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A DISCUSSION OF THE HISTORY AND DEVELOPMENT OF THE IN-STORE
MERCHANDISING AND PACKAGING OF FRESH RED MEAT WITH EMPHASIS
ON THE EFFECT OF POLYVINYIL CHLORIDE FILM ON A TRADITIONAL

CELLOPHANE MABRKET
An Abstract
by
Jerry lee lMautz

In this thesis the author traces the higtorical develop~
ment of the in-store packaging and merchandising of fresh red
meat, The first meat departments were of the service type,
in which the butcher both sold and wrapped the cuts of meat
purchased by the shopper. The inherent advantages offered by
self-gservice meat departments enabled self-service merchandis-
ing of meats to "ocame of age®, This merchandising ooncept
Placed responsibility for sales ultimately upon the fresh meat
package,

The basio problems of in-store meat packaging are also
outlined and enumerated in this paper. For the most part
these prodblems can be traced directly to the packaging mate-
rial or to weaknesses in the ocomplete package.

For the past three decades ococated cellophane has been
the preferred packaging film for fresh red meats. In the
past few years polyvinyl chloride has presented a supreme
challenge to this dominance of cellophane., Through a compare
ative evaluation of the advantages offered by these two films
the superiority of polyvinyl chloride over cellophane as a
packaging film for fresh meats 1s clearly showm.

The author concludes with a discussion of projections

for the future with respect to the in-store packaging of fresh



meat, The effeot of oonsumer demand, technologloal
innovations, and future growth potential of polyvinyl

chloride are analyzed,
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INTRODUCTION

A basic question in the meat and livesteok industry
today is, "To what degree is polyvinyl chloride replacing
sellophane as a packaging film for fresh red meat?”® In
this peper the auther sheuld like teo answer this question
through the analysis of several topies ineluding the mar-
keting of livestesk and meat, the grewth and development
of self-gervice retalil eutlets for meat, the in-store
packaging of fresh red meat, and future projections with
Tespeot te the in-store packaging ef fresh red meat.” Let
us now look at some historical Srends in the production of
livestook and meat in the United States.

Meat is basio to the medern dlet and meat animals are
the mainstay of a modern agrioultural teshnology. The
abundance of meat and meat animals has become a distin-
guishing indicator of advaneed seciety throughout history.
The United States 1s eartainly ne exoeption to this general
axiom. In the last foxty years, productien of all meats in
the Mmited States has inocreased nearly seventy-five persent
from 17.7 billion pounds in 1923 to over 30.5 billion pounds

‘Boot is oonsidered by meny people in the United States to
be the preferred food in the diet because of its tradi-
tionally high "status® value and its high nutritional eem~
temt. Therefore, the brunt of this discussiem will center
around fresh red beef.






in 1963, Produotion of beef alone has more than doubled
in the past forty years--from 6,7 billion peunds in 1923
%o 16.4 billion pounds in 1963.) In fact, eattle mumbers
have inereased at the rate of more than ome nluaalhnl
pexr Yyear sinee before the turm of the eentury and most of
the cattle raised sinee 1900 has been beef sattle.? Jot
only has the quantity of livestock raised and marketed for
ultinate consumption increased significantly, but the qual-
ity of this livestoock has alse beem greatly improved. The
Federal Government has played a predeminant rele in the upe~
grading ef standards cencerning the eenditiem of pre~
slaughter livestock, slaughtering and processing operations
and facilities, and post-slaughter handling ef meat and meat
products. lLet us now investigate the history and shrens-
loglieal doﬁlomt of these Federal regulatory standards
and analyze their implications en the livestock-meat indus~
txy. |

In pi.omé Aneriea the only eutlet for the dispemsl
of meat animals was through home slaughter., Home=-slaughtered
neat was dried, smoked and cured for future eensumption orxr
was bartersd with neighbers for other meeded goods and

on F vtion of Food. Umited States Departaent
erce - Business and Defense Serviees Mnuinistration,
annry, 1965, p. 19,

