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INTRODUCTION

Ace of Convenlence

This is the aze of speed=--Jjet speed. This 1s the
age of power--atomic power. This 1s the aze of modera
living--the age of convenience.

The trend toward buyins modern convenience products
is higher and hisher each year. The use of electric
shavers has increased from 38.9 per cent of men surveyed
in 1955 to 45.7 per cent in 1957. Shaving cream in pres-
surized cans has increased from 14.5 per cent to 23.1 per
cent durinz the same two short years.!

Ladies, likewise, have become convenience conscious.
In 1953 housewives bought over $500 million worth of
frozen prepared dishes, most of which were in convenilent
built-in containers that went from oven to table to trash
can. Today almost one out of every three cups of coffee
is made with instant coffee. "Postwar sales of prepared
baby foods have grown some 230% to a quarter-billion=-dollar
industry, and sales of cake mixes and other prepared mizxes

have more than doubled to $253 million."®

1"t convenience' Sets the Consumer Pace,” Ixecutive
Dizest, August, 1957, p. 2.

2"4odern Living--=Just Heat and Serve," Time, Decem-
ber 7, 1959, p. 94.






This trend is 1in line with the fast pace of 1living
of the American people of today. More and more stores
and businesses are catering to the American housewife
today and are helping her reduce the time she spends on
her time-consuming chores of washing, ironing, cleaninz,
shopping, and cooking so that she will have more time for
P.T.A. and church activities, taking the children to music
and dancinz lessons, reading the bestsellers, and keeping
up with the many other new interests and responsibilities
in the home and the community.

The super market and food manufacturers have Jolned
forces to zlve the housewife quality food in a convenient
form in an effort to make two of her household Jjobs less
tedious and more enjJoyable, namely grocery shopping and
cooking. One only has to look down the wide aisles of a
mo dern super market and he can see convenlence on almost
every shelf and in every refrigerated case: 1instant coffee
in three size Jars; over 70 different kinds of cake, pie,
frostinz, and dessert mixes; a choice of ten different
frozen TV dinners; casserole dishes in plastic bags that
can be tossed whole into a pot of water, cooked, and
served; horseradish and garlic whip in aerosol cans; com=
plete pizza mix in a tube; frozen potatoes whipped, French
fried, crinkle cut, hashed, puffed, pattied, diced, stuffed
baked, escalloped, creamed and home fried; and prepackazed
fresh meats and produce that have previously been cleaned,

trimmed, weighed, labeled, and packaged in clear film.



This list of convenience foods is growings every day
as 1s evidenced by the long lists of new products pub-
lished in the trade periodicals every montih and the samples
of products that keep appearing on the desks of grocery

buyers across the country every week,

Scope, Purpose, and Limits of Paper

What has caused this increased demand for convenience?
Where can convenience be improved in the super market? How
can it be further developed and merchandised? What are the
housewives like who are demanding this built-in maild service?

These are some of the questions that will be analyzed
in greater detall in this paper. This paper will deal with
convenience, however, only as it relates to the produce
department of a super market.

Although there have been a few ariicles written on
the convenience of individual produce iteus or small zroups
of produce items, according to the 1360 Directory of Research
Reports Relatinz to Produce Packaging there have been no
bPapers written that develop how to merchandise all these
items, As far as the writer knows, this paper is also
unique in that 1t directly analyzes and compares the con-
venlence of processed fruits and vezetzbles with fresh
Produce,

It will first enalyze reports and surveys of indus=-
trial leaders on the subject and then it will compare the
Convenience offered by the produce departrent with that

offered by other departments of the store. Next the paper



will cescribe methods and the rationale behind tle methods
that can be used in developing and merchandising conven-
ience in the produce department. It will alsoc attempt to
explain and examine some of the implications and control-
ling factors of convenlence as 1t relates to zovernment
reculations and equipment involved.

This paper will not deal with the technicalities of
specific packaging materiazls that should be uced or at
what level in the marketin: channel the packaszing should
take place. Rather the paper 1s desisned to give an in-
sizht into how far the produce department 1s behind otker
departments in the store in ¢iving the customers conven=-
lence. It is also desizned to glve 1deas on convenlence
that can be adapted to individual store situations.

The second half of the paper will investigate the
modern youngz housewife of today as portrayed throuch a
personal survey and secondary reports. Using tnis back-
ground the paper will then deal with specific ways of
educating the modern housewife in relation to the conven-
lences and ideas expressed in the first part of the paper.
The paper will end with an educational program designed for
the personnel in the produce department 1tself so they can
nore effectively sell Mrs. Consumer on their department
and the convenience it has to offer.

One other limiting factor of tkis paper is the limi-
ted Scope of the personzl surveys that are beling used as

Part of the background material for this paper. Because
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of the limited time factor, the writer could only inter-
view a very small sample of the desired universe, but it
is hoped that the ideas gained from this sample will be of
some value in gaining some insight into the true popula-
tion characteristics. Regardless of the true value of the
information gathered, the interviews were a very stimula-

ting and educational experience for the writer.

The Fading Produce Department

As convenience has become more and more importznt in
today's marketing picture, fresh fruit and vegetable sales
have continued to decline as a per cent of total store
sales, The inroads made into the produce department sales
and prestige have been reflected in the "cramped prepara-
tion areas, the inability of many prcduce departments to
zet their full share of advertisinz space and promotional
effort, fewer training programs.">

During the past year surer market operators and exec=-
utives throughout the country have become gqulite concerned
over the depressed state of affairs in thelr produce de=-
Partments. At this year's annual convention of Super
Market Institute at Bal Harbour, Florida, the emphasis was
on perishables and specifically on the decreased use of

fresh produce and what cculd be done to combat this decline.

——

3Glenn Snyder, "Why Your Produce Department Will
Make a Comeback in the '60's," Progressive Grocer, XXXIX,







The findings and recommendations of the much discussed and
important Loewy Report emphasized the importance of the
produce department in creating a store lmagze and per-
sonality and the report warned that "the produce depart-
ment's declining share of total store sales will continue
into the new decade unless super market operators take
quick action."#

At this year's National American Wholesale Grocers'
Assoclation annual convention in Chicago the role of per=
ishables was stressed in the form of a workshop sesslon
devoted exclusively to the subjlect. At this workshop, Mr.
Robert Bull, produce specialist from the University of
Delaware and the Produce Packazinz Assoclation and also
Marketing Counsel for NAWGA, zave the results of a sur-
vey that covered top produce executlives in the United
States and Carnada. Much of the survey dealt with the
lmportance of prepackagingz of fresh fruits and vegetables
85 a method of increasing fresh produce vclume., It was
indicated that prepackaginz will aild the produce industry
to "hold its own" during the next few years.-

The independents were also advised to stress produce

in their stores during the recent National Association of

4vSMI Members Hear Report on Competition, Loewy
Survey," Chain Store Age, XXXVI, No. 2 (February, 196C), p.

SUNAWGA Stresses Perishables Role," Super Market News,

IX, No. 12 (March 21, 1960), p. 35.

17.






Retall Grocers convention at Dallas, Texas. Mr. Don
Srimes, president of Independent Grocers Alliance of
Chicago, said that "progressive retailers find paying
attention to fresh fruits and vegetables and buying only
quality merchandise can increase their sales from elght
per cent to ten per cent of total store sales."® Other
interesting figures that Mr. Grimes pointed out to the
NARGUS 1independents were that the meat, produce, dairy,
and bakery departments "took up 25 per cent of store
space==do 50 per cent c¢f the volume--and maxe 75 per cent
of the profit."7

There 1is good reason for thils great cencern over
ocne department in the store because in the last ten years
the per capita consuxption of fresh fruits has declined
35 per cent and fresh vezetables has declinesd 20 per cent
according to the U.S. Department of Agriculture flgures.3
Per capita consumption of all fruits and vegetables de-
clined from 424 pounds to 393 pounds during the last ten
Years.9

This decline 1s especlally siznificant in the pro-

duce department because this department is first in zross

ustress Perishables, Independents Advised at NARGUS,"

Super Market News, IX, No. 24 (June 13, 1960), p. 20.
TIbid.

8Suger Markets of the Sixties, A report to Super
garket Institute, Inc., Prepared by the Raymond Loewy
vorporation at convention, January, 1960, p. 62.

9Iviad.






profit returu on investment in inventory, as shown by the

followingz chart based on Prozressive Grocer's Super Valu

Study, and also because the average per cent marsin on
sales, 30.3, is higher for the produce department than for
any other department in the store by 9.5 per cent.

TABLE 1

PRODUCE DEIPARTMENT FIRST .
IN GROSS PROFIT RETURN ON INVESTMENT IN INVENTORY®

Fully
Stockxed Annval Gross Profit
Annual Annual Retail Sross Return Per
Department Turnover Sales Value 8 Margin $§ Invested

Produce 75 $109,772 31,464 § 33,300 S 33.40
Meats 72 280,072 3,890 59,300 19.56
Grocery* 18 859,431 47,343 49,513 5.35

*Includes dry groceries, dalry, frozen foods ani baxed zoods.
2Snyder, op. cit., p. 53.

It must be remembered that it 1s not only the retail
stores that are affected by the decline of fresh produce
consumption but also the grocers and shippers. Last year
Sales of the United Fruit Company decreased by some
$11,464,472 from 1958.10

As the produce problem came up for discussion at
the many conventions and meetings during the past few
years, the speakers offered meny reasons for the declining
Sales and consumption figures. Some of the reasons were
frozen foods, sales increases of other prepared foods,

—

: 10"United Fruit Sales, Profits Decline in '59,"

Super Market News, IX, No. 3 (January 18, 1960), produce
Section,



new service departments in the store such as bakery and
delicatessen, growth of the nonfood department, and the
fact that relatively few of the store managers of members
of top management are produce men but rather grocery or
meat specialists.

After reading and comparing the different reports
and comments of top men in the food field, i1t seems that
one idea seems to stand out as being paramount in impor-
tance as to why produce sales have declined. This 1ldesa
zoes deeper than the mere words frozen foods or prepared
foods, which are often cited as beinz the biggest factors
affecting fresh produce sales. The underlying idea which
Seemed to be present in competing products of fresh pro-
duce but was absent from the produce department was

CONVENIENCE.






CHAPTER II

MODERN HOUSEZWIVES WANT CONVENIENCE
A closer look at the reports and speeches made thus
far by top produce and food experts is now in order to see

exactly what recommendations have been made.

The Loewy Report

Super Market Institute sponsored the 13-month,
475,000 survey made by the Raymond Loaswy Corporation.

The main emphasis of the report centered around the im-
portance and improvement of the produce, meat, and general
nerchandise departments of the modern super market.

The report pointed out the chanzes in eatinz habits
of modern Americans. The decrease in per capita consump=-
tion of fresh fruits and veczetables that were previously
nentioned were offset to some extent by increased sales
in other departments. Increased sales of frozen peas,
beans, and spinach, fresh vezetables regquirinz consumer
Processing, were noted as accounting for much of the de=-
crease in fresh sales of these vezgetables. The convenience
of pre-trimming, pre-shellinz, and pre-cleaning is a nust
if fresh vegetables are to besin to compete with frozen.
Generally the fresh vegetable decrease was offset by elther
a1 Increase in frozen or canned.

Thhis was not the case, however, in the decrease of

fruits, Here sales of fresh frults have declined per
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capita and people have purchased more sweets and instant
puddings and desserts for snacks and dessertis.

Walter Stern, the Loewy technical director of pack=-
azing, noted customers also want convenlence in the form
of portion control and individual servings in the sizes
of produce packages offered as well as pan-ready vegetables,
He advocated unit packaging of related use items for greater
convenience. Mr. Stern seemed to be strongly recommending
a prepackaged produce department in today's modern super
market when at this year's SMI convention he stated,’We
found that many consumers seem to feel produce shoppinz
s distasteful in the areas where it becomes necessary to
walt for the services of an over-worked clerk to have pro-
duce bagzed, weighed and price-marked. While the entire
store 1s self-service, the consumer has to mentally shift
back 20 years when entering the produce area and be satis-
fied willy-nilly with cracker-barrel packazing methods."!!

In lookinz to the future and the expected income
growth the report sald that the marketinz implications ‘of
this 1uncrease in income would mean that consumers would
N0t be as price conscious as they presently are. This
dbrediction is in accord with the USDA analysis of food
burchases by the public which shows that as incomes rise,
¢Xpenditures for fresh produce also rise. This report is

based on the sovernment economists' prediction that there

(8 "7 rSMI Meetinz," Super Market News, IX, No. 3 (January
%y 1960) o D30
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will be a steady rise in consumer buying power during the
'60's which may be a 50 per cent increase by 1970 over
1959. 12

Another marketing implication is that people will
want, =and will pay for, delivery and other speclal ser=-
Vices . It 1s hard to say to what extent these services
willl be offered and how much the people will actually pay
for them, but it 1s reported that one super market has pur=-
chased 1ts own taxl and for an additional 50 cents, the
customer, and her order, will be delivered to her door.!?
There 1s also a truck delivery available for 25 cents as
well as a phone order service available at the store.

The above implications would seem to suggest several
thines [,  Pirst, that i1t would pay a produce department to
incluce some of the more unusual and expensive types of
frults and vegetables in ‘ts regular assortment of mer=-
chand i se, Suck 1tems as Banena squash, artichokes, Persian
melons, mangoes, and tangelces suggest themselves.

Second, consumers mizht be willing to pay a little
€Xtra fep speclal services and convenience features in a
Produce department, features which the later part of this

Paber w111 recommend.

P
2024 TLeaders Talk Convenience

Many food leaders have been aware of the drop in

——
12

nyder, cop. cit., p. 49.

Repor ! 3%gere is a Retail Feature in a Supermarket,"” Roundy's
=ROorter, VIII, No. 19 (May 12, 1960), p. 6.



sales in this high profit department and have volced their
opinions as to the causes and solutions to the problem. It
mizht be well to look at some of these oplnions to see if
there is some basic thought or idea underlying all the
opinions znd facts.

Mr. Harley V. McNamara, president of National Tea
company, stated in a speech given before the Merchandising
Executives Club of Chicazo that prepared convenience foods
will maice the bizgest gain in the coming decade. Mr.
lIcNamara sald he based this on "the growing number of work-
inc homemakers who want food requiring little or no pre=
paration time."'%

At the 9th Annual National Conference on Produce
Packa=in=~, Mr. Paul J. Cupp, president of the Americsn
Stores Company, was speakling to shippers and zrowers as
Well as 4o retailers when he pointed out that where the
obiective of the shipper was to maximize pro“itsble sales
oL °nly produce, the objective of the retaller was to
Please tne consumer with quality, variety, and service.
Therefkbre, "whether more beans are sold fresh or canned
i Secondary consideration for us in the attainment of
our OVerall objectives as a business.”15 Mr, Cupp quilckly

\—-———

ne 144 55upon, Sweepstakes Use Hit by Nat'l, Tea President,”
‘-—31 liarket News, IX, No. 17 (April 25, 19560), p. 4.

