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CHaPTER I

IERIACQLUGTION

Ths purpose of this theslis is %0 ecxamine the uses of murketing re-
secrch by the food chelm indmstry. Msarketing resesrch is etill ¢ rel:-
tively young mencgement tool, only recently having come of age. There
ere probebly quite ¢ few food chain executives, hoving risen throuch the
ranks, thal sre unfemiliar with marketing resesrch znd do nod reclize how
hey oen use it to thelr sdvantege. This moy, to some degree, be rttribu-
%ed t» these practitioners of merketing research who huve clothed thelr
woik in en egoteric mumbo-jumbo which is incomprehensitle to the busy
sxecuiive,

Thile marketing resesryoh has generslly been con®ined to the 1 rger
eorporations, mcrketing research men might well rceexcnline thelr t:ctics
to enable the emuller firms %o utilize this sld without cn undue drcin
oA their finenges. This thesis will exumine the work of wvorious food
chzing ia this field with a viev %0 throwing some light on the uses to
whiah they ozn put murketing research, It 1s felt that more food chains
would exp:nd their mcrketing research if they reclized how profit:dble 4t
cen prove to de.

There ore & nuwber of rezusons why mcrketing resesrch should be &
great help in solving the prodblems that confront chalm store systens,
The food chains opor:te on &1 extrermely low profi$ m:rgin - & net of
betweon one and two cents on the s:les doll:or is common, In view of

the mm:=ll profit m=rgin rnd intense competition, increnscd efficieacy



on $he part of sny one cheim should matericlly bett-r its position,
Msrketing research is constently striving for more efficlent «=:ry3 %o
operats a btusines:,

Retziling is 2 dynemic fleld., Compsanies elther progress or retrectg
there 1s no standing still, Thus, the best solution to yesterd:y's pro-
blem msy not necessarily be the best Sodey, 2nd todzy's correct answer
moy be outmoded tomorrow, (uestions eare never permensntly answered in
the fleld of ret=lling. Merketing rcse:rch serves the function of ob-
serving the doy-to=-doy voriations h businees and spotting the signifi-
cant trends th:t emerge from these secmingly rondom heppemingzz. In cn
absolute gsense, m:rketing research is never completed,

Much of the secret of the ohaln store suecess has been ia the
standardization of retail units, This physical stendcrdizztion of re-
tail wnits, plus the stondrrdization of ¢operating methols snd mergh:n-
dising prooedures, should facilitate the work of mirketing rrs2:rch,
Generclly npoaking. vhat 4s true of eny representative group of stores
should be trus of all stores. Thus, exeriments ia merchandising ind
premotions oould de carried out en a relatively asm.ll sc:le, «nd throuwch
iadaetive recsonin: the results eould de sener-lized to np 17 to the
entire chsin,

The emount of resezrch in the field of distribution Ls neglizible cs
ocoxpared with the funds and energies devoted to rese-reh in the field
of technology and production, ia spite of the fuot that distribution

in 21l fte phnres represents g more impertcnt area im our tot:1l
econoay than does produntion.1

1 Does Listribution Cogt Joo Mush! (New Yorkt The Tzentieth
Century Fund, 1941), p. 358,



To t0e many peoplc the fleld of rroduction is & science, while the
field of distridution 1s an ert. 7or exampls, meny seles mraccers, hove
ing worked up through the rznks, eonsider themseclves salesmen £t hirh
levels, rather than experts in the fleld of moricting. 4 vice-precicdent
in chzrge of produstion noy pore over a tweaty-p ge complex report of
t:bles end charts, submitted By hlis resezrch ehemist, since he 13 oftca
8 trained englneer, 4 vice-president in ch-rge of szles, however, m:y
pay little attention to a tweaty-page marketing resecrch report, since he
B:y have little formasl treining in stautistics end economics,

That there 1s ¢ difference between the fields of production snd cise
tribution cannot be denied. Neverthsless, murketing resecrch 4s atriving
to muXa Alstribution more sclentifie by apilying scientifie principles
which have long been used in the field of j:ro duoction.

I8 is hurdly sclentific whem an executive imiglines that his vife or
secretury is the "typic.l® fexele, Morketing regecroh serves to m ke
distridbution, ro.nerly 8 hit-or-miss proposition, more hit thun miss,

Lins executives, :cccepting the status quo s3 the begt woay to &3 @
Job, are often unsdle to visualize a detter way to perform a certein ¢ st,
Mzrketing research men, however, look ot 11 things with = criticzl eye,
To thea a certaln answer 4s not necessarily the best soluti-n to e problen
merely decsuse it 18 de'ng done thrt way ot the present time, They ersm-
L3¢ everything with & view to finding & better woy.

Morieting rese-roh men must shovw top mca:yemcnt Loy they con profis
through resecrch techaijues. Sownd resezrch end ca inlelligont epcilcu-

tion of the rcsults wre neeessury 4f tho fullest benefits ere to be



derived from the research dudges, If research allows itself to lese
sight of the profit motive as the real reason for i%s existence, if the
merehandising and sales departaen$s fall $0 make practical use of the
facts developed, and if top mancgemen$ allows either of these things %o
haeppen, then the money spead is wasted.
A definition of the term "marketing research" would be in order et
this point.
Marketing research, in the dread sense, is the study of all the prod-
lems and methods of distribusion. The fumotion of the marketing
research department, thea, is to study the methods and problems of
distridution, including all the activities involved in the trz=nsfer
of goods and services from producer to consumer, and to present to
mansgement faczi and recommendations leading to increased efficliency
ia this field.

The term, as oan de seen fyom the abeve, is quite brecd. ZThat this term

is somewhat amorphous is indicated in this stady by the different mean-

ings whioh variows food ehaims attach to the term.

Chapter II discusses the three techniques for colleeting original
marketing research data. IXmphasis in Shis section is oa the controlled
experinent techaique which seems %0 hold mmoh promise for food chains,
Chapter III is a general deseriptien of research work dome by the Kroger
Company. Chspter IV 1s a case study of the work done by the merchaa~
dlsing research department of the Kroger Company in the past two years.
Chapter V takes uwp the marketinsg researeh work done by Stop & Shop,
Incorporated of Boston. The avalladle experiemse of other chains is

treated in Ohspter VI, Ohepter VI1 dlsowsses the position of the mar-

2 G, Clark Thempsea, Organization far Market Researah (Studies in
Business Policy, No. 19) In.- York: UNational Industrial Comferense
30&1".. 19)"6). P. 9.



5
keoting research fumetion in the organisational pattern and also meations

the seocndary sources vhich may be of value in a research departmens,
This chapter is written mainly from the point of view of the smaller
ehain that has a rather limited research budget.

Presedure

There has not been a great deal eof printed material oa the wses %o
which a food chaim e=n put marketing research, "hile Chapters II ana VII
were dased on secondary dats, the dulk of the imterveming chapters was
derived from answers %e personal letters sea$ $0 the various chains mea=~
tioned. Zkach chain was asked! whether i$ hzd a marketing resesrch de-
partment; 4f so, the sise of the depzrtmem$; the type of work done; =nd
%o whom the department was respomsidle,

I% vas impossidle 40 get the desired informatiom about a few food
chains, Fhile this is regretted, 1% 1s felt thot the informetion oa
the chains mentioned ie 2dequate %0 give & good 1dea of the current
status of marketing research in the food ehaim field.

The informatiom about the Kroger Company is more detailed them that
concerning any of the other chains., This is dus to the fact that the
asuthor was permitted %o odserve the work of the merchandising researeh
depertment for a considereble peried of time and was allowed $0 read the
reports covering the past twe-ysar period.

To determine the exteat of research done by others which eould de
of bemefit to the chains, letters were seat $0 trade associations, mamw-
facturers, government agencies, syndicated services, trade publicatioms,
and sdvertising media.



CHAPTZR II
M RKZITi6 RISEARCH T-CHNI.URS

The purpose of this ch-pler is %0 discuss the three tcechnicues for
gsthering primary drte 1o mwrketing rese: reh, 4n unierst ailng of thege
techaiques is rejuired to comprehend bedter the m rxet'ng res:.rch work
done ¥y food cheins, which will be oited im luter chepters, Such 2 dis-
oussion should serve to orieat those unfemilizr with the field, <hile
much of this chipter moy be repetitious to the gognoscentl, stress is
pus on the heretofore ruther seglected experimental techaique which
seens well suited $0 the purtiewlar needs of the food chains.

To a grect aunber of people the words "survey" znd "m:rketin: re-
scurch® cre elmost synonymous. The sverzge leymun has no idecz of the
large number of functions thet ezn be performed by marketing r<sc:-rch
men, using technigues other thsn the survey. Despite the f:et th:t the
survey is the most frequently used techmique, it is conceded $o de les:
accurcle than the other $wo methods, the cbeservstion:l tnd exveriment-l
techniques,

Before procecding further, shese terms should be defined, Iydnn O,
Browva, eminent m:rket ing rese:rch sgholar, o“fers th- followings ex:lin--
tion of these termst

The essentizl elcoment ia the survey metiod is thit the d:tn are fur-
nished by un individual in a consclous effort to cns er a question,

The observetlonsl method relles om the direct obscrv: tion of physi-
cal phenozena in the guthering of de$z, The experibent:-l method is



esazentially the procedure of currying out on = smell scile & tricl
solution to & problex.Jt

Since & survey necesszrlly involves a hum:n being in £ eonsclous
effort to znswer & ;uestion, 1% 4s subject %0 error u.less cert:in nre-
cautions sre tzlien, In sarveys there 1s a wide renge of viewnoints with
vhich M fferent persons m-y look at the same guestion, !:‘ifferent terms
me:n different things to dlfferent peovle, :nd subjective znawers vhich
result from these differences c.re s msties unrelichle, The hum'n remorr,
& tenunous thing, of ten compounds the error of survevs, Decnite thesge
lizitations, however, the survey is ~ technicue =ich is wrll =~:itcd for
meny kinds of rese: rch,

The observ- tionzl teonnijue 18 mperior to the survey in thet 18 is
less sudjective asince tny possidle subjestivity ewn only be unil-ter:l
(on the pury of the observer), while the survey is lisdle to bilstercl
subjectivity (on the p-rt of both interviewers snd respondeats),

The experimentsl method is the most scientific :nd objecotive of the
three metiodg, dut hes not enjoyed & very wide use. However, there ia a
great deal to recommend 4% ia solving s muzber of merch-ndlsing problems
thi.y erise in & food chcin, These food firms hive, to & l.rge extent,
stendardized thedr rctoil unlts &8 %0 layout end mereh: ndising policteo,
-t 1s effecotive in one, therefore, should be effegtive in srother unless
there sre strong extrunecus footors that must be considered.

The experiment:l method, of course, is widely used in rll the =n: tur. !

sclensces, From thelr experiments the sclentizts rerch ovep--11 conclu~inna,

3 lydon O, Browm, i-rleting end "atributinn Prer-rav  (Mow Yorks
The Rolsnd Press Comp ny, 195 ), p. '95. 311, ¢no &5,




They ettemmt to hold sll the wirirbles eonst-nt excent the priiculcr
one which 1s being studied.

Although 1% 1s possidle in the physicsl sclences to hold all the
variables exoept one constend, im the field of retailing this cannot de
done, Since 1% is impossidle to hold the other varizsbles, such as we:ther,
eoxpetition, et cetera constant, 1% beaomes negessury to allow these un-
ocontrellable factors o exert their effect simultzneously en a mumber of
stores, If, Sherefore, these fzotors ere working on two groups of stores
in spproximately the same mznney snd the varisble to be messured 13 the
only spperent difference between the two groups of stores, controlled
experimentation is possible,

The group of stores in which the variable is to be tested is the
test group, while the group ia which the vrrisdle {s not present is the
contrel group. The stores in the one group ehould be guite eyrnr~rodle to
the stores ia the other group in a number of respects. ¥1lli-m A-mledbrum
of Stop & Shop, Imcorporated recommends the followin- erlteris.:n

1) &me of store - super morket versus service store, number sni
$yres of depcrimentsy
2) seizes of store - depertmental snd %ot:l weekly sales, weckly

customer count, store area, size of perkins lotg
3) Ssrcding arep - size of eity, locution of store (rursl, suburban,
wrban, metropolitan), economie and rscial growps, eompetitiong
%) ghoppiag b:bits «~ means of reaching store, sex of majoridy of
customers, frequency of store visits, length of patromage,
average size of sale,

Of eourse, all of the above fzctors msy not be of importance in any

oas test,®m 1% 1s up to the marketing resesrch man $0 determine Just which

4 ¥illiea Appledsum, "Oontrelled Experimentation im Msrketing
Researeh®, Journal of Mogke$ing, W17, Janwry, 19%.
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are pertineat in any one instance. My, Appledaum ssys that 1§ is custom-

ary in his company to use five stores each ia the control and tess groups
in most studies. There should, of course, dbe en additional group of
stores for every additional variadle to Ve tested simmltanecusly. It is
quite impossidle to determine jJust how much of the effect is due to esch
of the variadles.

In using controlled experimentation, it is eustomary to get a dase
period in both groups of steres which is used as the norm. Following the
bdase period is the test period. The post-test period is quite often slse
caloulated to see the subdbsequent offect on sales of s certain type of
promotion. These post-test measurements tell whether future purchsses
were morigaged or whether additional sales were created.

The research men usually inform the stere mancger of the ferthcoming
test when the specific stores are determimed. Eagh and every full-time
and part=time olerk should be %eld of the test, lest he in some way
interfere with 1. Almost alwvays, an audit of merchandise in the store
is required, Such szudits are usually made dy the supervisors of the
research project. Stere mansgers are eften too dusy to devote their
time t0 compiling =acocurate figures.

If the test 1s to de of a rather shors duration, deliveries to the
store should not be used since they indicate movements from the wcorehouse,
2ot sales, Over an extended length of time, however, deliveries to the
store would give a respectadle measure of sales,

The results of these tests are wsually given im either physical
waits or in doller sales, or sometimes im both. The net result of the

variable being tested is found by subtracting the chenge in the control
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group from the b:ise to the test period from the chsnge in the test group
over the sume perlod, Aseuming thut & certain drund of peas 13 belny
displayed 1a o test, the following example mey clurify this point. If
the control group, where there wss no displey, geined 5 percent during
the Sest period and the test group, with the pecs on display, mold 25
percent more of the brand of peas édurlny the test, the ne§ result attri-
Putable to the display, the veriable, would be 20 percent.

25 ¢ancel out the effect of store size, the results sre expressed
# % sales per one hunired dollars of %otal store scles in scse inst-nces.
This reflects the intensity of the merchenilsin; effort put behind en
item, rather thzn the ztore eize. In other instonces, doller seles of aa
item per store trunscctioa mzy be am indicative ratio, Mr. Appledoum

says?

In genersl, both collar szles and unit ssles results should de
mecsured in relation to total store sales, to deportment szales, %
share of the mcriket, tnd to the mumber of trmns:-ctions. In mony
studies the costs required %0 get the sales results and muriaup dollar
profits produced must «lso be enslysed, Finully, it m:y de necessury
or desir:ble in some cuses $0 mecsure sales results in rel:tion %o
linear shelf frontrge, etore floor crez occupled end oudis erec in-
wolved (1a eguipment), et cetern.D

Food chains can use thls controlled experimentation type of rese: rei
in solviag a number of prodlems, Packaging, for insteznce, czn bde = de
more sclentific by such resesrch. Tests of differen$ packeging mterials,
such as glase versus tin, ean be made., Tests of different p-cksge sizes
eould Ye wseful, for excmple, in deciling whether %o put orenres in mech
Yags of fiwe or eight pounds,

5 Ibid.. Do 512



11

The lonz controversial sudbject of the denefit of disnl-ys in food
stores o-a be solved by the use of such controlled ermerimentstion, Cf
course, any item disnlsyed shomld sell in greater qusntities, dut 4t wust
be dstermined whether ney sales are oreated or whether celes sre merely
shifted to the displayed bdrand from other brands. Tests h:ove :130 been
condwgted on the umount of shelf spuce given to an {tem and the effect
of various shelves on sales. S%0p & Shop has conducted tests on the
syrangement of merchzndise om specicl dlspley, the siss of displcys,
single itexm versus multiple item displays and the produstive life span
of displays.

There secms t0 be & great deal of room foy improvemen$ ia pricing.
Controlled experimentation mcy be quite 2 help ia this rempect. The
rule of thumd is often the means of arriving at a reteil price. FPrices
that reprosent a certila margin over ocost oftea ere arrived st without
oconsidering the demcnd for cn item. The elesticity of demz:nd for en
ftem 13 a very difficult thing to determine, Bus sontrolled expariments
should de & wzlucdle aid 4n equating margin and spcles to procduce the
moximum doller profit. [Dollar prefits are much more importent then pere
oen $ege figures.

