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Donald E. Harrington

The purpose of this study is to point out the career potential

existing in the food distribution industry and to suggest ways to

inform the general public of this fact. Food distribution is an expand-

ing industry and there are many opportunities available to young men

who are interested in this field. At present, most American businesses

have a shortage of executive talent. Food distribution companies are

also feeling the shortage of executive talent and the shortage is ampli-

fied in some cases because of the extension of executive positions to

the store management level.

American business is turning to the colleges in order to recruit

young men who can be developed into the leaders of tomorrow. The number

of college graduates has increased, but not substantially enough to meet

the demands of business. Food companies recruiting on college campuses

are not only competing with companies in the same industry, but with

companies in all industries. The demand for college graduates is at an

all—time high. Students are taking an increasing number of interviews

before accepting a position with a particular company. Opportunity for

advancement, challenging training programs, competitive starting salaries,

and long—range benefits are what the students consider most important in

choosing a Job. Food distribution, a part of retailing, is considered

by many college students to be one of the less-glamorous fields. The

recruiters of food distribution companies have a Job not only to sell

their company, but the entire industry.

The Job characteristics desired by college students that were mentioned

above can be found in the food distribution industry. Young men entering
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this field are not limited to any particular Job, but can choose

from approximately 250 Job classifications. Those students who are

interested in food distribution can find a challenging and promising

future in this field.

Although the food distribution industry offers a promising career

to young men, the general public is not cognizant of this fact. Food

chains have a Job of convincing the general public, their employees, and

students that this field has much to offer young men. "The Survey of

Food Distribution Students", Chapter Five, was conducted to determine

what made the young men attending the Food Distribution Curriculum.at

Michigan State University enter this field. The survey revealed the low

percentage of students who had relations in the industry; the high per-

centage of students who started work as part-timers while still in high

school; the little amount of advice about food distribution given to the

students in super markets, high schools, and colleges. With the facts

presented in this survey in mind, the author attempts to suggest ways

that food chains could encourage more young men to seek careers in food

distribution.

As a first step, the chains should gain a favorable attitude toward

the industry from the general public. The use of more dignified terminology

when referring to positions in the industry or the industry as a whole;

open houses so the public can see the operations behind the sales areas

of super markets; speakers bureaus and motion picture films informing the

public about the vastness food distribution entails; and press releases

to keep the public abreast of current happenings in the industry are good

tools to use in communicating with the general public. Once the public
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has the attitude that food distribution entails more than Just stocking

cans on a shelf, the Job of attracting college graduates into the industry

will be made easier.

Employees play an important role in formulating the opinion of the

general public toward an industry or company. Employees, whether start

ing or terminating employment, should be treated in a friendly manner so

they will speak favorably of the company in conversations with their

' acquaintances. Families of employees can play an important part in estab-

lishing the dignity and prestige of jobs and should be given the opportunity

to see the operation involved in food distribution so the right impression

will be created in their minds. Part-time workers are good potential execu-

tives and this group should not be overlooked by the chains. The more part-

timers can see of food distribution above the store level, the greater the

chance-of convincing them of the possibilities of careers in this industry.

In order to acquaint the college students with the various facts about

the food distribution industry, companies should supply the libraries of

the college placement bureaus with literature about the industry as well

as their own company. Food distribution companies could attract under-

graduates into the industry by offering such things as summer training

programs and cooperative educational programs. Sponsoring career days

and contests for high school students will help to educate the young

American men on the career possibilities found in food distribution.

College undergraduates and high school students represent a good area of

concentration for the food chains inasmuch as this group will be the poten-

tial business leaders of tomorrow. Educators and guidance counselors, both



Donald E. Harrington

at the high school and college level, can be influential in aiding the

students selecting careers. In the future,chains would be wise to

create a closer relationship with this group in order to acquaint them

with the career potentials available in food distribution to the up and

coming young Americans.



"The Food Distribution program at Michigan

State University is under the sponsorship of

the National Association of Food Chains."
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PREFACE

Food distribution is an expanding industry and there are many career

oppotunities available for young men who are interested in this field.

Many persons do not realize the vastness of food distribution; and,

hence, are not aware of the existing career opportunities. The purpose

of this thesis is to explain the career possibilities existing for

young men in food distribution and to suggest ways to familiarize the

general public of this fact.

Chapter One and Two explain the growth of American business as a

whole and the increased shortage of qualified executives. These

chapters deal more specifically with the growth of the food distribution

industry and its Shortage of executive talent. The purpose of the first

two chapters is to explain that food distribution is a large industry

and qualified executives are needed to manage the operations of today's

super market chains. A store manager, in many instances, has an

executive position.

The management of many business firms believe colleges are good

places to recruit young men who can be developed into future executives.

What college students desire when selecting a career in an industry or

a company along with the present college recruitment conditions are

explained in Chapter Three. Keeping in mind the facts presented in

Chapter Three, Chapter Four establishes the fact that there are positions

available in food distribution for college graduates--the types of



positions graduates desire.

In Chapter Five, "The Survey of Food Distribution Students" is

presented. The survey pertains to the background of the students

attending the Food Distribution Curriculum and what made them decide

on the food industry as a career. The findings of the survey are used

in subsequent chapters to determine the areas where more publicity

about food distribution should be directed. The subsequent chapters

suggest ways that food chains can inferm the general public, employees

and students (high school and college) about the food distribution

industry and the career possibilities existing in this field.
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CHAPTER I

THE GROWING FOOD INDUSTRY

The outlook for the entire American economy looks good. Inland

Steel's President, Joseph Block, says, "If ever there was a time when

predictions on the future growth of American business is safe, this

is it."1

There are few economists who think it is possible for the economy

to keep raising with the same speed as it did in 1955. But though the

united States may rest to digest what it has already produced-- and the

breather may stir up cries of "recession"--the forecasts for 1956 are

impressive by any standards.

For 1956, Administration economists predict a total gross national

product of $u03 billion, u percent higher than 1955. Personal income is

expected to Jump to around $310 billion, about half the 1955 advance,

while savings hold steady at the 1955 rate.2

President Eisenhower predicts a national product of $500 billion in

the next decade. This is an increase of $1u1 billion from the 1954

national product of $359 billion. Since 19H7, the population has grown

on the average of 2.5 million persons each year compared with the one

million annual growth in the nineteen thirties. In 1955, the increase

 

1"Business in 1955", Time, Vol. LXVII No. 2 (January 9, 1956), p. 78.

21bid., p. 81.



was 2.75 million persons and the United States Bureau of Census estimates

a population of 190 million people by 1965--a 25 million increase

expected in the next ten years.3

Over the past few years consumer prices have remained somewhat

stable while the wages of the masses have climbed upward. Coupling the

increase in wages--meaning more purchasing power to the consumer-~with

the increase in production brought about by automation, the standard of

living of millions of Americans has risen enabling them to purchase items

that in the past were too expensive. Business as a whole is expected to

increase 10 percent in 1956-57 to meet the increases in productivity and

standard of living. Some businessmen consider the prosperous 1955 not

as a year of excessive expansion but a year of trying to catch up.

The number of families earning more than $5,000 annually is increas-

ing. It is predicted that by 1959, an increase of more than 50 percent

from 13 million to 19.3 million families will fall into this income

bracket. The group earning more than $5,000 will account for 60 percent

of all the expenditures in 1959 against #8 percent in 1953.5

Retailing Future

Not lagging behind the rest of the economy, the retailing trade has

enjoyed phenomenal growth and there are no foreseeable signs of any

 

3James C. Worthy, "The Next Ten Years in Retailing", Cha 1

Patterns in Retaili , ed. by J. W. Wingate and Arnold Corbin, Homewood,

Illinois, 19565, p. E

“Arno Johnson, "Keeping Up With Tomorrow's Market", Management

Review, Vol. XLV No. 2 (March, 1956), p. 182.

 

5Editors of Fortune, ed., The Changing American Market, (Garden City,

New York, 1955), p. 13.

 



serious decline in the near future. The preliminary estimates for 1956

forecast another vigorous business year for retailing. With unemploy-

ment at a low figure (2.5 million unemployed compared to the 65 million

employed in 1955) and the high family income, retail sales are expected

to be in the neighborhood of $195 billion in 1956. This $195 billion

business is 5 percent higher than the $186 billion record of 1955. At

present retail sales have surpassed previous expectation.

The following shows the growth of retail sales increasing propor-

tionately more than the United States population.6

  

Year Population (millions) Retail Sales (million)

1939 130.9 $ #2,0#2

l9u6 1u1.3 102,u88

1955 165.2 185,61u

1956(estimate) 167.7 195,000

Though the family income is increasing, the number of people depend-

ing on this income is also increasing. There is a proportionate increase

in the number of non-workers, such as, children and old people making a

larger family unit. To the retailer this means that more money will be

spent on necessary items such as food, clothing, housing, and medicine.7

Consumers, because of the increase in population, family size and

standard of living, will catribute to a I+0 percent increase in physical

volume of retail sales in the next ten years. To meet this increase,

larger capital investments will be needed to adequately supply the

 

6"The Trend of Business", Dun's Review and Modern Industgy,

V01. 27 NO. 2, (February, 1956), p. 27.

 

7Editors of Fortune, ed. loc. cit., p. 229.



consumer needs. The number of employees in retailing will have to

increase to 11 million by 1965 which is an approximate increase of 2

million from the 1955 figures.

Today's retailer, in order to remain competitive, will have to

improve his methods of distribution in order to stay in a favorable

competitive market situation. The inefficient retailer with out-moded

methods and equipment will go out of business unless he improves his

organization. The retail market is shifting to a buyer's market rather

than a seller's market.8

The Food Industry

What does the increase in population, family size, standard of

living, and production capacities mean to the food industry? The answer

to this question could be summed up by saying that expansion is a must.

The population as a whole will demand greater quantities of improved

food products.

For a further analysis of what has happened and will happen to the

food industry, let us consider:

Food Consumption. Retail food prices on the average are a little
 

lower than they were last year and, Judging from the standpoint of

available supplies and agricultural crop prices, they should continue

at about the present level fer the foreseeable future. In 19%” the

consumer spent roughly 21 percent of disppmble income for food. Today

the equivalent amount of food can be purchased for about 19 percent.

 

8James C. Worthy, "The Next Ten Years in Retailing", 32; cit., p. 8.



Actually 25 percent of Adlspoaiue. income is now being spent. For this 25

percent, consumers are obtaining more food, better food, and food that

contains many additional built-in "kitchen-ready and maid services"

9
which save housewives hours of work.

Produgt_Changes. Net too many years ago, the typical grocery store
 

was a cluttered and rather dingy place which offered less than 1,000

different items. Today's markets carry anywhere from u,000 to 7,000

items depending on the size of the store. One-third of these items were

non-existent ten years ago; and another third are now in a different

form, new style, new package, new usage, etc.

The food industry now provides the consumers with a myriad of

excellent, new and improved products. Cake mixes; soluble beverages

(powdered soft drinks); instant coffee and desserts; dehydrated foods;

frozen soups, pies, and complete dinners; dietetic foods, and baby foods,

are now found on the grocery shelves.

"Convenience" foods have become the standard. To the 12 million

married women working in fulletime Jobs, these new products mean that

time can be saved. Instead of spending five and one—half hours in the

kitchen preparing the three daily meals, the housewife can do it in one

and one half hours which means she has four hours of free time to do

other things.

There is almost as much difference between the 19H“ housewife's

market basket and the present-day one as there is between the 1955

automobile and the one driven in 19%“, or as between the iguu experi-

 

9Grocery Manufacturers of America, Inc., Bulletin #2021: News From

The G.M.A., (October 3, 1955), p. 1.



mental model television set with its six inch screen and today's

elaborate Zu-inch screen model. At least one—third of today's grocery

department sales are items that did not exist ten years ago or were

available in token quantities. Adding these new items with the changed

and improved products, we find that two-thirds of the grocery volume

is attributed to items which were new and different from those of ten

10
years ago.

Sales Volume. Paul S. Willis, President of the Grocery Manu-
 

facturers of American, predicts that the nation's food industry can

achieve sales increases of nearly 25 percent by 1960 and almost 50

percent by 1965. In 1939, the food industry's volume was $16 billion;

in lgun, $31 billion, and in 1955 it has grown to $68 billion. In total,

food sales are up almost $35 billion in the past 10 years. Estimates

show that sales of food products will increase $30 billion in the next

10 years if there is no change in price level. By 1960 sales are

predicted to increase $17 billion. The 1965 estimates foresee food sales

of $96 billion.11

Chain Store Super Markets

Now that we have seen the great potential ahead in the entire food

industry, let us look more specifically at what is happening to the

chain super markets. No longer can a man rent an old garage, and with

 

10Paul S. Willis, "The Economy of Free Enterprise", Address before

the Women's National Republican Club, Inc., New York, (March 27, 1956).

11Grocery Manufacturers of America, Inc., Bulletin #2032: News frgm

the G.M.A. Newsroom, (October n, 1955), p. 1.

 



a few thousand dollars go into the business.

Today, chains have stores with gross annual sales of over 5 million.

The cost of opening stores has Jumped to a minimum of $250,000 and

ranging as high as $1,000,000.

