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The writer has prepared this thesis to place emphasis on
the merchandising activities presently being performed in super-
markets. Company policlies and operating procedures set forth in
manuals and other forms of directives will prove of little value,
unless the rules and instructions prescribed therein are practiced
and applied in the retail level on a realistic basis. Students
and other persons interested in the food industry should have
available to them information pertaining to the various aspects
of a supermarket operation. Although this study is not an attempt
to establish a set of hard and fast rules, the subject covered in
this report was selected, in part, to create an awareness of the
merchandising techniques and principles presently in force, and
the efforts being directed toward their improvement.

This study was divided into six major areas. No one area
will determine the success or failure of the merchandising opera-
tion. Fach, however, is important because if properly conducted,
may contribute significantly to the success of the store's merchan-
dising program. The major areas emphasized and which are considered
important are: (1) Merchandising (2) Produce (3) Meat (L) Pricing
(5) Advertising (6) Display.

Merchandising is defined as "strategic action taken to sell
the greatest quantity of products at a price that will produce maxi-
mum gross profit dollars.® The action involves the ®selection of
the right product, moving it in the right quantity, to the right

place, at the right price, at the right time.* The five R's of
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good merchandising were discussed in relation to their importance
as significant merchandising principles.

Actual observation in various retail food stores, and the
experience of the writer, coupled with information derived from
personal contacts, information requests, books, trade bulletins,
periodicals, and company manuals, provided the reference material
contained in this thesis,

There are many fascinating occupations within the organiza-
tion of a food chain, But regardless of what task is being performed
it is primarily a support function designed to contribute to one
main goal--the successful operation of the retail stors. The oper-
ating efficliency of an organization is mirrorad in the results
attained at the retail level, Inefficiencies and poor operating
procedures eventually cause disruptions that adversely affect the
rétail outlest. Therefore, the functions being performed at this
level should be known in order to integrate its needs and require-
ments into all levels of the organization., Being aware of difficulties
likely to be encountered and the efforts taken to correct them will
partially enable members of the organization not in close proximity
with the retail operation, to better understand the roles of the
persomnel on the "firing line" and, consequently, their own role in

relation to this activity,
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PREFACE

Increasing emphasis has been placed by food companies in
recent years, upon the need to improve the various aspects of their
organizations; personnel admirnistration, training of personnel,
executive development, food distritution cznters, buying methrods,
and many other areas, The goual in e2ach cas2 has been to help those
companies attain their over-all objectives, Generally speaking,
most food companies aim to:

1. Provide‘stockholders and owners a fair return on their
investment.,

2. Provide consumers with goods and services, fairly
priced in accordance with good business practices,

3. Provide employees fair wages, good working conditions,
and training and promotional possibilities commensurate with their
abilities.

L. Recognize that the iqdustry operates as a citizen of
society and that it must be prepared to fulfill the obligations of
that citizenship.

Every factor conunected with the food company's organization
is oriented to the attainment of these objectives. Yet the actual
achievemnent does not materialize in the homz office or food dis-
tribution center, although each may make a vital contribution,

The success of the company is ultimately decided in its retail
outlets, where employees offer goods and services for consumption,

to customers, in an attempt to realize a net profit. Most men in



th2 food intustry would agree that a successful operation can only
be attained by eternal vigilance in the units of the retail store
organization.

Today's food industry is characterized by rising costs and
rising expenses in the face of diminishinz net profit percentages.
Yet companies are erecting a greater number of larger supermarkets
in the midst of un expunsion movement which is unparalleled in the
history of the food industry. There is, therefore, a vital need
for the industry to examine the methods being used to operate its
supermarkets in order to ascertain whether or not 2ach one of these
methods is resulting in the highest productivity possible, The
objective of this study is to offer a contribution towards the ful-
fillment of thut need,

Bvery factor involved in a supermarket operation is in need
of study. The scope of such a study, howevar, would be far beyond
the ability of any one writer. Consequently, this study will be
limited to &n analysis of the merchandising function performed in
the modern supermarket, This function is divided into six areas:

1. Merchandising
2. Produce
3. Mecat
L. Pricing
5. Advertising
6. Display
In this discussion, the writer has attempted to highlight the

factors within each area, which he considers as most significant,
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CHAPT=ER I

MERCHANDISING

Introduction

Among tne many changes which lhave occurred as our Western civ-
ilization has evolved from its many historical ancestors, none are
more striking than changes in trading., Bargaining between buyer and
seller, which prevailed earlizr in our history &nd still persists in
much of the world, has been replaced to a great extent in the United
States by "fixed price™ trading.

In no field of tradin; huas thers been more of & shift from bar-
gaining to fixed price trading thun in food marketing at retail levels,
Price marks on practically every item on zrocery shelves are symbols
of this change, and the food retailers philosophy of moving a large
volume at low margins through self-service merchandising is the most
important outgrowth of it in our modern way of life,

The extent to which this trend has developed in supermarkets
during the last 25 years has been little short of startling to market-
ing leaders. This sensational achievement can best be described in
the remarks muade by a marketing consultant in the retail food industry:

The spectacular success of the supermarket has drawn the

attention of the entire distributicon world.

Yet, we can still recall, not without some amusement, that
when the supermarket first emerged in the midst of the debris



of the last depression, there were many esteemsd businessmen
who took one quick look at the infant and promptly gave it a
survival probability of exactly zero. Some of these men came
to respact a remark once mude by the scientist Thomas Huxley
to the philosopher Herbert Spencer, that the greatest tragedy
in life is the assassination of a beautiful theory by a
sinzle fact.

Th2 supermarket, as we «ll know, hasn't had 4 sick day.

It began 4s a hungry economic upstart, with manners strange

and unacceptable to respectable established business, In its

boisterous adolescence it kickad up much dust and billed

itself as a ferocicus price wrecker, but all it really wanted

was just a decent livelihood. Now, in robust manhood and in

the flush of success, it marvels at its own good fortune and

feels a kinship to Columbus, who 'having set out to find a

new route to India, rather unexpectedly discovered a new

world,'1

This new worlc referred to hus been discovered, The "explora-

ation" period, however, is only zettin; underway. The food retailing
business has many interasting facets, The selection of a store loca-
tion is developing into an elaborate science, corpared to the early,
somewhat haphazard selection of a place of business, Construction
and layout were subjected to thorough investization, wand alert manage-
ment is constantly looking for improvements to increase the efficiency
and acceptability of the store plan. Consumer preference became a
subject of careful study and served as a valuable aid in the deter-
rmination of purchases. 1In the field of procurement, large strides

were made especially with the development of testing procedures and

the establishment of product specifications. All of this preparation

b}

has been geared to the ultimate desire--selling the merchandise to

the consumer,

lppplebaum, William, "The Impact of the Supermarket,” Chain
Store Age, Vol, 31, No. 7, July, 1955, p. 396.



New ways to transfer thz present output of muss production into
mass consumption through better and more aggressive sales methods are
constantly defying leaders in the entire food distribution systen.
"Merchandising™ then is one of the most challenging words in modern

food retailing.

Definition of Merchandising

Merchandising can be considared as those methods and procedures
which ure essential to the expertness in execution of various techni-
ques, in conformance with company pclicy in seeking to increase sales.

Merchandising has also been defined as "strategic action taken
to sell the greatest quantity of products at a price that will produce
maximum gross profit dollars, The action involves tha selection of
the right product, moving it in tha right quantity, to the right place,
at the right price, at the right time."2 To make the definition more
complete, merchandising "involves promotional activities--attractive
packaging and display, advertising, product differentiation, compet-

itive pricing and personal Salesmunship."3

Scope of Merchandising

In order to effectively merchandise to the ultimate consumer,
chain store organizations must have an efficient well-organized buy-
ing organization, and sales promotion and advertising department,
The best possible sources of supply are essential. Managenent must,

to a considerable degree of accuracy, estimate future sales. Efficient

2Armstrong, C. E., Sales Management, Vol. 75, No.3, August, 1955.

3Marketing, The Year Book of Agriculture, United States Depart-
ment of Agriculture, Washington, D. C., 195L.




means of moving and shipping merchandise is necessary. MNodern display
fixtures and effective layout of store displays and merchandise must
dlso be considered.

As the intricate machinery of the highly sp=cialized chain store
organization staff oscillates, the burden of maintaining this oscilla-

tion rests with the store managers.

Role ot the Store Managar

When som2one daclares, 'we don't need salesmanship in self-service
markats any longer because our custoqers just go in and help themselves,"

don't believe 1&!

A self-service operation cannot be considered a catholicon,
There are numerous factors contributing to its success; effective
merchandising beins one of them,

Competent merchandising is an acquired skill, a quality managers
should possess., A proficient manager may, through his application of
extensive merchandising techniques, influence a customer to buy a
product or group of products.

Many food chain managenents in the past had the false impression
that if a manager was of the hard working, congenial, and conscientious
type of individual, with emphasis on hard workingh, that was just about
all that was required to nake a good or successful manager., Maybe
there was a time when this concept was correct; however, one should
not think it true today.

It will be conceded that the qualities mentioned ubove, (stress-

ing mental rather than physical activity) are necessary, but, because

hStressing physical activity rathar than mental.



of the much larger stores and greater volume of business in those
stores, a great deal more is =xpected of him, Th= storz munager of
today and even more so of ths future, must be a flexible individual,
He should nuke every effort to develop in himsz21f and primurily in
his entire organization, the following precepts:

A. Know the merchandise

l. Know what the store carries in stock.

2. Know thLe location of each item carried,

3. Know the facts about th2 merchandise sold,
a. Facts about preparing
b, Special features and qualities
ce How to care for and use merchandise
d. Company's own brunds carriasd

B. Have a wholesome attitude
1, Be loydl to the company.
2. Be helpful to custoners and othzr employees.
3. Keep personul doppedrance neat and attractive.
4. Keep enthusiastic about the job and its respon-
sibilities,

C. Understand and appreciate people

1. Get customer's point of view,

2. Serve people as you like to be served,

3. Be courteous, considerate, and attentive,
L. Be friendly but not overly familiar.

S. Determine what customers want.,

6. Treat customers as invited guests.

D. Use good selling methods

1. Assure customers prompt and courteous attention,

2. Present merchandise in an attractive manner.

3. Give honest, convincing facts about merchandise.

i, Answer questions and objections to the customer's
satisfaction.,

5. Show appreciation for your customer's patronage.

6. Assure customer of quality merchundise by use of
the "guarantee®,

The manager of today and of the future nust be relieved of the
trivial detail work of everyday store business, He must have the

time to see his store as a whole, and to act accordingly. To do this



Ty
4
e

[9>)

oo

trorous

2%
s
w

chan

\
3cod Yoy
e

Bren gy

0 Tart

are pal}

N
A.l:w‘ﬁt Lfe

thadi 5
iﬂ%egrdl
1‘;‘“6'?1}’,
tris Moy
the i§9?15
2 5061
@i hat, :
0

@ ppee,

4y vy



he must be equipped to do the job., iore training at hicher levels
in all phases of stores operation and merchandising will help to equip
this man to perform his assignment mores effectively.

To perform his job effectively, the store manager should be
thoroughly familiar with the following aspescts of present day mer-
chandising.

1, The five R's of merchandising
a, The Right merchundise or service
b. At the ight place
C. At the Right time
d. In the Right Juantities
e, &t cvhe Right price

2. Produce Merchandising

3., Meat Merchandising

L, Pricing

5. Advertising

6. Display

Good Merchandising is Good Planning

Planning is the element throush which all ths factors of zood
merchandising can be mobilized for doing a good selling job. In fact,
no part of the merchandising job is likely to be "right" unless plans

are well formulated and are used as blueprints for performance,

Right Merchandise or Service

Food retailers sell more merchandise than service, but some mer-
chandise selling involves service, and, to the customer, it is an
integral part of the merchandise, Right merchandise or service msans,
largely, merchandise or service which customers want. In food stores
this may run into thousands of items, and for on2 individual customer
the items wanted may vary greatly from those wanted by another customer.
But good merchandising demands that these various wants be recognized
and that the right merchandise and services be provided to satisfy

each custoner,



Good merchandising will also influ~snce the wants of the customers,

If profits are to be maximized, customers must be induced to buy things
for which they had not recognized a need until they were influenced
by a good merchandising technique. Attractinz attention to high-
profit items through displaying in an attractive manner near items
frequently bousht is & cas> in point. This is usually known as naking
an impulse sale. In speaking of the food retailer in general, a
San Francisco retailer said recently:

If he reduces prices to increase volume, his markup suffers,

He must, therefors, find some method that will increase one

without reducing the other, One good solution to this problem

is to increass impulse sales. By concentrating on this type

of merchandisinz in our store, we have added 2 per cent to

our zross margin inside of two months time,

The impuls= salz is such a potent factor in increasing volume

and markup if properly promoted, that it should be ziven as

careful planning and execution 4s dny other merchandising or
advertising plan.

In choosing items for display vo increase impulse salszs,
certuin important features should be borne in mind.

First, we should choose an item that many p=2oplz can use
but can get adlong without and will not usually include in
their regular shopping list.

Secondly, it should be profitable. The display should have
a suggestive rather than a price appeal,

Right merchandise also includes a wide variety to make the
store interesting to customers. One of thz methods oy which any
retail food store can exhibit a distinct "personality™ is through
Selling a wider variety of products than most other stores nearby are
of fering. This imparts an exciting atmosphere to the store, and along

wWith it some good merchandising possibilitiss are developed tor just

about every product sold in the store.

5Reardon, Vincent, "Impulse Sales Increased Cur Gross Margin
2% In A Two-Month Period," Progressive Grocer, Vol. 3L, No. 11,
Novamber, 1955, p. 52.
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Havin: the rigzht merchandise in reluation to season, holiday per-
iod, or tor othar special purposes is also very important. This factor

is considered more fully in another chapter,

Right Place

The right place to have merchan.iise for muximum sales in modern
food retailing is in the place where it will attract favorable atten-
ticn from the most customers possible, This means, of course, the
store should be attractive, well lighted, clean, and inviting. This
means, too, having thes merchandise properly displuyed at a location
within the store at which the greatest numb2r of customers are likely
to view it favorably.

In every iood store there are "hot spots" for displays for par-
ticular types of foods. %nds of gondolas, for instance, usually are
good places for displaying items for which heavier-than-normal volume
movement is desired, than are many other areas in the storé. The
store manager should be aware, however, that a "hot spot" is not a
panacea, the location itself cannot sell the items for which there
is no consumerfdemand. Only items which are desired by the customers
should be given these choice locations, Even at the meat counter
there are some places better suited for displaying a given type of
meat than other locations, The same generally holds true for other
d»partments in the store. Even the entire store layout must be plan-
ned with the principle of having the "right place" for each product
if total sales are to be maximized and great2st net profits are to be

made,






Right Time

Every hour of every day that the doors are op2n for business is
the "right time" to have completsly stocked sh2lvas in retail food
stores. Good merchandising techniques in all other categoriss can
be nullified if the merchandise desired is not available whan the cus-
tomer wants it, and th2re are only a few factors that are more likely
to drive a custom2r to another food store thun out-of-stock conditions.

In addition to th2 constunt needs for umple stock, "right time®
also involves the seasonal factor of food merchandising. A good plan
for s=1ling the most foods ut maximum profits must include seasonal,
holiday, and other special considerations., Wh=n heavy supplies of
perishable foods are being harvasted, good merchandisers will usually
feature them in 4l their merchandising efforts. This should result
not only in selling a4 more profitable volume of the particular food,
but will help "merchandise® the entire store,

Holiday merchandising entails selection of itemns which have a
special appeal for the particular promotional period. In addition,
coordination, timin3z, and the cooperation of all store personnel, are
essential factors. The manager of a Wrigley Supermarket in Detroit
bears this out:

December is the manager's biggest opportunity to prove his
executive and operating ability in (a) cooperating with
department heads to build a winning team, (b) scheduling
help and responsibility for tasks to score high sales per
work hour, and (c) planning the fullest utilization of

floor space and fixtures to present masses of merchandise
for higher unit sales per customer and sales to more customers,
This is the month in which we show how w2ll we can follow
through on the help which headquarters merchandisers, buyers,
and supervisors give us. Now, too, we can win top returns
on effective use at point of sale of the chain's and our

suppliers! advertising helps. It's up to us managers to
give the push that means 4 glorious wind-up for the year,



10

Planning for the big holiday push starts early with Wrigley's
manazers and department heads because headquarters began
months ago to order merchundise and to set sales plans for
early November despartmental meetings and managers' district
sessions, Thus, we know in advance about special goods and
the over-all program for December selling, and can gear our
staff for the store-wide push,

Right Quantities

Skimpy stock often can discourage sales almost as effactively
as complete lack of stock. There is something about full shelves or
bins or cases thab encourages active buying., Mass display is a tech-
nique long known for its sales-getting potential, It varies, of
course, with different items in the food store, A mass display of
grapefruit, for instance, may requirs several times the space that a
mass display of toothpaste will need. But the creation of an impres-
sion that the particular item is plentiful, and therefore mst be a
zood buy", is the principal objective of building a mass display.,

Mass displays have a dramatic quality that stops the customer
and makes her tuake a4 second look just because they are mass
displays. Even if the customer only looks for a few seconds
longser than usual, the chances of her buying are increased,
Color appedl plays «n important part in getting her to lingar
a moment, It gives a visual impact that stops the shopper,

A splash of red, a swatch of yellow, and a background of
silver foil do something to a customsr's buying tendencies
that is distinctly favorabls at the checkout./

Stocks of perishable foods on display may often contain excessive
merchandise. If, for instance, too much fresh mezat or produce is

placed on display and sales do not move the items until spoilage

occurs, much of the value of the mass technique may be lost. Stock

6Beattie, Donald, "Holiday Merchandising au Wrigley's™,
Chain Store Age, Vol., 31, No. 11, November, 1955, p. 175

T"It Takes Mass to llove Mass", Chain Store Age, Vol. 31,
NO. lO, OCtOber, 1955, Pe. 77
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control certainly must be exercised us a part of profitable merchan-
dising, even if some compromise must be made with largs stocks for

mass display techniques.

Right Price

Competition for volume of sales is ona of the most powerful
forces acting toward creating the right price on nost items sold in
retail food stores. Sometimes this extremely competitive condition
may render prices more nearly "right" for customzars than for retailers,
With all modern food retailer's philosophy on prices centered on mov-
ing heavy volume at low prices, competition rarely destroys profits
completely., Competitive prices certainly must be combined with other
good merchandising techniques, or else the entire merchandising plan
will break down.

Perhaps "right price" means a price not out of line with prices
for similar articles in competitive stores, or with prices for close
substitutes, If prices are too high relutive to these two situations,
volume will suffer, If they are too low, profits will suffer and
sales may even be reduced through uncsrtainty on the part of customers
as to the true merits of the item as reflected by a price that may
appear too low.

Another merchandising technique relating to pricing is that of
price marking. Plainly marked items are much more inviting to custom-
ers than are items which are not marked at all or whose price marks
are indistinct. All price marks, on signs over a display or on each
individual item, then, should be easy to read and meaningful to the

customer,



Other Meréhandising Considerations

Having the right merchandise at the right place, at the right
time, in the right quantities, und at th=2 right price, may still not
be enouzh to move profitable volumes of food if other factors are
lacking. A well-laid plan for these factors, of course, implies thut
the store will be attractive, conveniently located, easy to shop, and
equipped and manned by attractive fixtures and pleasing personnel,

Good customer relations are likely to result from good merchan-
dising plans., But since the retail food business is in such intimate
and constant contact with its customers, customer relations must embody
some of the best merchundising techniques, Illustrating the eaxtreme
importance of good customer relations, nere are a few points from
G. R. Silverthorne's store policy booklet for guidance of his store
personnel in his two Portland, Oregon supermarkets.

Don't offend your customers by smoking or eating on the
job, There are proper places in the store for these,
away from the public, Your store manager will show you
these spots,

Take advantage of your happy moods by stepping up your
courteous services even more., Not by whistling, humming
or singing, which most always irritates customers,

Show your intelligence through diplomatic, tactful hand-
ling of customers--not by smart comebacks. They do
nothing but make a bad situation worse,

The fine art of gum chewing doesn't impress our customers
a bit, It's impossible to keep a good business appear-
ance with the jaws working furiously. Don't ruin your
good impression by mumbling through a mouthful of gum,
Good storekeeping takes good housckeeping. Madam house-
wife loves to shop in a clean, spotless, well stocked

store8 Do your part by keeping your work area spic and
Span,

8Silverthorne, G. R., "Four Ways To Build Customer Rela~-
tions ™, Progressive Grocsr, Vol., 34, No. 7, July 1955, p. 138
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Sumar

Merchundising is a term of sr2at siznificunce in modern methods
of food retuilinzg. Geood merchandising tachniques must ba used to re-
place personal sulesmanship which existed in barzaining oul is no
longer a potent force in fixed-price self-service selling as practiced
by food retailers, Plans for good merchandising must include having
the risht goods at the risht place, at the right time, in the right
quantitiss, and at the right price. Th2n, with every possible eifort
toward making shopping conditions attractive, food retdilers cun weave
good marchandising techniques into their job of selling the most foods
at the greatast net profits, The term "shopping good" as used herein
refers to merchandise which is considered to be of such importance by
the customer as to warrant comparison of such items in other retail

outlets, as to price and quality.



CHAPTER II

PRODUCE

Introduction

The majority of consunsrs seldom stop to think of thz amount of
work and planning that is rejuired to keep the produce racks fillsd
with appetizing fresh fruits and vegetables.

The customer expects to find a variety of produce items, whether
or not they are in season for the particular shopping area concernad.
She realizes that fresh fruits and vegetvables are being grown some-
where in th2 country, or the world. Th2 food merchant has condition=d
the customer to expect these goods. In an attempt to entice new
patrons, and to satisfy the appetites of their old customers, food
distributors are only too willing to provide this convenience, if they
ara abt all available on the market. Behind this service lies an ar-
mada of men and machines, each performing a specific function of this
highly complex marketing system.

A refrigerated railroad train, specifically built and reserved
for long haul movements of fruits and vegetables, is generally con-
sidered just another train to the consumer. The problems of temper-
ature and humidity control are looked upon as things that can easily
bz accomplished by the magic of coolers or somz other modern day
innovation. Consumers often look upon the task of keeping a fresh
Supply of a large variety of items as a telephone ordering routine
that can bulge the bins minutes after they are empty. But regardless

of how automatic and routine the selling of produce may appear to the






consumzr, the fact renains that every sale of a fresh produce item
represents u lonz 1list of goods and services imparted to the product
at various stages of its route to the consumer,

In 1949 there were 133,000 fruit farms and about 92,200 commer-
cial vezg=table farms in the Unitad Stutes.9 To bring the products
produced by the 225,000 farms to market requir=d the equivalent of
1,500,000 refrizerator carlcads or 24,000,000 tons. The production
resulting from these farms allowed a per capita consumption of produce
of slightly over 500 pounds per yeur.lo This represents an incraase
of about 120 pounds per person over amounts consumed in 1920, when
per capita consumnption stood at 384 pounds per person. Nutrition
experts say that 725 pounds would be reguirad for a lib2ral diet,
which means thuat on this busis there is considerable room for expan-
sion in the consumption of fresh produce.

In spite of the fact thab fresh produce is a consideradble item
in the food budget of most families, a suprisingly large amount of
produce is bought on impulse., A study by the DuPont Company indica-
ted that over half of the fruits and vegetables are bought on impulse.11
The survey showed 52,3 percent of fresh vegetuble purchases and 55.7
per cent of fresh fruit purchases are not fully predetermined before
the consumer enters the store. These purchaszs are greatly influenced

by what the store huas to offer and how it is prasented to the consumer.

pPillar, Ray A., Guide to Better Handling und More Zfficient
Merchundising of Fresh Fruits and Vegetables, League of .holesale Fresh
Fruit and Vegetable Distributors, Washington, D, C., 19u8, p. 19

10panphlet, Your Produce Department, National Association of
Retail Grocers, Chicago, NaRGUS, 1950.

11Pillar, Ray, "How to Muake Monay Selling Fruits and Vegetables,"
Prozressive Grocer, New York, p. 62.