It 1s certainly sensible to try out a promotionul echeme on ¢ smell
sc:zle before risking & lorge smcunt of money on it. Controlled emeri-
menids sre idecl for this type of $hing, Sules executives zre often
carried avey by fentostio sehemes, and research must show thoa the error

of thelr wsys before the eompany loses momey ¢n such schemes, "Many a
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promotion:zl ides, even thougch conceived 1in ecst.cy cnd gestated in rect
hopes, ends in niecs.rriag;e."s

Experiments in scleooted tcat storss help in decicing the sules po-
tential of & suggested new item or line and will give an ides of whrt
effect 1% will hove on the existing competitive products,

Ths merket resecrch deertmeat of Stop & Shop h:o even used con-
trolled experiments in adopiing new store equipment rnd in work simli-
floation,

Although the experimentnl method eecn bo of much service t- r~-e rch
work 1n the food chaim fleld, its limitations mus$ be recognized, It
18, of oourse, lzpossidle $o match two stores perfectly, so thes there
is only one vzricdle between the two. Still, if enough stores are
chosen, this is not very serious. Thers is always the possibility that
orders will not de £fo0llowed dy store personnecl, Moreover, the experi-
mental method 13 usually rather expensive, kMuch can be expected of 1%,
bul 48 does huve limitations., The survey will be with us for years %o

coma,

6 Idid., p. 51k,



OHAPTaR IXX
RiodsHCH BY THY KROG:iR CULFPANY

The purpose of thils chepler is %o consider the murketing rese: rch
work done by the Xroger Company. *hile 4t is reclized thst this org ni-
zation son : fford ¢ wuch larger rese:rch Budzet thsm most food chrins,
it i3 felt thut muoch is to be le.rned in the way of principles #nd
practice from such = study. Some of the technigues mentioned micht well
be edopted om & sn:ller se:le by some of the rcgion:l =a? loe:l ch-ins,

The Kroger Compeny, with 1950 sales of 861 million dollars in over
tw thousand stores, carrles on various forms of m-rcting reserrch in a
punber of deprriments., The bPuiget end statistics Cep:rtoent ¢-rriecaz on
rese:rch in the form of scles analysis. The cdvertiesing dep . rtment does
copy end medls rcserrch., The rezl estste dep-réwent doea re<sc rch cone
cerned with store fixtures ani site seleotion. The marked anrlysis de-
pzriment oonducts research on morket trends §0 determine the proper time
" to purchese the vurious staples that Kroger must buy in sush prodigzious
quantities,

Kroger's unigue depcrtment, $he Food Foundation, is eoncerncd with
technloul resecrch znd produet resecrch, The Kroger Foundation has es-
tedblished a penel, known gs the Homemckers HReference Commigttee, to obt in
consumer resctions to products ia which it is interested. This sroyp
consists of 750 homeca:lrers who have been c=refully selected in line with

thes» three recuirementst

l. BRepresentctive geogrsphiezl dlstribution throughout the territory
served by the company. Xeach county thus h-s its quota of the
membership in proportion to the mumber of ret~11 outlets omepste!
in that srea.



14

2. High, medium end low incoxme brackets renresented in the pro-or-
tions incicated by the latest evailzble stetistice.

3. Distribution of sges withinm the groun correshonding to the
latest census fi~ures.

Exccpt for the war perlod, the pe=nsl hzs beorn in evintence since
1933, Xt has been used on a wide variety of product=s end eubicctn in
the course of more thun 110 fests. The pcnsl menbers cre so cooper:tive
that & response of better thoan 8D perceat s gener:l,

Although the pinel members recelve no roauncr:=tion, there 1s little
diffieulty with mecbers dropping out, Ia fuct, there 1s alweys a 1 rge
walting 1ist from which t0 recruld replacements. A high dezree of
espirlt de gorps exists within the eommittes, snd the mezbers seca to
consider themsclves ¢n integral part of the Eroger orgenization,

Panel members receive two samples of the gommodity wmder study. Cme
s:mple is & product of known acoeptence, while the other is a test suinle,
There 1s 80 mcans 0f recognizing the szamples s.nce the ledels hive been
rexoved, snd both s:mples are packed in i1deatissl contslners. Tese
gamples ere ecsrefully coded to zvoid dlss. ihile both letters &nd nun-
bers bave fomerly been used 4ia o0oding, color codes have now bdeen cdopted
since they hove the edventege of belng non-committel and easy to apply
rapidly.

The Kroger depzritment which is exclusively concerned with mcrietins
reseayeh problems L8 the merchandising resesrch dep:rtwent, This 1s the
only perchnndiging reseurch department ia the country, This sprellstion

stems from the fauct thot this department works in very close cont-ct wvith

TGeorgo Garn:tz, "But ‘h.t Do the Consumers 35.yi" Food Industries,
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th§ various merghandising departments, Its yesesreh is clmost exclusively
restricted S0 the salution of ssles and merchandising problems end, there-
fore, more nerrow in scope thun the wsual murketing gesearsh depcrixent,

The ssrehandising research department is one of four depsrtments
under the Director of Ssles Promotion, who 1s, in tura, respomsible to
the Vige-President of Xerchandising. The other three depariments under
the Director of Scles Promotiom sre: rdvertising, ssles promotion, cnd
sales plsaning.

The merchendising resesrch dopertwent (heresfter referred to cs
“the department®) clears ite findings with the Dircotor of S-les Fromo-
tlea firss and then pr;smu thea to 8%0p mencgemen$, i.e, the president
and viee~-presidents. Once the Blessing of $0p man-gement on the rcaecrch
has Deen obtalned, it is passed om %0 the divisiom msnagers (there are
five divisions) and later t0 the dranch msncgers (there are 25 branghes).
By having the resulds passed down the Rola of cmamend 1c this mmmner,
the ryesul $s are put to detter wse, Jere the findings %0 pass directly
fzom the department $0 the varieus brunches, some of the dranch executives
-idu tend %0 look with skepticism on something the departmeat had passed
on, s delng theoretisazl, But with the scnctien of the $op sales execu~
tives these idess are more resdily acocepted by the lower echelons, JFre-
'qmth the departaent will send one of its men oud to address a meeting
of divisiom or brznch executives in oxder to "sell® a certzia bit of
Tesearch,

To prevent the fdecs that the resesrch 1s done by a group of theorists
who 1live in en ivory tower, every effort L3 mcde to hove the rese: roh pre-

sented in a porular, ecsily understood fom znd to outline cle-rly rnd
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definitely &« procr o of gctlon, Ia wll %30 mny firns m o rkedizy rea . ek
is regelived with & "iell, that's nice, dut wh:it good does it do me?"
ettitude.

One difficuity in eny murketing rcse.rch opercilon in = food cheia
ig that good resc.rch men uguzlly ¢o not hive & very extensive b: cigrouad
in the grocery busines:s, end good grocery men usuzlly heve a very slisht
buckground, if any, in rese:rch. This presents no iasuperable difficulty,
but does necessltete & close dezree of coordinetion between the deprrt-
wents,

In yeurs pust s«linoet &1l the projects of the depurtment were in
angwer to & gpecific request from either ¢ brrzach exccutive or sameone
from 3he genercl office. At present, howsver, sbout U0 percent of the
work origlnetes within te depuriuent, Thia trend e¢n-bles the dencrtment
to undertake long-range studies.

The resezrch depsrinent 4s different from the other denortments of
the eompany in that 1ts benefits sre often futengible snd leng~-tera. If
the @@artment wore to be discontinued tcmorrow, the stores would go
right on overzting. The geins reclized from gonstructive yregecrch ere
often not discerible on a profit end loss stctement,

One long-runge goal of any marketing resesrch depurtment is to guin
the eonfidence of thcse who are to use the resulta of the resecrch,
Regeardh, per §¢, hcs 00 value; only in deing used does 18 yleld & return.

In the course of « study the merchandising rescurch department might
find thut a certoin thing hes been dme wrong for years. Yet, it must bde

careful of the mzn:er ia which this fsot 13 dlaclosed, Subtlety is
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requized in such a situution if the trouble 43 to be renedied without
losing the good will of the person inwlved., If it were to gliencte the
merchendisera, the depurtuent would have no valid rczson for its existence.

¥hen the dep:rtment is cpproached to do & study, it tries to deter-
mive in adwvince whether the penezrch will te put §nto use or will merely

/ga&er dust 42 a file. 3ome people would prefor to use resge: rch oaly if
it heppens tc gubstintiute thelr pre-conceived notioss on 2 sudbject.
This departuent wust cct &8 & braks oa illogicul scicues and try to see
thut post rescorch 1s utilized., It must £ls0 resist attempts to rush its
woxk, since gocd rese:rch $.kes time,

Theoreticz1lly, tie department could bdring cbcut & lerge gzin i
gzles volume tomorrow, G&Since 1% is dealing vith f.2lible bhuncns, howe
ever, rather th:n m.ciines, progress necesscrily coues in small steps.
Theory must constoatly glve wey to whet is possible in view of the condi-
tion of the corpany =nl ity crmpetitive position,

The Kroger Compsuy hee done morketing reseurech work for over 25
yerra. Of ocourse, in its initicl stzres ouch 2 dennrtment consisted of
only one msn, kech year the depsrtment perforns more snd more useful
tacks for thé coupsny, Its annucl file seens to thicken ss the yenrs go
Sy. Its stounck position in the company e verified by the feoet thrt,
whemever z serchoncCiser presonts & promotioncl echeme $5 the operztions
sectios of the compuny, he 13 veuully eshed, "Did Reser reh :-prove tuis
acheme®" A negotive rezly to %ils guery nikes the cdoption of the pro-
see-l rether unlikely.

The merch-ncising reserrch department of tae kroger Company con-

siets of ten people, cs ean be seen from Figure I. These arct the
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Senior Junior Gorperison Stenogrzpher
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Flg. 1. Orziulzetion of Kroger merch.ndlsing rescurch depcrizieat

manager of the departmens$, his coireuxy. the assistant mannger, $wo
senior staff men, two jumior steff men, two comperison shoprers (women),
end a stenographer, The men:ger has a DPaalzpyour? in peserveh with on
sdvertising agency. His predecessor 1s nor with the Office of Price
8¢abilizztion in %ashington, The compsrison shoppers vizig ecch of the
compeny's 25 branches ¢t lesat cace a yecr snd cheek Eroser prices :¢:inst
from two $0 four strong locsl competitors. The Krozer brrnch is not c-:re
that it 19 deing ehecked matil the ahsek is completed. The doncrtuent is
eugmemted by locel help whenever a number of interviewers are re;uired in
a certzia looslity. |

The department tries to do as little routine resecrch =s possidle,
I8 helps the otuer depzriments of the eompany iam setting wp resezreh pro-
cecdures, dbut onge the prosedwre is estadlished, the routinme apnlicetion

of the foramula i3 left up to the department concerned. The rezl ezt te
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departmeny, for excmple, mzy oonsult the merchendising resesrch depurt-
ment to determine a routine presedure $o follow in selecting store sigtes.
The merehendising resecrch department gladly contridutes 18s specisrli-zed
know-how %0 the prodlem at hand, Bt the spproved method is turned over
%0 the rezl estate deportment for day-to-dsy epplication,

The department is tending awey from problems thet have only a locsl
spplisation %6 prodlems that are eompany~wide in scope. Ia lime with
this, 1% is taurning over $0 the dranshes e_ortain functions that it hed
previcusly performed.

While the depertasn$ still checks priees in each dranch at least
once a year, it strongly encoursges the Brenches $o do the routime priee
shedking of eompetition, The amalyels foy reasons behind a poor showing
ia a eertein srea lwta. % & great exteat, also Veen wurmsd ever to the
brzaches, The department has laid down a pattera to be followed in such
cases. Swoh a psttern includes a somparative price check, customer inter-
views, cheék of cdvertising limecge, cheek on sompetitors’ velume, et
setora. All this 48 on the Mn Shat braanch personnel aze im closer
contact vith the immediste situastion and should be cble $0 come to a
correst solution im a shorter $ime then merchoniising research mem could
Yegcuse of thelir unfamilisarity with pesulisr local conditions,

The devertment is recdy %o cooperate with ey legitimote orgznizae
Sien in researeh that will de mutuslly beneficial., Kroger hms eonducted
researeh in conjwmetion with the United S$ates Depsrtment of Agricul ture
on gertain marketing problems and with $he Cocu Colz Compsny on the best
means of Dever:zc merchzndising.
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The depurtment has recently msde zn szreement with the A, C. Nielsen
Company whereby Kroger stores are availsble for Nielsen's tzbulation in
retura for which kroger is fumished the Nielsen Index. The index is of
iimited wvelue, however, since 4% is bdased oa netionsl figures, =nd Kroger
is oaly a seationnl ehein,

Kyager hes a similar errangement with the Industriol Index, which
is simllor to the Flelsen Iadex, But bas made am sgreemsnt vhereby it is
adle to get sales figures which are droken down geographicelly, From
these, of course, Xroger eéan get the information for 1ts own territory.
Even these figures, bowever, 2are of limited vilue since they represent
the syersre figures. They are of some valus ia eompuring Kroger relative
novexent om certcin commedity groups to sece if anm aversge or detter than
aversge JOb 4s Ybeing done., Merehandisers, however, are prone to bozs$
of the items on which they do a swperier job, while ignoring those on
wvhich they don 't fare so well,

The department his L%s bdudged Just ce does every other depariment
ia the Kroger Company., Although 4% msy seen difnquit $o dudget snythimg
80 ungertain and imtungible &3 researah, on the bssis of pzet experience
Plus 2 knowledge of the spesifis jods thut will probebly be wndertcken in
the eoming year a rather ¢lose estimste ¢an de mode, A supplementary
wiges is avellcdle 1f nseessary, dus is seldom neecded.

There ere no stcndard costs or Job sccounting mystems im operation
in the department since all work is done for one client, the Xroger Com-
pany, Sush systenms are only neeesszry in firms thet do work for outside
6lients cnd mmst de sdle $0 estimate ocosts olosely in zdvince, There is

8o allocation of eosts to the departments served.



Ca.irTER IV
TYPICAL SIUDIES BY THE KERCHARVISING RISEAZCH DAPARLILNT

Thie chupter 13 concerned with the stucies undert.ken by the Kroger
merchandising reseurch department during 1949 tnd 1950. The studies h.ve
been droken down on ths bagis of the subject of the repors and also cm
the dasis of the reseorch Sechnique used, os ean be seem ia Table 1.

T:BLE 1
R:E3%ARCH P HFORKED ARD TCHNI.UES UstD BY T™HZE

MeiCHALDISING RESLLRCH DR RTLAL? OP IR
KROGER CCMPANY IN 1949 AMD 19%D

e S A S NS 2 e - S,

o:“;i;::t Fumber IExperimen$ Survey Observatioa Secondnry
Merchendising 20 1 1 3 e
Premiuxns 17 Y 12 1 -
New Line 12 12 - - -
Cus tomer

Attitudes 10 - 8 1 1
Advertising 8 4 1 - 3
Competition 8 - 1l 4 3
Promotions h k - - -
Technissl 2 1l - 1 -
Mlpcellinsousg Y - 1 - -
Tokad 82 30 30 10 9

Of the 82 reports in the $wo-yesr period, 35 were completed in 1349
end N7 im 1550, & numerieal breckdown us given sbove is subject to the
limitation th=? some reports represent 8 zuch greuter amount of rese.rch
than others., Cne rcoort, for exumple, mey summorize months of study,
while znother mcy summarize the work of only & week or two, Desnite this
limitation, howvever, 1t 1s felt thet the bdre:-down gives = recson:dly

sccurste concention of the work done By the dep rtment.
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As ean be seen from Tsble 1, each category has been broken down on
the bzsis of the research technique used, The column headincs hoave gll
beecn discussed previously with the exseptioan of the one hesded "Secondary.”
This oolusn refers to the nine reports which were not the result of orig-
inal researeh done ia the department, u$ which were brsed on secondary
sourges outside the ocompany.

The discussion which follows will descride iam some detzil each of
the types of reports given in Table 1, In some cases the results of re-
search will be mentiomed in passing. The malm interest, however, is in
the problems znd research progedures. There is no interest im the answers
to problems per pe. Results are mentioned only where they serve to
clarify the methods of problem solving.

Merebandising Reports

Promotional schemes are geared to ged ocustomers into the store,
while merchandising is primarily concerned with selling more merchendise
%0 these ous tomers once they =re in the store, Promotionel efforts,
therefore, are mecsured by increcses in customer count, while merchandis-
ing efforts sre meecsured by incoreases in dollar szles.