28tout, Themas T. and Willard P. Williams,
th egtock=-Neat The MacMillan Company,
(> 9 Po
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services, As the frontier expanded through the growth eof
toms, the farmer!s market for the livestook he raised
greatly expanded. Producers of livestock at this time
had basically two avallabdle marketing channels for the dis-
tribution of their livestock, Farmers oo\\ld sell their
livestock to prefessional drovers-~these men collested a
sizadble drove at as small a cost as possidle and made delive
eries to distant markets—-or they could sell livestosk direet
to losal butchers. Losal butshers did net slaughter in any
appreciable volume, se livestock produsers wers foreed to
seek out drovers as their enly prastisal market channel.
In these days preductien centers and marketing ocemters were
separated by great distanses. Tine was of the essenee in
all early livestock drives and the journey detween ranch
and market was long, hot, dusty, and arducus. As a resuls
of these livestoek drives much of the meat mmod in ure
ban areas of the United States before the Industrial Reve-
lution came from sorawny, battered and bruised, diseased
animals. |

The meat packing industry was caugh$ up in the great
Industrial Revolution that escurred throughout all phases
of American business after the end of the Civil War. The
Union Arny's enermous demand fer packed meat gave large-
soale industrial meat paocking i%s real economic start,
What happened to meat packing parallels the developmant ef
industrial capitalimm into menopely capitalism throughout
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the United States, As we have seen, frontier meat slaughter
and packing was done primarily by small-scale, independent
butohérs, who were loeated slose to production sources.
These butchers constituted a free-competitive market--each
held no direet eontrol over the total industry and there
was "free play" of prices, prefits and usn.3 The Industrial
Revolution changed this pioture eonsideradly. Teochnieal in-
novations, netably the advent and rapid growth of railroads
and the development of the refrigerated railrced ¢ar, helped
to "roquco" the distanee between production and slaughter
and to foster the grewth of large slaughter houses whiech
ocould take advantage of basic economies of scale. The sub-
sequent wnionization of meat-packing employees helped to in-
erease the output of these sentralized slaughtering plants.
8till, however, there were no provisions made to ingure the
quality of slaughtered livestock.

Federal meat inspection was established in the United
States in 1890, Strangely emough, it began primarily freom
foreign ,nthor than domestioc appeals., Eurepesn purshasers
were skeptical of meat exports from the United States be-
cause these products bore no offieial evidence that the
neat had come from healthy arum:u.~

Tcorey, Lewis, Hsat snd Fam, The Viking Press, New York
(1950 9 P 41.

] “inspec
January. 1965, ps 3.
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This first legislatieon provided fer the inspection of
mneat after slaughter and before export, dbut made no pro-
visions for the determination of whether the meat had come
from diseased animals. The formal MNeat Inspeotion Aot was
passed in 1891, The prineipal justification for this leg-
islation was the eccmomic goal of increased exports rather
than the protection of domestic and foreign oonsumers from
disease., This legislation in itself held no specifications
regarding acoeptable standards of sanitation for the slaughe
ter and processing of livestock. Numerous protests oon-
eerning sanitatien, labor oconditions, snd, in general, the
neat that was being slaughtered and processed, developed
throughout the United States in the late nineteenth and
early twentieth senturies. The most famous pretest was
that of Uptonm Sinclair whese book, The Junzle, which
deseribed the abominable cenditions existing in the meate
packing industry, decane an immediate best-seller. This
book aroused cunsiderable public interest in meat packing
and directly led to the passage of the Meat Inspection Act
of 1906. The Meats Inspection Aot of 1906 is the bdasis for
all Federal meat inspection today. This Aots

1. Eltabn-hod' a permanent inspection service-

the Meat Inspection Division, Agricultural
m;::loltl n::z:uoo. United States Departamt of
2, 8peocified not enly bdefore-and-after slaughter

inspection but also inspestion at sucoessive

stages in the eutting, handling, and process~-
ing of meat.
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3. BRegulates the transportation of meas in
interstate and foreign commeroe.

k. Prohibits the uss of !b)amrul ingredients
or misleading labels.