Results of a survey by the National Association of Food Chains

showed that 100 food chain stores were opened in l9fl0. Today, only 23

are operating without major remodeling and 26 have been abandoned.

Reasons for store abandonment or remodeling, in order of frequency

mentioned by members answering the survey were: (1) lack of store space;

(2) building or equipment obsolescence; (3) population changes; (A) new

competition. Other leSs important reasons included hazardous auto

traffic which made it difficult for customers to get in and out of the

parking area, undesirable lease terms, and need for additional stocking

area.12

From this survey, it can be seen that changes and expansion are

occuring, making past facilities obsolete. A super market built in the

nineteen forties will not compare with the mammoth markets being built

today.

The chains are not only capitalizing on the growth in the food

sales, but are branching out into other fields. Non-food merchandise

such as health and beauty aids, china, soft goods, housewares, hardwares,

nursery stock, razors, and in even rare cases, heavy appliances can be

found in the super market.

 

12"Record Turn Out at the 22nd. N.A.F.C. Convention", Chain Store

Age, Vol. 31 No. 12 (December, 1955), p. #7.

 



A survey by Super Market Merchandising in 195A brought out many
 

observations. First, it showed that sales from non-foods in general

averaged 11.9 percent of total sales. Non-food sales in 1950 totaled

between $700 million and $1 billion and increased to $1.9 billion by

1953. A 90 percent increase was shown within three years.13

Non-food sales are still growing in volume as new lines and items

are being added. The Grand Union Company, East Paterson, New Jersey

recently announced to the public that it is building a 20,000 square

foot addition to one of its stores to sell only non-food items. This

new addition will handle inexpensive women's and children's clothing,

cameras, costume Jewelry, fishing rods, toasters, out door lawn furniture,

and many other items. Mr. Lansing P. Shield, President of the Grand

Union Company, predicts that in five years, every super market will be

a small department store.1u

Two chains, namely, Food Fair Stores of Philadelphia, and The Grand

Union Company, have established partly owned subsidiarks to build shop-

ping centers. This is an example of further expansion into fields other

than the food business.

Food chains from the beginning in the 1930's have been circumventing

the grocery wholesaler by buying direct from the manufacturer, and doing

their own warehousing and transporting. This circumventing process is

being extended to the new lines of non-food merchandise. Most non-food

items were introduced to the chain by rack Jobbers, but as the line of

 

13w. n. Zimmerman, The Super Market, (New York, 1955), p. 2116.
 

Wine super Market", Time, Vol. va11 No. 21 (May 21. 1956). p. 99.



merchandise is proving itself profitable, the chains are absorbing the

wholesaling'function.15

Sales Increase and Expansion. Taking a look at how sales have
 

increased for food chains in March,l956, with 80 chains representing

13,606 stores reporting to Chain Store Age, the national sales increase
 

was 9.1 percent over March, 1955. This comparison of March's sales

figure is typical for the year.16

Looking more specifically at what particular chains have accom-

plished in 1955 and what they intend to do in 1956:

For the first quarter ending March 31, 1956, ACF-Wrigley sales

were up. The exact increase is not known because of the company's

acquisition of other smaller chains with fiscal years ending on dif-

ferent dates. In 1956 ACE-Wrigley, Detroit, Michigan, plans to open

#0 new markets averaging $2.5 million per store. The average per store

annual sales for the entire chain is $1.8 million and its management

anticipates a further increase in the future. (The national per store

sales average is under one million dollars.)17

J. Weingarten's annual report shows that their net earnings were

up 39 percent over 1954. The increase in sales was $8,375,317 over

1954 which brought this figure to $77,975,730--a new high.18

 

15M. u. Zimmerman, loc. cit., p. 241.

16"Regional Sales Report For March 1956" 99910 Store ASE: V01 32

NO. 5 (May, 1956), p. 100.

 

17News item in Supermarket News, May 21, 1956, p. 26.
 

18nAnnu,1 Reports", Chain Store Age, Vol 31 No. 12 (December. 1955).

p. 9.
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Safeway Stores sales hit a record high of 1.9 billion dollars in

1955. Their domestic store sales rose 6.2 percent to $1,738,889,565,

while Safeway's Canadian units sales rose 10 percent to $17u,037,798

during 1955. In the next three years they anticipate the building of

235 new units.19

Stop and Shop's annual sales for the fiscal year ending July 31, 1955,

were the highest in the chain's history. Sales of the New England chain

for the 52-week period were $82,930,337--a 5.98 percent boost over the

previous year's total of $79,651,017. For the 1956 fiscal year, the

company plans on opening twelve new units bringing their total number

of stores to 99.20

Food Fair Stores, Philadelphia, reports a 15.8 percent rise in

sales with a 2n.8 percent increase in net income for a 28-week period

ending December 12, 1955. Fifty-five additional units are planned for

the fiscal year 1956.21

The Grand union Company, New Jersey for 1955 reached an all-time

high of $283,003,166 in sales representing an increase of 29 percent

over the fiscal year 195%. Net earnings also hit a new high with a rise

of 2h.8 percent over 195“. They plan on opening #6 new units in 1956

which will substantially increase their sales volume.

 

19Ib1d., p. 7.

20"Annual Reports", Chain Store Age, Vol. 31 No.12 (December, 1955).

P- 9-

21"Sa1es Reports", Chain Store Age, Vol 32 NO. 1 (January, 1956, p. 7.

 

 

22The Grand Union Company, Annual Report to Stockholders: 1955.

(April, 195e).
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Conclusions

The food industry as a whole is likely to enjoy prosperous years in

the future. The population of the United States:flst every indication of

increasing. People today are buying more expensive food products with

the "built-in" services, new products or product forms and uses are

constantly coming into being, replacing older products. To meet the

splurge of new products, super markets have grown large in size. In

addition to selling food products,the super markets have branched out

into the non-foods field. The addition of new product lines has made

it easier for the housewife to complete her shopping chore under one

roof--one stop shopping.

Individual chains are rapidly expanding with the industry. The

weaker and poorly managed chains are being absorbed by the prosperous

ones. Sales for 1955, as reported by most companies, were greater than

ever before in their histories. Looking to the future, many chains

are planning to build more units than ever. New super markets will add

anywhere from $1.5 million to $5. million per year to annual sales.



CHAPTER II

FOOD DISTRIBUTION'S NEED FOR EXECUTIVES

During the past 100 years there has been a tendency toward separa-

tion of ownership and management. The large corporations of today with

the multiplicity of stockholders and the complex operational problems

require an increasing number of professional or career managers who in

some cases own very little of the firms. These managers are "trustees"

of other peOple's capital with a responsibility to serve the interest of

the employees and public as well as the stockholders.

The complex organization of today demands that management be cog-

nizant of technical innovations in order to operate successfully.

Technology has in the past and will continue to make possible much

greater production with fewer people in order to attain the standard of

living desired by the American peeple

The output per worker is expected to climb 43 percent by 1960, com-

pared with a 21 percent gain between 1940 and 1950. This assumes a

1960 population of 170 million with a working roree of 66 million.

To keep up with the great expansion demands in the economy, business

leaders will have to achieve the capacity and ability to formulate and

apply a philosophy of management that visualizes and embraces:

"A. A managerial or administrative point of view which prop-

erly integrates the processes of technological innovation,

production, distribution, financing, and human utilization

to achieve socially desirable profit and service objectives

in a private enterprise economy.
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B. Essential proficiencies in the functions of creative

planning, organizing, and controlling the activities of

complex and decentralized forms of business organization.

C. An intelligent understanding of the fundamentals of human

motivation and education as a basis for human relations in

production, human reactions in distribution or marketing,

and community relations for human happiness.

D. Competency in communication to effect understanding among

employees, shareholders, and the public (domestic and

foreign) about the objectives, policies, processes, and

organizational relationships of a business organization.

E. An understanding of the impact of the technology of

production and distribution on increased productivity,

standards of living, employment and human satisfactions.

P. Realization of the relationships between specialization

and generalization in education for business leadership

and the performance of business functions. Both general

specialists and specialized generalists to provide leader-

ship for our 1970 economy may be needed.

0. The ability to provide an increasing utilization of human

effort for suitable human work by providing increasing

relief from routine physical work by the proper use of

indirect energy. There will be greater use of employees

in work which requires intelligence and education."23

Bigness Has Responsibilities

One of the most important post war trends in retailing is toward

bigness through mergers and intensive expansion programs. Professional

management in corporations increasingly accept the concept that the

business corporation is developing into quasi-public institutions.

Corporate managers today accept.as part of their Jobs, community and

national responsibilities.

 

23John F. Mee, "The Impact of Economic Evolution on Education

Requirements", Bulletin #23: The Collegefgraduate in the American

Economy, 1970, (Chiversity of Indiana, 1955), pT—42.
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Many individuals believe that bigness in itself in not bad but

the power enhanced by bigness can be abused, seriously hindering the

small business or the whole economy. In decision making, business

leaders have to consider not only their companies, but the small

competitor, the community, and the various governmental agencies.2u

Corporate managers today have to be more public minded in their

operations because of their relationships with the Security and

Exchange ConInission, the Federal Trade Commission, the Food and Drug

Administration, the Department of Justice, Congressional investigations,

and the Department of Internal Revenue as examples. Neither the public

nor the government can be ignored. In modern management philosophy,

the profit motive is no longer supreme among business managers. The

service objective along with the social responsibilities occupies a

place of comparable importance with the profit objective, at least in

2

the short run, in the management philosophies of business managers. 5

Great Man Hunt

American industry is on the greatest man hunt in its history. It

is hunting for executives to fill top jobs today and to fill those that

will become vacant in future years. Seldom has there been a greater

opportunity for able men, not only to get good jobs, but to move ahead

fast. The chief reason is that industry, which has just about doubled

in size during the great post war booms, needs far more bosses than they

 

2“Gordon Cross, "The Responsibility of Bigness", Journalggf

Retailing, Vol. XXXI Nb. 3 (Fall, 1955), p. 115.

 

25John F. Mee, 9_p_._ cit., p. uz.
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have time to train. The corporations having solved to a large extent

the mechanical problems of mass production, are finding it harder to

learn the things they must know to mass-produce the executives they

direly need.26

In a survey of 3,000 middle management executives representing all

business fields, it was found that only one-third were presently

qualified for advancement. The same survey revealed that 42 percent of

the top management group were of the age bracket between 55 and 65, and

should be retiring within the next ten years.27 In addition, consider-

ing the normal deaths, disabilities, turnover, and the five percent

annual growth pattern existing at present in American business, the

conclusion is that there is an extreme need for executive talents.

Contrary to past practices, when specialists were sought, companies

today are generally seeking men with wide, overall interests, especially

men who have demonstrated qualities of leadership and ability to get

along with people. According to a survey of the American Management

Association, 30 percent of the 500 leading corporations have an

executive development program.2800mpanies are taking promisingfiyoung

men and putting them through a systematic program to develop the

brightest of them into executives. These men are shifted from department

to department to get the broadest possible view of the entire operation

 

26Editors of Time, "The Great Man Hunt", New Directions in U. S.

Business, (1955), p. 4.

 

27C. Wilson Randle, "How to Identify Promotable Executives,"

flarvard Business Review, Vol. 34 No. 3 (May-June, 1956), p. 122.
 

28Robert K. Stolz, "Is Executive Deve10pment Coming of Age?"

Journal of Business, Vol. XXVIII No. 1 (January, 1956), p. 48.
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and to keep from getting in a rut that is frequently the penalty of

over-specialization. Such programs are being created in an attempt to

establish a "second team" management group that can take over when some-

thing happens to the top echelons.

A company finds it quite frustrating to shake a good idea or delay

the launching of an ambitious and well-designed plan for expansion

becailse’rio executive talent is available. One of the serious problems

in expansion is finding executives with the diversified ability that is

needed for the varied and extensive operation. Executive talent is not

a commodity one can find in profusion on the Open market. In most

instances, it is necessary to hire young men who have the ability to be

developed into future executives.29

Today with the American market becoming increasingly competitive,

more competency and skill is needed in corporation management. The

increasing cost of equipment, brought about by automation which has

resulted in mass distribution of products, has increased financial risk.

The demands on management have become bigger and more complicated and

the necessity for making the right decision has become extremely impor-

tant.

Present-day management is concerned with 10 or 15 year planning.

This future planning is lenghthening the time span between economic

decisions and their application; again, making the decision-making

process more complicated. The necessity of developing executives today

 

29Nathaniel Stewart, "Building Tomorrow's Management", Dun's

Review and Modern Industry, V01. 27 No. 1 (January, 1956), p. 40.
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that will adjust and complete tomorrow's plans is a very important

factor. Only if tomorrow's management has the ability to fulfill such

plans can they be worthwhile and effective.30

Quantitative Need

Besides the factors noted previously, the low birth rates during

the depression years have seriously contributed to the shortage of

potential executives. The "depression babies" are now of the age to

be entering the lower levels of management as an initial step toward

top executive positions of tomorrow. It will take more than ten years

before the "war babies" will be of age to help alleviate the present

shortage.

The unexpected and unprecedented growth of business after the war

and continuing to the present, increased the number of executive posi-

tions available to young men. From 1940 to 1954, management jobs

increased 67 percent while total working force increased 35 percent and

the population increased 22 percent.31

During the war many retirements were postponed which resulted in a

surge of retirements after the war. The post-war period saw many young

men rise to top management positions leaving a serious gap in the middle

management group. Today this gap still exists because of the shortage

of executive man power in comparison to business expansion.