The eontrelled experiment technique is the most fcovored for merchamn-
dising studies end is used whenever possible. This trre of stu’y was used
to determine the effect om produce sales shen a2 certzin store wes con-
verted to & complete self-service produce depsrtment. The eomplete self-
service produge depart.ent. wus compared to the average of four similer
»p'roduo departments which werc mod Qupleitly seif-zarvice, The %es*
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lasted for 24 weeks, and the same %ime perlod of the preceding year w:s
used as the base period,

Comparative figures were gathsred for the bzse and test periods for
the $est and control stores im 211 ¥aree departments. It was reasoned
that the relationship betweem total grosery and meat sales and produce
sales should de the same in bdoth groups wnless the veriable in the test
store = the cmme-hundred percent self-servise produce department - caused
a siganificant.change,

To see what the produse sales would have been in the test store if
it h-d not been converted to complete self-service, the following c:lcule-
tions were meded
inorease in control group grosery and meat sales for the ‘l-week

period,

b z inorease in eontrol group produse sales for test period,

¢ = increcse in test store grocery and meat sales for 2li-week period,
d = increase in test store produce sales during test period,

X » imorease in test store produse sales if there wers no vaeriadle
between test snd control growp (i.e. if test store was on ser-
vice proiuge basis as sontrel stores wers).

eibtsotx Solve for x. The amount by which 4 exceeds x is the
extra buginess gained es a result of the vuriadle, a ome~-hunired
peroent self-service produse department,
Included in this study were figures om the cost of a complete self-service
produce department. The shrinksge was also flgured, as was the aversge
produse sale for both groups (customer count divided inte produce scles).
Another experimental merchandising study sought to determinme whether
supplemental displays in general produsced a net gain, By met gain wes
meany the gross profit from the extra merchandise s0ld minus the l=dor

costs of Mailding, maintalning and yemoving such displeys,
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This was a very extensive test. It wezs conducted 4im four steps:

1) 4an snalysis of the current swplememtal diglay policles =zad
methods of typical Kroger branches;

2) An snawyer to the question, "Do swplememtal displays in general
usially result in meassurable met g£alns?"

3) 1If not, will specific types usually result in & measurable net
gain? If s0, what types?

L) If noS, will speecific oommodities msnally result in & me:surable
net gaint If so, which eommodities?

As part of thi ¢ comprehensive stuldy, a test of the effect of supple-
mental displeys on six widely varied ocommodities wes conducted, Eight
stores of comparable ssles volume ani store traffic were selected for
these tests, The products iawlved were: Libby Pe:ches, Kroger Fork end
Deans, Kroger Blended Juice, Krogo (three-pound shorsening), Kroger Soda
Crockers, and Kroger Salad Dressing.

The plan was %0 have all eight stores rua a twvo-week base period
during which fime mo tested i%em or like commodity within its group
would de on supplementzl display. During the mext twoeweek period the
ebove six oommodities wers put ea suppicmeatal display, three each per
stere. As an {lluwstration, this is the woy the program was set wp.

%A% Group of Stores

Sypolementol Disploys B oA Shelf
Libhy Peaches Kroger Biended Julce
Kzoger Pork and Beans Kroger Salad Dressiag
Krogo Kroger 3ods Crackers

"B* Group of Stores

Swpplemental Displeys Remein on Shelf
Kroger Blended Julce Liddy Peaches
Kroger Salad Dreasing Kroger Pork tnd Besns

Kroger Soda Crackers Krogo
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Ia this way a test group and control group were set up which eould be
compared to a comnon dase period during which a relatiomaship was ested-
14shed detween stores. Following the $wo-week test period, all items
were returned to norm:l shelf space, and a post-test period of twe weeks
was 6alosulated,

Inventories were taken semi-weekly in order %o determine ex:ct ssles -
early week and late week, In additlon, a record of store room and shelf
stock was maintsined.

Sample time studies were canducted in the stores oa the deys when
the swplemental dlsplsys were tuilt, s0 that l=bor costs could de
studlied, and it could be determined whether guins exceerded edditionsd
oosts.

Since the test was to determine whether £d°itionn] sales were created
or whether sz2les were merely shifted to the displeyed item, s2les on the
total commodity group were figured,

The study showed that there is no unequivocal znswer to the question
as % whather supplemental displays provide met gains. The study showed
that the type of diepley - cut-case, end of float, tadle, et cetera -
was ot o goveraing factor in the suscess of a displey. The %test proved
that the commodity displsyed does determine whether the display will de
sascessful, In other words, certaim commoditics will produse net$ gains
when a supplemental display is used.® 0f the six items displayed, only

two caused an increase in the %o te] cmmodity group. To summerize - m:ss

"8 7This sssumes also a eomdimation of price, sensonsbility, ond
elmilar factors.
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displeys cannot be expected to produse s net g-in on every comsollty
simply s ¢ result of duilding the displ:-y.

The grosa profits resulting from each displ: y were given, :nl! the
labor expense o“ dulldlag the dlspleys »cs wlso comruteds, Plcotures of
the dlmpleys and grophs, 1llustrating the results, helped to clarify the
report,

A rother extenslive experimental test waa condusted dy the department
in conjunction with the Coca Cola Company on the subjeat of effective
Yoversge merchandiaing. The test ren for 15 weeks from July to October,
The 29 test stores were located in three different Kroger dreaches znd in
the territories of five Coca Cola bottlers. The study tested the effect-
iveness of the five stundard methods of no(t drink merchandising in com-
bPination, The 15 week test was divided into five periods ef three weeks
each as follows: 1) shelf dlspley; 2) ocartom racks sdded; 3) -~oin
eoolers sdded; U4) moss case dlsplays added; and 5) mess earton disolay
edded (mass case dspleys removed).

The test stores were selected by the merchendisine pege:rch cenrrt-
mont. %hile they were not en exact oross section of sll Xroger stores,
thay were selectcd to glve a representation of all Kroger stores, rs tol
tyre of store, size, volume, tyve of neighborhood, georr-phic=l locztion,
and levels of soft drink merchandising.

The last phrase sbout levels of soft drink merchandising needs expla-
nation. The 16 stores which merchandised primarily from shelf disploys
progressed through all subsequent test levels for a total of five periods
of three weeks ezch, The 11 stores which elrezdy merehandised through



shelf displey =nd carton racks progressed through the eoin eooler :and
mass display levels for a total of four periods. The two stores which
alrecdy merchandised through a combination of shelf, carton racks, and
coia ooolers progressed through the mess displsy levels for o totel of
three periods, The eversge of all none-test Kroger stores in test clties
was eompared with the average of the test stores.

The results were broken down s tot &averzge cese srles per werk per
store; percentzge of gross profit om Coca Cola; dollar profit on Coce
Cola; end profit per square foot. The test duts showed clearly th:t the
three methods of soft drink meychandising - shelf displey, certom rocksa,
end coin eoolers - are most effective when used im combination,

The report based on the test was quite enthmaiastic about the use of
coin coolers in stores. The figures from the test om sales volume and
profit from a coln cooler were projected on an anmaal besis and were
quite impressive., V:rious czlculations showed how profits would de
affected Dy depreciation on the cost of the machines. The egppendix to
the report g:zve the rental, sales and lease policies of various Coca Cole
bottlers on these coln coolers.

Other experimentsl merchandising studies had to do with such things
es the use of shelf extenders, displsys using "home-tote® begs, supple-
mental displzys on white bresd and the use of 2 cloth b-g imrrinted with
toy out-outs for Eroger flour.

The sum of the techniques used om merch:ndisins reports does not
equal the totel, twenty, since some reports were bd-sed on = combinztion
of technicues. There w-re three reports in which o combin:tion of tecch-

niques wes used, The survey techmique «was used in =11 three of these



e8
reports, «nd it we3 coubined with the experimeat:l metiiod in one :ni the
obsgervational method in the other two,

The survey end experimen$el techniques were combined in a study on
bananas covered with o wex preservative corting. The study consisted of
three partat store sules comparlsom dDetween regular end 7ax coated
bunanas} store interviewing; end home interviewing,

In the store=s comparatlve records were kept of s:les, b-n:ncs re-
éduced for sele end those discarded for both the regul r cnd test‘v: ricties,
The naturzl b-nanzz were placed on one tuble, while the wzx coxted honancs
were on the cdj-cent t:ble, Both were offered =zt the szme price, znd the
soeclally cozted bnenes were msrked s sush,

somen shopers vere :sked which type of duncna they preferred and
the rezson for thelir preference. They were tlaso zsked how soon they used
the bznanss they bought since the wax eoeting wes supposed t0 prescrve
the bsnenss longer. More then 80 percent strted thet they used the bina-
nas within three d:cys (counting the first day &s the dzy of purchssc).

In the home interviewing part of the study four regulsr ban-ars cnd
four wax costed bsncnes were delivered to 209 homes of varying incomes
in Cleveland. The two kinde of bdznznas were merked "O0" and "T", znd the
respondents were asked to state thelr preference by letter %0 avold bias,
A few duys 1lster, interviewers returned %0 the homes where the densnos
had deen lef§ and asked which type of bdencns was preferred zs to! color,
kseping quality, firmpess end teste. They were rlso ssked their over-all
preference,

A report that wee ocosed on both the survey snd observ-tion.l tech-

niques had to do with customer aceeptance of the uniform one~-pound Kroger
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gsesfood peckege, Something new in this test wus the use of a moving pie-

ture ezmera to record on film customer actions when shopping for sezfood.
Personsl observetions supplerented these plotures, snd the women were
interviewed when they lef$ the seafood counter.. The cemera was situzted
80 that 18 could not be seen by shoppers. The women were asked the fol-
lowing questionst 1) Are you a regular Kroger s<zfood customeri; )
Did you intend to buy sezfood when you came into the store?; 3) Did you
find the type of seafood you wanted?; ) Did you have amy trouble finding
the type of serlocd yo» wanted in our se=food case?

A study that oombined the same two technigres wes conduoted to de-
termine why dread sales in the Xroger Memphis branch were f-1ling off,
Mrss of zll, Kroger store personnel were interviewed to get their opin-
fons on Kroger Bread. After talking %0 store personnel, it w=s decided
to analyze bdread sales before and after dresd delivery in relation to
customer traffic as reocorded on cash registers. It was alse decided te
interviev women ia Kroger stores %0 get their opinions on Kroger Bread,

The study showed that bread deliveries verled from 10130 AU, %0
3130 P, M, The wncertcinty of delivery csused meny stores to de ocut of
Yread for a oconsiderable $ime Yefore delivery. The merchandising research
department estimated that this ocut-of-stock time averzged at least thirty
ainutes a day. ZIEstimated movement for this time was five loaves per
store, Stre personnel thought that the psychologisel fastor of women's
thinking $hat Kroger Brezd was day-eld watil the afternocon delivery ceme
was a bg footor in retarding bread sales. To check this, bBresd ssles
were clocked in relation to the mumder of transsetions doth before and

efter delivery. Only those instznces where stores were in-stock until



30
delivery were included. I& was found het brezd scles were poorer in the
*before" delivery picturs (14.5 percemt) than in the "=fter® delivery
picture (£1.1 percent) {,e, the number of loaves sold in relation to crsh
register transactions, Thus the estimated loss of three loeves per day
per store was dus to this condition., Correction of these two fzotors, it
wes estimated, would ingrease drecd tomnage by 9 pereeas,

Of the L83 women interviewsd inm Kroger steres, caly 6 percent pre-
ferred Kroger Brezad %0 other breads, while 77 percent preferred competi-
tive bread.

Ons of the surveys wsed for merchandising reports had $o do with pur-
chasing habite on certain fruits and vegetzbles, Questionnaires were
mailed $o the 750 members of She Food Foundation's homemskers' panel.’
The questionnzire contaimed a 1list of 35 fruiles and wvegetz=dles, and the
women were asked %0 check cach item es $0 vhether 1% was purchased often,
some $imes, rarely or never. The informmation thus odbtained wes valuadle
$0 produse merchendisers in determining reletive ponulerity of verious
items,

Before the Kroger manufacturing division decided to pz=ckace the one-
pound box of Kroger Crackers in four individuslly wr:-pped cellopn-ne units,
a survey was condusted to determine customer sccento-ce of this type of
packsging. The survey showed thut 76 percent of the women interviewed
preferred that type of packaging. The packrging method was then sdopted
with considerzble success,

To determine the wmiformity or lack of 1% among verious Kroger

branches on the subjeot of supplemental displays, the department surveyed

9 Ses page 1,
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seven brenches on the subjest. The opinions of store m-n-gers, district
panagers, and merchandisers were included in the survey.

A renort which was a hy-product of other studies considered the
ratios of shelf stock %0 scles om tomato jJulce, pezs, gelntine end pork
and dezns, The data wes besed on mine metropolitcn stores, The renert
covered: cvercge shelf s%Wok &8 a percentege of weekly szles for ezgh
commnodity group; range of this percentsge for each brand; shelf stock of
Kroger label merchandise as percentage of weekly sales; and a gomparisoa
of the percenteges of Kroger label sales and shelf stoak, The {tem which
wvas most out of line was Kroger gelatine in which the ghelf stock was 502
pereent of the aversge week's sales. |

Of the two secondary er outside peports that had to do with merch:n-
dising, one wes the latest Du Pont stady on transparent packaging and im-
pulse purchases, while the other gave Department of Agricul ture figures
oa home gardens and the various ftems grown therein, The latter report
helped the merchandisers to estimate the morkst for seeds, while it slso
gave the produse merghandisers some idea of the produce items which would

have the grestest eummer glump rs 2 result of home gnrdens,

Premium Reports
A premium report tries to estimate the customer response which ony
proposed premivm will elicit. There were four premium reports based on
the eoxperiment: 1l technique. A group of test and control stores were set
up, and the extra sales dus %0 the influence of the premium offered in
the store were determined By subtrzacting the variation in the control
group from the variation in the test group., These four tests hzd to do



with the following subjectst effeet of a salad tongs premium on tube
tomato tonnage; effect of a clgarettec lighter premium on csrtom clzorette
salesy effest of plestic straws banded cnto iced tes pockoges: £nd effeet
oR 10ed tea sales of a premium of personalised iced tex spoons, n-rkins,
and ecossters.

Of the )7 premium reports, 12 used the moil survey techni-ue. A numn-
ber of proposed premlums was dbroken down into p:sirs of two, ~nd = form
printed which described end pictured each of the two, A coupon was
sttached to this form which the reciplent was esked to retum if either
of the premiums wes desired, A nominsl sum was charged for the premiums,
sbout four hundred of these forms were sent t0 people who had previously
writ ten for Kroger premiums which were publicly offered. This wes done
to secure a receptive zudience and thus increase the percentcge of returns.

The purpose of these surveys was not to discover the edsolute pulling
power of the premiums, bub the relstive popularity ef the $wo, By process
;f eliminstion, a numdber of potentisl preniﬁna was finelly ncrrowed until
only ocne remained., These prepius ere usually used to promote the scle
of one of the Kroger coffees. The process of pre-selection hes done smeh
to increase the r-twrns for premiums that Eroger hes offered the publie.
One test on premiums was conducted dy mesns of coupom snelysis. Imexpen-
sive jewelyy was used es a premium $0 promote Kroger coffees, A ¢ifferent
post affice box number was given in the comic section »ds, rotcgr: vure
section, on the redio end on the eoffee Brgs themselves, By t-bulnting
the returns to each box mumbder, some icez of the return from e:ch medivm

was obtained, Since each drand and size of Kroger coffee waz coded
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differently end & coupon from the coffee h.d to accomprny e:rch request,
these éoupons were analyzed by brand and size., Py compiring these fig-
ures with the fisures on warehouse movement of the respective bdronds dure
ing the offer, 1t w: s determined which br:nd of coffee was being nurchased

to get the premiunm,

New Line Reports

Of the twelve reports on the subject of adopting mew limes, four
weres ooncerned with frozen meats, three with a housewares sestion, snd
the others with magazines, children's books, cellophzne-wranped towel
sets, and a Daby Beeds seotion, The experimental technique was wused in
all of these tests. Theseitems were placed on sale in seleeted test
stores and the sales results of each item in the group were determined.
By carefully determining customer acoeptance of mew products ia this
mznner before extending them to Kroger's two thousond stores, costly
errors ozn of ten be prevented. '

Since all theses tests follow the same genercl puttern, the frozen
meats tests 1s a good exzmple. Because a low-temperature case is required
for frozen meats, these results were compared with scles results for fro-
sen frults anl vegetables which meed the same type of czse. This parti-
cular test lasted for quite a while, 80 pProgress reporss were submitted
frequemtly. Scles for each item, $Sotal ssles, sales per lime-r foos,
end markup dollars were all ealoculsted, The ratlio of frosen meat sales
to every hundred dollars of total store sales was 2lso considered sig-
aificant. It is stendard progedure for photogrsphs of the store display
of the new line to be submitted in the Yody of the report, This tyne of

presentation makes the whole study more essily grrsped by busy executives.
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Customer Attidwéww-Reporss

Of she reports on customer cttitudes and hadits, eight were based on
surveys, 5ix of the eight were the immediate results of surveys condmsted
with specifiec local problems ia mind, while two of these reports were nos
based on specific surveys, dut gave over-all cenclusions ea eross-shopping
that had been compiled as a dy-product of a number of ether surveys.

Of the six surveys wsed %0 solve lecal prodlems, one was eondusted
within Kroger steres, while the other five consisted of interviews made
in areas adjacent to Kroger stores.

The survey condusted within Kroger steores was made in eight repre-
sentative Kroger stores in Cinoinnati. During one week 9,533 interviews
were made in these eight stores. This was epproximately one-third of
the total mumber of shoppers 11; these stores during one week,

This survey, deing confined to Kroger stores, was to find out cer-
taln facts about Kroger customers, These were: 1) how fsr customers
1ive from stere; 2) how often they shop at that psrticular store;

3) whether they shop at any ether Kroger store; ) means of resching the
store; 5) departmental purehases and total sale.