The law is mandatory for all moat-pamu plants oper-
ating in interstate or foreign eommerce or that gell meat
direetly to the Federal Govermment. Today, less than twenty
psreents of the Setal number eof slaughtering planss in the
United States are Federally inspested, Lut these plants do
8 very high pereentags (33 pereens) of the tetal slaughter-
Ang in the United States.® These tws Neat Inspestion Acts
have oombined to preduss great advances in $he quality ef
neat slaughtered for human sonsumptien, Unfortunately,
public awvareness and subsequent actioa Soward the remeval
of peor working sonditions and lack of employee benefits
lagged far behind the upgrading of quality standards toe
ward the meat that was deing processed. The public was
appalled by the faot that the meat it censumed could be
potantially diseased, dut seemed to take in stride the
fact that members of seslety were dying in she £ilsh and
stemeh of the pasking plamts, Sinelair later remarked
thas his book was "aimed at the pudblie’s heart, dut hit
ita stomach instead.*? Soeial refarms were slow in coming

SPowler, stemrt, The Nerketing of Livestook and Mest,
Interstate Printers and Publi ers, Coep vi e,

Illinois (1957), p. 492,

é  ock-Meat op.eit,
Pe °

7&&6. P 624
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to the meat-packing industry, but today employees emnjoy
wages, benefits and conditions comparable to other Amer-
ioan inducstiries.

Aslde from the provisions and rezulations of the leat
Ingpection Acts, several additiocnal factors are speocifi-
cally responsgible for improvenents in the quality of beef
produced and marketed, First, better breeding and improved
management have reduced death lozses of all the varieties
of beefl cattle, OSecondly, sharp and continued inereases
are evident in the numberas of cattle fed to higher grades,
Thirdly, official grading of meat and increased consumer
denand for better quality in beef have undoubtedly contri-
buted to the trend toward detter and more uniform deef
quality.a Thus far some of the reasons for increased quality
of meat offered for eoﬁaumptlon have been discussed, The
gignificance of these factors is further heightened be-
cause farm population decreagod one-third during the
twenty-year period betweam 1940 and 1960.9 Nevartheless,
at the same time the number of units of livestock on farms
raised for ultimate oonsumpt;en hag éreatly increased,
Today two-thirds of the farmers produce more livestock than
all farmers did two decedes aso-qnd this livestock is of
& greatly inoreased qualityl

‘iklioy Pes 549,
91pid., p. b28



THE GROWTH OF SELP-SERVICE MEAT DEPARTMENTS

Consurrens with the developamt of significant
innovations and gevermmens regulatioms which in combinae«
tien helped to inorease the quality eof livestook slaugh-
Sered and marketed was the growth of self-serviee retail
outlets,

As the American frontier moved westward we have
seen that home preduction of meat was pepular in most
losal areas. General stores sprung up in fremtier tomns
$o serve the needs of the people fer variety in the goods
Shey used and oensumed. These stores temded to emjoy
small ecenomie monopolies in the semmwnities they served
besause they effered liberal eredis, in-store clerk sere
vice, and erder-filling and delivery funetims, Barly
&roeexry stores stociked and merehandised enly greesry items;
meat was s01d4 by small-seale, indepemdent bdutchers or by
smll-velume méat markets, Becauss of the numerous ad-
vantages they offered to the shopper, grecery stores be-
gan $o grow and develop early in the twentieth eemtury.
The origimator of the supermarket is gmerally scusidered
S be Clarenee Samnders, who founded the Piggly Wiggly
Stores in 1915, The supermarkes cencept was the resuls
of & eombination of ideas pus together by picnesrs in the






grooexry field, Among these men were Michael Cullen of
the King Kullen Stores snd Robert Matis and Ray Dawsen
of the Alpha Beta storu‘.lo

As early grocery stores continued to grow a few
operators oombined groocery and nmeat siores, featuring
either a leased meat department or having the grosery
and meat seoctions operate separately but share costs.
Gradually the meat department operation was absorbed by
the groocer and the sombined food store emerged,