I mportance of Produce

Some of the reasons produce is so important to the succass of a
modern food market are worth considerinz. Everyone dealinz with
p roduce knows that the variety of produce consistently undergoes
change fron season to season and sonetimes from day to day., Variety
i s constantly a sourcs of inter=st to the housewife, and consequently,
the well-managed produce department coffers much that will please her,
Produce has a short 1life even with the bast of care because of
i ts perishability, so the housewife is forced to shop for produce
o ften. Ther2 is no other product in the food store, other than per-
haps neat, for which consumers do more shoppin: than they do for prod-
uce, Becauss prcuuce is a shopping ,ood, consumers may pass two or
Tthres fruit and vegetable departments before finding ithe product and
the quality desired. Thersfore, a well-operated procduce department
at tracts 4 large volume of traffic into the store that not only pur-
chases produce items but many octher items as well, Moreover, since
Consumption of produce items has been increasing tremendously over

the past two decades, a good produce department represents  potential

area for the operator to increas» his share of the business.

Pl‘ofitabilitx

Produce is a good profit line. Muny successful retailers of
fresh fruits and vegetables have demonstrated that profit and volume
POSsibilities are éuch that this department deserves a good rating in
ANy food stors. About 12 per cent of the money spent by the consumer
for f£o0d is devoted to produce items. With a reasonable degrsa of
efi‘ici.ency in management, this proporticn of dollar volume can be

4Ch3{eved at a margin of arcund 25 par cent gross on sales, The rapid
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turnover cn comparatively small invastment is the key to the substan-

tial net profit that is possible. Investmant in stock, fixtures, and

floor space is not unreuasonable in relation to other departments of

the average store, Proper attenticn to details results in low oper-

ating costs in relation to volume, minimum spoilage losses, rapid
turnover, and a4 very satisfactory net profit,

The seasonal nature of many produce items offers opportunities
for special sdles and promotions. Many grocery itvems can be used as
Adver-

tie-in sales with produce items that ure featured in season,

tising can be very effective featuring seasonal items that consuners

have been expecting and anxiously awaiting. When produce is in abun-

dance and quality is high, which is characteristic of items in season,

displays can be built and arranged in such a manner as to encourage

volurme sales,

Eze Appeal

Produce items are among the most colorful products sold in the

store. Unlike brand displays and can markings, they have a natural

beauty that is appedling to most people. The variety of colors, and

the fact that they are genuine, adds much that is desirable to a

Store,

Coordination

Few items afford the opportunity for exercising merchandising

Ski1] as do fruits and vegetubles. A profitable produce department

is so intimately tied to the personnel opsrating the store that it
Can  pe truthfully asserted that they make or break the operation.

The virtues of ingenuity and originality rank high in the produce
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dzpartment, and if they are exhibited in proper combination with other

necessary rejuirements, the rewards ar2 high., Clean attractive pro-

duce displays as supervised by competent personnel, help pave the way

to cuswomer acceptance cf the entire store, Leatting the produce de-

partment grow 1like "Topsy" or following the line of least resistance
has been the downfall of many successful cperations. Well directed,

vigilant effort is required if the produce department is to make its

full contribution to the store operation,

Perishability

Deterioration in the form of wilt, shrivelin:, and decay is the

greatest eneny of fresh fruits and vegetubles., It probably should

be added that a great deal of deterioravion is the result of carelsss
handling. Since fresh fruits and vegetables are gproximately %0

per cent water by weizht under normal field growing conditions, it is
clearly evident that water is cne of the most important factors that

determines the amount of deterioration. ithen the desired content cf

water fluctuates outside of a given range, warning signs ar=s inmesdiate-
1y reflected through poor color and general physical appearance and
Proper humidity is 4 means of helpin:s to

This,

condition of the product.

P reserve and regulate the ideal water content of the product.
in a large degree, determines the crispness and freshness of the

Product. Since vegetables are sold largely on the basis of appearance,

Proper hunidity is one of the major factors in contributing to profit

in the produce department. Closely related to humidity control is

PTOper refrigeration. In produce merchandising the role of refrigzzr-

At3ion is not to store produce but to preserve the produce in such a



conditicn that the quality and nutritive food value that ~xists at
the time of harvest is retainad until it reaches the customer.
The retail=ar is confrcnted with reducing or eliminating the fol-

lowing four types of losses: 12

1. Losses in weight due to dehydration, such as wilting and
shriveling.

2., Losses caused by handling by store personnel and consumers,

3. Losses due to markdown and retrimming.

k. Losses due to dacay.

‘when one considers the nature and composition of produce, it is

obvious that a complete prevention of loss by any one or all of the

above types of loss2s is impossible. The best that one can hops to

do is to reduce them to tolerable lesvels and hold the quality of the

product to acceptable siandards,

Display

Displaying produce is a technique that can zreatly increase
profitability of a produce department. A produce nanager should be
concerned with the need for creating an appetite-arousing display of

f'resh, high quality, carefully selected fruits and vegetables in a

Cleun department., The display should convey the impression of large

vVariety, high quality, and massive appearance., Display racks and

L ables should look full. Most housewives like to purchase produce

from a display that offers large selaction, An unplanned display is

apt  to be slow sellinz and will offer little or nothing that will
®NcCovyrage the consumer to return to the store again. A feeling also
PTew 4i1s that items should not be displayed in the same area each

—

12pj1iar, op. cit., p. 10.
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week., Some managers belizve that in relocabin. these products from
one display area to another within the departments, customers will bae
required to seek out the item, In so doing they are exposed t o many
other items, which is hoped will prompt additional purchases,
Experience has shown that cclor can be used effectively in dis-
vlaying nroduce. Psychologists have determinad that women are attruc-
t. 2d by reds, yellows and greens. Llen, on the other hand, prefer blues
and browns., These combinations should b2 consider=d in displaying
vroduce, A sound business practice is to play up colors by arranging
I ruits and vegetables to obtain maxinum contrast and to indicate a
1 arge variety, Red apples next to bunanas is a favorable contrast
and definitely indicates the presence of two distinct items. On the
other hand, one variety of red apples next to another variety of the
S ama color is often mistaken to be only one item,
Another display technique that has worked very well in many
St ores is to highlight a single commodity. Such an item can be
ef fectively selected for display if it possesses some of these
at tributes:
1. Color and/or attractiveness.

2. It is seasonally produced, and availasle for consumption
during very brief periods,

3. A peak seuason item. During this period produce is
normully at its highest quality and taste appeal.

4. A special price.

Raising the feature item above the level of other items and
Setting u a display that is large. and attractive enough to readily
Catch the eye is an effective way to increuse sales volume of the

featured item.
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The use of "talking" signs and adegquate price tass is a pleasing
arddition to a produce department. Fosting prices for vroduce presents
some challenging problems but it should not be ignorad., The consumer
wishes to know the price before selecting the items., Failure to
po roperly indicate price so the consumer can ponder aboubt it in her
own mind often leuds to embarrassment and decreased or possibly no
s ale, Signs should carry words that tie in well with produce, such
wo7rds as Orchard, Garden, Flavor, Fresh, Juicy, and other connotative
aphorisms, appeal to most customers,

Segregating fruits and vegetubles for separate display hus gener-
al 1y resulted in decreased sales, Keeping items separate prevents
nmmach impulse buying because customers are able to buy fruits without
being 2xposed to vejetables or vice versa, This procedure may mini-
mi ze the full 2ffect of impulse buying.

Displays should be arranged so that they are readily available
for inspsction and selection by the consumer., The critical shopper
liles to make a thorough inspzction, and a convenient, available dis-
Pl &y allows this opportunity. Displays should be planned so that the
cCustomers do not have to stcop or stretch vo reach the produce.,

Re ady accessibility of sacks, scales, stc., is another consideration
that is gppreciated by most people.

Some successful displays have been developed using geomstric
designs or artistically arranged order. The effactiveness, and tha
Profijtability of such procedure, is an unsettled question. Many
Successful produce men claim that simple bulk arrangsment is as
*ffective for merchandising as elaborate displays. The pro's and

con's of this issue can be debated vigorously, although perhaps a key



t o such a problen depends upon th2 personality of the store and the

customers thut it caters to, In uny case, the final decision should
e baszd on more tangible marits, Success or failure of the displuys
should be determinad by the results they achieve, primnarily in terms

o f dollar and cents returned.,

IRefrigeration Practices

The use of various methods of refrig=aration practices have been
A n vogue at different times in maintaining the field freshness of
produce, The ice method has been found to bs a very zood meuns of
r=frigeration for vegetables., The method has long been used by rail-
roads in utransporting produce, and now it is receiving considerable
at tention as a very satisfactory means for displaying produce in re-
t ail stores, Sufficient quantities of crushed or snow ice should be
av ailable so that an ice bed can be prepared with a depth of about
three inches, The produce is displayed on top of the ice and sold as
from any other display. Provision must be made for the continuous
drrainage of the nelted ice. This method hus been especially effect-
ive for preserving vegetables for the late afternoon rush. It prevents
the appearance of the "left over look" that the customer objects to.
Ice suggests freshness and quality to the consumer, which increasss
Sales per customer and induces new shoppers to become regular customers.
The pathod allows easy storing overnight by sprinkling produce with
ice und covering with canvas or heavy wrapping paper. By merely un-
Covering the display and m&king a thorough check, the produce is ready
for the next day's business. It should bs pointed out that the method
®*Quires quality produce to begin with, The produce must be capable

°f being maintained in a fresh condition.
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Pre-Packazing

Pre-packaging of produce is another factor that has favorably

aid2d the displuay of produce. Th= use of trunsparent coverings which

allows inspection and gives individuality to the produce has found
mmuch favor with customers. In many cas25 pre-packaging is a simple

means ci unitizing the product in a convenient consumer sized package

for self-service sale., In pre-packuging, it is well to keep in mind
that regardless of how trunsparent the packace nay bz, thes customar
rmust depend more on the store's reputation for od pre-packaged pro-
duce than for bulk produce. A pre-packaged item cannot receive the
inspection and examination that is possible for a butk item. Some
chuain operators f2el that pre-packaging is a method of adding addition-
a1 "Buy Appeal" to the display of fruits and vegetables if it is

h andled properly.

Techniques in Pre-Pack Produce Selling

Muny retailers today are faced with the question, "How far

should we go in pre-packaging produce?" A simple answer cannot be

13

iziven, bubt some operators are sold on 100 per cent prz-packzd produce.
Many store operators have tound complete prepacking operations have
increased sales, dacreased spoilage, reduced labor 2xpense, and
increased gross margins. These results can only be obtained if zood
policies and methods of han':.lling are incorporated as integral components
of the packaging operation.

Some very importunt essentials of prepackaging are:

Loy

SF'Oduce Spoilage Losses to 1} Per Cent of Salas," Progressive Grocer,
M ary, 1954, p. US.

13Kline, George %., "Prepackaging, Refrigerated, Displays, Cut




1. Consistently offer top quality marchundise. This is cne of

t he most important factors in the success or failurs of a pre-puckagad
p xoduce operation., Do not atteapt to hids defects or blemishes., The
reputation of vthe storz is at stak2 when a4 customer tukes home pre-
;> acked produce., Onez company has even gons so far as bto display a sign
=zt the back room produce packaging station which reads, "Ne Wrap Our
Future--In Every Packagz."

2. Use of refrigerated cus»s for displaying highly p2rishablz

prxroducts., With the present large variety of producz offer2d to the
consuner, there is normally insufficient spacs available to display
all of these items under refrigeration. Therefore, items should be

c ategorized into groups that dafinitely require refrigeration and
those that do not. A methodical procedurzs of this nature provides a
distinct classification for produce and will allow space for all "must"
items, and parhaps for others that are highly desirable. Normal pre-
Canations should be taken for all perishables, Proper conditions must
be met for each item. The vegetables should be cooled before pre-

P ackaging. The tempc.erature mst be ri:ht, and the produce must receive
PToper attention in preparation for the removal of blemishes and de-
f=2cts. All pre-packagad produce must be properly ventilated. Refer
to Chart I of Appendix A, page 116 for further information on refriger-
4tion requirements for fruits and vegetables.

3. Treat packaging on a neighborhood basis. Detarmine the most

acceptable size units for the particular trade. Customers must ba
Sradually indoctrinated to accepting certain sizes. Experimentation
With djfferent size packages may provide the most logical choice of

Pack age acceptaole to the customer. When considerinz size, attention
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should «lso be directed tc tne unit price., Customers may be more con-
cerned about the cost per pacicage, than with its actual size. Local
s ituations will vary, thus packaging should conform to locul consumer
demand requirements,

L. Operate a cleun department, Clezanliness Just naturally gzoes

h and in hand with produce. The public is impressed with a neat and

wwell kept sales area. Minimum sanitabtion requirements are a legal N
s tipulaticn., But, the manager who exercises superior sanitary prac-

<t dces is upt to gain the confidence and the patronage of consumers.

A slovenly operation instills doubt and questionable practices in the

minds of the shoppers. In addition to creating a favorable public

acceptance, a clean and well kept department will reduce the potential

threat of accidents, Discarded trimmings and water drippings are

hazards which could result in serious injury to unwary individuals,

5. Date all packaged produce to facilitate proper rotation and

re gular inspection, Produce that becomes outdated should be opened

and inspected for inferior merchandise, If the produce in the package
is still of good quality after conditioning, it may be rewrapped. The
rewrapped product should be given a much shorter "date life" than
fresh packaged produce. In determining the "date life" of produce
item_s, one must consider the quality of the product when it is re-
ceived, and the actual keeping qualities of the item.

6. Do not package "marked down" merchandise for quick sale at

reduced prices. The custom of reducing the price on pre-packaged pro-

duce should be avoided. This procedure tends to associate inferior
Wality to packaged items. Special sales are an exception, for the

Inten tion of this rule is to eliminate ths practice of marking down
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pre-packad merchundise which is deteriorating., When items within a

p ackaze show signs of spoilage, the package should be removed, and the
3 tem replaced. Merchandise which is in off condition should be offered
zat slashed prices in bulk lots, or thrown away entirely,

7. Offer packages which are as attractive us is possible.

Tie importance of a neut und attractive appesaring package cannot be

o wvereiphasized. Custoners dare greatly influenced by "eye uppeal®
whiich has been commonly rafarred to as "buy appedl.” Consumer surveys
I>ear out this maxim, A good merchandiser will by experimentation de-
t.earmine the type of package the customer prefers, and ons which will
lceep the product in the best condition., Packages which huve become

d ocose or torn while on displyy shoald be sent back for rewrapping
without hesitation., Above all, the packase should be trunsparent to
allow visable inspection of the contents, by the customer,

8. Price sensibly and realistically, Inauguration of a pre-

P ackaging operation does not warrant the justification of premium
prices for produce, In the service system, papar bags, weighing
stations, and customer inconvenience (waiting for service), were ex-
penses ascribed to that operation, The cost of paper bags offsets
to a limited extent the cost of wrapping material., Benefits derived
from self-service cannot be iznored. The fact that packaging increases
sales volume, facilitates the flow of traffic throuzh the dspartment,
incre ases useable display space (some of the bulky items have been .
trimmed), and hastens the replenishmant of depleted stock, are all
advant azes which wers non-cxistent, Therefore, the extra cost in-
curreq cun be absorbed, without detriment to the opsration. Even

though shoppers may be willing to pay a fair premium for top quality
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merchandise, prices should not be out of line with th2 svores in the

a4,

A dvantagss

Following these packuging principles will not solve all produce
P roblems. Adequate attention must be applied Lo buying, recsiving
zarr d displaying the produce. Pre-puckaging itself cannot be expected
4+t o compensate for deficiencies in other parts of the operating routine.
I £, however, the key functions are beinj; operated effectively, pre-
> &ckaging can produce a great number of advantages over the service
+. ype produce departmnent.
In a survey couducted by the DuPont Company, on the comparison
o £ the shopping habits of ten thousand shoppers in service produce,
and pre-packaged producz departments, the following facts were re-
ve aled: 1h
A. Five thousund shoppers spend 221.1 hours shopping in
service produce departments,
B. The shopper passass through a pre-packaged produce de-
partment in 2l per cent less tims,
C. Self-service speed=d up the traffic as follows:

(1) Five thousand shoppers bouzht 11,859 items in
service departments. ’

(2) Five thousand shoppers bought 14,094 items in pre-
packaged departments,

(3) While the shopper spent 24 per cent less time
shopping in pre-packuged dspartments, she bought
10 per cent more merchandise,

The Shore Supermarkets, in Providence, Rhode Island, have found

PTe@—p ackaging to be the aunswer to their produce problem, The general
_—

S h‘Lq'):.d?s? Ezra, "Techniques in Produce Pre-Packaging," Super-
—=Ketbt Merchandising, October, 1954, p. 50.




maar ager of these markets, states that this program has eliminated
tIhro se familiar bottlenecks, which occur during busy we=kends in the
P ro duce department. Clerks and customers janmed the aisles and slowed
cx affic to a standstill. By having the marchandise puckaged ahead of
. A me, the displyys could 2asily be refilled. Customers now find they
c @i select their produce with the same ease a3 they selact their
egxroceries and mzat, This allows th2 customer more time in making
her selection, and provid2s room for mors customers to shon. It was
found that, contrary to genesral opinicn, prepacking did not increuse
t he cost of handling. After a thorough audit of the operation, it
was determined that pre-packin: improvad the operation and made it
more profitable, The success wus attributed to: 12

1. "Improvzad operating efficiency. The clerks were able to
perform nore work in less time, thun they could in the
old systen,

2. The displays could be kept full at all times, The ability

. to pre-package the fust moving item before peak demand
ne2ds is a distinct advantage. Produce whicnh has be=n
pre-packed in anticipation of heavy consumer purchases,
is easily wheeled into the selling area, and readily
placed on display within minutes,

3. Increased sales volume, Nea% and attractive displays
encouragad impulse buying. Because pre-packinz fac-
ilitates stocking of merchandise, displays were easily
kept full, giving the department a well stocked gppear-
ance, .

L. The shrinkage fijure was raduced by 50 per cant.

5. The addiitional cost of polyethyline bags and trays does
not of fset the price savings in a pre-packaged op=ration,
The cost of wrapping supplies required in tha old system
of fset somewhat the cost of pre-packaging supplies.”

The ownar of the Morrison Supermarket in Norman, Oklahoma, found

SUCCess similar to Shore's, with a 100 per cent pre-packaged produce

————————

. lsscwart,z, Ndthaniel and Zimmerman, Richard, "Packaginy Scores
High 4t Shore's," Supsrmarkst Merchandising, Auzust, 195L, pp. 75-8i.
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op== xr ation, He2 re=zls that cthe adlitional packaging costs are mora thun
of £ et by the? very low shrinkag® [ijure. Normal bulk produce opar-
ations averaied approximately 5 to 6 per cent shrinkags, whereas pra-
o ack aging resulted in about 1% per cent in produce shrinkage. The
additional cost of puckxuging mnaterials amounts to about 2 per cent,

whiich still allows for a substuntial marzin,

R tailar's lesponsibility

The success stori=s on pra-packaz2d produce merchandisinz ars
incrausing. Indications are that ch? consumer will ac:ept this
sy sten it high quality is nmaintained., 3ince packaging interfzres to
some =xtent with the customer's ability vo formn an accurate judgment
o1 contents, the retail>r must assume iredater re2sponsibility than when
ot fering conventional bulik joods. He can earn th2 continusd confidence
of his customers only by his constant 2fforts to guarantes i:reshness

and hirh Juality.

Pl anning

Displyys that sell ares made with advance planning. A pap2r plan
of the entire produce layout takes time but it is well worth the
efi‘ort:lé’

A. It helps incorporat~ .21 1icpl:iy piinciples,

B. The item can be moved on paper easizr than physically
moving the item on thz rack if & mistake is mude,

C. Valuable manager and clerk time can be saved by postingz
the plan in the produce department for =asy rnference
when building displays.

Follow these rules when making up your display plan.

e ——————

L léiit,at.ement, made by the Direzctor of Produce, ACF Wrigl=ey Corp-
°Fation, personal interview.
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A. The munarer should make up the plan wich his assistunt,

Bs Departrmeont plans should b~ nude up on a Saturday for the
following Nonday's display and should be adjustzd Tizdnes-
day for the wezkend specials,

C. Th~2 printed plun forms furnished by nunugemen: should ba
us2d in maeking up the display plan,

D. Incorporate the folicwing good display principles in the
plan.

(1) Allov the prope2r umount of space to =ach iten. Give
fast selling items and advertised items more space
than slow movers.,

(2) Give prop2r locution to each item, Don't hid» adver-
tised items--give them prominent locations., Spot
impulse--sal2 items arcund the biz demand items,

(3) Grecup reluted items vogether,

(L) Contrust the natural colors of fresh produce when
displaying on th2 racks,.

Then work the plan,--affectively,--uand be sure to follow through,

sumnmary

In a round up of groduce merchandising, the fellowinz points
were most frequently citad as assuring customer interest and pre-
serving high produce volume:

1l. Day-to-day promotion of staples in a4 nzat, cleudn environ-

ment. Customers are influenced in their shopping habits by the usual
impact of the store, particularly its cleanliness. The effect on
customers muy be sumn2d up in two ways.

de New customers in clean stores turn into "long time"
custoners,

b, Jomen are highly conscious of cleanliness in their
homes and expect it in the places where they shop.

2. Special pushes on euarly-in-season and peak-of-season items.

Good Quality fresh fruics and ve etables, propsrly handled and display-

e ¢ ) . - .
®d, are their ovm best salesmen, But, the difference bestween a good
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p roduce department and an outstanding cne often lies in one word,
rre2rchandising,

In the north, the local fruits and vegetubles are available in
. he Spring, Sumner and Fall, while in the Winter, southern fruits and
W egetadbles are available, One of the most important factors in the
o romotion of produce is timing. For the most part, the produce man-
zxger who is successful in the "five ri;hts" of merchandising is going
t o have the outstanding produce department.

3. For alert managers, Spring is the signal to put an addition-

&l punch into the produce department. With a change in weather there

is a change in living ana eating habits, Capitualize on it, The
da sire for easy to fix, low calorie mzals affects the entire fcod
1 ine. Salad przparations tuke on more importance, along with picnic
type items., The modern housewife has dropped the shopping list for
a complete tour of the store. She shops with her eyés, and is quick

to buy on impulse.
L. Big push for holidays «nd other special occasions. Displays

and signs are usasd for suggestad selling.

S. Tie-in sales, featuring proiuce with related items.

6. Emphasis on eye appeal by constantly maintaining fresh

Produce on displdy; color contrast; and mass displays.

7. Rotate merchandise,

8. Maintain an adequate= varisty.

9. Use Talking signs.

10. Make the department easy to shop.




Whether produce is displayed in open bulk displyys, in pre-
p> @ackagad form, in refrigerated cases, or in ice cas»s, jood merchan-

~1A4sing practices will clinch the d2sired sale,
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CHaPTEx II1

MEAT

T ntroduction

Theres have besn muny postulations vantur:d by authors in their
attempt to trace the origin of nzat as a food in man's diet. The .
origin is sketchy, and th2 sources are vague in their =2xplanations,
No doubt mun was eating the raw flesh of animals long before the dis-
covery of fire, One may surmise this, but the answer lies hidden in
D ast ages.

A far cry from this =arly conception of man's discovery of a
n=w foocd--meat, is the trunsition which has occurrad over tha centur-
i=s, No longer do=s he have to stalk his query, kill and prepar= the
carcass, before sitting down to his meal.

As civilization progress»d, man domesticutad certain animals
and raisad them to provide food and raw material. Today, as in the
rec=nt past, beef pork, lamb, and veal, remain as an important itenm

in man's diet.