Retgy 5Paul J. Cupp, "Produce, Packaging, and Profits--The
Nati 1 Point of View," Speech ziven before the Gth Annual

P Ollfbl Conference on Produce Pacikaring, Philadelphia,
S¥1lvania, September 14, 1959,
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went on to say that in splte of this, retallers are inter-
ested in improving the produce department because: 1) i{t's
the fresh merchandise that zives stores their reputation

and character, 2) there is zreater opportunity for devel-
opinz =2 competitive advantace in terms of lowering operating
costs in handling fresh merchandise, and 3) the store is

not treating customers fairly I1f 1t offers them inferior
produce because it then farces thex 1o buy processed pro=-
duce.

In closing Mr. Cupp suc~ested that produce uwen lool:
to other packaced products and learn scme fundamental les=
Sons from them in an effort tc improve produce packarsinc,
The gjﬁj lesson he sugcested was convenlence.

At the same produce convention mentioned above, Mr.
Donald R. Stokes of the Asricultural Marketinz Service,
U’S°D-A., presented a talk on "The Next Ten Years of Pro=-
duce Packapging.” Mr. Stokes also noted the decline in
Per capita consumption of many fresh frults and vezetables
and to1l4g the convention members that they should take
*his decline as a challenze by dolng a better job and
offering more services and convenlence to the consumers,

In disc;lssing seven of the important deciduous fruits
Md their decreased consumption, Mr. Stolkes mentioned that
Sales of each could be improved by more attractive, pro=
te‘cti"e, and convenlent packacinz. A very plercing gues-
tlon That secemed to get at the very heart of the produce

Prob e .
lem was askxed by Mr. Stokes. "Why should consumers,"”
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he aslzed, "who like to save z few minutes buylnz ready-mixed
or ready=-prepared foods, zo to the trouble of buyin: hard
zreen vears which take a wee'r to ripen?"16 This quecstion
brouch*t out the fact that convenience pertains not oxly to
tke processing time of cleaninz or trimninz produce, but

the actuel ripening time itself. Why should Mrs. Housewife
have to use her refrigerator or valuable iitchen space as

a varehouse or ripening room? Turnover is just as impor-
tant in the home 2s it is in the store.

Mxr. Stokes also mentioned elicht veretables for which
inconvenience was the major marketings problen.

Cornvenience was also a key issue in a survey conducted
by the Produce Packacin: Association in cooperation with
marke tingy specialists from the Urniversity of Delaware. The
ASS‘Z’Ci:a.*cion surveyed chain store executives heading pro-
dure Q4ivisions of companies such ac Steinber:'s, National
Tea, Safeway, Dillon's, American Stores, Bonhem's, Super
Valu, “rozer, Colonial Stores, Thorcfare, Stop and Shop,
Publix. and other chains,

Two=-thirds of the executives sald that frozen and
€@ined sruitsc and vegetables arve still cuttinz into fresh
produCe volure, Some executives noted that "the produce

industry has nct Zept 1ts products fully competitive in

——

Pacl 106Donald R. Stokes, "The Next Ten Years of Produce

confae‘ing," Speech given before the 9th Annual National

sebterence on Produce Packagin;;, Philadelphia, Pennsylvania,
““Smber 16, 1954,
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terms of bullt-in consumer convenlences and'quality."17
When asked what recommendations they had for keevning
produce more competitive, every executlive mentioned more
consumer unit packaginz. Two=thirds of the executlves
considered the partial preparation of all produce in a con-
venient ready-to-use form as essential to making fresh
produce more competitive.‘s
Mr. W. B. Murphy, president of Canpbell Soup Company,
once stated that thirty years ago the average houcewife
spent five to six hours of her day in the xitchen preparing
nmeals and today she only spends half that time., He attri-
buted this reduction to her use of foods that have "buillt-
in SEI‘vilces".19 Since servants have priced tnemselves out
of the market, it means the burden of meal plannin: and
Prévaration is shifted back to the housewife who in many
casesS 1s workinz at a full cr part time job cutside of the
ome . She 1s therefore anxious to do anythin;; that will

reduce her xitchen work. Nr. Murphy concluded tnat thi:

4z}

Is why *ynat's veen zooming in foods s the matter of

bullding coavenlence into fcods."2C

————

Buto 17Robert L. Bull, "What America's Key Food Distri-
the ;S in Voluntary Groups and Corporate Chains Think About
Shth Uture for Packaged Produce,” Speech ziven bvefore the
1950 Annual NAWGA Convention, Chicago, Illinois, March 15,

'7°Pl1 9W. B. Murphy, "Revolutlon in the Kitchen," U.S. hews
= <Zd Report, XLVI, No. 7 (February 15, 1957 ), r. =%,

20
Ibid.







Mr. Charles G. Mortilmer, chairman and chlef execu-
tive of General Foods Corporation, contends that if the
relative costs of regular foods and convenience foods were
computed versus the time spsnt by the housewife in prepara-
tion, ™the housewife is settinz the services of a maid for
45 cents an hour."2! The zrowth of convenience foods is
Just beginning according to Mr. Mortimer.

Actually the cost of coavenlence foods is very low.
AU.S. Department of Acriculture study showed that if a
tyrical consumer boucht $100. worth of rezular food, 1t
wouild only cost him 61 cents less than if he would have
tousht the same foods in a serviced convenient form.->

All these reports and articles then, seen to point
to conwvenience as an importaat element in modern foods ani
al element that the housewife demands. If foods do not
have the convenience that the consumer wants, she wiil
Gulckl y chance and buy the mary foods avallable that do
offer ner the extra service. The Loewy Reports and the
SPeeches by Mr. Cupp, Mr. Stoxes, and ¥Mr. Pull all indi-

! . .
ateq that consumers want but have not found the convenlence

they Want in today's produce department.

4 Survey
In an effcrt to discover the trend in shopring and
atip .
1nc'> habits of the youncer z2neration of housewives, the
\

21"Modern Living--Just Heat and Serve," op. cit., p. 57.

221114,
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author interviewed 25 housewives. All the ladies inter=-
viewed were wives of Michizan State University students and
their average age was 26. In order that the housewives in-
terviewed would not be completely "sreen" as to family
grocexry shopping and meal planning, most of the ladies were
wives of graduate students and therefore a 1little older than
the undergraduates. The average number of children the fami-
lies had was 1.4. The families came from a number of states
othexr than Michigan includinz New York, Texas, Colorado,
Tennessee, Wisconsin, and Ohio and some of the husbands

held Jobs bvefore coming back to school for graduate werk.

The wives were asked eleven questions., Some were
direct objective, multiple-choice questions and others
Were swubjective questions which allowed the housewife to
freely oive her thoughts and ideas on subjects such as
frozen fc;ods, prepackazed produce, and the produce depart-
2ent 31y general.

The first elght questions were objective and were
deslgned to find out nhow much the housewlives actually xnew
about Tthe selection, preparation, and uses for specific
foduc e jtems., After the interviewer found out what the
housewives seemed to know and what they didn't know, he
coulq Mmore intelligently desien an educational program
stareq To help the housewives buy and prepare fresh vro-
duce Mo rxre knowingly. This part of the survey will be dealt

wit
hin the second part of this paper.
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The last three questions in the survey were designed
to £find out if the housewlves would really admit tha*t they
wanted convenience and if so, what specific convenlence
features they wanted, especially as related to the produce
department.

The first of these subjective questions was, "do you
prefer prepackaszed or buli produce and why?" Six of the
wives or 24 per cent sald they preferred prepackaced, 56
per cent preferred bulkx, and 23 per cent were undecided.
The consumers who preferred prepackared produce said they
enjoyed the convenience, individual price on each packare,
freshness, and cleanliness of prepackasing.

Of the wives who preferred bulkx produce, 71 per cent
fald they had tried prepackazed but found it contained bad
mérchandise when they opened it at hozme. In 35 per cent
°f the cases the bad ltem mentioned was potatoes. One lady
Stron.s1y stated that "there's just bound to be somethins
bad iy the packaze or bac." Other reasons ziven for pre-
ferrlng bulk were "I Just like to pick and pinch my own
producen. "prepackaged pacxaces are too big for only two
PeOPLe ** | and "soft fruits and vegetables are especlally
bad PXrepackaged,”

The women who were undecided sald that they bouzht
toth Drepackaged and bulk "dependinz on what lookxed the
best o ¢ the time they bousht 1t".

The author concluded from this question that most

Wo
M0 wheyn asked directly, will say they prefer bulk over
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Prepackaged produce. The main reason for this preference 1is
not that the prepackaged does not offer them convenience, but
because of the bad merchandise the ladies have found in the
Packages, they are forced to buy bulk. In other words, they
have not really been given an equal choice of products and
therefore they were compelled to buy bulk after their bad ex=-
reriences with packaged.

The second gquestion in this sectlon asked "what do
Jou think about frozen fruits and vecetables and if you
buy them, what kinds do you purchase?”™ 0f the 25 young
housewi ves interviewed, 24 per cent saild they never or
hardly ever purchase any kind of frozen foods. The reasons
tlven were "1t's too expensive’, "lack freezer space", "no
flavor +to frozen foods", and "too bis; a packaze size fer
only two people"”. Tairty-two per cent of the wives sald
they bo usht frozen fruits and vegetables only occasionally
SUh as yhen the fresh were out of season.

Thye remaining 44 per cen%t said they bouzght frozen
fruits and vegetables regularly. Of thnis 44 per cent, 54
PET =131, 5a14 they boucht freczen fruits and especlally
Veeetab es because they were convenient and ezsy to prerpare.
Other X*easons given for their recular use were "econony of
the la‘I‘ger bag, packs, or pouches of vegetables", "fresher
Havor and more vitemins than canned", "no spoilaze", "they
last 1°nger in the refrigerator than fresh if the entire

Pacc
"8%€ 35 not eaten at the first meal", and "they are not



nessy and they don't take mucn time to prepare". One house=
wife with four children remariked that frozen vegetzbles
look greener than canned and sonetimes fresh, therefore
her children thouzht they loc¥ed fresher and would always
eat all thelr frozen veretavles. Thils was in contrast to
another housewife who especially didn't lixe frozen peas
because they looked too green.

From this question 1t would seem that the youns hcuse=

wives of today really do want convenlence. Over 50 rer

cent of the wives regularly buying frozen frults and vege=
tables sald they were buyinz it btecazuse 1t was convenient,
easy to prepare, and tooi less time to fix than frech, Those
housewives who were not buyin~ the frozen fruaits and vese=-
tables regularly or who were only buylns them occasionally
Were buying other forms not because they didn't lirxe the
convenlence the frozen offered, tut because they didn't
like +the flavor of frozen foods or because they preferred
the flavor of fresh or canned over frozen.

The third question was, "what woulc you sugzest the
Super market do to improve its produce department?” The
MoSt Frequent reply tc this question was, "have a person
m the floor to welgh produce and answer guestions at 211
times L' Tne 1adies freely spoke of the many times thney
had to Stand in line and welt for produce to be welihed
elther because there were not enouzh scales or because

there Yas no one on the floor to weigh the produce. Twenty-

0
e per cent of the housewlves wanted menu 1cdeas elther in
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the form of printed recipes or pictures. Some of the
ladies noted this was especlally important for unusual ltems
in the department. Other features that were sugzested were
a sample table where consumers could try unusual produce
items, slgns telling how to select ripe frults and vege=
tables, wider alsles in the produce department so the women
could easily browse through the department without bumping
into other people's carts, putting the produce departrent
at the end of the store layout, more tie-in merchandising
wlth other departuents, and a 1list of best weekly buys. It
was also interesting to note that 21 per cent of the women
Interviewed sald that a produce departzent that had tae
Vezetables iced was definltely fresher than a department
that didn't use ice (even if they had refrizerated cases).
It seems that just the fact that they coulcd see the 1ce
covering or surroundinc the produce, psychclozically =zave
them the feeling that the produce was fresh. A few ladles
téntioned that it was a cood idea to have a buzzer in the
Produce department just like they have in the meat depart-
ment, If the consumer wanted a special type or quantity of
Produce she could easily summor the produce clerk. One
housewirfe was perturbed by the fact that there was so little
Varlety in the produce department. "I zet tired of seeing
the same 014 lettuce, carrots, apples, and oranges every
time I g0 into the produce department. I'd like to see
more weird fruits and vegetables when I go into the store,"

She Stated,
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Since all but three of the housewlves interviewed
had some criticism for the produce derartment, it would
seem that the malin value of this questlon was that it shewed
there 1is definite room for improvement in the produce de=
partment especlally in the areas of personal service and
in offering meal planning and shopping suggestions to the
consumers. If the produce department 1is supposed to convey
the personality of the store to the consumer, it seems
that these improvements should be made quickly in all stores
where these services are not now available. Some of the
ladies were so dissatisfied with the produce quality,
Variety, and service they were receiving at the super nar-
ket that they were now doing their produce shopping at the

local farmers' green market or produce specialty store.

dnal ysis of Canned and Frozen Vegetables

According to the Agricultural Marketingz Service
reports, the average person today is buying over 50 per cent
more frozen and canned vezetables and nearly 12 per cent
fewer fresh ones than he did 20 years ago.2> Almost all
the 1tems mentioned in the report as having increased in
frozen and canned consurption and decreased in fresn were
ltems such as snap and lima beans, green peas, broccoll,
asPaI%igus, and spinach that requlire quite a bit of consumer

Processing when sold in the natural fresh form. It would

Mark 23wprozen and Canned Vegetable Consumption Up," Super
=arket Merchandising, XXV, No. 5 (May, 1960), p. 127.
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be, however, a hasty ccnclusion to assume that it is only
the convenlence of preparation tnat entices the consuamer
to buy these produce items in the frozen or canned form
rather than the fresh. Therefore let us now lcok a little
closer =at the frozen food cabiret and the canned veze-
table shnelves to see If there 1s sometning else that temptis
the commsumer to buy the merchandise in these processed forms.
To make a comparison of the three different depart-
ments , frozen, canned, and fresh, the writer weant into a
large matlonal chaln store in Lansing and first checked
the 1labels on some of the canned vegetables. This store
had thhxree different brands of asparazus and also offered
three different sizes. A national brand was offered in
a2 303 can and an eight ounce can. The 303 can offered
Several good serving suggestions on the label. Anotkher
natlonal brand was offered in a 1 1lb. 3 oz, can. The sug=
593"1011 on this label read "heat aad serve or serve cold
In sala@s", A private label was also offered in a 303 can.
There wexre also several serving suggestions on this label.
All the labels included the size can, size of asparazus,
net Weight, nunber of cups, and nuuaber of servings.
Lookxing at some of the labels of the peas and carrots
he foung these clever and catchy "sales talks":
J1 £y Stew--Pantry--Quick for You
En joy your favorite stew minus the problem and mess
OFf cleaning vegetables., Just open and heat a can
Of —eeeee-peas snd carrots to top your casserole.

gjs.e —~e--== mixed garden vegetables for hearty main
Sh casseroles. Mold ===----- mixed garden vesetables
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in gelatin for a colorful salad. (Pictures showing

colorful salad and casserole.) Cut on dotted line.