Let us now survey the historiocal development of the
neat department in %hcso early retall outlets. The first
supernmarket meat departments were the service type, o~
sisting of one or two regrigerated display eases, In
these departments merchandising was very limited and in-
pulse buying was negligible due to the lack of variety in
ocuts of meat avalilable for consumers. The sustomer told
the buteher the type of meat she wished te purchase and
he s0ld her a partioular sut--often explaining the best
cooking method for the out., In these service-type meat
departments the personality of the buteher played an ime
portant role in the total success of the department. His
sales offorts were almed primarily toward selling addie-
tional meat items to oomplete the shopper's weekly menu
plans. The direot customer eontact in the early neat

19,

AV il B & DEALZLY Tt
yiscose L on, FMC Corporation, Fh delphia,
Pennsylvania, p.2,
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departnents gave the butoher an opportunity o move slowe
selling items, high-margin items and less desirable euts
of nnt.u Suceess and consumer acceptance of these sexr-
vice neat departments led some stores to censider the com-
eeps of the self-serviee meat department. As early as
1920 meat departaent operaters had begin te experimms
with the self-serviee merchandising of meat, Inestore
outting and pricing ef meat presemted no inmportant prod-
lems, but wrapping did! Customers would not acoept "blinde
wrapped® meat, and no transparent film was available at
this time that was suffieietly durable Se be satisfastory,
(later in this dissussien we shall stwdy the developumt
of transparent films for paciaging fresh red meat ad ana-~
iryze the profewnd imflumee these films have had en modern
neat-aerchandizing prosedures amdi Steshniques.) Therefore,
pre=~out meat, selested by She sustomer, had %o then be
wEapped by & clerk, This eperation proved mere ¢ostly~-
in Serms of both time and meney-~than had the traditienal
Reat departnmt. As steres grew in sizs it decane mere
and more difficult to previde suffiolemt skilled meat per-
ssmmel te handle peak duying hours. Neat departaents de-
oans "betitlenesks®, searisusly intexrfering with the smeeth

llprand, Dr. Edward, Assistant Dean~College of Business
and Public Servioce-Michigan State University, gﬁm
] Fairehild Publieations, Gey
ow Yor. o Pe J2¢
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flow of store tnfﬂo.n Another ms jor problem whioch faced
self-gervice meat merochandisers was the displaying of pre=-
out meat, These stores generally utilized dairy oases
with ice cooling to display thelr pre-cu$ meat, Unfortu-
nately, these "meat" osses did not maintainm low enough
Semperatures, resulsing in exoessive product spoilage.

For lack of satisfaotery refrigerated display sases and
adequate wrapping materials, the adveat of self-service
meat eperations was consideradbly delayed,

Througheus the 1930's the same conditions prevailed.
Many operators experimmted with and swbsequemtly abane
doned their self-serviee meat operations, IS remained
for the Gread Atlantie and Pacifiec Tea Cempany to piomeer
the developamt of the self~gervice meat case. A &P
mgineers sonverted a figh and delieatessen esse inte a
usable meat ease, and plased these ecases in seleesed
stores. This breakthrough in self-serviee meat display
inereased meat sales in She experimental stores by abous
thirty percent without adding inereases inm laber sests Se
13 The improvised sase mas moditied by refrig-
eration equipment manufacturers, and the firss practieal
refrigerated self-sarvice meat display equipment was put
inte production for distridution to retail ontlon.

these stores,

ﬁ'hchgod Heatl...rhur Baockground and Their Future®,
Fodern Peoksging, Vol. 18, No. 6, Pebruary, 1945, p. ¥7.