 

30Peter F. Drucker, "The Management Horizon", Journal of Business,

V01. XXVIII NO. 7 (July, 1955), p. 155.

31Robert K. Stolz, op; cit., p. 48.
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Eighty percent of the American male youths are rendering two or

three years of service to the military. This period of service has

lengthened the time between school completion and the industrial

employment. A further potential shortage could exist because of the

number of men in the lower management group who are subject to recall

to military service.

Food Distribution Industry's Need for Executives

The food distribution industry is no different than other large

scale industry, in fact, it is the largest business in the nation. It

serves 165 million Americans who annually spend more than 35 billion

dollars in food.32 There are over one-half million food retailers

throughout the country, and 53 percent of the business is done by

approximately 21,500 super markets.

The large food chains have need for technical and non-technical

employees such as accountants, engineers, lawyers, buyers, merchandisers,

personnel administrators, and public relations people to name only a

few. The food industry like all other industries, is suffering from

lack of executive talent.

Store Managers as Executives

Recently the editors of Fortune asked leading businessmen what

in their opinion constituted an executive. In the survey, the following

 

32Michigan State Placement Service, Bulletin: Your Future in

Food Distribution, Michigan State University, East Lansing, Michigan.
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was found: An executive is a person who is paid for a full-time job

which--

1. Directly helps to fulfill his company's objectives and overall

policy.

2. Is required to make or approve decisions that significantly

affect profits and future plans.

3. Coordinates several major divisions or departments of

corporation functions.

4. Maintains and develops an organization of trained sub-

ordinates to achieve the company's objectives.

5. Delegates responsibility and authority to the organization,

iggeioggrgigepsigig:a9§e and results through at least one

By the above definition, a store manager of a modern-day super

market is an executive. He has direct authority over anywhere from 25

to 150 employees and in some cases is responsible for more than 5 million

dollars in annual sales;,

The duty of a store manager is to contribute to the fulfillment of

the company's objectives by seeing that the policies set forth by the

company are adhered to by all employees. Super markets operate on a

very close margin of profit which means that the operation has to be

closely controlled in order to be successful. At the store level the

manager has to see that the inventories, supplies, labor and profit

ratios, and cash are constantly controlled.

In most chain stores there are three main departments of merchan-

dise--produce, meats and groceries. Each department is further sub-

divided; such as, the bakery, housewares, health and beauty aids, and

 

33Perrin Stryker, "Who is an Executive", Management Review,

“Vol. XLV No. 2 (February, 1956), p. 74.
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canned goods under the general category of groceries. The store

manager's job is to coordinate the efforts of these various departments

in proportion to their contribution to overall store sales and profit.

Like all executives, a store manager is concerned with the con-

stant training of subordinates. His duty is to see that promising

young employees obtain well-rounded experiences in all departments to

equip them for future promotions to managerial positions. Companies

today are expanding,but without trained men expansion can be limited.

The large number of persons employed in some super markets make

direct supervision of every operation practically impossible for one man.

To alleviate this problem, the store manager delegates authority to the

various department heads who are held responsible for the operations of

their particular part of the total store operations. Many companies

consider the store manageras an overall supervisor of the entire store

with the department heads aiding in controlling the operations.__

The author, by comparing the definition of an executive with the

position of a store manager, has attempted to establish the fact that a

manager is an executive. Above the store management level there are

many positions similar to those in most large corporations. 8

As the stores grow larger in size, the top managements of the

chains realize the increasing importance of the position of the store

manager. Safeway Stores, for instance, in a recent effort to stream-

line their organization in order to maximize profits have given more

authority over pricing, merchandising, advertising stock arrangement
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and brand handling to the store management.3u

With the realization in mind that the food industry is growing

and that the position of the store manager is becoming increasingly

important, the industry no longer needs managers to act as clerks,

but managers who are capable of handling the large subordinate working

force and are able to cope with the many merchandising and financial

problems that face them. In short, executives are needed, not "head

clerks".

Conclusion

United States business Jun; expanded in excess of the supply of

executive talent. The shortage of executives is due to the increase

in the number of executive positions which demand more diversified

knowledge by the persons filling them. The low birth rate during the

depression years partly attributed to today's quantitative shortage

of young men with executive talent. Food chains have grown in size

and complexity,and like the rest of American business, are suffering

from a shortage of executives. A manager of a modern-day super market

has a responsible position and can be considered an executive. With

executive positions in today's super market chains extending down to

the store management level, the need for executives has been amplified

in this industry.

 

3uGrocery Manufacturers of America, Inc., Special Bulletin from

the President, No. 2068 (May 3, 1956), p. 2.
 



CHAPTER III

COLLEGE RECRUITMENT

The previous chapters established that the food distribution

industry is growing at a fast pace and that there is a’substantial

need for executives; the next step is to consider the labor market

for future executives. In recent years, top management in business

have agreed that colleges and universities are good recruiting grounds

for future executives.

As a whole, the educational level of the population has risen.

There are 90 percent more persons with a high school education and 20

percent more with one to three years of high school than there were in

1940. The number of college graduates has increased 40 percent since

1947. With the increase in the educational level, the standard of

living of the people has increased. Workers are demanding more salary

than ever to pay for the finer things in life of which they have become

aware.35

With the higher educational level of the population as a whole,

those persons who want to get ahead in the business world are spending more

years in school. A high school education is negligible when considering

the increased number of college graduates. The complexity of today's

 

35This Week Magazine, Sixth Biannual Grocery StugL (United

Newspapers Magazine, Corp., 1955}: p. 10.
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business organization is one of the reasons why young men are spending

more time in school preparing for their careers.

The number of college graduates has greatly increased in the last

ten years,but not at a pace rapid enough to meet the needs of industry.

Both college students and business leaders are aware of this fact. As

a consequence, the students are now in good bargaining positions. No

longer do college graduates have to pound the pavements for weeks and

months looking for a job as was done in the nineteen thirties. The

companies are coming in droves to the campuses throughout the nation in

a search for future executives.

Dr. Frank Slhzdicott, Northwestern University's Placement Director,

conducted a survey of 108 companies in all fields. The companies

reported to have a 30 percent increase in their recruitment quotas this 1

year over 1955?6 Companies are demanding more college graduates, while

the number of graduates have not increased enough to satisfy the demands

of business.

In 1956 approximately 20,000 men will graduate from the various

colleges and universities throughout the country.37 This number is

no higher than it has been in recent years and is less than the post-

war peak graduations. Not all the men graduating this year will go

immediately into business, many of them will first have to fulfill their

military obligations by participating in active duty for two or three '

 

36Stephen Habbe, "College Recruitment in 1956", Management Record,

Vol. XVII No. 1 (January, 1956), p. 6.

37Herrymon Maures, "Twenty Minutes to a Career", Fortune, Vol. LIII

(March, 1956), p. 112.
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years. The annual crop of graduates is expected to remain low until

the mid-nineteen sixties when the large number of post-war births will

be of college age .

Today, college graduates are in great demand in industry. The

high salaries being offered are significant that there is a premium on

college graduates in business. Some companies are offering starting

salaries to college graduates with no experience which are even greater

than the present salaries of men who started working in the same

position as the college graduate and have been working for the companies

for a few years. Historically, college graduates' starting salaries

edged up much slower than earnings of factory workers. In the last

eight years, the starting salaries for college graduates leaped ahead

60 percent compared to the 50 percent rise in the factory wages.

Recruiting Picture Throughout the Country

The following information was compiled by the various college

placement bureaus throughout the country:

University of Michigan, School of Business: In 1955, the number

of interviewing companies rose from 81 to 129. The number of students

interviewed rose from 1,482 to 2,070. There has been an increase of 50

percent in 1955 over the previous year in the number of students being

interviewed on campus. The median salaries were $350 per month for

tudents with a B.B.A. cbgree and $385 for students with a M.B.A. degree.

ne ty percent of the students were offered jobs either in accounting
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or as management trainees .38

Northwestern University: The number of interviewing companies and

students being interviewed has increased approximately 30 percent in the

past years. The following table shows how the monthly salaries being

offered have increased for graduates with no technical degrees.

 

me of Position 1956 1955 191:7

Accountants $352* $339 $231

Salesmen 358 339 225

General Business 3li8 337 223

*monthly sa la rie s

The above salaries were the averages offered in November of each

respective year. The 1956 salaries are expected to increase $10 to

10 percent by the time of graduation.

Georgia Tech: The number of graduates decreased from 1,501 in

1950 to 9## in 1955. At the same time, the number of interviews on and

off campus have increased from 24,000 to 1L2,000. The 1950 graduate had

an average of 16 interviews,while the 1955 graduate had an average of “.140

University of Illinois: Over 1,000 companies, 500 of which are

engineering firms are expected to interview students on campus during

the 1955-56 school year. Additional hundreds of companies have appli-

cation blanks filed with the placement office. Starting salaries are up

 

38Robert B. Vokac, "The 1955 College Graduate Employment Picture",

Fchigan Business Review, Vol. VII No. 6 (November, 1955), p. 29.

3'9"'1‘wen‘l:y Minutes to a Career". 92; 6117-. Po 117-

”OIbid., p. 117.
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generally $25 per month over last year. Liberal arts majors with no

special business training can obtain positions with salaries between

The demand for business majors{our and five thousand dollars per year.

Twenty to thirty com—is great, accountants being in greatest demand.

panics are conducting interviews daily and over the course of the year

41

some 20,000 interviews will be conducted.

A total of “,287 students were inter-Michigan State University:

viewed by employers at the placement bureau during the winter term

Businesswhich was a 23.5 percent increase over the same term in 1955.

and industry interviews numbered 3,969, compared with the 2,889 in the

winter of 1956. General Business interviews doubled in the past year.

The Placement Bureau arranged for 3146 representatives from business,

This is a 3” percent increase in the numberindustry, and education .

'42
of interviewing companies.

The above statistics furnished by the placement bureaus of the

collegesare quite typical of what is happening in colleges throughout

The prospects for the American college graduate in 1956the nation.

High pay is available now for nearly everyoneare unbelievably good.

who can, and wants to get started in industry.

This new trend toward higher salaries is evidently due to the fact

hat business, aware of its own increasing complexity-~technological and

 

 

”1"Jobs for the Graduates Plentiful, Pay Rising", U. 3. News and

id Reports, (March 9, 1956), p. 96.

uzflews item in the Michigan State News, May 22, 1956, p. 1.
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otherwise--looks more and more to the colleges and universities for the

talents needed to perpetuate and expand. Already a large majority of

the successful executives in business are college graduates.

Students' Attitudes

The students of today realize the great shortage of college

graduates and the ever-increasing recruitment quotas of the various

companies. College seniors are "Job shopping". Students are being

interviewed by as many companies as possible in the fields they think

are of interest to them. After evaluating the offers of the various

companies, they are making their decisions. With the starting salaries

sky rocketing and the multitude of interviews being conducted on campus,

it would seem that the student would be making his decisiOn primarily

based on what company offers the highest starting salary. ,Most surveys

conducted on why college seniors choose a position, list starting salary

as only a negligible factor. ’

Dr. Edward Brand, Director of the Food Distribution Curriculum at

Michigan State University, conducted a survey of some 1,000 Business

.Administration students. The students were asked to list the reasons

‘why they would select a particular career. The reasons, in the order

of their importance, that were given by the students are shown as

follows :1‘3

Interesting work

Ability and training qualify them for the work

Advancement opportunities coupled with an

organized training program

. Pay

Good working conditionsU
1
4
:

U
N
I
-
4

 

”Dr. Edward Brand, "11.3.0. Career Survey", (unpublished, Michigan

State University, Winter Term, 1956), p. 2.
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A similar survey was conducted by the Opinion Research Corporation

of Princeton, New Jersey. Students were asked to identify the most

important factors in choosing a Job.“ Chance for advancement was an

important factor for 93 percent of the students. Eighty-two percent of

the students listed interesting work as a factor. Near the bottom of

the list are starting salaries (23 percent) and benefits (17 percent).::

The author is of the opinion that the above surveys indicate the

attitude of the college students all over the United States. Interest-

ing work coupled with the possibilities for advancement are what the

students are considering when choosing their future employers.

Although salary does not seem to be one of the major factors, it

cannot be overlooked. The students are insisting “on at least the

"going rate" of salary, before they even consider taking a position.

<Once salary is competitive, the student will then make his decision

based on the other factors. This, however, does not mean that if the

salary is slightly less than the "going rate" that the student will

refuse the position. If the future prospects of the position seem

extraordinarily good, the student will in some instances take a smaller

salary, but this case is more the exception than the rule F5

Confusion. The college graduate today is undecided as to what -

type of position he should take. He is not exactly certain how his

college courses pertain to the business world. A student graduating

with a general business or liberal arts degree does not know what type

 

m"Tt¢enty Minutes to a Career", _o_p_._ cit., p. 117.

“51mm, p. 1417 .
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of Job he would like,no less what type of Job he is qualified to take.