How M=ats Got Their Numes

'I;he terms, beef, pork, veal and mutton, are now in common
USaz=~ throughout the land, Yst, little if any thought is given to
t'hﬁir‘_ derivation., An interesting and enlightening version of the
story might bring some light upon th2 manner in which our language
dCquirs=d these terms,

In the same way, the common names for meats give us a peep

into the odd way in which our language has grown up. After the
Normun conquest of Englund, the language of the court and what



we should call the "polite s=t" was Norman-French. 3ut the com-
mon people, those who tend2d the cattle and hojs and sheep of
the conquerors, continued to speak their native Middle English
dialects. When their fatted animals were brougzht to the house-
holds of their feudal masters, Norman retainars served thenm
under the names of "Boeuf,™ "Vielle," "Forc," and “Mouton,"--
beef, veal, pork, and mutton--names which then were the Norman
French for the self-same live animals that the native under-
lings called kine, calves, swine and sheep., Gradually, when
the fusion of the two races took place, which Scott's M"Ivanhoe"
has pictursd so charmingly, the distinction became fixed., So
it came about that our composite lunguage acquired two useful
sets of words to dascribe the live animals and their meat,17

Xmypoortance of a Meat Department

Despite the fuact that the grocery department draws the bulk
of sales in th2 average supermarket, the m2at department
(which includ2s poultry, delicatessen, smoked m=ats, cooked
foods, frozen meats, and also fish and othear sea foods) must
be given credit for an indispensable roles, It is the magnet
which attracts the customer to the store and plays perhaps the
decisive part in influencing her purchases of her other groc-
aries and perishubles,

It is around tha meat course that Mrs. Housewife plans her
meals., In most instances, the meat department dstermines, to
a great extent, the overall success of the market, A meat
department which has established for itself a reputution for
both high quality and varied and complete salections of meat
products glacos the operator in a most advantageous competitive
position,1€

Trend Toward One-Stop Shopping

Consumers these days are becoming more interested in one-stop
Shopping stores. The majority of them are not interested in buying
their zroceries in one store and the meat in another, as long us their
meat requirements can be met, "About 8L per cent of the purchasers of

fresh meats bought groceries and meats at one store, Only 15 per cent

. 17The Story of Meat, Swift and Company Agricultural Research,
Chicago, Rgricultural Research Bulletin, No. 2.

. 1821merman, M. M., The Super Market, N-w York, Toronto, London:
MeGraw_yill Book Conpany, Inc., 1955, p. 221.




bcught grocaries at one store und frash mrav another."l”  Fren
thiese fucts it could be drtermined bthat o battesr maat dapuartment will

- r1courage® sal2s in other departments of the supermarket.,

Self-Service M=ats

Since the war years, self-service m:at stores huve Jrown in
rauamber until at prasent there are more than "11,000, with chain stores
zsc counting for better than 8,120,"20 Over a relutively few short
Yy e ars, self-sarvice hus bacome an accepted merchandisinj technique of
the= food industry., Although this metkod is not without its problams,
t hhere are very few chains toduay that are not using self-service meats
in their supermarket oparation.

The fact that the meat operations in chain stores are not 100
P~>2r cent self-service must be acknowledged; there are some service and
many partial self-service meat operations., In partial self-sarvice
operations, there is a self-service display, and a servics counter
where certuin msat products are displaysl and cut to ordzr upon request.
The layout of a partial service counter varies, and in chains it is
Nnormally restrict=d to shopping areas in which the consumers have not
dccepted the self-service system., Although the chains are interasted
in completing the transition to 100 per cent self-service, the custom-

ers will eventually decide the time,

Problems Self-Sarvice Meats Can Create for the Operator

1. "The number one problem for most self-service storss is
production. The self-service operator must schedule

19Panphlet, Meat Retailing in 1950, Annual Armour and Company

Research Report on 3elf-Service Meats. p. 6.

20n3e1f-Service," Chain Store Age, December, 1955, p. 72.
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production to make besi use ¢f Lhe time of his m2at cuttesrs
and wrappers. He must visualize his requirements by kinds
of products, by sizes, and by weizhts, He must plan his
production to be prepared for peak periods and he must not
package certuin of the more perishubl=? products too far
ahead of sadle.

Another big problem is perishability, lost meats are highly

perishable, and prepackaged mrats are subject to discolor-
ation and loss of bloom when exposed to light. Meats must
be handled with care every step of the way. The product
should not be permitted to stay in the sslf-service case
beyond normal time limits, Nothing is so disastrous to
self-service meat operation as shoddy-looking product that
has lost its bloom,

Still anothesr problem is display. A wide variety of
prcducts mst be on display at all times. Certain slow
moving and less desirable cuts must be displayed in a man-
ner that will insure their movement dlonz with the more
popular and more desirable itams,

Since personal contact with the consumer is at a mininum,
the display itself must dJdo the job.,

Trying to figure out ahead of time what the customer wants
is not always easy. D=cisions must be made in advance as

to size, weight and trim of the produce. Weuather conditions,
price relationships, avuilability of produce and many other
facvors play an important part. It isn't always easy to
figure out in advance what the little woman will want when
she goes shopping. In fact, she doesn't always know har-
self until she looks in the meat case,

The package is terrifically important in self-service, Loss
of personal contact places a big burden on thz package. The
package ust sell itself, Thus, all th2 information regard-
ing a particular item has to be included on the label., There
is 1little, if any, opportunity for answering questions by
word of mouth. Everything must be spelled out on the pack-
age in simple, eusy to understand language.

Although considerable progress has been made in licking most
packaginz problems, some of the more pesty ones still persist.
Some stores are still wrestling with the problem of how to
package heavier items to withstand the beating they tuxe

at the customar's hands., Sharp points and edges on some

cuits of meat still pose a problem, And, oozing of blood

and moisture trom certain meat items gives many self-service
meat men a rouzh time,
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7. Still ancohar problam in self-service is th2 most attractive
looking packares go first., Ths housewife picks and chooses
anong the various packazes uand she usually picks the one
that looks best. Therefore, the self-service meat man must
strive to make his vackazes of a given item look about the
same, This is sometimes difficult because he is dealing
with a product that comes from wholesale cuts which vary
in weight, confornation, and thickness of fat and bone.

3. There are many other problems, Jome self-service operators
are still bothered by rewraps because of the poor wrapping
job in the first place, or the beating the package tuakes
from the consumer.

Sprcidl orders are the bone of some self-service stores.
They disrupt production schedules, take valuable time from
busy personnel, and defeat the muin purposz of the self-
service method of merchuandising.

Lab2ls make trouble from time to time. Cccasionally, labels
on the outside come off and lab2ls on th~ inside ‘et messy
IOOking.

5rlr-service requir2s ~xuctness in scaling and pricing. The
weizht and price must be declared on the label and is suo-
ject to check at any tim» by consumers and the Weights and
Measures Authorities, 24

A Problem of the Industry

In 1955 the Agricultural Experiment Station of Michigan State
University conducted a survey in the Flint and Grand Rapids areas in
the f3ield of self-service meats.?2 An interesting paradox was reveal-
2d; wheraas the grzater percentaze cf the housawives interviewed did
thei r markeitiny in stores which had self-service meut departments, the
Majority of this group stated they would prefer to purchase their
M™ats in markets having service meat departments, This indicates a
dissat.isfaction on the part of the housewives for self-service meats

4d 3§ s therefore a problem fucing the chain store industry.
—_—

e 21‘I'eitilman, S., "Self-Service Meats," Markating Research De-
P& Ttmant, Armour and Company, July 28, 1954 (Mimeographed)

ls - 22myhat, Consumers are Saying About Prepackaged Fresh and Frozen
S;:lt§’" Agricultural Experiment Station, Michizan State University,
“2C1 a4l Bulletin LO6, December, 1955.



consumar Dissatisfaction

The customers interviewad in the Michijzan State survay sum-
mar A zad their reasons for disliking self-service meats into four main
cat=gories. The first, and by far the most outstanding criticism of
sel £ —service meats is, that it results in a lack of nersonal contact
be twe=n the customer and her butcher, Secondly, the customer {21t she
mis s2d the cooxing instructions which her butcher in ths service mar-
k=t s afforded her, She further felt that as a general ruls the meat
in s=rvice cas2s was frasher than that which is found in the s21f-
ser-vice cases today. Finally, the customer group2d and listad a
sex ies of complaints which she felt self-service meat departuments in-
flicted on hel':‘?3

1. She did not know how long the meat had been prepackagead.

2. She felt thatshe hud besn deceived by packages where

only the “best side" was visible and bone and fat had
been concealad by wrapping material,
3. She was concernad doout getting advice from the butcher,
L. She was interassted in seeinz the meat weighed,
5. She also felt that prepackaged meat did not taste the same.
6. She felt that prepackaged meat was too expensive,
These dissabisfying experiences, which the housewife endured
during the eariy stages of sz2lf-service, coull readily be accaptzd as
Yeing valid reasons for her uafavoruble attituds toward this type of

OPeXration.

\
\

Manager's Misconcaptions

As most humans gensrally fear that which they understand least,

1t wag only natural that the butchers, who were being converted from

——

23Ivid, p. 11
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s2rwvice Lo sz2lf-service, mude this conversion reluctantly. They ware

no . aware of the advantages that self-servicz held out to them as meat
merr and they did not fully understand vhe nature of the responsibilities
-whhii <h the change entailed, Thay were 1ill-informed and inexperienced
irn  its use and, hence, misused the privileges of this innovation, re-
sul tinz in a lasting detriment to their industry.

1. The main item of we=kly, quarterly and yearly interest to
anyy readb managar is his gross profit percentage record. The degras of
succass or failur= which ne attains is measurad by the use of this
vy ardstick. The butcher connacted this 3ross profit factor with the
pexrsonal con‘tact, which he had with his customers in pre-self-service -
day s. He felt thuat he increased his sales through his ability to
pro Jjact his personality upon the custoner, and that he could handle
the sals of ths higher pric»d and the lower priced cuis of meat with
greater ease and less financial loss through his knowledge and contact
with his individual customers. I'inally, he felt thab having direct
contact with the public, he was in & betier position to merchandise
his off-condition2d and discolored meat with the le ast amount of waste
and without harm to his clientele.

2. The transformation from service to self-service required u
revisjon of oparating procedure and necessitated the installation of
New djsplay cases, conveyors, wrappin; booths and other ‘devices which
enhancaed the efficiency of th2 department. Personnel requirements
2mai neJ busically the sume. The meat managers, however, while making
the conversion physically, failed to make it mentally. They failed to
COMmMp rehend that although the systems did not provide the personal con-

tact previously enjoyed in service operations, self-szrvice had not
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corny>lastely eliminated this contact. As a result, meat managers began

to worry gbout thz2 success of their gross rrofit margins and searchzd
about for some new methods, peculiar to the sysiem, which in part

cowu 1ld compensate them for tha upparent loss of personal contact. It

is 1indesd unfortunate that they had on their own initiative temporar-
i1 3 instituted some workable methods which proved to he unsound and

A= trimental to a favorable public atiitude,

3. Managers, feeling that they could cut down on the deterior-
at ion of meabt, began to experiment and use preservatives in large

amounts. In many cas3s, these preservdtives left a Laste on the meat

whi ch the customers attribut=1 to th2 cellophane rather than to the

unknown additive. Although chomically treated, cellophane imparts no

taste to meat, To this date, many customers associate the adverse

taste of the meat to the wrapping material, MN=sat men, relying upon

preservatives to retard deterioration of the meat, were unaware of the

stigma that was being attached to pre-packagzd meats.

L. Selling meat long after itvs freshness had b2zome question-

able  was also practiced, People, whose meat knowledge was very

linita=d, unwittingly fell victim to this method of aiding the sross

profit fuctor. They purchased what @peared to them, in their =xper-

ience, to be a good piece of meat and found afterwards, it actually

was discolored and of f-conditioned.

S. Meat men begun to figure out how they could wrap packages
to d=ceiva the public into buying items which would not otherwise s=11,
They hid the fat and tails of steaks underneath the steaks. They cov-
®red Yone and fat with the price ticket., They made wedge cut stedks

@nd Chops which were placz2d on sale, and they packaged off-conditioned
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meat with the discolor:d surfuacz hidden by cardboard. These wrapping
me thods, «lthouzh almost non-existent in aciual practice in th2 better
cop> anies today, were common in the beginning.

6. bany consumers feecl that they are paying for the cardboard
andA cellophane which is included in each package. Toduy, this mis-
conception can %e r2fusted, Actually, there is some basis for the ~xis-
ternice of this thouzht in the minds of the customers., DButchers in the
past, were known to use unorthodox methods when scaling meats. Short
we i ghts were a conmon practice. When prepackaging was introduced,
the weight of the cardboard and the cellophane was in most instances
included in the total weight of the package., This practice is illegal,
violates company policy and should definitely be discontinued.

If the meat men makiny the switch from servlce' to self-service
had more faith in their new innovation, had they the proper und=rstand-

inf" of its many benefits, and had they been fully aware of how easily
the customer would become hypersznsitive to this self-service operation,
it is doubtful if any of the above practices would have been developed.
However, develop they did and they have caused a resentment in the

minds of the customers which exists even today.

Management's Failure

The store represents but a part of a4 company, and any one com-
Pany represents only a part of an industry. Why didn't the companies
attempt to control or prevent the above mentioned abuses?

In the cass of the companies, the executives lacked the faith
and 2 yperience which this form of operation required., There was very
little data available from which spacific operating procedures could

be drawn, Tridl and error sezm2d to be the accepted practice.
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Marragemenc issuad instructions, offered su;;2stions, but in th2 muin,
they were standing by trying to determine, if they could, whather this
innovation would receive successful acceptance by the customers. A
warxr was being fouzht and labor was hard to i=t, both in the manaz~rial
zamad supervisory levels, and th? forward-looking, progressive ideas which
management possessas today did not y=u exist. As a result, top

max agenent, failed to see what their managers were doinz until it was

obwvious and the damages had oeen done,

Consumr Conditioning

The customer had been the victim of the ignorance of the stores
snd the comoaniss, and became hypersensitive to self-sarvice meatis.
3t 111, this n=zed not huave created a serious problem., All that seem=d
necaeassary, was to remove the cause of the shopper's coancern, The
companies believed this, and in their new stores strived to eliminate
the abuses which the customer disliked, To management's consternation,
people patronized thess 321f-service departments, but still maintained
their preference for service markets. Somethini was umiss, the abuszs
were peing eliminated without wholly pucifying th: customer.,

Perhaps this behavior can be explain=d by use of an analogy.
Pavlov performed an experiment in which he esventually determined that
formation of association takes place in all learning, be it trial und
®rror or merely simple association, In the experiment, he used a bell
NMd o Jog, with food as an incentive. In this analogy, the customer
"ill sybstitute for the doz, self-service for th= bell, and abuses for
fooq.

Favlovig DUG BELL FOOD

OUR AN ALOGY CUSTWMER SELF-5TRVICRE ABUSHS
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Wlov's expariment was basad on th2 fact that dogs salivate at the
SZ:.7ht of food. He proved thut if he showzd th2 doz food it would
s =l A vate, He then rang a b2ll just before he showzd the food. After
b= ing axposed to this procadure a nunoar of vimes, the dog bezan to
s al divate at the sound of the bell without wuiting for ths sight of
t:,he food, The dog, cherefore, had associatz1 th2 ringing of the bell
w i th the fact he would sae food., Pavlov later rang the bell without
showing food and the dog continued to salivate, hence, he had shown
thiat ths dog retdainad this associution of fucts.
The self-service unalozy is very similar to Pavlov's sxperiment.,
Th= customer is th2 subject being exposad to the ~xperiment, She has
h= r natural distaste for abus=s as th2 incentive factor., If she is
e xp osad to abuses she will register distuste and displzasure., If she
is exposed to these abus2s often enough in self-service markets, she
in time will associate the adbuses with self-sa2rvicz markets themseslveas,
Following the analogy, if the ubusas are removed and the customer con-
tinues to be 2xposed to ths self-service factor alone, she will con-
tinue to exhibit this distasteful attitude., This is the reason, merely
r=2movinz the abuses from the markets doss not get immediate approval
of their systems by the customers. The customer has been unconsciously

‘rained to associate abuses with the system of self-ssrvice meats

itselr,

Consumer Reconditioning

There are two ways that this "association of fucts" effect can
be destroyed. First, ths customer could bz exposel to self-service

Meats constantly without any abuses baing prasant., If the dog hears



the b=ll rung enouzh without food foliowinz, it will eventually dis-
associate food with th2 ringing of a bell., The cisvomer would likewise,

after a long tine of beins e4pos2d to se2lf-s2rvice n=2abts without exper-

Hu

encing its corresponding abuses, learn to disassociute the ubuszs with
th= self-sarvice meat operation itself, Hownver, this is a time-
consuming proc2ss, and we ura in the greoatest expansion era the industry
has ever known, Wiliions of dollurs will b2 spent on self-service
2guipmnent this year alone, The indusiry cannot wait for time to take
Care of this matter,

The second method available should be used to enable the customer
to Ubecone disassociuted--retrain thea., This retraining has already
be grun throughout the food industry in the vurious companies and their

markets,

M .an ager Reconditioning

The most logical position abt which u corrective prozrun can
begin is at the store level, It is the meat manager's main responsi-
il ity in this retraining program, to sliminate 4ll of the ubuses to
wh ich the customer hus been subjected and those which may be objaction-
able to her., Corrective uaction can and must be takan to overcome these
de ficiencies if the meat manager wishes to make the self-service oper-
ation successful, and favorably acceptable by the consumers, To
A4Ccomplish this dssired aim, several principles mst be understood and
ef-‘f%c{;ive].y employad by the managar in his daily operation,

1. Self-service meat departments should s2ll meat which is as

£90d i1 not better in grade thun that sold by competitors, especially

S®Cvice type competitors.
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2. Pricas should Le compatitive, Althcu,;i th? meat manager

rmst price merchandise in accordunce with company price lists, h2 is
in & éosition to assure customars that they ar? not penalized, by
either high nprice, or poor quality, ror the muny benefits which self-
service offers, Munugers should, instead, stress "hizh quality at a.
low price,"

3., Attractive disnlays should be muintauined at all times,

Managers must exumine tneir cases muny Limes daily to keep the packazes
arranged neatly and to wake sure all off-conditioned and discolored
packages are removed., Butchnrs are no lonzer the personal salesmen
behind the case as in the days of the service markets, instead they
have been replaced by mhousands of salesmen®in th2 case itself, Just
as it is necassury. to kKeep salesmen naut, clean, and pleasing, the
individual pucksge and rows of packages that ars displayed in the case
should be as attractive and appealing as possible, At all times,

"eye appeal is buy appeal."

L. Th= cuttin.s should be near and uniform, Wedze shapad steaks
e i 2 by

and chops must not be vackaged, Each item in a package stiould be uni-
form in shape, size and thickness,

5. Meat should be fresh, The cutting operation should be

planned and closely coordinated with the sadles of each product, Pack=-
azes that do not sell quickly should be pulled out of the case, examined,
reworked if necessary and then rewrapped, (See Chart II of Appendix B,
page 118 for "average sdleable life of various meats.")

Meat displayed in the case can also be made to appear fresh by
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el’ fectively using color contrast and case lichting. Light cclcred
m=at (such as pork and veal) displayed next to red meat (beef), provides
a pleasing contrast which cives 4 maximum display valu= and conveys an
impression of freshness. A soft,white, fluorescent light minimizes
discoloration and shows each cut teo advantuge, bringing out the natural
color of the meat product.

6. Customers should be treated individually and without dis-

crimination., The manager must emphasize this principle in every phase

of his operation. He must instill in the customer the feeling that

by buying har mz2at out of the case, she is getting as good a trim,
good meat, and as good a price as anyone else s2ts in that store, regard-
les s of how they purchase their meat. a customer asking for meat to

be cut, instead of taking a package from the display, should receive

a cut that is no batter thun thosz? on display. The principle that all
People are treated alike should be practiced and in a short time, the
cus tomer will learn that any meat offered by the store is one aquality.
Es t ablishing this fact in the minds of customers is more important than
the sule of uny one particular piece of meat,

7. Relations with customers must be effective and uniform,

From cthe lowest clerk in the meat department to the meat munager him-
Self, yniform treatment must be afforded all customers., Since con-
‘SiStent personal contact with any one person in the department is not
POSSible, the customer must be made to feel that any clerk she contacts
will afford her the same service. Promptness and courteousness, as always
Shoul q be prime factors in dealing with customers. The customer should

% made to feel that regardless of who she calls on for service, she can



depend upon the character und ability of that person,

8. Unit price ractor snould be utilized to its fullest possi-

bil ity. Unit price is the key factor which delineates service meat
from self-service meat., Unit price ives self-service an advantage
over service cases, that is, the customer can select a meat product
cut and priced to her satisfaction. In this respect, sélf-service dis-
play s feature particular cuts of meat varying in price according to the
tot al weight of each individual item, Th=se weight differentials with
their corresponding price variance, offer the customer an excellent
opportunity to select the quantity and quality desired at & price she
is +rilling and abl~ to pay.

In the old type service case, very expensive cubts of meat, such
as tenderloin steaks (31.87 per pound), boneless club steak (approxi-
mat ely $l.L9 per pound), sandwich steaks ($1.19 per pound), and bone-
less strip sirloin steaks (31.19 per pound), were extremely difficult
to display, and as a result very difficult to sell. The high price
tags scared prospective customers away.

Today, t.hese. items are displayed daily in many meat markets
and are successful volume and profit items bought on impulse. Unit
Price has made the difference. The price per pound is no longer the
Predominate factor, the price per package has replaced it. People by
nature have accepted this pricing by the unit package us & great im-
PrOVvement in the merchandising of meats. (The price per pound is
Still indicated on the price ticket, but a customer pays more atten-
tion to the total price of the package than how much it is per pound,)

There 4re many more ways that unit price can be utilized, but this is
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i ts main advantaze,

9. Pay attention to variety in all its definitions. In the

P ast, in spedking of service meat departments, variety had but cne
de X inition; having «11 the various typ=2s of meat (pork, beel, lanb,
poultry, etc,) in the case, with the coming of self-service meats
and the practice of utilizing the unit price tactcr, variety has taken
on 4 mch broad2r meaning,
Variety still means maintaining «l1 the diiferent types of
meats, but, in addition, the term now suggests a greater assortuent
of cuts within each type of meat. For example, it is not enough to
have beef displayed in the case; rousts, steaks, and stews are neces-
s ary to provide the custcner with us complete 4 selection of cuts as
is possible within a specific typ2. The display should include
v arx-iety within each cut, A few populur steak cuts, such as tender-
l oin and porterhouse, will not normully offer the customer a rea-
sonable selection., The housewife is interested in varyin:z her menus
an d should have a choice of other stesk cuts, Sandwich steaks, cube
ste aks, swiss steaks, fillets, rib and chuch steuks, are a few of
the muany typess that can be merchandized, Some large supzrmarkets
Aisplauy as many as seventeen different types of baef steaks and
fifteen types of beef roasts daily. 2L within each type of retail
cut, such as st;eaks, roasts, chops, etc,, ther2 is 4 need for an
aSSortment ol ditferent weight units. Steuks should be offered

In dif ferent thicknesses, chops should vary in thickness and in

mmber of units in each package. Variety must be maintuined

2Ugrand Union Company, East Puterson, New Jersey



he adquarters lavel,

2. Executives must find some means to insure the customer

against financial iossJ which might be experienced through th=2 purchase

of an unsatisfactory meat puckuage, Cne method being followsd by a
forward looking company, the Grand Union Company ol Tast Paterson,
N=w Jersey, has been the "bonded meats™ program, Zach package con-
tains abond which is a "money back guarantce." These bonds are
cheerfully reccived by the managers, and the customer's noney re-
funded to her in any instance wh2re a purchas2 ol 4 meat item was
uns atisfactory, What could be an unpledasant situation, if hundled
to the customer's satisfaction, can be used to promote good customer
rel ations by assuring that no financial loss will be incured because
o £ her inability to judge freshness, quality and tenderness,

3. Institution of freshness control methods, This need was

pointed out as a conclusion to the Michigan State survey and is already
in practice in the Tast, OSome compunies are dating pre-packaged meat.,
Lab=1s are b2ing placed on meat pacikages which indicate the date of
cutting or the latest date on which a package muy be sold., This pro-
gX aam has been advertised by the public relations department of the
resp ective companies and has been very well received by their cussomers.

k. Remove the mystery which surrounds self-service meat

operation, HManagement can naver assume that the average housewife

1S aware of the operation that is bein; parformed in the backroom
of a self-service departmz2nt, Many customers have formulated incor-
r 3 . . . . I3

T®Ct ideas in their ainds. For instance, sons customers think that

the meat in the case is cut in warehouses wd is shipped to the stores
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constantly., The more variety and typves of meats displayad, the less

neaed there will be for cutting special requests to fulfill the wants

o £ the individual customers,

10. All government rejulations must be followed. Company

o I £ icers reulize the importance of complyinz with all government

re gualations, Their obligation to the public and the desire for a
swuccessful business requires compliunce and enforcement of these
reszulations, The occasion is rare today, where a manager consciously
v iolates regulations in regard to the use of presarvatives and weights

and measures, violations which were not uncommon in previous years,

A manager who attempts to comply with and enforce these regu-
lat ams will not only win the patronage of the public, but may, over

a period of time, eradicate the stigma attached to self-service meats,

The Company's Objectives

Although managers are responsible for actually putting these
principles into effect, a large portion of the responsibility remains
with the company's exacutives. Progressive management must concen-
trate the ubilities of their top level men on the problem of reori-
enting the customer's unfavoraole attitude toward pre-packaged meat.
Not only the efforts of their executives, but their personnel, public
relations, and even their engineerinz depurtments, should be exerted.
There uare at least six major directions in which they might concentrate

their afforts.

