al. v» Charles W. Patter­
son, 18571, Court of1 Common Pleas, Hancock County, Ohio, 
Docket 66 (August, 1917).

52Ibid.

®®Service records of A. D. Patterson, World War I. 

®4Personal interview with A. D. Patterson, November 
11, 1949, Findlay, Ohio.

I

At the entrance of the United States into the First 

World YJar, Arthur had been called into the army as a re­

serve officer,®® and his cousin, Joseph, enlisted as a 

private.34 Both were called home from the army in the 
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summer of 1918 to participate in the will controversy 

which still raged between their fathers.35

35Personal interview with A. D. Patterson, November 
11, 1949, Findlay, Ohio.

3®Personal interview with Arthur D. Patterson, March
31, 1950, Findlay, Ohio.

An extra-legal settlement was finally arrived at 

whereby the grandsons, Arthur and Joseph, each deeded their 

one-third share of the business property to their respective 

fathers. Hay Patterson Jackson sold her one-third share 

of the property to her father, Frank, and to her uncle, 

Charles, so that each received an equal part.3® The re­

sult of this compromise gave a fifty per cent share of 

ownership of the business property each to Frank and Charles. 

The sons returned to their posts and were subsequently 

sent overseas. The firm continued on a more amicable basis 

thereafter.

The 1911-18 period, thus, seemed to be one of tur­

moil. It marked the absorption into the firm of the younger 

generation in the family, and, as has been seen, it also 

witnessed the death of the original founder of the store, 

Joseph Patterson. The noxt era in the store’s history be­

gan in 1919 when a definite division of the firm took place. 

This date also signified the final chapter of the will 

controversy.
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On November 1 of that year, a completely new part­

nership was formed, but it still retained the family man­

agement principle. The compromise partnership between 

Charles and Frank was dissolved, and all interests were 

sold to Charles.3^ Charles thereby won immediate poss­

ession of the business, all stocks of goods purchased in 

addition to those already in the store, and all other assets 

of the firm.

Since Charles Patterson wanted to stay in the re­

tail business and Frank intended to sell out, a new lease 

was arranged between the two to give Charles the complete 

and immediate control of the business property.38 The

^Dissolution of the partnership of J. S. Patterson 
and Sons, November 1, 1919. A summary of the provisions of 
this dissolution is as follows?

The partnership of F. T. Patterson and C. U. Patterson 
operating under the name of J. S. Patterson & Sons is 
dissolved. F. T., the second party to the agreement, 
sells and disposes all interests to C. W. Patterson, 
the first party, on the following terms*
(1) C. W. Patterson Is to have immediate possession of the 
business for cash payment, note, and deed of conveyance
as settlement.
(2) He shall have all stock of goods, including goods 
purchased, whether in transit or not, furniture and fix­
tures—except the elevator and heating plant, all accounts 
and bills receivable, and other assets of the firm, ex­
cept United States Bonds and war savings stamps—to be 
equally divided.
(3) No amounts due and payable for taxes and assessments 
or any other obligation of said J. S. Patterson & Sons 
are included in the sale.
(4) The lease belonging to J. S. Patterson & Sons, once 
owners of the building shall be cancelled.

38Lease of C. W. Patterson and Son by Frank T. and 
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lease also gave the right of renewal at expiration.

In July, 1920, a partnership agreement was drawn 

up between Charles and his son Arthur.®9 In this agree­

ment, the two men acknowledged the new partnership as ex­

isting since November of the previous year, and they agreed 

further to operate under the name cf C. V/. Patterson and 

Son. As a result of this new agreement, Charles Patterson 

held a two-thirds interest, and his son received a one- 

third interest. The profit sharing was to be in the same 

two—thirds-to-one-third ratio in additidn to an annual

Charles W. Patterson, November 1, 1919. Lease in posses­
sion of A. D. Patterson, Findlay, Ohio. A summary of the 
lease is as follows:

C. W. Patterson and F. T. Patterson lease to C. W. 
Patterson and Son--tho premises of Lot #16 in the ori­
ginal plat of Findlay, Ohio, now occupied by the busi­
ness room used by J. S. Patterson & Sons, and the room 
occupied by Turner and Crosby, and the rooms over them. 
The said property was not to be used for unlawful or 
a more hazardous purpose than then being used.

This lease gave the right to make any improvements, 
alterations or repairs desired, as long as it didn’t 
impair the safety of the building. The lesees were 
to bear all expense so occuring.

The lease was to continue for five years with a 
fixed annual rent payable to C. K. Patterson and F. T. 
Patterson equally.

The firm of C. K. Patterson &, Son was to have the 
privilege of renewing the lease at Its expiration, 
which done November 1, 1923, was purchased at that 
time.

®9Partnership agreement of C. U. and A. D. Patter­
son, July 2, 1920, in the possession of A. D. Patterson, 
Findlay, Ohio.
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salary of three thousand dollars for each.

The new firm had a number of obstacles to overcome.

One of these was that Frank Patterson had marked the re­

tail prices of all the items in his first floor depart­

ments in code letters. One of the first tasks undertaken 

by the new firm was to mark clearly all prices of merchan­

dise In figures so that the customers would know the exact 

cost without having to ask.4® Another handicap encountered 

by the new partners was that Arthur had never done any 

buying for his dress materials department on the first 

floor. Frank Patterson previously had managed the entire 

first floor and had insisted upon doing all the buying 

for it.4^- Arthur, who relied on his own judgment as well 

as his father’s greater experience, was soon able to over­

come this handicap.

The above mentioned difficulties were easily sur-
i

mounted, and the new partners became concerned with launch­

ing their business efficiently. As a measure of the suc­

cess of their efforts, both men received recognition from 

state and national organizations representative of the 

dry goods business. Arthur Patterson was selected as a

4OPersonal interview with A. D. Patterson, January 
25, 1950, Findlay, Ohio.

41Ibid. 
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delegate to the National Retail Dry Goods Association Trade 

Mission to England in 1921.42 "The mission had as its chief 

aim the investigation of lower costs of production in the 

British Isles," commented Arthur Patterson.^3 In repre­

senting Pattersons*,  he was selected as a delegate from 

the smallest store in the entire mission composed of approx­

imately seventy-five persons. 44 Charles Patterson was 

elected president of the Ohio Retail Dry Goods Association 

in the eighth year of its organization.45 in addition, 

he was elected a director of the Ohio Chamber of Commerce 

in 1922 and for two successive years thereafter.46

48Artlcle in The Daily Courier (Findlay, Ohio), 
March 30, 1921.

43personal interview with A. D. Patterson, January
25, 1950, Findlay, Ohio.

44ibid.

45Article in The Morning Republican (Findlay, Ohio), 
April 13, 1923.

46Article The Morning Republican (Findlay, Ohio), 
October 13, 1949.

Thus through the efforts of the new management, 

composed of Charles Patterson and his son, Arthur, the 

store began to be moulded into the modern form which it 

attained by 1949 at the time of its one hundredth anni­

versary. * 25



CHAPTER II

THE STORE GROWS UP—1911-1929

Patters (Mis’ new customers as well as Innumerable 

older ones have no doubt wondered many times about the pro­

cedures that have kept the old store at the corner of Main 

and Sandusky Streets successfully in business year after 

year. These same customers have probably also wondered 

about new methods and vogues introduced from time to time 

into the business and to what extent they have or have 

not influenced the operations of the store.

GENERAL BUSINESS POLICIES

Through its public relations, Pattersons’ has 

attempted to establish much good will in the community. 

As a result, charitable and patriotic causes were consis­

tently supported throughout the 1911-29 period. The store 

endorsed campaigns that kept the town "dry” and closed its 

doors during state Sunday school conventions to encourage 
participation in the parade.^*  Furthermore, during the First 

World War, store advertisements advocated the purchase of 

Liberty Bonds, the cultivation of Victory Gardens, and the

^Advertisement in The Morning Republican (Findlay.
Ohio), May 29, 1914. Ibid.. December 4, 1914. Ibid..
June 21, 1916. -------
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conservation of both food and fuel.2

Advertisement in The Morning Republican (Findlay. 
Ohio), March 23, 1917. Ibid.. October5,1917. Ibid.. 
April 15, 1918. Ibid., January 19, 1918.

3Ibid». September 20, 1911. Ibid., July 16, 1912. 
Ibid., November 11, 1914. Ibid.. May 4, 1915. Ibid., 
December 2, 1916. Ibid., October 1, 1918. Ibid.,' Novem- 
ber 28, 1923. Ibid., October 15. 1925. Ibid.. March 18. 
1926. ------ -------

4Personal interview with Kiss Gladys Ames, March 
17, 1950, Findlay, Ohio. Kiss Ames has been employed at 
Pattersons’ since 1924.

Advertisement in The Morning Republican (Findlay.
Ohio), July 13, 1917. Ibid.. September 20, 1911. Ibid., 
December 17, 1918. Ibid.. July 27, 1925.

To Increase its good will in the community, Patter­

sons’ attempted to formulate a fair and honest merchandising 

policy. The store made a point of selling commodities 

which were of high quality but in the moderate price range.3 

This was probably done because Findlay, as a Hid-western 

farm community, provided a market which required good 

quality but not necessarily luxury items.

This policy of providing quality goods for Fi&dlay 

was as consistently maintained as the opening of the front 

doors every morning at 8:30 A. M.4 In fact, Pattersons’ 

liked to refer to itself as the “home of quality” and fre­

quently reiterated this theme in Its advertising.5 In 

the early twenties before the heyday of advertising con­

tests in America, the store paid one dollar for the best
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essay on why their establishment had been known as the

"quality store” since 1849. This was the winning answer;

The reason why this store has been known as the 
Quality Store since 1849 Is because at that time they 
brought into business the spirit of the "Golden Rule" 
to deal with as would be dealt by. On that basis, 
they have built a business that will last.

This little essay was published in the local paper.* 7

^Advertisement in The Horning Republican (Findlay, 
Ohio), .July 27, 1925.

7Ibld.

8Ibid., October 3, 1913.

^Personal interview with A. D. Patterson, January
25, 1950, Findlay, Ohio.

In consistency with Its policy of fairness and

honesty in merchandising, the store attempted to promote 

a similar policy In regard to customer relations. Quality 

merchandising and fair dealing were stressed in the follow­

ing advertisement which appeared in 1913;

We are "finicky" about our merchandise, and every­
thing that crosses our counters bears an unwritten 
pledge that it Is right. But it is human to err, and 
things will go wrong, in which case bring your purchase 
back, and we will gladly adjust the matter. Sales here 
do not end with the passing of cash.8

In connnenting upon this phase of the store’s operation,

Arthur Patterson remarked, "We do not go along with Marshall 

Fields wholeheartedly in saying the customer is always right

We say that the customer is right until she starts to im­

pose too far."® Hr. Patterson illustrated his remark by 
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indicating the reluctance of the 3tore to accept returned 

lace tablecloths, for example, if they showed evidence of 

food stains or ready-to-wear apparel if it appeared to have 

been worn outside the store.