Many business firms have alleviated this problem somewhat by having

extensive management training programs in Which the new employees are

able to analyze the various phases of the company's operation before

deciding where their interest will best be met. Students without any

technical education are generally extremely cautious in choosing

positions with firms without any organized training program regardless

of what starting salary is offered.

There are many misconceptions existing in the minds of college

students about various industries. They see glamour in the petroleum,

chemical and electrical industries, but have an apathy toward food and

textile. Retailing, banking, insurance, and railroading are shied away

from by college students.

The one thing that students, for the most part, do not realize is

that there are many excellent career opportunities lying in the

.supposedly less exciting industries. For the student who is not

primarily interested in the glamorous industries, many positions are

aavailable that both in the long and short run will prove to be more

beneficial .ll6

Once the decision as to what type of industry to enter is made,

the next step for the student is to chose a particular company in

tarat industry. This is an extremely difficult task. An estimated

inuree—fourths of today's business-minded graduates consider Job offers

as; life-time careers. When a student is considering employment with a

 

“6Ibid., p. 117.
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company that he can work for until he retires, he will stop and weigh

all the possibilities before deciding. The short-run benefits in

salary are negligible when considering a life-time career. A student

is interested in how high he will rise with the compamr during his work-

ing life and what will be the financial rewards.

The Head Corporation of Chillicothe, Ohio, was quite interested

in why college students refused to accept the offers they were given,

so Mead conducted a survey of those students who refused the offers.

Though only 16 students responded in the survey, the results illustrate

the subject under discussion. The survey, asking the graduates what

they are looking for in a company offer, revealed that starting salary,

if reasonably competitive, Job security, company policies, the method

of training, the nature of the industry and personality of the inter-

viewer were relatively unimportant factors.

One of the important factors was the nature of the initial Job

assignments. After 16 years of school, the student is anxious to get

his teeth into a "real" Job promptlyuan active, practical assignment is

desired. The anxiety of the student does not infer that he is not

willing to go on a training program, but that a training program should

be made interesting and challenging to him.

Perhaps the most outstanding findings of the Head Corporation

survey is that the students are interested in opportunity--the possi-

bility of advancing to a higher position with more pay and responsi-

bility. The students, once again, had their eyes on the future and
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would forego present possibilities for long-range gains.u7

Companies' Attitudes

As previously stated, the companies, like the student, realize the

critical situation existing in the shortage of college graduates. To

meet this situation, the companies are offering extraordinary salaries

to the graduate this year and there is no sign of a decrease in

offered starting salary in the next few years.

The cost of recruiting has risen considerably. Frank Endicott of

Northwestern University conducted a survey on recruiting costs of big

companies in all fields. The results showed that recruiting cost per

graduate hired ranged from $50 to $1,200 with an average of $155.“8

One of the reasons the recruitment cost has risen so much is the

number of interviews necessary in order to actually hire a man. Com-

panies average that 100 campus interviews are necessary to obtain 15

possible candidates for employment. At further interviews, seven or

eight of these candidates were expected to decline the company offer.”9

The high costs of recruiting college graduates are not too much

concern to the companies. The feeling prevails that it is better to

spend money recruiting the right man than to hire a poor man and after

spending thousands of dollars for training, find out that he is not

qualified, and have to discharge him.

 

”7"What is the College Graduate Looking For", Management Record,

Vol XVII No. 1 (January, 1956), p. 2.

u8Dwight L. Gentry, "Better College Recruiting: Better Sales Train-

ing", Personnel Journal, 34:378-82, March, 1956.

”9"What is the College Graduate Looking For", op; cit., p. 7.
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Most companies can offer the college graduate a future, but they

cannot guarantee that all will become presidents and vice-presidents.

One large company estimates that only 75 percent of the recruited

college graduates will reach middle management positions which in terms

of dollars means a $15,000 annual salary. Of the group that reaches

middle management, experience has indicated that 50 percent will advance

to the level slowly, 40 percent moderately and only 10 percent quickly.50

Top managements are not expecting the impossible from the college

graduates. They realize that having a college education does not

guarantee that a young man will be successful in future years. Train-

ing and experience is necessary to develop executives and the companies

are providing this to the students as a continuation of their formal

education.

Conclusion

The demand for college graduates is at an all-time high. More

companies are turning to the campuses for their future executives.

Higher salaries are being offered this year than ever before in history.

The students are taking an increasing number of interviews before

they accept a position with a particular company. Opportunity for

advancement and the long-range benefits are what students consider

most important in choosing a Job.

A company is not only competing with other companies in the same

imadustry,‘but with companies in all other industries. Business manage-

nrent today find it necessary to give the college student what he wants.

 

5°"Twenty Minutes to a Career", gg¢ucit-. P- 117-
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Challenging training programs with reasonably competitive starting

salaries are necessary to attract graduates.

Company recruiters have a Job, not only to sell the companies,

but to sell the entire industry in which the company operates. This

holds true especially for those industries that are considered less

glamorous by the college students.

 





CHAPTER IV

COLLEGE GRADUATES AND FOOD DISTRIBUTION

Retail sales have been increasing since the end of World War II.

Along with the increase in sales, a labor shortage has occured. For

years retailers have depended on wives and children for a good source of

supplementary labor. Today, persons who previously turned to retailing

to earn supplementary income are now seeking employment in other

industries that pay higher salaries.51 Retailers, who find it possible,

are using more automatic equipment to help alleviate the shortage of

man power.

Higher skilled workers and executives are needed to manage the

modern-day retail outlets. There is a particular shortage of young

executive talent that can be developed into the retail leaders of

'tomorrow. Part of this shortage is due to the misconception college

students have that retailing is one of the less glamorOus fields.

In this chapter the reasons why college students are turning away

from retailing will be analyzed. An attempt will be made to point out

tame falacies in the misconceptions by college students about retailing

111 general and the food distribution phase of retailing in particular.

Reasons why college graduates can find desirable possitions/in the

various retailing fields will also be discussed.

 

51"The Coming Security: Labor", Business Week, No. 1392 (May 5.

1956), p. 23.
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Public Too Close to Retailing

It is the opinion of the author and some of his associates that the

general public is too close to retailing to have a full appreciation for

the industry. Most men, women, and children shop in a retail store for

some reason or another. The clothes, food, and the furniture found in

our homes generally are bought in retail establishments. The average

American family, for instance, is represented in the super market three

to five times a week.

The typical shopper in a service store can see only the sales

personnel waiting around the counters for customers to come in to

purchase something. The-same shopper when visiting a self-service

store visualizes the clerks as nothing more than persons who stock

merchandise on the shelf. In the minds of many shoppers, no skill or

ingenuity is needed in either case. With only this restricted view of

retail personnel, the general public easily can develop the opinion that.-

retailing consists of a mass of clerks led by other clerks who are

slightly more intelligent. People do not realize the vast organization

that is behind the scenes supporting the store personnel. Nor do they

realize the responsibility and authority that is connectedowith running

a large retail outlet.

Without facts to substantiate it, the author would venture to guess

that if a sample of the American people were questioned as to the

salaries of men in various middle management retailing positions, the

answers would be considerably less than actuality. 0n the other hand,

if the same people were asked the salaries of the middle management

group of other industries, such as automobile manufacturing, the answers
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would be considerably over-estimated.

Perhaps the difference in answers can be attributed to the attitude

of the public,who are in constant touch with retailing, that such a

field seems hardly important enough to require high paid men. Manu-

facturing, on the other hand, is a mystery to the public, who do not

know what operations are involved, although they believe manufacturing

requires more intelligence to operate; hence, this field would require

higher paid men.

The public's attitude, in the author's opinion, is not valid. As

much intelligence and foresight are needed to run a retail operation as

is required to run an operation any other level of the marketing channel.

Because of competitive reasons, food chains, generally, operate on a

very small margin of profit. A chain can easily fail if the operation

is not carefully planned and closely controlled.

College Graduates and Retailing

In a survey of 55 colleges, 1,359 students were asked their

preferences in selecting a career in six major industries. A large

number of students choose retailing rather than the other five fields.

The reasons given for selecting retailing were (in order of importance):

. Year-round employment

Wages commensurate with ability

Interesting work

. Friendly relationships between employees

and executives

5. A great many opportunities for newcomers

:
U
N
H

 

52Jack Mason and Edward L. Slater, "Retailing, Its Your Move,"

Journal of Retailirg, Vol. XXVIII No. 2 (Sumner, 1952), p. #9.
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Another survey conducted by New York University, School of Retail-

ing asked college graduates who entered retailing and later left, why

they selected retailing as'a career upon graduation from college.*

The reasons given are as follows (in order of importance):53
\
J
‘
l
-
F
'
U
N
H Interesting and challenging work

Opportunity for advancement

Financial rewards

Prior education in college (retailing)

Family connections

In the same survey it was revealed that:

1.

2.

Three out of five respondents had Retailing

or General Business backgrounds in school.

Two out of three earned less than $300 per

month as a starting salary.

Four out of five left their employer for

other Jobs (one out of four had Job offers

before leaving their first employer).

Two out of three sought positions in fields

other than retailing.

The persons who left retailing were.asked why they did. The two

outstanding reasons were low salaries they were earning and the long

hours they had to work. (

It should, however, be emphasized that the survey was based on a

small sample and that only those persons who discontinued working in

the ten stores were interviewed. Both men and women were interviewed

wflxich.could explain the low starting salary-~women at present are not

being paid as much as men in retailing. Also, the survey revealed that

 

*The respondents were chosen from the separation files of ten

different retail stores--eight department stores, one mail order house,

and one chain store.

53m. D. Ellsworth and J. s. Ralquist, "why Do College Graduates

Leave Retailing, "

I7— 14.
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the average time spent with the employer before discontinuing service

was two years. When allowing for the two years from the date that the

survey was conducted (1951‘), the starting salaries are not so much

below the average salary offered to college graduates at that time--

approximately $25 per month below the average.

These figures do not reflect what is the present-day situation for

college graduates in retailing. mvid L. Yunich, President of Bambergers

Company, Newark, New Jersey, in an address before the eighth annual

conference on "Careers in Retailing", at New York University this year,

14

revealed the present situation.5 Mr Yunich contended that the starting

salaries in retailing for college graduates with non-technical degrees

are competitive with most other industries. Continuing, he stated that

the career-seeking student of today is more interested in what he will

make over the next ten, fifteen, or twenty years than the starting salary.

A clever young man can, in the long run, make considerably more money

in retailing than in most other fields.

Mr. Yunich also stated that the hours of work necessary in retail-

ing, long thought to be a supposed objection to retailing as a career,

The basic working force works anare commensurate with other fields.

The executive group expendseight-hour day totaling a forty-hour week.

time in direct ratio to individual ambition.

In Mr. Yunich's opinion, the one main reason why college graduates

do not enter or do not long-remain in retailing is the attitude of

nanagement . Management is putting too much emphasis on long-range

51‘News item in the Retailing Daily, March 13, 1956, p. 11.
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rewards with a corresponding small reward granted along the way to the

top.

T. D. Ellsworth also shares this opinion. He says, "If management

had indicated that though the road would be rocky, the rewards along

the way--and not merely the end of the trail--would be worthwhile, many

of those disillusioned college graduates would enter retailing and

would continue to provide the needed nucleus of well-trained, enthusi-

55
astic, hard-working, profit-making retail employees."

What is the students' attitudes to Mr. Yunich's statements on

starting salaries and hours of work? In a survey of over 1,000 students

in the College of Business and Public Service at Michigan State University,

the students were asked: "If a particular career offered excellent

f,ll56

possibilities of achieving your goals, would you take it i

 

X_e__s_ 319 Don't Know

1. Starting pay is $25 per

month below the average 86% 12% 2%

2. Starting pay is $50 per

month below the average 32 61! u

3. Work on Saturday is

required 74 21+ 2

ll. Some work required on

Saturdays 93 1+ 3

5. If overtime is necessary

to do the Job well.

(probably without extra .

81+ 13 3pay)

 

551b1d., p. 11.

56"1\’I.S.U. Career Survey," loc. cit., p. 3.



6. If the starting position

carried no social prestige

7. If the position offered

little or no security for

the first five to ten years

8. If the employer has no

organized training programs

9. If the employer offers no

specific advancement program

21

1+6

25

143

18%

76

50

72

40

Don't Know

w

This survey indicates that slightly lower salary, Saturday work,

overtime, and lack of social prestige for starting positions are not

enough to cause a student to refuse to consider a career in an industry

in which these conditions exist. When no security for the first period

of years, no formal training program, and no specific advancement

program are offered, students would not consider taking such a position.

In an other survey conducted in eleven colleges, graduating seniors

were asked a somewhat similar question about retailing. The majority

of students indicated that they would enter retailing regardless of

Saturday and one or two nights work each week, and low starting salaries.57

Those students indicated that the existing starting conditions

in retailing are not objections against entering this field. They feel

that retailing is a challenging and interesting business with ample

'hances for advancement. Mr. Yunich's opinion that students do not like

etailing because of the attitude of management might very well be true.

 

57"How Will Evening Openings Affect Retail Workers", Journal of

23111535, Vol. XXVIII No. 2 (Spring, 1953), p. l.



’41

Little security for the first period of years, no formal training

programs and no specific advancement program can all be attributed to

management's attitude. Retail management has the job of showing

college graduates that the companies are thinking of them and are

greatly interested in aiding them on their way to the top.