See reverse side for appetizing recipe ideas.
Special mnotice should be made of the first "sales talk"
vhich aims its arrow directly at the fresh produce depart=-
ment competition by directly stating it's a mess to clean
fresh vegetables.

Another sales point was used by a natioconal brand
packer who freely used descriptive adjectives to put this
information on a 303 can of asparasgus:

Selected, tender, young leaves, carefully hand-scrted,

washed clean and free from crit. Cooked to retain

1ts fine, natural flavor and uniformly green color.

An excellent source of Vitamin A (as carotene) and

Vitamin C. It also contributes nutritionally valu=-

able quantities of riboflavin (Vitamin By) and of
I ron to the diet.

Five serving suggestions followed thils information.
The abowve label information was not "hunted for" but was
Selected at random as the writer walked down the canzed veg-
¢table alisle. He spot-checked many other versetables and
they Too had a variety of recipes, serving suggestions,
“loreqg plctures of appetizing menu ideas, and other point-
of-sale information about the particular vegetables in the
can,

Next he examined some of the packazes of frozen vege=
tables | This was the information printed on the back of a
fackaze of 1ima beans:

S == w=we«=- Fordhook Lima Beans are qulick frozen to retain

their garden-fresh flavor, color, and food value.

hey are washed and all ready to cook without further

Preparation. These beans require less cooking time
an ordinary beans. (10-12 minutes)



There were also several serving suggestions on the
package. This package was a natlonal brand of frozen focis
and looking at some of the other vegetable packages, 1t was
noticed that they too had the same type of information on
the package including the fact that they could be prepared
faster than the particular fresh vegetable, and the fact

that they were "garden-fresh".

Even the private label brand frozen vegetables had
Serving suggestions cn the package. Packazes of okra,
Squash, cut wax beans, and blacxeye peas each had three
different serving suggestions on the rear of the packace,.

F1inally the writer looxed at the produce department
°of thils same chaln store. XYost of the prcduce was not pre-
Packaged, The avacados and a:zplant were overripe and soft
and had no 1dentifyins signs or serving suggestions. The
gféén beans were not packazed and they looked old and wllted.
The display of strawberries looked like it was closing time
on Friday night. There were very few signs of identifica-
Hon f£or the fruits and vecetables much less any serving
SU¢Ze s tions or take-home recipes. The produce manazer was
Pittimg yp celery as customers walked past him while zolng
throu g n the department, but did he offer a "good morning®

0 [[]
' "have you tried our deliclous grapes we have on sale this

w 14}
sek Tto any of the customers who walked past him? No, he

didn't -

From this quick comparison it seems only too obvious

that -
at the convenlence of processing offered by frozen and
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canned vegetables is not the only reason for their increasing
consumer acceptance. It would seem from this brief survey
that the plctures of appetizing dishes, serving suggestions,
recipes, identification of contents, catchy point-of-sale
Information as to vitamin content, previous processing, and
easy cooking instructions, and the direct comparisons made
with fresh produce on the labels of frozen and canned veze=
tables are all contributing factors to tne increased sale

of these processed products. They are also factors that

are usually not found in the produce department. Therefore,
we might classify the serving, cookling, and identiflcatlon
Information as convenience factors that are not offered in
the produce departoent. It would seem logical then for women
Who had a choice of three forms to pick the one thai gave
‘hem the most ccoking and serving information. This would

e especlally true 1f the consumer had not previously pur-
chased the item or if he did not kncw how to prepare the
Product,

According to scme reports, the frozen campalign against
fresh fruits and vegetables 1s just begilnninz. An official
°f the frozen food division of Stokely Van Camp, Inc. an-
ldunced that "frozen freshness exceeds produce much c¢f the
tue, and frozen substitutes for fresh produce are nutri-
tl°119.3.15r superior to their fresh ccunterparts every day cof

the year,"?* fThese claims were made after produce was

—

v S4n1presn' Public Relations," The Produce Packager,
» No. 4 (January 27, 1960), p. 4.




ny
[SX

purchased fresh in the store and compared to simllar

frozen products. The results were fantastic enough to
wvarrant Stokely to start a major advertising carpalgrn across
the nation with such claims as: "110% more vitamin A in
frozen green beans", "212% more vitamin C in frozen spin-
ach”, and "3%6% more vitamin A in frozen lima beans".

It seems that the frozen food processors have caught
the fresh produce shippers and produce assoclations napping
in this respect; little has been publicized elther on a
national or retall store level as to the real nutritional
value of fresh produce and the fact that no sugar or salt
has been added to it.

From thils frozern and canred analysis cone can see
that the convenience ¢f processing is not the orly enticing
factor that the processed vecetables hzve over the fresh,
but 1t is 2lso tne convenience of the point=cf=-sale Iinfor=
ration given on the paczajes of tune processed products and
the general national advertislas campelgn conducted by the

Processed food manufacturers promotinz their products,



CHAPTER III

HOW TO DEVELOP AND MERCHANDISE CONVENIENCE
IN THE PRODUCE DEPARTMENT

Reports of produce executives, speeches by produce
and food experts, perscnal surveys of young housewives,
and an analysis of the sales and labels of frozen and
canned fruits and vegetables all indicate thet convenience
1s the essential factor that is needed in the produce de-
Partmen+t if it is %o survive the inroads that other departe
ments are making into fresh produce gdepartment sales.

Since prepackaging in general is a prerequisite for
developing convenience in a produce department, this chap-
ter wil] begin with a review ¢f the advantages of prepack-
aged produce for both the retaller and the customers and
1t w111 then develop some sucgestions for promoting pre-
Paclkazing and bullding consumer faith in the package as

Wvell as in the store.

Erepac 2Ckaging for Convenlence

Introduction of Prepackaging

When first introduced, prepackared produce met resis-
tance from both consumers and retallers. Resistance to
r
PrPaclcaging has been decreasing, however, and in 1957 a

S
WYy by DuPont showed thai 52 per cent of the consumers
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in America today prefer prepackaged frults and Vegetables.25

Since this 1is only about half of the consumers in Americsa,
there is a large number of pecple who have to be shown the
advantages of this new type of merchandising. What is
needed, therefore, is an educational program for the cus-
tomers that is planned and promoted by the produce devart-
ment. Actually the entire store would help promote this
Program, so faith can be buillt not only in a package or a

department, but in the entire stcre or food chain.

Advantages to the Retailler

In order to do a good selling job of prepacxagilnsg,
the produce departmen* itsel: must first believe in the
System. The entire produce staff should be told why they
are prepackaginz, how to prerackage, and what its advantages
are.  Only after this has been done can the produce depart-
Lent work as an efficient tearn znd gain all the berefits
°f the system.

Possibly the biczest advantage of prepackacing is the
reduction in spoilage. In a bulk operation the spollage
Usually amounts to four %o six per cent of sales. Using
prepackaging, however, spoilagce is cut to one and one=half

to two pPer cent of sales.g6 This saving in waste 1s often

pre 25"'1959 Guide to Profitable Retall Selling," Booxlet
Incpared by The American Institute of Food Distribution,
* (New York 17, New Yorx, 1959}, pp. 28-29.

2
6George E. Kline, "Cut Produce Svoilage to 1%% of

S
P?lzg’ " XProgressive Grocer, XXXIII, No. ! (January, 1954),




more than enough to cover tne material costis of prepaxacinc.
Waste reduction taxes place in several ways. TFirst, spoil-
aze 1s reduced from excessive custorer nandling. Secondly,
pPrepackazing raduces a lot of retrimming because tne pro-
duce stays fresh longer, Finally, the wrapplng over the
produce curtsils the 7 -5 o f motemire znd therefire reduces
wilting, dilsccleration, ard the dehy “lon of trne Lltlems,
A test under i1deal conditions csve these resultis on the
shelf 11fe of prcduce.

TATLE 2

.
R .- .
SHZL: T.IFE O FRODUCTY

Fulk not 1‘ efrigerated % days snelf 1!fe
Bulk efrizerated 55 days shelfl Jife
Prepackaged nct z-efr'l{:erat.ed L days shelf life
Pregackazed refrizerated 10 days shelf 1ife
[ -~ LU (IS TR * e -
Ezra Laplies Technligaes In Froduce Freracie-
agin:,"” Super Vol Vorerandisine, XTX, To. 10

{Orctober, 19584,

A secord fmportent advantare tc the retaller {3 the
decrease 1n labor cos%s and increase in volumwe ani profits,
Tre ease ¢of Filckinz up a ten pvocund tvag of rcetztees ratner
than inaivs dually selecting Len vounds of bulik potatoes
€xempli "1 es why impulse sales are alse so much sreater with
prepacka%‘img than with bullr. Folliowin:z is a case study of
S¢Ven Super parkets In St. Louls, which provides a conolse

a - . .
nd typical survey of the positive resu of nrepackazing,
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TABLE 3
COMPARISON OF PREPACKAGED AND BULK PRODUCE OPERATIONS®

Produce Produce Produce
Annual Volume Net Profit Spoilage Labor
Store Volume Before After Before After Before After Cost
A 15Mil- 109 13% 5% 10% 7% 2% Down 1/3
lion
B 12 " 83% 114 5% 147 2% 2% Same frr
30% more
volume
c 1" 107 1% Jp 3% 87 3%  Dowm 1/3
D 1 " 10% 137 3% 1473 75 1%  Same fnr
more Vvol.
E oo - 37 - 12% - 2%  Same for
more Vvol.,
F 250,000 8% 1% Yot Stated 7% 1%  Same for
more vole.
G 125,000 7% 139 Not Stated 11% 2%  Same for
double
volume

CIbid., p. 54.

A study, which has become almost a classic in the
fleld of prepackaging, was made by the DuPont Company of
10,000 Produce shoppers. The careful observation showed
that the average shopper spends twenty-four per cent less
time in the self service produce department than in the
Service department; yet she buys sixteen per cent more
Produce , 27 This documents the theory that customers buy

ore produce and in less time when the items are prepackaged.

2
Paph1 7" Prepackaging--An Approach to Produce Prodits,”
Ine g;‘ Dublished by E. I, DuPont de Nemours and Company,
o lmington, Delaware, 1951, p. 9.
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Packaged produce is very conduclive to gummed labels
d twist-on price tags which makes pricing easier and
faster, It also saves tlme at the check-out stands where
the checkers can clearly see the price on every package.
Lezible and accurate price markings also speed customers
through the produce department. This is espezially impor-
tant during peak shoppinz perilods.

Stock rotation can be easily facilitated with pre-
packagins because of the ease of coding each package to
assure proper rotation.

Attractive displays can we quickly ouilt witn rela-
tively few units of each item when a store uses prepack=
aging. This advantage 1s especlally important during a
slow period or at the close of the day wnen few ltems are
needed but there must be enouzh on display to maice the
department look attractive. It is also gulte easy to set
UWp tile-~in displays in otkher parts of the store with pre=-
Paczazed produce.

Another advantage to the retaller is that prepackaged
roduce is conducive to a smooth flow of operations, there-
fore Irmcreasing the efficlency of the produce department
8% each menber of the department works as part of the "human
chaln® . packaging, sealing, welghing, marking, and display-
g the produce. Accurate weighing in the back room mini-
tizes "a%‘iving away" merchandising from fast service welghing.

Las tly, prepackaged produce gives the produce depart-

Zent
@ Cclean and neat appearance, There are no messy and



34

Slippery leaves on the floor that can cause an accldent.
These advantages can be realized in various degrees
In different stores dependinz on each store's present oper-
ations, personnel, volume, and degree to which i1t goes into
Prepackazing., They may nét all be apparent right after
adoption of a prepackaging plan because it sometimes takes
Sseveral months to realize fully the savings and profits of

the sysztem.

Advantaces to the Consumer

Since produce is only touched once, by the packer,
and is not handled again until the consumer opens the pack-
aze 1in her home, prepacxased produce 1s very sanlitary. Dust
and dirt i1s also kept out so the merchandlse stays clean
after it has been washed by the produce department.

In response to some people who say they can't select
their produce when it is all wrapped, it should be noted
that "instead of taking away the customer's right to select
the merchandise she wants, produce prepackaginzg actually
°ffers her a double check. First, by quality-trained and
Ual i ty-consclous produce personnel when they make up the
lacka e and second, by the customer herself, as she has a
Variety of packages and sizes from which she can maxe her

selection,"28 Therefore, the produce is of better quality

lecaus e of the double check, and it is also fresher, be-

————

Packe 28George E. Kline, "Tests in Sixty Stores Prove Pre-
Sroo €31ng Lifts Produce Sales, Margins, Profits," Progressive
=8X, XXXIII, No. 7 (July, 1954), p. 45.
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Cause the wrapping keeps moisture from escaping into the
Iry store air.

Of major importance to the consumer should be the
lacreased speed at which she can shop when the store has
prepackaged produce. There 1s no waiting in line to have
mexrchandise weighed and priced, no doubt as to amount or
price of a unit because it is clearly marked, and finally,
she can move through the check-out line faster because the

price is easlier to read by the checker.

Finally, there 1s no waste wih prepackaged produce.
All excess waste 1s trimmed off before the item 1s pack-
aged. The customer 1s therefore assured tuaal she cau use
all the produce that she is paying for. Also, when she
gets home, she won't have to wash, trim and package the
produce, but simply put it in the refrigerator in 1is own

reusable plastic refrigerator bag or converient paper tray.

Bui 1l ding Consumer Confidence

Because the housewife has many doubts as to the qual-
Xy and freshness of prepackaged produce and because she
ondexrs if the produce men in the back room can be trusted
0 P1ick out the kind of produce that she will be proud to
Sérve +to her family, the produce department must plan and
Promo te g definite educational campaign especially geared
to dj-spelling; the fears and doubts that Mrs., Consumer has
about Prepackaged produce, and build up her faith in this

lew me thod of merchandising and packaging. This program
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can be promoted on two levels, one in the store and the

other outside of the store.

Promotion in the Store

The first and most important step in any prepackaging
program 1s to pack only top-quality merchandise. Since
customers are used to picking out their own fruits and vege=-
tabless of o¢nly the finest quelity, they will not give up
the r1 ght unless they are convinced that the produce man
can do a better Jjob of selection. "Withered grapes,
brulsed peaches, spotted apples and similar items can put
any packaging program in the doghouse as far as customers
are concerned" dispite all the signs and ads and personal
sales work a store might try to do to convince customers
otherwise,?? The best place to begin the educational pro=
gram y  therefore, i1s witk the people in the produce depart-
ment 3 tself, Instructions on what and how to package, con-
Stant checking of inceming produce, and buying and accept-
Ing Only top-quality merchandise 1s an important prerequie-
slte for any prepackaging program. A standard approach
ToSelecting merchandise for packing is to tell the packers
Topack only items they would select if they were customers.
€1 these packages are put in the display case, a periodic
<Yk should be made of the merchandise throughout the day

®=0 be Sure it looks good and that there is no damaged pro=-

29w ' "
What's 1n the Package,” Chaln Store Age, XXXV
¥ 7.7 (august, 1959), p. 126, — — — ' ’
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duce on display. Only if one has quality merchandise in
every package will he benefit from the following factors
of the progranm.