CUSTOMER CONVENIENCES

Pattersons’ customer conveniences appeared to be 

inextricably linked with sales promotion. There were some, 

however, which seemed to be classified more definitely as 

special aids or services for the patrons. One service 

employed by the store to increase sales as well as to pro­

vide opportunities for customer benefits and economy was 

the use of trading stamps which were given by most of the 

merchants of Findlay in return for cash purchases by the 

public.When the customer collected enough stamps to 

fill a book, he could redeem his book for gifts or premiums 

given by the stamp company. The practice of premium redemp­

tion was abandoned in 1911, however, since Pattersons’, as 

one of the leading stores in the town, hoped to gain a greater 

volume of business by redeeming the stamps in merchandise. 

Pursuant to this end, Pattersons*  gave patrons $3.50 worth 

of merchandise while other stores gave only $3.00 worth

10Personal interview with H. P. Coombs, Hay 1, 1950, 
Findlay, Ohio. Hr. Coombs was a former sales manager with 
the United States Trading Stamp Company in Findlay. 
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of merchandise for the books. The merchants in the town 

eventually banned the use of the stamps, because the local 

company, the United States Trading Stamp Company, had sold 

out to a larger concern. The new company, Sperry and 

Hutcheson, had disregarded the prevailing practice of re­

deeming the stamps for merchandise in the local stores and 

returned to the former practice of redeeming the stamps on 

a premium basis from the stamp company offices.

Pattersons’ was no exception to the local sentiment 

against the premium redemption plan, and the store Joined 

in the agreement among the merchants co end the use of the 

stamps on January 1, 1930. Pattersons*  expressed Its dis­

approval on small printed cards which for about six weeks 

prior to the date set for the abandonment of the plan were 

distributed tolcustomers as they entered the store.The 

store explained its action solely in terms of dislike of 

this premium redemption scheme in place of the former mer­

chandise redemption plan.

There were other methods used by the store to stim­

ulate trade and attempt to link special service features 

with its name. Most of these methods were adopted during 

the twenties. Among the practices subsequently adopted

^Printed statement in regard to the abandonment of 
the trading stamps by Pattersons*  on a two inch by four inch 
card.
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were cosmetic demonstrations for the customers in addition 

to free consultations with various cosmetic representa­

tives.^-2 The customers were also invited to seek advice 

on fashions from special agents of dross making pattern 

companies, to ask for suggestions on the latest millinery 

from specially trained millinerists, and to avail them­

selves of a corset fitting service aided by specially 

trained corsetiers,3.3 There were other diversified actlvi 

ties for the convenience of th? patrons, among the mere 

unusual being a luggage demonstration and a lecture on 

Oriental rugs deliverad by a connoisseur

One of the most significant customer aids which was 

designed to increase sales nas added in the twenties—a 

personalized shopping service.3-5 "Jane Orth” was tho name 

given to this mythical shopper, and for over a year she 

freely urged the Patterson customers to avail themselves 

of her aid by phone or mail.3-6 jjo other Findlay store

^Advertisement in The Horning Republican (Findlay, 
Ohio), March 23, 1922. Ibid.. October 31, 1923.

15Ibid.. April 13, 1922. Ibid., August 25, 1922. 
Ibid., February 13, 1922. Ibid.. April 4, "1923.

14Ibid., February 26, 1915. Ibid.. October 2, 1917

3-Abid., October 26, 1923. Personal interview with 
A. D. Patterson, January 25, 1950, Findlay, Ohio.

^Advertisement in The Horning, Republican (Findlay, 
Ohio), October 26, 1923. Ibid.. December 3, 1923. Ibid., 
February 10, 1924.
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used this customer convenience at this time.^? Pattersons*  

continued the idea of a mythical shopper but in 1925 changed 

the name of the shopper to Betty for no apparent reason.^-® 

Unlike **Jane  Orth,**  “Betty® wrote letters to the customers 

through the advertisements, and advised them what to buy. 

The use of the phone and mails for shopping was continued, 

however, whether advocated by “Jane® or “Betty.®

^Advertisement in The Morning Republican (Findlay, 
Ohio), November 2, 1923. ibid., November 28, 1923. Ibid., 
May 16, 1924. -------

18Ibid., October 6, 1925. Ibid.. October 15, 1925.

19Personal interview with A. D. Patterson, Kay 1, 
1950, Findlay, Ohio. (No charge account or credit records 
available for this period.)

20Ibid.

The facilities for extending credit to the customers 

were fairly limited during this period. The general use 

of long term credit had lessened, and the trading stamp 

practice had diminished the number of charge accounts 

to approximately half of the former number.^9 This prob­

ably occurred because customers who charged their purchases 

did not receive stamps. The use of installment buying was 

not too widespread, and lay-anay purchases were never en­

couraged.* 18 19 20 In general, Pattersons*  was gradually becom­

ing a cash store, although they never emphasized this fact. 

There were many customers from the surrounding rural areas 
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who were unable to pay their accounts as promptly as the 

urban customers, however, and this contributed to the con­

tinued use of fairly long term credit buying throughout 

this period of 1911-29.

Another customer convenience nas the delivery ser­

vice, which without additional charge made free deliveries 

twice daily to each end of town.®^ The use of horse and 

wagon was abandoned shortly before the, first florid Ear for 

that of a truck.®® During the war, Pattersons’ cut the 

service to a half time basis in consistency with the aus­

terity program adopted by most concerns.®3 After the war, 

the store resumed its deliveries twice a day to each end 

of town.

In general, the 1911-29 period was one of gradual 

Improvement in retailing methods. The growth of the store 

in regard to increased sales and to the addition of new 

departments was more noticeable after 1919, when the new 

partners had sole control of the establishment. Some pro­

gressiveness in merchandising became apparent, even though * * * 

®^Advertisement in The Homing Republican (Findlay, 
Ohio), October 4, 1917.

®®Personal interview with A. D. Patterson, Hay 1, 
1950, Findlay, Ohio.

®3Advertlsement in The Homing Republican (Findlay, 
Ohio), December 12, 1919.
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the old conservative policy was not necessarily abandoned. 

This progressiveness seemed to be evidenced in the intro­

duction of the various promotional schemes and customer 

aids, and in the employment of trained personnel. The 

conservatism was still apparent in the plain and direct 

wording of the advertisements that called attention to 

these services.

ADVERTISING AND PUBLICITY

"Readers spend more time with type than with any 

other element of the average advertisement," according to 

the authors Edwards and Howard in Retail Advertising an d 

Sales Promotion.24 25 With this in mind, a store such as 

Pattersons*  did well to prepare carefully its newspaper 

advertising.

24C. M. Edwards and W. H. Howard. Retail Advertis­
ing and Sales Promotion (New York: Prentice Hall, 1943), 
p. 3^27

25Personal interview with A. D. Patterson, March 17, 
1950, Findlay, Ohio. Personal interview with Doris Lytle, 
March 17, 1950, Findlay, Ohio.

For the greater part of this period, the advertis­

ing was under the direction and supervision of Arthur Patter­

son.2® In the twenties, he delegated some of the responsi­

bilities of this work to store assistants trained at the 

Prince School of Boston, but he continued to handle most 
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of the task himself.

A typical Findlay shopper would always know where

to find the advertisement of Pattersons* * in the local 

paper, for it was planned to coincide with the fashion or 

society page in each edition.®® How better could It at­

tract the attention of the woman shopper In Findlay? Occas­

ionally when Pattersons*  did not advertise in the paper, 

rural dry goods stores would happily occupy the exact 

space usually taken by the advertisement of the older store.®7 

Pattersons*  did not always have the most highly 

illustrated advertisements, but the improvement in format 

was great enough by the end of the period to have sur­

passed that of most of its rivals.28 In attempting to 

add readability to the advertisements, the store did not 

always include price offerings. At times, the advertise­

ments publicized general store policies, described store 

services, or announced demonstrations.®® Generally, the 

®®Personal interview with A. D. Patterson, January
25, 1950, Findlay, Ohio.*

^Advertisement in The Horning Republican (Findlay, 
Ohio), September 16, 1922, Ibid.. August 13, 1923. Ibid., 
January 28, 1922. Ibid., Kay 4, 1921,

®®Ibld«, February 22, 1911. Ibid., February 25,
1911. Ibid., December 6, 1921. Ibid., September 30. 
1924.

®®Ibid., February 16, 1915. Ibid., February 25,
1915. Ibid., December 6, 1921. Ibid., September 30, 1924.
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advertisements were varied enough to appeal to the readers, 

and the illustrations were more attractive than those used 

by the other dry goods stores in Findlay. Unintention­

ally in 1911, Pattersons*  enthusiasm injected a humorous 

note into the regular advertisement.- The caption accom­

panying an illustration of some Imitation alligator lug­

gage described it as being so nearly genuine that it would 

pass for the same "at only fifteen feet’s distance."30

30Advertisement in The Horning Republican (Findlay, 
Ohio}, July 28, 1913.

51Ibid.. February 17, 1911.

In the earlier part of this period, Pattersons’ 

presented rather terse and laconic advertisements which 

were lacking in illustrations. The following quotation 

is an examples

Pattersons*  Pattersons’

Special Clean Up Sale 
WOOL AND COTTON 

BLANKETS 
TODAY-------------- SATURDAY

See the Bargains®!

This type of advertisement was typical in 1911. It would 

always appear in the lower left hand corner of the pigs, 

and it was usually approximately six inches high and two 

columns wide.

By way of contrast to this sort of thing, Jackson’s, 

one of Pattersons*  leading competitors, generally featured * 51 
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advertisements from three to five columns wide which ex­

tended over half a page or more. The Jackson Store would 

scatter illustrations much more freely through its adver­

tisements, and they also contained itemized price listings 

consistently.32 One method used by Jackson’s to stimulate 

sales through its advertising was to feature one or two 

items such as fountain pens or a special cut of meat (for 

they also carried groceries) at a lower price for a limited 

time of thirty minutes or an hour in the morning. Before 

or after the special sale hour or half hour, the price 

of the said article would be raised to the normal level.®®

32Advertisement in The Horning Republican (Findlay,
Ohio), January 11, 1913. Ibid.. June 6,1913. Ibid.. Feb­
ruary 3, 1914.

5®Ibid., August 8, 1911.