College Graduates and Food Distribution

Now to look at what the Food Distribution industry has to offer

college graduates. The facts that the food industry is growing and

that there is a shortage of executives has already been established.

Some large chains,like many other business firms, are turning to the

colleges for their future executive talent.

A college graduate who goes to work in the food industry is not

limited to any particular type of job. There are approximately 250

different jobs from which he can choose.58 Some of the types of jobs

can be found in the areas of buying, merchandising, sales promotion,

advertising, warehousing, real estate, transportation, engineering,

construction, personnel, accounting, law, public relations, insurance,

research, industrial relations, finance, taxation, store operations,

manufacturing, packaging, and food technology.

For a closer look at what the food industry has to offer, the

following is quoted directly from a pamphlet distributed by the National

Association of Food Chains. The pamphlet, Booking‘For A Career, is
 

esigned to be distributed to schools throughout the country in an

 

58"Your Future in Food Distribution", op. cit., p. 3.
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attempt to guide students toward a career in the food industry. The

food chains offer the following:59

"Regular Training Programs

Regular training programs are designed to prepare

employees for better jobs. And you receive your regular

pay while you are being trained. Most companies have a

continuing need for qualified junior executives and have

a policy of 'promoting from.within'on the basis of merit.

As proof of this policy, any food chain can point to top

executives who started as clerks, general superintendents

who began on the freight dock, and department heads who

were once mail boys.

There's Plenty of Room 'Upstairs'

You'll find the food chains ready and willing to give

a boost up the ladder to any employee who shows real ability.

It is not hard for an ambitious young person to earn

advancement to head of a store department or even store

manager. The manager of a modern super market often is

one of the best paid men in the community. He is an

executive responsible for staff of from 20 to 100 employees

who produce annual sales in the millions of dollars.

With the growth and the changing methods in the industry,

young people with special skills are being sought out for

important managerial jobs in their field of specialization.

Good Regular Income

Chain food industry pays according to ability to pro-

duce. In addition to basic salaries many companies have

liberal bonus and profit-sharing arrangements.

Because of the stability in the chain food industry,

employees can count on the nearest thing known to an

'annual wage'. The comparison with other trades and

industries is favorable. Unlike workers in other fields,

most food chain people can determine their yearly income

simply by multiplying a week's pay by 52.

 

59uht1ona1 Association of Food Chains, Pamphlet: Looking For A

Career, 1955, p. 3.
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Paid holidays and paid vacations are on a par with

those of any industry--ahead of most.

Pleasant Working Conditions

Great strides have been made in recent years to

create pleasant places in which to work. No doubt you

have noticed that modern super markets are clean and

attractive places in which to shop and work. More and more,

they are air-conditioned, well-ventilated and well-lighted.

Hours of work have been reduced so that at present, the

work week is comparable with most other businesses.

If you investigate, you will find that most chains

have reason to be proud of their modern stores, warehouses

and offices, equipped with the latest work-saving devices.

You will find too, that most chains have liberal vacations

and holiday policies and a long list of other 'job extrasl

as well

Work That is Interesting

Food retailing is a 'live' business. It affords a

chance to meet people and has none of the monotony found

in other jobs. It has a brisk, challenging atmosphere

that keeps you on your toes, alert to every changing trend--

every new development. You're constantly meeting new people--

encountering new situations-~solving new problems. It's the

kind of activity that catches the imagination.

A Good Investment for the Future

In planning for a lifetime career, there are, of

course, other things to consider besides opportunities for

advancement, and income. Almost everyone wants long-term

security. We want to be reasonably certain, first, that

the industry as a whole offers a stable future and, second,

that the firm we work for is sound, progressive, and can

meet its competition. We don't want to be in the position

of the carriage maker or blacksmith when the automobile

came along.

Everyone Has to Eat

There are many uncertainties in this changing world. But

one thing is as sure as tomorrow's sunrise. Eating is a must

for all of us. And this basic human need is the foundation

on which the food chain industry is built. For this reason

food chains are as nearly 'depression-proof' as any business

can possibly be."
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Many of the above conditions are present in most other fields as

well. The purpose of including this factor is to point out that the

food distribution industry has as much, if not more, to offer as other

industries.

Dr. Brand, Director of the Food Distribution Curriculum at

Michigan State University was quoted in an article in Super Market News

60
as follows:

"He believes the earning prospects for the average

college graduate entering the food distribution field rank

high in comparison to many other fields. Granted the engine-

ering graduate may start at a slightly higher salary, but

frequently advancement is slow, or may lead nowhere,he said.

The food distribution field will pay from $3fl0 to $400 a month

to the college graduate, while average of all college men

scheduled to graduate next June will be about $380 a month

Dr. Brand estimated that college graduates entering

the food industry generally will be ahead, salary wise, of

engineers andcthers five years after graduation. Moreover,

it is not uncommon for a food chain store manager to be in

the $7,000 a year bracket,.he stated. Food chains are ahead

of department stores, for example, in the rate of advancement

for college men and others, he added."

Food Distribution Curriculum

The managements of the various food chains working with the

National Association of Food Chains realized the need for college

trained men when they established the Food Distribution Curriculum at

Michigan State University. The curriculum, the only one of its type

in the nation, is designed to train students for executive and mana-

gerial positions in the nation's food distribution industry.61 The

 

60News item in the Supermarket News, May 7, 1956, p. 51.

61News Bureau, Public Relations Department, Michigan State

University, Press Release, March 21, 1950.

_.
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program consists of undergraduate and graduate studies leading to a

master's degree in food distribution, with emphasis on the administration

of "super market" type food stores.

The curriculum started in the fall of 1950 with only 13 NAFC

company-sponsored students and has grown considerably since that time.

In the 1955-56 school year, a total of 120 students were enrolled in

the curriculum. Of this group, 39 are sponsored by NAFC member chains;

10 are there on manufacturer's scholarships; four are sponsored by

non-NAFC Member chains and the rest are taking the course on their own.

Manufacturer's Interest: The various food manufacturers through

the nation realizing the importance of food chains in the distribution

of their products have become quite interested in seeing the further

development of future executives at Michigan State University. As

previously stated, 10 students in the present class are being sponsored

by manufacturers. For the 1956-1957 schoolyear, there are 28 scholar-

ships being offered by suppliers each of which consists of $1,000.

The 28 firms include food processors,equipment suppliers, non-food

63
firms, ,a trading stamp firm and an advertising agency.

Conclusion

College graduates who like the food industry can find a promising

The food companies are expanding at afuture in food distribution.

Youngrapid rate and the organizations are becoming more complicated.

 

62"Food Course Blooms in Rich Michigan Soil", op. cit., p. 51.

631bid. , p . 53.
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men are needed in the industry today to be developed into future

executives. Competitive starting salaries, interesting and challenging

types of work, and good potential futures are what students want and

what the food distribution industry has to offer.



CHAPTER V

SURVEY OF FOOD DISTRIBUTION STUDENTS

The previous chapter pointed out what the Food Distribuion

Industry has to offer college graduates. In this chapter, the author

will present the findings of a survey he conducted of the food

distribution students at Michigan State University during the winter

term, 1956. The purpose of the survey was to examine the background

of the students and to determine why they decided on the food industry

as a career. With the background of the students in mind, the sub-

sequent chapters will pertain to suggestions that can be used in

attracting college graduates into the industry.

The "Survey of the Food Distribution Students" is presented as

follows:

Respondents

Questionnaires were distributed to 120 students which represent

the entire student body in the food distribution curriculum. Eighty-

two questionnaires, 68 percent of those distributed, were returned.

There was a valid sample of all the students in the various student

classifications. The breakdown as to how many students. in each group

responded and what percentage they represented of the total number in

each individual group is illustrated on the following page.
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Percentage of

   

Student Number of Re- Total Group

Classification spending Students Responding

Graduates 23 92%

Specials 23 77

Seniors 10 72

Juniors 10 63

Sophomores 9 61"

Freshmen _1 Eli

TOTAL ' 82 68%

Areas of the Country

the Students Come From

Twanty-six states and Puerto Rico were actually represented in

the Food Distribution Curriculum during the 1955-56 school year.

Most of the students came from the eastern half of the United States.

The East North Central Area of the United States had the strongest

representation because of the high number of undergraduates coming

from Michigan and/or the surrounding states. Michigan, alone, with

28 students had the best representation of any state. The poorest

representation among the enrolees in the curriculum was from the

western sections of the United States, probably because of the long

distances involved in reaching Michigan State University. The data

shown below give an indication of the areas from which the students

came, tabulated according to their student classification at Michigan

State Unive rsity .
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Under

Areas: Graduates Specials graduates _T_o_t__a_l_s_

New England 1 1 2 4

Middle Atlantic 10** 2 3 15

East North Central 3 9** 213* 36'“

West North Central 4 2 3 9

South Atlantic 1 6 0 7

East South Central 2 l l 4

West South Central 0 2 0 2

Mountain 1 0 O 1

Pacific 0 O 3 3

Puerto Rico 1 O O 1

*United States Census Bureau Area Breakdown

“Most represented Area

Previous Education of

the Sponsored Students

Sixty-one percent of the sponsored students had previous college

experience, before attending the food distribution curriculum, and 50

percent of the sponsored students who returned the questionnaire (the

acutal percentage of all the students is approximately eight percent

less than this figure) graduated from college is significant that

those companies who are employing college graduates are interested in

seeing that they advance their formal education along the lines of

food distribution. The realization that a college education in itself

is not enough to run a modern-day food distribution corporation

probably is the reason for this.
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Fifty-two percent majored in business administration in under-

graduate school; 18 percent in agricultural economics; 13 percent in

English; and 17 percent in other fields. "Other fields" consist of

degrees in history, sociology, agronomy, economics, and physical

education. Aside from the two students who did their undergraduate

work at Michigan State University, there are no two students who

graduated from the same college. The students come from 22 different

colleges--some large, some small. The colleges were located mostly

in the eastern half of the United States.

No particular college or group (size) of colleges can be con-

sidered good recruiting grounds for food distribution companies.

However, the majority of students did their undergraduate work in

the area of business administration, which suggests that regardless

of the college, students majoring in this area are good prospective

employees.

Percentage of the Students Who Have

Relations in the Retail Food Industry

The high percentage (58 percent) of undergraduates who have

relations in the industry is attributed to the fact that a large

number of owners of independent markets are sending their children

to attend the curriculum. Such owners were classified under the

category "Above store level", which also explains the high percentage

(66 percent) in this category. There is a very poor representation

from the families of store level personnel of the chain super markets.

As far as the undergraduate program is concerned, the independent

operators are utilizing the program more than the large chains. The
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large chains, although they are sponsoring many students, are not

encouraging their employees to suggest the food distribution curriculum

at Michigan State University to their children. The following shows

the percentage of students who have relations in the industry and what

positions are held by these relations.

  

Percentage

Student of Students

Classification with Relations

Graduates 31%

Specials 26

Undergraduates 58

The relations (fathers, brothers, uncles) of the students are

found in the following positions:

Percentage

Position of Students

At store level 18%

Above store level 66

In related fields 16

Starting Positions in the

Industry Held by Students

{muzfacts presented below show that many students started as part-

time workers while they were still in high school. If an assumption

is made that the students attending the food distribution curriculum

represent those men who the industry feels are potential future

executives, part-time high school workers are a good source for

recruiting. Companies would be wise to explain to these part-timers that
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there is a good potential future in the food industry. The number of

students who started working part-time in the food industry while they

were still in high school is shown below:

Student

Classification
 

(Erachurbes

Specials

Undergraduates

  

Total Students Students in

Number of Starting as High School

Students Part-timers When Starting

23 11 9

23 21 19

36 31 28

Reasons for First Taking

Job in the Industry .

The following listings are the reasons why the students took

Jobs in the food industry. The reasons are listed in order of frequency

of response.

U
T
-
F
'
K
N
N
H

O
.

O
.

\
D
-
F
'
K
N
N
H

e
a

Graduates

Personal evaluation of industry

Need for money

Family influence

Company solicitation

Job close to home

Specials

Need for money

Job close to home

Provided convenient time to work

Family influence

Personal evaluation of industry

Undergraduates

U
l
-
F
'
U
N
H ' Need for money

Family influence

Job close to home

Provided convenient time to work

Personal evaluation of industry



A majority of the students started as part-timers which explains

why these reasons reflect what they do. "Need for money"; "Job close

to home" ; "Provided convenient time to work"; are reasons that might be

expected when part—time work is being considered.

Persons Responsible for Students

First Applying for Positions

The following listings show who influenced the students to first

apply for Jobs in the industry. The listing is in the order of frequency

of response.

Graduates

1. Family recommendation

2. Recommendation of friends

3. College employment service

Specials

1. Family recommendation

2. Recommendation of friends

3. Just applied

Undergraduates
 

1. Family recommendation

2. Just applied

3. Recommendation of friends

One of the problems in attracting young men into the industry has

been to convince the families of college graduates that there is a

career in the food industry. The facts presented above show that

families and friends had a great influence on the students as far as

taking a Job as a part-timer in food distribution.

Four students started working in the industry after solicitation

by a companyuon or off the campus. The costs of recruiting these
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college men as part-timers were practically nil , inasmuch as they come

looking for employment without company solicitation.

