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CHAPTER I

INTRODUCTION

Purpose and Value of this Report

This is a study of the construction of feed chain nece-

paper advertisements, from inception to actual publication.

Fee subjects could be of greater value to the food store

Operator at the present time. Competition is very keen nos,

for many businesses have stepped up the tempo of competing

for the consumer's dollar. Developments in the field of retail

0 food advertising have lagged behind progress made in food mer-

chandising techniques. Self-serve neat counters and Food-C-

1 are two examples of the many innovations found in theflats

ultra-modern super markets of today. Very little has been

developed in retail food advertising that even remotely

parallels the development of these modern merchandising tech-

niqucs. Many chain store operators have not devised noder adver-

tising procedures and. as a result. advertisements are not con-

structcd intelligently or efficiently in many cases.

Deny articles and pamphlets chich explain briefly the steps

in building general advertisements are available. Also. books

written by cenpetent authors are available which explain

 

I IEe Iooi-O-uat is a rear Ioaded, gravity Jf'cd patentei ' '

display fixture for dry groceries. It was invented by Lansing

P. Shields, President of the Grand Union Conpany, lest Petersen.

lcs Jersey.



in great detail all the phases of desirable advertising pro-

cedures. What is lacking, however, is information pertaining

directly to food chain advertising. The food chain business

is not new, but very little information concerning advertising

in this field has been published in the past. One reason was

the old idea of each chain keeping its own procedures secret.

The folly of this idea has been generally realized and today

most food chains are very eager to exchange facts and figures

for their mutual benefit, and the benefit of the public at

large.

Food chain sales reached a use high in 1950 of ten billion,

two hundred million dollars.2 Sales and advertising are two

functions in the grocery business that go hand in hand. One

cannot be considered a separate entity from.the other. Pro-

.grcssive advertising should be given considerable credit for

pushing grocery chain sales to the aforementioned all time

high, and will be instrumental in maintaining and increasing

grocery chain sales in the future.

This report, then. will attempt to supply some greatly

needed information regarding the construction of newspaper

advertisements in the food chain industry.

 

§ facts in.!oed and Grocery Distribution es of January:

.1951. A special report by the Progressive Grocer, New

York City, New York, 1951, 23 pp.
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Restrictions

This study sill be restricted to nesspaper advertising

since sore nosey is invested in this sedins.then in any

of the other channels. table I shoes the dollars alloeated

by sons chains for advertising purposes in lees and 1960.

mm the extent to shich these shains rely on nesspapers to

carry the bulk of their advertising load. lots also that

the asount allocated in 1950 see increased in every ease eseept

one over the figures for 1968. the portion of each.ehain'e

.total advertising budget spent in the various channels is

ahosn in percentages. If these large snss spent yearly are

to be adninistered sisely and sithout saste. it sould be profit-

able to spend time and thought on the principles underlying

the preparation of chain store advertise-ants.

This report sill sot try to ansser the question ~ shat

is good or poor advertising procedure or arrange-eat? Gene

orally speaking, each of the hundreds of chain organisations

in this country has its csn policies regarding advertising

procedures and arrangements. This phenomenon is explained

by the feet that each chain operates under a diffierent set of

conditions, in different sections of the country.

finally. this report sill be restricted to studying the

sethcds esployed by the follosing chains in constructing
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their advertisements:

i'he flarket Basket. Incorporated, Lansing, Michigan.

The Kroger Coupon, Cincinnati, Ohio.

The level food Btcres, Chicago, Illinois.

Methods Used to Obtain Infernatioa

Bone of the information contained in this report is

based upon textbooks, special studies and handbooks concerning

the subject of advertising. Other information has been gathered

through personal interviews and discussions with executives of

the Harket Basket, Incorporated, and the Kroger Company.

Correspondence sith the advertising sanager of the level Iced

Stores sas used to secure information free that departunt of

the level Tea Company, Incorporated.