As early as 1913, however, the advertisements of 

Pattersons’ began to show a transition from the succinct 

phraseology of 1911 to a style which showed more careful 

preparation and greater length. This transition revealed 

a change, which seemed to de-emphasize actual price list­

ings in the format, and place a new significance on quality 

merchandise and on styles or fashions. The following ad­

vertisement, although still somewhat terse, is an example: 

The House of Quality
A New Fashion Season Brings Exclusive Displays of Fall Attire 

A Wonderful Exhibit
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of Foremost Designers 
Creations Awaits You 

Here.34

Regardless of changes in format, a conservative 

policy was ever present in the advertising. In 1913, for 

example, a Pattersons’ advertisement encouraging Its patrons 

to participate in a January clearance sale read as fol­

lows*

We are going to crowd the store with satisfied 
buyers as never before, and we earnestly invite you 
to be one of them. You can make no mistake in buying 
at this sale.35

This was in marked contrast to an advertisement of a rival 

store on the same day:

You ought to be bumped good and plenty if you do 
not attend our January clearance sale, that is if 
you want to save money.36

Though retaining conservatism, the advertisements 

became more elaborate and wordy by the twenties. The fol­

lowing example, which was presented in 1921, illustrates 

this change:

DO YOU REALIZE HOU MUCH

RETAIL PRICES HAVE COKE DOWN

SINCE LAST OCTOBER?

34Advertlsement in The Horning Republican (Findlay, 
Ohio), September 18, 1915.

55Ibid.. January 25, 1913.

36ibid.,
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It took two years of war and a year and a half more 
to run prices up to their highest point. No one ex­
pected price deflation to be so rapid. In this store 
prices are lower. We have met every drop in w&oTesaXe 
prices ift'b a corresponding one in our retail price. 
Come and see for yourself. Compare our prices,®*

This statement was coupled with long lists of prices for 

every department of the store.

In addition to newspaper advertising, one of the 

most important means at the disposal of a department store 

to attract attention and to arouse customer interest is 

the intelligent use of its display windows. Located as it 

was on a busy corner, the store found its two windows 

on either side of the front door a constant source of atten­

tion. Pattersons*  was often more conscious of its windows 

than the other stores, and it was probably the only store 

in town which called attention to its window displays in 

newspaper advertisements as frequently as it did.®®

In the 1911-29 period, a regular member of the store 

staff devoted his full time to the window displays and to 

the Interior decorations as well.®9 The interior decorations 

were changed seasonally, but the window displays were changed

^Advertisement In Th© Morning Republican (Findlay.
Ohio), October 21, 1921. —------------

38’ 1,1 ■' “
Ibid., February 17, 1915. Ibid., September 30,

1915. Ibid.,. November 9, 1915. Ibid.. October 20, 1915.

39Personal Interview with A. D. Patterson, February
10, 1950, Findlay, Ohio.
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more frequently. The central feature in the window displays 

was undoubtedly ready-to-wear items that were accompanied 

by appropriate accessories. "During the twenties, Patter­

sons*  was a leader in window decorations in Findlay,” said 

Mr. H. C. Walker, local decorator, who later trimmed those 

very windows himself.40 Mr. Walker also implied that 

Pattersons*  windows were more carefully planned and arranged 

than those of the other stores. This undoubtedly attracted 

more appreciative interest from the shoppers.

40Personal interview with W. J. Walker, May 1, 1950, 
Findlay, Ohio.

43»Editorial In The Morning Republican (Findlay, Ohio), 
October 16, 1911.

SALES PROMOTION PLANS

No small part of the publicity was directed toward 

the development of sales promotional campaigns that were 

designed to stimulate customer interest in the store. With 

few exceptions, most of the promotional activities were 

conducted in the twenties after the firm reorganization.

One campaign, which was conducted by the store prior 
y

to 1920, was a co-operative venture with the Findlay busi­

nessmen and the local newspaper, The Morning Republican. 

This campaign was known as "Trade Week," and it had as its 

purpose the increase of business from out-of-town custo­

mers. 43. persons from the area surrounding Findlay were 
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encouraged to visit the town during this week to do their 

shopping, and as a special concession, they were asked to 

present receipts for'their purchases at the newspaper 

office.4® The newspaper would refund the railroad or inter­

urban car fares to the customer by a fixed schedule accord­

ing to the amount of purchases shown by the receipts. To 

insure that no long or unusual distance would be covered, 

the maximum round trip fare to be refunded was $1.20. To 

receive a refund for this ticket, the customer had to show 

a receipt for at least $20.00 worth of merchandise. The 

smallest round trip fare on the "Trade VIeek" itinerary amounted 

to twenty cents. To obtain this amount, a customer had 

to purchase $2.00 worth of merchandise. During this week, 

Pattersons*,  along with the other merchants, further tried 

to stimulate sales among local shoppers as well by offer­

ing sales in nearly all lines of merchandise.^S

Ar tide in The Morning Republican (Findlay. Ohio). 
October 17, 1911.

43special Advertising Edition In The Morning Republi­
can (Findlay, Ohio), October 13, 1911.

In 1919 one promotional campaign In the nature of a 

demonstration was conducted right outside the store. For a 

week passers-by were encouraged to walk over a length of 

floor covering placed on the sidewalk. At the end of this
► 4.

time, all were Invited to Inspect the piece, and to Judge * * * 
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for themselves as to how it had withstood this harsh treat­

ment.44 The test was repeated the following year with the 

same procedure used.45 Such a procedure undoubtedly sti­

mulated considerable Interest.

44Advertisement in The Horning Republican (Flndlav. 
Ohio), November 4, 1919. —---------

45Ibid.. March 11, 1920.

46Program for the "Style Playlet," March 17, 18,
1924, Findlay, Ohio.

^Advertisement in The Homing Republican (Flndlav. 
Ohio), March 18, 1922. —------------

During the twenties, fashion shows were a new feature 

of promotional advertising. In 1924 when the seventy-fifth 

anniversary of the establishment was celebrated, Pattersons’ 

collaborated with other stores and presented a style play­

let at the local movie theater. This playlet was divided 

Into three parts displaying morning, afternoon, and even­

ing clothes.46 The next day all dresses worn in the playlet 

were offered for sale at a twenty per cent reduction with 

millinery at a ten per cent reduction.47 * This playlet 

helped to establish the reputation of Pattersons’ as a 

"style center" for women’s clothing.

From time to time, Pattersons’ invited women to attend 

fashion shows held in the store. Models were selected from 

the regular employees or were representatives of various
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48 nationally advertised clothing lines. For these fashion 

pre-views, carpet runways were placed in the aisles of the 
y 

ready-to-wear department on the second floor. "This type 

of style show was never very important here because of the 

crowded conditions," remarked Arthur Patterson.49

4®Advertisement in The Morning Republican (Findlay, 
Ohio), March 24, 1926. Ibid., June 2, 1924.

40Personal interview with A. D. Patterson, Feb­
ruary 10, 1924, Findlay, Ohio.

50Advertisement in The Morning Republican (Findlay, 
Ohio), May 19, 1922. Ibid., May 31, 19§27 Ibid., May 26, 1926.

The sewing school was another type of promotional 

policy also adopted by the store during the twenties. Pat­

tersons*  claimed that this was the first time such a ser­

vice had been offered in a community the size of Findlay.50 

Any woman could avail herself of this service by register­

ing for the course for a small fee. This sewing school 

course lasted for approximately a six week period, and the 

store probably hoped to stimulate sales in the dress goods 

department simultaneously. An instructor was provided for 

the course, trained by a national service, and the classes 

were held in the store. As a result of this project, 

Pattersons*  became noted as a center of dress materials.

Pattersons*  did attempt to aid charitable causes 

with their publicity and promotional schemes at times.
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In the mid-twenties, its advertising in the newspapers and 

displays in the store invited Findlay patrons to bring in 

their old coats and receive a ten dollar credit towards 

the purchase of a new coat from the store as a glft.5^- 

The customers were assured that their old coats would 

be given to the Associated Charities of Findlay. There 

was no cash given for the old coats, but merely credit 

towards the purchase of a new coat. Again, Pattersons’ 

was a leader in promotional advertising, for no other store 

in town made the offer.51 52

51Advertisement in The Homing Republican (Findlay, 
Ohio), December 19, 1924. Ibid., December 91, 1924.

52Successive issues of The Morning Republican (Find­
lay, Ohio), December 19-24, 1924.

SALES VOLUME

One might wonder to what extent all these methods 

of retailing were influencing the over-all success and 

prosperity of the store. The basic end of all of the ad­

vertising, store services, and various other promotional 

methods was to increase the sales and business volume. It 

can be seen that the bulk of the schemes and ideas to pro­

mote sales were introduced following 1920, but these plans 

showed no pronounced increase in the total sales volume in 

a year to year analysis. Probably, more people were at­



35

tracted into the store by those methods, but this was not 

sufficient to show marked gains in either sales volume or 

profit. The real growth and increase in sales, therefore, 

came as the result of the wartime prosperity. The sales 

after the first World War remained above the pre-war level 

due probably to general business conditions and, the pre­

vailing high prices rather than to the promotional poli­

cies of the firm.

The sales volume of the store remained especially 

high in 1929. Perhaps the general economic conditions would 

have warranted a decline in sales during November and De­

cember, but this did not affect the sales at Pattersons’. 

Arthur Patterson endeavored to answer this with the follow­

ing explanation:

Strangely enough, 1929 was a peak year for us in 
sales volume. The merchants of Findlay chose January 1, 
1930 as the final date for the validity of the trading 
stamps previously in use. Since Pattersons*  gave $3.50 
in redeeming the stamp books and the other stores gave 
only §3.00, we did an almost unprecedented amount of 
business in cashing these books. In fact, we cashed 
over $8,000 worth of stamp books contributing appre­
ciably to our sales volume.33

^Personal interview with A. D. Patterson, November
11, 1949, Findlay, Ohio

PROFIT AND LOSS

Although records for the years preceding 1922 are

not available, records for the years of 1922-29 reveal a * 11 
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return, from the capital investment averaging approximately 

three per cent of profit.®4

The following graph charts the sales volume for the 

store in the 1911-29 periods

®4Proflt and loss records for Pattersons’, 1922-29.
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From the preceding graph, the answer to the general 

question of whether the store was growing or not can readi­

ly be seen. It certainly was growing and more than keeping 

pace with the times. Yet, was the store attempting to 

undersell competitors; and how was it faring with the chain 

store? A typical chain store had opened up in Findlay in 

1914 challenging the small home-managed stores.®® The chain 

store was advertised as an underselling store from the 

first, and a new note appeared in Pattersons*  advertising 

in answer to this challenge. It read as follows:

Inexpensive, but not cheap. Cheap means low in 
price; inexpensive means low in price, but high in 
quality. In other words, purchases at Pattersons*  
mean unusual values for the money. Such is our mer­
chandise.®?