Students' Decisions to Make

Food Distribution a Career

The majority of graduates, special students, and undergraduates

stated that they arrived at the decision to make a career in food

distribution between two and four years after first starting in the

industry. The second most frequent choice reported by the undergraduates

was "while they were attending Michigan State University", suggesting

the favorable effect of the food distribution curriculum on the student

body. The students had been working for their employers for approxi-

mately two years before the decision was made to make food distribution

their career.

Position Students Were in

When Decision was Made

The most frequently responded answer was, "When still a student".

"Part-timers" followed closely behind this answer. Once again, both of

these answers suggest the great potential source of recruitment among

students working part-time in the stores.

Today, many persons in management positions believe that to recruit

men graduating from school is too late. Companies would find it

advisable to pay particular attention to promising part-timers showing

them that food distribution involves more than Just stocking grocery

shelves.

 



55

Direction Given at Store Level Toward

Food Distribution as a Career

Fourty-three percent of the graduates, 26 percent of the special

students and 1114 percent of the undergraduates had no direction toward

a career in food distribution where they were working at store level.

Of the direction given, 60 percent was by persons higher than store

level personnel. Ninety-eight percent of the direction was given by

persons in store management or above positions.

The high number of students who started as part-timers (see page 52)

is surprising considering the lack of direction given to them at the

store level. The fact that 98 percent of the guidance was given by persons

in the capacity of store managen.or above, indicates the store personnel

are not strongly convinced that there is a career in food distribution.

Direction Given for or Against

Food Distribution as a Career

In High Schools and Colleges

The percentage of students that did not receive counseling for or

against food distribution as a career in the high schools and colleges

they attended is shown as follows:

 
  

Student No Counsel- No Counsel-

Classification ing For ing Against

Graduates 87% 7%

Specials 87 83

Undergraduates 64 9'4

The amount of guidance given by educators or guidance counselors

in the high schools and colleges toward food distribution as a career

is low. In tl'e case of the undergraduates, the amount of guidance was
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reported to be higher; again revealing the favorable effect of the Food

Distribution Curriculum at Michigan State University.

The little guidance directed against food distribution as a career

could be a good sign. But it is more likely that the educators do not

know about the field to advise students for or against‘food distribution

as a career.

Conclusion

The fact that the Pacific Coast area of the country is poorly rep-

resented at the Food Edstribution Curriculum suggests the need for

either more encouragement of the West Coast food companies to parti-

cipate in the program or the establishment of a similar curriculum

on the West Coast making it more convenient for the students to travel

to the school.

Among the graduate and special students, a very small percentage

have relatives in the industry. More undergraduates have relatives

in the industry which is attributed to the fact that many independent

store owners are sending their sons to take the Food Distribution

Curriculum. Very few store managers of chains are encouraging their

sons to attend the curriculum. Perhaps the chains could supply the

managers with information on the curriculum in an effort to improve

this situation .

The outstanding finding of the survey is that a high percentage

of students started work in the industry as part-timers while attending

high school. More attention should be paid to this group in the future

for they represent a good source of potential executives.
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The families and friends of the students were quite instrumental

in persuading them to take part-time work in the super markets. Yet,

parents and friends have greatly objected to a young man taking a

career in food distribution. The chains should make an effort to show

this group that the food industry is more than a place to earn good

money as a part-timer.

The store employees are not convinced of the possibility of a

career in food distribution. This was brought out by the fact that only

2 percent of the students received advice on a career in the industry

from store employees under the store management level. If the employees

were convinced, they would have advised the young part-timers along

these lines. The store employees have to be shown the career potential

in the industry.

The survey revealed that little guidance was given for or against

food distributinn as a career by the educators. Perhaps, if more

information about the various aspects of the food industry is supplied

the group, more students would be influenced to seek a career along

these lines.



CHAPTER VI

FOOD CHAINS AND COMMUNITIES

Chapters two and four pointed out the need and place for college

graduates in food distribution. Chapter five showed the background of

the students now attending the Food Distribution Curriculum at

Michigan State University. The remaining chapters will deal with what

food chains can do to attract college graduates into the industry.

This chapter will pertain to what can be done to improve the atti-

tude of the general public toward career opportunities in food distri-

bution. Young men, when deciding upon a career, are influenced by

their family and friends, and the family and friends are part of the

general public. The public has some misconceptions about the food

industry and the chains have the Job of educating them regarding the

facts. Unless the public understands the career possibilities, there is

little chance that more college graduates can be attracted into the

industry.

The meaning of general public to a food chain is the local community

or communities in which their retail stores are located. There is

actually a two-fold purpose in having good community relationships;

one purpose is to attract good employees and the other is to increase

consumer’sales opportunities. Both of these purposes are contingent

upon each other inasmuch as when sales increase a large labor force is

needed.
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The individual food chains have the Job of publicizing not only

their<nn1company, but the industry as a whole. If all the chains,

individually or collectively, publicize the industry, the public's

attitude can be changed. The remaining part of this chapter will

deal with specific things that can be done to change the public's

attitude.

Terminology

Mr. John A. Logan, President of the National Association of Food

Chains, contends that if the industry would use more dignified terms,

more prestige would be given to particular Jobs. To determine the

validity of his contention, the students of Michigan State University

were asked if they believed there are careers for college graduates in

the retailing and warehousing levels of food distribution. Separate

groups responded to the question worded in seven different ways. The

students were asked:

"Do you believe there is a career for college graduates in:

  

 

Terms Used Yes [No Don't Know

Grocery Retailing 58% 9% 33%

Food Retailing 65 u 31

Food Distribution 71 1 28

Supermarket Industry 67 5 28

Food Warehousing 57 2 1&1

Food Wholesaling 75 2 23

Food Distribution Center 70 2 28

 

61"'l'i.S.U. Career Survey". _1_0_C_- EXE” p. 1'

 





At the retail level the term Grocery Retailing ranked

lowest with 58 percent yes answers, while 71 percent believe

that Food Distribution offers a career to college graduates.

This difference is significant and indicates that Food

Distribution has greater prestige than any of the other terms.

Supermarket Industry and Food Retailing are about equal with

Grocery Retailing,ranking lowest. At the warehouse level,

Food Wholesaling ranked highest with Food Distribution Center

very close. Food Warehousing ranked the lowest of all terms

used. Grocery Retailing and Food Warehousing should be dis-

continued and Food Distribution and Food Distribution Center

substituted."

As a further comment on terminology, Mr. Alan Klompus, executive

vice-president of Food Town Stores, Washington, D. C., said that the

industry needs an entirely new glossary of descriptive matter to indi-

cate various Jobs throughout all offices in the food industry. The

industry, he contends,has been lacking in efforts to pull itself up

on a higher plane in the eyes of the public. In fact, there is a

stigma attached to such terms as clerk, apprentice butcher, and the

like. The super market field should become more aware of terminology

as well as educational programming so the two can keep space and lend

more dignity to the food industry as a whole.

Open Houses

The belief that the public is too close to retailing to realize the

fhfll extent of its operations was expressed in Chapter Four. Open

Punises at which the public is given the opportunity to see the extensive

operations can help to alleviate this misconception. The offices,

warehouses, and retail outlets of a chain could be opened periodically

;for"the public's inspection. If the modern methods and controls used
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in getting the product to the store shelves can be seen, the public will

realize that food distribution, a part of retailing, involves more than

can be seen when entering a super market. Open houses will give the

public a better understanding of the operation involved in food

distribution and perhaps point out the career opportunities that exist

in this field.

New store openings are a good time to show the public the entire

store operations including the storage and preparation areas. An open

house at a store opening will also serve as a promotional gimmick to

attract customers. The public will see the skill required to prepare

meats, produce, and dairy goods before these items are purchased for

home use. The many persons involved behind the scenes at the store

will also be seen and the store manager will be presented as an execu—

tive coordinating the activities of all the employees. The various

supervisors above the store level, if present at an open house, will

.add distinctiveness by showing the public that there are men in food

(listribution who dress in business suits rather than aprons or manager

Jackets.

Guest Speakers

Social clubs, colleges and high schools from time to time look for

gamest speakers to talk about various industries or companies . Chains

stuyuld have such speakers available to take advantage of the Opportunity

tc>:inform.the groups of the vastness of food distribution operations

and the career opportunities. Having the speakers on hand is only part

of the Job, the important part is to let the various groups know that
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the speakers are available upon request. The first few speakers will be

difficult to place. Good performance by the first speakers will make

placement of subsequent speakers comparatively easier. Perhaps, the

first few groups addressed could be ones with which some members of the

firm are socially associated. The subjects discussed by the speaker

sould be presented to educate the group, not sell them on the industry

or a particular firm.

The speakers should be selected by the branch or home office

management depending on the speaker's qualifications and the group to

be addressed. Before sending speakers out to act as representatives of

a firm, they should be trained in the art of public speaking. The

public is going to Judge an organization by the persons who represent

it. If the speakers are not properly trained, more harm than good can

be done and the purpose set out to be accomplished will be defeated.

Some companies have found it wise to employ an educator skilled in

commmnication arts to work with the speakers in the preparation of

speeches and the various techniques used in presentations.

The Weirton Steel Company of Weirton, West Virginia, for example,

iermed a speaker's bureau which trained speakers and sent them out at the

Inxblic's request to tell about the company and the operations of a

steel mill. The reasons why the Weirton Steel Company started the

speaker's bureau was to answer the request of various groups for guest

speakers and to clear up misconceptions about steel companies' operations.

Tine public had many misconceptions about steel companies' profits,

reordcing conditions, wages, safety, labor situations, etc. The area

of'loperation for the speaker's bureau was limited the first year to a
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unity-mile radius of the plant, but later extended the area to a

fifty—mile radius. Each speaker was an executive of the company, and

was assigned a topic based on his interests and past experiences. For

any out-of-pocket costs, the speaker was reimbursed.

During the first year of operation of the speaker's bureau, 18

speakers addressed over 1,000 people. Many more people were reached

before and after the speeches by local publicity. A follow-up news

release containing a review of the speeches was sent to the newspapers

and occasionally a local radio station would broadcast a speech. To

illustrate the success, Weirton Steel Company had with the bureau,

here is a quote from a person who had Just listened to one of the

"Listening to your talk has given me a new slant on the

steel industry. Thank you for coming."66

speakers:

The type of speaker's bureau established by the Weirton Steel

Company could easily be adapted to a food distribution company. The

problem, to clear up the misconceptions of the public, is the same in

bcflfii industries. Within the large chains today, there are men who

are acting as guest speakers, but the author believes that more

attention should be paid to this area because it is a beneficial way

of reaching the general public.

Motion Picture Film

:Some industries have found a motion picture film useful in illus-

trertiJug to the public the details of their operations. Food is a

 

66Richard N. Paull, "Thanks for Telling Me About You", American
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commodity that everybody uses, but yet few persons know exactly what

happens to produce between the time it leaves the farm and the time it

is displayed on the shelves of the super market. A film is a good

visual aid that could be used to show the public how products are

hendled between farm and grocery store. Such a film would enlighten

the public on the operations behind the modern-day super market.

The author, at this point, will present his version of what a

film on food distribution should include. The opening scene is a

guest speaker addressing a local social gathering. The speaker is

thanking the group for the privilege of being there and is explaining

that at their request a film will be shown about the operations involved

in food distribution. With the speaker acting as a narrator for the

entire film, the cameras begin to roll. In the opening scenes, the

planting, growing, and harvesting of produce is shown followed by

the operations at a food processing and cannery until the produce is

packed in cartons ready for shipment.

At this point there is a switch to the buying offices of a large

food distribution chain. The scene shows a salesman presenting the

products to the buyer for his approval and is followed by a scene in the

quality controlled kitchens of the chain where the product is being

tested and compared before being purchased. Throughout these scenes

the narrator is explaining how such operations help assure the customer

of, only quality merchandise. The test completed with the produce

showing high quality, the buyer accepts the product for sale in the

reta i 1 outlets .



The next series of scenes show the products being transported to

the chains' distribution center and being unloaded with the most modern

materials handling methods. The scene then switches to the home of

the manager as he is leaving for work in the morning. The manager's

home, business-like dress and automobile reflect the financial standing

of the manager to be high. The next scene shows the manager entering

the store and greeting his employees as they arrive. A meeting to

plan the day's work is the following scene with the manager directing

his subordinates on what is to be accomplished. The film goes on

showing the dispersing of the meeting and one of the employees making

out an order form for products to be delivered from the distribution

center. Upon the completion of the order, it is approved by the

manager and mailed to the office for processing through electronic

equipment which records the order and prepares the delivery invoice.

The film follows the order from the store to the office for

processing and to the distribution center where the cases are selected

for shipment to the store. The narrator is continually explaining what

is happening as the film is shown. Upon completion of the order selectin

in the distribution center, the cases are shown being loaded on the trucks

and delivered to the stores where, once again, the most modern materials

handling equipment is used to unload and store the cases. The final

scenes at the store show the invoice being checked by the manager and

the cases being marked and sent out on the sales area for stocking on the

shelves. After the closing scenes of the store, the camera once again

reverts back to the guest speaker who continues to describe the position

of the store manager, who sees that the proper merchandise is available
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to meet customers' demands. He also briefly explains to the audience

that the film only showed a small part of the operations in food

distribution and goes on to point out other phases such as personnel,

food processing (dairy and bakery goods, etc.) real estate, construction,

etc.