Four of the surveys made outside the steres were made by personal
interview, vhile one was made by telephons. Typical of these personal
interviews made outside the store is the questionnaire showmn ia Figure 2,
which was used in a survey in the Cimoinnati area. 7hile this gquestica-
aairve is not very leng, it does reveal a awmber of pertinens facts adout
shopping habits in the area and adout the competitive position of various

chains and independents. Various breakdowns can reveal the strengths and
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"Good morning ~ ¥c're meking a mation:l food buying survey, wni I'a

1ike you to help ansver a few simple questions. It will take oaly a
minute,."

1.

To you buy most of the food for your fumily? Yes___ No__
(If "No", discontinme the interview.)

2. How many people do you bYuy food for?
3. There do you usually duy gpost of yours
Fresh fruits znd Keats Stcple
vegetables groceries

&, Store nsme
b, Address
e, How far
. Yy
4. Do you sometimes ( ) wuse 2 written shooping 1ist?

usaally ( )

2l ways ( )

never ()
5. Which of the following storest (Cheek list of Kreger, A & P ond

verious other competitors)
a. Have you shopped in? . ,
% Hze friendliest clerks?
¢. Is bdest lecking store?
» Yalch store hsat
Fresh fruits ond Meosts Steple
vegetables groceries

a, Lowest prices
% Best quality
6. Lorgest varliety
Classificationt
Eame
Address
Egtimated Age
Interviever

Fig. 2. estionnzire used in Cimeinnati survey
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woaknesses of each departzent, The information wmearthed by such a sur-
voy is often quite surprising to dranch personnel.

The usual awmber of interviews made in this type of local survey is
about 125, although 355 were made in one case. Since such studies are
rather routine, the merchandising research department has turned mwsh of
thias type of operation over %o the various branches.

These surveys ure usually resorted %0 whea the Kroger position in a
certain area is not as strong as i% is felt that it should de, Of course,
in the house~to-house interviewvs Kroger is never identified s the sponsor
of the survey, lest bilas de introdused.

The survey in which telephone interviews were used was Just one pars
of a very extensive study that wss made of the Kroger positiom in a specif-
ie¢ town of sbout 125,000 people. The Kroger operztion in this towa was
below par, despite the fact that the physical setup was capzble of doing
& maximmm Job. The task of the merchandising research department was %o
nske a therough study of the situation in the town, analysing reasons
behind the poor Kroger showing, and t0 mske recommendstions for improving
the competitive positioa.

A four-point study of the prodlem was made. Firstly, generzl office
and Wranch personnsl w;u questioned to get their thinking on the prodblem,
Seeondly, a thorough study of the market and the Kroger position was made
by on~the-spot observuation and preding. Thirdly, the actwal dollar vel-
wne of purchases by a Rumber of wemen in this town was measured - where,
when, and by whom, Fourthly, vomen ia this $own were interviewed and
asked their ocpinions =3 to the relative merits of Kroger and i%s compesi-

tors.
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The report gave all the basic date about the tomt geographical,
indus trial, ethnological, and populatiea facts. Ia =ddisioen, a histori-
cal summary of the Kroger positioa ia the tewn was given, The tetal
xamber of food stores, broken down as %0 independent and each specifie
chain, was also givea.

The historical positiomn ef Kroger ia $his Sowmn was nod favorable.
There had been a strong anti-chaiam feeling in the town during the 30's,
and Kroger had had an inferior physical plant. Kroger lef$ the tom en-
firely 4a 1940. Kroger returmed to the Sowa ia 19u6 and' Yegan dullding
new stores, and at the time of the study hed five modera stores.

Telephone interviewing was used in this survey 20 that s large number
of interviews could be obtaimed quickly end 2t a relatively low cost. A
further adventage in the use of the Selephone was 1tz sbility to mpread
the interviews in various sections of the oity. Four interviews each
were made with 550 women over an eight-day period. 3,314 shopring trips
and a total expenditure of $10,401.28 were involved. HNomes of respon-
dents were picked at random from the alfy telephane directory.

The stuly showed that only 17 pereent of the women bad deen ia a
Krager store in a $ypical week, while 58 persent hadn's Deen in recently
and 25 percent had never beea in, Sales were droken dowa ¥y each store,
end revealed thst Kroger had only seven percent of the business, while the
independents had 50 percent, and three other chains glit 43 percent of
the dusiness. The purchases were drokem down into departments, end each
ehaia was gcompared on this Dasis. The average sale per visit, mesns of
reaching the store, and type of shopper (i.e. men, woman, couple, child)

were also revecled from a dreakdown of $his information.
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A detalled drexkdown of the reasons for shopping in s certzin store
ghoved the sustomers rald major emphasis on price and products, on whieh
Kroger had the poorest rating. Kroger's strongest rating was on eppear-
ance, 7The fa0% that the other chaing did a detter scles jod them Kroger
seemed to indlgate that Kroger's emphasis was in the wrong plsce,

Thea the respondents were asked %0 oompare Kroger with one or more
of the other chains, 75 perecenl of the women rated Kroger as good as or
Petter ¥han the other chains, Yet, only 17 percent of the women shopped
at Kroger during the study. Habi$, then, was probadly a strong factor
that Kroger had $0 overcome in gaiming sustomers.

The variocus reasons for shopping each spesific store were bdrokem
dowa Wy stere. The respondemts were also asked ot the end of the test
why they dida't shop at Kroger stores. These replies were droken dowm
by seetion of town snd by ressom. Reasons for meat patronzge were also
determined in the survey, Various other dreakdowns and fastors included
the follewingt percentzge of respondents heving home delivery fort milk,
Yeked goods, and produce; percentage having frozen food leckers; ratio of
home owners and auto owners; percentsge hnving food store chrrge nccounte;
pereentsge meking unee of grocery store delivery; size of f-mily.

Yor sdditional light on the problem, prices of competitors were
chegked against Kroger prices. Kroger prices were definitely in line st
the time of this study, bPeing szdbout equel to the lowest nriced competitor.
Nowever, eight months prior $o this $ime a price study showed Kroger com-
pared poorly with its competitors em price. Although Kroger had improved
its price position in the eight-month period, 1t seemed likely thct many
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customers h:d decided thzt Kroger wes a bit high on prices eight months
before =nd hodn't been beck to find out that the price hid been ch nged,

To round out the study, & eomparieson wes -ade of Kroger advertising
and competitors® cdvertising., An analysis of newspaper limesge for 1G.49,
moath by month, showed that Kroger was fourth smong the four chaims in
1ineage, end fourth in readership. Resdership on the previous week's
edvertisement was checked and women were asked to express opimions =s to
which chain had the best buys, Only 6 percent thought Kroger hrd the
Yest buys.

Since Kroger used radio sdvertising in $his area, s study of radio
listeninz bebits wes also mede, Of the four stations sveiledle for after-
noon listening, the stetlion carrying Kroger programs rzted fourth in
listening, It wes also determimed that only about 2 percent of the women
in this town were listeners to the Kroger radio show,

The general theme of the conclusions $0 this report was that, although
Kroger had some bsd poimts in this town, there was no predominance of
things wrong with Kroger, There wes simply a lack of things different
adous Kroger which would convinee women to bBresk thelr long est-dlished
shopping hedits and come to Kroger stores. _

In the period of time since this report wes mbllited, Kroger hos
m:de a considerebly better showing 1n this city. Althouzh 1% would be
presumptucus to attribute 211 of this increase to the activities of the
merchendising resesrch department, the focusing of ~ttention on wesk
points and better evpreciestion of the over-all problems by dronch per-
sonnel which resulted from this study were {mwort-nt f-ctors in the

improved showing,
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hs was mentioned earlier ia this sectioa, two of the reports on cus-
toner ettitudes «nd shopping hadits were not based om specifie surveys,
but had deen compiled as & dy-prodwst of a mwmber of other surveys. The
firest of these studies gave a broad report oa targets for increzsed sales,
Women shoppers, the report sald, fell into three groups! those who duy
almost all their groceries at Kroger; those who duy some at Kroger and
some with sompetitors; those who by mone of their foed mesds from Kroger.
Means of selling to each of these three groups were suggested.

Vhile this report was rather general, it did a good job of analysing
the prodleam and stating 4% ia elear, sharp terms., Ia the day-to-day prod-
lems of the usiness, the ever-all perspective csa easily bde overlooked,
but such a repors helps to keep the majer considerations in mind. The
sesond of these $wo reports was quite similary te the one jJust meatiened
since it treated means of eomdating eross-shopping.

Although routine sales anslysis is outside the scope of this depzrt-
meat, occasionally 4t does do this type of work, One such report pre- '
sented trends in customer cowmd =ad average sale fer the various perieds
of $he year. This report dreks down each ¢f the company’s five divisioms
and 25 branches imnto sales per stere per week and averzge sale per trans-
actiem,

The secondary report ea sustomer attitudes and hadits was a reprias
of a speeah given at a trade conveation on the subject of female customer
psychology. There was a great deal of "food for thought® in the specch
and 1% was widely circulated Shroughout the company.
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Advertising Peports

The cdvertising report bosed on a survey wns conducted in Detrolt %o
determine whether the prominent fcaturing of the Betty Croskecr nome ot
the top of the weekly Kroger advertisement got ¢ higher recdershir thon
nornclly could be expecteds The survey wrs mcde on the day after the :d-
vertisement erpecred in the Detroit Newg, The interviews were sore:?
over various parts of the city, and exch crea surveyed wes cvzilsble to &
Kroger store ond ct lecat two cometitors. A $o0%cl of 908 women were
interviewed,

Pret studles hed indic-ted thet a larger percentoss of a ctore's
regular customers would recd 1%s zdvertisexcnts th-n =-ould non-customers,
The quastion of this teat »a= whether or mot the women who d1d not ordi-~
norily shop at Kroger read this ~dvertisement, fouturins the natlonsl
brand tle-in, and to vhot evtent, Ia order to be eure thet 211 the re-
spondents werz not Kroger shoppers, each was askecd the store where she
bought most of her meat, groceries, and produce,

The respondents were shown actual coples of the newsperer, The
housewives were acked to go throgh the paper, if thay h-d rced 1%, and
indieczte which advartisements they had read, znd which parts of the food
store advertising they recalled reading, Of the women Literviewed, 337
(37.1 percent) sald they had seen the paper. Since this number w-3 the
meximum rezdership, the percentugoes given were erpressed as the rotio of
re~ders of the acdvertisements %0 rezders of the pcper.

This particuler editlon of the paper contained six fall-pege fosd

store sdvertizements, Each of these was divided into nine scctions, end
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the respondent wrs zsked which sections h ¢ Deen r«<rd, Thus, for tot:sl
reader-impressions the mumber of ssctions in esch sdvertiserment (ninc)
times the nurber of re:zders of the peoer (237) zrve a totzl of 3,033
possidble merimum reo:der-irmpressions, which would be the one-hundred per-
cent figure, This ccctional breakidown of recdership is ususlly not aveil-
aeble for grocery yrice :dvertising,

The figures were broken down to revezl eross-reclership, 1.e. the
nunber of Erczer choprers recding A & P advertising, the number of “rigley
shoppera reading Kroger sdvertising, et cetera. The test showed 2 much
bigher percent:ge of competitors® shoppers reacling this Kroger adver-
tisement than vice versa,

The avercge readership for the six full-puge edvertisements wes 36
percent, while the Kroger odvertisemend hcd the h'ghest readership - 49
rercent, Kroger also h:d a more thorough re:ding by sections then eny of
the other edverticements, Similar tests in Chicigo verified the rreults
of this test, indic: ting the attentlon - retting v:'ue of a natisnzl drend,

A veory ertensive experimentel test woa conducted to determine vorlons
focts ebout the effectivenesa of Kroger's rcdlo civertising. The test
vz Cesigned to enswer two cuestionst 1) Cun the s:le of eggs be in-
crezsed by edvertising them on e serisl dr:ma without the loss of arlces
on bread, the previously sdvertised item?; end 2) 11l the use of spot
rcdlo (individusl promotions of a varlety of products) be more effective
than a long-term seriel dramc progrem (promoting permemently e single
produst)?

The test listed one year and covered four brunches, The test wos

sctually eonducted in t»o phases. One wos in the lModisom and Grond R pids
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brenches where the "Mary Yoster" show (advertising Eroger Bresd) res
canceled sni spot snnouncements were subgtituted: the other wes in the
Charleston and Kemphis branches where the "Miry Foster" chow wre contimmed,
but egg commercials repleced the bresl cozme clils,
| The test grour of stores conslsted of those exposed to rudlo (shether
1t Ye serial crums or spot cnnouncemer’s), end the control group consisted
of thoce stores not exposed to rcdlo stitions thit curried the "Mary
Fogter" clow, <he seclection of stores in euch group was mede on the dbesis
of the cegree of penetration enjoyed by the station cerrying the progrem
in queetion, the test stores being those in counties with the grectest
degree of stetion lictening, end the control stores being those in countics
with 142tle or mo stetion listening. The criterion on whioch the tect end
cortrol stores were selected wus the Kroger Badlo Survey which reports
by county the relative position ¢f the wrrious stations in respect to
other stations in smount of listening,

For each of the {tems acverticed there wee the problem of determim-~
ing the effect of this alvertising on the sales of the advertised product
ia the two groups of stores (test and control) before, curing, =nd after
the promotion,

Becsuse r«dlo stution coveruge paiterns do not follow the Kroger
branch srea limits, not all the stores in the four test branches were
exposed to the test advertising, Therefore, there were no inter-branch
comparisons. Store claplays wore umiform throughout each brsnch, and so
would not be an zdided voriable which would affect el thor ths test or con-
trol grour. Sules plans und newspeper advoriising were slso uniform

throughout esch gpecific branch, so there was no varicdle in that respect,
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The spot racdio test, conducted in two northerm brenches, c:lled for
canceling the bread show and substituting twenty spot snnouncements a
week over the station that formerly carried the bread show, I=ch of the
specific items was featured in spot annoumcements for a period of either
two or four weeks. ihe items thus advertised were! Kroger Feaa, Kroger
Corn, Kroger Fruit Cocktail, Kroger Feaches and Kroger Fruit Cske,

Ag previous studies had shown that compe titive branas of ten lose
sales to the advertised brand, sales for competitive bruanis were obtzined
‘for similar periods. | This showed whether sales were merely shifted froa
one brand to the aivertised drand or whether additional scles were stimm~
lated.

3ince the Xroger st:ztion in Memphis had some degree of cover:sge in
each oounty in which Kroger operstes in that bransh, the criterion for
determining test and control stores was the degree of soumty covercge by
tlhils station. 7The test group was composed of sixly stores in counties in
which this station hzd the greatest degree of penetration, and the cone
trol grouw was composed of 20 stores in coumties in which the station hsd
1ittle or no coversge. Neither of the groups were exosed $0 any eoverage
from other stations carrying the "Mary Foster" drend sdvertising., Fgg
sdvertising was the only appereat variadle between the two groups., The
ocorrespeading periods of the previous yeer were used 2s braes for com-
pering bread and egz tonnage. The same procedure wre used in the
Charleston test,

Included in the final wepor$ were date!

1) showing the relative effect on bread sales when redio serial
advertising is removed,
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2) eonceraing spot advertising?
a. e effectivensss of a two-week program versus a four-week
progran of spols.
¥, Pelative effect of spot anncuncements on total dollar store
sale!.

3) eaceming serial drama advertising!

a. the relative effect of serial drama carrylng egz advertising
on total dollar sales.

k) important in the application of the most effective tyne of rsdio
merchandising.

s. PTelative effectivensss of various produsts,
b, relative effect on ths produet group from zdvertising one
product, (Erozer Peas advertised - effest on competive
. ,;:i:tin effect on another produet from sdvertising relsted
produss. (Kroger Peas advertised - effect on Kroger Com).
In order %o measure accurately the effectiveness of the sdvertising,
a statisticzl epproach was required, The first computation was one thad
removed the store-size variadble. By computing a ratio (test sales divided
by dase sales), the relstive increase or desresse for each store was seea.
Thus, the mgaitude of sales vas not a confowmding fastor. In comparing
the raties of increase or decrease, the maln concera was to determine
whether the eoluma effect (variations of increases and decreases of stores
within each group - test and contrel) would de the same in each of the
columns (the same inter-astion ia both groups). If significant inter-
actions (more increzses or deoreases in one of the groups than in the
other) were found, and 1f 4% were of the nature of a sales inorease ia
the test stores, the increzse dme %0 advertising ocould be estimated,
The Waree secondary reports that were concermed with edvertising were
reparts ea the ratings of Kroger advertising by the various national ser-

vices, Flelsen for televisioa ratings and Starch resdership ratings for
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Kroger nevspzper advertising., Such highly techmicsl rnd costly services
as these ere best performed dy natiomal symdicates, since the merchandis-
ing resecrch department of the Xroger Compuny 13 not esulpped technlczlly
or finamclally, to earry out such operations.