The low point in sales volume for 1914 undoubtedly 

reflected some of the new competition offered from this 

store, but the general business recession of that year and 

the strife in the Patterson management over the will of 

J. S. Patterson probably contributed more to this drop.

Thus, Pattersons*  seem to have successfully met the 

challenge of the chain store with its underselling and mass 

marketing merchandising techniques. Though this chain

®®Advertisement in The Horning Republican (Findlay. 
Ohio), Hay 13, 1914.

57Ibid». September 24, 1914>
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store remained in business for quite a few years and was 

Joined subsequently by another, which also prospered, so 

did Pattersons*  remain in business and they too prospered.



CHAPTER III

THE EFFECTS OF THE DEPRESSION AND 
THE SECOND WORLD WAR

The Great Depression and the Second World Car 

affected almost every phase of the store’s operation. 

Generally speaking, Pattersons’ was in a moderately pros­

perous state at the end of 1929. Losses had not been un­

known during the twenties; but the gains for the period 

had been sufficient to show the partners an equitable re­

turn on their investment. It would be highly erroneous, 

however, to depict the store as a citadel of financial 

strength.

CHANGES IN MANAGEMENT

Managerially, Pattersons’ remained basically un­

changed throughout the twenty year period from 1929 until 

the death of Charles Patterson in 1946.3- Through the years, 

Arthur had assumed more and more of the full responsibil­

ity of the store until his father had reached a status of 

semi-retirement.* 2 But Charles had retained his Atwo-thlrds 

Interest in the firm, and his son’s share had been left 

3-charles W. Patterson died an March 14, 1946.
2‘'Personal interview with A. D. Patterson, November

11, 1949, Findlay, Ohio.
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unchanged.3 When the war called Arthur back into active 

army service, his father came out of semi-retirement and 

into active store service again,4 at the age of eighty­

seven.5

3Personal interview with A. D, Patterson, November 11, 
1949, Findlay, Ohio.

4Mr. Patterson was called into the service in Hay, 
1941 to serve as a lieutentant-colonel in the army. He was 
an executive officer in the Civilian Defense Program and had 
command of the fifth, sixth and seventh regional areas which 
included sixteen states. Mr. Patterson was in 1949 retired 
with the rank of colonel. (Service records of A. D. Patterson.)

c
MPersonal interview with A. D. Patterson, November 11,

1949, Findlay, Ohio.

®Personal interview with A. D. Patterson, March 17,
1950, Findlay, Ohio.

?Partnership agreement between A. D. and C. W. Patter­
son, February 1, 1945, Findlay, Ohio.

^Personal interview with A. D. Patterson, November 11, 
1949, Findlay, Ohio.

During an army leave, Arthur jovially reminded his 

father that he had never been made an equal partner since 

they had been in business.® Later, after he had returned 

to duty, Arthur learned that his father had immediately 

adjusted the matter. Henceforth, the partnership was com­

prised of two equal members.?

Prior to the War, Arthur had requested that his re­

turn to army service be delayed as long as possible; but 

to meet any emergency, he had drawn up a blueprint of 

operation to aid his aged father in managing the store.®
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He had worked out the plan in great detail and had con­

sulted other store employees to aid in the scheme. The 

plan did not serve its intended purpose, however. "After 

I had been gone only one week," related Arthur, "Father 

scrapped my entire plan and proceeded to run the store the
,, Q

way he wanted to."

During the interim that Charles Patterson assumed 

full responsibility for the store, despite his age he under­

took a remodeling and expansion program on the third floor 

which added fifty feet to the rear of this floor.10 Never­

theless, he more than welcomed the return of his son to re­

lieve him of his duties in management and again retired 

with great expectation and anticipation of the store’s one 

hundredth anniversary to be celebrated in 1949. His nintieth 

birthday was celebrated by nearly all of the businessmen 

of Findlay with a testamonlal dinner given by the local 

Chamber of Commerce in October, 1944.H He was a familiar 

figure around the town and especially attracted attention

9Personal Interview with A. D. Patterson, November 
11, 1949, Findlay, Ohio.

l°Blue prints of the third floor expansion program, 
September, 1941. U. J. Uarbentlen, Chicago, Illinois, arch­
itect.

^Program from the Testamonlal Dinner given by the 
Findlay Chamber of Commerce for Charles W. Patterson on his 
nintieth birthday, October 8, 1944.
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driving his electric cars to and from the store.3-2 it 

was with great regret that the firm of C. W. Patterson and 

Son announced the death of its senior partner in March, 

1946. His death brought to an end a long successful career 

in retailing in Findlay.3.3

Arthur now became sole owner-manager of the firm.

The rapid growth of the store since the war had placed 

additional and heavier demands upon him, and he realized 

the need of assistance in sharing the responsibilities of . 

management. In view of this need, a further change was 

effected in the firm. On February 1, 1949, a new limited 

partnership was drawn.'** 4 Into the firm for the first time 

in its history came interests outside of the family. Mr. 

A. L. Whistler and Mr. F. C. Remley were each allowed to
1 G

purchase a ten per cent interest. It is notable that 

Pattersons’ did not become incorporated at this time. 

Arthur Patterson explained, "One of the principal causes

^Personal interview with A. D. Patterson, November 
11, 1949, Findlay, Ohio. Charles Patterson had purchased 
his first electric car in 1911 and always owned one up to 
the time of his death in 1946.

3-Announcement of the death of Charles W*  Patterson 
by the store, March 14, 1946.

3-4Llmlted partnership agreement among Arthur D. Pat­
terson, A. L. Whistler, and F. C. Remley, February 1, 1949, 
Findlay, Ohio.

3-5Ibid. 



44

for not incorporating thus far has been to avoid the double 

taxation of that form of organisation and to present a more 

favorable investment opportunity to the two new partners,"!® 

Both of the new partners were already employed in the store 

and had an active interest in its future. They were termed 

special partners of the firm and were liable only for 

their ten per cent investment in the event of severe loss. 

The only additional change at the time of this new partner­

ship was the adoption of the firm name of "Pattersons" 

instead of the former name, "C. U. Patterson and Son." 

Arthur Patterson still retained the principal responsi­

bility and control, and in the agreement he was termed the 

general partner.

Mr. A. L. Whistler, merchandise manager since 1946, 

was now a limited partner in the firm. He was well educated 

and previous to coming to Pattersons’, he had worked at 

Taylors in Cleveland, LaSalle and Koch In Toledo and the 

J. B. Sperry Store in Michigan.* 17 Mr. F. C. Remley, the 

house furnishing manager, had been affiliated with Patter­

sons*  for fourteen years prior to the formation of the new

!®Personal interview with A. D. Patterson, May 1, 
1950, Findlay, Ohio.

17Personal interview with A. L. Whistler, January
25, 1950, Findlay, Ohio. Mr. Whistler obtained a master’s 
degree in history from Ohio State University in 1929.
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partnership

Thus, the firm moved on with three executives at 

the helm of its management. The greater part of the firm 

ownership has remained in the family, and its name still 

appeared on the store front as an obvious reminder.

The following chart diagrams the store organiza­

tion at the time of the most recent partnership agreement:

18personal Interview with F. G. Remley, January
15, 1950, Findlay, Ohio.



19Chart of store organization of Pattersons’, February 1, 1949, 
prepared by A. D. Patterson.
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PUBLICITY AND ADVERTISING

Changes during this twenty year period in the pub­

licity and advertising methods of Pattersons*  were not 

nearly as great as in the previous 1911-29 era; but certain 

important revisions of interest did occur. Pattersons*  cus­

tomers had been accustomed to rather attractive store dis­

plays both within and without the store. Their attention 

had been frequently called to both types of displays. In 

the past, a full time store employee had taken charge of 

arranging these displays.20 During the Second World War, 

however, all such personnel had been drafted into tho ser­

vice, and the store made a new arrangement. It contracted 

for the Walker Display Service, a local firm, to trim its 

windows and handle all the decorations and displays inside 

the store.2^

20Personal interview with A. D. Patterson, March 31;;— 
1950, Findlay, Ohio. Personal interview with W. J. Walker, 
May 1, 1950, Findlay, Ohio.

21Ibid.

22Personal interview with A. L. Whistler, January
25, 1950, Findlay, Ohio.

Since that time, the merchandise manager, Hr. A. 

L. Whistler, was in general charge of the store and window 

displays, and he worked in cooperation with Mr. W. I. Walker, 

using ideas furnished by the management and employees.22 *
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Displays were arranged on a seasonal basis and took into 

account the buying and shopping cycle as well.23 "Patter­

sons*  windows have been designed to provide a continuous 

focal point of interest all the year round for Findlay 

shoppers,” commented Ur. Walker.®4 Arthur Patterson ex­

pressed his preference for this new service over the old 

system since it eliminated unnecessary confusion in the 

store while the changes were made. This was undoubtedly 

due to the fact that the windows were trimmed usually in 

a day by the Walker service while previously the changes 

took much longer.®3

®3Personal Interview with A. L. Whistler, January <£ x
25, 1950, Findlay, Ohio.

®4Personal-interview, May 1, 1950, Findlay, Ohio. 

®5Personal interview, March 31, 1950, Findlay, Ohio. 

®®Persanal Interview with Mrs. Doris Lytle, March
17, 1950, Findlay, Ohio. Mrs. Lytle was the advertising 
manager for the store in 1949, and she also handled all 
personnel work.

The only other outside advertising service utilized 

by the store has been its subscription to the Welcome Wagon 

plan tn Findlay.®® This service employed trained personnel 

who visited newcomers, congratulated brides and new mothers, 

etc., with gift and service certificates from the various 

business establishments in the town. The results of such 

a plan are difficult to determine, but Pattersons*  were * 25 * 
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wholeheartedly in favor of it.27 The goodwill thus es­

tablished no doubt contributed much towards the prosperity 

of the store.

27Personal interview with Mrs. Doris Lytle, March 
17, 1950, Findlay, Ohio.

Ibid. Personal interview with A. D. Patterson, 
March 17, 19^0, Findlay, Ohio.

^Advertising contract with The Republican-Courier 
(Findlay, Ohio), 1949. Personal interview with Mr. Lowell 
Heminger, November 11, 1949, Findlay, Ohioi

Arthur Patterson continued to handle the mechanics 

of the newspaper advertising during the earlier part of this 

period.28 As the task became more burdensome, he delegated 

the work to a greater extent to office assistants or to his 

personal secretary. He still maintained, however, a watch­

ful eye on policy and procedures up until the time he was 

called back into army service. During his nartime absence, 

a separate advertising office was established with a full 

time advertising manager employed. This practice has been 

maintained, but the advertiser doubles at hiring new em­

ployees as well.