To complement this top-quality merchandise it must
be packaged in materials that enhance the appearance of
the produce. Sparkling cellophane and shimmering poly=-
ethelene can give real impulse and increased sales poten-
tial to fruits and vegetables that already have a beauti-
ful natural color of their own. It behooves every produce
manager not to detract or cover up this natural color by
using, packaging material that has advertising or distracte
int pictures on 1t. Some stores prefer to use backing
boards 4instead of trays to package thelr produce. This
Increases customer faith in the commodities im that Mrs.
Consumexr can get a better look at the sides of the items
to be sure they measure up to her high quality standards.
Other s+tores use trays with arm lock hinges that cross the
P OFf <the tray to keep the produce from slipping out, yet
they allow the consumer to touch and smell the produce it-
self

A1l]l produce managers should always be on the look=-

out for new types of packages that offer the consumer more
<%lVeni ence, Two examples of some of the latest are the
EX>O0)\lable bags, which might be a possible package for pre=-
== helled 1imas or peas, and the waterproof asparagus con-
t—=alner, The contalner can be used by growers, packers,

==/1/Pers , and retallers. It allows a large handful of
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asparagus to be placed upright in the contalner to which
water can be added to keep the asparagus fresh, Market
tests of the contalner have been very successfu.l.-jo

A criticism often directed at prepackaged produce 1is
that 1t doesn't offer the consumer merchandise in the size
or amount she wants. A good produce man can easlily over=-
come this criticism by offering the consumer different size
un ts within one type of frult or vegetable., He can quickly
recognlize In a few weeks what the size and welght prefer-
ences are of a community.. Pipggly Wigzly Stores use fifteen
dif ferent size trays plus pliofilm or acetate bags to pre-
rack their pz‘oduce.z‘1 This i1s an unusually large number,
however, but it illustrates how far some compahies will go
to malce sure that Mrs. Consumer is offered produce in vary-
Ing sizes and welghts, No matter how many sizes a store
hes on display, 1t should always be ready to fill special
TffQuests of customers. If a customer does ask for a smaller
floun+t than is offered, a produce man should break open a
bag On display and satisfy her request. Experlenced dealers
2Y 1 4t's bad psychology to go to the back room to break open
" get a small unit of an item because the customer then

thinks that the clerk doesn't have confidence in the packaged

—

30"Waterproof Asparagus Merchandiser, A New Brand

Name Package," The Produce Packager, III, No. 10 (June 17,
1959), Pe 3

Slpeter Bundrick, "Stores' Profits Rise with 100%

Ifac‘,fgsed Produce,” NARGUS Bulletin, XLIV, No. 4 (April, 1957),
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produce and has to go to the back room to be sure of getting
top quallty.

Although the packages themselves are very attractive
and promote impulse sales, the consumer doesn't always real-
ize all the benefits that she actually 1s receiving from
prepackaged produce. The followling slogans are excellent
reminders to Mrs. Consumer of the "extras" she receives
with every package:

"Quality produce in every package, every day"
“Packaged fresh daily--cleaner, more sanitary
(Protected from dirt, dust, and handling)"

"More convenient (Makes shoppirg faster and

easier)"

“Easier to prepare (Pre-washed, trimmed, and

graded)"

**A size for every tahle need"

"No waste (All unusable parts trimmed prior to

packaging)"”

" Fresh prepacka%ed produce at no increase in

price to you
Afew of these slogans can be posted i1n the produce depart-
ment egch week and rotated regularly. A slogan could also
% included right on a label or twist-tag. This would
8’y +the message home with the customer. Special twist-
t8gS  with tasty produce recipes or ccoking instructions
8l80 could be easily attached to a package. These slogans
are @Speclally effective when a store is first starting a
prepac}taging program and customers are completely unaware
O Xhe many benefits 1t offers.

Since prepackaging operations are done basically in

the back room, personal service is often forgotten., It is

-

S321apides, op. cit., XX, No. 1 (January, 1955), p. 110.
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a good practice to try to have someone on the selling floor
whenever possible to answer questlons and help customers
select produce. They can also check the racks for damaged
goods and do some simple baggzing operatioans and put the
finished units right on the rackx. A self service button
is als0 a helpful ald when there 1s no one on the sales
floor e« These sugzestions help keep the personal touch in
the department.

A suggestion which 1s especially pertinent %o oper-
ators and management thinking about bulldinz new stores
s to consider the possibility of building the prepackaglng
room with a glass front so the customers can see the oper-
ation . "The sight of wnite-uniformed operators washilng,
trhnn1111g, welghing, and prepackaging the fine-quality fresh
frits gang vegetables has a lot to do with attracting cus=-
tomexrs to the store and particularly the produce depart-
ment . **33 n1g feature of the store takes some of the mystery
Ut of prepackaginzg and lncreases customer falth 1n the de=
rimen+t as well as the whole store, especlally if this fea=-
tre 1s also carried out in the meat department.

Finally, in order to gain the confidence of the con=-
SWers 1in this new system, the items must be prlced the same

28 Lhe bulk items. Since the housewife i1s not sure if she

———

33Jeannette Formby, "Piﬁgly Wiggly Adopts Refrigerated

- ging Program” The Voluntary and Coopera-
—tve Groups Macazine, XXVII, No. 2 f?e?r'—uar';yz,"T'§57,, Pe 17.
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really 1s receiving any benefits from prepackaging, she
certainly will not pay extra for it. Saving in waste will
offset a large amount of the cost of materials and increased
sales will take care of the rest so the customer should not

be required to pay extra for this added coavenience,

Promotion Out of the Store
The top-quality of the produce itself is the great=-
est confidence builder the produce department has. It can
be supplemented by signs, service, etc. in the store. This
confidence can also be established before the customer gets
into the store. Radio and television spots emphasizing
the convenience, economy, freshness, and quality of pre=-
rackageq produce make the customers more aware of the ade
vantages of packaging. If the change to packaging 1s being
nade in g community where 1t 1s a relatively mew idea,
SPeial publicity releases and pictures could be given to
raiio, TV, and newspapers as a news ltem, as well as being
free publicity for the store. Following 1s a newspaper ad
that wag used very effectively by Super Valu to educate the
PWlic 4o prepackaging:
"*Have you realized how much =eeceas new Cello-wrapped
Produce means to your health and well being, not to
mention the fact that you are receiving the freshest
Produce obtainable through this new method of selling
Produce? Almost within the hour of the time you pur-
chase this dewy fresh produce, it has been graded,
trimmed and wrapped in protective cellophane, a sure
&uard against dust, alr and numerous handlings. You

Ccan see exactly what you buy through this clear wrap-
Pling and each item is labeled and priced for your
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shopping convenience. And remember, if you can't

find the size or amount desired, you may break any

package and get the amount you wish. All this is

furnished to you by ====== at no extra cost. Just

look at these =w===- bargains for the weekend."J>4
Building PFalth in the Store

Building consumer falth in a package or in a produce
depaxrtment is oniy a small segment of a much larger prob=-
lem, namely building faith in the entire store or, if it
s & chaln, in the integrity of the entire firm. This
requi res the cooperétion of all store personnel if it is
o be successful.

- The prepackaged meat department must also offer the
customers only the top-quallty meats. The same is true of
the dairy and grocery departments. Chackers, baggers, stock
Dén, and all people working in the store mﬁst be helpful,
courteous, and truthful to all customers if a planned pro-
fral o £ puilding customer falth in the store is to be a
Succes s

The tray of peaches with the brulsed sides turned
20Ma wW31] create a feeling of mistrust and suspicion agalinst

the Whole store in the mind of Mrs. Consumer and not just
atlnst the produce department. The risk involved in
A-o8lng repeat business by displaying bad merchandise 1is
“=-Ttmendous, Even greater is the task of trying to win

Eack lost confidence of Mrs. Consumer in the entire store,

2 34George E. Kline, "How to Merchandise Prepackaged
P=—rodice: for Better Sales, Margins, Profits," Progressive
v £9Cer, XXXIII, No. 9 (September, 1954), p. 62.
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which was lost because a few brulsed peaches were put in

a tray and put on display.

Preparation for Convenience

"You can be sure that the people who really want to
preel , pare, shell, husk, and scrape produce are in the
minoxrity."?5 Because of this fact, one of the most lmpor=
tannt ways to glve housewlves convenlence in the produce
deparxrtment is by preparing the food for them so it is in
a table-ready or'pan-ready forme Operators who have gone
into prepared produce items have found it to be very suce
¢cessful in increasing sales and profits for the department.
Mre Richard Gromer, president of Gromer Super Markets, has
called the table-ready and pan=-ready produce items "the
Mlggest opportunity for bullding traffic and ilncreasing
sales of fresh fruits and vezetables since %the advent of

Odern refrigeration. n36

Iypes of Preparation

Frults and vegetables can be prepared in a variety
of Ways to make them more convenient for the housewife 1n
28dd 1 tion to the fact that they can be pacxaged for con-
Veni ence. Vegetables can be wasied and trimmed, sliced,
Siredqded, shelled, segmented, peeled, and husked for cone

Sumer convenience. Some fruits may be cored, sliced, or

55Cupp, 1o0c. cit.

L 36Ricrard Gromer, "Table-Ready and Pan-Ready Produce
MS B‘-lilding Traffic for Out Produce Departments,” Super
Yarkke t Manager, XX, No. 5 (May, 1959).
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divided in halves or quarters for convenlence.
Gene rally there are three basic types of preparation

into which convenlience produce ltems may be classifled,

First 1s a combination form. This 1s where z variety of
frults or wvegetables are grouped and packaged together for
some convenient purpose such as a frult bowl mix or soup
nixe The second catagory c¢f preparations is salads. Since
there is Su ch a great variety of salad combinations pose
sibie;. the writer thought that the salad combinations de-
served a Separate grouping. The third group of preparations
includes S ingle packaged produce items that have had some
speclal pro cessing to make thea pan-ready or table-ready

in additioni to the regular packaging. Each of these pre-

parations 311 be discussed “n more detail.

Combinations

This 1s possibly cne of the best types of convenlence
to offer consumers for a store that does not want to make
an imnediate investment in slicing or processmé equip-
ment that 31§ needed for some of the other preparations.
Meny of the combinations suggested in this section only
need the regoylar packaging materials that a prepackaged
produce depa rtrent has on hand.

A combination that offers a large variéty of possibil-
itles is the assorted fruit combination. A molded pulp
tray containing two apples, two oranges, and two pears or

ab :
anana, sope grapes, two apples, and two oranges might
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be good sellers especlally if labeled "Lunchbtox Special”
or "Family Fruitbowl Special"”, A good variety, colorful
arrangement, and fair price can make this a winning com-
binationn especially for a small family who doesn't want

]

to purchiase a dozen bagged oranges or a large bunch of

bananas , but still would like a variety of fruit in the

home.,

Arrother good combination is the soup mix. A colore

ful mix can be made by putting a few small whole turnips,
carrots , onions, green beans, and celery trimmings in a
rectangs il ar molded pulp tray. Whenever trimmings are used
in any combiration, the packer should be sure that it is
tP qual 1ty merchandise that is being used and not wilted
and 01 @ produce that is ready for the garbage pail. Com-
Mnatlion packs and salads are a very expedient and profite
atle Way to salvage produce trimmings or whole merchandise
that 1 s too good to throw away but not quite gcod enough

to s€11 1p the orizinal form.

Relish trays alsc make attractive combination packe

3€Se  Busy housewives who are looking for ways to perk

up their regular meals are good customers for a tray of

clean, frreqn celery trimmings cut inito four or five inch

eNZths and stuffed with cream cheese. Celery can also

e Stuffed with peanut butter for children's after-school
o¥8Cks, (Other relish trays can be made up with such 1ltems
a 2 &reen onlons, radishes, carrot strips, celery strips,

T Teen Pepper strips, and green or ripe olives, The roots
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should be removed and the tops of the onlons evenly clipped.
About omne 1inch of the radish top should be left and the

radish 3 tself should be washed ard cut into rosebud form
if desixred.,

Pxrices of these trays may range from 29¢ to 39¢ de-

pending; on the quantity, price of ingredients, and the
labor A nmnvolved. The color, appetite-sppeal, and conven-

lence -“+that these relish trays offer the consumer "makes

them se 11 on sight, even though the mark-up 1s double or
triple +thet of the unprocessed commodities."57

Another convenient packaged combination 1s the beef
stew m 3 x,

Small cubes of boneless stewing beef are put

In a Small, one pound tray. Then potatoes, celery, turnips

and caxrrots are cut into small pleces sizeable for stew.
Aerinicye-type cutter may be used to give the vegetables
Ioreé e ye-appeal. Small onions may also be included in the

Vég€e table mix; they are peeled but left whole. The potatoes

2d  turnips should both be treatel with a deoxidant solu-
0N so they do not turn brown. The mixed vezetables should
" Placed in a separate tray and then both trays should be
Placeq gige by side in a larger tray, over-wrapped with
film, and appropriately labeled, These trays should be dise

Played in the meat case so the proper meat temperature can
Pe maintained,3d

-

Pro 3TA. A Irwin, "Merchandising Pan-Ready and Table=Ready

( duce Items," Part 3, Super Market Manager, XX, No. 2
Tebruary, 1959), p. 15.

381pi1d., Part !, IX, No. 11 (November, 1958), p. 10.
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The mixed vegetable tray can, of course, be merchan=
dised separately in the produce case in several size trays

for cus tomers who prefer to use them in a soup or in some

other way.

Salad s

Salads usually requlre a certain amount of backroom
proce s sing, but with the proper equlpment this can be done

very qwulckly and efficlently in most cases. Salads can be

Very s imple, such as a plain cole slaw, or they can be very

colorf£\l and elaborate, such as the large fresh vegetable

salads . There are no set recipes for maxing salads., Only

the imagination of the salad maker limits the number of

combimnigmtions that can be made. Once azaln, salads provide

8 800d place for the produce department to use some of 1ts

Slightly brulsed or misshapen cucumbers, peppers, celery,

T Tomatoes. Also small heads of lettuce or cabbage may

be €asily used in a salad. Salads should be prepared in

8 Variety of sizes so the consumers have a cholce depending

o the size family they have.

Cole slaw is probably the easlest salad to make 1f

the department has a commercial vegetable slicer and

Shredder, Many times the slaw can be purchased in five

or ten pound bags and then packed in smaller trays in the

Produce backroom. Since two out of every three heads of

cabbage now purchased are used to make cole slaw, 1t seems

ONly natural that the produce department should offer Mrs.
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ConsumeY the finished table-ready product ninus all the
hard woxrx of preparing it.39 Cole slaw or cabbage salad
can be mexrchandlsed in a varlety of ways. The contrasting
colors o f shredded red cabbage next to green cabbage makes
an appe tizing package. A narrow row of shredded carrots

in the =s=same package would also add color and flavor appeal.
These three ingredients may be mixed or arranged in 'uni-
form rows in the tray. These packages may range in welight
from e3 eht ounces to one pound.,

Waldorf salad is a goecd salad to promote when there
are goo d crisp eating apples avallable that are not too
éXxrens i we., The basic ingredients for it are small 3 inch
vedges of crisp apple, crisp diced celery, raisins, and a
few wal nut meats on top. The apples should be treated with
a d®ox 3 dent after cutting.