Reports on Competition

Since the grocery business is one of the most competitive ia Ameries,
it is Mghly important to know what eompetitors are Joing =t all times.
One report om competition was a survey of Xroger branches $0 find ocut
vhether verious losal competiinn had adopted one~-half ceat keys oa cash
registers. INach bransh was also asked whether 1% thought that Kroger
would gain an advantage over competitica Dy weing swsh keys,

da importcnt report o competition is the anmual ocompany wide priece
cheek, Ia each of the company's 25 branshes, from two %o four loosl com-
Petitors sre checked for prices. A rather large mmber of items are
ehecked for price comprrison, Fach bBranch is itemlzed separstely by each
lecal competitor, and the mmmber of items 4in erch smmodity grown 1is
1listed according to whether the Krozer price ﬁm szme as, higher than,
or lower than competition,

Two reports were dased oa the leﬁsational Eevey Super Market at
Apderson, Indisna. The first report covered the openingz of the store,
It gave en socount of the promotionsal sctivities ﬁat acoompanied the
opening and commeated on the departremts and fixtures. Plctures were
included 12 the repors. The secoud report was one year later and des-
orided the changes that had takea place in the interim. IS was alm
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accompanied by a price check of the store as compzred to the Krager store
ia Anderson.

The first of the secondary reports on the sibject of eompetition gave
the results of the biennlal survey by IThia 7gek magezine on the werious
leading food chains, This survey afferds 2 good yardstock by which to
meagure resulis since verlous sigaificant breakdowns sre made in this re-
port, The mwmder of stores, percentage of self-service stores, sales per
store, mmbder of clties and counties ia which the chalm operates, persentaze
of tetal food Pusiness each chain has in these sounties, departmental
dreskdomi of tetzl store sales, and advertising expenditures are all
1disted in this report. The seocond sueh report gave the resul ¢s of data
sompiled by Iood Ioplos ragaszine ea all eomdimation grecery sales, doth
chala and independent, with intersretatioms.

The third secondary repors on the sudject of coapetition was some-
thing of & magmm ouus. This very comprehensive report was dased en
bokery serchendising, The exhaustive theroughness of the revort is in
1tself a £0od argumeat for a ssparate fulletime resecreh depsriment sines
1t 1s rather wmlikely that a line exeutive would either hove the time or
Sake the time %0 wmdertske a projest of this nature. Althouxh the data
were all oblaimed outside the resecrech department of the Kroger Commonw,
114 kad %0 do gleaned from a mumber of different snurces, rnd 2ll the ime
formation was focused 80 as %o help sslve prodlems porticuler to Xroger,

The question of how far Kroger should go ia its b-kery operctions
(self-nervice, semi-self-service, or complete service) wos a mmter of some

contreveray. To 2dd some light $0 %he prodlem, the merchandising research
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departsent determined what other fimas h:od done #nd also laid down sae
basie factors on successful bakery nerdﬁ#dizing.

In sddidion to a stcteucnt of the problem this report contained four
main sections., The first gave a gener:zl swarncry on the field: the secomd,
Besio dsta om Ahe beking fleld; the third, the verious types of swer
marked dokery overstions: and the fourth, 6sse studies of what competitors
had done,

The generzl sumsry seation listed the locotion of the deprrtment,
merchand ising techniques, effeet on other ssles, tyves of displry rad
fixtures, personnel faocts and customer Buying hodita,

. The next section gave a review of the industry in the preceding yesr,
listing dollar sales, Profit figures, et. cetera, Also included were the
preposed plans of wholesals dekers, faots on the lador market, retail
bakers® produstioca plans, average sals per shopper, and fWype of outlet
in which dzked goods were bought,

The third seotion %00k up the types of chain stere super market
bakery installations, Included thereia were the following! chaim-opera-
ted Dekeries; leased consession; sale of outside dokerys' merchandises
service versus self-gervioe: fastor of vieidility: sdvantages of wall lo-
cation; personnel; and dulies of a salewerson in a service department.

The fourth seciion listed 6ase studies of ten of the leading chalms
ia the nr&andlcing of beked goods and descrided the nature of their
overations, 4An sppendix 1listed pertinment frcts zbdous home deking hodits,

The preceding report and the other secondary reports serve to voint

out that Kroger's merchaniising resezsroh depcrtment is constrantly perusing
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the trade press and related pudblications for things vhich 1% can pzss
alemg %o interested oxecutives. The funetioms of this departasnt f£a2ll
into two categories. It is, first of all, a department that eanalyzes
and interprets marketing informatioa im terms of preoposed decisions or
actions, This requires the use of one of the three techniques of g:ther-
ing primary dats or the use of secondary sowrces. Ia sddition %o this,
1% is a source of factual information in the reference lidrary sense. It
gives fast snswers to spot questions from existing moterials m el ther
published sourees or company reoords., Actuslly, this deprrtment hrs &
vast fuad of mmassimileted information which hos been gathered as a dy-
produes of other investigations, This vzst fund prodebly contains high-
grade ore vhich can be profi tably ained in the future s the need erises.

Beports on Promotions

Ag was stated previcusly, the promotions attempt to doost store
troffic, One such promotional test concerned an attempt to boost Kroger
sales in a towa where sales wers rather low by distriduting dooks with
five dollars' worth of varied coupoms, redeemable enly at Kroger stores
in this town. Stores in two nearby towms, similar ia industrial amd
ethnological characteristics, were used in the control group. The stores
in the sontrel group were also similar to the test stores in doth dollsr
sales and eustomer count,

The postetest period was quite importent im this test since the
objective was %0 accomplich a sales increase on a parmanent bosis. The
total value of ocupons redeemed was $4,837.75. The test stores enjoved
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an inorease in store traffic, doth during eznd after the test, while the
control group h=d a less in stere traffie during the szme periods,

The eost of the test was figured as follows!

Coupons (produstion and distridutiom) $3, 600

Meplay Material 207

Coupon Redemptiom

Total Cost $8,607
Less = Net Ancunt Recapturedl®

Bolance yet to reccpture $4,107
On this dasis &% %00k a 5.1 percent sales inorease for the test group of
stores over a tventy-week veriod $o write off the dalance. This was fig-
ured on the dasis that a 5.1 percent sales inoresse per week would give
$211 markup dollars ver week. This experiment is a good example of how
market ing researeh ¢zn carefully estimate the denefit of s promotionsl
schenme,

A similar promotional exverimeat was condusted to see the effect om
store traffic and Sotsl stere sales By of fering a verfume vrlue, sald to
be worth $3.50, for ten cents. Your test stores were used in the town,
while five control steres wers located in towns fsr enough away to de une
sffected by the nmewspaper edvertising announcing the sale of the perfume.
A geparate advertisement was used to anncunce the sale of the perfume,
and 1t was limited to one % a customer. Mass displays of approximately
seven-hundred bdottles of perfume were set wp in high troffie locatioms in
each of the four test stores., 4 dase period of five weeks, immedintely
preceding the test, was czloulated.

10 This was the profit on the gxirs sales, figured at the uswel
Sranch merkap,
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Duaring the week of the perfume offer, the dollsr volume of the test
stores increased 2,3 percent over the bnse period, while the control
stores increased 0.2 pemﬁt during the scme period, & net g-in of 2.1
percent, The customer coun$ in the test stores during the week of the
offer inorezzed 4,2 percemt over the base, while the control group de-
orezsed O,) peroent during the same period. Similar resﬁlia were evi-
dent during the poat=test pericd « e¢vidence thet 2 permunent increcse

had been galned,

Techaticel Reports

The $wo technicsl Sests enter more into the realm of sclience thon
the wsucl work by the depertmemt. One test wos %0 determine whether
eovering a refrigercated produse rack at night would keen the produce in
detier shzmpe than lecving the reck wacovered. This Sest wzs eondusted
Jointly by the merchrndising resevarch depertment, the Kroger Food Founda-
Sion and the Bussmrn Refrigerstion Comvany, Temmersture control rnd
relstive humidity were two fogtors that entered into the fin-1 Aecision,

The second test hed to do with cost end profit figures for - self-
service meat case, Time and moti-n studies were conducted in t-is test,
The oost per pound of meat and ecost per pcckege wrrpned were fizured for
both materials and labor. The profit per man~hour was also caleculated,
Techniecl resezrch of this type is a B$ out of the usual work of the
merehendising resecarch depertment, and usuclly comes within the scope
of the Food Foundation or the merchandising department ecncerned.

Migeellaneous

The misecellaneous report was the result of = survey among store
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versonnel to determine employee readership of pudblic relations folders
which hcd been issued by the compsny, Only versons who hrd been with
the compeny for more thun three months were interviewed, This w»:s to
meke certein that they had been issued the foldere, Thotost-tlc copies
of the folders were shown to esch respondent, IE:ch wio zsked! 1) 4f he
hzd recelved the folder: 2) if he had reed 1%: 3) 1f he remembered the
contents; and 4) his opinion on whether or not the folders were worthe

while and should de contimmed.

Panel Operation

A very smbitious project now being ceorried on by the merchaniising
resesrch depsrtwent is a consumer panel, comsisting of about aine-hmmdred
f:milies in S8, Louls, Dayton, and Atlanta, These three cities were
chouen w give different geograpbical locations and om the dasis of the
number of Kroger stores in the ares. The panel wa: set up so that there
would be two groups in each town « owners of television sets (the test
group) and those who did not have sets (the control growp).

The purpose of the test is to determine the effest, Af any, vhich the
Krozer Selevision show, "The Alan Young Show," will hove on.the food »ur-
chasing hebits of television set owners, 4 foureweek b-ge period wosa
conducted during Auvgust of 1950 before the Kroger show rent on the olr,

To provide for those, subsequent t0 the initi:1 interview, ~-ho doueht
television sets, a few more non~television set ommers were selectcd, The
nine-lmndred initial memders of the panel was e figure set high onouzh to
allow for the caloulated mmber of drep-cuts. As 6an de seen from Figure
. 3, the iaitial questionnaire was eonstruated so thot any doud $fal verscms
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would be diseourrgad from joining the psnel, The sttempt wis t0 eliminate
most of the potentizl dropeouts defore the p.:nel wes finally estzblished.

4 mamber of epplied pavchologiocel points e6:n be seen in the ques-
Sonanire in Pigure 3, Tirst of all, the respondent was shown just how
eagy 1t is %o fill out one of the sample report forme, Then the french
fry cutter wag given to make the person feel indedted snd more willing to
contimme, The prospect of future gifts wes held out ns en incentive %o
the respondent,

A form of the erea system of gathering a sample was used, i.,e, the
faterviewer 44 not have the ultimate gholae 2s to0 the respondent, Thie
keeps down dins, The interviawer was %914 %0 go %0 a ecertaia mpesified
interseotion and start walking in a eertain direstion along a certsia
side of the street. The izberviewsr was allowed to start at the firet
home, but 4f a respomdent agreed to cooperate in the panel, the inter-
viewer had t0 skip the next three homes befors interviewing another woman,

This was preferred to the guota system of sawpling in which the s:m-
Ple 1s constrwoted 80 that the significant elemeats ia tha $ot:1 popula-
tion exist in the aample in the same propertioa as in the total vopula-
tiom delng studied. The umal &ifficulty with the quota systes of samp-
1ling is that fact that up-to=date statistice on cartain arecs are seldom
avalladle,

FPive ranges for imcome were given, rather than the more usunl three,
Experience has shom that with three groups the middle grown is dispor-

Stenately heavy, Yut with five groups a more normal Mstridution e
obtained,
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"Good Morning (Aftermoon),”
*Te're making a food shopping eurvey here in end 1'a 1ixe to

have you help us. It will tzke only a ocouple minutes of your time snd
will be very useful to us.”

*Do do mos$ of the food Wuying for your family!"
(If NO, thank her and discontimwme the interview.)

"Have you bowght any food teday? (yesterday?) 1last weekend?)"

"Tmld you mind helping ms £111 sut this iafarmation sdoust that food
shopping trip?"

ROTEt Let the resnondend see you write in all the f=ets about her most
reeent trip, Then sy,

"Wo oertainly would svpreciate it if you'd help us with this informatiom
for all the food-duylng trips you end your family meke durine the week,
You sew how 1ittle time 4% took to mark this ome - even thouzh it wes
your first time. Now that you're used to 1t, they will be ceceier and
quicker, 7e'd 1like you to f111 4ia this information and them mall it to
us e~ch week = 2nd we'll send you a prize for everr four lists you re-
turn. Of course, we'll take c-re of $he mostage. All you heve to do
18 £111 in the infommation like we did just now « then returm it to us,
You don 't even hove to write oa the envelope; 1t will »lready have our
sddress printed om 1%, The gift will aleo be smt by meil - and you'll
Teseive ene for every four lists you merk and retum."

EOXZt If ®he respondemt does net want to eocperate, thenk her snd dis-
continue the interview. FPlease rememder that this i@ a panelj and
if she scems hesitant, she prodadly would drop out anywsy. Finigh
intervievs only vith those housewives whom you feel will contimme
to sead in weekly rveports. Thea give french fry eutter %o those
interested,

If she sgrees t0 ecoperate, sayt
"Jo need a 1little more informs tiom sbous your food and mesl st

(1) To how meny pecple 40 you serve mesls’

Total people
Children under 12
Agults

Fig 3. uestionnaire for setting un prnel
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(2) Fhere do you usmally duy mass ef yourt

STORZs ADDHI33Y
Presh Moats
Pruits and Vegetadles
Groseries

(3) X4 there any special reason vhy you buy most of your gmaarias
at (avove store)?

"Tor the first gift - the one you vecelve after you return four weekly
reports, you may hove your choiee of this set of kitchen drushes or this
oolerful sugar and oresmer set. Ye'll mail you whichever you want - as
200R o8 we get your fourth return. Which eme do wou want us $o send!”
Kiteher Braghe s
Sugar & Creameyr )

*Po what sddress should we mail 487"

NME ADDRESS
OITY, ZOBE PHONE

"~ "Thepe are 2 ecouple other %hings we need some infermation oa!

(4) Thinking of everyone in your family, abous how many food-buylng
SPins ere made in a week

How many of these Srips are made by walking to the stere’ _____
How many by driving the carl
How mamy Dy dus or ether pudlie trsmnsportationt

(5) "nat brend of milk 4o yow wually duyl.____.
"hat other brands of milk & you sometimes duy!

(6) "nat brand of dresd ds wsual L -
¥hat other brand':aof »!3 1) 7011:’ .'::Zm.. hﬁ

Do %n have bread and pastries delivered %o your home! Yes ( )
o { )  If YES, svout how wwoh is your weekly dakery B111?

(7) Including your milk and bakery expenges, sbout how mush does
your £omily spemd for food in an average week!

(8) het drand of eoffes & you wrually Suy!
That other draxdg of eoffes & you cometimes duy’

Tig. 3. Questiomnaire for setting wp pamel (oontinued)



(9)
(10)

(11)
(12)

(13)

(as)

DO ﬁm get a dally newspsper? Yes ( ) XNo ( )
, whigh wpor’

Dy you persmslly mad moe ada 1n thz newgpaper!
Nover ( ) Somstimes () Ussal Mweye ()

"hose grocery ad jo you read mest often?

¥hat other groeery ads 4o you sometimes read!

Hﬂ have & radio? Yeg ( ) Xo ( )
134 during e Cay*ime whieh d&o SYou 1listen %o most oftem?
Dqtm Quaix shows.. erials

gnhanaulnhiea pet? Yoz ( ) Bo ( )

how meny months have you hed §
'ma {s your fevorite of the regular gfdwv;f

*Thanke for helping us with these questiams; the infermation will bde very

useful,”

Egtimated Incomet (H1) 1234 5 (Lo)  Date.
Eetimated Ageleun lntemm

Fig. 3. Questiomnsire for setting wp panel (continued)
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The supervisors who set up the panels in the three towns remsined
in those towms feor a period of Waree weeks after the memders started
reporting. They checked the reports semd in and, vhere there were errors,
helped the memders to f111 out the forms correetly.

The second page of the initial interview form conteined a» vrst fund
of pertiment deta sbout the memders of the panel., This dnte, vhem sw-
rlemented by other reports, gives a good idea of the food purchesing
hadits of these women,

The weekly reporting form which 4s shown in Figure % 1is quite simple
to £111 cut, It 1ists wvhen, shere, vho, wha$, snd hov wwch food was
Sought. The ehecklist wnder ke vhat sectien makes the precess very sim-
ple. This form 18 semat to a post office dox mumber which has 30 spparent
sonnestion vith the Kroger Company,

A form was later sulmitted $o the panel memders on their televisiom
11stming hedtits. The members were acked to state their faverite tele-
vision progrem. In pddition, a cheecklist of twelve television shows
svailadble in the area, ineluding the Kroger-sponsored program, wes given
Whe panel mmbders. They vore asked $0 give the mmder of $imes furing
the past w0 wosks that each of the listed programs was geen, Television
shews that are spomsored by food shains operating in the area are slways
included in the cheeklist,

Tor every four wedkly reports seat in, the memders of the penel
receive an inexpensive gift. Frimily, chatty letters slways sceompary
these gifts. These tedhniques help to reduse the muambder of drov-ocuts,

Nembers of the merchandising research department have contasted
those panel memders who have Deen neglizent in sdmitsing weekly reports.
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The ususl result of such uctica 465 thut the member resumes the reporting.