Yuedern supermerxet Operstign, op.oity p. 32.
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The ratiocaing eof supplies breught about by Ameriea's
miry into World Nar IX preducsed material shortages amd
Semperarily surtailed the manufasture of refrigezated dis-
play cases. It was net wntil after the war ended in 194§
Shat self-sexviece meat eases were again manufastured, Re-
Sallers, trying to f£ind methods for redusing eests in the
neat departasnt, Surned emthusiastically Se selfe-gervioc
a8 repidly as the necessary equipment became available.
The self-servies eoncept in meat merehandising grew tre-
nendously, Numbers of wetail steres witheut fresh meat
and spesialised meat markets drepped sharply by 1989,
while She number of steres which feabtured fresh meat$ had
inereased and She average sise of these steres lad ine
sreansed greatly. 7The Shree dedades dedPween 1920 amd 1950
were the foundations of the “ehain store age®.l¥ cnains
grevw and spread rapidly through fantastie senstructiean
pregTaNS, comnsolidations and nergers. Seme of She matiem’s
larger retail feed chains becane firmly estadblished during
the 1930%s, In order te functiem mere efficiently, chain
stores insredused several reveluSimmary operating prese~
dures whieh later beeane standarvdised prastices fer the
developing ohein gtores. Ameng these practices were She

“‘roomuuny, any group of two or more stores might be
eonsidered a ohain, but the Burean of Census now con~-
siders groups of eleven (ll) or mere stores as eensti-~
tuting a ochain.,

ﬁgﬁ’ P. 514 Irwin, Ine., Homewood, 1liinois,
s Do °
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®eash and earry” oonoept of merchandising with its elinmi~
natien of many Sraditiomal retailer serviees, the steck-
ing of only popular, quick-moving items, the standardi-
gation of stare layout, and the establishment of unifora
socoounting prooedures, These shain stores featured een-
Stralized purchasing of goods and lewecost selling methods
for these goodse«this was reflected in lower priees for
the consumer and helped the ochain steres gain tremendous
publio aQooptaneo&U'

The growth of ene hwndred pereent self-gervice meat
departzents has bdeen indeed spectacular: Im 1948 there
were 178 eompletely self-service meat departments losated
in stores threughout the nited States. By 1989, over
1,000 food stores operated self-service meat departments.
This nunber increased to 2,800 steres by 1951 amd to
20,000 stores in 1958!1‘ The nunber of stores featuring
soxplete self-gservice merchandising of fresh meat has oone~
tinued to inorease since 1958, but not at such a startling
rate, |

Cextainly no one today can deny that the meat departe

nent of any modern retall ocutlet exerts ecnsidexradle

, ophane Meat Packaging Mar
e Holesn Sussraarkct Operetlon. T Pe e

®*Flow 8heels of Prepackaged Fresh Hea s, Pood

Teohnology, Vol. 7, Noe 9, September, 1983. Pe 350,
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influence over the ultimate suscess or failure of $Shad
outlet, A store's reputation and its oomparative status
among eompetitors for customers is often totally depen-
dent upon the quality of meat 1t effers for sale. Thus,
the meat department aots as a "drawing card"--it dramws
sustoners inte one store and awey from competing stores.
Surveys oconducted by Burgoyme Index and A, C, Nielsen in-
dieated that the mumber one reason for shopper selsetion
of a store was the quality and fresmess of 1its mh.r'
The 7th duPont Consume® Buying Habitg Study, which was
sonducted in 1965, affords anothexr statistioc whioh helps
to substantiate She importance of the retail meat depart-
ment., The method of data ecllession in the purvey was
as follovwss
As As shoppers enSered the store they were

asked by specially trained interviewers

what they intemded to buy. 41l items

were recorded by the interviewsr on a

ocheocklist. For each item thse shopper

planned te buy she was asked what brand

or kind she had in mind., To reducs bias

and avoid influemneing dehavior shoppers

were not told their purchases would dbe

checked as they left the store.

Be Aftexr shoppers had completed their duying
interviswers approached them a second time

and, on the unochocﬁilt. entered the ac~
tui purchases made,

W. Reynolds Metals Company,
UATY <79 ? Pe doe
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Sahoppers were asked the question, "Do you confine your
buying of food to one store alone?® Results of the sure
vey indicate that sixty~one percemt (61%) of the sotal
number of shoppers interviewed (over 7,000) normally buy
e least one produst at another store, and that twenty-
eight percent (28%) normally buy fresh meat at a dif-
ferent store than the store where they buy the remaine
der of their greceries.’’