Shredded carrot and ralsin salads are another easy
and Profitable item for the produce department to merchan-
iise. After the carrots are washed and peeled, they are
Shredded in a commercial shredder. A few seedless ralsins
8T & QA qed to top off this salad favorite.

Fresh vegetable salads offer an endless opportunity
for O X3ginality because of the many ingredients the packer
has to work with. Usually these salads start with 2 base
of S]‘1~":‘ed«ied or small broken pleces of head lettuce, endive,

\

LXVT 39"Super Market Meet Draws Record 13,000," Tke Packer,
b4 NO. 13 (May 3, 1960)9 Pe. 110
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escarole, or romaine. One or two of these base lngredients
can be used alone or all of them may be mixed together.
These leafy vegetables may be packaxed alone for people who
enjoy eatling a simple green tossed salad. Other ingredlents
are usually placed on top of this base, however.

A green pepper ring enclosing a whole tomatoc, whole
hardlecoo ked agg, or several cherry tomatoes makes a very
eyemcatclhiing vegetable salad. Around this center attrace
tion may be placed cucumber or radish slices, whole 5ut
cleaned g reen onlons, diced celery, carrot or green pepper
stfips, whole radishes, or gquartered tomgtoes. All these
ingredienn ts should not be put into one salad but a few
should be 1laild on each lettuce base in an attractive manner
to glve 1 t color and taste appeal rather than a cluttered
look.

A plain tossed salad consisting only of green leafy
vegetables may be displayed in both small ventilated film
bags or im an overwrapped molded pulp tray. The other
salads with additional ingredients should only be sold in
the ovVerwrapped trays because their impulse sales appeal
1s in the a+ttractive way the vegetables are placed on the
green base .

Othexr wvariations of the vegetable salad would be
to place cooked canned tuna or sarimp together with a few
tomato Slices and radishes on top of a lettuce base. A

small can of anchovies could also be placed on a bed of

§TEeNS and surrounded with green onions and slices of cucum-



bere Sm=xall sample becttles or envelopes of salad dressing

might be 1included in the tray with the salad but the dres-

sing showuld not be put directly on the salad itself,
Some stores have even put cubes of American or Swiss

cheese arxxd strips of cold boiled ham on top of the mixed

O

!
saladse Larger trays of these mixed salads containing

such mea t and dailry items might be appropriately lalteled
"A Com»1 ete Summertime Meal"”. Large "talking signs™ dis-
played aabove these salads should call to the attention of
the hous ewife the convenience as well as the nutritious
velue a: vitamnin content of thne sélads.

A xinzg of canned pineapple on a ted of shredded

greens o xr on a few whole leaves of lettuce topped off with

2 dab o £ cream cheese and cherry garnish mares an attrac- -

tive Pifleapple cream=cheese salad. Melon balls or segments

fro : . -
M W= * ermelon, cantaloupe, and honeydews placed on a let-

tu
°© Bed npakes an attractive frult salad. Tney can also be

Place q 3m polystyrene cups and sold as fruilt salad ingsre-

dlent s _
Thie pest time to merchandise these table-ready salads

1sin %y, summer time when the fresh frults and vegetablas

us
¢d Aara plentiful and inexpensive. This 1s the time that

eo -
Peorl e ‘=at lighter meals and therefore enloy salads.,

Almost all the salads are sold on a one=day turnover

bas
asis, In this way the freshness and quality 1s assured

\—

4y
c)Gromer, loce cite.
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customers will be qulckly coming back for more.
there are so many varletles of salads that can be
s tore should not attempt td merchandise them all

but should vary the assortment to give the consumers

a differemnt cholce whenever they come into the store.

The

following lists provide a guick sumnary of the

popular wvegetables and accompaniments that can be used in

naking fresh salads.

A LIST OF POPULAR SALAD VEGETAEBLES

Let tuce

Romalne

Clli.cnary

Endive, curly and Belgian
SDIrnach

Chia rd

Clrilriese cabbacze
=3 Carole
Dandelion zreens
Celery

Ra d1shes

- Tinnatpes

F <~ pers
~anuijiflover
Clulounvers

<1 Lear chestauts

4

ACCOMPANIMENTS FOR

ooy  Flpe and stuffed olives
lates, ?;JémOndS. pecans
Oranges o

Anchowv 3§ ; Sgrapei‘rult

Swiss o

A .
Cottae o —2&Trican cheese
=% 2heese and Roquefort

—_—

Peanuts

Carrots

Scallions

Onlons

Beets, cooked
Asparasus, cooked
Corn, cooked

Lina beans, cooked
Green beans, cooxed
Kidney beans, cooked
Potatoes, ccoked
Pilmlento

Watercress

Cherry Tomatoes
Cabbage

Parsley

VARIETY

Canned pineapple
Raisins (seedless)

“Currants

Hard-cooked eggs
Shredded dricd beef
Aprlcots, prunes

]
Malara or Tokay srapes™

49
p. 21, TTwin, op. cit., Part 2, XX, No. 1 (January, 1359),



Special Processing

The third type of preparation includes prcduce 1tems
that have gone through some svecial processing such as
slicing, peeling, or shellinz to make them pan-ready or
table-ready.

Potatoes may be pre-peeled and then cut into strips
for French frying, sliced for home-style frying, or cut
Julienne s*tyle. Potatoes should always be treated with a
deoxidant after cutting to retard discoloration.

Large dry onlons are another example of a vegetable
that can be peeled and sliced for customer convenlence.
These <z2n be displayed in the produce department or next
to the ground beef in the meat case.

Nther frults and veretables that can be sliced for
convenlence are apples, esgplant, cucumbers, and turnips.
The eggplant, apples, and turnips should be treated with a
deoxidant after slicing them about % inch thick. It is
usually better to use natural or white ratner than colored
trays for treated 1tems.42

Bath green peas and lima beans can be pre-shelled
and pacitaged In convenient consumer-size plastic bags or
pouches, Because "the days of successfully selling fresh
lima beans 1n the pod have lonc since passed,” an attempt

43

was mades in 1959 to market pre-shelled limas, The

421114,

“’Robert L, Bull, "Shelled Lima Beans for Fresh Mar-
zet," Abstract #103, University of Delaware, p. | (Mimeo=-
graphed) .
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results were encouraging and it wlll be promoted again in
1960.

Some produce items are so large that many housewlves
hesitate to buy the l1tem because they only need enough for
two people or because they are not sure that they will
like the 1tem and only want to buy a small quantity. The
items can conveniently be offered to these people by‘cut-
ting the large item in halves or guarters. .Examplestof
such items are larze squash, watermeions, cantaloupe,
Persian and casaba meloncs, larze heads of cabbage, and
large rutébagas. Tne sguash and melons can be made %to look
more attractive 1f the seeds are cleaned out with a wooden
Spoon or a scoop. The cantaloupe can be filled with a
small bunch of grapes, some strawberries, blueberries or
a bright red plum and then.éovéred with saran wrap. It
makes a beautiful frult cup that can be advertised as a
"Breakfast Treat™, "Luncheon Dessert”, and an "Appetlzer
for Dinner", A similar tﬁpe of fruit cup could be mérchan-
dised by cﬁtt;ng a plneapple lengthwise, cutting out most
of the fresh pineapple, and then filling it with nmelon
ball, small bits of pineapple, and some strawberries or
blueberries, If the produce department is short of aelp
or doesn't have the time to make many of these fruit cups
for sale, it can make one and place it aboﬁe the display
of all the ingredients as a serving suggestion for the
passing customers. A sign could be placed above the dis-

Play indicating how easy it 1s to make this "Summertine
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Fanily Favorite". The same idea could be used by scooping
out the inside of a watermelon, whlich has been cut in half
lengthwise, and then using 1t as a larcze picnic frult bowl
contalning melon balls, strawberries, chunks of pineapple,
and a few sprigs of mint,

Other vegetables and methods of preparation for cone
venience are peeled, diced, and bagzed rutabagas and Hubbard
and Butternut squash, segmented cauliflower, well trimmed
and cleaned brussel sprouts and broccoli, sliced rhubarb,
and sliced and trimmed brulsed peppers and celery properly
labeled "salad peppers' and "salad celery”.

In preparing all the produce items in a pan-ready
or table-ready form 1t should always be remembered that
this processing is not a cover-up for old wilted merchan-
dise. Only top=quality produce can be used. With prcper
advertisinz, varlety, in-store merchandising, packeging,
and pricins these convenience items can zive the produce
department increased traffic, sales, and profits as well
8s giving the customers convenlence that is equal to pro-
ducts in many of the other departments in the store.

Stores that have been selling convenlence produce
1tens have reported creat success. Richard Gromer con-
Slders these i1tems one of the best drawing cards in his
Produce departments.M Harry Deaktor, vice-president of

Star Markets, stated that "the chain sells about 300 salads

—————

44Gromer, loc. cit.



per week per store, and about 400 packages of French-fried
potato slices" with a markup of 40 to 50 per cent.45 A
personal interview with the produce manager of one of the
Sentry Food Stores in Milwaukee during March, 1960, revealed
that the produce department was gettinz ten per cent of 1ts
sales from the seven foot refrigerated case that contalined
convenience salads, relish dishes, and pre-peeled and sliced
potatoes.

For a more complete description and more information
on the technical aspects of preparing produce in a corven-
ience form, the writer suggests reading the three articles
by ¥r. A. Ae. Irwin that appeared in the November, 1958, and

January and February, 1959 1ssues of Super Market Manager.

Ile-In Merchandising for Convenlence

"The practice of assoclating items by *the way they're
used by the customer 1is one cf the most dynamic selling
tecknigues in the retaill food business toda:,'."""6 The house-
wife 1s being offered convenience 1in her produce shoppling
vhen tie-in displays are used to suggest related items that
she might otherwise forget or not bother to buy. It is es-
recially important for a produce department that is in the
first aisle of the store layout to use related item merchan-

dising. This is because when a woman gets past the flrst

455au1 Berliner, "Packing Ups Star's Produce Sales,"”
Reprint from Super Market News, (June 3, 1957), p. 3l.

46G1enn Snyder, "101 Produce Merchandisineg Ideas to
Boost Department Volume," Progressive Grocer, XXXIX, No.3
(March, 1960), p. 62,
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alsle, she seldom comes back,. Therefnré, 1f a lady
didn't know that she was going to buy iced tea when she
z0t to the beverage alsle or didn't know that she was zoing
to buy corned beef until she zot to the meat case, she wculd
not buy lemons or cabbase when she first passed through the
produce department. However, 1f a tle-in display of icedl
tea and lemons was put up in the produce derartmernt and a
tie=in display of corned beef and cabtage was featured in
the produce department or the meat department, the custcmer
would probably buy both items and it would mean a satisfied
customer and a double sale and double profits for the store.
Related 1ltem diéplays nay be set up in a varlety of
different ways. Flrst, the related iten, sucn as salad
dressing, may be put side by side withvthe related iten,
lettuce, directly in the produce racx. Another piace the
related product could be displsyed would be in a shopping
caft, on a small table, or on a shelfiéxtender directly in
front of the item in the racx. A fourth place could be a
speclal=disvlay end table where weexly speclals are featured
or on a table in the middle of the produce aisle if it is
wide enough. It must be remembered that when related items
are placed in the actual produce racks, it means giving up
valuable produce space for another department's product.
This can be offset, however, by allowing some produce items
to be featured in the neat case or in other departments of
the store. In many cases the store manager may ccordinate

the space requirements needed for tie-in displays.



Ann =azactual display does not have to be bullt to
feature related items. Signs such as "Try these bananas
on your c=rxeal" or "Garnish your meat with a sprig of pars-
ley" cann suggest to the customer the related items they
should buye

The following items from the general merchandlise
departmennt Thave a high margin as well as high impulse ap=-
real when displayed with the related item in the produce
department : potato and carrot peelers, oranze reamers,
apple and pear corers and slicers, melon scoops, paring
knives, wvegetable slicers, corn skewers, grapefrult spoons,
tomato s1 i cers, individual and larze salad bowls, salad
serving tongs, collanders, and cabbage and carrot shredders.
Around canninsg time the necessary canning funnels and other
utensils glonz with the Jjars, caps, lids, wax, and jell
should be +tied in with bushels and lugs of peaches, pears,
Pluns and other canning fruits,

The followlng related items zlve an idea of some of
the Sh°p’p1ng tie=ins that will be appreciated by Mrs. Con=-

SUmer as suye goes through the produce department looklng

for convenient shopping and mealtlme suggestions,
ITEM

TIE=IN FOR USE IN
Broccoli .
and cheese spread melted topplnc
caulifl ower ) PRERS
Cabbage corned beef main dish
C
elery cream cheese appetizer

peanut butter snacks



ITEM TIE=-IN FOR USE IN
Lettuce salad dressings salads
oil "
vinegar i

f
"

mandarin oranges
canned sliced pineapple
cottage cheese "

bacon and tomatoes sandwiches
Mushroomss steaks S,
Onions ground beef men-
Parsley and meat garnish
watercress
Green peppers . ground beef stuffed peppers
Potatoes eggs potato salad
mayonnalse " "
cheese sprezad melted topping
tin foll wrap baking
Sweet Potatoes or ham main dish
yams brown sugar topping
marsnnallows topping
Apples ple crust mixes pies
brown suzar baked apples
caramels, syrup apples on a stick
Avocados crean cheese appetizer spread
Bananas cold cereals breakfast
ice creanm banana split
Jello dessert
pie crust mix ple
Berries shortcake dessert
cream "
ice cream "
cereal breaxfast
whipped cream in cans shortcake topping
Can
taloupe ice crean dessert
Cr
anberri eg fowl relish
Lemo
sugar lemonade
”

glasses



.
59
:

Thexe is a larce enough assortment of related iltems
that carn b e merchandised wlth produce ltems that an lmagina-
tive pro du ce manager could feature a different related-ltem
display e very week of the year., Certain seasons, of course,
suggest A A fferent tle-in displays. In the fall of the year
small Towuxds from produce could be tied in with rattan or
bamboo baa s> kxets from non-foods to make attractive table jec-
orations o Larse glass or wooden bowls from non-foods, when
filled wi th a few apples, oranges, grapes, and bananas, naxe
an eye=caa tching, as well as healthful, family fruitbowl for
the sunm e xr months. Large gift baskets of frult could be
easlly me xrchandised arcund Christmas tlme.

AT D ropriate sizns over all the tie-in displays are

always lmportant to get the maximum sales. Tne signs can

suggest e

)

-

.Y useg for the lters as well as help create
impulse sSgles by velny catchy or humcrous. Grocery manu=-
factureXr’s and produce shirrer and grower groups often have
valuabl® pointegf-sale material that can be effectively

’.
used Wlth <tyne signs.