1, First, the executives must take precautions to be assured

&“t\aguses no longer exist in their stores, Supervision along the

®*Ntire chuin of command must enforce the policizs originated at the
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aft=r two or thre2 days.

To eliminate as much of this mystery as possible, some com-
y ar:ies have installed glass windows batween the cutting rooms and
the meat display. The custoner can actually see the meat beinz cut.

S Help the customer determine proper cooking procedures,

A < ookbook cannot be issued. economicully to =zuch cuStomer, bu% she
c arn be ziven culinary instructions which can aid her in ths prepara-
t. i on of specific meat cuts, Today, labecls clearly identify each

p ackage of meat, OSometimes the meat iten is further identifiasd or
as s ociated with ths type or munner of cookery (e.g., frying chicken,
chuck roast, stew, etc.). In some instances, cooking instructions
are enclosed in the package, and in others, pamphlets are placed near
the meat cas2 and made available for thos2 who d»sire them, lanuals
are issued to the meat department cersonnel suggesting proper cooking

me t. hods for all the meat items handled., Personnel familiar with

these instructions dare able to answer many of the qu=2stions which

cus tomers ask. (See Chart III of Appendix B, page 119, for ®common
met hiods of meat preparation.™)

6. Return as much of the personal contact factor to the

customer us possible, Managers cannot be expect2d to accomplish this
Segment of the retraining progrum without help, Signs in the store
should be prominently displayed, informing the customers that special
S®rvice is available., Advertising media should be utilized to assure
the customer thut her shopping preferences will be embodied in this
W type of operation., Of tha many methods in operation, none seem

to be 35 effective in reinstating Lhe personal contact to the customer
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as bthe "rolling cold" principls.

This system efficiently facilitates th= transfer of tha retail
cuts to th2 scaling und wrapping areas oy means of & conveyor recessed
in =a refrigesrated trough, approximately one foot deecp. This trough
runs parallel to and against th2 wall behind the meat display cases.
Situated perpendiculur to and in line with the refrissraced trough
are the scaling and wrapping tables, Each table is a complete sta-
tion, equipped with the necessary tools uand supplies for the perform-
ance of each operation, After the meut is processed in the cutting
room ad placed on the trays located in the trough, they are rolled
throu:h an opening which connects the cuttins room with the scaling
and wrapping ared, ETach cut is taken from the tray, weighed, replaced,
and than conveyed to the wrappers. The wrappers wrap the meat which
is subsequently displayed in the case,

The "rolling cold" system was devised in an atuenpt to ful-
fill th= customer's wishes that she be «llowad to contact her butcher
personally, and at the same time obsarve the meat operation, Previ-
ously, only « casa i‘i_'ll.ed with meat was visible to ua self-service
neat custoner.

Few shoppers knew for certain that the meut had been cut
Within the confines of the building, many thinking that the meat
M4y have been cut in a warshouse and shipped to the store. Many
Customs rs distrusted the meat, feeiin;; that it had been wrapped
Several duys previously. Many wanted to ask for personal service
but diq nos see anyone to usk.

In the rollinz cold system, the customer views the meat



N

bzing scalad and wrupped. Sh2 can s22 th2 meat pluced in th~ cusz,
St at ioned imm2diuately behind the cuse are two poople, usually the
man agger and hostess, whose functions ars to act us ;ood public rela-
tions personnzl, In addition to the2se two, there ure Ifrom six to
eight wrapping stations distributed ualong the back of Lhe case, No
mat ter where th2 custom2r is in relation to th2 case, there is a
wr apper in the immediate area. All tne m2at porsonnel involvad,
wrapp~?rs, scalers, hostesses, etc,, should bs trainzd to give per-
sonal service to uny and all customers 2ven thoush ths department
is operating u self-service meat department, In many cus2s, per-
sonal contact relationsliips have bean 2stablished which are more
ef fective than thos2 th: custorar was accustomed to recsiving in

s=2rvice stores,

S2rvice ieat Depariment

Greater cmphusis hus bezn placad upon sz21f-szrvice meat
op2rations over uh2 service type, becaus2 of its great impact on
present meat merchandising procedure. Although the influsnce nas
been wide spreaad, a feeling prevails that:

There's a pluce ior service nz2uats, .aith the proper
Conditions, service m2at or u coirdinuticn ol searvice and
S21f_service, cuan be about as successful as self-service
d2puartments., The trend in meat merchandising is self-
S2rvice, but there are situations where service reat is
fl-t'lding a profitable place in chains because in these
CaSes it is what certain customers want,.<>

-\

s 25%There's A Place For Service Meat", Chain Store Age,
eptember, 1955, p. 93
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Bach compuny has but & small voice in its industry, Training
cusb omers cunnot be successfully undertaken by one compuny, the prob-
lerr is on2 for the entire industry. The food industry is very for-
tunate in having organisutions wiich are representutive of those
com ani2s desiring this unity. ‘Through the cooperative ventures,
interchange of ideas, conferences, und discussion groups, which its
nembers have expariamced in organizutions such as the Nutional
tssocilation of Food Chains and the Super Market Institute und others,
have gr2atly aided in focusing attenticn on critical problems. -
Throush these organizations, ccnerete reasures are being taken to
pro j=ct prograssive, forward-looking ideus und methods of indivicdual
corp> annies throughout th2 industry,

Vhat hope hus the future to offer the industry in its efforts
to win favorable acceptance of pre-packayged moats by the average

housewif'e? The term future implies passing of time and, in this

case, time cun work in the supermarket industry's favor. The besll

will huv= un opportunity to be runy many times without the stimulus

which caused the dog to salivate., The custoner will t2nd to beccme

More and ipre disassociated with the unfavorable stimuli which caused
her unfavorable attitude. The passage of time should have a healing
elfect,

Alrniost &ll the new stores being built today are designed
for self_sorvice meul departments. &s each new store is built, the
I3 ° s

0 s . . . o
PPOTtunjyies for the housewife to shop in service markets diminish,
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Jith the passa;e of 2uch yrar, the eccnory is blossad with a
new consumer greoup. fouth, ussuming the responsitility and obligae
tions of adults, providasthe econcry with additional purchasing power
and abt the same time, a new customer for the food industry.

As s21f-service nmoves toward maturity and further from its
unn fortunate birth, pre-packaged meats will bacome more and more an
acceptad practice., 3Surveys conducted in the future will continue to
find the majority of people buying their peat in self-service stores,
but will no doubt find that the people do so bzcause they huve a

preferrmce for self-service,



CHAPTER IV

PRICING

Int roduction

The supermarket, founded on & new concept of merchandising,
revolutionized food retailing., In 1930, the first of these "wonders"
enter=d the food picture., Alpha Beta, Big Bear and King Kullen are
given credit for originating this industry which btoday is responsible
for 16 to 20 billions of dollars worth of food business annually,?25
The swuccess of these markets was phenomenal, Theras is no doubt that
these supermarkets were psychologically timed, The depression had
created a need for a retail store that could offer food at a low price.
One must remember that times were hard and money was scarce, A natural
react ion of the consumer was to ssek a place where food could be
bought with fewer dollars. And so the supermarket was born,

Today, Jjust as it had in the 30's, the philosophy of low margin
¥ith a high volume prevails in a supsrnarket operation. Of course,
in the faca of competition, there is a need for many other incentives
‘0 be offered by the supermarket to induce traffic. However, when
°ne begins to separate the cream from the milk he finds that price
Constitutes the body of the supermarket structure. This is evidenced
%Y the fact that when gimmicks and deals have lost their potence a
SUpermarket will invariably return to competitive pricing in order to

Maintain the hum of the cash register,

I 26Zinmerman, M. M., The Supsr Market, New York: McGraw-Hill,
nc.’ 1955’ ppo Bh‘hz, lhoo
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Today, pricing is a complex sjstem. This is so, not only
bec aus2 of the variable that is still not objectively measurable--the
human element (consumer) involved, but dlso because of the other
elements and principles which must be considered when attempting to
arrive at a profitable retail price for any given item,

With pricing policy having such an intensified effect on any
business, it is understandable why its functions are so specialized
in nature and generally broad in concept, Moreover, with pricing
b2ing so specialized and individualized to each organization, it is
undex standable that the pricing system will vary in marked degrees
for e ach organization, However, there are similarities in all of the
di £ ferant systems,

The very importance of a pricing system demands that each indi-
vidual segment of it be viewed in respect to the effects or ramifica-
tions of that part on the whols, Also, a price system must be
established as a long rangs program, for the proper price and continu-
ity of the whole system is the logical means of creating customer
confidence in a store's prices. Because of the dynamic and forceful
characteristics of pricing a store munager should possess a workable

ad understandable knowledge of pricing characteristics,

The Relation of Price to Profit
Profits are the result of the interrelationship between prices,
“8rchandise costs, expense and volume., Further, each one of the afore-
Tentioned are strongly dependent on each other, For instuance, price is
determingd by cost, expense, (desired net profit), and volume, If
however, price is changed, volume will most probably change, as wall

3 profit, To illustrate, suppose an item cost 60¢ and sells for $§1.00.
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The wmarkup, or difference betwsen cost and retail, is LO¢., If profit
is to be made on this transaction, the LO¢ markup must be more than
enough to pay a fair share of the overhezad z2xpense of the store, and
all direct handling expenss and selling expense involved., Assuming
that the total applicable expense in this case is 35¢, th2 net profit
is S¢ (LO¢ - 35¢). Assume, also, that weekly sales on this item are
one hundred units., Consequently, weekly volume in dollars is one
hundred; weekly profit is $5,00,

Now consider what might happen if the retail price is raised
to $1.10. First, sales would probably decrease, If sales fall to
60 wunits per wesk, merchandise cost and expense remaining the same,
prof it realization will be 60 x 15¢ or $9.00, In this case, the price
inc re=ase gpears to be advantageous., Unit costs, however, may change
and alter the picturs, The expenses, such as heat, light, rent, etc.,
will remain the same in dollar amount; yet the charge against each
Procduct unit is greater because fewer units were sold., Assume that
the total expense charge per unit is now UL5¢ instead of 35¢ as it was
abov= when 100 units were sold. The new unit profit realization is
now Sg ($§1.10 - 60¢ plus 45¢); and total profit for the week, under
the ch aiged volume, is $3.00 (60 x 5¢). This illustrates the inter-
I"31iil":-:i.on:ahip between price, merchandise cost, expense, and sales volume,

If the price were lowered, there is a good chance that the volume
woulq increase, but the anount of increase and the effect on cost are
dfficult to predict because of the many variables involved, If com-
Petitors follow suit and decreass price, margin is lost without the

N®Cess ary gain in volume.
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Sunming up the relationship of price and profit, it becomes avi-

dent that there is not a standard, unquestionable markup which can be

applied automatically to items as they are stocked. Pricing for max-

imum profit is a constantly changing challenge, and can only be mas-

tered by finding the right combination of price, merchandise cost,

expenss, and profit. Retail pricing practices differ considerably,

but the basic problem is always the same.

Markup

Markup is the amount added to cost price to arrive at the retail

price. This is the essenc2 of the pricing system. There are many

factors that influence markup:27

1. Customer appeal of the goods or merchandise,

2. Pricing at competitor's lavel.

3. Limiting price competition,

a.
b,
c.
d.
Q.
f.
:

Prestige
Services
Location
Store hours
Private brands
Manufacturers Guidance
Extent of Escape from Price Competition

Three points need be made concernjng a store's ability
to escape direct price competition:28 (1) No store can
completely escape price competition. (2) High price on
staples drives customers elsewhere. (3) Similarity of
competition.

4. Pricing below competition's level.

a,
b,

Discount houses
Trading stamps

27Knauth, Oswald, "Considerations in the Setting of retail Prices,"
Journal of Marketing, Volume XIV, No. 1, July 1949, pp.2-12.

28puncan, Delbert J. and Phillips, Charles, "Price Merchandise,"
Retailing Principles and Methods, Lth Edition, Richard D, Irwin, Inc.,

fninOis, 195&, Pe h200
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5. Pricing above competitor's level.
6. Price lines,
7. Changing price levels,
8., Time and weather of the season: Fashion goods.
9. Customary prices.
10, 0dd prices
11. Cost of merchandise,
12, Stock turnover,

13, Price legislation.

Me th ods of Markup

There are two methods of applying markups to merchandise. One
me thod, the oldest of the two and still used in many department and
v arxr-iety stores, is that of applying a constant, or flat markup to
merxr-chandise product lines regardless of volume or sales velocity.
The other method, which is coming into popularity in modern day food
ret ailing, involves a varying, or sliding markup, which is applied
to an item in accordance with the sales velocity or movement of that
item. The theory of the ¥sliding markup,® or sometimes called "sliding
margin® method of pricing, centers around the assumption that one of
the cinief objactives of modern food store administration is to formu-
late a pricing policy which will produce the following result3:29

1. Give the customer an impression of low pricae,

2. Build sales and customer traffic,

3. Effect maximum profit not from individual items, but

rather from total sales.
e ————

29"The Foodtown Study," Progressive Grocer, (January, 1955,) p. U.
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The basis of this principle can be summ2d up in the third
result—-"effect maximum profit from total sales, not from each individual
item.," By this statement, it is assumed that low margins (or prices)
will profitably affect the relationship between expenszs and volume,
From this principle the following conclusion can be drawn: if a given
item is a fast mover, it should carry a low markup; if it is a slow
mover, it should carry a high markup. This method of pricing is bene-
ficial to the consumer in that the items the consumer buys and needs
the most would carry a lower price than the sams items priced in accord-
ance with the constant markup method. The chart on page 123 illustrates
how the principle of high velocity-low margin affects the margin per-
centage-wise on grocery products. Irrelevant but interesting, the
chart on page 124 shows how the average customer spends one hundred
dollars in a good market. The fact that low margin does not necessar-
ily mean low dollar profit is illustrated by the chart on page 125,
which compares margin percentage against dollar profit in the different
departments within a grocary store,

Returning to markup methods, it must be remembered that to suc-
cessfully sell merchandise, the dollar receipts from sales must be
sufficient to cover the cost of the merchandise, the handling and
selling expenses, and the desired net profit. This does not mean that
every item sold can or should show a profit. Variance in turnover
rates, competition, legal regulations, controls by suppliers, custom-
ary prices, traffic-building sales promotion, customer's concepts of
values, and differences in merchandise characteristics are all factors
which make it advisable to use the "sliding®™ or varying method of

determining markup.
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In deciding on "original" markup, it is neéessary to take into
consideration the characteristics of the item involved. If an item is
subject to shrinkage, markdowns, or easy damage, allowances mst be
made, For instance, produce items are subject to spoilage to a far
greater extent than items in the grocery department, It would be
senseless to apply the same markup to tomatoes, as would be applied to
cigarettes. Even so, items within the same department vary in this
regard, As an exampls, tomatoes spoil far more rapidly than do potatoes;
consequently, tomatoes carry an average markup of approximately 33 per

cent, while potatoes carry an average markup of about 20 per cent.

Difference in Handling and Selling Costs

Cost of handling and selling merchandise i1s another factor which
influences markup. It can be stated generally that there is more ex-
pense involved in handling slower-moving merchandise than in fast-
selling marchandise,

Again using the comparison of tomatoes and cigarettes, it is
evident that the cost of handling tomatoes, which involves eﬁpensive
labor, a large sales space, sales preparation, and salesmanship, is
much greater than the expense involved in handling cigarettas, which
require minimum sadles space in proportion, minimum salesmanship, and
which have no spoilage element.

Reports and surveys show that generally, most food operators do
not know the relative handling and selling costs attached to each item
sold in their stores.30 Nevertheless, handling costs are reflected in

the markup on many articles,

30”Supermarkets and Marketing Efficiency," Cost and Profit Out-
look, Vol, VIII, No. 8 (August, 1955,) p. 1
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Demund Consileration

Since sales volume is a key factor in the determination of markup
oxr margin, food operators must pay particular attention to the effact
that prices will have on the customer. For instance, the over-all
market demand for soap and cigarettes is not particularly sensitive
to price change. Howevar, as far as any one particular retailsr is
concerned, the demand for these items is extremely elastic. The food
operator must learn through practice where demand is sensitive to price
in his particular store. Stated simply, the demand tor coffee is ex-
tremely elastic, and volume would be adversely affected in the face of
a high price on coffee in one particular store; whereas, the demand
for wax or shoe polish is inelastic and not sensitive to price differ-
ential.

Another factor influencing the demand and price relationship is
"suyer psychology." Consumers are inclined to associate low prices
with inferior quality.31 When determining prices, consideration must

be given to the average customer's appraisal of the article concerned.

Psychological Pricing

The orizin of psychological pricing or "odd pricing® as it is
Sometimes referred to, is not clear; but the resulls are unmistakable,
Some merchants are of the opinion that this line ot reasoning has been
over-rated, yet it has been handled successfully by many chains. A
Price of 98¢ seems considerably cheaper than $1.00. To purchase an
item fop $4.98 is to effect savings over the same item priced at $5.00.

The Sdame principles can be and have been applied to food store pricing
\

(The 31Brown-Davidson, Retailing Principies «nd Practices, New York:
Ronald press Company, 1953), p. 322.
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with equally successful results. A price of 29¢ on an it2m szems to

indi cate a reduction from 30¢, while in reality it probably resulted
from psychological price fixing at a level above the 27¢ or 28¢ price
indicdted by the application of an average markup. While psychological

pricing is not practiced to tvhe exclusion of other methods, it is con-

sidered of sufficient importunce to be menticned,

Jul tiple-Unit Pricing
The use of multiple-unit price system has also a significant

af" fect in customer psychology. Items sold in supermarkets on this basis

c&an offer the customer a saving, in other words, a quantity discount.

ALl though this is not necessarily true in all cases, multiple unit pur-
The greatest advan-

ch ases generally do afford the customer a savings.
tagze of this pricing system is that it does stimulate the customer into
selecting mltiple units, rather than individual units. Multiple-
uwni t pricing also allows the item to be priced at a figure which is
closer to the desired margin. The ultimate object being that of in-

creasing dollar profit by increasing the volume of sales,

Competitive Considerations

While customer demand is a consideration of pricing decisions,

analysis of demand usually involves some consideration of competitive
mrchandising achtivities. When a retailer lowers a price, the object-
ive is not usually to increase consumption; rather it is to increase
volume by obtaining customers from rival operations, Generally,
"elasticity of demand" is responsible for lower prices on necessary
This is where

items » but the underlying reason is usually competition.

”, 3
Price jeaders™ enter the picture., Consumption of items such as soap,



shoxrtening, flour, and so forth, cannot be incrsas=d materially.
Volume of sales concerning these items, on the other hand, can be in-
creased by obtaining customers from other stores. The extent to which
mrchants determine prices on the basis of competition, therefore,

depends upon the demand and importance which customers attach to price

dif ferentials.

le ader Pricing

A practice which is common in most retail food outlets is that
off ™]eader pricing"., It is commonly referred t o as the "intentional
marking of an item or items at prices that will not yield the maximum
dol 1 ar profit return on the z00ds,"32 It should not be assumed that
al1 1low prices are ¥leaders," for it is possible to have a low price
anad still retain a maximum profit,

The use of leader pricing tends to mislead customers into be-
liewving that all prices in the store are low.. The leader is used to
lure the customer into the store, with the expectation that other mer-
chandise will be bought in addition to the leader. This system has
been open to criticism in that it is considered unethical and injurious

to o ther retailers.

Lecal aspects--As a result of this feeling, legal limitations

have been imposed through passage of "Unfair Trade Practice Acts.”
These 4cts are mandatory and apply to all goods, branded or not, with
the purpose of preventing the price of an item going below a certain
minimum based on the individual merchandise cost and a specified mini-

™M markup percentage.
————

321014, p. 324
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In most states "Fair Trade Laws™ ar2 in existence. These states

quickly passed this legislation when the Supreme Court decision in 1536

declared that the provisions of the Fair Trade Laws in California were

constitutional. Since that time, other laws have been passed to sup-
plement and strengthen the Sherman Anti-Trust Law and the Miller-Tydings

Act, One of these bills passed by Congress is the McGuire Bill which
was signed by the President in 1952, to cover deficiencies which
existed in the Miller-Tydings Act. The McGuire Bill clearly states:

That it is not unluwful to make contracts or agreements pre-

scribing minimum or stipulated prices, when such contracts are
Second,

lawful in the state in which the product is resold.
the law provides that nothing contained in any anti-trust law

shall make it unlawful to require a vendor to enter into fair
Thus it is clearly lawful for a manufacturer

trade contracts,
to require that a wholesaler must enter into additional fair
trade contracts with retailers to whom the wholesaler resslls...

Third, the most important change is one stating that it is not
unlawful to exercise any rizht or action for enforcement of pre-
gcribed prices under state fair trade laws, whether the person

or firm selling below the minimum or stipulated price is or is
not a party to such an agreement... Fourth, the law provides
that neither the making of contracts nor the enforcement of rights

of action shall constitute an unlawful burden upon, or restraint
upon, or interference with commerce.33

"Lesader pricing" may be practiced except to the extent

limi ted by unfair trade practice acts, and fair trade laws,

Limiting Price Competition

A. Pmstge

The prestize that a store has acquired is a factor taking the
. A store

store out of direct price competition with its competitors.

that has exist=d for some time in a community where it has set the

standard for quality may have acquired considerable prestige in the

331bid, p. 330.
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eyes of its customers. As a result, the customers are willing to pay
a 1little more for the goods sold by that store merely because of the
store's name,
Be Services

Experience demonstrates that the customers of a store are
attracted to that store by many considerations other than price.’u
One store may be more liberal in its delivery policy, in its extension
of credit, or in its acceptance of retumed zoods, Many people want
added services and are willing to pay for them,
Ce Location

A more favorable location limits the importance of price
competition. Many shoppers are willing to pay a premium in order to
have shopping convenient to their home., However, because of improved
transportation facilities (particularly automobiles), there is less
of & competitive price advantage because of a good location,

Price and Markup Computations

Pricing Terminology

Skill in handling the mechanical aspects of markups and in
anal yzing margin relationships is as 2ssential to success as is an
unde rstanding of the basic principles of sound price determination,-”
Before understanding the mathematical processes, it is necessary
to becom acquainted with the correct meanings of the terminology used
in price and markup calculation. The following defined terms are used

In pricing computations:
_—

bas 3)4111 a Federal Trade Commission survey, setting prices on the
det,ia of competition was second in importance as a method of retail price
Ste = Ymination. Federal Trade Commission, Final Report on the Chain

1;%1‘3 Investigation, U. S. Government Printing Office, Washington, D. C.,
> p. 33.

35Ibid., p. 342
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Original retail price - first retail price set on an item,

Sales retail - retail price at which an item is finally sold.
Sometimes original and sales retail prices are the same. At other times
markdomns or additional markups change the original retuil price.

Merchandise cost - billed cost (includes deduction of any trade

discounts) plus transportation charges, if any.
Markup - the difference between merchandise cost und retail
price,

Initial markup or markon - difference between merchdndise cost

price and original retail price. The term “markon" generally reters
to the differsnce between total cost and total original retail value
of all goods handled to date.

Maintained markup - the actual realized markup, or the differ-

ence between the cost of goods sold and the sules retail.