A case study of the methods enployed by each of these

grocery chains in constructing their seekly nesspaper adver-

tiseaents sill be presented is this report. these coapanies

have been selected for a purpose. One is a chain of six super

markets and is classified by the author as representative of

small-sized chains. Another is a chain of 185 stores and is

elessified as representative of aediua-sized chains. the

third is a chain of approriaately tso thousau stores and is

classified as representative of large-sized chains.
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Representing the cull-sized chains is the Hornet Basket,

Incorporated, of Lansing, Michigan. This chain. consists of

six stores shich have total sales of apprcriactcly six sillion

dollars a year. Five of the stores are located sithia the

city liaitc of Lansing. i'hc sixth is located in last lensing,

anion is four silos froa Lensiag. rho tsoaty -four thousand

people in East Lansing consist of approxiaatcly fifteen thou-

sand college students , and nine thousand local citiscns. All

the stores are supplied by a central sarchouse. the company

aanufacturcs a complete line of baked gods and the bakery

occupies a section of tin sareheusc building. l‘hc offices

of the coapaay are situated in a building next to the sarchcusc.

rho aiddlc-siscd chains are represented by the level

reed Stores, of Chicago, Illinois. this chain consists of 155

stores shich have total sales of approxiaatcly one hundred and

fifty ailliea dollars a year.‘ The stores are located is as

cities found in four counties surrounding the Chicago area.

this chain's share of the total food store sales in this area

is 8.5 percent...

i'hs giant-sized chains are represented by the Kroger

Cospeny of Cincinnati, Ohio. this chain has total sales of

 

I §a5s for the Jose! l'ca Coapanyffncorpoisted, for I“!

sore in excess of tse hundred nillion dollars. This figure

includes the coabincd sales of the Jcscl Food Stores and

the Jessi Hone Routes. for a ccaplete description of the

ccapaay, see Chapter V. .

0 this tech lcgasinc, 91. ma page 71.
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approxinately a billion dollars a year. treaty-five branch

offices direct the operation of 1,985 individual stores.

twenty-one nanufacturing units, including 16 bakeries, five

dairies, tso factories, a peanut plant, a shrimp packing plant

and 89 sarehcuscs nanufacture and distribute products sold in

the stores. the company has stores in 1,898 cities located in

088 counties. the territory of this chain consists nainly of

the heavily industrialized states in the Great Lakes and aid-

sastern regions. Ohio, Illinois, Hichigan.and Missouri account

for a sajcr portion of the total retail outlets of the aonpany.

Sons stores are also located in.1ndiana, Arkansas, Georgie,

Kansas, Virginia and other neighboring states. the ccnpany's

share of the total food store sales in this area is 8.8 per-

dont.’

By studying the advertising procedures of these different

sized chains, a better understanding of the nethode used by

each can he gained.

It is inportant to’resenhcr that the use of favored adver-

tising practices alone cannot bring sucecsa to any business.

It is one of several links in a chain, the breaking of any

one of ehich nay bring failure. Good nerchendising, good

executive and administrative nanagenant, good onploycce and

real service to the consumer are all necessary. If used

7 this Week nagazinc, 93. 333., page 79.
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nicely, advertising sill contribute its share to the success

of the organization.



I
l  



CHAPTER :1

301-143 AND PURPOSES OF FOOD CHAIN ADVERTISING

this chapter outlines sons of the nany nedis available

to an advertiser. The purpoaee of food chain advertising

are also discussed. In addition, cone of the reasons shy

food retailers advertise are pointed out. this infer-eticn

is presented in order to give the reader a better understanding

of the ferns and purposes of food chain advertising.

tor-s of Food Chain Advertising

Cone of the uore popular advertising nedia and meter-

ial are presented in table II. the United States Dcpartnent

of Concern1 defines an advertising ncdiun as, "a channel, or

way, by ahieh a nessage nay be given to the public”. Adver-

tising asterial is defined as, 'forns shieh the retailer uses

although they my not be prepared by Me".

the grocery advertiser has a large selection of advertising

Iedia in ahioh to place his nesaage. this list nay cover more

itens than are logically used by noet chains. Also, by using

radio, neespaper and other ncdis, it is pesaiblc for the adver-

tieer to tie, in his efforts sith national advertising appearing

in nagazines, on out-door posters and over the air.

1 Miller Nelson a. and Harvey a. Bus v. was; an-

t ' e'T+sopa -i and o are in a Croce S . United tat

non! of Connercc, Washington, E. 0., 1940, page lac.
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Purposes of Food Chain.idvertising

there are many purposes of food chain advertising. No

teo sources will provide the sane list of purposes as it depends

to a large extent upon local nenagenent's advertising policies.

Mr. Willie. I. Sanning,8 Director of Advertising for

the Kroger Company, said the main purposes are:

l. ”to achieve dominance for your advertisenents in your

area,

8. to increase your store traffic, and

C. to build the confidence of your customers in your store”.

Hrs. Beatrice Oldfield,§ Advertising Manager of Ton.Thunb

stores, said the nain purposes of her company's advertisements

are:

l. ”to attract attention,

8. to identify us and our institutional personality, and

3. to leave the reader with a good taste in her month,

an impression of reasonable prices, conganiality and good

I111"e

 

5 Sanning, ’u‘iffian 3., Director of Advertising, the

Kroger'Conpany, in.address before the class of food lore

chmudising students, michigan State College, 1952.