The mest depaxtment alse asts as a "feenl peint*
with regard teo the ultimate marketing mix whish s pre-
sented by the retall eutlet. Altheugh selling meat is
ReS the sole edjest oxr primeijyal aim of the retaller,
She neat industry depends heavily wpon his, Desause the
Tetaller ceoupies a strategioc positien in the distribdu-
tien shanmel. He ¢an elosely obsarve the preferenses and
desires of cenmmers, then influemes the meat industry by
kis interpretation and transaittal of these preferencese~
effesting resultant ochanges in indussry produstion and
marketing pattemns, and,finally, influenoce the eenswmer
with respect to his purchaged preduet mix,

Sales velume figures alse point eut the importance
of the retail meat department. There are five basic rea-
sons why meat romiug is a prime oandidate for top mane
agement direction, PFirst, meat retailing is a major

Divid, »: o
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counmlitaent for the raetall outlet, lNeal departinent oparae
tiong typloeally aecount for approzimately one-fourth of a
store's total sates volume-=fresh red neat sales repre-
sent nearly fourteen percent (14%) of total store sales,
and for a substantial portion of its invested capital
r‘equirements.zo S8eoond, snles of fresh meats constitute
a serious profit impact for the retail outlet: Therefore,
key changes in retailing strategy affect not only the profe
1tabdbility of the individual meat departmsnts, but also the
total profit piocture for the entire store. Third, meat
sales have an effect on the sales of other departments in
the store. Fourth, meat quality and ultimate sales have
an influence upen the reputation and publie image of a
store, lastly, meat departaent operations offer a sub-
stantial oppertunity for signifieant profit improveament,?l
The meat industry has traditionally been an industry
in which the processing, distribution and retailing of its
main product provide very little profit to those whe supply
the servicea. At the retail level the meat department
turns out to be the least profitadle area in the store.

EW, W. R, Grase Company, Cryevac

sion, ocan, South Carolina. Material compiled
~during the summer of 1965 by Douglas Novakoski, Grad-
uate Research Assistant--M3U Sohool of Packaging, p. 6.

MoK ANdG .. o.. Mgmg.n e 4“: “o
New York, New York, October 26, 1964, p. 7.
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This 1is because meat is substantially changed in form
within the store, whish requires ocutting and processing
labor, PFrices of these services, like all other prices,
have been affected by inflationary trends in the general
econony, In addition, the steadily inoreasing number and
quality of services rendered all along the meat marketing
ehannel have tcndod to inorease tetal marketing costs and
to desrease profits. Many retail meat managers feol that
beel taku an inordinate munt of hbor to prepare it for
; rottil Packaging, "I% usually takes more cutting time for
boer (expressed as a poroantase of total cutting time)
Shan the peremmtage of fresh meat tonnage accounted for
by Deef® 1s the common reply of these managers.2? spe-
eifies statistics cencerning the costs of these addod.llr-
vices will be presented later in this paper,.

The price-merchandising stratezy of retail meat
departments has also been responsible for the low level
of profitabllity achieved by these departments. These
departnents operate under a policy of variable-price mer-
ehandiging. This involves the simultaneous manipulation
of seleoted prices upward and dowmward in erder to draw
attention to the market offerings of the firm and te

ats) Chta-so, Illinoin. JUno 15, 1964, p. 30,
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differentiate thea from those of its sompetitors. This
practice is different from simple price ocutting because
it involves the simmltanecous raising and lowering of prices
and does not require that price increases and decreases on
individual items alwmays bde of the same amounts or follow
each ether ghrenologically.’? This stratesy is manifested
in the popular "weekend special® features of virtually all
retall outlets. Agaln, beef plays a major role in depress-
ing meat departaent profits. Being She most popular ocon-
sumer meat, fresh deef is feature-priced more often than
any ether type of meat. This alome estadblishes a grave
dichotomy in the meat departasnt. Hexre we have beef, the
most popular and leading seller among fresh red meat,; de~
ing prieed low to draw sustomers inte the store, but re-
quiring a great amownt of additienal laber in exder to
stimulate sales to these customersf Little wonder prefits
in the meat department are low relative to those of osher
departaents within the storetl