Pattersons*,  contracting approximately ten thousand • 

column inches of space per year for their advertising, has 

been one of the oldest and largest customers of the daily 

local paper.29 The almost complete circulation coverage 

of the newspaper in Findlay has enabled the store to abandon 
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practically all forms of printed advertising other than the 

practice of inserting "fillers" or "stuffera" in the monthly 

statements sent out to the customers.30 These "fillers" 

include nationally advertised product circulars as well as 

notices of special sales and offerings prepared by the store. 

Oftentimes the "fillers" make provision for ordering by 

mail, thus introducing the mail order store character to 

the old dry goods store of Findlay but only to a small 

extent. There is no specially designated person to handle 

these mall orders when they occur. They are turned over 

to respective departmental heads

v Personal interview with A. D. Patterson, March
17, 1950, Findlay, Ohio. The following products were adver­
tised in the fillerss

Alexander Smith Floor Plan Rugs
Certified Fur Storage Company
Dana Colognes
Dorothy Perkins Deodorants
Goray Belts
Trapie Nitey Nite Sleeper. Pajamas

^Personal Interview with A. D. Patterson, May 1, 
1950, Findlay, Ohio.

Pattersons’ maintained a conservative tradition in 

newspaper advertising as a general policy and trend. That 

did not mean that there were never timely nor attractive 

advertisements for the store, as can be seen by the follow­

ing example which appeared in 1930s

"HAPPY DAYS ARE HERE AGAIN® starring Mr. Sixty Per
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Cent in the role of "Old Han Dollar"
WE’RE SHIFTING SCENES FOR YOU, and the curtain rises 
tomorrow on this thrilling show. The last prop is in 
place!
ACT I: We have the closing of the local Bank in the 
month of May. Price levels are high. There is much 
sadness In the community. People begin to economize.
ACT Ils We find the price levels slowly but steadily 
declining while the bank remains closed.
ACT Ills A thrilling climax is reached. The market 
has reached a low level. The bank is opened and pays 
off sixty cents on the dollar. There is much rejoicing 
for people find their sixty per cent will now buy nearly 
as much as their dollar formerly did.,
GRAND FINALE: Everyone sings "HAPPY DAYS ARE HERE 
AGAIN."32

Pattersons’ were a bit premature in their rejoicing, 

for the joyous advertisement belied the store’s own criti­

cal financial plight caused by the depression.

The actual techniques of advertising changed little 

and progressed with the advertising methods of the time. 

The advertisements of Pattersons’ compare favorably with 

the advertisements of the largest stores of any city during 

this period. Stress upon the traditional community service 

of the store became a major theme in the advertising, as 

the following example shows;

Pattersons’ Store, established in 1849 on a policy 
of fair dealing, has proven its right to enjoy your 
patronage as it enjoyed that of many of your grand­
parents and great-grandparents. Through these 92 years, 
it has lived UP To a reputation, not ON IT—otherwise 
it would have ceased to exist.

32Advertisement in The Republican-Courier (Findlay, 
Ohio), September 29, 1930.
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Such a period of service to one community must be 
deserved. Only a careful adherence to the policy of 
fair dealing of J. 3*  Patterson, its founder in 1849, 
has made it possible.®3

^Advertisement in The Republican-Courier (Findlay, 
Ohio), April 30, 1951.

®4Adv3rtisement in The Morning Republican (Findlay, 
Ohio), November 13, 1931.

In the early thirties, Pattersons’ devoted consid­

erable attention to the Introduction of a store Santa Claus 

who arrived at the local airport with free candy to distri­

bute among all the children who came to meet him.34 In 

addition, he was greeted by the mayor of Findlay and other 

civic leaders. Later, he officially opened the toy depart­

ment at the store in November, 1931.

Noticeable throughout the remainder of the thirties 

and on into the war period was the lack of promotional 

schemes in the newspapsr advertising comparable to the num­

ber introduced in the twenties. Pattersons’ was becoming 

a mature establishment and appeared also to be a trifle 

more dignified. The advertising for the entire decade of 

the thirties seemed highly conventional.

With the advent of the Second World War, Pattersons’ 

advertisements reflected wartime trends^ The following 

example illustrates a military type slogan;

WE STAND BY AS YOUR QUARTERMASTER FOR CIVILIAN
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NEEDSl35

35Advertisement in The Republican-Courier (Findlay, 
Ohio), May 19, 1944.

56Ibid.» May 16, 1944.

37Profit and Loss records for Pattersons’, 1930-

The War also affected the anniversary sales; but Pattersons’ 

still claimed to be the center of new styles, good values, 

and fair prices.36 They celebrated their anniversary as 

a special week, however, not as a sale week. The mandate 

of the War Production Board had limited sales to clearances, 

and this, of course, eliminated the anniversary sale. Fol­

lowing tho close of the Tar, the store resumed its anni­

versary sales♦

SALES VOLUME

The sales volume for the twenty year period fol­

lowing 1929 is a revealing story. In the first three years 

of the thirties, the store suffered an average loss in 

profit of approximately 015,000 annually.37 This fact 

speaks far itself in regard to the actual effect of the 

Depression. Naturally, such losses were inhibitive for ex­

pansion on any scale. Merely to have stayed in business 

was a good sized task for the store at that time. Arthur 

Patterson remarked:

1932,
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Actually, we had no more money borrowed at the end 
of the depression than when we had started in 1919. Our 
stock merchandise was eaten up and had gone down and 
down to very little in 1933. So if things had not been 
better at the end of that year, we would have rented 
the business, sold out the rest of our stock, and waited 
until business conditions improved before venturing 
again.

However, the bank holiday, supports on prices, and 
the N. R. A. all came at the right time for us. There 
was a definite price advance at the end of 1933, and we 
were encouraged. There is an old saying that applied 
to our business at that time. If we would, have bought 
black ink to balance our books, we would have gone in 
the red.38

38personal Interview with A. D. Patterson, November 
11, 1949, Findlay, Ohio.

39Profit and Loss Records of Pattersons’, 1929-1949.

From the above statement, it can be seen that Pattersons’ 

operation during the depression appeared to be typical.

The store had a heavy inventory at the end of 1929 and 

little buying had been done during the following two years.

Thus, by the end of 1933, either a new inventory would 

have had to be obtained, which would have involved the sti­

mulation of business on a small scale at least, or the 

firm would have gone out of business.

During the remaining years of the thirties, Patter­

sons’ recovered gradually. The sales volume slowed con­

siderably, however, during 1936-38 but showed some growth 

even then. The greatest growth in sales volume came in the 

ten year period following 1940.39 This growth was accen­
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tuated by the war prices undoubtedly; but the higher sales 

level was maintained and Increased because Pattersons’ 

were doing more business in all departments.* * 4® The increased 

purchasing power of the Findlay patrons throughout the 

war probably accounted for this greater business volume. 

Also, the greater business volume was undoubtedly a more 

important factor in sales volume growth in the Second War 

period in contrast to that in the First V.'ar, because in the 

Second War, prices were somewhat stabilized along with 

wages, which curbed inflation to a larger extent.

^Departmental Records of Pattersons’, 1922-1949.

4^Profit and Loss Records of Pattersons’, 1930-1939.

4®Profit and Loss Records of Pattersons’, 1940-1949.

As the sales volume grew, the profits also increased. 

During the thirties, the partners made an average net gain 

of approximately five per cent on their capital investment.4^ 

This return changed from a loss for the three initial years 

of the thirties to a profit of approximately twelve per 

cent by 1939. Through the war years that followed, the 

store made highly favorable gains from the prosperity con­

ditions.4® As a result, the store was in the most prosperous 

position of its one hundred year history in 1949.

The following graph shows the rise in sales volume 

for the 1929-49 period*



SALES VOLUME 1929-4943

43Sales volume records of Pattersons’, 1929-1949.
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COITCEUSION

In spite of ths phenomlnal gains in sales, however, 

Pattersons*  basic business policies seemed to remain vir­

tually unaltered. It still claimed to be the "home of 

quality" for Findlay.44 A bargain basement had not been 

added, nor did such a move appear imminent. Consistent 

with the policy of offering only first class merchandise, 

Pattersons*  refrained from advertising or featuring damaged 

or inferior quality items• The firm continued to offer 

exclusive sale of such products as St. Mary’s blankets and 

Charles of the Ritz toiletries, etc., to their patrons.4®

44Advertisement in The Republican-Courier (Findlay, 
Ohio), October 13, 1949.

45personal interview with A. D. Patterson, May 1, 
1950, Findlay, Ohio.

Though the store appeared conservative and refined 

in decorative taste, there seemed to be no evidence of a 

retarded development in its merchandising policies.



CHAPTER IV

DEPARTMENTAL GROWTH AND PHYSICAL STORE CHANGES

DEPARTMENTAL GROWTH

During the period from 1911 to 1949, Pattersons1 

underwent many physical changes not only in appearance but 

also in departmental organization. The changes were made 

in order to meet the growing demands of the patrons.

^-Departmental records of Pattersons’ for 1911 and 1929.

2Ibid. Luggage was added in 1916, and the gift shop 
was added in 1925.

The addition of completely new departments was 

slight. There were eleven departments in the store in 1911, 

and by 1929 the number had grown to twenty.-1 This growth 

did not mark, however, the addition of nine new departments. 

Actually, only two entirely new departments were introduced— 

luggage and a gift shop featuring low-priced items.2 The 

other seven departments were subdivisions of the original 

eleven of 1911.

An interesting note concerning the ready-to-wear 

department was discernible in the departmental organiza­

tion. This essential and all-important department of the 

store showed a consistent loss from 1911 to 1929 with the 

exception of the four years following 1916, even though
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Pattersons’ tended to feature this department in its adver­

tising more than any other separate department.3 This 

loss was explained partly by a merchandising inefficiency 

which was discovered in the ready-to-wear department dur­

ing the early twenties. The two ready-to-wear merchan­

disers had over stocked their department, and they had also 

refused to take the advice of the owners in regard to the 

proper mark-downs for this merchandise. Due to the losses 

thus encountered, the two buyers were subsequently re­

leased. Even if this department wasn’t always profitable, 

however, it was generally the greatest contributor to sales 

volume of all the departments, and thereby was undoubtedly 

the department which attracted the most trade. This prob­

ably was more true around 1929 when ready made clothing 

was much more popular than in 1911.

departmental records of Pattersons’ for Department 
H, 1911-29.