In eddition to those excellent reporters who remain in the penel for
the entlre test period, there will be othcrs who report for the bzse pe-
riod and part of the test wund thea dvop. There will also de somo whe
report for the base and intermitstent periocds during the operatiom of the
panel. Although these two groups may leave something to de desired as
%0 the nwmber of reports submitted, still those reports which they did
submit are perfectly valid and legitimate conclusions czn be arawn there-
frem,

In addition to the primary informction om the effect of Kroger tele-
vislon advertising on customers, a vast fund of other informs:lon on
food shopping hobits in gemersl will resul$ from this project. This
valuable information, obtained a3 & Py-produst, should be of eonszider-
eble vzlue in the future work of the merch:ndising research department
as 4t snalyzes vnd interprets the dzta of the field of food distridbusion
80 that the Kroger Company cen operate more efficliently and thms, in

turn, enabls 4ts custoumers 30 "ldve Better For less."



CHAPTER ¥

TP & SHOP, INCORPURATED

Ons of the most ardmb advecates of marketing yesearch im the feod
@ain 1614 10 Step & Shop, Incerporated of Begten, Xansachusette, 1}
his eomany operstes 85 stores thet 414 » volwme of sbout 52 million
. a1lars in 19%0. Iss morketing reseerch division consists of 1U full-
time menbers. Considering the size of the company, ¥ils is quite a l-rce
denartment,

This deprrtment's setivities are quite wide ia scope - much wider
than the astivities of the Kroger Company's merechandieins yveserrch depsrt-
rent which canifines itzelf to the oolutlon_ of merchaniising prodlems,

The Stop & Shop m-rketing reserrch dMvision emd-rka on nll the followi-g
stulies!
morkes preas, the fastor of ocmvetition, selecting smd evrlusting
store lcortions, consamer buying hsbits, seles notemtinmls, zettiing
szles cuotrs, srles promotion, prodlems of vricing, movement of
commodi ties, product eliminstion or simmlific-tion of limes, mrriret-
ing rossibilities of new products, store displ-ys rnd thelr effective-
ness, prckeging, operating costs, elimination of weste, store gt ndards

and prectices, streamlining of operstioms, prodlems of orgsnizetioa
and supervision, ani businses tremds.l?

Stop & Snop (femmerly Xnown as ®e Zosmomy Grocery Stores Corpora-
tien) estadlished = merketing resesreh department ia 1938 vhem the company
f1rst Yegrn to Waild swper markets. Salestion of store sites and reer-

11 The first pert of $his chepter s based om, G, Clark Thompson,

(Swadies 1n Bustness Peliay, ¥o. 19)
ev Toxxt National Indwstrial Cemferemce Board, 19:46).

12 V1lliam Appledaum, "A Marketing Reseoreh Training Pregrem for
Yar Veterms," fomzas) of. 11:179, Osteder, lszg.
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ganising the company's entire system of distribution on the smer m-vkot
prineinle decosme the initial funstion of the dep~riment.

From this beginning the scone of the devsrtment's work wss soon
drosdened, Msmapement realised that the detr grtherrd 1n e mrehensaive
market studles could de used to good sdventrge in enlving m-ny merehsn-
dising prodlems., The advertising and ssles deprriments begen to use the
nevly esteblished department. The depsriment's eotivities soon wemt
Yeyond éu fleld of marketing. The deparwment wss asked to study the
orgsnisational structure of the company snd recommend chenges. The de-
partzent also asshted in preparing a stere policy menusnl,

The marketing research division 1s headed by the Director of
Marke ting Reserreh end Coordinatiom who reports to the gemersl menrger,
Iamediate supervision snd directionm of the staff, however, is deleg-ted
$o e Monager of Marketing Resecreh, The Director of Marketing Reserreh
and Coordination is also en the executive coumeil which mekes all company
relicies other than those determined by the dorrd of direstors.

The orgenization of the department is showm in Ti-ure 5, The fourtaer
memders of the devrriment erre supvlemented vhen needed by temvorsry field
emd cdlericsl heln, The five anslysts do l«;ﬂ of the work either rs indi-
vidnels or in Sesms, depending omn the size of the prodlem, Two speelalicts,
one ea meat merchandising and the other on produce merchendising, work
with the manrger in hendling more technical m-tters in their respective
fields. "hile these mem are not trained marketing reserrch snnlysts, they
are highly scilled specialists in the marketing of these perishable pre-
dots. The mennger of the department coordinates these specialists with
the amelysts,
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Yhile the scope of work hamdled Dy the department is Vroad, 1t does
not wadertaks assigmasmts in areas in vhidch 1t is not competeat, such as
ineurance, varehouse laysut, et ceters, On veccasions ocutside cpoeiallﬁu
are retained %0 supplement the deporimens.

Renetitive jods of an adceunting eor stotisticrl meturs sre enly
handled by the department vhere interpretation or snslysis ie reoculred,
The deportment slso renders aseistanee %o other depnriments im vlennine
presedures and forms and {n &eveloping follow-up controls.

Thile the majority of prejects are imitlated at the request of seme-
ene ountside the deperiment, some projeets 4o originate wvithia the depart-
amt, Defore any stuly is degun, 2 repert is prevared desoriding the pre-
sedure amd purpose of the work. The report also contaians informatiem as
o who will & the work, vhea 4% will de done, =nd estimates the oost.
Sueh a repert serves £s a blusprint in the execution of the study.
Altheugh the Uirester of Marketing Researoh snd Coordinatiem §s resvonsi-
ble to the gemeral mencger for the deparwment’s work, the genersl mansger
Bas delegated the authoridy So the director so thot, as a me tter of
practice, s Juigment am the vrlue of any certain project is final,

Afder an snalyst s given a particular prejest, he must e~rry 1t %o
eempletion, even to the preparatiem of the finsl remort, Mang and charts
are el ther dene dy the snalyst or by someone else in the den-rtment who
1s #&1lled at such presentation. The rerort i{s reviewed snd edited by
the mensger before 1t is typed. The Direstor of Hnrketing Beserrch and
Coordination gives the report a final review before 1t is relansed.

In sddition 80 gathering and interpreting the faots, the department
also gives explioclt recomendaticms. Eenorts ere submitted to all key
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men eoncerned with the sbjest, "here a revort is of commany-wide inter-
est, all members of the executive eoumsil recsive » copy. <uite often,
e mnrger or director of the deparimsad suwlements s written repors
vith sn oral presentation, using visusl aids % put over mejor poinis,

The deportment 1= sn entity vithin the corporotion and has 18s em
taiget. The Bmdget, based om the antieipated research program, is estad-
1ished jointly by $the direstor, the general manager, and the viee-presi-
dents. "hile the bosic duiget, covering the permanent steff, is falrly
rigld, thero 1o quite a W& of 1lstitude in other expenses since the merit
of eadh Job 1s given sepzrrte comsiderstiom defore 4% is undertaken,

-Detalled cost-s000uRSing records sre kept on every study. Once o
aonth the depnrtment f»reparec a report that glves the st=tus and nro-ress
of stules, the man-hours expended, md costs. The generel msnrger
receives this renors,

Fach research snalyst is expected $0 keep himself abrenst of develop-
ments in marbeting resenreh techniqees. The 11%rrry prooares conies of
current srticles on merieting yeseordi, snd each enrlyst mmst brief
severzl of these each menth, After these bdriefs are mimeograsphed, they
are disiributed smong the researdh menbers of the staff,

The Director of Marketing Research md Ooerdination spent five years
doing mriketing research work for Kreger defore coming %o Stop & Snep.

o headed the department ad Kroger for three of these five years. e
sonager osme directly from a maiversity mnd worked his way up throvgh
the departmens,

In the day-80-dsy operationm of the department the memsger hes oom-
plete authority., He fcmes all instyustions and supervises the work
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without interference by the director. The director hires a2ll the perma-
nent staff members, assigns subjects for study by the department, approves
reports before release, and handles budgetary matters. He also acts as
adviser to the manager of the department on matters of marketing research
techniqus.

Personnel from this department are drawn from both within the company
and from outside, The department usually prefers young, intelligent
people with little previous training in marketing research,

Stop & Shop has set up a special training program in marketing
research for war veterans, Four young men between the sges of 22 and 29
were selected as trainees, The training was so designed to teach both
practice and theory. The program was designed to take three years.

There were four phases to the program! training through doing; seminars;
contact with professionals; and university courses.

Each trainee was required to submit to his superior a daily report
on his activities of the previous day., Each was 'gi;e'n a specific piece
of research and was to consult with his superior when necessary. In the
course of their practical training, the trainees wﬁuld: collect internal
énd external data; conduct marketing tests; and analyze the data and wiite

' reports containing conclusions and recommendations based thereon. Before

™~

""starting in the marketing research department, these veterans were given

some actual experience in company stores and warehouses.

Throughout the training program, a ninety-minute seminar was held

each week with the Direator of Marketing Besearch presiding over the

‘trainees, At first, each seminar session was addressed by an executive
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of the compzny who dlscussed the orzonizatisn =nd ectivities of his derrn-ta
ment, Later, the semin:rs were 22voted %0 nresentins esnd discussin- the
following!
mzjor aurrent develorments in the food distridtution industryy the
contents and eharscteristics of selscted trade amd professional
Journsls: marreting soursce materiala; marketing rese-rch tools =nd
techniques; the merits emd shortcomings of verious merketing reserpyeh
surveys; the history of m-rketing resesrrchi mnrketing resenrch org-a-
isationst snd mrjor current develovments in the merketing reserrch
f1eld,15
The trainees took turns in preparing snd presenting the tonies &1s-
cussed at the seminar meetings. At intervals, guest snmeskers from educa-
tion, governmen$, or industry were invited to cédresa the groun, The
trainees were required to sudmil renorts bosed on esch semlner meeting,
These were re-d by the director who commented on them snd returned them,
Extra~ourriculer activities were emooursged by the eompeny. The
traineecs were urged to attend professiemal mectings of edvertising,
marketing, end sales groups, ?7ritten renorts on all sush mretings were
required. 4 required currioulum of mbdjects to be tsken et nizht was set
up for the trainees, Courses in the following flelds were required?
statistics, accounting, economics, merketing, snd psychology. The trinin-
ees algo etteded IBM courses om the wses of Pusiness machines,
Stop & Shop Bas. done marketing resezreh in the field of operstions -
a fleld in which relatively 11ttle merketing researeh work has deen dmne.

One such study had to 40 with the checkout prouem.l" Daspite the f:-cd

13 iﬂ.ﬂ. P. 1750,

% Bighard Spears, "Ilpnving Swper ¥enrket Opereting Zfficiency,"
Journsl of Marketing, 13:218-220, Ustoder, 19u3,
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that mush had been sald adout the prodliem Vy various industry spokesmen,
the Stop & Shop menagement still lacked a bDasis for clesr-cut sction,

Yhen the prodlem was given $o the moerketins researoh department, it
wae decided ¢to find ocud how mueh ﬁlq customers svent in the store end
how that $ime was divided detwesn shopring and eheckows. Esch customer
was handed a time-marked eard vhea entering the store. This ecsrd was
anh time-marked whon the Gustiomer entered the cheekout line. Stop-
watch stadies were made to determine precisely hov leag the cashiers
%ok %0 arrange the merchendise, total the sale, Gollect the mongy and
dag the merdhandige.

Informatien was also reserded %o shov the store depariments visited,
anouxt of sale and menmner ¢f eperating cheeking Booths at varieus periods
of the day, Trom this dste were determined the compensat part of each
austomer's store time, the swder of customers in the store st mmy ome
time and the sales volume at any eme time,

The following eonclusisas were derived from the study!

1. Time required for adding merdhandise charges om the cash reglster
accounts for a relatively small pertion of total checkout time,

2. Neny of the suggested eolutt ns mnd mechenical eontrivenees de-
signed to redwse anly the time required for totaling merchendise
dharges c0annot sdstantially redase eheckout time.

3. Pesk cheeking loeds orm De handled by providing additional
ehscking equirment and cashiers, by redueing the fumctions of the
csthiers, or by vroviding sdditional personnel ¢ 23sis$ in
erranging or sacking mersheadise.l5

On the dasis of this stedy, extra checkout lames were added where
possidle, mew steres ingluled extra checkout lsmes and wosk schedules vere

15 M’ p. 220
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adjusted 80 that a pesk mmber of eaployees were availadle %0 help in the
cheskout stends during the perieds of heaviest customer traffis.

Nany of the Stop & Fnop stores are loecated in snd around metropolitan
Besten. Ia this demsely populated area rents are high, and a good lecs-
Sion 1e¢ extremely importmmt, This chaln, as a resul$, has done a consider
edle mount of research om defining tradimg aress. The principles eould
e sprlied %o any other chain's stere locstiom prodles,l6

Stop & Snop gemerally tries to get sbout 75 interviews for every
thousand dellars of store sales. In these interviews verious pertinent
fa0ts about the cusiomers are cbiained. Speelally designed mark-sense
eards are wsed in the interviewing. This permits quiek tadulntion by
IBM wochines. ¥hile the eustomer is being cheoked out, the interviewer,
stationed aear the cheskout stand, observes and records the follewing fasts!
Sime of dsy, sex of omstomer, departments sheopped in and totzl smowmd of
sale,

Then $he interviever (wmally o g171) greets the eustomer plensmntly
and asks the fellowirng informatiomt mesns of reaching the store; fre-
quaey of store visit; length of Vlme oustomer has shopped at the stere;
and home adivess,

Later, the addresses are pletted ea a 6ity msp dy the marketing
researdh deparfment, Oomsecutive radii, emenating frem the stere, are
drawva at quarter-mile intervals. Thus, the store's Srading area ¢an bde
detornined. Using an imeome man, $he customer's income status c=n alse
be Getermined frem the eddress. If 1% emm de Jetormined just how meny

16 "1111am Aprlebsum and Biehard Spears, "How $0 Measure A Trad
Ares,” Ohain Store Age, 27%149.168 .a‘w:;f'msl. sneure T Tmdine
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veople reside in each quarter-mile zoms, a yardstock for measuring store
performance iz availsble, Xnowing where the store's sustomers live and
the smount they snend, a per capita sales figure crm be odtained for eash
gone, S3tores of competitors are also spotted om the mav to give = more
rounded picture of the situatiem,

The informo tiom revealed frem sush o study esn be Proken dow in
sugh a way as $0 uncarth a large smowmt of wseful and interesting ds%a
sbout the eustomers of a sertein store, The data Osn be of velue %0 a
chain in deciding vhether %0 open 3ddifi nsl stores in a towm vhere i
already has a stors, If there is 2 seotion of town ®hat the store is ﬁt
droving customers from, a mevw valS might profitadly de ovened ia that
seoticn. On the other hand, a chainm might svoid the error of oneming a
store in sn area whose residemts are slready shopninz at one of its
stores, This technique ean also Be wsed in evelusting sales promotiom
schemes, If 2 stuly is mede three or four weeks after » promotional emm-
paign, snd the dreakdown shows a large mumder of new customers, the game-
raign may de Juiged suecesefnl,

Ay was mentioned 1n Tapter FI, Seep & Shov 19 2 fim believer ia
the use of contrelled experiments. This technique has been used with
suscess o2 mutusl prodliems feoling leading manwfastwreve of food and
grocery produets and Stop & Snon. This technique 1s emeelelly well
mited %o the prodlems confrmiing 2 mlti-unit operatioa.



CHAPTFR VI
RxGEARCH BY OTHiR CHAINS

Sefowry Stores

Srfe-ry Stores, Incorpornted, the second 1-rgest food chain in the
couairy, operntes 2,020 stores that 40 an ennuvsl volume of 1,2 Billiem
d0llars, This chain has hed a separrts mrrketing research departaend
since 1950, Prior to that time mnrketing rescarch wes done by the com-
peny's advertising sgeney, |

The orgenization of the marketing nceémh dep artment may de seen
in Megnre 6. The meneger of the morketing resecrch department is wder
the mwervision of the meanger of the alvertising divieion who, in turm,
1s responsidle to one of the president’s admintstrrtive sssletonts, The
morketing resenreh department consists of thres gecilons - saleg ennlysis,
fleld surveys, anéd economic research < sash of which is headed dy s
assistmd to he mansger, The éemartment 1s served by a gtaff of tynists,
tabulstors, and & errtosrsvher. [here nre efght fulletime employees in
the deprariment snd three hundred perfetime investiz-tors who ere used os
needsd,

Tids department scans Tudlished meterial and, efter driefing perti-
nenl mageriel, passes 1t slomg to ton management for further consideration.
™he department is erlled on to answer meny questions on populaticn and
eonsmption, “hile the depariment matntaine scme ssles recorde, its work
is meinly melytie, the sssemdling of these figures deinz dme by other
departmmats,
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Roquests for resaareh may come from any division of the ecaveny,
Occasionally, the deportment will origlmate its om studies, Freceding
the incendion of any resesrch, the edvertising meneger must pass on the
proposed research and its cost estimato, 'hile the deportmnent's work 1s
scheduled by the menoger, the president's administrative a_uis?snt nedi-
ates eny controversy over the priority of wariocus projeets. 411 remorts
are written snd oFsl reports are seldom given., Recormend-tions are
usuzrlly included, and the department relies on top monrgemen$ to ses that
these recommendations =re yut intoe pruetice,

Wuch of the original dzta are obtaimed throurh tho three-hundred
part-time investigstors, The sdvertisine ecency is only used to perform
resesrch thot 43 directly m1lated to tho cwmany's ~dvertising nrocram,
guch 28 media resenrch end eopy regesrch, Store mn-gor= sre not used im
cathering d-ta,

The department's budget 18 bosed on the previous year's exporimes
plus vhatever tadrs sre snticipetcd in the ecoming year. This is flexible,
however, and z speclal avpropriation may be obtained on approvsl of the
admu-lng' monager.