A film such as presented above, will help to give the public a

better insight into the operations of a food chain. An individual

food chain could sponsor such a film, but since it could be used by all

firms in the industry, an organization like the National Association of

Food Chains would most probably be a better sponsor. Any social,

political, or education group would serve as an audience.

Press Releases

Publicity, one of the basic tools of public relations, is a means

of communications to inform.the public about corporation policies and

acts in order to gain public understanding and goodwill. Press publicity

is not synonymous with the terms propaganda, advertising or promotion,

eacfll of which involves different methods of disseminating information

to enlist the support of the public.67 When something "newsy" happens

11121 firm, the press release will serve as a means of informing the

public.

The appointment of an employee to a political or social office is

"runway“ and a press release will show the public that members of firms

in the food distribution industrymre giving their share to help the

conmnnnity prosper. The press release can be used to inform the public

of open houses or guest speakers at local meetings. The more the
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public is reminded of the fact in): employees in food distribution are

"good citizens", the more prestige will be given to the various jubs.

The citizenship program sponsored by the National Association of Food

Chains, which awards citizenship certificates every year to chain

employees for their outstanding community activities, has been given

much publicity and is a good example of an effort to build prestige

for the entire industry.

New store openings are of news value to the public. Many persons

are interested in where the new stores are located and what lines of

merchandise (non-foods, soft goods, frozen meats) are handled. A

press release is a valuable tool to acquaint the public with a new

manager of a store. Robert Hall Clothiers has a picture and history

of a new manager placed in local newspapers in order to establish the

manager's status in the community.68

Honest, accurate publicity gives the reading and thinking public

a true picture of a firm which is extremely valuable economically and

socially. Confidence and loyalty in a company is built up in the minds

of the public. Company advertising is supplemented by publicity which

keeps the company name in the public eye.

Summary

Gaining the favorable attitude of the public toward the food

<iistribution industry is important. The misconceptions about the

food industry in the minds of the public should be corrected. The use
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of more dignified terminology when referring to positions in the

industry or the industry as a whole; open houses so the public can

see the operations behind the sales areas of super markets; speaker

bureaus and a motion picture film informing the public about the vastness

food distribution entails; and press releases to keep the public abreast

of current happenings in the industry are good tools to use in communicat-

ing with the general public. The above tools are a few of the many

that can be used, but the author believes them to be the most important.

Once the public has the attitude that food distribution entails

more than stocking cans on a shelf, the Job of attracting college

graduates into the industry will be made easier. The fact that food

distribution, a part of retailing, is one of the less glamorous fields

is a conceptual idea in the public's mind and proper community relations

will help to educate people on the fallacy of this idea.





CHAPTER VII

FOOD CHAINS AND EMPLOYEES

All the employees of a chain are public relations representatives. g?

The activities of the employees on or off the Job will affect the T

attitude of the general public. Preper attitude of employees toward

their company and industry is extremely important. There are store

employees who portray themselves as "dirty apron" clerks. The chains gl

have the Job of changing their attitude and making the employees

realize the importance of their Jobs. If employees in communicating

with themembers of the community portray the impression that their

jobs are not worthwhile, the general public will adopt this impression.

In the previous chapter, the increasing of the prestige and dignity

of positions in the eyes of the community was discussed. This chapter

‘will deal with the things that can be done to show employees the great

potential in the industry and the dignity and prestige connected with

the various positions.

The "Survey of the Food Distribution Students" revealed the fact

that only two percent of the students now attending the Food Distribution

(hxrriculum received advice on the potential careers in the industry from

stxyre employees under the manager's position. (See page 55). This

fact suggests that the store employees are not convinced of the career

potential in the industry. Although there are communications throughout

usury chain organizations today, communications seem to be lacking when
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it comes to showing the employees the career potential the industry has

to offer.

Many companies are distributing indoctrination kits, house organs,

annual reports, and other literature to the employees which are helpful

in making the employees develop a clearer picture of the organization.

Other companies have training programs and schools which are helpful

in preparing the employees for future promotion. The author intends in

this chapter to present suggestions, in addition to those Just listed,

that will help make the employees' attitude toward the company and the

industry more favorable.

Indoctrination and Separation

New employees generally take a little time to get accustomed to

their positions. The chains, by adopting a "big brother" policy can

help the employees get established. On an employee's first day in a

store, the manager should make a point of getting him acquainted with

all the other employees. Some older reliable employee should be

assigned to see the new person is not left alone until he has become

accustomed to the operations. The company policies and benefits along

with the potential opportunities available to the employees.when explained,

will give a more concise picture of what the organization entails. If

such a policy is adopted, the employees from the very beginning will

feel a sense of belonging to the organization.

There are instances when persons cannot adjust to an organization,

arui when.this occurs, either they resign or are dismissed. Properly

ccnuiucted separation interviews will help to retain such persons as





71

friends and customers after they are no longer employed with the company.

Retaining past employees as friends is important for two reasons; one,

as a friend they will continue to remain customers of the chain, and

secondly, they will speak favorably of the company to the general public.

Past or present employees can be quite influential in swaying public

attitude toward a chain and the entire industry.

The J. L. Hudson Company of Detroit, Michigan, has a policy of

conducting separation interviews. All persons upon terminating employ—

ment are interviewed and asked the reason why they are leaving. From

the reasons given for termination, Hudsons can get the employees reaction

to working conditions and company policies. The interview is concluded

on a friendly basis in an effort to create a long-lasting friendship.

Some persons will not be available for separation interviews for

one reason or another, but an effort should be made to conduct them

whenever possible. The store manager, when he knows an employee is

leaving, could easily conduct such an interview. Favorable expressions

about the company in the mind of departing employees are helpful in

gaining public recognititon resulting in the attraction ‘of more career

seeking college men to the industry.

Open House for Families

Families of workers can be influential in establishing a proper

attitude toward food distribution. An open house for employees and

their families is not only a good means of connnunications, but a good

morale builder. Employees take pride in showing their families their

para: in the company's operation. Managers and supervisors have an
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opportunity to meet personally the families of the employees.69 An

open house is a medium of communications combining telling and showing

whereby the employees' families get a full picture of the operations of

super markets.

In the last chapter, open houses at new store openings was

suggested for the general public. The same type of an open house

could be held for employees' families so they would be given the

opportunity to see the modern handling methods in today's super markets.

Once the families can see the management and operations of super markets,

they will have a better appreciation for food distribution. The reali-

zation that food distribution involves more than Just a mass of clerks

will be made clearer.

Employee Education

The Food Distribution Curriculum at Michigan State University is

an example of good employee relations. Companies sponsoring students

attending the curriculum are not only creating goodwill, but are

improving the employees' chances for advancement. The manufacturers who

are offering scholarships to the curriculum are also exercising good

public relation practices.

The "Survey of Food Distribution Students" (see Chapter Five)

showed poor representation of students from.the West Coast and suggested

that the reason for this was the distance involved between the school and

the West Coast. The National Associatinn of Food Chains realizes the

need for*the expansion of the curriculum to other universities throughout
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the country. This year a committee was appointed to investigate

universities in other parts of the country for the purpose of estab-

lishing a course similar to the one at Michigan State University. The

expansion of the Food Distribution Curriculum to other universities

will permit more employees to further their education along this line.70

The students majoring in food distribution in college mingle with other

students acquainting them with the various aspects of the industry.

The author suggests that in concentrated areas such as new York

City, Cleveland, Detroit, St. Louis, etc., night courses in food

distribution be established in local educational institutions. The

courses could cover basic subjects designed to acquaint the students

with the history, structure and operational procedures and practices

of super markets. Such night courses would enable employees who are

interested in furthering their education and not fortunate enough to

‘be able to attend full-time school, to attend night school while

working in the industry. Chains could encourage employees to attend

such.courses by paying all or part of their tuition. By promoting

higher education, the chains help to raise the educational level of

the employees which will reflect more dignity and prestige to the

industry.

Part-Time Employees

The "Survey of Food Distribution Students" (See Chapter Five)

showed the majority of students started working in the food industry

as part-timers. The survey also revealed that parents and friends were
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influential in causing these men to take part-time positions. For the

most part, part-time workers cost very little to recruit and train.

Chains have a great opportunity at hand when they hire young men to

work part-time because this group represents a good potential

recruiting grounds for future executives. hiring the period young

men are working part-time, the chains have the opportunity of apprais-

ing their work and introducing them to the various aspects of the business.

The author, who also started as a part-timer, is of the opinion that

this group is being neglected by the food chains.

The suggestions previously mentioned in this chapter can also

pertain to the part-timers. Chains should give this group the Oppor-

tunity of seeing more of the industry than Just the limited operations

at store level. Perhaps the store manager could show more interest in

the part-timer by discussing schoolwork with him and encouraging the

reading of company literature, operating manuals and house organs.

Whenever possible the part-timers should be switched from one depart-

ment in the store to another in order to gain a well-rounded education

in store operations. The company can help by extending the benefits

available to full-time employees to part-timers in an effort to make them

feel a sense of belonging to the organization. Arrangements could be

made to have part-timers in small groups visit the main or regional

office and warehouses of the company. What could be more beneficial to

a company's labor problem than to have workers supplementing their

regular full-time working force and at the same time being trained in

the various methods and procedures of company operations? The cost

of recruiting and training part-time workers is considerably less than

similar costs for fulletine employees.
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Letters sent to the part-timers' parents informing them of the

type of work their sons are doing and how the work will benefit the

boys in future years would be helpful in establishing more interest

in food distribution as a career. The letters could be sent by the

store managers and companies' personnel directors. The store

managers would explain what the boys are doing and the personnel

directors could explain the benefits of part-time work in super

markets and the career potential in food distribution.

A considerable number of part-timers are high school students.

The author suggests that scholarships similar to those awarded to

the students attending the Food Distribution Curriculum be offered to

promising young part-timers who want to attend college. Such scholar-

ships would show these workers that the company is interested in them

and is willing to help out in financing their education. The part-

time workers are part of the general public and are a good potential

labor source not to be overlodked.

Summary

Proper employees' attitude is important inasmuch as every employee

is a public relations representative of the firm. The chains have the

Job of creating the proper attitude by making the employees realize

the importance of their position. Employees,whether they are Just

starting or terminating employment with a food company,should be

treated in a friendly mnner for they can influence public opinion toward

:1 company. Families can play an important part in establishing the

dignity and prestige of employees' positions and should be given the
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opportunity to see the operations involved in food distribution. The

part-tine working force in the super markets is a good potential source

for recruiting future executives. The chains should not overlook this

group. The more part-timers can see of food distribution above store

level, the greater the chance of convincing than of the possibilities

of careers in this industry.



CHAPTER VIII

FOOD CHAINS AND STUDENTS

The two previous chapters dealt with chains and their relationships

with communities and employees in an effort to gain a favorable attitude

of the general public toward food distribution. Once the general public

has a favorable attitude, the next Job is to supply students with

information about the field.

Competitive starting salaries, interesting and challenging types

of work, and good potential futures are what students want and what the

food distribution industry has to offer (See Chapter Four). This

chapter will pertain to what can be done to inform the students about

potential careers in the industry.

Supplying Information

The first Job is to supply information about the industry and its

companies to the various campuses throughout the nation. "Looking For

a Career"and "Your Future in Food Distribution" are pamphlets put out

by the Rational Association of Food Chains and Michigan State University

respectively which are designed to supply students with information

about the career possibilities in food distribution. These two pam-

phlets are good materialtn distribute to the placement and guidance

bureaus of high schools and colleges. The pamphlets cover food distri-

bution from a broad industry-wide basis and suggest careers in the
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industry without reference to any particular company.

The pamphlets on the industry can be supplemented with information

on particular companies. Michigan State University, to the author's

knowledge, is the only college in the country where students can major

in Food Distribution. The Placement Bureau at the University has files

with literature from approximately 1,000 companies and of this amount,

only four food distribution companies are represented--two of the four

companies do not operate anywhere near the school. Presumably in a

school where food distribution courses are offered, more literature about

companies in this line should be found. If the same situation ex1sts in

all other universities, how can college seniors be expected to find out

about the industry?

The author suggests that food distribution companies make an effort

to supply the college placement bureaus with information about their

companies. If information is available, perhaps more students would

read it, and become familiar with the career Opportunities in food

distribution.

Campus Interviews

The increasing number of companies that are conducting interviews

on campus was brought out in Chapter Three. The "Survey of Food

Distribution Students" revealed that only two graduate students attend-

ing the Food Distribution Curriculum graduated from the same college.

The survey also reported that no one college or size of college seemed to

be the best recruiting grounds for food distribution companies. College

recruiting from companies in food distribution is a trial and error

.
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situation. Recruiting should be done in as many colleges as possible

in the geographic area where the company operates. The number of campus

interviews conducted by food companies should increase preportionately

with the interviews conducted by all companies in general.