Advertisement in The Republican-Courier (Findlay. 
Ohio), June 3, 1933. -------------------------

A customer of Pattersons’ could have found his way 

through the store in 1949 nearly as easily as he had twenty 

years before. A store directory listed departments on 

practically the same floors in the early thirties as they 

occupied in 1949 before the one hundredth anniversary re­

modeling began.4 This basic plan placed accessories and 



60

dress goods on the first floor, all ready-to-wear on the 

second, and house furnishings and the gift shop on the 

third floor.®

There were Internal changes in the departments dur­

ing the twenty years following 1929. Again, most of the 

changes were reorganizations rather than additions of new 

departments. An example of this type of reorganization 

was the domestic and bedding department and the ready-to- 

wear department which were broken into several separate 

divisions according to the growth in sales voltune for 

each division. Thus, by 1949, there were five separate 

departments each handling ready-to-wear items which were 

previously sold from one single department.6 This change 

was made in the early thirties and has been maintained 

to the present.7 The only real addition to the depart­

ments was that of a Hoover sweeper division.8 Thisde- 

partment was added in the early thirties also but was 

dropped in the late forties.9

®Advertisement in The Republican-Courier (Findlay, 
Ohio), June 3, 1933.

departmental records for Pattersons’ 1929-49.

7lbid.

8Ibid.

^Hoover sweepers were added in 1930 but dropped in
1947.
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During the 1930 decade, an important development 

in store services was added. This addition comprised 

the installation of a special work room to fashion drap­

eries and slip covers.!® Although the labor in the de­

partments was an added expense, Pattersons’ has felt that 

it (the store) was amply compensated by the increase in 

sales volume for the drapery fabrics department.!! The 

demand for the services of the work room has increased, 

and, by 1949 the work required eight full-time employees 

to fill the orders.^-2

Also during the 1930 decade the first instance of 

a leased department occurred in the store. This depart­

ment—millinery—merely changed hands in management.-^3 

This first leasing, which happened approximately in 1934, 

was to an individual, Mias Lilyan Stuart, who later became 

manager of the ready-to-wear department for the store.!4 * * *

!QDepartmental records of Pattersons’. The work 
room was added in 1939.

!!sales volume records for the drapery department 
from 1929-49.

!2Personal interview with Arthur D. Patterson, Jan­
uary 25, 1950, Findlay, Ohio.

^Departmental records for 1934. The department was 
first leased in 1934.

!4Personal interview with Miss Lilyan Stuart, March
31, 1950, Findlay, Ohio.
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About ten years later, in the early forties, the depart­

ment was leased to a national chain, The Consolidated 

Millinery Corporation.13 * 15 This change was probably made 

because of the Increased specialization in the millinery 

field. In addition, the services of a national company 

would seem to be more adaptable to the nationally adver­

tised clothing lines handled by the store.

13Personal interview with Arthur Patterson, May
7, 1950, Findlay, Ohio.

^Departmental records for Pattersons ’, 1929-49. 
Teen age dresses were in a separate department from 1946-48.
Books were a separate department from 1945-47. Books were 
profitable in 1945, but showed a loss along with teen age 
dresses for 1946 and 1947.

17Toys as a separate department was added in 1940, 
although the store had handled them as early as 1931. The 
budget shop which handles inexpensive dresses and handbags 
was added in 1949. Departmental records from 1929-49.

The period 1940-49, besides witnessing the greatest 

growth In the store’s history in nearly every respect, saw 

additional departments come and go in the organization. 

Special sections for books and for teen-age dresses were 

added, but both were dropped after a few years because 

they were not profitable.1® Toys and a budget shop were 

added also as separate departments during this period and 

were retained.17

An innovation in the budget shop, in which inex­

pensive dresses were carried, was a method for the syste­
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matic replacement of these items. "This is a two tag 

set-up," explained Mr. A. L. Whistler, merchandise man­

ager for the store.3-® "When an Item is sold, one half 

of the tag is kept by the clerk to give us an almost 

automatic system for re-ordering," he continued. Hr. 

Whistler elaborated further on the advantages and disad­

vantages of extending the system to other departments as 

follows:

The handicap in unit control for us is that it in­
volves too much clerical expense. We do the next best 
thing. The advantage is that we are small, and our 
clerks are under the direct supervision of the buyers 
on the selling floor. We are closer to operating and 
the sales girls. Another advantage of our informal 
system is that it is more flexible in indications of 
demand.

The disadvantages of our informal system is that 
besides relying on our experience of buying in the 
community we have to use a certain percentage of 
guestimating sic • In addition, our Information 
from personal contact of clerk and customer is not 
always reliable. A sales girl may be highly more 
impressed with one sort of customer demand and not 
too Impressed with a necessary stable customer de­
mand. be watch the reaction to early deliveries 
closely to give us trends of buying. We also add 
our own judgement to the advertisements of Vogue, etc. 
We use customer testing in a small percentage of hay­
ing, but for the most part, we use the bulk of our 
money for "safe" buying and reordering.3-9

According to departmental records, the departments * * 

18personal interview with A. L. Whistler, January 
25, 1950, Findlay, Ohio.

3-9ibid.
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which have contributed the most heavily to sales volume 

have remained fairly consistent*  In 1929, the ready-to- 

wear department was the largest selling single department 

in the store* 20 By 1949, Pattersons’ found the curtain 

and drapery department the highest contributor to sales 

volume.2! This is not, however, a unit sales appraisal. 

If the various sections of the ready-to-wear department 

were taken as a whole, it would vastly outsell all other 

departments.22 The facilities of the drapery and slip­

cover work shop had undoubtedly increased the sales in the 

drapery and curtain department considerably.

20Departmentai records for Pattersons’, 1911-49.

21Ibid.

22Ibid. In 1949, the ready-to-wear department had 
five separate divisions, namely: H. C., Cloth and fur coats 
H. D., Women’s and Misses’ dresses; H. B., Budget dresses; 
H. G., Girls’ wear; H. M., Knitwear and blouses.

23Departmental records, 1911-49.

Other departments contributing substantially to 

the total sales volume during the entire thirty-eight
I

year period following 1911 have been the gift shop, cor­

sets, and hosiery.23

As a summary of the departmental growth from 1911 

to 1949, the total number of departments had increased 

from eleven to twenty-seven. Only the leased millinery 
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department had entered the list, and it was still leased 

at the end of the period. The number of new departments 

added was few*  the greatest change resulted from the in­

creased growth and development in the existing departments.

®4Letter from Arthur Patterson, April 14, 1950. 
Advertisement in The Morning Republican (Findlay, Ohio), 
October 19, 1925.

®5Photograph of the store before and after the alter­
ation in 1925.

®sLetter from Arthur Patterson, April 14, 1950.

PHYSICAL STORE CHANGES

The physical transformation of the Findlay store 

was great during the 1911-49 period. In 1919 and for a 

few years afterwards, the new partners were changing pri­

marily the internal organization of their establishment; 

and they had little time for altering the appearance of 

the old fashioned structure at the corner of Main and Sand­

usky. The first alteration was made in the mid-twenties.®4 

This change indented the front entrance from the sidewalk 

to give additional display surfaces to the front windows.®5 

Arthur Patterson described this change with the following 

remark, "The new front did not give us so much of a change 

in appearance as it gave us more space for displaying mer- 

chandise."®5 The completion of the alteration was celebrated 

by an evening’s entertainment of music at the store and * * *
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also by distributing roses to the ladies.27

27Advertisement in The Morning Republican (Findlay, 
Ohio), October 19, 1925.

28Service records of Arthur Patterson, U. S. Army.

29Blue prints for the third floor of Pattersons’. 
Prepared by R. P. Alge, registered architect, Findlay, 
Ohio, on September 12, 1941.

In the late thirties, new show cases and counters 

were added in the ready-to-wear department. This was the 

only change in the store until Arthur was called back into 

army service in 1941.28 in September, 1941, on the third 

floor, Charles Patterson began a remodeling program which 

added fifty feet to the original one hundred and fifty 

feet.28 29 Thus the third floor had the same sales area as 

the two beneath it.

The most extensive physical changes in the history 

of the store came in the summer of 1949 at the time of the 

one hundredth anniversary. As usual, Pattersons’ disre- 

garded the correct anniversary month of March to celebrate; 

and the official opening for the remodeled and expanded 

store was in October. Arthur Patterson explained this as 

follows:

Even though we reckon our store anniversary events 
in the spring normally, we took into account the buy­
ing cycle for our opening. The extent of the alter­
ations would handicap the operation of the store during 
the slack summer months, but we would be open in time
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for the beginning of the Christinas shopping soason.30 *

30Personal interview with Arthur Patterson, November 
11, 1949, Findlay, Ohio.

3^Letter from Walter J. Warkentien of Chicago, Illi­
nois, February 3, 1950.

32Ibid.

Basically, the outside appearance of the storo re­

mained as it was in 1911. In contemplating a departure 

from this old fashioned style, Arthur Patterson engaged 

an architect from Findlay and one from Chicago. I3r. Walter 

J. Warkentien, the Chicago architect, was to consider ex­

tensive changes for the interiors in his plans which in­

cluded an expansion of the first floor roughly equal to the 

width of another store front. His instructions from Mr. 

Patterson were indicative of these changes. Mr. Patterson 

said, "You are planning and designing this store for the 

people in and for mile3 around Findlay, and they—not Pat­

tersons’—are to be pleased."®! In addition, Mr. Uarken- 

tlen took into account the role of Pattersons*  in the shop­

ping center when he planned the new alterations. "If lo­

cated in New York, Chicago, or even Toledo," he said, 

"Pattersons*  would be considered a small store. But Pat­

ters ons’ is in Findlay, and to Findlay and its shopping 

radius, Pattersons*  is a large store."32 Architect Vlarken- 

tien continued:
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In department store planning, the size should not 
be considered; the small store in a big city can be 
the giant store in a small town. . • but the customers’ 
wants must be considered of equal importance in any 
size town. Pattersons’ then, was designed, in all

‘ modesty, with the same scientific techniques that are 
used in planning the large store in a larger city.33

34Personal interview with Arthur D. Patterson, May 1, 
1950, Findlay, Ohio.

The Findlay architect was Mr. Robert J. Alge, who 

planned the modernistic exterior. Mr. Alge hoped to give 

an illusion of added width by his design. The results 

of Mr. Alge’s skillful planning may be observed in the 

illustrations on the following pages. Although the expan­

sion of floor space was on tho first floor only, the false 

front above this expansion gave the appearance that the 

entire store had been widened. The expansion of the upper 

two floors has a definite part in the future plans for 

the store according to Arthur Patterson.34

33Letter from Valter J. Warkentien of Chicago, Illi­
nois, February 3, 1950.
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After the remodeling was completed, much attention 

was given to the emblom high above the street on the new 

limestone front. This emblem was a hand-carved oxen and 

covered wagon that symbolized the early establishment of 

the store. Also contributing to a great change in the 

store’s external appearance was the addition of a marquee 

which extended across the entire front of the store. Sur­

mounted on the marquee was the new firm name— ”Pattersons’"— 

in large cut letters which were floodlighted at night.