Gross margin or gross profit - difference between total cost of

300ds sold and net sales.,

larkup Percentages
In most cases, markup is dealt with as a percentage. Markup
may be expressed on eithar a cost or retail base, Th2 markup percen-
tage on retail is computed by dividing the dollar markup by the dollar
retail., The formula for finding markup percentage '1s:36

Markup % on retail = § Markup
$ Retail

When making markup calculations, it is important to keep in

mind the following basic relationship:

36Refer to Chart VII, page 126, for examples of "Calculation of
Markup on Retail."
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Retail = Cost plus Markup

From this basic fornula, two other relationships are evident, These are:

Retail minus Cost

Markup

Retail minus Markup

Cost

When any two of these items are known, it is possible to determine the

third, in either dollars or percent.

The cumulative initial markup percentage for a given period of
time is computed in the same way as that prescribesd for markup per-
centage. Maintained markup and gross margin percentages are also cal-
culated in the same manner, except that net sales are used as a retail

base, Expressed as a formula:

Maintained markup # = % Maintained markup
'$ Net sales

Gross margin % = $ Gross margin

v Net sales

Application of Markup Percentages on a Retail Basis

The most general application of the muarkup percentage occurs in
a situation where the dollar cost and desired markup percentage are
known. The problem is to find the correct retail price.‘ Assume that
a grocery buyer had purchased 240 cans of tomatoes at a cost of $20.00.
He wishes to sell them with a 4OF markup on retail. The retail price
is found by using the following formula:

$ Retail = $ Cost _
1007 minus Markup %

$ Retail = $ Cost
Cost Compliment %

Accordingly, cost is $20.00 or 60% of retail, This is called the cost

compliment. Substituting values:

$ Retail = $20.,00 = $33.33
60%
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The buyer mst sell the tomatoes for $33.33, or ;33.33 divided by 2LV

cans equals 13-8/10 cents per can.

The forezoing example was based on retail. Most merchants and

food operators base markup percentages on a retail price basis, There

are many reasons why margin is figured on the selling price, or retail

price, 3
1.
2,

30
L.
S
6.

7.
8.

9.
10,

11.

Neither margin nor protit is made until the sale is made,

All other retail business figures are based on their rela-
tion to sales, and 41l business figures should be uniform.

Expenses are always figured in relations to sales.
Taxes are buased on sales,
Total sales are usually available at a glance.

Allowances and dismunts to customers are always made on
Sales, ‘

Markdowns are always figured on selling price,
Commission payments are always based on sales,

A large part of lost profit in actual cases is traced to
figuring expenses on selling and margin on cost,

Chain stores, department stores, and all successful stores
everywhere fipure margin on selling price.

This method truthfully represents the per cent made on a
sale to a customer. To base the selling price on cost
exaggerates the percentage and is misleading., A markup
of 100% is only 50% of selling price.

However, there are people who like to use cost price as a basis

for expressing markup percentages and computing prices.

Application of Markup Percentages on a Cost Basis

The food operators and buyers who use the cost price markup per-

centage generally do so for one major reason--because they think it is

37"Average Markup and Special Markup," Pricing Merchandise Prop-
erly, National Cash Register Company, Dayton, Ohio, 1941, p. 236.
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easier to work with., Using the sume figures that were used in the ox-

ample of retail price computation on a retuil basis, it is first nec-
essary for the buyar to change the markup percentage dssired (which

was Jj0%) to its comparable percentage on a cost price basis. This

is done by applying the following formula: 38

When the known markup percentage is based on retail:
Assume a retail price of $1.00

Markup = LOZ of $1.00 or 4O¢

Cost = $1.00 minus LO¢ or 60¢

Markup % on cost =  § Markup
e Na)
? st

Substituting values:

Markup % on cost = _LO¢ = ,66-2/3 or 66-2/3%

¢
$ Markup = 66-2/3% x $20.00 = $13.33
Remembering the basic relationship: Retail = Cost plus Markup

Retail = $20,00 plus $13.33 = 3$33.33

By this method also, the 240 cans of tomatoes mist retail for $33.33

or 13-8/10 cents per can,
Buyers who use the cost price basis do not normally take the time
to mathematically figure the difference in retail and cost markup. They

merely use a table such as that shown on page 127 of the Appendix. 1In
the example performed above, the buyer would only have had to look at

such a table to know that the cost equivalent of 0% on retail is

38Refer to Chart IX, page 128 for othar exanples of calculation

of markup on cost.
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Markup Planning

So far, little mention has been mide about the computation of
markup figures. Maintained markup must be adequate to cover operating
axpenses and provide a desired net profit., Tiis statement indicates
that there are no concrete grounds on which to base a desired markup
for the simple reason that markup deals with elements which are going
to occur in the future--and who can predict the future? The key factor
in determining a desired markup percentage is an accurate estimate of
future sales and oxpenses, It is impossible to determine precisely
what sales and expenses are going to be, The truest method of accur-
ate and timely recordings of all business dealings must be maintained
constantly,

In the actual planning of markup, it is necessary to make allow-
ances for possible reduction in price, damage, theft, and loss, Con-
sequently, the initial markup will probably be higher than the main-
tained markup.

To illustrate the method of planning initial markup, suppose
the key fisures to be:

Planned net saleS « « « o o o o o o s + « o $10,000,00
Planned eXpensaes .« « « o o« o« « « ¢« o o &« o 2,500,00
Planned reductionS. « + o« o o o o o o o o o 500,00
Desired net profite « o o o o o o o o o o o 500.00
The formula used for determining the required initial markup percentage
is:

Initial markup # = Expenses plus profit plus reductions
Net Sales plus R=sductions

Substituting values:
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Initial markup % = 2,500 plus 500 nlus 500 = 3,500 =
10,000 plus 500 15,00
«333 or 33-1/33%
Under the above set of given key fizures, the markup percentage to ve
used for thes period of time covered by the estimations is 33-1/3% of
retail,
The foregoing formulas are those commonly used in the retail

food industry. Variations of these formulas occur with the usage of

som=2 of the different pricing policizs discussad in this chapter.

Sumary
At stores level, the manager rarely determines retail price.

Howevear, he contributes heavily toward improving margin by minimizing

costs wherever possible, Low cost-price relationships and improving

profits, a vital need in an industry as highly competitive as food

distribution, Although he does not make any price decisions a manager

M&Yy" mare effeciently perform his duties if he has a thorough knowledge

of pricing policies,
Pricing policies require that much care and detailed analysis

Pe@ made before final decisions are formed. Since the food distribution

i-nd\lSt.ry operates on such a small margin, it is vital that cost be
adequately covered by markups aﬁd profits, Experience has shown that
Stores may operate profitably on average gross margin of around 18%.77
With So many varied products handled, all in different turnover and
markup groups, we must continually observe and correct our pricing pol-
icies to assure that average ma'rgins do successfully cover average costs

‘A return an adequate profit.

—
e ———

av 39For a chart indicating typical markups used in food stores
€Taging 18% markup, refer to Chart X.



CHAPTER V

ADVERTISING

Introduction

Mentioned in the previous chapter was the fact that the super-
market made its appearance in this country in 1930, It was at a period
when the farner did not have a large market for his goods, nor did
the wholesaler or the retailer, There was just not encugh money, or
customners who could afford to buy their goods,

Food stores, at that time, wera poorly organized and operators
made no attempt to reduce the food costs at a time when the consumer
had to count pennies, Food stors advertising was, as yet, a dormant
force, hibernating until the dawn of a new era--the birth of the super-

narket,

The early supernarkets provided foods at prices that shocked the
other operators, ad aroused the interest of the consumer, The shopper
foundq that savings were possible, These factors caused the beginning

°f Drice advertising in the supermarkets.

Mike Cullen came out with his first newspaper advertising.

It was fantastic, unorthodox, contrary to what any experienced
advertising man would have considﬁored good copy, but it caught
the attention of the people. . "

The early supermarkets, which used retailing techniques of mass
display and price appeal were nothing like the architecturally designed
nits of today. The markets were housed in abandoned factories, ga=~
TAges and old buildings, These first supermarkets did not contain

Peaut 5 ry1 fixtures, tile floors, good lighting, efficient handling
_—

LOzjimmerman, M. M., The Super Market, New York: McGraw-Hill
mpany, Inc., 1955, Pe 37,
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equipment, or the variety of items offered today, even so these new
markets were accepted by the public because they could supply the con-

sumer food at a lower price.

A Typical Opening Ad In 193342

Beans 3.03 1b,
Washing Powder - 5¢ size .01
Private Label Coffee .15 1b,
Fresh Hams «11 1b,
Butter <195 1b,
Oranges .07 dozen

The suparmarket operator realizing thut the consumer was price
conscious would attract her to his store with many suggestive slogans
such as, "The World's Greatest Price Wrecker®™, "No High Store Rent",
"No High Operating Cost®, "Carload Lots", "Champion Price Cutter®, and
many other similar phrases,

Price advertising, which dominated the advertising pages of the

early operators, was one of the distinguishing characteristics which
paved the way for the growth of the supermarket, a custom which has

been carried over to the pressnt day.

Definition

Simply defined, "Advertising is that division of the promotion
effort that reaches out beyond the store. It informs, arouses inter-
ast, invites and otherwise attempts to favorably influence customers
and potential cust,omex‘sx."l‘2

In a competitive markat, it is very difficult to attract new

customers and to hold their patronage without some sort of advertising,

L1Brown and Davidson, Loc, Cit.

MZimmerman, M. M,, "The Changing Times", Super Market
Merchandising, June, 1954, p. 168.
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Therefore, it would szem that the major problem facing the food retailer

is not whether to advertise, but rather to learn how to use this force

more effectively.

Over-All Objectives

Advertising by itself cannot be considered a catholicon to a

business,

It is instead a tool that management should use as effec-

tively as possible to attract favorable consumer reaction., Advertising

can be used to: L3

1.

9.
10,

11,

Increase the use of a product.

4, Increase the frequency of its use.

b. Increase the variety of uses,

c. Increase the units of purchase

d. Increase thes lengths of the buying season.

Attract the new gen=ration.

Present a special merchandise offer,

Bring a family of products together,

Make Yknown the organization behind a product,
Help render a public service,

Dispel wrong impressions,

Meet, substitution,

Reach the person who influences the purchasers,

Secure acceptance for a subordinate prodixct or process,

To increase the strength of the entire industry.

Limitations to the Use of Advertising

While advertising is a very valuable sales tool, thare are some

things which it cannot do, or at least accomplish at a reasonable cost,

h3l(1eppner, Otto, Advertising Procedure, Prentice-Hall, Inc.,
New York, Lth Edition, 1950, p. 708
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1, It will not sell merchandise to consumerswho do not possess
a latent desire for the advertised item.

2, It cannot compensate entirely for a poor store location,
unattractive or poorly trained personnel.

3. Advertising cannot be used sporadically; it must be con-
tinuously employed.

L. It cannot compensate for human shortsightedness

a., Incorrect timing
b. Lack of backing of every department of the store,

Purpose in Advertising

There is no single reason why a company advertises, there is
instead a number of underlying reasons, each interdependent on the

other:hh

1, To build a reputation for their stores - a chain must "sell"
their stores as a place to trade before they can sell the merchan-.
dise. This is necessarily true because people will not often buy
in stores with which thsy are unfamiliar or in which they have
no confidence. Neither attractive merchandise nor low prices will
lure large numbers of people into a store to buy unless they
know the store and have faith in its offerings. On the other
hand, people will go far out of their way to patronize a store
in whose policies, merchandise and services they believe, The
mission of advertising is to give prospective buysrs sound
reasons why they should patronize their store in preference to
the numerous other stores that are bidding for their businsss,

2, To increase the customer traffic and the sales volume of the
store - When advertising is intelligently employed to promote the
sale of timely, desirable merchandise, it is a powerful ftorce in
increasing the sales volume of a stors, 1In no other way can a
store inform so many prospective buyers in such a short period
of time, at such a reasonable cost about the uses, benefits and
superior features of the store's merchandise and services,

3. To increase the net profit of the store. Intelligently
planned, well-prepared advertising helps a well-managed store to
increase its net profit in either one of two ways:

Ubgdwards and Howard, Retail Advertising and Sales Promotion,
Prentice-Hall, Inc., 19L9, p. 5-12.
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a. by securing increased sales at a decreasing total expense
percentage,

b. by speeding turnover, thereby enabling the store to
increase its sales without & corresponding increase in
the size of its average stock.

L. To stabilize the sales volume of the store. Regular fre-
quent advertising helps to insure a more loyal clientele and a
more continuous, even flow of sales by keeping the store's name,
location, merchandise, and services before the public.

5. Other valid reasons

a, Makes retailing less of a gamble.
b. Builds sales on non-advertised items,
c. Gives backing to nationally advertised goods,

What To Advertise

Select the Item

An objective of advertising is to get people into the store
~and to sell them the advertised goods and at the same time to expose
them tc other merchandise, So that this objective can be accomplished,
the answer to the following qu=stion is of great importance. What can
be depended upon to attract the attention of the most people and to
create a desire, first to visit the store, and secondly to purchase
the advertised item? Experience and logic suggest that it is wise to
select items which have a popular #ppeal, are priced reasonably, pos-
sess distinct characteristics, and, above all, are in demand by the
clientele of the store,

In addition to the need for selecting the right item, it is
important that a sufficient quantity of these advertised items be on
hand to meet customer demand., Customers react quickly and unfavorably
to an Yout of stock" condition of featured merchandise. They view this
situation as an attempt to "put something over®™ on them and consider

the advertisement as false and misleading,
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Tie-In Advertising

In an effort to present their merchandis~ to the consuming public,
many manufacturers are currently advertising their products on a nation-
al scale, Tune chdannels of communication utilized in conveying this
advertising to the public are: magazines, radio, direct mail, television,
and local newspapers., These media of communication reach practically
every community in the United States. Modern food chains, realizing
that such effort on the part of the manufacturer materially aids in
"ore-selling" specific lines of merchandise, are effectively tying-in
thair advertising programs to take advantage of this additional "sales
booster",

There are many opportunities for retauilers to ti2-in their ad-
vertising nrograas in this respect, Merchandise selected for weekly
presentation may be emphasized by udvertising in conjunction with manu-
facturer's sales campaigns, Articles featured in women's magazines or
other periodicals provide valuable supplements to a regular store ad-
vertising program., Tie-in advertising is especially effective during
the holiday seasons. At this time, .every imaginable product pertaining
to the particulur season is promoted. Advertising effort and merchan-
dising techniques employed by the manufacturer in this respect, un-
doubtedly stimulates interest, which in turn creates the desire to

buy a particular product,

Store Personality

In the past, excapt for slight variations in layout and the name
of the company itself, there was little to distinguish one store from
another, Attempting to overcome this single "mass personality® many
food chains are currently striving for distinctiveness by incorporating

innovations, special services, or unique store policies into their
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over-all operation. For example, one eastern chain is installing in
all its markets a “Food-O-Mat"™, Although desizned primarily as a ner-
chandising technique, the "mat" huas become part of the store's person-
ality., This same chain is using a unique store layout plan that
patterns its aisles in a fan-like arrangement. Other chains institute
their own designs and unique store policies or services that make them
distinctive, Wiring and selling money orders providing facilities for
paying utility bills and telephona bills, are a few of the many ser-
vices offered. Drawing attention to a store's personality can be
accomplished by effectively advertising these distinctive features

and special services,

When To Advertise

Continuitx

To be most effective, advertising must have continuity. In-
frequent, irregular advertising is insufficient to win new customers
or to retain th2 interest of the regular clientele., The housewife is
being appealed to by many advertisers through every conceivable media.
Sporadic or unsystematic advertising cannot effectively cope with ad-
vertisers who constantly bring their merchandise and services to the
attention of the consumer,

Competitors in food retailing are vitally interested in attract-
ing new customers while at the same time retaining the patronage of
their regular customers, Therefore, a systematic advertising program
should be designed to keep the merchandise, services, and name of the
company constantly before the public. This may be accomplished by

utilizing select channels of communication,
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Customer Consideration

With the growing concentration of sales on weekends, effective
advertising must be scheduled to "break™ in conjunction with these
peak periods. In an effort to eliminate meﬁend congestion, many food
companies are currently scheduling early week advertising programs.

In some instances, this practice has shown favorable results, In others,
this af fect has besn questionable., Advertising programs mst take the
customer into consideration., Factors which should be considered are:

1. Local pay periods,

2. Eating habits,

3. Income level of community.

L. Nationality.

S. Average age level,

The following surveys indicate a variance in customer shopping
habits,

Days of the Week Women Shop for Their
Big Food Orderl>

Monday 9.6%
Tuesday 8.6%
Wednesday 6.8%
Thursday 8.9%
Friday 31.4%
S aturday 3L.7%
However, ¢his breakdown may differ in specific areas,lé
Monday 2,5%
Tussday 6.0%
Wednesday 1.0%
Thursday 22,0%
Saturday 25.5%
_\\k

over hsSurvey taken from cross section of many hundrzds of women all
and othe country. "How We shop for Groceriss," Batton, Barton, Durstine
Sborne, Food Staff presentation No. 1l.

Profe l‘6A survey conducted in a small town. Survey by Phillip Burton,
SSor, School of Journalism, Syracuse University.



Holidays and Spscial Events

Holidays and special events are of particular importance in the
4food business. Sales increases durin; these periods provide an incen-
tive for the development of concentrated promotional effort, Besides
the addi tional volume and profit derivsd from these promotions, an
added advantage is the stimulation given to the shopper. Through varisd
presentation, consumer interest is aroused and the shopping tour may
become® an interesting event rather than a monotonous chore. Advertis-
ing direct~d toward promoting these special sales, helps attract addi-
tional customers with a resultant increase in volumz, The final suc-
cess of these efforts, no matter how well the advertising compaign may
be planned, depends upon the coordination received from the personnel
and departments of the entire store. The store manager must be informed
of al1 plans in order to assure adequate preparation., Sufficient stock
mst be obtainzd to suprly the increasad demand for special products

during thes-» premotions.,

Long Range Value

The long range value of a continuous advertising program can be

stated:

Advertising has long-run impacts as well as the short-run
effects we have discussed so far, All advertising has in some
degree a delayed and cumulative result that gives it the char-
acteristics of an investment outlay. Moreover, the goal of
advertising in many firms is not to maximize short-run profits
but, rather, to attain broad strategic advantages in market
position and security that contribute to long-run profit
maximization.

—_—

1951 . ’47Dean, Joel, Managerial Economics, Prentice-Hall, New York,



83

How to Advertise

points to Corsider

1, Gear the store to the market

a, Principal occupation of the people appeuled to.
b, Nationality of the people.

2, Determine existing competitive situation. It is impossible

to operate a food store in a vacuum. The management should be aware
of competition and should attempt to rectify or compensate for any
competitive disadvantage or other factors which are detrimental to the
operat.ion, In any case, advertising should stress the superiority

of merchandising service, facility, policy, or conveniance that the
store offers to its customers.

3. Work out a suitavle custcmer approach., Be distinctive:

the advertising department can do this in many ways:)-‘8

a. "Type and style of written copy, and by illustrations.,
b. Physical appearance of the advertisement
c. Surveys - In response to a survey it wus determined
that the customer desired:
(1) Suggestions on what to serve,
(2) Information on how to serve it.
(3) Informaticn on new products.
(L) Information on best food buys of the week."

L. Follow througzh in the store. Do this with displays, samples

and other point of sale merchandising. Having enough merchandise on

~

hand, cannot be overemphasized. Interesting, truthful advertising that
features desirable merchandise can attract people to the store, but
advertising cannot close a sale without cooperation from the other
selling departments of the store. Messy displays, untidy selling areas,

and INA1if ferent clerks can nullify the effect of good aavertising.,
—\

the l‘BMcLaughlin, John B., "New Approaches to Advertising," Removing

15 R"Eldblock to Greater Productivity, Supermarket Institute, Chicago,
> Pe 76,
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5. Display related items. See Chapter VI, "Displays.”

Where To Advertise

Choosing methods and media for advertising is not a simple

chore in this day of mass communicatiocn.

Advertising Media

Selling

Newspapers - daily, Sunday, weokly

Magazines - general, women's, farm, trade papers, etc,
Radio - national hookup, local, spot

Outdoor - posters, painted bulletins, sp2ctaculars
Television

Road Signs

Shopping Naws

Car Cards

Telephone Directory

Direct mail

Movie Trailers and slids=s

Souvenirs and premiums

Handbills

Helps

These are aids to sellingz in the store, usually prepared by man-

ufacturers, or distributed by the home of fice:

Floor demonstration materials

Samples and free goods

Manufacturer's tolders and inserts

Catalogues

Selling and service literature

Bonuses or prizes for outstanding sales achievement
Price lists and internal publications

Display Material

It draws attention to the individual store:

Window displays
Floor and end displays
etc,

%

This medium constitutes the backbone of food store advertising,



And for good reason:

Although many media are availabie to advertisers, the
newspaper continues to remain the most powerful selling force,
There are 13,994 newspapers in the Unitsd States and Canada.

Of thess, 2,080 are published daily, and 11,873 are publish~d
weaekly, semi-weekly and tri-weexly, The rest are miscellaneous,
Of the romes in the United 5States, 93 per cent ﬁre reachel by the
112,385,807 circulation of the daily newspapers,“’

One-page ads, two-page ads, and even entire sections are taken

over in metropolitan dailies at least one day a week by large operators.

Yeavy wvolume local chains which have city-wide saturation also use

space liberally in daily newspapers. Smaller operators usually con-

fine their newspaper ads to fractions of a4 page, often buying reprints

of the ad to be used as handbillsor mailing sheets.

Advantages of Newspaper hdvertising

1.
2.
3.
L.

Broad coverage

Cost per reader is reasonable

Customers axpect advertising

Speed and flexibility in use

Gives opportunity for continuous promotion
Allows for rapid check on results

Newspapers will provide helpful information

Limitations of Newspaper Advert.isingio

1.

3.

Waste circulation - Every newspaper has a certain amount
of circulation in areas so remote from trading centers that
its advertising is of little or no value to the retailer,

Hours of circulation - The hours of circulation play an
important part in determining the worth of each newspaper
as a medium,

Duplication - The circulations of morning and esvening news-
papers overlap considerably.

_
’“‘9Edwards and Howard, op. cit., p. 335.

50Ibicl., pp. 392-39L.
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L. Short 1ifz - The life of the newspaper, corpared to that
of most magazines, is relatively short.

5. Competiticn of advartising - "Competition of advertising"
refers to the appearance of several retail stores' adver-
tising on succeeding pag2s of the newspapsr, all attempting
to interest the reader in merchandise of a similar nature.

6. ality of reproduction - The coarsen2ss of the paper on
which the newspaper is printed is, from the uadvertisar's
point of view, a distinct limitation,

Radio

Seldom is the radio the primary advertising medium for food
stores, but it can b: a most effective supplementary force for both
large and small chains, Like the newspaper, radio offers a relativaly
inexpensive and prompt means of reaching large numbersof people., A
favorable factor for radio is the power of sound and particularly the
potentialities of the human voice appeal in dramatizing and in stimu-
lating emotional responses among its listeners., The message is alive,
and it can be made warm and personal when received by the customer.
The flexibility of radio of fers advantages in that last minute changes
can be made, thus permitting timely market announcements and specials
in the various departments for a particular day., The short spot announce-

mnt can be g3 powerful sales builder,

Advantages of Radio Advertising

1. Relatively inexpensive because of the large number reached,
2. The use of sound can dramatize,

3. It can be heard while at work or leisure,

L. The message is alive and can be warm and personal.
S Flexibility, in makin7z changes.

—

imitations of Radio Advertising

1. It is perishable; sound cannot be gone over or re-examined,
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2. Appeals to only one ssnse--hearing,
3. Size of listening audience is difficult to determine,
L. ‘Waste coverage is restricting,

Television

Though widely used by food and other product manufacturers,
t,elevisioh is not as extensively used by retail firms as uare newspapers
and radio. Tha great popularity of television lies in its demonstra-
tion wvalus, A product can be demonstrated in its finished form "Lhrough”
this wvisual and audio media. Because it appeals to the sens= of hear-
ing and sight, the impact of this medium can be very impressive,

The 1limiting factor on television is the relatively high cost
and 1limited time available to local advertisers, Small companies are
in no position to compete with national advertisers, who can afford
the best hours and the best programs for capturing the :_J;reaf;est listen-

ing audiencs,

Direct Majjl

Direct mail can be, and has been used very successfully. ™Mail
advertising, especially, is a valuable form of direct advertising,
both as a producer of immediate sales and as a builder of goodwill,®Sl

Advantages of Direct Mail Advertising

1. Circulation can be limited to customers and potential cus-
tomers,

2. Competition for readers attention may not be as zreat as

mwst Other media,
—_—
51

Ibid., P. LO8.