C Oldfield, Beatrice. What Do We Want Our Advertising

to Do? i Handbook of Super.market Advertising and Promotion,

Super Market Institute, Inc., Chicago, 1949, page 13.
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.inother list of the purposes of grocery-store adver-

tising is given by the United states Depart-eat of ceaurce.‘

It say have as its purpose:

1. to identify the store sith certain kinds of food

serchandiee of a certain grade. _

I. to build confidence, good sill, and reputation for

the store.

3. to attract new customers and to hold old customers.

d. to increase sales and speed turnover, and to do this

at a profit.

O. to reduce expenses by spreading it over an increased

volume of business. ‘

d. to stabilise nerehandiae, nethods, and price.

7. to increase the customer traffic and thus sell other

its-s than those shich are advertised.

food chain advertising does not sell nerchandise directly.

It serves nainly to attract attention and pull the traffic into

the store. it thus point the direct selling function in par»

for-ed through displays, printed earaa and the store personnel.

Other Reasons for Advertising

Closely related to the purposes of chain store advertising

is the question.of shat are some of the influences pronpting

 

I finitedwstatcejfiipartnent of Con-arcs, 93. 3”... page ice.
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the retailer to spend large amounts of money for advertisingt

Advertising is more and more being relied upon as a

major scapon to attract trade. With the grcsth of self~ ‘

service came the familiar super market. \In many respects,

super markets have features that make then.all appear sililar.

for example, many of then.havc large parking lots; their

construction and layout is similar: a side variety of items

are carried in nest of then; items are sold at prices bearing

relatively los markups; and carry-out service is provided in

many of them.

these similarities have definitely increased the impor-

tance of advertising, because it gives the operator a chance to

be different by permittingihhm to publicize his giant baby

food department, speedier cheek-out system, or other items

characteristic of only his operation.

reed manufacturers, particularly ancng the national adver-

tisers, contribute a large share in influencing chains to

advertise. to a great extent, it is the sanufacturers' pro-

ducts shich attract the houeevife's attention shen the adver-

tisesents are scanned. Likesiec some chains rely on adverw

tising to popularize private brands, which are brands osncd by

the chain selling them.

the ease vith shieh chains obtain advertising allosanecs

fros.sannfasturers acts as another factor to induce the retailers



 ll
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to buy space in local nesspapare. these payments to retailers

for advertising the manufacturer's merchandise results in the

common sight of secing*scekly chain store sales shieh feature

national‘brmnds; for example, 'libby leak“ or 'Dcl,uonte Carni-

valt. the habit of using these advertising campaigns is gresing

and many chains feel it is advantageous to associate their

company sith national brands. By so doing the chains can

derive some of the benefit of the msnufaeturer’s national prea

‘motional activities.

leespaper solicitors are very eager to have as.advcr-

tieer increase his advertising budget. through reports and

intervicss, space sellers frequently demonstrate to a client .

that competitors have larger advertising budgets. the result,

in many cases, is the client increases his appropriation to

meet competition.

tincthcr reason shy chains advertise is to apportion more

evenly store traffic throughout the entire seek. this means

that in addition to the regular seekly thursday or Friday .

advertisement, some chains publish an advertisement on Hondsy,

featuring early-inetheescck specials. the success of this

setiVIty is difficult to measure. taotories, and many other

places of employment, pay sorkers cn.rriday or saturday and

the feasibility of attempting to sttrect a large trade in the

early part of the seek is questionable.r.
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Many ferns of advertising are available to the retailer.

l'here are many purpcaes of advertising and any reasons why

merchants advertise. The above material aerves to provide

sees understanding of the numerous ferns and purposes of

advertising available to an advertiser.
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DESCRIPTION OF THE.MARKLT BASKET, INCORBORATED

A brief description of thc;Kerket Becket, Incorporated,

will be prccented at this time. This material will give the

reader cone insight into the organization of thin chain and

till, therefore, carve no background information relative

to the construction of the advertisement.

This company sells in excess of six million dollars

worth of merchandise a year through 311 retail stores, five

or which are located within the city limits of Lansing,

Hichigen. The sixth store is located in East Lansing, a

town approximately four miles from.Lencing. The main office

in located very near the center of Lansing, end a combined

carohouee and bakery building is situated about fifty yerde

behind the office building. The coupnny manufactures a

complete line of bakery products, which include white, cinna-

mon, rye, wheat and french breeds, cakes, doughnuts and sweet

rolls.