The aluminum-trimraed marquee served a twofold purpose. It 

was to serve as a decoration and to provide protection to 

the window shoppers from the glare of the sun.

Inside the remodeled store, one might observe that 

the entire first floor was refurnished with new custom- 

made limed oak show cases and counters.36 37 * The new fluor­

escent lighting installations seemed to highlight the other 

improvements. Actually, only 2400 square feet of additional 

retailing floor space was added to the store.®7 A pneuma­

tic coin carrier, which had been installed in the late 

thirties, and the elevator, which had also been Improved

36Personal Interview with Arthur Patterson, Novem­
ber 11, 1949, Findlay, Ohio.

37Blue prints for Pattersons* remodeling and expan­
sion program in 1949, prepared by Walter J. Warkentien, 
February, 1949.
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at thia time, were left unchanged by this remodeling.38

®8personal interview with Arthur Patterson, November 
11, 1949, Findlay, Ohio. '

30Letter from W. J. Warkentien, February 3, 1950.

40Article in The Republican-Courier (Findlay, Ohio), 
October 13, 1949.

This expansion did not result, however, in the addi­

tion of new departments, but it did shift around several 

existing ones. In the previous arrangement, there had 

been a noticeable crowding in the ready-to-wear departments 

on the second floor. As a result, the lingerie, corsets, 

and housecoat divisions were moved to the first floor.39

When the remodeling was completed, the entire com­

munity was invited to participate in Pattersons’ one hun­

dredth birthday celebration. A huge cake with one hundred 

candles was divided among those who attended the opening; 

and favors which included a small booklet on ths history 

of the store, were distributed among the guests,40 This 

pamphlet was edited and compiled by Arthur Patterson who 

had professed considerable interest in the background of 

his business. Included among the favors given to the guests 

were roses for the ladles. Over 4500 persons signed the 

guest book during the first few days of the anniversary 

celebration. At the same time as these above mentioned 

activities, Pattersons*  sponsored a style or fashlon\ show
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at the high school auditorium which was coupled with num­

erous and factual notes on the historical background of
41the store.

A congratulatory telegram from the governor was 

received in which he commended the store and its management 

for their long service to ths community. Governor Lausche 

added, "The long life of your store is forceful testimony 

of the enduring life and great opportunity of the humble 

American to operate a business under our freedoms."* * 4®

41Article in The Republican-Courier (Findlay, Ohio),
October 13, 1949.

4®Letter from Governor Frank J. Lausche to Arthur 
Patterson, October 3, 1949.



CHAPTER V

PERSOOEL

The general trend of personnel policies and prac­

tices at Pattersons*  is not difficult to follow. The 

moderate size of the store, which allows a close personal 

relationship between the manager and clerks, undoubtedly 

has been a contributing factor to the comparative simplicity 

of personnel problems.

3*Personal interview with Hiss Gladys Ames, March 
17, 1950, Findlay, Ohio. Personal interview with Arthur 
D. Patterson, May 1, 1950, Findlay, Ohio.

2Ibid.

In 1911, Pattersons’ employed approximately twenty­

seven per sons. 3- Among that number were two full time office 

workers, three executives, and a custodian. The other 

employees were clerks on the selling floor and were dis­

tributed so that the greatest number clerked on the first 

floor, and the smallest number clerked on the third floor. 

The smaller sales area of the third floor was one factor 

responsible for this distribution of the clerks.

The growth in the number of employees corresponded 

with the over-all growth of the store. By 1929, there 

were approximately thirty-five employees.* 2 All of the 

new workers were clerks. During the depression, the store 
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avoided releasing employees whenever possible. This was 

accomplished largely through the reduction of executive 

salaries by as much as sixty per cent.3 "We did let one 

young man go," said Arthur Patterson, "We assumed he 

wouldn’t starve, though, because his father ran a meat 

market."4 In order to retain more employees, the clerks 

worked only three weeks out of the month. It was sardoni­

cally referred to by one of the senior clerks as a sort 

of "vacation without pay."3 This policy achieved success­

ful results. Pattersons’, with one exception, did not 

release any other sales person because of the depressed 

economic conditions. This was undoubtedly a severe strain 

on the financial conditions of the store in view of the 

losses sustained in 1930 and the two years thereafter. 

Arthur Patterson commented, "We nearly went out of busi­

ness with such a policy."® Pattersons*  seemed to have re­

tained this policy, anyway, solely out of humanitarianism 

for the economic welfare of their employees.

3Personal interview with Arthur D. Patterson, Nov­
ember 11, 1949, Findlay, Ohio.

4Ibid.

®Personal interview with Hiss Gladys Ames, March 17, 
1950, Findlay, Ohio.

®Personal interview with Arthur Patterson, November 
11, 1949, Findlay, Ohio.
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By 1940, there were slightly more than forty persons 

employed by the firm, and this number had grown to fifty- 

two in 1949 at the time of the one hundredth anniversary.7

12Personal interview with Arthur Patterson, January 
25, 1950, Findlay, Ohio.

Noticeable among the personnel records at the store 

was the comparative absence of long time employees. The 

clerk with the longest record of service, Miss Gladys Ames, 

had by 1949 worked for twenty-five years at the store.8 

The person with the next longest service record was Ltrs. 

Katie Pifer, who had clerked for Pattersons*  for fifteen 

years.® The typical term of employment, however, seemed 

to lie between three and five years.1® Arthur Patterson’s 

explanation of this fact was that, "Most of our employees 

are women who leave the store to be married or to enter 

other forms of employment after only a few years experience 

with us."11

A clerk at Pattersons*  in 1911 received a salary 

of ten dollars per week.12 There were at this time no

7Personnel records of Pattersons’, 1940, 1950.

^Personnel records

®Personnel records

of Pattersons’ for Hiss Anss.

of Pattersons’ for Mrs. Pifer.

^Personnel records of Pattersons’, 1940-50.

^Personal interview with Arthur Patterson, January 
25, 1950, Findlay, Ohio.
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bonuses or commissions to add incentive to selling.

In these days 1911 [sic] the majority of our em­
ployees—yes, nearly every one of them—was thankful 
for a job, and they worked to earn their money in 
spite of the fact that the amount received was rela­
tively small,3.3

Mr, Patterson spoke with appreciable experience on the 

attitude of the employees in 1911. His first duties in the 

store were those of a regular sales clerk through which 

he collected the ten dollars along with the other employees. 

The clerks found opportunity for advancement in pay as their 

experience Increased. 3-4

After 1920, the opportunities for salary increases 

tended to become linked with sales. At this time, the store 

adopted a commission plan whereby each clerk received a 

cash return based upon a small percentage, probably two 

or three per cent, of the total value of merchandise sold 

each week.3-5 This commission plan reckoned upon individual 

sales was modified by 1940 to a group sales basis. At this 

time, the commissions were determined by sales volume per 

department per week.3* 6 The sales were divided equally among

^Letter from Arthur D. Patters on, March 28, 1950.

3-4lbid.

3-®Personal interview with Miss Gladys Ames, March 17, 
1950, Findlay, Ohio. The employees of the store were paid on 
a weekly basis during the twenties, and this practice has 
been retained through 1949.

3*6personal  interview with Miss Kathleen Barron, Febru­
ary 1, 1950, Findlay, Ohio. Payroll forms of Pattersons*,  1949. 
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the number of persons who worked in a department, and the 

commissions were apportioned on a percentile basis to each 

clerk. Hr. Patterson estimated that the departmental com­

mission varied according to the sales, but the average com­

mission would amount to approximately two per cent for each 

sales person.!? This practice undoubtedly eliminated an 

element of personal competition among the employees, but it 

probably also served to add incentive for each individual 

to increase the total sales for the entire department. 

Besides this group commission, each employee received a base 

salary plus a cost of living bonus which was figured as a 

percentage of the base salary.!®

A further incentive to each clerk was the possibility 

of becoming a buyer for her department. This type of ad­

vancement was encouraged by making trade magazines and papers 

available to all employees and by allowing the workers to 

take them home in the evenings.3-9 A. L. Whistler noted that 

nearly every one of the buyers for the store had risen from

Personal interview with Arthur Patterson, Hay 1, 
1950, Findlay, Ohio.

^Personal interview with Arthur D. Patterson, Feb­
ruary 1, 1950, Findlay, Ohio. Personal interview with 
A. L. Whistler, February 1, 1950, Findlay, Ohio. During 
World War II, the bonus was higher than in 1949.

!°”Pattersons’ Store Manual,” (unpublished pamphlet 
mimeographed by the store, Findlay, Ohio, 1949), p. 6.
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the ranks of the clerks.2®

In addition to the above mentioned personnel bene­

fits, clerks were usually given a twenty per cent discount 

on the retail price of any item they wished to purchase 

at the store. Occasionally, they were permitted to pur­

chase merchandise for the cost price plus an additional ten 

per centu* 21 This procedure remained unaltered up to 1949. 

At Christmas time a small gift, probably a blouse or a pair 

of silk hose, was given to the feminine employees during 

the earlier part of the 1911-49 period. About 1919 or the 

year following, this practice was varied when the store 

gave each worker a five dollar bill.22 **Ue  were looked 

upon as quite ahead of the times," recalled the present 

general manager.23 By the thirties, the Christmas gift 

was increased to ten dollars, and in 1940 the employees 

received a week’s pay.24 *

2®Personal interview with A. L. Uhistler, February 
10, 1950, Findlay, Ohio.

21Letter from Arthur D. Patterson, March 28, 1950.

22Personal interview with Arthur D. Patterson, Feb­
ruary 10, 1950, Findlay, Ohio.

23Letter from Arthur D, Patterson, March 28, 1950.

24Ibid. This gift amounted to approximately $20.00
in 1940, while in 1949 the average weekly base salary for 
a clerk was approximately $32.00 per week. Letter from 
Arthur D. Patterson, June 23, 1950, quoting from company 
records.
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Retirement policies and plans were almost unknown 

in the years immediately following 1911. Length of ser­

vice rewards were confined to increases in salary. Through 

the years, however, Pattersons*  encouraged a policy calcu­

lated to render an adequate and a fair insurance to the 

employee in regard to illness and hospitalization. The 

Blue Gross Hospitalization plan was instituted in approx­

imately 1940, and Arthur Patterson was one of the first 

to subscribe to it as an example to his employees. He 

is a firm advocate of the plan.2® In addition to this 

plan, Pattersons*  allowed each employee a sick leave of 

six days per year.26 If an employee had not used his 

leave at the end of the year, he was paid for it. In 

this way, the leave was not cumulative but was canceled 

at the end of a year*s  time. Both the management and 

the employees seemed to be in favor of this program.27

2®Personal interview with Arthur D. Patterson, May 1, 
1950, Findlay, Ohio.