The merbers of the department come Both from graduete sehools of
Business snd the rogular employment ehannels. The techmicsl ecompetense
of the staff 18 maintained by neriodic staff meetings, pertinent readings,
and mezbership in vzrious trade sssoclations, The mennger of this depart=
mend was forserly the marketing research menrger of ome of the covpany's
advertising sgencies, 80 he has had excorience 1n Safewny's problems as

well as marketing researsh bdefore his present job,
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Focmtly t:ls dcportmont hos caaductod reasesrch to determine the coss
of handling coupons. It was felt thut the ane~cemt sllowance grented by
manufacturers wes inrdequate. Comreohensive stuMes showed thrt %o cost
wee Dosrer two cents, On the b-ste of these findings = mumder of menn-

facturers r=ised the hondling fee to tvo cemnts,

Crend Untea

The Grand Union Company operetes 29% stores that 4o sn snanwsl volume
of 116 million dollers. 1T T, eomvuany ke s resecrch dep>riment whigh
oonsists of the department Mead anl thyee other men., For stenogrsvhis and
statistical Relp the devartment uses the regular eompany servises, The
department is dlrectly respomsidle %o he Prestdent through his assisteas.

The work of the department is quite flexidle. It does store leea-
tiea work, o mpetitive studies, mercheandising studies, researeh on prome-
$tiensl efferts and a great desl of work e new Sypes of store eperntioms.
Tor instemee, the devartment has mede studies on the use of 1sed produse
versus refrigerated produse, dest metheds $o price -\a@ eans, packeges,
checkout prodvlem and FTood-O-Eat londing prodlems,

Thie deperteent 1s somevhat small and relies om outside agemcies from
time to time. Adout two years ago s menszement engineering firm made a
cemplete stuly of office methods and snother firm stulled store ovemting

methods,

Pood Teir Stores

Tood “sir “tores, Incormorsted, the reventh 1-rgest food choln in

17 Thie %e the seles volwme for 199,
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the cown$ry, operates 113 stores $het d1d a volume of 164 million dollars
last year.18 Tnig ghoin has the highest$ sales per store of any prineinal
cheln in the food field -~ 1.3 million dollers per store per yoar,; Thie
compeny has its own research department. In addition to the director of
resesrch there are two snalysts and a elerk-Syvist. Also avalladle are
panels of treined port-time interviewers in most of the sress where the
company operates, AddiSienal olerissl or of 71ce help is drawn from sn
offiee pool as meeded,

Thig depnrtment hns eondusted many studies of weys rnd merna t0 e“fect
operating economies, Substantial improvement in store overrting effiglency
resulfed from intensive concentration om a profuctivity smnrorch to pey-
701l smalysis and control, Thorough studies of trading rreas, shopning
hodbits, and related factors in verious Food Palr eommitles nrovided
informe tion of great value im impreving eperations of specific surer mar-
kets, in evalwe ting prospective store locations and in devel oping more
effestive s-les promotion techmiques. Other resesrch activities heve
included! ocomprehensive analysis of eommodity limes sarried by the four
grocery warehouses; studies of merchsndise movements Dy drands; surveys
of self-gervice meat and delicatessen eperations; =nd comnarative sales

snalysis,

Alphe Bete Food Markets
Alpha Beta Food Markets, Insorperated, a California chsin of suver
morke tg, 18 an interesting case in the f1e1d of merketinz pesesr¢h, This
chain has 22 large stores, saad, despite the comnsratively mall size of
the chain, recently estedlidhed a marketing research denartam$.

12 This was the fiscsl yeor ending 4pril 29, 1950,
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“hile the plenning of the marketinz researeh is done by the dev-rt-
ment, the actual fleld etudies =zre usually made by cutside rgencies vith
vhom the depariment is in elose cmtact, The department Aoes no% do
routine statisticsl work unless enslysis or internreteotion is remired,

In selecting » mrn %0 hesd this denariment, the eomsny decided thad
a R vith a backrround in the company would be prefepable to sn ontside
resesreh technicien, I was fol% that lime executives would have more
£218) in gsueh & man, The eomany expressed the quslifiestions they
dosired #s follows!

Ee should Rave a working mewledge of marketing, econcsics,
statis tics, mathemntios, paycholegy, soclology 2nd economic geogra-
rhy. He must 2150 have the obility to write brief, easily wnderstood
reports vhich ean bde acted won promptly. ‘hen the escasion arises
ad staff meetings, he should be sble to spesk in a forceful and clear
manney, 4nother requirement is a keem smnalytical mind which ean
separste foct from fletion and present an wadiased cbjective view
even though a2t times it may De in the form of construstive oriti-
elsn. Odvicusly in sdditien te Deing a salesman end a &iplemat, he

mast be rble to resest eonfidences Decrmase much of his work 1s of a
oon fiden tinl neture.l9

To meet these requirements, a man who had deem with the eompeny for
oighteen years was mlected.

The scope of the department's work has been rather breed. Studles
have Yem ocondwsted em the following suhjests! store locotlom, company
organization, quotas and Yuadgets, vroduse shrinkage, cheékout prosedure
amd equipmam$, incentive plans for store m n-~gement, form for rnmu~l stock-
holders report, comany omership versus rental of fleet crrs, desigm of
produse erder and Hilling form and vroduse inventory system, Various mer-
chandising and promotional schemes are also tested by this dennriment,

19 Cleude ¥, Eaward, "How Researeh Torke for Us,” Chein Store Age,
Srocery faition, 27'173, Tebruary, 1951.
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Colonial Stores

Colomial Stores, Imoorporated, a fifty-year eld southemstera food
retalling company, operates around 370 food steres in seven strtes, \ith
a 19% volume of mearly 180 millien dollars. This camany has mo inte-
grated staff department for markeling resesrdh, Wul, despite Shis lack of
formal recegnition, mmy of the fumetins i thie fleld ere esrried om by
several Mifferent staff departamts in the flelds of rcoommting, s-les,
advertising md pudlie relations. Trends tn Msiridution efficimey sre
slee stuiied comtinwsusly by sdministrative assist-nls attached to the
staff depariments concernsd with warshousing emd tramsvertation. Thus,
marketing information is regularly gathered for the uwse of managemsnt
although the responsibility restes wvith a nuder of different wmmits,
rather thaa ia e depertment.

This eompany reemtly condusted a survey among soms mine-thousand
responiaats in 16 Xey cities from Bichmend, Virgiala soutward o Merida.
The purpose of We stuly was to deternine scme of the feod shopring hadits
of housevives within the ter7itory in erder %o mpreise the company's
merdhandising policies. Professional interviewers were engaged %o con-
tact a selected sample of sppreximately 1 percemt of all families ia the
oities wnder study. No disclesure vas made of the spemsering firm. The
resulis were tabulated en IB{ meehines, Even with this modern equipmens,
hovever, the jod was Sremsudous,

The lemgthy questieansire, which is repreduced in Fiowre 7, vas de-
signed o determine the most pepular store in a siven gommunity, most pon-
ular shepping Sime, offectivensse of foed advertising, 2nd a host of ether
questions on merehandising, persomnel mnd store conditions.






CITY
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2.

EAI.

ied-

T,
3“0.

Swm,
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( ) Neighdorhood Fusber
A 3 ()

Address

Fusber of Persoas in Household

Do you do most of the food shopping for your fomily? Yes__. No___

A, (If snswer %0 above s "No")
Vho in your family does most of the feod shopping?_

Please try t0 recall en what dsys you shepped for foode last week,
the steres you shopred in and the type of foods you purchnsed in esch,

— PURQHASES STORE
AM, op P, Menty Troduge ‘rogeries

.

HHlH
2T E

¥hieh day last weok 4id you meke the e smount of purehases!
Men. 5 Twes. 3 Yok s Thwre. 3 FrA.___ Sat.___j Swa._

Uny 414 you mske the largest smewat of purchases ea thet syl

Ia what storo 4o yom wsually make the largest smouwmt of your focd
pwdhases! Name of Stere ()

A, How long have you deea making the largest mount ¢f your rurchases
in that store?

sﬁm}mﬁ
6 smtx
mblpar
are

are
Angwer

B, If you have changed steres withia the last year, ia what store d&id
yeu previously meke the largest amount of your food purchases!
Name of Svore ()

= oV i
izs'
39

s

Fig. 7. Caestiomnaire wsed by Colenial Stores



G, shy 214 you ehange?__

Commen ta!

b,

Do yeu recall seeing any of these advertisements in your aewspsper
last wveek? (Show zdvertisemmmis)

Yot Too . Tea . Teo . Yo . Tea___
A, 1a there anything you pamm.aﬂg remenber from say of these ads?

B, Ads like these evpear svery week., Is there any cne of them that
Jou read more regularly than ethers?

- Eo Preference____ .
C, ¥ny do you read 1% more regularly thaa the others?

Cet 1deas for meale_____.

Fegtures low cos$ speelals__

lAste l-rge numbars of 1tema_____

Rms menu sugzestions or homemsker Molps____
Helps in meking your shopping st

Other reascne_

D¢ you receive handbills or eireulars frem any food stores ia your
neighdborhood?
You Bo__. Osoasionally - (Includes yes) -

A, Do yom recd tem? Yes____, ¥o____
B, Do you shop at the store seading eirenlers to you?! Yes__ No___

Comments?

6'

Do you loek at the advertising eand pruo-puhrs on store windows
vhen you are shopping? TYes__.. Ne___

A, Do you sometimes go into a store % make a purghese as = result
of seeing its windov adversisiag?

Yos, Frequeatly Tes, Oscasionally. Ko

Do you, or 40 you mot, feel that some stores are lower in prise than
others? Check anet

Some are lewer than others________

All about the same_______

No opinien_____

Fig. 7. Smestionnsire wsed by Colemial Stores (ecntinwed)



. Most courteous or friendly employees

2, (If snswer %0 above is "Some are lower than ethers”)

Thich one or two stores would you szy sre neually lowest?

B, D you thirk this stors st

1, Lowest just om gartain Ltems or lewest on m:k items in the
store’ Cheek eme!

Lovest on certain items
Lowest on most items
ho enswepy

2. ls 1% lowest just ea week-end speeials or is 1% lowest all
week leng?

Lowest on weokr~end specials
Lowest sll week long
Ko answer

C. On what 40 you mainly dase your opiniea?

Advortising

Shopping Lzperimos .
Other___
Ko answer,

Qo-mul

“

Among the stores you are acqueinted with, which, in your opiatee,
of fors the following!

Videst variety of items S0 e¢hoose from

Best Wality

Most convenieat arrangement for shepping

Best mality meats

Lewest prices in meats

Best quality of fruits end vegetables

Lowest prices in fruits and vezetadles

Best ounlity of groceries

Lowest prices in groseries

Kost convenient locatiem

Most satisfrctory chesk-out service

Tig. 7. ‘mestionnaire wsed bWy Coleatal Stores (continwed)



9.

10,

80
Thare is a shepping sectien vhers a numbder of feod steres are lecated
neay your heme. Have you gone ocutside that area %0 buy feods in the
last amth?
 £7 . o .. Now meay timen,

A, (If emswer %0 last questien is "Tes") WEHY?

Do any o« the stores you are ssquainted with have a self-serviee meat
oomter where steaks, shops, yoastis, e%6. are pre-packaged!

T L L I
A, Vhat 48 your opinien sdout self-service meats!?

Iine Delixe Don's care___. Fo Mswer____
Oosupation of head of family, '
Conments!

Pig. 7. Qmestiouneire wsed by Colomlal Stores (econtinued)
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This particular preject wos imitiated through a confersnce of the
administrative vice-presidmmt, controller, sales monager, advertising
Mage?, Publia relaticns mah and a representative from the comany's
advertlsing egenay.

Sgveral sush conferenses were hald, dwring which the strategy md
details of the survey were woried eut. The advertising agemsy handled
the nedhanies of ths survey, aad the asosmting departmsnt of Jolemial
Steres teek ever the tzhulating phase wpen reeeipt of the sempleted
questicanaires wvhieh were meiled ia By interviewers,

This particular survey was dreader thea any other the eompeny had
eondus ted in the past., lNush mere detailed analysis remains te de dene,
Tor instance, 1% is planned %0 dreck dowm the opinieas Yy shopping een~
Sers in the larger cities aad % eommpare the epinieas vith the demsity of
eoverage by Calomisl Steves and eompetitors.

Oher smtinuing studies inslwde eomparisoms of company reports,
sush as sales and costs, Wy geogrzphical walits with applicadle statis-
ties frema govermmmt agensies and from sush pwhlished merket information
as appears in Sales Manczemmi, Printers’ Ik, and Editor snd Pyblisher
magasines. By making a ecsparison ¢a a comiy-by-county or city-Ny-eity
dasis, using disposadle inecme estimetes, ratio of food expenditures Wy
sclary draskets and other indic:ztors, some gawge of performanee may de
determined.

Vithoat the fermal creatioen of a marketing research department, cash
of e staff aaparﬁntn sontinues 1its ewa research %0 improve its epera-
tioms and Whe eozpany's over-sll performanse. The sales department, for
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instance, keqs detalled statistics an the iadividunl turnover rotes
among scme three-thousand {tems. This remning history is an objective
marketing veeord of mational, regiomal, and private label drands. Thts
deparimsnt also comdusts tests withia the stores on shelf =2nd display
slignaent., The company doss a eansidersdle smommt of nrise ehecking
smong eompetiters, Selected groups af fitems in each &eperhens are
cheaked in the stores of eompetitors each woek, Sypervisors and merchan-
disers receive a specieal form ea whieh %0 record sush infewmation.

Jowel Food Steres

The Jewel Tea Cospany eperates 155 steres ia and aveund Chieage.
These stores 414 a volwme of 188 nilliea dollars last year. Although
Jowel has B0 marketing researeh department, line exscutives ia the mer~
echandising, real estate and eperating sesticas of the capany 4o same
researeh,

Siase 211 the Jewel stores are ia the metropelitan Chisage srea,
the ceampany 1s able %0 use prefitadly ¥he samsideradle smount of researsh
done by others en Whis demsely populated area. The Chicago newspapers,
particularly the 2rikama, have done quite a ¥i$ of rese=reh em $his area.
A peport put sut by the Iriluma, entitled "Your Beteil Liak," gave the
Temilts of a eliy-vide survey of retail waits doing more than eme-thou-
sand dellers weekly. The repers listed the various steres by $ypes,
gave the volwme and lines of merchandise carried. Income amd populatiem
data are available for separate areas within the cify, and Jewel hss used
these figures ia site selestion and setting sales quotas. A ecmsumer
panel, operated by the Chicago Tridume, is wsed by Jewel to ascertain
various shopping habids of local resideats.
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Pean Prult Cosp:ny
The Penn ¥ruit Company operates adout 13 very Rarze super markets ia
md arcund Philadelphia, A eertaim amoumt of m-rketing resezrch is done
by excautives since there is no seporate deperitment, The eompany heas
uwsod & - riotirg regsearch cgemey for some consuser studies on market peme-
tration and ccceptznoe of self-servias meat departmeats,

Red Owl S4gres

Bed Owl Steres, Incorparated, of Mimmespolis, eperates abemt 175
stores doing sn annmal volume of aboud fifty milliiem dsllars, The organ=-
{zatien hos no separate marketing researeh department, swokh work being
done at intervels My line exesutives., 4s pard ¢f a maticmnal survey of
food buying hadits by the Cwurtis PWdlidhing Company, interviews were
resently cméinsted in Red Owl steres. After the date hed beea drekem
into variens categeries, the Ourties Company made all the information
availsble @ Bod.Owl. The infermation was very detziled, and cest mew
1ight en some of the predleme fasing the sompaxy.