3. It can be very personal.
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This media saems expensive when considered in terms of cost per

con tact, but it should be rememberad that the cost of advertising must

~»a measured by results,

Very rewarding results are achieved by mailing

advertising literature directly to regular store patrons or likely

pmspects.

Checklist on Available M2dia

media those which will serva him best,

The advertiser must r2cognize or pick out of all their different

The followingz is a list of

conmments prepared on some of the various m=dia available: 52

Publica tion Media

l. Athletic programs

2. Church bulletins

3. Community Newspaper

4« Company houseorgan

5. City—wride daily
newsp aper

6. Fratarnpa] magazines

7. Schoo1 papers

\

Pr‘entice

Advant ages

Minor publicity
value, good will
gesture

Same

Good results for
local stores

Minor publicity
value, good will
gesture

Most accepted media
for consumer adver-
tising. Less cost
per reader

Minor publicity
value, goodwill
gesture

Goodwill gasture

Disadvantages

Doesn't build direct
sales
Same

Sometimes regarded
as *handbills™

Doesn't build direct
Sules

Much waste circula-
tion for neighborhood
retailer

Doesn't build direct
sales

Doesn't hit customers

523urt0n, Phillip W., Retail Advertising for the Small Store,
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Outside M~dia (display

Shopping news

Telephone direct-
ory

Weekly newspaper

1.

2,

3.

1.

Athletic score-
bo ards

Motion pictures

Outdoor édvertis—

ing 21 shest post-

ers

3 shaet papers

painted walls

Radio

Signs

Sound  truck

Street bunners

?ele phone solic-
1at, io ns

Advant ages

Persons who read ares
in shopping mood, De-

lievered to ar=a in
which advertisasr is
incverested,

Inexpensive reminder,
a real help to shopper

Read very intensively

often only media
available

and sound)

Good reminder

Get full attention,

do good sales job for

items needing dam-
onstration.

Siza gives im-
portant day long
reninder

Valuable point of
sale reminder

Same as above only
more permanent

Big audience, good
reputation, per-
suasiveness of
hunan voice

Good reminder value

Builds excitement
for msrchandising
event

Lends e=xcitement
and importance to
event

Providas personal
tie-in with stores
advertising

89

Disadvantages

Uncertainty as to read-
ing of such papers. Not
wholly suitable for
items stressing ax-
clusiveness,

Inconvenient for
retailer who likes
business spread
throughout week,

‘No direct sales value

Limited number of
availabilities

Expensive, limited
copy message.

Limit2d copy message

Expensive

Inability to picture
goods, waste circula-
tion, soon forgotten

No direct sales value

Causes much ill-will

No dirsct sales value

Might be viewed as
"oressure™ promotions



Advantages

9. Theatre curtains Reminder adver-
tising

10. Transit advertising Read on way to
shopping centers,
inexpensive

outside Media (disuribution)

1. Boxes and cartons Constant reminder to
customer of services
and goods

Direct mail-letters Timely and inexpen-
sive, selective

2.

Broadsides Give smash effect
making it seem
important

Catalogs Sell many items and
retained for long
time

3. Handbills Inexpensive, often
only way to reach
local market

4. Novelties Strong reminder and
goodwill value

5. Package insets Build additional
sales at very low
cost

6. Price tags Inexpensive reminder

1. Wrapping paper One more place for
reminder advertising

Inside Media (display)

L Interjor displ ay Pushes sales at
most important place

2 Publ i adiress Helpful in pushing
merchandise and de-
partments

90

Disadvantages

No direct sales value

No direct sales value,
difficult reading
conditions,

No direct sales value

Difficul: somstimes to
get and keep mailing
list

Expensive

Expensive

Much waste, irritate
many persons,

Sometines expensive
for amount of good-
will created

Often overlooked

No dirsct sales value

No direct sales value

Can become clutter=d
if not chosen right

Sonetimes creates
bargain basemant
atmosphere

]
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Advant ages Disadvantag?s

3. Vindow display Attract shoppers who Can actually repel
have not sesn ad- business if ou%t of
vertising date

Inside M=dia (distribution)

1, Leaflets Inexpensive way to Often "cheap" looking
push certain lines unless well plannad.
2. Manufacturer's Inexpensive way to Same
material build additional
Sales

Obj=ctives of Good Advertising
In terms of spacific qualities, an advertisement should:
1. Secure attention
2. Arouss interest
3. Create a desire

L. Invite action

Secure Attention

The reader's attention must be captured or the message will
never hauve the opportunity to do its work. The attention producing
svim ants must b2 interesting and relevant to the message. In the
printed advertisement, attention is won through the skillful use of:53

1. Illustration

N

o Type Units:
‘ a. Headline (and subheads, if used)
b. Price
c. Copy blocks
d., Signature cut

BN

3. White space

53Edwards and Howard, op. cit., p. 273.
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L. Rules and boxes
5. Bordar

Arouse Interest

The carefully d=signed advertissement does more than gain initial
attention; it sustains that attention and devalops interest, To this
end the advertising specialist first employes mechanical means. Borders
are designed to fence in one's vision, and lines, color layout arrange-
mnt, are utilized to guide and lend the eye along the desired puth,

By means of headlines, copy and illustrations, visual images are
creatad and pleasant associations are stinulated., The Jegres of inter-

*ST 1is also influenced by the timeliness of the basic theme, or the
m*rchandise advertised; as related to the season, weathsr, currsnt

happenings and receptivensss of the audience at the time the messag:

nake s contact,

Create a Desire

Desire is intensified interest plus consideration in a personal
Vay . To effactively create desire advertising must establish confidence
and w»alief, Therafor, it must bz truthful and convincing. Truthful-
~ ®sSs should be stressad because:
1. False of misleading advertisirg is unlawful.

2. Advertising must retuin customer confidence for patronags

loyalty,

3. If acustomer is not satisfied with a single purchase, it

™y destroy all previous faith,
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Incit= Action

Effective advertising invites and encourag?s action. This
stimulus may bs incited through sugzestion or adied impetus by setting
a time= limit or mentioning the suprly if it is expact~d that demand

will exceed supply.

Sun'nﬂ'

Advertising is ore of the tools which can successfully gain new

cus toners and retain loyal patronage. Repetition is the keynote of this

tool. As &y other tool--advertisirg has limitutions. One of these
lim3i tations is the irability to determine the actual amount of return
for euach dollar spent.

Large sums of money are spent each year on advertising foods
and other products sold in retail food stores. Advertising is an ime
POTXt ant part of the total job of food store oparation, sincz its primary
function is to attract customers to the store and to encourage them to
buy as mch of the goods on sale as they require, Various media, in-
cluding newspapers, radio, television, and throw away literaturs are
uUsed extensively by chains and other good retadlers to get an advertis-
ing message to their customers, When properly adjusted to the job at
hand, and when properly executed at the point of sale by thestore

Manager, advertising can aid in turning a profitable volume of food.




CHAPTIR VI

DISPLAYS

Introduction

The thought that self-service operations have removed the oppor-
tunity to sell each and 2very item in the store is difficult to accept.
For in reality the advant cof self-service hus increased ths opportunity
for selling within the store. As in the case of the service store, the
clerk was able to mxert personal selling, only upon the particular cus-
tomer he happened to be waitin; on, S5elf-service huas made it possible
for many products to sell themselves, With the develcpaent of self-
serwvice merchandising the display of merchandise has become increasing-
ly important, It has been found that the merchandise itself is an
effective salesman; packages and labels are designed for self-selling,

and if handled properly, will do the sales job.

The first and foremost form of display is often no% aven consid-
°red as such by many managers. By this form is meant the utilization
of SVery shelf in the store. Although most store managers consider or
dSSume djsplays to mean morchandise arranged artistically, they seem
bo fol‘get that their shelves are by far the most important form of
dispay &y that they have at .t.heir disposal.

_Whan one considers the fact that only S per cent of the total

Stors SaleSSham the result of special displgys, one can then visualize
\

b,""Why Specidl Display?", Chain Store Age, February, 1555, p. 76.







the tremendous importance that should bs nlacail on the shelf stock,
which constitutes the bulk of the sellin;; area.

There are several principles which if followed, will greatly
aid self-selling of merchundise fron the shelvas:

1. Arrange stock so that it can be seen, Merchandise placed

on the shelf should be displayed in a vertical arrangement with all
labels facing out, toward the customer, This procedur2 is desirable
for ease of the customer in locating and selecting the item. Merchan-
dise selected for display at eye level should be highly profitabla, a
"fast mover®, or an item which lends itself to "impulse™ sales. The
width, or the number of facings allowed each item will be greatly
influenced by; sales appeal, size of the item, depth of the shelf, and
the square footage of the sheif area of the store concerned.,

2. Arrange stock so that it can be reachead., This pertains

mainly to stocking the top shelf, It must be remembered that the aver-
ag=® woman is only five feet six inches tall. Svery effort should be
madg t o keep the merchundise on the top shelf low anough so that it
is within her reach. This proced:lre not only facilitates the customer's

f4Se of shopping, but improves the appearance of the entire store.

3. Arrange stock neatly. Items should be dusted ut regular

int'ex"’v‘alls. Soiled and unattractive merchandise should be removed from
the Sheilf md marked down for quick sale, Loosened labels on saleable
"®rchangdiss should be refixed; labeless cans should be identified,
Mariced down and displayed separately.

L. Keep shelves well stocked, Mass effect and well stocked

s
hel"es sell merchandise., This is the idea that it takes mass to sell

U'.ass.

]
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S. Display for demand and profit., Give the bsst location and

most space to profitable, fast selling, private label and advertised
items. The convarse of this is to see that unprofitable and slow
moving items receive a minimum of space.

6. Pricing. Prices must be risht at all times. There is a
tendency for managers, when price lists are receivad, to make immediate
price changes on it»ms which advanc=2d, but seem to neglect price re-
ductions. Advances and reductions must be made on all marchandise
affected, cormensurate with the effective date for the price change.
‘Yhen making price changes, clerks should be aware of the importance
in revising the price tags on the moulding to conform to the new price
~--one of the very basic prerequisites of selling merchandise is to huave
the RIGHT PRICE, for the item, at the RIGHT TIME. Failure to comply
with company pricing pblicies may lose sales and jeopardize the stores
competitive position.

7. Keep shelf locations as fixed as possible. Customers become

accustomed to finding jtems in certain locations, so changes should
be kept within department units,

8. Rotate stock. Movement of old items from the rear to the
front of tha shelf when replenishing expendsd stock, will assure com-
oliance with the "first in, first out" philosophy of merchandising.
Rotation reduces the threat of accumlating old stock, and will insure
the maintenance of a maximum amount of fresh stock on the shelf, at
ay one time,

Mzrchandise properly arranged on the shelves form the background
of all good interior display. Special displays, however, on counters,

ends of gondolas, aisles, bascarts, shelf extenders that are located

Y
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throuzhout the store, take a preferential position so that they nay

draw the customer's attention to the selected merchandise,

Special Displays
A customzr's attention will be focused to one or more spacial
displays of marchandise from the time she enters the store until
she has passed through the "checkout," if the displays are effective
and properly located.
The eye may be attracted by novelty, motion, emotion, beauty
and so on, The danger is that the attention of the spectators
may be so concentrated on the eye appeal feature that the sales
message is overlooked, The display that attracts the largest
crowds is not necessarily the best selling diSplaw.55
One should not be led to believe that attention arousing dis-
plays are ineffectual. Such a misconception should not exist, Sp=cial
displgys must attract attention, but without overstressing this need
at the expense of obscuring other essential requisites of a good dis-
play.
A valid sales idea is the starting point for all display plan-
ning, For convenient reference, suggestions are listed below as a
guide in selecting display emphasis, whether planning a single unit
or a season's campaign.56

Dsvices for gaining attention:

1. Using beauty, and good taste, and where «ppropriate color.

2. Using bizarre and spectacular effects in color.

3. Using "poster style" color and design, whesr: appropriate.

L. Using life-size figures--human intersst.

5. Showing produce or package in giant size.

6. Creating mass-display effect with actual or facsimile pack-
ages.,

55"Establishing and Operating a Grocary Store,™ United States
Department of Commerce, Washington 25, D. C., Industrial (Small Business)
Series No, 21. p. 216.

50Ibid., pp. 221-223
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7. Giving the product human jualities,
8. Featuring a "trude character."
9, Using cartoons to abtiract uttention.
10, Commanding attention by meuans of animal fipgures,
1l. Using "balloons" to feature conversational copy.
12, Featuring a trade-mark, a slogan, a testimonial,
13. Using the "third dimension™ effact for attention.

Featuring manufacturing aspects:

14. Showing where the product is made
15. Showing what the projuct is made of.
16. Txplaining how the product is made,

Featuring the product itself:

17. Presenting actual product or package in display.

18. Showing product or package by reproduction.

19, Showing full line of products--actual or reproduced.
20, Featuring new package--perhaps compared with old,

eaturing the product in use:

21. Illustrating the product in use,

22. Product in use in conjunction with other products.
23, Illustrating "How to Use" features,

24, Illustrating the varisty of uses of a product.

25. Illustratinz results--"Befora and After" using.
26, Dramatizing costs of operation of product.

Featuring the selling aspects:

27. Power of suggzestion--illustrating product in process of a
sale,

28. Demonstrating the product.

29. Using display to supplement work of demonstrators.,

30, Listing or summarizing sales argument,

31, Dramatizing or high-spotting a single sales point.

32. Selling the product with its accessories.

33. Selling the product in conjunction with «llied products.

34, Promoting full line selling.

35. Increasing the unit of sale.

Helping the consumer:

36, Helping consumsrs to make corresct selection.

37. P2rmitting consumers to handle materials or produce,

38, Giving consumsr somsthing to do--action relat»d to the
product, '

39, Giving consumer somethins to do--action not related to the
product.

LO. Dispensinz sauples,

l1. Dispensing receipe or direction booklsets.

L2, Dispensing coupons or contest literature,
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L3. Dispensing advertising or educational material,
LL4. Floor, wall, or counter display as a product dispenser.

Helping the store:

LS. Helping approve appearance of store.

46. Provide background suitable for different seasons or prod-
ucts,

L47. Helping to service customers,

L8. Showing prices of various products or services.

L9. Related items--helping to sell other products in stock.

50. Creating a department--featuring a family of products.

51. Co-operative selling plan--two or more manufacturers join-
ing.

Although some display are planned at the headquarter merchan-
dising departments, a survey disclosed that in about 60 per cent57 of
the companies, displays ure left to the discretion of the store manager.

Whether or not a manuager has the responsiblility for planning,
arranging, selecting a location, or building a display, he shouid
possess the knowledge of at least their basic concepts.

The Why of Special Display

Displays can be considered a tool. Much in the sune way a car-
penter relies on a hanmer, when buildin; a home. The hamner has many
us?s; it can be used to drive nails into wood, it can be used to flatten
objects, pull out bent nails and to perform other functions as well.
Displays serve many useful purposes also. Although certuin managzers
und exacutives may coasider displays as a means of building sales
volume, others will have a different aim, or perhaps a combination of
aims, Of those consider=d there are at least twanty reason358worthy

of mention.

5Twihy Special Display?® loc. cit., p. 76.

581bid, p. 78.
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1L,
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16.
17.

18.
19.
20.
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Boost sales of logically rolated items.

Increuse sales ot sSeasonal item,

Focus customars' attention on a particular department.
Up sal2s of profitable items,

Create an atmosphere of price,

Stimulate sales of impulse merchandise.

Associate the store with well-known brands,

Build up custom=r interest by dressing up the store.
Capitalize on new trenas.

Stinulate buying by creating a seasonal atmosphere,
Change customsr traffic patterns.,

Increase sules of staples by builaing up specidl interest
in them,

Make the customer want to return to the store frequently by
making her shopping interesting and exciting.

E_xgose cus tomers to new items,

Take advantage of producer promotion to stimulate sales of
particular proaucts.

Increase sales of slower moving merchandise,

Give storse p=rsonnel a chance to =xercise their creative
talents.

Develop community themes.
Create customer interest in a store opening.

Enable the store to clear out merchandise on which the price
is slipping or demand is dropping.

Yhen to Display

Proper timing is an essential element of a good display. To

exploit this principle, a display should be planned well in advance of

the desired date, and should incorporate a theme which is relevant to
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the day or period considersd; raflects a special event or holiday;
will capitalize on local buying habits; is tied in with local or
national advertising campaigns; or develops a desired store personality,

S0 that a manager may comply with these principles hs should:

1. Consider the importance of payroll dates, Feature expensiva p
and non-=ssential items. On off weekend days fsature sssential staplss. ‘ ——

2. Consider the company's and manufacturer's advertising sched-
ule, If customers interest is aroused in advertised items, displays
of such items will yield good results.
3. Account for local buying habits.
4. Consider the price factors in relation to market condibions. -
5. Give mor: attention and stress to holidays und speciul events.

In fact, it mgy be well to build holiday event displays a little ahead

of the occasion.

Seasonal Merchandising

Much of the effectiveness of the store manager liss in his ability
to change his merchandising themes in accordance with the seasons., With
the change in seasons thers is a change in living and eating habits.,

These variances in human action should bs catered to. Smphasis should
be placed on the appeul most logical for the particular period of the
year, The four seasons present a challange of the initiative and in-
genuity that a manger can creatively present to his customers. Orig-
inal and impressive displays reflecting popular consumer "motifs" will
Stimulate sales, vary the atmosphere of the stors, and will make the

Supermarket a more impressive place to shop.
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Spring Merchandising

The arrival of spring brings marked changes to all departmsnts
of a supermarket, because of the many new items that become plentiful,
or are requested at this time of the year., Displaying and stocking
of spring merchandise necessitatems a slight readjusimant. Some winter
merchandise must be reshuffled and their space allocation reduced to
allow display space for new or more popular spring selling items.
Spring suggests warmer weather and housecleaning to people who are
tired of cold weather and feel the need to sweaep out ths o0ld season.

A spring housecleaning sale is very effective at this time and ties
in nicely with the changz» of spirit. Garden tools, sprinklers, hoses
and dusting powder are stock:d in many supermarkets to augment dis-
plays of seesds, bushes, plants and bulbs. Auto polish»s, cleansrs,
waxes and other cleaning supplies are popular items this time of the
year. OSpring is also the last chance to really pile out the staple
merchenaise and to capitalize on bigger appetities befors the arrival

ol warmer weather,

Summer Merchandising

The approach to top volume sales during summer months lies in a
merchandiser's ability to change merchandising habits to be in tone
with the housewive's interest in convenience goods, cool-to-cook ana
eat meals, and outdoor picnic ana barbecue favorites.59 Summer calls
for a picnic supply headquarters to be set up in a "hot spot" of the
stors, Picnic supplies average about 25% markup and will sell if prop-

erly promoted, A canning-fre=zing supply headquarters should be set

59Lewis, John E., "The Paper Department Story: High Profit and
High Volums, "Progressive Grocer, Vol, 3L, No. 5, May, 1955, p. 68.
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up for the home canners and freszers. A massive sugar display could

be included for volume., OSummer is the season for picnics; olives,
pickles, relishes, and other high profit specialty items will be in
demand. The summer holidays can easily carry the load for the bakery
by the increased demand for hot dog and hamburg buns, Other summer
slespers to be promoted are work gloves, sponges, baby lotions, sun-
tan oil, foot powders and other related items that usually carry a

high markup. Soft drinks and beer displays should be greatly increas=d
on the selling power of their peak season and aivertising.

It must bes admitted Lhat the summer will bring smaller appetites
and a tendency for volume to fall off, (in non-resort areas) but, with
proper displays of the right items, there is no need for profits to
dwindle., Summer is the ideal time to promote the high profit, seasonal

appealing items.

Fall Merchandising

Fall is the period to get back on the big volums wagon with
dollar, half-case, and case sales. The temperature is cooling off and
the children are preparing for school. This is an #xcellent time to
merchandise the "Back to school®” theme by building supplemental station-
ery and school supply display3, and bread and pastry displays, to cap-
italize on the potential in baked goods and school needs., The house-
wives are in the housecleaning mood the ready to sweep out the summer
sand. Dad is thinking about getting the last coat of wax on the car
and putting in antifreeze, Fall is also harvest time, and emphasis
should be placed on food harvest sales., Displays repressnting these

events should be spot-lighted,

[ ST
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Winter Merchandising

The winter period is an all-imnportant season., Some of the more
prominent holidays, Christmas and New Years, high-light the merchan-
dising efforts of the store manager. Decorations, carefully selescted,
simply and attractively arranged will reflect the holiday spirit.

Hot meals and normally the planned menus for this period. Displays
suggesting breakfasts of pancakes, waffles, 2g3zs and bacon or ham,

hot cereais and beverages are excellent promotions. Housewives also
devote more time to cooking elaborate meals and to baking pastry.
Suggestive displays stressing complate msals and a variety of baking
receipes should arouse the interest and stimulate the purchase of such
items. Hand lotions, cough medicines, and cold remadies or preventa-
tives are also worthy of additonal merchandising effort. Proper
planning, scheduling, and selection of displays and other merchandis-
ing ideas of the manager will stimulate additional customer purchases

and should make a more profitable store operation.

Holiday and Special Bvent Merchandising

Few people realize the amount of work and planning that is nor-
mally required to prepare for a holiday or special event, merchandising
campaign.

Top level merchandisers, buyers, and advertisers have devoted
their talent and creative ability into effectively coordinating and
developing store merchandising programs., Thase plans based on original
and/or tested ideas are disseminated to supermarkets where they are
ultimately employed and consummated,

Displays are placed in the right place at the right time, not

.

by mere chance, but because the manager has over a period of years
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acquired the necessary skill and axperience which is so very essential
in the application of merchandising principles. Guidance and informa-
tive literature providad by the headquarters departments, has also ten-
ded to influence and mold the managzrs merchandising concepts.

The store manager is usually made cognizant of Holidgys and
Special Zvents., Dates, suggasted displays, promotion supplies, cam-
paign themes and banners are normally distributed in advance of the
dated event, Augmented with these aids, the manager can more effect-
ually conduct his promotional activities,

To provide a guide for the store manager, a merchandising cal-
endar of special days and weeks is included in Appendix E, page 136.
Following each monthly calendar, suggestions are offered which may be
of value in stimulating merchandising ideas to meet the seasonal pat-

terns of events.

Where to Display

The store manager when attempting to decide on a specific
location for a display, may at some time be confronted with the gques-
tion, "¥here shall I put this display?™ There is no rule which can be
applied for all displays, but, the store manager should take into
account some of the following points:

1. Customer traffic patterns. Each store manager can detemine
the heavy traffic areas by observation of customer shopping behavior
and habits,

2, Experiment. Although areas may indicate heavy traffic, the
manager may by the trial and error method determine the best locations

for specific types of merchandise,
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3. merience. There are a limited number of areas available

for displays. Past experience of the store manager will dictate to

a limited degree the type and location of specific items that should
be displayed in the available areas,

L. Atmosphere. If a general store thems is being promoted,
displays should be situated in a manner that will attract the attention

of all shoppers. Preferably, indications of such an affair should be

impressionistic, upon entrance into the store, and continued throughout

the store.

5. Departmental displays, are normally placed within or near

the department of the major item displayed. In some instances the major

item can be tied into a display of items spotlighting other related
departmental items in areas other than in the immediate vicinity of

its department. This again depends on the managers own familiarity

of the customer's shopping behavior and habits, and upon the relative
importance he may place upon the display area, in relation to the over-

all display plan.
6. Aisle Display. Wwhen displays are planned to be built in

aisles of the store, the manager should first realize that customer

shopping space is being reduced. During pedk periods, such displays

N&y funnel traffic at a slower rate, or may even result in traffic

tie wups, Aisle displays can be effective. When the fine points are

anal yzed, the basic rule that displays are located where the merchan-

dise sells best, still holds as the key factor in locating special dis-

Plays,
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How to Display

Massive @pearance, eye catching qualities and signs that tell
a story are the three basic elements of special display building.bo
Althouzh basically interrelated they are of sufficient importance to
be considerad separately,

1. Mass, Mass displays are popular becauss most items lend
themselves to this type of display. Such displays convey the "well
stock=d" appearance., This, in turn, has a dramatic quality that stops
the customer and induces her to take a second look.