26wPattersons* Store Manual, R (unpublished pamphlet, 
mimeographed by the store, Findlay, Ohio, 1949), p. 3.

27Personal interview with Arthur Patterson, Hay 1, 
1950, Findlay, Ohio. Personal interview with Miss Anna 
Bowser, May 1, 1950. Personal interview with Mrs. Katie 
Pifer, May 1, 1950. Personal interview with Mrs. Agnes Mar­
tin, May 1, 1950. Personal interview with Miss Gladys Ames, 
May 1, 1950.

As an ultimate reward for long and efficient service 

at the store, four employees have been permitted to share 
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in ths firm’s profits.28 29 30 * These employees had no official 

voice in the management, however, but they received a 

small percentage of net profits. This type of remunera­

tion ended with the worker’s retirement from the firm.

28Personal interview with Arthur D. Patterson, May 1 
1950, Findlay, Ohio. <

29Ibld.

30Perspnal-interview with Mrs. Doris Lytle, March 
17, 1950, Findlay, Ohio.

^Personal Interview with Arthur D. Patters on. Jan­
uary 25, 1950, Findlay, Ohio.

Pattersons’ have had no organized personnel service 

to conduct hiring, placing, and other phases of employee 

relationships. During the twenties, trained personnel 

workers were employed by the store, but these persons 

handled advertising as well as personnel work.20 Fol­

lowing the advent of ths depression, the store had no 

separate and distinct personnel office as the advertising 

manager proceeded to handle both functions.3°

The activities sponsored by the store for the em­

ployees have been varied. During the twenties, Pattersons’ 

personnel workers sponsored Halloween parties, Christmas 

gift exchanges, and summer picnics.33, These activities 

were discontinued during the thirties probably because the 

management*s.attention  was diverted to more pressing econ­

omic conditions. After 1940, however, store sponsored
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activities for the workers have received more consideration 

from the management. During the war while Arthur Patterson 

was away in the service, his father, Charles, sponsored a 

sales contest which divided the clerks into two teams en­

titled appropriately enough, "C. U.’s Air Corps" and "A. 

D.’s Marine Corps," The losers of the contest, "A. D.*s  

Marine Corps," had to eat a meal of beans while the win- 

ners enjoyed a full chicken dinner at the same function.

32Article in The Republican-Courier (Findlay. Ohio). 
March 15, 1942.

Advertisement in The Republican-Courier (Findlay. 
Ohio), July 26, 1911. -------------------------

04Personal interview with Arthur D. Patterson, Find­
lay, Ohio, May 1, 1950.

In the celebration of the store’s anniversaries, especially 

since 1940, the employees uere generally feted by the 

management at a dinner or party to commemorate the occa­

sion. Such activities undoubtedly contribute to a higher 

level of morale for the entire personnel.

From 1911-49 the opening and closing hours of the 

store have remained approximately the same. In 1911, the 

store was opened at 8:30 A. U. and closed at 5:30 P. M.32 33 

In the middle thirties, the opening hour was advanced to 

9:00 A. M. and in 1947 moved even further to 9:30.34 The 

closing hour remained the same throughout the period. Mr. 

Patterson suggested the reason for the changes in the 
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opening hour was to shorten the work week for the women 

employees. During the working day, each employee was 

allowed one full hour for lunch, but there was no other 

provision for a rest period,3® If a clerk wished to re­

tire from the selling floor, she had to have permission 

from her department head. Although this regulation seemed 

strict, the permission was undoubtedly readily given and 

even waived in cases of emergency. The small size of 

the store would have tended to develop a rapport among the 

employees, and this would have also seemed to mitigate 

the effect of the regulation.

The employees seemed to favor the benefits derived 

from the size of the store which permitted a direct con­

tact with the management.* 36 This close relationship pro­

bably contributed much to successful employee-employer 

relationships and undoubtedly kept inefficiency to a min­

imum. In addition, the small size of the store with its 

closer personal contacts seemed to compensate for the lack 

of a separate and distinct personnel office or department.

3®"Pattersons1 Store Manual," (unpublished pamphlet 
mimeographed by the store, Findlay, Ohio, 1949), p. 2.

36Personal interview with Hiss Gladys Ames 
1950, Findlay, Ohio. 
Bowser, Hay 1, 1950. 
Martin, May 1, 1950. 
Pifer, May 1, 1950.
Stewart, March 3, 1950. Personal interview with Mr 
Whistler, February 10, 1950.

, Kay 1,
Personal interview with Mrs. /nna
Personal interview with Mrs. /.gnes
Personal interview with Mrs. Katie 

Personal interview with Mrs. Lllyan 
« A. I>»
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A certain amount of freedom and discretion was 

allowed the clerks in the matter of dress. The store man­

ual, which was given to each new employee, advised against 

"extremes in either style or color."37 Other than reflecting 

a note of Pattersons*  conservative taste, this advice 

placed no real restriction on the clerks and was probably 

appreciated by most of the women employees*  The Pattorson 

sales personnel appeared neatly groomed and well within 

the prescribed limits of the sales manual at the time of 

the one hundredth anniversary.38 *

37"Pattersons* Store Manual," (unpublished pamphlet 
mimeographed by the store, Findlay, Ohio, 1949), p. 5.

38Thls personal observation was made after several 
visits to each department of Pattersons’, 1949.

3®"Pattersons ’ Store LLanual," (unpublished pamph­
let mimeographed by the store, Findlay, Ohio, 1949), p. 5.

Cognizant of the fact that a male customer might 

feci ill at ease in a store where the preponderance of 

shoppers were women, the Patterson "Sales Manual" urged 

clerks to go out of their way to give "our male shoppers" 

the best information and service available.3® Men who 

shopped at Pattersons’, however, were undoubtedly few. 

Employees and employer seemed to be in complete 

agreement with plans for future developments at the store. 

Pattersons*  have had no special lounges or rest rooms for 
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their personnel. There were rest rooms on both the first 

and second floors, but these were for use of the customers 

as well as the employees. Arthur Patterson expressed 

approval for a plan which would provide one or two spec­

ial lounges or rest rooms for employees.40 The hope that 

this plan would be realized was seconded by several em­

ployees .

40Personal interview with Arthur D. Patterson, May 1, 
1950, Findlay, Ohio.

43,"Pattersons ’ Store Manual,® (unpublished store 
pamphlet mimeographed by the store, Findlay, Ohio, 1949) 
p* 1 •

Other future changes in personnel policies will 

undoubtedly reflect Pattersons’ traditional conservatism. 

The kind of service the store wished the employees to 

render to the patrons seemed no exception to this tradi­

tion. The following excerpt from the first page of the 

store manual typifies the quality of service Pattersons’ 

hoped to offer;

Since 1849 Pattersons’ has served the residents of 
Findlay and the surrounding area.

During all these years, Pattersons’ has stood for 
quality merchandise, truthful advertising and fair 
prices. Our chief aim has been to render service to 
our customers and to the community.

We know you will enjoy working with us, and hope 
that you will do your part in maintaining that tra­
dition of dependability and service which is an Inte­
gral part of Pattersons’.41
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This pledge seemed to signify the awareness of the manage­

ment of the important clerk-customer relationship in estab­

lishing good or ill will for the establishment, Patter­

sons » were attempting to establish as much good will as 

possible.



CHAPTER VI

CONCLUSIONS

Pattersons’ was in 1949 basically the same type 

of store that it had been in 1911, a women’s department 

store. Through the years, there was a marked growth in 

sales volume, and, as a result, the whole store grew. 

In spite of this growth, which was accentuated by the 

prosperity of two world wars, it remained a conservative, 

home-owned store throughout this thirty-eight year period.

This predominant characteristic of conservatism was 

retained through years of competition nith the chain stores 

of Findlay as well as with other home-owned stores, Pat­

tersons’ survived the chain-store competition success­

fully by developing progressive merchandising techniques 

which met the challenges of the underselling mass-market­

ing procedures of the other type store. Pattersons’ sound 

business reputation undoubtedly contributed to the success 

of the store In meeting the challenges of the home-owned 

stores. The customers in Findlay knew they would receive 

fair dealing from their oldest retail dry-goods estab­

lishment which had become an established community insti­

tution by 1949,

Pattersons’ was also known for its financial inde­

pendence. Although the great Depression had placed the
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severest strain of its 100-year history on the store,

the firm never closed its doors because of financial stress. 

And from that low point in its history, the store quickly 

grew by 1949 to its most prosperous state.

Perhaps one reason for the continued prosperity 

of this establishment has been its advantageous location. 

Since it is within walking distance from the other impor­

tant stores and the banks, the site appears to be one of 

the most favorable in the whole business district. The 

only future difficulty that may be encountered is the lack 

of available automobile parking space near the store. 

There seems to be no immediate solution to this problem, 

however•

The firm’s policies toward tho employees have changed 

and progressed very gradually. There appeared no evidence 

of real liberalism at any time. Increased salaries, bonuses, 

paid vacations and hospitalization plans have been innova­

tions adopted largely since 1940. It seems reasonable to 

assume that future changes and benefits will continue to 

reflect the traditional conservatism of the past.

The management itself clung down to 1949 to an 

organization form from the past, the partnership. In Feb­

ruary, 1949, when the most recent firm reorganization took 

place, Arthur Patterson explained that the partnership 

offered a more attractive form of investment opportunity 
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to the new partners than the corporate organization. It 

would appear, however, that the entire structure of the 

firm would be much more stable under corporate organiza­

tion.

The future management of the store will undoubtedly 

adhere to the conservatism of the past and yet continue 

to apply the progressive merchandising methods of the 

present in so far as they are applicable. High-pressure 

salesmanship and cut-throat competition if introduced 

would never seem appropriate with Pattersons*  tradition. 

Mr. Whistler and Mr. Remley, the new partners in the firm 

in 1949, seem to favor extending progressive techniques 

without disregarding the advantages of the business repu­

tation built up by the one-hundred year old store. Arthur 

Patterson’s son, William, who was sixteen years old in 

1949, will probably not enter the firm for five or six 

years.

Thus, Pattersons*  began its second century of en­

terprise in 1949. If it is to continue to be as successful 

in the second hundred years as it was in the first, the 

fashionable high-quality items usually found on its shelves 

must continue to be found there. In addition, its repu­

tation for fair and honest merchandising must never be 

sacrificed in presenting such merchandise. If this is 

done, the store will probably continue to grow and with­
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stand successfully all forms of competition, no matter 

how pressing.
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