Portlon Corntrol for Converlence

ALtroyuch 1t was mentioned briefly in the sec-ion on
prepackacre g produce, rortion contrel should again be empha-

slzed 85 an ipportant method for giving the consumer con=

venlence o

S€Ve ryl housewives in the Michigan State survey, pre-

sented in the second chapter of thils paper, indlcated that
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because there were only two in thelr household they dlid
not like prepackaged produce because 1t offered the pro-
duce in units that were too larze for only two people.

These feelings supported the results of the Cusicmers'
Relation Panel set up by Mr. Joseph P, Mott, owner of Mott's
Super Markets in Connecticut. The ladies on the panel in-
dicated they wanted "produce wrapped in a variety of weights."47

Mr. Fred Spannagel, a produce packaging expert [rom
Arerican Visccse Corporaticn stated that a common cause for
produce vackacing fallure is the fact that the store cffers
only a large size unit.48

In crder to give the consumer more convenlence, differ=-
ent slze trays shopld be used in packing each 1tem. Catch
welghts should also be used on everythling that 1s welghed,

In some cases where iltems such as apples or orasnges are
bagged in fhree pound or one cr two dozen unit bags, it
night be zood to offer a small bulk display next to thne
bagged, so the customers may purchase smaller quantities

1f they so desire. Another suggestion would be to pest
signs above the items that are packaged in large gquantitles

Saying that the customers may break open any package 1f

they want a smaller amount than offered. The department

4Tclementine Paddleford, "The Ladies Take Over,"
This Week Magazine (May 24, 1959), p. 26. ‘

48pped Spannagel, "The Why, How, Where of Packaged
Produce,”" Report to Meat and Food Merchandising's Editorial
Consulting Board, August, 1957. (Reprint).
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could be kept completely packaged in this way and at the
same time offer all sizes and welghts of merchandise.

Ano ther concept of portion control is that for some
items 1t 1is important that they are offered not only in
smallexr qguantities but the contents are zpproximately the
same si1zZze. This 1is true of baking potatoes where peorle
put them 3in the oven all at the same time and like to have
them 211 <finished at the same time--and uniformly done.
From the writer's own experience in the produce department,
he was wvexry often asked by a housewife for only two or
four laxr=e potatoes the same size for bakinc. Since thils
is what <the customers want, why not give it to them? To
increase sales of these special packases, siens should be
rosted aove the packages to make the customers aware of
the conwvenience that they are peing coffered and to create
wore Impwulse sales, The same technique could be used for
large, we1j shaped green peppers that could be used for
stuffeq Peppers,

In Preparing a varlety of sizes 1t should always be
renembereq that for increased volume and sales the packages
should be g 1ittle bigger when the particular fruit or
vegetabl o is 1In season. In other words, grapefrult should
be Pallkaceq in units of a dozen during the winter and spring

m
onths When they are most plentiful. In the summer months,

hov
evers, they should be packaged in units of two, three,

or
six, S ince they are more expensive and not as plentiful.
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In conclusion of this chapter 1t is well to keep

in mind that stores as well as customers are different

all overxr the United States. Therefore, what might be a

good convenlence ltem in New York might not zo over at all

in Ste Louis, It is up to the produce manacer in each
store to get to know his customers well enough so he can
offer them the produce they want the way they want 1t.

Commumrl caticn as well as imzglnaticn are important for

maxinmum sales,



CHAPTER IV
IMPLICATIONS OF GIVING CONVENIENCE

State axx A T ederal Laws

e —————

AT terxr checking with the Wisconsin State Department
of Agrl ¢1al ture and the Michizan Food Standardlzation De=
partmen®t , 4% was learned that the combinations of corned
beef anA czbbage, ham and lettuce, can of anchovies and
lettuce

and the other combinations suggested in the pre=

Vious chapter would not violate the food laws in those

states It should be noted, however, that these laws vary

with 41 f ferent states; therefore, the laws should be checked
before <the combinations are put on sale.,

It 41s also recommended that the vroduce manazer
check +the new federal food-additive laws pertaining to
the tyres of deoxidants taat may be used, since the burden
°f PXroof 15 now on the user that the additives are not

h
Armful , rgther then on the covernment to prove that they

E
Wipment and Supplies

A certain investment is necessary 17 a produce de=-
Partnent is going to offer 1ts customers convenlence. For
Tesular Prepackaced operation the usual transparent film
Sheet g angd bags, molded pulp packazing trays, labels, and

ta e
Pe are needed in addition to the heat sealins equipment,



Many com enlience items can be prepared usinz only these
supplie s - If a department plans on goling into further
processA ¥ars such as peeled and sliced povatces and prepared

salads, 32Tt will need a conmerclal slicing and shredding

nachine o There are several cocd makes on the marxet, but

the autTro xr does not feel qualified to recommerd any cae

%

brandi o x Lype.

T <+Lhe store has a service delicatessen department

ine prodwuce department could snare tine slizine machine as

well as  the overnead with that department.

Peox!tdants such as "Wailtato"

Ty !
s1° are m.lso needed i1f the depariment plans %o slice pota-

Ao — “a
“083, ez plant, or avples. The shell 1ife of cole slaw

nay also tbe lengthened by using a comnmerc!

by usin. -

11 deoxidant or
a slimple one-ninute dip in a 0.5
salt Solution.ag

«t
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°
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The rroduce department ml-ht also wisn to
2 few shels extenders for merchandisinz small houssware

1tens from the non-food department _n front of the related

r N . .
Produce 1 tems. Another coavenience service tne produce
de . .

Partmen ¢ mickht want to offer 1s fresaly sgueezed orance

2
u
ulce. An automatic orance Julcing machine

oo

s avallable
that Prowviges fresh juice for pint aand quart sale as well

as dispensinf—; by=-the=-cup drinks,

\_—_

Life 0ngacob Kaufman and J. M. Lutz, "Lenstheninz the Shelf

. Packaszed Cole Slaw," Pre-Pack-Aze, VIII, Ko. !
Sep»ember, 1954), p. 25. Y ASSTISRTALTy ’
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Fo x» more information on where produce equipment and
supplles may be purchased, the author sussests the "Annual
thain S to xre Directory of Equipment Manulacturers" published

by Chailxy Store Ace.



CHAPTZR V

|

WOMEN NZmD PRODUCE EDUCATION

A Suv e v

TTiis chapter will point cut the rneed for more cone
sumerr e ducation in the 'produce devartment by locizing fir.s:t
at a s\urvey made by the author of twenty-five youns wives
of sTudents at Michlgan Stese Un'versity, and then by looix=
M =t the reports and speeches of produce and food experts.

The survey on consuner _eduration was made at the care
time as the survey on convenience; therefore, the bacxkorourd
InTormation for tnis s'urvey is tne same as previously pre-
Sented 1in Chapter IT7. This part of the interview was made
UP Of eight questions, most of which were the objectiive
Mk tiple-choice type.

The first question asied was, "are ycu eating more
OF less fresh fruits and veretables now trhat you are mzr-
ried TClian vhen you were livinz wlth your parents?”™ Twenty-
four Pexr cent sald they were eating more, 48 per cent sald
less, and 23 per cent sald it was Just zbout the sane.

This QU estion was desisned to find cut what the general
trenq in fresh vroduce consumption was, and the answers
tumeq out as expected according to U.S.D A. fizures tha?
the trend was down. Two ladlies blamed the decrease on thelr

a -
Stan g g by saying that trey don't eat much fresh produce,
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me vi fe 4 whose husband had beeﬁ promoted in nis Job previous
to beixy:xz sent to school, stated that she was now duying

nore £ Xre sh rather than frozen because. her husband now had
ahlschhe xr income., She thoucht that in most ltems fresh

Was 1O X

expensive than frozen frults and veretables. This

answe X cinted up a definite area for consuuer education--

compax X sSson of prices,

The second guestlon was, "rave you ever purchased
a’’hian t, squash, avocados, fresh aspara~us, or fresh
IreeMNl ‘©eans since you were rarried?” The results were: ezz=

Plant ~ 847 no, 16% yes; sguash - 56% no, 44% yes; avoca-

/

dos = 849 no, 16% yes; fresh asparasus = 52% no, 487 yes;
fresh =xreen beans = 487 no, 52% yes. It can be seean that
the

| _J
Off beat” items, er-~plant and avacados, are definlitely

low on the consumer consumpiion 1ist and the other three

items are purchased by only adbcut nalf of the people sur=-
veyed., These three 1tems all reguire consurer.processin.:

before they are ready for tre coowx'ne pan or table.

The housewives weré next asxed 1f they xmew how to
Preépare egsplant or squas’h. .Ferty-eicht per cent indicated
they did mow now, 12 per cent sald they were not sﬁre, and
W pexr cent sald they did not ¥mow how to prepare either
eggplarl_t of scuash, - One micht conclude from these facts
that one reason housewives don't buy more "off beat" or
e produce items is that they don't know how to pre=-
pare them. More support will be given thls conclusion later.

In order to find out now imacinative housewlives are,
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the interviewer asked, "how many uses can you think of for
the banana besides eating it out of your hand?" Two wives
thought of as many as five different uses while three only
named one other use., The averaze was 2.5 uses they could
think of for the banana. The followlng uses were named

and the number of wives Iindicatinsg that use 1s also noted:
ple = 10; salads = 10; cake - 7; cereal - 7; bread = 4;
Jello = 4; cream and sugar - 4; pudding - 3; mashed for
bables = 2; with ice cream - 2; fried = 2; milk shakes = 1,
The real purpose of this questicn was to see how lmarinative
housewives are when they <o shoppinc. The more ways a
housewife can think of to use a product, the more chance
there 1s that she will purchase i1t. If she only knows how
to use it one or two ways, she will soon cet tired of buy-
ing 1t., If a produce department wants to increase sales,
1t would seem locical that they would educate the house-
wives as to the many different ways the produce items may
be used, so the shopper and her family do not set tired of
always eating the same items prepared in the same way. It
was interestinz to note that only 15 per cent of the people
thouzht of using bananas in Jello and only 3 per cent
thousht of using them with ice cream for banana splits.

The next two questions were zrouped tocether., The
first was, "do you bake very much?" Forty-four per cent
sald they baked very little or not at all, 20 per cent sald
they vaked sometimes, and 35 per cen® sali *hey taled re-ue

larly, The follow=-up guestion was, "if ycu were going to
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bake arnn =zrple ple and had a cholce of Winesap, Deliclous,
or MecIntosh apples, which would you choose for baking?”
Fifty-=two per cent sald McIntcsh, 24 per cent sald Wiresap,
and 4 pexr cent sald Dellclous. Twenty per cent sald they
didn't kmow and several of these indicated they thught
sreen apples were best. Tnls question pointed cut the need
for educating consumers as to the best uses of frulis when
you have several varietles within one frult family.

The wives were next asked which potato they thourht
wasS bes t. for ba:xinz: Red, Idahao, or California White,
Zichty per cent responded with Idsho, 10 per cent satd
Califormiia Wnilte and 10 per cent sald they didn't know.
Tventy o £ the twenty=five wives were assked this questien,
The response to the right answer here was very scod, but
it sti13 showed a need for some education. Sizns over ine
POtato ypeics indicatine which variety should be used for
vhat Purpose would be helpful to the consumers.
Another similar questior was "which ¢f these three
omions 15 the stronzest and should be used for cocking:
Bermuda’ Spanish or Yellow?" Forty=-Ifcur per cent correctly

n
MEA  the Yellow onion as being the stronzest. Sixteen

PeT centy picked the Bermuda and 20 per cent plicked *he
Srani sp .

cen + o

both of which are sweet mild onions. Twenty per
Onrfessed they did not know which was the stroniest.
Tne

ANnSwers to this question a2lso pointed up the need for

eduCa -ti on
.

The last question was, "how do you pick out a ripe
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cantaloup e?" Thirty-two per cent sald they felt soft if
they wvere <ripe, 20 per cent said they could smell a ripe
cantaloup e, 12 per cent sald they shook them, and another
12 per cemt sald a ripe cantaloupe wzs any cne that was
not greexr1« Twenty=four per cent of the wives sald they
did not krmow how to pick a ripe cne, sco they Just picred
any one that "looked gocd”.

Silzns above different fruits indicatins the ripeness
would hel p the consumer pilck the fruit that had the degree
of rilpeness che desired and at the came time it would pre=
vent the frult from belng picked over, squeezed, and damaced,

The answers tc these questions as well as suggestions
from the wives themselves seem to indicate that tke prcduce
departmennt should help educate the shoppers by providing
informatlon as to what the different varietles of frults
and vegetables are, how to tell the difference between
them, what each varlety can be best used for, how to tell
ripe produce, and how to prepare the frults and vegetabvles,

especially the unusual ones, for a tasty meal,

Food Experts Talk Education

As the writer mentioned in the introduction, the pre-
vious survey was only a very small survey and has little
reliabillty by itself. This section will therefore point
out that several food and produce experts too belleve that
consumer educatlon is essentlal to increasing the cales of
tne produce department.

The Loewy Rerport, in addltior to stressing ccnvenience
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also stressed the need for "communication" tetween the young
nousewlwv es who believe that "produce is hard to ccok and
easy to sSpoil” and the produce department.50 Mr. Snaith,
presidemmt of Loewy, Inc., noted in the report that the educa=-
tion of =a new zeneration of housewives ard brides, whko have
never squeezed an orange, pulled the husk off corn, or peeled
a potato , was very important btecause many are "not suffie-
clently =Xamiliar with the preparation and value of fresh
producea 51

Anno ther report previously cited was that given by
Mr. Donald Stokes whc also advocated convenlence., Kr.
Stokes S trongly iIndlicated through hils discucssion cf indivie
dual produce items that there was a great lack of knowledsge
about fresh fruits and vezetables., Nr. Sickes contends,
and the author agrees, that "recipes are not enough" but
the customers should be educated with more imaginative use
of informative labeling giving cooking instructions, pack-
aging and transpcrtation costs, labtor costs of pacitaging,
and information on the different varlietles ¢f prcauce and

. 82
their best uses,”

Mr. Robert L. Carey, executive secretary of tne Pro-
duce Packaging Asscclation, Inc., belleves that "much re-

mains to be done in the area of point of sale rromotion,

50rs M. T, Meeting,” loc. cit.

[ I =~

511pid.