A good mass displgy should incorporate at least the following
principles:

1, It should keep merchandise off the floor.

2. It should show plenty of merchandise.

3. It should have a price sign.

L. It should have a "talking sign."

5. It should be easy to reach.

4, It should suggest buying with a "starter gap,"61
7. It should have color appeal.

8. It should have ey= ap'peal.

2. Eye catching qﬁalities. Before an item can be sold, the

Customer mist first be drawn to it. It must have an appeal, Psychol-
0gists tell us that all of our impressions are secured through five
Ssenses: touch, sight, smell, taste; and hearing. 1In store arrangement

ad merchandising, however, touch and sight are by all odds the two
\_

6O"How Special Displays?" Chain Store Age, February, 1955, p. 73.

from 61A few cans removad to 7ive appearance of having be2n purchased
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predominating senses, That is why "eye appeal is considersd to be buy
appedal." Therefore, when considering display techniques, a great deal
of thought must be given to "eye catching" qualities,

Other techniques are:

1. Use of lights,

2. Iridescent colors,

3. Reflective colors.

L. Contrasting colors.
5. Moving gimmicks.,

6. Streamers,

7. Originality.

3. Signs., Sizns should be large enough to state the price,
bub small enough so that they do not hide the display. The sign could
feature the price, sometimes indicating the old price, if the current
price is lower, thereby indicating to the customer the actual savings
realiz2d by the purchase of the product. Signs can be descriptive,
they can tell a story, suggest a theme, and arouse curiosity. But it
mist be remembered that our ultimate aim is to sell merchandise. Thus,
the sign must be vividly displayed and effectively coordinated into

the display scheme.

How Various Displays Increased Sales

1, End displays. Single v multiple., In the old days of self-

Service merchandising, display efforts were nearly always confined to
T4S8S displays of single items. This invariably increased sales, but
Since this type of sale is mot too interesting to the shopper, it never
*hieved the maximum sales possible in the feature spot. The trend is

TOW toward multiple item display and for good reason, For example,
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when one gallon cf cider was given mass display by itself, sales were

3L jugs--or 209 per cent over normal.

To understand why there is the trend toward multiple item dis-
play, let's ses how the same item--cider--made out when displayed
alongside a popular brand of wafers. In this test, 85 units of
1 gallon cider were sold, compared with a normal shelf sale of
10 jugs. That's an increase of 750 per cent compared with a 209
per cent boost for cider when displayed alone. The wafers did
exceptionally well too--showing a sales increase of L17 per cent.
Both displays (single mass and related item) occupied the same
amount of space. One sold 147 units--the other sold 3&.62

See also Appendix D, Chart XI, page 131 for comparative sales

of other items,

2. Shopping Cart Basket Displays. Bascart display selling is

very popular in some chains, Sone advantages in their favor are:

1., Takes very little time to build them., Just dump the

items into the cart and affix a sign,

2. It is very mobile, Can be pushed to any desired area.

3., It is an effective salesman, Combined with a talking sign,

and a jumble dsplay, customers take notice.

L. Produces unbelievable results. A disadvantage, however, is

that it may get into the customers way. Customers may also move the
cart away from the desired area, into an insignificant corner.
For test results of bascart displays, refer to Appendix D,

Chart X1, page 132.
3. Shelf Extenders., Provide an additional method for improving

store displays. It is constructed out of plywood or wire, which extends
the di splay area of conventional shelving., It may project into the
aisle i varying lengths, depending on the need for space., Extenders
@ be wire baskets into which merchandise ca be dumped, or neatly

“dranged, Extenders made out of plywood can normally support several

e ————————

Mer 62F‘oocl Store Merchandising, Progressive Grocer's Scrapbook of
Shanqjsing Ideas.
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levels of merchandise, if secured properly.

Test results of shelf extenders are listed in Appendix D,

Chart XIII, page 133.
L. Shelf Space.

ly published some results of a continuing inquiry into the relative

The A. C. Neilsen rssearch organization recent-

importance of product shelf space, or what constitutes effective allo-

cation for a product. Neilsen concluded that, in a two brand situation,

®"a competitive advantage in shelf facings seems to increase the share
of the two brand totul by one-third, whereas a disadvantage seems to
have approximately the same effect in the other direction,"03

In the same test, when Brand A, the weaker brand in sales vel-

ocity, controlled four more facings than Brand B, Brund A accounted

for 57,0 per cent of sales. 'When Brand B was allocated a four facing

advantage, Brand A's share of sales fell off drastically to 17.2 per
cent, a loss of 39.8 per cent in share of market as a direct result

of the allocation of shelf space between the two brands, ol

5. M"Talking" Signs. Tests show that simple, effective talking

Signs increase end display sales as much as 73 per cent. Signs tie

PTO ducts together and give customers menu and shopping :'Ldeas.65 See

A so Appendix D, Chart XIV, page 13L for further breakdown.

Summary

Displays which provide point of purchase appeals are indeed an

4bsolute essential in chain store merchandising operation. The basis

—————————
63Peckham, James O., of A. C. Nielsen Company, "The Outlook for

Grocery Marketing and Distribution,® November 17, 195S5.

6b1yig, Chart 16.
65Food Store Merchandising, loc. Cit., p. 69.
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for many functions conducted within the chain store organization con-

sists of a consideration of how any particular plan or function will

effect the company's merchandising operations., However, even the most
elaborate store layouts, advertising schemes, and special price reduc-
tions will not serve to raise store potential above the average, unless
these plans are effectively coordinated in a feature and point of pur-
chase display.66

Each time a store manager contemplates a display he should ask
himself the following questions:

1, Will it attract attention?

2, Will it arouse interest?

3. Will it excite desire?

L. Will it arouse caution?

5. Will it incite the customer to buy?

Displays accomplish these ends because they assist the customer
in making up her mind and in making a selection, and because they
Ppeal to impulse, Estimates on the number of purchases made on im-
Pulse vary from 38.L per cent to over 65 per cent.67 Hence, the point

°of sale factors become all important in achieving top sales volume.

-_—

tis; 66Axelrod, Irving, Jr., Relationship of Store Displays to Adver-
J an:ng’ NAFC Yanagement Clinic on Advertising, and Sales Promotion,
ax?’ 1953, Pe 18,

671bid., p. 18.



CHAPIER VII
CONCLUSICN

Merchundising should be consicered us one of the most
important functions rerformed in a supermarkest., Merchandising has
been defined as "strategic action tuaken to sell tha greatest quan-
tity of products at a price that will produce maximum gross profit
dollars., The yardsticks by which the success or failure of a
supermarket's operation is measured, involves an evaluation of the
s ales volure and operating profit of the store, Since merchandising
is one of the key functions in the attainment of these aims, its

sSignificance and importance cannot be over-emphasized.

One of the most important duties of the modern supermarket
maan ager is th2 coordination and direction of his store, He must be
a Versatile individual cupable of coping with the vast array of
problems involved in a supermarket's operation, This modern manager
should no longer be considered a clark, but instead should be looked
UPpon as an executive, He performs the functicns of a personnel
director, operations chief, and public relations representative for
the store, Chief among his responsitilities, however, is the formu-
lf*tion, direction, and execution of an effective merchandising progran,

This study was divided into six major areuas. No one. area will
de‘t'efl‘mine the success or failure of the merchandising operation., Tach,
however, is important because if properly conducted, may contribute

s R
ignlficanbly to the success of the store's merchandisinz program,
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The major arcas omphasized and which are considered to be of
vital concern are: (1) Merchandising, (2) Produce, (3) Meat,

(L) Pricing, (5) Advertising, (6) Displuay.

Adequate knowledge of produce merchandising techniques can
make the produce department the "showcase" of the supermarket,
Produce items ure considered to be shopping zoods, and, as such,
require a coordinated, planned, and well directed merchandising
program to assure the retention of present customers and to attract
naw ones, The produce department is in a state of transformation.
Some operutors have converted their produce operation to one hundred
per cent self-service, by pre-puackaging all fruits und vegetables.
Ocher operators have partial self-service and service systems.

Produce items afford numerous opportunities for developing
attractive displays, The natural beauty and color of fresh produce

when displayed in peak condition, provide the supermarkst with unlimi-
ted opportunity to establish its reputation for high quality.

The trial and error period of self-service meats is almost
over, Tested procedures have replaced unorthodox operating methods
Prevwvalent during the early stages of its transition., Merchandising
Principles have been suggested which, if adopted, will enable the
Manager to obtain more productivity and greater customer satisfaction.
Properly merchandised, this department has unlimited possibilities
and may be the magnet which will attract and hold customers for the
SUPermarket,

Retail prices ure rarely computed at the store level, ilowever,

t - . . .
he Success of every pricing prozram is determined by the operation
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at the store level, Pricing decisions, tachnigues, and policies may
be formulated by top level mdanagement, but the exacution of these

f actors determine their success or failure, A store manager should
have an undarstandin; of the techniques involved, so that he may be
in a better position to parform his function as the coordinator und
leader of the store's operation.

Advertising has been considered as additionudl promotional
effort directad outside of the store, by use of various nedia,in
communicuatiny desired infermation to the consuming public. Knowledge
of the peculiarities und limitutions of this merchandising tool will
provide the store manager with the mechanics which are necessary to
rmore 2ffectively correlate the "in store" merchandising activity
with the advertising selling message,

The first and foremost form of display which is sonetimes
no t even considered as such, but should be strassed, is the shelf
St ock of the store which comprises the bulk of the store's display.

P ackages and labels are designed to create purchase appeal. Ends

of" gondolas, floor displays, shelf extenders, dump displays, bas-carts,
anad other display methods, have been important point-of-sale stimula-
toxrs in achieving top sales volume,

While supermarkets have grown in size and cornplexity, and the
ret zil food industry in genaral hus been marked by dynamic diversifi-
cat ion in product lines and departmental functions, the basic concepts
of =~ood merchandising i‘emain sound and inviolate as the cornerstones

for a successful operation.
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DISPLAY IN RETAIL STORES

( Prepared by the Quality Maintemance and Improvement Section, Biological
Branch of the United States Department of

116

{EMENTS_ O F(EPACKAGED FRUITS AND VEGETABLES ON

Agriculture,)
Refrigeration Refrigeration Refrigeration Refrigeration
H4ighly Desirable Desirable Not Required Mot Desireble

(35° to 46° F,)

But Bemneficial

Artichokes
Asparegus

Besans, snap
Beans, 1lima

Berries
Broccoli

Brussel Sprouts
Cauliflower

Cole slaw
Endive

Fmle
Leettuce

Wushrooms
Oni ons , greem

Parsley
8, green

Potatoes, pealed
Radishes, topped

Spinach
Sveet corn

Tange rines
\

Apricots
Betts, topped

Carrots, topped
Celery
Celery hearts

Cherries
Grapes

Okra
Peaches, ripe

Pecars, ripe
pPeppers

Plums
Rhubarb

Sauash, summer

Tomatoes, ripe

Apples
Cucumbers

Garlic
Grapefruit

lemons
Limes

Onion, dry
Oranges

Parsnips
pPotatoes, white

Rutabagas
Turnips, topped

Avocados
Bananas

Sweet potatoes
Tomatoes, pink

L J

Pro dug

Eline, George E, "Prepackaging, Refrigerated Displays Cut

1954.03 Spoilage Losses to 13% of Sales,” Progressive Grocer, January,
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CHART II

L ]
"Average Saleable Life" of Various Meats

**Beef 2 days
Veal 2 days
Pork 2 days
Lamb 2 days
Co1ld cuts 4 days
Bacon 6 days
Smoked Meats 6 days
Poultry 2 days
Fish 2 days
Variety Meats 2 days

(offal items)

De N "’How to Package Mesats for Self-Service, " Pamphlet, E, I, DuFont
13519“30‘-1!‘8 and Company, Inc,, Film Department, Wilmington 98, Delaware,
1 ) p Y 15'

-
Ground meats (all kinds) should be on a one-cdey code,



Hind Shank

Rump

Loin end

Short loin

Flank

Ribse

Plate - navel
Erisket

Fore Shank
Veal

Leg

loin

CHART II1

Name of Cut

Round steak
Top round
Bottom round
Heel plece

Soup bone
Shank meat

Roast
Pot roast

Sirloin steaks
Roast

Club steaks
Porterhouse steak
Tenderloin
Hanging tenderloin

Steak
Flank steak

Hoast(rolled)
or standing
Steaks

Short ribs

Navel end (rolled)

Navel end (corned beef)

Short ribs
Brisket

Lean meat

Roast
Cutlets
Hind shank

Roast
Chops

GPOCers
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L]
Common Methods of Meat Preparation

Preparation Method

Pan fry
Braise
Pot roast
Ground

Soup
Stew, boil, ground

Braise, roast
Pot roast

Broil, or pan broil
Roast

Broil, pan broil
Broil, pan broil

Broil, pan broil or roast

Ground

Pan fry, braise, or stew

Stew, ground

Roast
Broil, pan broil
Braise

Pot roast
Simmer
Breise, bake, soup

Soup, stew

Soup, stew, ground

Roast
Pan broil, pan fry
veal Jelly, ground

Roast
Pan broil, pan fry

-«
Modern Meat Retailing, Pamphlet, National Association of Retail
+ Meat Division, 1948, pp, 29-30,



Veal (continued)

Rib
Shoulder

Neck
Breast

Shank

Eor&
Ham ( fresh)

Ham ( smoked)

Back
Pork 1o1in
Bacon

Sparerib g

Cottage butt

Feet
Jowl

CHART III

(continued)

Name of Cut

Roast
Chops

noast
Steaks

Neck
Breast

Fore shank

Half ham
Whole ham
Steak
Hock

Slices or steak
Shank end

Butt end

Whole or half

Salt pork

Roast
Chops
Tenderloin

Bacon sliced
Bacon piece

Spareribs

Steaks (fresh)
Roast (fresh)
Steaks (cured)
Piece (cured)

Hind and fore
Slices
Plece
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Preparation Method

Roast
Pan broil, pan fry

Hoast
Pan broil, pan fry

Stew, braise
Stew, braise

Soup, ground

Bake or roast
Bake or roast
Pan broil, broil
Broil, ground

Pan broil

Boil

Bake, boil

Bak, boil
Boil, pan broil

Roast

Saute, pan broil, broil

Broil, or pan broil

Broil, pan broil
Boil (seasoning)

Bake, broil, braise

Pan fry, pan broil
Roast

Broil, pamn broil
Boil, bake

Boil, pickle, jellied
Pan fry or pan broil
Cook with other food
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CHART III
(Continued)
Lamb Name of Cut Preparation Method
leg Leg O Lamb Roast
Steaks Pan broil, broil, pan fry
loinm Roast Roast
Chops Broil, pan broil, fry
Rib Chops Broil, pan broil, fry
Roast Roast
Breast Rolled Roast, stew
Whole Stew, braise
Shank Shank Soup, Braise
Shoulder Piece Roast, stew
Steaks Pan broil
Nec ik Hoast Braise, stew, soup

Boneless Stew, ground
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CHART IV

How Sales Velocity Affects Per Cent Margins in Grocery

Products.
Gross
Sales Margin €

MUSTARD , , . . . .+ 4 ¢+ .. o . $120,00 27,6
PEAS S & 0 21.4
BAKED BEANS , 4 ¢ ¢ ¢ o o o o o o 34,00 17.1
TEA c t e e e s s e s e e e e s 39,00 16,7
COLD CEREALS . . ¢ v ¢ o o o o o & 86,00 13.4
BABY FOOD , . . . . ¢« s ¢ ¢+ o « « o 104,00 9.8
SOAPS . . ¢ ¢ 4 e e e s s e o o s 256,00 8.4
CIGARETTES ., . 4 o ¢ o o o o o« » o 343,00 5.8

L ]
Foodtown Study, A Reprint from Progressive Grocer, Jamary, 1955,
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CHART V

How An Average Customer Spends $100 in Foodtown

Supermarkets'

GHOCEBY [ ] L] L4 L ] L L] L] [ ] L] L L ] L] o L[] s4 3 L] 71

MEATS ) . () . ) . L) [ (] [ ] [ . [ L[] ?8 ° 11

PRUDUCE o . 3 L 3 . 3 ] . . . L] . . 12 [ 76

DAIHY ] L] L] L] L] . L] L] L L] L] L L] L] 8 L] 61

FROZEN FOOD ., . .

BAKmY . L L] L] L] L] L] . L] . L] L4 . L] ? L] 67

Foodtown Study, A Keprint from Progressive Grocer, January, 1955,
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CHART VI

Sales and Margins by Product Groups.

Gross
Sales by Dollar

Margin Product Group Margin

MEATS —
16,94 $831,969.51 $140,602,85

FRODUCE
25,44 377,671,17 95,928,48

DAIRY PRODUCTS -
15,5% 254,716.64 39,266,51

FROZEN FOODS
22.2% 122,627,11 27,223,21

BAKERY
18,0% 79,058.59 14,263,91

GROCERY
16.6% 1,293,742,70 214,216,54

*Foodtown Study, Reprint from Progressive Grocer, January, 1955,
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CHART VIL

L]

Exampls of Calculation - Markup on Hetail

Given To Find Procedure
a, Cost and retail Markup ¢ Divide 50¢ by $1.50

Divide Markup by Retail
§1.00 $1.50

b, Retail and Markup % Cost Multiply Retail by (100%-
MU, 1)
$2.00 40 Multiply $2.00 by (100%-
404
¢, Cost and Markup Markup ¢ Cost + Markup = Retail
$5.00 plus $3.00 = $8,00
$5.00 $3.00 Markup divided by Retail

w« MU, € 83,00 divided by
$8.00 » M.U.{

d, Markup and Markup % Retail Divide Markup by Markup %
and multiply by 100, Div-
$1,05 35 ide $1.05 by 35 and multi-
ply by 100
e, Cost and Markup % Retail Divide Cost by (100%-M,U.%)
and multiply by 100
$1.50 40 Divide $1.50 by (100-40)
and multiply by 100
f. Retail purchase and Cost pur- Multiply Retail purchases
markup percent chases by (100-4,U.4) 310,000
$10,000 35 multiplied by (1ooi-351)
g. Lost purchases and HRetail Divide cost purchases by
markup percent Purchases (100%-u,0,4) $6,600 divided
$6,600 40 by (100-40) multiplied by 100 -

L J
Wingate, John and Schaller, Elmer 0., "How to Determine Markup,"

Techniques of Reteil Merchandising, Prentice-Hall, Inc,, New York, 1950,
P. 8,
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c.

CHART VIII
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Examples of Calculation--Markup on Cost’

Given
Cost and Retail
$1.00 $1.50
Retail & Markup ¥
$2,00 40%,
Retail and Markup

£5.00 $2.,00

Markup and Markup %

$1.05 359,

Cost and Markup 4
$1.50 409

Retail & Markup
purchases percent
$10,000 354

Cost and Markup
Purchases percent
$6,600 201

To Find

Markup €

Cost

Markup 4

Cost

Hetail

Cost Pur-
chases

Retail
Purchases

Procedure

Divide M,U, by cost
Divide 50¢ by 31,00

Divide the retail by (100%
plus Markup %) Divide $2.n0
by 140%

Retail-Markup = Cost
$5,00 - 32,00 = $3,00
Markup Aivided by cost =
M, U, 4 %2.00 divided by
$3.00 » MU, 1

Divide Markup by markup £
and multiply by 100, Dive
ide $1.05 by 35 and multi-
ply by 100,

Maltiply cost by (100% -
Markup 4)
Maltiply $1.50 by 140%

Divide Retail purchases by
(1007 plus Markup 1)
Divide $10,000 by 135% (1.35)

Multiply cost purchases by
(100 + M,0, %)

Multiply $6,600 by 140%
(1.40)

.Wingato, John and Schaller, Elmer O,, "How to Determine Markup"

Techniaques of Retail Merchandising, Prentice-Hall, Inc,, New York, 1950,
p. 87,
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CHART IX
Markup Equivalents
When the markup in the left columm is applied to mnet cost, the
right column gives the equivalent on the selling price,

Markup on Equivalent on
Cost Selling Price

14 e e e e e e e e et e e e .99%
21 1,96%
34 C e e e e e e e e e e e e e 2,911
41 c e e et e et e e s et e e e *,85%
651 C e e e e s e e et e e e e e e e e 4,761
10% C e e e e e s e e s e e s e e e e e 9,09%
16% e e e e b e e et e et e e e 13,041
20% et e e st e e st e e e 16,674
25% C e e e et e e et e e e 20,00%
304 c e et e s e e e e s et e e 23,074
334 c e e e s e s s s e s e e e e s s s e 24,814
354 C e e b e e e e e e et e e 26,931
40% C e e e e e e e e e e e 28,574
45% C e e et e e e e e e e e e 31,034
50% 33,331
60% © e e e e e e s e e e s e e s ee e 37,504

66 2/31 L] L] L] L] L] L] () L] L] L L] LJ L] . . L] [ ] L[] L L] . L] 400 Oot
754

L] L] . L] L] L L] L] . L] L L] L] L] L] L Ld o (] L] L] ° 42 L ) 6614.

lmz L] L] L] (] L] L L] L] L] [ ) L . . Ld L4 . (] L L] L L] L] 50 L] Omﬁ
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Typical Markups Used By Grocery Stores to Avernge 187 Markup in
Groceries

Markup 9% or Less

Butter Shortening
Cigarettes Sugar
Coffee

Items above contribute about
174 of grocery sales,

Markup 10% to 15%
Canned Milk Lard
Cereals Margarine
Bggs Soap Flakes
Flour Soap Powder

Instant coffee Toilet soap

Items above contribute about
16 of grocery sales,
rk to 1
Baby Cereals Dog foods
Bread Flour mixes
Baby Foods Mayounaise
Carmed meats Heady-to-eat
Cleansers foods
Cocoa Salad Dressing
Cooking-salad Syrups
oils Toilet Paper

Items above contribute about 16%
of grocery sales,

20% to 2
Baking Powder Dried Fruits
Bottle Beverages Frozen Foods

I

Canned Iish Honey
Cammed fruits Macaroni

& vegetables Malted Milk
Canned Juices Molasses
Canning needs Noodles
Catsup Pudding--
Cheese, pkg, desserts

Jar, Salt
Chili sauce Spaghetti
Vorn Meal Tea, pkg.,
Crackers bags,
Dates Toasts-crumbs
Dehydrated Vinegar

soups

Items sbove contribute about
251 of grocery sales,

Markup 23% to 25%

Barley Pruit syrups
Bouillon cubes Gum
Candy Jamsg, Jellies,
Dried Beans, peas FPreserves

rice Mince meat
Nuts (in shell) Paper Towels
Olives Peanut bButter
Paper Napkins Pickles, relishes
Soda

Items above contribute about 8% of
grocery sales,

Markup 264 to 28%

Brooms Pectin

Brushes Pie fillings
Cocoanut Potato chips
Extracts Sanitary napkins
Matches Waxes paper
Nuts (shelled) Waxes & polishes
Mar 29% and Over

Candles Light bulbs
Citron Motor Uil

Drug sundries Notions

Dry Cleaner Paper napkins
Facial tissue Picnic supplies
F1lm Razor Blades
Fruit peels School supplies
Gloves Shoe polishes
Household oil Spices
Insecticides Toothpicks

Items above contribute about 13{
of grocery sales,

Note: Mnrkups shown are based on
retail prices, not cost, They apply
to widely known brands, Somewhat
higher margins are often realized

on sectional and countrolled brands
of grocery products,

[ ] .
Brown, Paul L., and William K, Davidson, Retajling Principles and
Practices, New York: The Komald Press, 1953, p, 337,
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CHART I

How End Displays Increased Sales”
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Display Unit Sales Unit Sales Per Cemt

Normal Week Week of Display Increase
1, Cammed Sauerkraut 52 249 3794
Canned Beans 161 748 3654
2, Cider (1 gal) 1 34 2091
3, Cider (¥ gal) 10 85 750%
Spiced wafers, Brand A 12 62 417L
4, Crackers (1b, box) 32 202 5314
Crackers (8 oz, box) 58 169 1914
Jam 32 117 2661
5. Pudding 100 528 4284
Coffee (1b, bag) 111 496 3474
6. Chocolate syrup 150 339 1264
Evaporated milk 762 864 154
7. Tomato soup 274 281 31
Crackers (salted) 72 208 1891
8, Spiced wafers, Brand A 12 32 1674
Spiced wafers, Brand B 6 79 1,217%
9, Paper napkins 93 183 974
10, Cleanser 47 226 3791
Bleach (% gal) 46 45 -21

*wood Store Merchandising;' Progressive Grocer's Scrapbook of
Merchandising Ideas, p, 5.
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CHART XII

Shopping Cart Displays Increased Sales from 270 Units to 2,314 in Two

Week's Test"

Before Normal After Sales
Sales. 2 week Aith Cart A
PRODUCT Period Digplay Increase
Unit Dollar Unit Dollar Unit Sales
Sales Sales Sales Sales
Facial soap (reg) 28 $2,06 926 $64.10 3,207
Popping comm 11 1,60 263 62,64 3,200
Tuna fish 21 9,45 111l 49,95 429
Cleaning fluid 12 3.48 57 16,53 376
Shoe polish 19 1,90 118 11.80 521
Tooth paste (med) 4 1,00 12 3,00 200
Tooth paste (1ge) 11 4,713 78 33,54 609
Scouring pads °3 .96 98 11,76 326
(soap filled)
Pickles 30 8,70 7 22,33 146
Candy 46 4,14 169 14,31 246
Gravy seasoning 11 1,54 88 12,32 700
Scouring Pads, Brass 36 3,00 139 11,59 286
(plain)
Car polish wax 5 2,96 24 14,16 380
Car polish cleaner 4 2.36 22 12,98 450
Car polish liquid
cleaner 9 65,31 42 24,78 376
Totals 270 $53.18 2,314 $356,39 757

*
Ibid,., p. 25.