On the basis of the ;roudins disoussion, thers are
two obvious needs for retall meat departaents at the pre-
sent time, First, the amount of in-store lador necessary
$o0 prepare meat for sale must be reduced; and seoond, it
is essantial that nea$ nerohandising prastisces and pelicies
) -

lolm. ranl E.. and Lu B. Prntcn. W
ng A_Ca 3tudy, Institute o ess

vor- r of Califoxrnia, Berkeley,

California (1966). ey 5.
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be redefined and revamped., A look at the in-stors packag-
ing process for fresh meat will result in a primary frame-
work from whioh fundamental reecmmendations may be made,

A package for any foed product must perform three
basio funetiens. PFirst, and fundementally, the package
sust physically comtain the food preduet. Secend, the pack-
age must maintain She optimm quality of the food predust
over time. Third, the paskage must e appealing te a sus~
Somer sc that resultsnt salds are made--in other werds, the
package xust be a “silent smlesman® for the preduet at the
point of rmhnu.z“ In addition to these three primary
fastors, Dr. C. 0lin Ball states that fresh red meat should
be packaged for feur other reasons.>> These reasens ire as
followss

1, Neat is packimged to protect it frem cemtam-
ination induced by ho.etar;. and filth,

2. JMeat 1is packaged to retard or prevent the
loss of meisture from 1Ss exposed surfaee
areas, .

Je¢ Meat 1is packaged to shield it from She dele-
torious effects of light wmaves. ’

ke Meat i3 packaged to facilitate handling, beth
in the cutting and packaging rooms and the
display case in the retail eutlet.

P cnariton, P. 8., and R, F. Deleng, "Foods and Permeability®,
Bodern Packeglng, Vol. 29, No. 7, March, 1956, p. 227

25Ba11, Dr. C. OlineeDeépartment of Food Soiemee-~Rutgers
University, "Here Are Faots Cn Color Changes In Package
ing of Fresh Meat Cuts®, e Nat Vol
1"’3. No. 27, December 31, s Pe .






SELPF-SERVICE VERSES SERVICE TYPE RETAIL MEAT

DEPARTMENTSs ADVANTAGES AND DISADVANTAGES

As we have previously seen, the growth of self-service
meat departments, in terms of tﬁo total number of stores
which have made the sonversion from service~type to self-
servioe departnents, is indeed startling, In these self-
service meat departaents virtually all of the fresh meat is
sut, trimned, and packaged within the departaent itself.
Despite the lack of basic sconomies of scale assooliated
with the in-store packaging of meat-~these non-econonies
of socale are reflected in the low profit levels of meat
departments-~retail outlets still prefer to pre-package
Reats on their own premises. Two questions whioh should
immediately arise are "Why is the in-store pre-packaging
of fresh meats s0 popular,? and What advantages are offered
by this process both to stores and to customers of stores
that cannot be offered by service~type meat departaents?®

It has been found through numerous surveys that meat
department sales increase as a result of sonversion by
that departuent fron servise to self-service, with resul-
Sant$ pre~packaging of fresh meats., Potential sales volume
inoreases are the biggest advantage that meat pre-packaging
san offer the retail outlet. Well-stooked display cases
help to stimulate impulse purchases, resulting in more units

20
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purchased per customer and more total units purchased per
store. Some operators claim sales gains of twenty to sixty
percent over the service method of meat noruhandia&ns.26

The tn-ltorgiprﬁopuokasins of meat also affords
better control by the store over the freshness of the mer-
chandise it stocks. Consuners demand fresh meat--they
tend to observe, inspect and determine the resiliency of
a particular meat cut before eventually purchasing it.
Studies of consumer attitudes toward quality in pre~packaged
meats have established the following factors as determinants
of freshness: Color; Amount and Distribution of Fat; Amount
of Bonej Shape and Contour of Meat Cutj and Marbling. Wwhile
this list is by no means coanohcnuivb, it does point out the
importance of freshness to the consumer. Observation, in-
spection and handling are the methods by which consumers
determine freshness in the retall outlet.?’ Neat which 1s
not fresh (and the consumer determines the nature of this
desired freshness) simply will not selll By pre-packaging
the meat it displays the meat department is in a better
position with respect to always having an adqquuto supply

Zojodern Supermarket Operation, 9p oit, P. 34.