52Stokes, loc. cit.
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€Speclally variety i1dentification and the use of uncomaon
produce 1tems such as avocados, nectarines, etc, 27

The results of consumer produce education seem to
be best sumred up in the thoughts of Mr. Robert Eull when
he stated that "people must understand what they see, and
MoW how to use 1t, 1f they are solng fo be tempted to try
new ccmmo dities., Herein lies the greztest cnallenge and
the greatest potential for Increasing fresh fruit and vege-
table VOJ_uLme."54

A more siriking example of the size of the educaticnal
Job the produce department arnd, in fact, the en%tire store
has on 1€ s hznds was presented by lrs. Marle Klefer, execu=
tlve dire ctor of the Natlonal Associatlion of Retall 3rocers
of the Um 1ted States, to the Utah Reta!l Grocers Assocla=-
tion on Ilay 2, 1960, Mrs. Kilefer infcrmed the group that
the 1360 s will have over G,0C0,00C new brides azes 19 or

hiJ . o al
Jounger arnd today six out of ten of these teenarers surfer

ct

-
irom diet deficiencles. "This ‘s

3

0l the new renera=-

ar

tlen that. e have to cater to or be classifled by the young

\Nn

k . . . 5
ousewive s as 2 square," Mrs. Kiefer concluded.-

53 -
0f the PLe tter from ¥r. Rocbert L. Carey, Executive Secretary
Jersan o™ lure Pasiaging Assoszlatlon, Ine., Newark, New

¢y March 2, 1520,

54
cul tural Lgtter from Mr. Robert L, Bull, Departiment of Acvri=-

3L T conamics, Newark, Delaware, Kay 7, 1950,

55,
Food S,,O"II‘S. Marle Kiefer, "Sees 'Split Perscnallties' for
1960) “res in 1950's," The Packer, LXVI, No. 14 (May 14,
g » De 33,
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These opinlons were echoed on about the same day in
Atlantic Cilty whére the president of SHI, Mr. Richard
Jaxenbers=z, pointed out that one of the six areas of effort
for superxr wmarket operators in the next decade was "%
ate the public on good eating habits and zood nutrition
and parti cularly the young people of the nation."56

Both the comments by Mrs. Kiefer and Mr. Waxenber.:
indicate +that they are aware of a much bizser problem than
educatt iz the younc housewives of the 'FO's wilth produce
Informa t2 on. It 1s an educational problem that involves
all de pa r tments because 1t involves all foods. But the
autheT™ 1 s  sure that in these two statements is reflected
the sbec * @1 need for produre educatisn because of all the
departnerni ts in the super market, ithe produce department
offers thie least conveniencs in the way of vreparation,
Packasini:s , and serving information and hecause of these
facts, ver cavlta consumrtion fizures for fresh produce are
fallinz o Yet of all the departnents, a well-kept and fresh
produce q epartment protably offers the consumer more vita-
Tins and nutrition than any other department in the store.
This para qoy 1s partly caused by lack of produce education
In the YOuns housewives of toiay. The educational program
°f the Pro dquce department must therefore e extended to

cove
T Not 4nly names of the varleties of apples and tell

wh
lch ones ,rs best for baitinz, but 1t must include why

564
. 6.  Super Market Meet Draws Record 13,000," gp. cit.,

‘omtes




apples are 50o0d for a person, how many they snould eat,
wnat vitamins and minerals they contain, etcetera. Using
this approach, a produce department 1s not only helping

to lncrease its sales, but it 1s dolnz a real service tc
the customers by helpins then llve better and more hezlthe

ful lives.



CHAPTER VI

HOW TO EDUCATE CONSUMERS

Having established the fact that shoppers need edu=-
cation througn the results of a survey and reports from
food and produce experts, the question now becomes wha?l
information should housewives be glven and now can they
be educated.

In the area of what information snould ve given,
1% would seem that first the consumers want to know what
the price of the item is. One cannot deny that even thou-h
other information is very important, customers usually
are always concerned with the price of merchandise they
buy., Customers also want to }mnow the names of the fruits
and vesetables in the racks. Proper sizns of identifica-
tion are therefore also important especially where the item
is relatively unknown or !f there 1s a varlety of fruits or
Veretables within one famlly such as the many varletles of
apples, oranges, potatoes, onions, melons, srapefruit,
Zrapes, plums, berries, and zreen leafy vesetables. In-
formation as to the best use for each variety, taste dif-
Terences, and ways of serving are also appreciated by the
consumer,

Many customers are not aware of the color differences
of different varieties of rive fruits suchk as pears, plums,

and zrapes. They may think that a2ll plums should have a
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blood red color before they are ripe and ready for eating.
This 1s txrue for the Santa Roas plum but the President
plum has a greenish to purple color when ripe and Duarte
has a dark red with brownish dot colorins; therefore, these
two plums might be passed up by the coasumer as being un=
ripe or overripe just because the customer lacked the pro-
per information as to the color characteristics of these
plums and the store would have lost a sale.

Other information shoppers are interested in is the
amount of time it takes to prepare certain veretables; how
to prepare unusual items such as avocados and artichokes;
new ways to prepare and serve the o0ld stanibys such as
green beans, tomatoes, and carrots; vitamin and calorie
counts o f produce items; and cost, cooxinz time, and nu-
tritional comparisons between fresh, frozen, and canned
fruits ang vegetables., Eecause housewives are not always
aware of the advantaces of prepacka~ins and the convenlence
bein: 0 f fered to them throursh such 1tems as prepared salads,
Pre-sli cegy potatoes, unitized and uniform paczaces of baxking
pOtatOeS. they shiould be constantly reminded of these thincs

through Proper sirns and other educational devices,

Eroduce Personnel

shoppers expect the peovle workin~ in the produce
“Partment to be able ‘o answer most of the questions they
mis . \
13ht asic relatins Yo produce. They shouid rightly expect

c
orrect answers to thelr questions because thls 1ls the Job
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of the Dproduce manager and clerks to know their Job and
mow sSomething about the products they are working with.
In addition to just knowing that the produce department
just got 1in sweet, Julcy Texas strawberries or sweet and
tender home-grown sweet corn, the produce personnel should
do 2 sellineg job when they happen to be on the selling
floor and customers pass them. After greeting the custom-
ers with a friendly "cood mornin=" the produce clerk or
manage r snould go on and educate the customers as to the
best produce buys for the day as well as makinz a comment
about the preparation or convenience of the item. Briefly,
produce personnel shnould be wore thar let .. . ’rimners

and sp=1 e baggers; thney should be educators, salesmen, ani

merchan d i sers for their department.

Sizns

No t =211 customers will be sc brave as to zdmlt thelr
lgnoranc e and ask the vroduce personnel "what rotatc 1is
best for Lakine?" or "how do you prepare avacados?" Typi-
cally they will either guess and pcssibly make a bad selec-
tion or they will pass up the item completely and not maxe
any purchias e, Therefore, alert managers should recocnize
this tenden c:y in shoppers and make use of easy-to-read and
tasy-to-understand sizns to sell, instruct, inform, and
amuse the Shoppers.

Signs‘ sShould always be used to give the price and

the name of the product. Small tazs that it richt into



the molding of the produce racks are often used for this
purpose, Larger shop-ﬁrinted or home-made silons may bve
used to tell the consumers about the advantages of prepack=-
aging, roint out new convenience items, invite consumers

to break open packages 1f they are too large, suggest ways
to use or prepare ltems, indicate the ripeness of merchan=-
dise, zive the vitamin and calorie count of a product or

of one averase serving of a product, suggest related 1tems,
and offer a humorous touch to the department with phrases
such as "Two heads are better than one" over a display of
lettuce or "How are you fixed for blades?" over a display
of orass seed.

It 1s reported that cne super market in New In:land
has a three by six foot cclored mural installed on its
produce department wall statiniy, "eeeea-- ready ta use
fresk vegetables  No Work: . No Fuss!  All Prepared"?‘7
The mural includes a picture of a beautiful larce package of

clean U.S. grade A spinach. .

Labels and Packages

The produce labels and’the package or tray itself
can give consumers quite a bit of iInformation. They are
eéspecially important because unlike the slons or comments
by produce perscnnel,. information given on the packasge or

label 1s taken home with the consumer.

57"Super Market Wall Mural Promotes 'Packaced'."” The
Produce Packer, III, No. 22 (November 30, 1959), p. 1.

EE—————
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The labels of prepackaied produce 1tems should in-
clude the name of the store, the name of the 1tem, the
type or variety of the item, ret welght or count, unit
price, price per pound, and tre code date. The size of
these labels 1s usually about 1 5/8" x 2 1/4" and can be
inserted in the package or lhe thermoplastic labels can
be applied with heat to the outside of the packaze. Saddle
labels, which are stapled over the top opening of basgs, are
larger and therefore could include more information such as
a reclpe or suggestions for preparation.

Some cardboard pacxaglng trays are printable so re-
cipes and other information can be printed ri:ht on the
back of the packasze. Publix Super Markets of Florida use
& Tripl=-Tite Folding Tray for vacskasing thelr produce. The
trays are manufactured in different sizes and each size
tray has a different recipe printed on the rear.58 The re-
clpes are printed witnin a three by five inch dotted line
so the housewife can easily cut it out and file the recipe.
These tasty recipes provide a real incentive for the con-
sumer to purchase the packaged produce because they don't

get the recipe unless they buy the packace.

Handouts
Another way to educste the modern housewlves of today

1s to provide handouts for them that can be taken home. The

58Letter from Mr. Lee Korn, Vice-President of Standard

$0éding Trays Corp., Jackson Heights 63, New York, April 27,
860.
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most popular handcutls offered by super markets today are
recipes . Most ofter; these are provided by the shilppers

and grower assoclations such as Sunkist or Calavo or by
trade &ssoclatlions such as United Fresh Fruit and Vegetable
Associa tion. These pads of recipes can easily be taped to
the produce case canopy or they can be attached to the chrome
price card holder and placed right in the middle c¢f the mer=-
chandis e needed for the recipe. It is so easy to offer

this information to the ccnsumers that one wonders why so

few manacers do not takxe advanta; e of this free material.

Some sSwuper markets £o so far as to print thelr ocwn recipes
on three vy five cards and offer them to taeir customers.

Stop andg Shop Suver Markets print their own reclpe cards

1 oocst the volume of littlie known varletles or ccmmoditles

suchn as Zucchini 5quash.59
Recipes are especially well rezeivel when the iten

1s a 11+ttle known varlety or a brand new commodlty. Part

of the successful introduction of Banana squash in the East

In 1958 was attributed to the availability of recipes. 71t

was remorted tnat the "majority of ccnsumers purchasing

Banana S guash for the first time did take advantase of the

recipe inrormation.”t0

)
9Sa.mple card from Mr. Robert Bull, University of Dela-

vare EXtension Division, Newark, Delaware,
EQ
A Promi bl.?c‘ bvert L. Eull and Charles L. Sutton, "Barana Squash,
ware "y Ins New Crop," Marketing Report, University of Dela-
’ M

'3 cultural Extension Service, Newarx, Delaware, Feb-

ruary, 1959’ De 9.






Display

Displays are usually thought of oniy 1in terms cf how
much merchandise they can sell., It 1s true that this is
their main purpose, but trey can be used for other thin:s
too. isplays can suggest buying related items, 1t can
focus attention on a particular departinent, and it can
educate tne cusiomers by su. gesting zenu ideas throuzh
plctures, real-=life exhibits of produce recipes, and point=-
cf-sale material supplied by the grower or shipper.

A Teanbliul 2olored ploture above a related item dise-

.
«aste

play of shorteare, strawbverries, and cream would btz a
temptinz sussestion to aayone who passed. Likewlse, 2 czn-
taloupe frult cup wmade up in the produce back room and sat
on a small stand over 2 display of the insredients would

be a helpful serving sus-estion % all wno passed. Plenily

&)
Y

fresn prroduce and easy=tc=read si-ns are essential to
£00d produce displays,

Jurins the past few yezrs :rocery manufacturers have
been spending millicns of dollars on promotions that tle-in
o1

with produce items, This trend 1s expected to continue

and it would pay produce merchandlisers to ~at scme of this
free publiclty and point-of-sale material to use in thelr

departments.

6‘Snyder, "Why Your Produce Department ---," p. 144,
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Demonstrations

There are a few i1tems 1in the produce devartment that
could benefit from a demonstration of preparation and best
use., A demonstrator in the produce departmant could show
customers. now .to peel, slice, and serve fresn pineavnple or
how to peel aﬁd:serve avocacos 1in salads and as an appe=
tizer spread,

Fof otner ltems such as mangees and special varletles
of pears, avples, and neions, small segmentis can be plazed
on a plate with toothpicks Inserted in them with a sign
ursing the customers to "taste for yourself"” the dellcicus

flavor of this new product,

Hostess
The lar~er super mnarizet or thne super market chaln
mizht consider the 1dea of raving a full=time or part-time

-

‘hostess in the store to help answer, "wha®t will I have for

A
2%°2  This was one of the suggestlons made

.dinnef toni-nt
by Joe Hott's Customers' Relation Panel members. As a re-
sult of the su=wgestion, Mr. Mottt hired a hostess to answer
customers' qhestlons on plannin<s neals, food preparation,
andi new p;oducts. She also 1as = special weeily main dish
which she has out for samplince Printed reclpes are given
out so the women may try the new dish at home.

A few nmontns azo Mr. Joseoh Hzll, president of Krorer

Company, went out to survey a croup of housewlves, He ton

62paddleford, lo2. cit.
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found that they wanted a hostess to 3;ive them information

on foods. As a result of his interviews, Kroser 1ls "tryins

out a hostess system, in which competent home economists

M

W)

will be on hand to talk over possible menus wl“h housewives,

A hostess would answer gquestions pertalinin~ to foods

in the entire store, not just the produce department; but

because the consumers need so much information about pro=-

duce items, tnere is little doubt that a hostess would
greatly benefit the produce department by educating the

housewives about the many items and their preparation and

many uses.

Newspaper Advertisin-«.

The produce deoartment -an carry 1its educational can-
palen right iante the consumers' homes throuch effective

newspaper advertisinr, People cet tired of the same o0ld

food ads screaning price, price, price every week of the

Py

year,
For a chanre of pace, tne produce part of the ad

shculd try a more institutional approach usinc pictures

vin

of fresh pnroduce 1tems and g¢ivinz recives, serv SWI=

3

tne

what nutritional benefits fresh produce has to offer

consumer., The ad should also invite the customers to cone

into the produce department and try the tasty troplcal

63"Housewife, You're My Boss," The Saturday Evenin:
Post, CCXXXII, No. 49 (June 4, 1960), p. S0C.



manzo, fresh Hawalian pineapple, the season’s first home
srowvn corn, and the large varlety of convenlent, prepack-
aced, table-ready vesetable salads. These features could
be real traffic drawers becaise these are the features
that sive a store a personality and distinctiveness., As
one flips throuzh the food ads in the paper, he can easily
find the same natlonal brand merchandise and same prices
in almost all the stores. Readers will not be impressed
by two stores that offer X brand of peas at the same low
price of 154 a can. The customers will be impressed, hove
ever, with a store thnat can offer somethlineg in addition to
price such as the produce features mentloned above,

To aid the produce department in advertising, the
Metro Newspaper Service 1n cooperation with Unlted Fresh
Fruit and Veretable Asscciation has worked out a series
of photorraphic 1llustrations of frults and ve:etables in
two different 51283964 The series contains over 40 mats
of sincle items, aroups of vroduce iteuns, and packases of
produce, The reproductions are much clearer than previous
mats offered and should be a real aid in maiinz the procduce

department's newspaper ads really eye-appealin-,

Summary
Althoush 1t may not be possible to use all eigsht of

the methods Just described at one time, most of them should

64"Advertising Mats for 'Fresh' Produce Available,"
The Packer, LXVI, No. 11 (Abril 23, 1650}, D. 4.
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be used recularlye.