Shelf Extenders Boost Sales.

CHART IIII
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ITRM

Regular
Shelf
Sales

One week

Sweat pickles
Pork and beans
Dried beauns
D111 pickles
Tuna fish

Peas

Tomatoes

Cheese crackers
Peamut butter

Instant coffee

20

47

95

12

50

72

25

69

18

44

Shelf
Extender Unit 1
Sales Increase Increase
One week
42 22 1101
145 98 208
168 73 77
48 36 300
239 189 378
312 260 361
145 120 480
253 184 267
48 30 167
110 66 150




How Talking Signs Increase Sales.

CHART XIV
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Unit Sales Unit Sales
Display Display Without Display With A
Signs Signs Change
Hominy Grits 219 341 564
White Corn Meal 139 159 144
Yellow Corn Meal _83 _80 - 41
Total 441 580 311
Rice (1 1b,) 202 341 69%
Evaporated milk 606 652 _gé
Total 808 993 23
Cammed peas 258 294 144
Canned corm 326 358 ploA
Total 584 652 121
Egg noodles 16 23 444
Elbow Macaroni (8 oz) 34 81 1389
Elbow Macaroni (16 oz) 32 47 471
Grated cheese 23 22 - 41
Canned tomatoes _1 90 ;Zé_
Total 182 263 44
Instant frosting (choc) 20 29 451
Instant frosting (strawb) 26 33 274
Instant frosting (vanilla) 33 46 391
Prepared cake mix 103 139 Lsé
Total 182 2417 36

“Ibid., p. 69




APPENDIX E3

#The Merchandising Calendar contained herein, is a revision
of a Merchandising Calendar, compiled by the students of the Food
Distribution Class of 1951,

o
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MERCHANDISING CALXNDAR

JANUARY

—
]

New Year's Day - Legal Holiday
6 - Epiphany
10 - League of Nations' Day
15 - World Religion Day
17 - Benjamin Franklin's Birthday, beginning of Thrift Week
19 - Robert E, Lee's Birthday - Holiday in the South
20 - Inauguration Day
24 « 31 - National Youth Week
26 - Douglas MacArthur's Birthday
27 - Edison Patented incadescent lamp
30 -« Franklin Roosevelt's Birthday

31 - Child Labor Day

Observed Aunually - Dates Change
Supermarket Month

March of Dimes 2-31
Take Tea and See-Wesk 15-26
International Printing Week 15-21
National Thrift Week 17-2%
California Fiesta 20 - Fed, 29
National YMCA Week 22-29
National Potato Chip Week 23-28
Youth Week 23-29

annesaas
Strawberries are new, (QGrapes, kumauats, and pomegranates om the way out,

[ ZX 2 X 2 X J

JANUARY
One of the first objectives during the early portion of the month

is a thorough clearance of Christmas items, Jamuary is a good month for
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featuring hot beverages, (take-tea-and-see-week ) and complete meal
supplies, Cold weather items such a8 hand lotions, creams and cold
preventatives, are at their peak during this mwonth,

A white goods sasle analagous to department store advertising
could feature such items as soft goods, flour, sugar, soap, crackers,
salt, etc,

This wmonth is excellent for promoting citrus fruits, A campaign
should be put into effect featuring, lemons, oranges, grapefruit and
tangerines,

National Fotuto Chir VWeek should lead to prominent displays,
Mass displays encourage impulse buying,

Benjamin Franklin's birthday cn the 17th marks the beginning
of Thrift week, It is a good opportunity to feature bargains and
specials, particularly a Dollar Day sale,

Take-Tea-and-See-Week which is usually the third week in January
presents a merchandising possitility to chain operators, An effective
promotional cevice is to display tea, with related items, such as fresh
or lemon concentrate, crackers and/or cookies,

The possibility of a light bulb promotion around the 27th, high-
lighting the day om which Edison patented the incaéoscent lamp, should
be counsidered,

Franklin Roosevelt’s birthday is associated with the March of
Dime's campaign, This presents the opportunity to better community

relations, Capitalize onm it,
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FEBRUARY
1 - National Freedom Day (Presidential Prcclamation)
2 - Ground Hog Day
9 - World Day of Prayer
12 - Lincoln's Birthday, Flag display.
14 - Valentine's Day
15 - Ash Wednesday - beginning of Leut

17

World Day of FPrayer
19 - First Sunday of Lent

22

Washington's birthday

Observed Annually = tes Chan

American Heart Month 1-29
Kraut and Frankfurter Aeek 211
National Children's Dental Health

Week 5=11
Boy Scout Week 6-12
National Advertised Brands Week 10-20
Netional Pimento Week 10-20
Merdi Gras (Shrove Tuesday) 14
National Canned Salmon Week 16-22
National Lherry Week 15-22
National Sew and Save Week 18-26
International Wheat Bread for

Toast Week 19-25
Brotherhood Week 19=-26

ARNRNEES

Asparagus comes upon the sceme,

BREBNND

FEBRUARY
Take advantage of every merchandising opportunity--February is
a short month--shoot for additional sales to make up for lost days.
With Lenten days approaching, suggest meat items, recommending
complete dinner memus, "Kraut and Frankfurter Week" affords the oppor-

tunity to stress a variety or economy meal,
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St, Valentine's Day on the 1l4th calls for promotion of boxed
candies and party items,

Displays of canned cherries, pie mixes, cherry candy, cherry
ice cream, cherry pies and frozen cherries can capitalize on the pro-
motion of National Cherry VWeek, Contimued to Washington's birthday,
imaginative themes portraying the "cutting down of the cherry tres;"
and "never tell a lie;" settings should prove effective,

Ash Wednesday which falls on February 15 is the first day of
Lent, Sales of fish and other seafood, dairy products, macaroni, and
salad ingredients should be high during this period, Featuring canned
goods, particularly salmon and tuna ere in order, In line with these
promotions, displays of dairy products offer possibilities for meat

substitutes,

MARCH

1l - State Day Nebraska

Red Cross Fund Drive
2 ~ Independence Day, Texas
4 -~ Penn Charter Day - Pennsylvania
5 - President's Day
12 - Wisconsin Dairy Day
15 - Andrew Jackson'’s Birthday
17 - St, Patrick's Day
19 -~ Hed Cross Sabbath
21 = First Day of Spring

25 - Greek Independence Day, Palm Sunday (Heligious),
State Day - Maryland

30 - Good Friday
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Observed Annually - Dgtes Chanpe

Cheese and Rye-Krisp Month

Cottage Cheese - Cling FPeaches Salad Time 1-31
National Home Imrpovement Month 1-31
One Dish Meals with Cheese Month 1-31
Red Cross Membership and Campaign Month 1-31
Spring Clean-up 1-31
National 4-H “lub Week 3=11
National Peanut Week 4-10
National Save Your Vision Week 410
Eagter Seal Appeal 10
Girl Scout Week 11-17
National Rice Week 11-17
Camp Fire Girl's Birthday Week 11-18
Dried Fruit Weeks 16=-31
National Salesman‘’s Week 18-24
Nationael Tobacco Distribution Week 18-24
aasness

Bock beer comes in about the middle of the month, Also fresh rhubarb,

while brussel sprouts pass out,

[ Z I R XXX

MARCH

Now is the time to begin checking inventories of winter items and
to plan methods for their movement, This is the big month for lenten
sales, CLountinue variety displays of dairy products, one-dish-meals-
vith cheese, cheese and peach salad time displays, Give them maximum
effort,

The first day of spring arrives on the 21st, remind the house-
~ife of her spring cleaning obligations, Take advantage of manufacturers
promotions, Build large displays of housecleaning needs, Feature a
price leader, Attention arousing displays will encourage the housewife
to purchnse these items,

On St, Patrick's Day, break out the greemn colors--spotlight the

produce department,
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Never lose sight of the other special events featured during

each month, Where local situations warrant, emphasize the event in

arrodance with community interest,

[ ]

10
13
14
15
18
19
22

26

Prepare for HEaster,

APRIL
- All Fool's Day, Easter Sunday
« Army Day
= Daughter's Day
- Salvation Army Day, Arbor Day
- Jefferson's Birthday
- Pan American Dey
- Federal Income Tax Due

Brand Names Deay

Patriot's Day - Holicday in Maine and Massachusetts

Meot Your Obligation Sunday

- Confederate Memorial Day - South

Observed Anmually - Dates Change

Honey for Breakfast Week 1-7
National Arts and Craft Week 1-7
National Conservation Week 1-7
Cancer Control Month 1-30
Cereal and Spring Festival 1-30
National Hobby Month 1-30
National Boys Club Week 2-8
Pan American Week 8-14
Natjional Model Building Week 8-14
Packaging Week 9-12
Bike Safety Week 16-21
National Do-It-Yourself Week 16-23
Pa gsover - Religious (Jewish) 16-23
National Photography Week 24230
National Baby Week 28-May 5

*®nasan

F T@sgh Cranberries go., Pineapples, cucumbers and asparagus are at their
quk.

S amasse
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APHIL

This is the month to get the atmosphere of spring in the store,
The leunten days are over on the 1lst, Because of the many fast days,
meat goods should sell fast, be sure to have enough supplies on hand
to meet the demand,

At this time of the year the merchandising plan of the store
should feature spring and summer foods, Cold cereals should be ex-
panded, although hot cereals, pancekes and honey are still appealing,

Multiple unit displays of these items are still effective,

Spring housecleaning sales should be hit hard during this month,
Soap bleach, light bulbs, cleaners, waxes, brooms, mops, etc,, should
be featured in this event,

Fresh vegetables for salad are in strong demand, Head lettuce,
tomatoes, asparagus and cucumbers should be especially good sellers,

The National Model Building Week, Bike Safety Week, Do-It-Your-
self Week are condusive to effective displays and attention getting
8logans,

Now is the time to move out gardem supplies - start displaying
now,

The last few days of this month are designated as National Baby
Week, Mothers are particular about baby food, and the store that
&1ves them a good variety will win acceptance that extemnds to the
other departments of the store, Keep an adecuate variety on hand -
tie in with national baby food campéigns. Remember, "mnothing ventured,

nothing gained,"



1 - May Day, Child Health Day
4 - May Fellowship Day

6 - Humane Sunday

MAY
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8 = V-E Day, Harry S, Truman's Birthday

11 - American Indian Day

13 - Mother's Day

17 - Norwegian Independence Day
18 - World Good Will Day

19 - Armed Forces Day

22 « National Maritime Day

24 - Ewpire Day, Camna-a

26 - Memorial Poppy Day

30 - Memorial Day

Observed Annuslly - Dates Change

National Correct Posture Week
Fig Festival

Milk Festival

National Canned Hamburg Month
National Hug Cleaning Month
United Cerebral Palsy Month
Be Kind to Animals Week
National Hoapital Week
National Family Week
National Raisin Week
National Frozen Food Week
National Cotton Week

LA 2 XYY X

Oysters are out, so are tangerines,

berries, melons, grapes, cherries,

‘S asan

1-7
1-21
1-31
1-21
1-31
1-31
6-12
6=12
6-13
7-13
12-19
13-19

In comes sweet corn, green onions,
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MAY

The tourist and picnic season is just around the corner, Flan
promotions to cash in with paper mapkins, paper plates, wax paper, etc.

Flowers and attractively boxed cendies are a mst for Mother's
Day, Perhaps a "Day of rest" feature could be advanced with easy-to-
prepare, convenience foo“s, Appropriate tie-ins could be launched
for the "Fig Festival, Milk Festival, National Family Week, National
Raisin and Frozem Food Week,"

Gerden supplies should be cleaned out by Memorial Day, Picnic

foods and supplies should be given aggressive sales efforts,

JUNE
3 - Jefferson Navis' Birthday, celebrated in South
4 - Tomato Festival - Texas, Swedish mid-summer Festival
10 - Temperance Sunday
14 - Flag Day
17 - Father's Day

21 -~ Summer Begins

Obgerved Amnually - Dates Change

National Circus Week 1.7
Dairy Month 1-30
National Flag Week 9-16
Father-Son Week 10-17
International White Bread for

Energy Week 24-30
National Swim for Health Week 24-30

tensana

Artichokes and endives disappear, but in come fresh apricots, peaches,
Currants, fresh figs and plums, It's abundant season for berries and

mel ons

*ttmmans
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JUNE

The salad season is on, Keature salad ingredients, also dres-
sings, oils, vinegar, etc, This 18 also the time to push beverages,
The hancdy é6=bottle pack is a surefire number, Iced tea should also
get a lot of space, The 46 oz, Juices should be featured, Now is ths
time to feature ready-to-eat and easy-to-prepare foods, Canned meats
and baked beans are a nmatural,

June is National Dairy Month, Hard hitting ads by the American
Dairy Association are going to make the housewife want to buy dairy
products, This is the right time to let customers know that you have
a complete assortment of delicious dairy foods,

Summer begins the 21st, and women will be buying more bleach,
soap, insect sprays, film, fly swatters, etc,

Father's Day on the third Sunday in June offers a special oppor-
tunity to feature the foods that father likes best, To add a dramatic
touch to the store follow-thru, the theme is carried through with dis-
Play material and specisl shelf markets, Cigarettes are one of America's
favorite Father's Day gifts, Feature them by the carton,

Abundant supplies of fresh fruits and vegetables are now in

Season, and they should be featured in your ads,

JULY
4 < Independence Day
14 < Ground Observer Corps Day

16 <~ St, Swithin's Day (If it raims today, it rains for 40 days)
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Observed Annually - Dates lhange

Ice Cream Festival July to August 31
National Hot Dog Month 1-71

Picunic Month 1-31

Netional Ice Tea Time 6-20

National Farm Safety Week 25-31

(XX XX} ;..

Broccoli, asparagus and cocoamuts go out, It’'s the big melon season,

also best time for gooseberries, currants,

esasase

JULY

Sales for the 4th should set the month off with a bang., Adver-
tisements for the week before the 4th should feature prepared goods,
picnic items, cold cuts, cigarettes, etc, Holidays and film are like
bacon and eggs - get that extra volume from high-margin films,

This is the season for beverages! Mass displays will do the
trick, and tie-ins with potato chips, popcorn and other swnacks are
hard to resist,

Ice cream is a big volume item during this month, Many stores
have worked wonders by pushing the 1/2 gallon size,

National Iced Tea Week during the second week of the month is
an opportunity to tie in with a hard-hitting national advertising cam-
Palgn, Mass displays of iced tea with a tie-in of crackers pay off
in a big way. lemons, which are in abundant supply at this time of
the year, should be featured also with iced tea,

This is melon season, attractive posters depicting appetizing
frait salads, fresh orange juice and berries, should induce additional

Produce sales,
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AUGUST
Salad Bowl Month
1 - Swiss Independence Day

4 - Coast Guerd Day

5 = Friendship Day
14 - V-J Day
19 - Nationel Aviation Day

Observed Annually - Dates Change

National Sandwich Month

National Helaxation Week

International Hye Bread for Variety Week
National Demim Week

asasaas
Strawberries go out, Other berries getting scarcer, Corm at its pesak,
Also watermelon,
sssnese
AUGUST

August has few holidays, and it takes heads-up merchandising to
beat the heat and prevent that late summer slump, As in the previous
summer months, emphasis should be on hot weather items, Consistent
push should be behind beverages, picnic items, ice-cream - anything
that will shortem the housewife's time in the hot kitchen,

Cool salads to beat the hot weather should be featured, Produce
items which can be used in salads are plentiful, and should be displayed
together, Tie-ins with salad dressing have proved to be effective,

Home canning hits its peak during this month, and canning items
Can menn large sales, A large display, featuring fruit jars, rings,

wax, pectin, and 25# bags of sugar will do the trick! Building this
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display near the Produce Department will help to boost sales of fruits
and vegetables that are most favored for canning,

Near the end of August the mew packs of canned goods should be
comiqg in, and a New Pack Sale should really pay off, Fricing bv the

case and half case is A good way to increase dollar sales,

SEPTWMBER

(3
]

Labor Day

(~2
[}

Rosh Hashana (New Year) Religious (Jewish)

17

Citizenship Day (I em an American Day)
22

Eid's Day, Gold Star Mother's Day
28 - American Indian Day

30 Harvest Moon

Obperved Annually - Dntes Change

National Better Breakfast Month
Son's and Daugher's Month

National “hild Safety Week 2-9

National Sunday School Week 16-23
Constitution Week 17-23
Home Fashion Time 20-29
Cranberry Festival 22
Kid's Day 22
Gold Star Mother's Day 23
Christian Education Week 23=30

[ 2 XX XXX ]

Oysters R in again, so are pumpkins, brussel sprouts, cranberries, fresh
dates, casaba melons, pomegramnates and cuinces, Pears, plums, canta-

loupes, ezg plants at their peak,

(XX XXX L]
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SEPTEMBER

Labor Day is the last big day for summer selling, Beverages,
cheese, cold cuts, potato chips, olives, pickles, picnic supplies,
etc, should be featured,

September is a month that calls for a complete change in mer-
chandising, Autumn means heavier meals, Breakfast should change
from cold cereals to bacon, eggs, toast, pancakes, and waffles, There
will be heavier lunches at home - soups, macaroml products, pork and
beans, etc, Kor diuner there will be more of everything - larger cuts
of meat, more potatoss, cooked vegetables, more pies, cakes, etc,

With school opening right after Labor Day, many children will
take a lunch box to school, They will want oranges, apples, cup cakes,
and other baked goods along with their sandwiches, After-school snacks
should increase the sale of cookies, crackers, cheese, bread, peanut
butter, jam and milk,

The Jewish holidays in this month should be taken into considera-
fion by those stores that operate in Jewish areas,

The main bill of fare is plenty of fresh fruits, vegetables,
baked goods and poultry.

Nationmal Dog Week calls for promiment displays of all varieties
of dog foods, Case sales of dog food are especially profitable,

Get "dad" to put that last coat of polish on his car before the

cool weather approaches,

OCTOBER
Cheese Festival thru Uctober 31
6 - National Newspaper Boy Day

11 - Chinese Independence Day, General Pulaski's Memorial Day
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12

Columbus Day
14 - Granmother®s Day
24 - Uuited Nation's Day

27 - Navy Day

31 - Hollowsen

Observed Annually - Detes Change F
Cheese Festival 1-31 3
Cranberry Time :
Popcorn Festival 1 to December 31

Anti-Freeze Wsek 7-13

Fire trevention Week 7-13

National Wine Week 13-20

National Bible Week 15-21 -
Natiounal Macaroni Week 18-27

National Pretzel 'Yeek 21-28

United Nation's Wsek 21-28

National Popcorn Week 22=-31

National Apple Day 3l

[ZX XX XX ]

Enter broccoli, endives, cocoanmuts, persimmons and satsumas, Melons

and sweet corn pass out,

(2222 XZ ]

OCTOBER

The Cheese Festival, backed by heavy advertising of the American
Dairy Association, represents sure-fire opportunity for high-margin
cheese sales, Sampling of some varieties will sharply increase sales,

A harvest sale featuring cammed corn, tommtoes, and other canned
vegetables is advisable during this month,

Halloween presents excelleunt merchandising opportunities, Candy
and popcorn displays featured im "hot spots" result in many impulse
sales, The produce sales of apples, purpkins and cider in conjunction

with the holiday spirit should attain large proportions, Emphasis on
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Halloween parties, with baked goods and baking supplies should be strong.

Donuts and cider are strong favorites for this holiday.

NOVEMBER

All Saints Day, National Author's Day

]
]

2 = World Community Day

6 - General Election Day

10 - 4-H Achievement Day

11 - Veteran's Day (formerly Armistice Day)
22 - Thanksgiving

Observed Annually - Dates Change

Butter-Baked Turkey 'ime 1-31
National Fresh Cranberry Week 4210
American Education Week

Optimist Week 11-17
Diabetes Week 18-24
National Latin American Week 18-24
(2 XXX XX ]

Artichokes, broccoli, and tangerines coms in, Fresh peaches, kohlrabi
go out,
cansens
NOVEMBER
The main event in November is Thanksgiving. The selling activity
for the entire month is building up to that point, Specific items to
be pushed are: turkeys, hams, cranberries, jellies and sauces, minced
meat, bread (for turkey filling) pumpkins and pumpkin pie, nuts of all
types, apples, cider, raisins, candy, celery, parsley, parsnips, figs,

dates, fruits, and food baskets,
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Listing turkey orders in advance is a good way to insure higher
meat sales, The entire decoration scheme for the store should stress
the fall harvest of plenty,

With no let down after Thanksgiving, merchandising plans should
immediately pick up and anticipate the highest sales of the year during

the Christmas season.

DECEMBER

4]
]

Advent Sunday
7 = Pearl Harbor Day
9 - Universal Bible Sunday

10 - United Nations Human Kights Day

15 - Bill of Rights Day
21 - Winter Begins
25 - CHHISTMAS
31 - New Year's Eve

Observed Awnually - Dates Change
Holiday Eggnog time 1-31
National Prosperity Week 3-9
sansens

Kumguats and strawberries come in, Out go melons, fresh prunes,
auinces, and satsumas,
sesssns
DECEMBER
Merchandising programs during this month develop around the
holiday season, Store should be decorated early in the month for the

Christmas season,

Christmas brings increased sales, so 1line up extra help that

will be nseded,
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Christmas provides a time for store-wide promotiomns, Turkeys,
geese, ducks, capons, and hams are popular items in the meat department,
Special services such as turksy roasting may be provided,

The produce department should feature sweet potatoes, oranges,
tangerines, apples, cranberries, oniouns,tomatoes, and lettuce,

The grocery department should feature such high-profit items
as olives, nuts, candy, mince-meat, canned fish, chicken, and turkey.
Other specialty items include: cooked cereals, pancake mixes, syrups,
Jams and jellies, biscuit and cake mixes, soups, frozen vegetables, and
packaged desserts,

The dairy department should feature egg-nog and fancy cheeses,
Heavy sales of milk, cream, and butter demand careful ordering so that
plenty will be on hand, Fancy baked goods, fruit cake, and stuffing
will prove good sellers in the bakery department,

A holiday department can be planned to feature high-profit gift
baskets, fruit baskets, a full assortment of nuts and candy, candied
fruits, gift wrapping, holly, candles, and other Christmas decoratioms,

New Year's promotion should spotlight such party fare as cold
cuts, sandwich spreads, cheese, soft drinks, eggnog pretzels, nuts,

ice cream, buffet items, snacks, and fancy cakes,
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