274, Bser_Por Tonoxrow, Publisstion 751, National Acadeny
of Scilences, National Research Counecil, Washington,
D.Cs (1960); Material from the article "Evaluaticn
of Consumer Acceptance Studles on Beef", Emlil Mrak
and George Stewart, p. 12,
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eof fresh meat on hand for sale. Regular rotation of dis-
play atock and additional packaging of fast-moving euts
to mest peak hours of demand insure the meat departaeat
that its merchandise is fresh over time,

In addition, pre-packaging of meats and their self-
service display definitely helps te reduce the nunber eof
®shopper waits gnd bettlemecks® in the meat departaemt.
Wrapping of purchased meat outs by a clerk has been eiim-
inated; pre-paskaging makes ghopping for mea$ easier and
stinulates the smooth {low of shopper Sraffie throughout
the store,

In-store pre-packaging of meats emables the meas de-
partment to realize inoreases both in $otal produstion out-
put and also in efficienoy during predustion, ihen skilled
neat personnel can utilise all their time in osutting and
trimming operations--without having $o0 also aot as olerks
==greater standardization of processing and packaging is
the result, This standardization yeduces costs and ine
sTeases sales,

In-sgtore pre-~paskasing makes possible the wide display
of a variety of meats at all times. This enables the store
to enjoy inoreased sales on lower-priced cuts, seasenal and
specialty items, and slow moving items when any of these
produets are purchased en impulse teo complement a menm
;hn.za |

”-uu§2§am-r-- Report®, Hodsmm Packaging, July, 1948,
Pe .
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Counterbalaicing these basle advantages of inesgtore
meat paokaging are the following disadvantages, Propo-
nents of serviocs-type meat departments would eonsider .
these factors to be advantages assoclated with this mer-
chandising method, First, in-store paskaging and self-
service displaying of meats greatly reduces or virtually
elininates ocustomer ocontact with meat department perseunel,
Suggastive gelling or promotion of partioular meat outs dy
the butoher has all but been eliminated, The peackage must
"gall itgelf® to the sustomer in today's meat department,
This places ultimate sales responsibility upon an intan-
glble objeot which may or may net be eonstructed in the
nost efficient possibles manner, Mass displays are diffi-
cult to keep orderly ever time-~this tends to further re-
duce the effectiveness of the package as a salesman,

Second, there exists the acute problem of working
out produoction schedules to coineide with peak hours of
sales. This problem is magnified when sonsumer demand is
anticipated incorrectly or when emdloyee time is utilized
inefficiently.

Thixd, strict shelf-life control is an absolute must,
In=-gtore pre-packaged meat 48 highly perishable because of
its relatively short sghelf-life (approximately three to
four days if the meat i3 displayed at a temperature of
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32 = 34 degrees Fahranneit,)?? This makes stringent eontrol
essantial,

Fourth, fallure to stock optimum numbers and adsquate
varleties of packazed moata can lead to much reprocessing
end revactazing of meat cuts whicn have bscoms unsaleable
due elther to poor appearance of the meat, the paocitags, er
both.Bo Rewrapping and reworking neat frcm dilsplay casses
should be eliminated where posaible, From the prasenta=-
tion of thesa comparative advantages and disadvantages of
the in-store paclinylng proeess, and remembering the dynamic
growth and oconsunor accsptance of in-store pre-packaasd
neats, 1t iag readily apparent that the advantages of in-
store ﬁackagiﬁg and gelf-service merchandising far out
welgh their digadvantages and maks this method preferable

to service-~t;roe meat retailing,

29311, Dre. C, Olin-Rutgers University, "Emerging Pack-
aging Science Throuch Researchs A Cass History In

Meat Packaging®, Papers gzesggteg ﬁi ghe 24th A%gggl
Nationsl ggokasigg %grun [ stitute,
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