American Steres

Americen Stores, the fourth largest food ehaln in the couatry,
operates zbout 1,500 sberes in the Last that do abous 440 million dollare
anmeally. The ocompany Mas 20 markeiing research department. On occa-
sions cutside yessareh agwmeies have been used %0 ecntact sonswmers %
find oul cpimiems on occmpeting steres, 7The lime exsoutives comdwst
some work of a marketing resecrch matuve, sush as store lecation, analy-
sis of competition, sales petemtials snd &dsplays,
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J. Yelngarten
J. Yeingerten, Incorporated of Houston, Texas operates 25 extremely
large stores. The averzge store in tnis ohain does ean anml volume of
abou$ two million dollars. The company has ne marketing research depart-
mend, Various departuments umdertake studies on their own, but this is
not a waified program and is only dons as the need dictates., The compamy
has wsed ocutside research zgeansies, dul this hns deen infrequeas,

Natiomal Tea Company
The Fationel Tea Compeny of Chisego operctes 646 steres that did a
velwme of 315 millicm dellars 4a 1950, Marketing research is done only
oa a part=time, infommal dasis ¥y lime exscutives. The company wses %o
advantage e m:rket data provided By variows newspapers 4a i%s area.
This is empecially trwe of the Chicego area where she Iriluma and ether
~ papers preovide saliem$ merketing facts and figures,

Other Chaine

Piret National Stores, Insorporated, a Nev Fogland chain of ever a
thoussad steres doing a wlume of 35% milliom yearly, Frigley's, a Detreit
éhain of arowmd 25 large stores, and Voa's, a Califemia dhain of arommd
15 very large stores, are all similar in What they have no marketing
rescarch departments. Thds is 20t 80 say that they &0 2o murketing ro-
search, however, since a certain smownt is indispens=dle in sy food
chain, Imcky Stores, Imsorporated, a Cslifornia chaim of abous 35 large
stores, has me marketing research departasnt ot preseat, dut professes
he intention of setting wp swsh a departaent in the aear future., The
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sempany has resmtly dem yoorganised, and the more immediate eperating

problems have taken presedmmse over the estadlishmnent of a marketing
roseareh dgpartami,



CEAPP*R Y11
QROANIZATION OF A MARKETING RESEARCH DEPARDBMENT

T™he preoceding chap ters have been mainly deveted %o case stwiies of
bhow variows food chalns have or have not used marketing research, This
chapter will contaia sone ¢ver-all statements on the erganization of o
Rarketing resezrch departmen$, bassd largely on the cases cited previously,

Although most of the fumastions of marketing research as prasticed by
food chains have been meationed, 1% aight de well to mention the findiags
of the National Industrisl Conferense Board in a study % condusted ca
ocomp sy pragtices in urhuhg Fesearch, Accerding to this renort, the
most importent funotions of the marketing research deportments in retal)

20 snalyste of scusumer markst; compesitive condi-

trade were as follows!
tlons {in merkeis; sales methods or deviees; customer preferences; rela-
tive distridution sosts; estimating petential sales; snelysis of potentisl
aow merke§ areas; snalysis and interpretation of gemeral marikst dataj
price sirmstures; sales methods or distribubiea poliqr; pwhlic relaticns;

sslestion of distributive chsanels; =nd sales performanse tests,

Separate Department Versus Line Ezscutive
Before presscding any further, 1% might be well to sonsider whether
a ssparate n.arkcting researah departaemt should be estadlished, or
whether this work czn be hamdled on a part-time bacis bv line executives,
Of course, in almost every soncera d any sise a ocerteia smocumt of
marketiny information is oampiled, Hewever, there are disadvaniages ia

.-__....T.r—.
ia B\ua)hen Pon W Hl!ﬁﬁ‘* m ::fm:o.

1945), p. 19.
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having this done on a plecemeal bausis by wvarious operating executives
since fuet finding 16 umally seoondary and gets side-tracked. MKoreover,
there is no eoordination of effers and the resulting information is oftea
nod fully dissemlmcted, There are cpeclal merketing rese~reh itcchnigues
of which most ordinary executives uare not avare. Tho kncwxledge of potem
tial sources of information 48 a speciallty in L8self, =2 is the task of
presenting the results in 2 comprchensidle form und interprstisg the sige
| atficent points correctly.

It would sppe:r, where murketing resenreh is done by a 1line executive,
that mancgenent does not see the neoed for separating the measuring
function from the opersting functiom - that which is measured, Thms,
1ine cxecutives necsure thelr own results and diaposc' thcir omn weak-
nesces, This is someshat comparsble $0 hiviig accounSents audit their
om books, It is often very difficult for line exeeutives %o sce thely
prodlems with complete objectivity.

Marketing resecrch is often donme on & part-time bosls Dy someone ia
the soles department. The mentel cutlook necessary for ssles work is
herdly the seme cs that required for marketing rese:rch work, Sales
executives are often highly eptimistic « that is their duty. This opti-
nisa Jeads %0 emphasising strvong peiats while mimimizing weakmesses.

I% seems preferzdle, Whsrefere, %0 have a separate merketing re-
search departmens. Ia setting wp a nihting research departmens, the
folleving points sheuld de kep$ ia mind?

1. Select the head of the dspartmeat carefully,
a) Should have eczdemic training im markesing, statistics,
esonomics, and dusiness,
:g Should be objeotive and analytical.

Should have sxperiense ia marketinz resesrch and either mer-
chandising, selling or advertising.



2, Have the department report to top management and de free %0 oriti-
eise » strietly a staff departmeas.
g. Set 2 long-range program - little routine work,
Set a flexidle buiges on the baslis of the work %0 be done.
Require staotements on purposes, nethods and eosts at intervals,
Allew the head of the departmeat $o sit ia cn top committess %o
anticipste the ecompany's prodlems,
7. Allew the direstor te spend some time in the f1e1d, 2

t e

Size of Depertment

If, Sherefore, 2 scrarate merketing rese-roh depcrtment %is svnerior
%0 having the work done informzlly By lime executives, the next question
is ome of the size of the femariment.

A larpge department is not necessary except in the case of =2 few
extremely large orgonizctions, A merketing recesrch depsrteent should mot
be very layge or 1% will eequive rezuler, youtine jobs which meke it an
opereting departaent, rather then o resecroh departmens, lore‘over. 2
large depnrtment mey be regsrded as o "frill" wvhich will de the firss
department to be cub whem profits sag.

The term "departomni” mey be unfortumate, Smaller companies msy met
be oble %0 efford a "dep-rtmenit” {n ths uswal semse of the woyd, Sueh
eompanies might well employ one good msm who wndersicnds $he field
theroughly and rely on outside sourees for most of the work,

The fellewving froaters govern the sise of the departmendt

1. The numbder of zotmel marketing research fwmctions i% perferms.

2. The smoun$ of routine work assigeed to the depcriments,

3. The mmoun$ of statistical accomting dore by the deprriment, 1.0,
area or geogre-hic 4l stridution of ssles, =ales Dy itenm, ectec,

B. The use of cospany service departments such as stenogrsphis and
cozputation pools and tadulating dep-riments,

21 Beusner g4 al, "Markeding Besezrch In Ameriscen Industry, Port II,"
Jourma) of Morketing, 12137, July, 1947,
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5. The degree of mtnllzatigg of marketing resecrch aotivities
prevailing ia the eompany, :

More important then the size of the department are the qualisy of
the réuaroh and the faot that the departeent dhould have direct acoess
$0 top measgment. OUbviocusly, a earefully selected, adequately eompem-
sated exsoutive is i a more faverable pesitiea %0 gain the respest of
other despartment heads than one of wacertain rank who has enly the helf-
hearted backing of mansgemend. MNarketing rescardh is 2o good wnless wsed,
Close emtast with top menagmment goes a long way in getting research pus
iato prastiee.

Sin0e e mualler ehains veuld prodadly fisd the everhead of a large
department %0 be 2 serieus fiasneial draia, the sclution seems to lie ia
haviag a smll, liason=type marketing research department whioh relies
heavily on the services of outside marketing resezreh eomsultants to &
most of the sctuel work, Swoh a depertemmt would Ve malaly consermed
with determining ths researeh aseded Wy the oompany, making droad eud-
1ines of the weik and iaterpretiag the results after the outside zcensy
has ecspiled the desired information., 4 department of this aature eould
freely avail itself of the serviees of gpesialisis in sush fields as sta~
Sisties, paskaging end sdvertising.

ihen an cutside agengy is used, theye should be close socordination
with the oompany 30 that the agenay degins where the ocompany leaves off,
Othervise, the sgeney would tell the oompany what it slready knows,

22 BHowser g) al,, "Marketing Research in imerican Iadustry, Pert I,*

Journal of Maxketing. 11353, 4pril, 194].
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There i3 a precedent in the wse of aa cgeney o a fee dasis in the

field of advertising. JYew companies cam afford 2 large department of
advertising specialists. The solutiom is to use the services of aa
agensy. There 1s a parallel situatien inm the marketing research fleld.
An cutside researeh agengy can dring droad experience in the field to
foeus en the problems confreating amy particular company.

The maln advantages of sa ouiside agemey are the droad experiemoe
gained 2y many years in the field, the mechanical faoilities, and aa
objective viewpeint., Outside ageneles are at a diszdvantage in that they
lack en intimate familiarity with the eonditions peculizr %0 any one oom-
pany. OClese cooperation with the company cam everoome this drawdack - Ve
a oonsideradle extent, however.

Some eompanies permit their advertising agemcies %0 do all theiy
marke ting research, It would seem $0 de preferable %o allew sush sa
ageney ealy % 4o rescarch en matters immediately coneerned with 2dver-
$tising sinee that is 1%s speeially.

¥hile the larger jods seuld de handled by an ocutside marketing
research agmay, the mmaller jods sheuld de done withia the sampmny
vhere at all pessidle,

Outside Souress of Infermatiom
As vas mmtioned earlier, ene of the fwnetioms of a marketing re-
seareh department is $0 act as a elearing house for pertinent information
from cutside sources. There are many sourees vhiech can furaish vital
data %0 those emgaged in marketing resecreh work {n the food ehain fleld,
"hile 4% is quite impossidle $e enwmerate all the pessidle outside

sourees of information that feed chains may wse ia markstiag research,
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an attexpt will de made to list seme of Whe majer sowrees.

There are many produneers of merchandise sold in food ehain stores
that have marketing researed departssants. Harmemious relationships bde-
tween the marketing research departmenis of the proédusers snd the food
chains 6sa yield denefits %o Yoth groups, The interchange of informatioca
Yetween these Swe groups can help doth $0 solve thelir respestive problems.
Du Pont and Armour, for instance, have dame muoh in the marketing research
f1eld md have made most of their resulis availsdle to reteilers. Pro-
daocers and yetailers Soth have the commen goal of sellimg more mercham-
dise, mmd cooperatien im marketing researeh is mutually deneficial.

Varicus stere auditing services, sush as Nielsea and Industrial
Surveys, eheek the movemend of various items in ehain steres and furaish
the cecperating chains vith infermatisn on a guid nre gua dasis,

As was nmtioned in $he ecarlier chapters, many metrepolitaan neve-
papers furaish marketing data which is of interest %0 food dhains,
Ingluded in such data would Ve figures emt population, income, retail
sales, retall eutlets, mewspsper cireulation and trading areas. Seme of
@e larger papers condwot panizy imventeries, pamels, or stere awditing
veporss. leeal Chambers of Commerce ean often Feveal pertiment fasts and
figures sdout the areas ey represaat,

Trade assoddations, o.g. the Ameriesn Meat Institute, the Fresea
Pood Toundation, the National Assosiatiea of Food Ohains, the Super
Market Institute, ot cetera, vhile 2ot merketing resesreh grows, oftem
osmpile information vhich is of mush inferest to snyomes doimg merketing
research vork iz the food ehala field.
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By far the largest compiler of faots, figures, snd statisties in
the vorld s the United States Govermmend. Of main interest to food
ehains 1s the work of the Uepartments of Commerce and Agrieulture.

The Frodnotien and Masketing Administsration of the Department of
Agriocul ture has done a consideradle smount of work oa the retailiag mmd
dsirivution of farm prodmsts. Of particular interest $o food edains is
the wvork done on pre-patkaged preduse and sslf-servies meat departments,

The Burean of the Cammus of the Departments of Commeree 48 a mejor
faot finding and statisticsl sgeney with data em populatien, dusiness,
industry snd sgriculture. Ths vast fund of informatien gathered by this
department 1s of tremendous value 10 anyone in the field ef merketing
researed,

Some eelleges now 4o markeiing researeh which oculd be prefitadly
used Wy ehains, Sush sowress should be familiar 40 men im #he morketing
researesh field,



CHAPTER VIIX
SUMMARY AND CONCLUSIONS

Anteeedant to the disowssion of merketing rese:rch work done by
various food chains was the necsssary preliminery chupter on the various
marketing research techniques. %"hile 4% is admitted that the survey s
irreplasable for certaia problems, the controlled experimens, herectofore
rather negleoted, sccms %0 de ideally suited $0 help selve certaia pro-
blems cmfroating food \duino. Problems in prekeging, displeys, pro-
motions, and pricing, %o name but a few, seen 30 be especially well suited
%0 the use of this technique.

Examples of how both the survey sad experimemtal teehniques are used
have deen brought out in the discuwssions of research done By veriows
shains,

Ia ®o disewssion of the Kroger Company, 1% was shom Shat researeh
is earried o by & number of departments ia that ecmpany, vith the mer-
chandising research department deing ¥he main marketing researeh dbody.

In the stmdy of representative prodlems of this department, various
applications of resecrch were illwstrated., Some prodlems are done in
relatively short time, whille others, coneerned with dasic eompany poliey,
require a lemger period of study.

The study of Stop & Shop ef Soston showed Shat marketing resesyeh
is a continusus activity whidh is welded into the regular sotivities of
Wat company. The seope of provlems hmdled dy Hhe merketing researeh
department of 3top & Shop 4s quite droad, imcluding eperatiag predlems.
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The mpecific tschnique wsed by Stop & Shop for pletting Szading arecs
was deserided.

Of the other chzins mentiomed, oaly Safewsy Stoves, Grand Uniom,
Tood Foiy, and Alpha Beta Food Markets have merketing research derartasats.
Yhile Whe other chaias heve done o eerteln smount of resecreh, it was
generslly quite limited, being done om & part=time droeis By a Wusy
exesutive.

4 seperate marketing resecreh department gets full coordinatiom of
offors end Mssemination of results. Sush a department is im a belter
position to de fanin_ar 'I.th specisl techniques and potentinl scurces of
iafomation. Morrover, the task of presenting results in a compreheasidle
form and intSerpreting sigaificant peiats eerrecily caa be deme in a mere
officient monner Yy a separate fulletime department., Ildne executives
of tom lack the time, cbjeotivity and spscialised know-how mecessary for
sound research, For these yeasons, a separate marketing research de-
parwment is fel$ to be superior %0 having such work dm.m.nany W
a line exesutive,

Researsh should not be eonsidered $o be a prevegative ealy of hugh'
ecarporatices. Reelising that mmaller ehaias have limited bmigets, it 1s
felt What a mall departiment vhich makes wse of ouisilde agemcies for the
larger Jobs is Vest mited t0 Wheir needs. Sweh a depertmemt would deter-
nine the oompany's researeh Reeds, make Mroad cutlines of the work =md
iaterpret he yesults after aa euiside cgengy has complled the desired
iafomation. Clese contast vith sueh an ageney, of ocurse, is essemtial.

oo gualify of the researeh §s the important thing. The selection
of the right men %0 head the dspartment goes 2 leng way in insuring the
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quality of the department's work, If resesrch is to de put imto preotice,

the marketing resesreh depariment must hsve eccess $o ton mmagement,
The head of the departmen$ should sit on top msnrgement committecs ia
order to antlcipate the company's resesrch needs,

Since there are really oaly a few food aiains with merketing researeh
departmants, it i3 felt th:t Whe ofhar ohnina could profi tably exnand ia
this direction, There are thres ghains with anmmal wolumes ever 300
millions dollnrs th:t 4o not Asve marketing rosearch departmonts, IS i
folt that theas chalini, partienlarly, could bemsfit By such a move,

IS 1s wp ¢ marketing research men o "sell” thelr services $o the
chains, No ehein w1l edopd marketing research merely to be considered
"progressive, " _llanaguant will Be ecger %0 adop$ merketing reseczreh,
however, 1f they can de shom how they can profit from 18, If rescareh
#1llows §taelf %o loze sight of the profis motive s the real rezson for
i1ts existance, if the merchendising end sales departments fuil o make
practical use of the facts developed, md if top men:gement cllows ef ther

of thess things % hzppen, them the money spent is wasted,
| Marketing research does not attept to weurp the funotion of mensge-
nent in making decisions, but presents menugement with carefully ehecked
iaformation $o use as & dasis for smeking sownder decisions. #hile marked-
iag research data eannot nphdc sound judgnent, oxpoﬁ.u. and good
common sense, it should not de wnderestimated, Judgment and experiemoe
elone will serve some of the time, but ot ell the time, The very hask
decisions are wented 4n every instanse. For the dest decisiems, facts
must guide juigment and experieceess, Fop meny mmg mﬁ-- no
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combination of qualities inherend in any small groip com »ossidly de a8
£0od as resenrch d- i that solentifically descride a situation,

Yarious pleces of legislation heve gonstricted the duying cdventege
once b»ld by cheins., 48 a result, ch-ins heve been foreed t0 Yut more
euphasis on sales, Chalns must realise thet they hive no nroeamtive
righ$ %o any customer, ey must woge rn sg res:ive battle to retain
thelr custamers, Conditions dhrnge repldly in the dynanmic field of re-
tailing. /s conditions change, products, s~len »nd dlstridution policies
mst chenge with them, ilirketing mesesrch points the w:y for these

chenges, If ziven ®ie omportwmity, morketin: resasrch e~n & the lob!
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