The author was surprised to find that only two food distribution

companies were scheduled for interviews at Michigan State University

during the school year ending June, 1956. At this university approxi-

mately 250 companies interviewed students graduating with non-technical

degrees (General Business, Liberal Arts, etc.). Two food companies out

of 250 interviewing companies does not seem sufficient when considering

that Michigan State University is the only college offering a curriculum

in food distribution. There were more food companies interviewim at this

college through the food distribution office, but not through the

Placement Bureau. The interviews conducted through the Food Distribution

Office were for students attending the curriculum, but not for the whole

student body. By not conducting the interviews through the Placement

Bureau, many students not maJoring in food distribution know nothing

about them. The food distribution students take courses in areas other

than their major field and come in contact with other students enlighten-

ing them on the industry. The author believes that more food companies

should be encouraged to conduct interviews at Michigan State University

and capitalize on the publicity given to the industry by the food

distribution students.
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Student Employment While Attending College

The idea that recruiting college men upon graduation is too late

was expressed in Chapter Five. Many companies realizing this fact are

hiring sophomores and putting them on a training program for the summer

months. The Grand Uhion Company, of East Paterson, New Jersey, is a

company that does this. In fact, this company offers to pay part of

the tuition for the remaining two school years of college students on

the summer training program. By adopting summer training programs,

companies can begin to orient students in the phase of the operations

before graduating from college. The experience gained as part-timers

will help the studentslater on if they decide on food distribution as a

career. The earlier students can be attracted, the better the chance of

getting more college graduates into the industry. Students on summer

training programs, if they were satisfied with the work, upon return to

school in the fall will relate their feelings to fellow students and

perhaps interest more persons in the industry.

Many students work part-time while attending school. Companies

located near campuses should make an effort to employ students on a

part-time basis. The previous chapter established part-time workers

as good potential executives. Once companies hire students, an effort

should be made to show the many career possibilities existing in food

distribution.

Cooperative Education. There are some companies today who are

subscribing to cooperative education programs. Under this program, the

schools supply the regular academic training and the companies undertake

to hire a specific number of students as trainees. Presently, the
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program is being used mostly by engineering firms although the partici-

pating companies range from machine tool builders to department stores.

Companies having such prOgrams must have a well-rounded training program

and must be located near the school.

The University of Cincinnati, for instance, has a cooperative

educational program with local business firms. The program lasts for

five years, at the end of which students receive a business administration

degree. The students attend school for seven weeks and then work for a

participating company for eight weeks-~this system is repeated throughout

the year. At the end of the five years, students,in addition to their

degrees, have accumulated two years of working experience. Regular pay

is given to the students while they are working, but not while at school.71

Cooperative educational programs might be found useful for food

chains located near campuses. Such programs are useful insomuch as they

allow the students to accumulate practical and theoretical knowledge

at the same time. College students under cooperative educational pro-

grams with food companies would be in a position to see the career

possibility in food distribution.

High School Students

The first part of this chapter dealt with recruitment at the

college level. The "Survey of Food Distribution Students" revealed

the fact that the majority of men started work in the industry as part-

timers while they were still in high school. High schools are good
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places to start educating young men about food distribution. With the

many high school students working part-time in the super markets, the

chains have the opportunity to begin to enlighten this group on the

possibilities of a career in the industry. The potentials of part-time

workers were discussed in Chapter Seven. This part of the chapter will

pertain to what can be done at the high school level to begin to

educate students for the food distribution industry.

Career Days. Many communities today sponsor career days at which
 

high school students are given opportunities to see the operations of

local business firms. Generally, the events are conducted by the school

board in cooperation with local merchants. Wherever possible, chains

should take an active part in career days,for such events present the

opportunity to sell food distribution careers.

American Stores of Philadelphia, for example, participate in the

local "Executive for a Day" event. The event allows high school students

to act as executives of the firm for one day. The students visit the

main office of American Stores, and see the operations of a food distri-

bution company above the store level. Interviews with the top executives

and tours of the office with explanations of the various functions are

part of the events for the day. The event is highlighted by an essay

contest where the students explain what they saw during the day. The

students writing the best essays are awarded prizes.

There are other companies beside American Stores who participate

in career days similar to the one in Philadelphia. Food chains would

find such activities advantageous for two reasons; one, the ynunger the

men when first introduced to food distribution,the better the chance of
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attracting them into the industry, and secondly, participation in com-

munity events is good public relations.

Contest. Leading Washington, D. C., food chains in cooperation with

a local radio and television personality are sponsoring an essay contest

on food distribution. The contest called, "Opportunity Unlimited", is

open to all young men above the age of 16. The rules of the contest

include writing an essay titled, "The Importance of the Retail Food

Industry in America". The purpose of the contest was to point out the

career possibilities in the retail food industry. A grand prize of a

lO-day trip to Europe and a $1,000 scholarship to American University

to study food marketing was offered for the best essay. There were 12

other scholarships to American University offered as alternate prizes.72

If this contest proves to be successful, there are plans of establish-

ing similar contests in other cities throughout the country; contests

like these will make young men stop and think about food distribution

and all it entails. The Kroger Company of Cincinnati, Ohio, awards

scholarships to promising distributive educational high school graduates

in some of the states in which they operate. The scholarship winners

are selected on their scholastic achievements and leadership abilities.

The author feels that the awarding of scholarships is valuable in encour-

aging high school students to further their education along the lines

of food distribution.

 

72"WTOP, Food Chains Cooperate in Food Scholarship Contest",

Advertising Age, (April 9, 1956), p. 43.
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Educators

Educators at both the high school and college level can influence

young men on what careers they should follow. Whenever possible, chains

should make an effort to inform educators about the industry. Working

with the local board of education on career day can be helpful in show-

ing the educators what food distribution entails. Chains can go further

by extending invitations to educators to visit the offices and warehouses

to see and discuss the operations.

The "Survey of Food Distribution Students" (See Chapter Five)

revealed that men now attending the Food Distribution Curriculum received

very little guidance toward or away from the food industry as a career

while they were in high school and college. The author partially attri-

buted this lack of guidance to the fact that the educators knew little

about the industry. This situation could be corrected if the chains

would attempt to establish friendly relationships with this group.

At the high school level, chains could encourage their regional

personnel men to visit the schools and talk to the principals and

guidance counselors. Perhaps the personnel men would find such a visit

beneficial in recruiting good part-time help. Company and industry

literature, if left at the school, would serve as a reference for the

faculty, who had any questions about the business. As mentioned in

Chapter Six, films and guest speakers could be provided at the educators

request.

The author believes that more elaborate programs should be established

at the college level. A program that would include a public relations man

who did nothing more than call on the various colleges and universities
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and talk with the placement officers and professors. The purpose of

the talks would be to better-acquaint the staffs and faculities of the

colleges with food distribution. Literature about the company and

industry could also be distributed. Like at the high school level,

this public relations man could make arrangements to have a guest

speaker or a film presented to the classes. If the college is located

close to the office or warehouse of the chain, a field trip could be

arranged so the students could see part of the operations in food

distribution. Perhaps subscriptions to food distribution trade Journals

could be given to one or two professors in the business schools enabling

them to keep abreast of current happenings.

Summary

The things college students desire in a career can be found in food

distribution. The big problem is to acquaint the students of this fact.

Company literature filed in the libraries of college placement bureaus

will help to inform the students about food distribution. In order to

obtain college graduates, companies need active recruiting on.the

campuses throughout the country. Undergraduate can be attracted to

the industry by offering summer training programs and cooperative

educational programs. Sponsoring career days and contests for high

school students will help educate the young American men on the career

possibilities found in food distribution. Educators in high schools and

colleges can influence students in selecting a career. Chains should

establish a friendly relationship with this group in order to publicize

the industry.



CHAPTER IX

SUMMARY

The American economy is growing every year. A gross national product

of $500 billion is expected in the next decade. The population of the

United States is predicted to be in the neighborhood of 190 million

persons by 1965. The number of families earning more than $5,000

annually is increasing and by 1959, this group will account for approxi-

mately 60 percent of all consumer expenditures. The rising standards

of living are permitting people to purchase more goods. The more

disposable income in the hands of the American people is reflected in

the increase in retail sales.

With a larger population and an increased standard of living, people

are buying more expensive food products with "built—in" services.

Supermarkets have grown in size to meet the demand of the public. The

new lines of merchandise such as non-food products carried in super

markets make one-stop shopping for the housewives possible. The food

industry's sales in 1955 were reported to be greater than ever, and

there are no visible signs of a decrease in sales in the future. Chains

are planning to build more super markets in the future. Every new

super market built will add anywhere from $1.5 million to $5 million per

year to sales.

American businesses have expanded and become more complex. To

manage the large corporations of today, highly trained executives are
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needed. The expansion of business has exceeded the supply of qualified

executive talent. Two reasons for the shortage of executives are the

increase in the number of executive positions in the business world and

the low birth rates during the depression years, which left a quanti-

tative gap in today's middle management group. A shortage of executive

talent could lead to a curtailment in expansion of American businesses.

Food chains, like all American businesses, are suffering from a

shortage of executive talent. A manager of a modern-day super market

has a responsible position and can be considered an executive. With

executive positions in today's super market chains extending down to

the store management level, the need for executive talent has been

amplified in this industry.

The managers of large corporations are turning to the colleges for

young men that can be developed into the business leaders of tomorrow.

Although the number of college graduates are increasing, the number is

not sufficient to meet the demands of business. The demands for

college graduates is at an all-time high. Companies recruiting on

college campuses are not only competing with companies in the same

industry, but with companies in all industries. The starting salaries

offered to college graduates this year are higher than ever before in

history.

Students are taking an increasing number of interviews before they

accept a position with a particular company. Opportunities for

advancement, challenging training programs, competitive starting

salaries, and long-range benefits are what the students consider most

important in choosing a Job. Company recruiters have a Job, not only
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to sell the company, but the entire industry in which the company

operates. This is especially true for those companies in industries

which are considered less glamorous by college students.

The Job characteristics desired by college graduates that are men-

tioned above can be found in the food distribution industry. Young

men entering food distribution are not limited to any particular Job,

but can choose from approximately 250 different Job classifications.

The food distribution industry offers young men an interesting and

challenging career with ample opportunity for advancem nt. Food

distribution is as nearly "depression proof" as any business can

possibly be. People have to eat food in order to live. The managements

of the various food chains realized the need for college-trained men when

they established the Food Distribution Curriculum at Michigan State

University to train students for executive and managerial positions

in the nation's food distribution industry. College graduates are

needed in food distribution and a promising future is offered to those

young men who care to enter this field.

Although the food distribution industry offers a promising career

to young men, the general public is not cognizant to this fact. The

"Survey of Food Distribution Students" was conducted to determine what

made the young men attending the Food Distribution Curriculum enter'

this field. Among other facts, the survey revealed that a very small

percentage of the students have relations in the industry. The survey

also indicated that a high percentage of the students started work in

the industry as part-timers while they were still in high school. The

students attending the Curriculum received very little advice about

food distribution in the high schools and colleges they attended.
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With the facts presented in Chapter Five, "The Survey of Food

Distribution Students', and the previous chapters in mind, the author

devoted the remaining chapters to what food chains can do to clear up

the misconception of the general public about food distribution and

to attract more college graduates into the industry.

Gaining the public's favorable attitude toward food distribution

is important and any misconceptions had by the public should be

corrected. The use of more dignified terminology when referring to

positions in the industry or the industry as a whole; open houses so

the public can see the operations behind the sales area of super

markets; speakers bureaus and motion picture films informing the public

about the vastness food distribution entails; and press releases to

keep the public abreast of current happenings in the industry are good

tools to use in communicating with the general public. Good communica-

tions are necessary to change the attitude of the general public that

food distribution is one of the less glamorous fields. Once the public

has the attitude that food distribution entails more than Just stocking

canson a shelf, the Job of attracting college graduates into the industry

will be made easier.

Employees play an important role in formulating the opinion of the

general public toward an industry or a company. Proper attitudes have

to be created in the employees' minds which make them realize the

importance of their positions. Employees, whether starting or terminat-

ing employment, should be treated in a friendly manner so they will

speak favorably of the company in conversations with their acquaintances.

Families of employees can play an important part in establishing the
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dignity and prestige of Jobs and should be given the opportunity to see

the operation involved in food distribution so the right impression

will be created in their minds.

Part-timer workers are good potential executives,and this group

should not be overlooked by the chains. The more part-timers can see

of food distribution above the store level, the greater the chance of

convincing them of the possibilities of careers in this industry.

In order to acquaint the college students with the various facts

about the food distribution industry, companies should supply the

libraries of the college placement bureaus with literature about the

industry3as well as their own company. College graduates will have

to be actively recruited on the campuses throughout the country today.

Food distribution companies could attract undergraduates into the

industry by offering such things as summer training programs and

cooperative educational programs. Sponsoring career days and contests

for*high school students will help to educate the young American men

on the career possibilities found in food distribution. College under-

graduates and high school students represent a good area of concentra-

tion for the food chains inasmuch as this group will be the potential

business leaders of tomorrow. Educators and guidance counselors, both

at the high school and college level, can be influential in aiding

the students selecting careers. The food distribution survey revealed

that educators and guidance counselers gave little guidance along the

lines of food distribution to the students now attending the curriculum.

In the future, chains would be wise to create a closer relationship with

this group in order to acquaint them with the career potentials available

in food distribution to the up and coming young Americans.
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