The produce personnel should always be ready to answer
questions dealing with the commoditles they sell. If they
do not know the answer to a question, they should make an
effort to find out the right answer. It is alwavs good to
have cne or two slgns posted in the departmeant stressin
the convenlence of packarin~ or clvinc specific serviny or
nutritional informatlnn on some items. Price sizcns and
slans of *der'ification should te posted Tor all products
at 21l times. Packazes shoulid always bLe labvelecd with the
proper price and cther relevent 1nfcrmation. It 1¢ usually
a ¢ecod idea 1o have some type of recipe handout and one or
two displays in the department every weew, The demonstira=-
ticn and hostess ldess are cpiloral sug-estions but they
may prove to be very valuabvle 17 the store 1s larse erncu:n
and can afford tnem. The institutlonal advertising avorcach
sheuld be used cccasionally as rrevicusly mentioned. These
nethods can do nuch to educatc the young housewives of tn=-
day so they can serve thnelr familles larze and well prevared

varleties of fresh fruits and vecetables,



CHAPTER VIT

PRODUCE PERSONNEL NEEDS EDUCATION

A Survey
A survey by the writer of elghteen independent and

chain super marxets in Lansirec and East Lansing, Micnigan,
and Milwaukee, Wisconsin, indicated that consumer education
and packaged convenience were not enouzh for the revitalie
zation of the produce department. The produce versonnel

in the super markets alsc needs to be educsted, 1t was
found.

The writer went into nine stores of thlree natiﬁnal
chains, four stores of tnree local chalns, and five inde=-
rendent super marxets for a *totail of elghteen stores 1in
Milwaukee, Lansing, and East Tansins, All store visits
were made on Saturdsy mornirgs. The writer proceeded to
the produce deparrment and asked whcomever was orn the selling
floor at tne time, prcduce manager and/or clerx, tyoical
questlons that mignt be asxed by =z shopper.

The questions were, "how do you prepare summer squash?”,
"how do you pick ocut a ripe pineapple?", "how do you pre=-
pare an avocado?", "how do you prepare eggplant?', "which
potatoes are test for taking?", "which onions are the strong=-
est and can te used for cooking?", "how do you prepare arti=-

chokes?", and "how do you pick out a ripe avecado?" One of
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these questions was asked at random depending on what 1tems
were offered for sale in the store. It wlll be noted thkat
some of these questions are the same ones asked of the
housewives in the earlier survey, and questions to which
many did not know the answers,

In seven out of the eicrhteen stores or in 33 per cent
of the stores entered, the produce manazer himself was on
the flocr. All seven, or 100 per cent, answered the ques-
tions correctly.

In 61 per cent of the stores a produce clerk was on
the selline flocr. In ore store there was both a produce
clerk and manager on the {locr, and in one cther store
there were Just three clerks on the floor at the same time.

The wrlter asked a totazl of thlrteen rrcduce clerks
typical questions. Only 23 per cent 'mew the correct an-
swers. It is interesting to note that of the three who
knew the rizght answers, two of the three were older women
clerks. All other clerks were younger men and teen agers,
The other 77 per cent elther admitted they did not know
the answers, or they answered the guestion wrong.

Some of the interesting comments of the young proe-
duce clerks, most of whem looked like teen agers, were,

"I don't know how to fix that squash. I Just weigh it and
sell it.™ Another clerk, when asxed how to prepare avo-

cados, replied in true produce fashion, "I dcn't know beans
about them myself, but I think we have scme reclpes around

here somewhere." He then proceeded to dig out a crumpled






little plece of paper that had been buried under the pile
of avocados that gave instructions on serving. One can
Just imagine the enthusiasm a young housewife would have
for buylng these unususl 1iterms 1f she asked these same
questions and recelved the same replies from the young
clerks.

In 22 per cent of the stores there was no one on the
sales fioor when the suthor entered the department, and he
had to walt for several minutes before anyone appeared.
None of these stores had a rroduce vuzzer, so tre customers
could not call for help if they wanted something welghed
or wanted a question answered,

From this survey the authcr concluded that 1t is the
produce clerks who need to be educated as to the different
Varietlies of produce in the department, hcew they can be
prepared, hcw to picx ripe produce, and how the different
varleties of produce can be test used. The writer contends
that equvcailon for the clerks is just as important as for
the produce.manager, because in over half the stores entered
1t was .he produce clerk alone who was on the floor and not
the manager. It 1s not up to the housewife to first find
the marager and then ask her cuestions. She should rizhtly
assume that all people working in the produce derartment
aS a full or part-time job should know something about the
Commodities they are working with every day, and be expected

to intellizently answer questions.
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Secondary Reports

The previous survey 1s not a group of 1sclated czses
that only took place at a certain tire in certain stores,
but 1t 1s typlcal of situations that take place over and
over again 1n various parts of the country.

An excellent example of what harpens when the produce
man does not know how tc answer his customers' questions,
and then what can havpen 1f the customer 1s given the pro-
per Information, 1s summed up very well in the following
experience of Mrs. A. 5. Day, director of the Home Econe

omics Department c¢f the United Fresh Frult and Vegetaltle

-

Association,

"Recently I stopped by the produue counter
of mny local super market, and while I was Shop=
ang another customer passed near me to asxkx the
produce man a question. "Hcw do you serve man-
zoes==Low are tney used?"

He looxed embtarrassed and confessed nhe
didn't know. The customer turned away, disap=
pointed, and started to gc to another depart-
ment. At that point I stopped ner ani toid teo-
a2 11tv%%e avboutl tnls trepleal frulte-what 1t
tastes like, how I prepare Lt and serve 1it.

I didn't try to sell her on mancces,
sim2ly educate her a little. Rut the rnappy
result was sh2 wound up maxiugz a purchase of
three,"®>

Mrs., Day contlnued the article by saying that she
has seen tnls same situation occur many tlmes with itens
other than mangoes,

On= of the questions in the survey of the country's

top produce executive, presented in Chapter II, was, "what

65Mrs, A. S. Day, "An Open Letter o the Produce Depar
ment," Progressive Grocer, XL, No. 4 (April, 136C), p. 152,
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1s your most serlous singlie preoblem in the sales manage-
ment of the fresh produce division of your firm?”66 The
answer that recelved the greatest number of mentions as
veinz the biggest problem tne retallers faced was "stimu-
latinz store-=level personn2l to talke a genuine interest
In the produce they handle and to accept new packazing
1deas. "7
The answer to this questlon is sirnificant bLecause
1t shows that the produce leaders are aware of ithe prob-
lem. The results of the survey in the stores and otner
sources of information, however, seem to indicate elther

the produce leaders are doin: nothing to remedy tne situa-

tlon, or their efforts have not been too suceczssful.

Sugzestions for Educatines Produce Personnel

Because of the wide variety of produce departments
now in existence in terms of size, man power reauirements,
merchandise carried, and store policy, 1t is felt that a
series of suzgestlons for eduecating produce personnel under
present conditions, rather than =2 complete plan to "overhaul”
the devpartment, are in order. The following suggestlons are
made wlth that thought in mird..

l. Produce clerxs will only want to xncw more abcut

produce if they are enthused about the department, This

6oBull, "What America's Key Food . . .", loc. cit.

€T1p14.
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enthusiasm nmust ccme from the produce manaser as well as
the store manager.

2. The produce manager should teach the ckersk how
toe trim, package, and display all items and the reason
for doins 1t in the explalned way.

3. Periodicals and parers sucn as Cha'n Store Ace,

Progressive Grocer, and Super Marxet News should be made

available to the clerks on thelr lunch hour and ~offee

breaks in the store. The Chain Store Aze Produce Manual

should be given to each clerx to read after 1t nhas been
read, and the important polnts checxed, by the produce manacer,

4, The manager should send for produce calorie and
vitamin tables, prepackaging charts, and other relevant in-
formation for each of hls clerks from United Fresh Fruit
and Vezetable Merchandising Tnstitute and the many trade
and commodity promotional grcups.

5 Tre produce manacer should pass around the weexly
produce flyers or bulletins from the chain, voluntary, or
cooperative group headquarters so all the clerks will know
what 1s zoing on and taxe more of an interest in thelr
department.

6+ The manaczer should point out to the clerks as
they handle and packacge different itlems what the item 1s
and how i1t can best be prepared and used. This gradual
introduction to the uses for each item mizght be more effec-

tive than an all out drive to teach them everything at once.
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A "classroom"” session on company time might be more effec-
tive with some groups, however,

T. As merchandise 1s delivered to the store the
manager should polnt out to *the clerxs how to tell if it
1s ripe and how the ripening proress can be quickened or
slowed down depending on the store movement,

8. A4 produces departmen®t me2ting of all produce
personnel snould be held at the bezinnln~ of eacn season
to inform the clerks abou® cominz promotions, plentiful
vroduce of the season, tie=in sales, new products aand their
uses, and produce department pollcy. The manager could
ask for sugzestlons for improvine the department to make
the clerks feel more important.

9. The clerkxs should te allowed to try a new ltem
or taste a regular one prepared in a different way so when
the customers ask them how 1t tastes, they willl xnow fronm
experience.

10. Post signs in the back room ziving general in-
formation about which i1tems should be sprinkled and which
should be kept dry, what the shelf 1ife of produce 1ltems
is, and when the varlous frults and vegetables are in season.

11. A brochure could be printed by the chain or
wholesaler group and made avallable to all new produce de-
rartment employees listins the namnes, uses, and methods of
preparatlion for the unusual rroduce 1tems In the depariment.

It should be remembvered that 1t 1s only after the

produce clerxs on the sales floor have been educated about
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1tems they are selling that they can answer the questions
of the housewives intelllicently and thereby stimulate the

sale of more fresh frults and vecetables,






CHAPTER VIII

SUMMARY AND RECOMMENDATIONS

Summary

The purpose of this study was to investicate the
causes for the decrease in per capita consumptlion of fresh
frul ts and veretables and then to make recommendations as
to how this decrease in consumption and in producc depart-
ment sales could be increased.

The nmaterial for much of the projJect was a result of
personal surveys of young wilves of Michiran State Univera
sity students and of produce personnel of super marzets
in Lansing, Zast Lansinz, and Milwaukree,

Tria foy=at of the paper was firsd, 1o analiyze the
results n? the personal survey; second, to back up these
findings with secondary reporis and surveys c¢f fcod and
pro luce experts of the mited States; and tnird, to make
reconrendatlions as to how the situaiions discovered in
steps one and two could be improved,

The paper dealt with two main Issues that are vitezl
t¢ increased produce sales. One was increased conven'ence
in the produce items offered for sale and the second area
of concentration was educaticon. ¥First, education of the
rhousewives as to how to serve, prepare, cnoose and use

different varieties of produce, and second, education of
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the prodice clerks in the store so tirey can be more help=-

ful to the customers in doing their choppinc.

Findin-s

1. Housewlves have been buying more and more ccnven-
ience frods from the super marxet esch year, es manufactur-
ers have continued to offer a larger variety of prepared
and ready-to=serve foods.

2. Fresh frult and vezetable sales have contlinued
to decline as a per cent of total store sales.

3. Per cavita consumption of all fresh frults and
vegetables have decreased by an average of 77 per cent in
the last ten years.,

4, The survey of housewives indicated taat they
were increasing their use of frozen fruits and vegetables
because they were more ccnvenlen?t ito prepare.

5 Produce and fcod exverts nave found thst house-
wives want convenience, but they have noct found it in the
produce department.

€. An analysis of frozen and canned vegetables
showed tnat these two processed forms offer not only con-
venlience of preparation but convenient serving sugges®ions,
recipes, and other point-of=sale information on the labvel,
which most produce items do not offer.

7o« The Michigan State survey of housewlves showed
that most nhousewlves need to be educated as to how to

select, use, and prepare many varleties of unusual produce
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items and several of the more vopular items.

8. Food experts advocate more ccnsuner education of
produce items so the housew:ves will understand what they
see, ¥rnow how to use 1t, and purchace the commoaltles.

9. A survey of produce clerks and managers showed
that although produce managers could answer typical cone
sumer questlons on produce Ltems, tne produce clerxs i1n
the majority of cases could not answer the guestions.

17, Secondary reports Trom produce exvaris confirmed
the survey results that mary produce men 4o not xncew how

+

answer consunmers' guestions, and as a rasult the produce

, .. . - -
departienit has l1ost many zala:,

Pecommaendations

e

1. The nreduce devartment snculd zive the lousewlives
£

roavenience by offering then:

a) Prepacka-ed rroduce

A

b) Table=reaiy =and pvan-ready prepared

128

produce items

¢) Tie-in mercrandlsing displays

w

d) Produce in a variety of packaged size
e) Eelpful versonzl service when neeced
2e The produce department should educate the cone
sumers as to the bvest use for each variety, methods of ore-
parin~s and serving different varleties, nutritional value
of fresh produce, methods of determining ripeness, orice

and name of each items, advanta~es ¢ prevacka-in:, and whatl






special converience items are avallable such as rre=peeled
potatoes and orepared salads.

2. Tre educational camval:n sheould be carried or
tnroush 211
Informatisn, nandouts, 4lsy:
Ty the prgduce

and store manarers, food perlodlecals, znd warehouse neade

so thney can intelligently answer the guestions of conswners

and nelp educate then about fresh frulis and ve etzbles,

Conclusion
Tae housewife doesn't really ¥now what she waa

until someone offers Lt to her., Grocery manufacsturers

and frozen food precessers have cffered the housewife

sometnin: new=-convenience. Gales of convenience food

ming durinc the last ten years,

o
cr
O
O

items have tec

(¢}

Unfortunately, most produc2 denartments have nov

tied on to this new trend and as a result their percentare

k)

of total store sales has dacreased, Anoiher reasosn for

@®
vy
D

thls decline is that the housewife 1s « rally not very

well educated as to the best uses for (tems, netnods of
preparation, etcetera, and the zroduce department has not
been ~ivinz her the iind of educaticn and heiln shie needs.

In some caseS the produce versoanel themselves do not Xnow

the answers to her questlions.



As a result, she has shifted to burying fLhose iteas
wnlch do zive her convenlience and 20 educate her as io
use and vreparation, namely frozen and canned fruits ani
veretables,

Fifteen years azo the malor produce prcblen was

7
handlins and shelf life."3 Today the %ey vroblem *s sales,

and the sales can only ve lnscreased 1T the concuners are

o

offered

o
a3

or

f¢)

convenience and educated as to wny they shoulad
bur fresh produce, and how tc rrevare 1t cnea they have
made their nurchsse.

Pacikaced convenience and education will be *hne keys

to the revitalization of the produce department,

.

68"1960 Produce Manual," Chain Store Aze, XXXVI, koe. 3
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