Seven trucks are owned by this organization. Four are

used for the delivery of dry grocery items carried in the ware-

house. These items include canned goods, flour, cereals and

other packaged products. Two are need for the delivery of

bakery items. The remaining truck is need for daily produce

heulc fron Detroit to the stores. Sena produce and grocery
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items are delivered direct to each store by wholesalers.

Meet packers deliver meet requirements directly to the stores.

Organizational Chart

The organization of this chain‘s management is presented

in.Chart I.

iha chart shows that the owner of the company is also

the president and general manager. The advertising manager,

in addition to his advertising responsibilities, is also

responsible for sales promotion and personnel matters. Some

of his sales promotion activities consist of Iriting store

merchandising bulletins, and arranging with manufacturer's

representatives for the building of displays in the retail

stores. some of his personnel duties are hiring, maintaining

employee records and scheduling various company meetings.

In the remainder of this report he till be referred to as the

advortia ing manager.

The produce and meat buyers are responsible for pur-

chasing produce end most products, respectively. In addition,

they are charged with supervising their respective depart-

ments in the retail stores, which includes devising ingenious

methods of displaying and selling the items purchased.

Produce sales account for ll percent and meat sales 84 percent

of the total business. The grocery department accounts for
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CHART I

a _ 1

ORGANIZATIOH OF THE new? BnSKiT, INCORPORATED
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and Personnel Manager or the flarket Basket, Incorporated

Lansing, liehigsn, 1958.
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63 percent and, therefore, warrants a separate supervisor

and buyer.

The grocery supervisor has the added responsibility of

scheduling the work in the maintenance department. The

warehouse department manager reports to the grocery buyer.

These depart-onto are assigned to the grocery supervisor

and buyer respectively because of their side sXperienoe and

general knowledge of the Operation of the company.

tron.thc foregoing. certain conclusions can be drawn.

First, responsibility for the management of the company is

concentrated in s few hands, with one man performing two or

ncre functions in solo cases. Second. because of this cone

sentreticn of responsibility. inherent flexibility of spore-

tions is possible. For exsnplc, the produce buyer knows exactly

whit to order each day as knowledge of what the inventory

situation is in the stores can be gained through the performs

once of his supervisory function.

This local. flexible nature gives this oonpeny an opera-

tionel advantage over cospetition not having these sane char-

asteristios.

Kansas-lent Flexibility

The proxility of the stores to the company office and

warehouse offers many advantages. It is a relatively simple

‘
A
‘
.
.
.
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matter for tap management to nest regularly sith the store

nanagars to discuss future plans and peat reeults. In a

chain this size, the store nanagars are counted on very

heavily for information.regarding customer wants. nerchan-

.dising scheses and news of the activities of competition.

These meetings include the following:

Produce nanager's nesting, lvery'ncnday afternoon.

Store manager's meeting Every'ruesday afternoon.

lhrohandisers and adver-

tising manager meeting Every.uonday morning.

Top managesent nesting Once a nenth.

Store-Warehouse Flexibility

The warehouse carries sufficient dry grocery stock at

all times to fill a store manager's entire need. lesh.stcre

receives tso regular delivery of groceries essh week. Orders

received by the warehouse are filled and delivered withtn

one day. The store-warehouse operation is extrssely flexible.

A store manager can call in at any ties for a special delivery

of its-s he lay need. .ifter s cell is received fro-.e store

smaeger. the merchandise ordered is billed. loaded on a truck

and delivered within a few hours.

Sales Promotion flexibility

‘rhis inherent flexibility is carried over to the relation-

ship between the advertising sansger. tb buyers and the store
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nanagers. For example, when the buyers come in contact with

a product that can be offered at an appealing savings,

ineediate action is taken to keep one step ahead of competi-

tion. The store managers are notified immediately by phone.

Orders are taken_and the merchandise is delivered the sane

day. if possible.

The advertising manager is notified of the pro-etion

illediately no that he can note plans to advertise the pre-

duct. If necessary a special advertisement is printed. but

the usual practice .. to include an. itsn in the rsgulsr vastly

advertise-ant on Thursday. Flexibility is the keynote of this

organization, and its importance can.not be overs-pheeiled.

consider the fact that this chain is competing*eith.snch larger

chains, such as the Kroger Oonpany and the Great Atlantic and

Pacific Tea Company, no well as numerous independents. ‘This

company's very existence depends upon its ability to respond

to current changes in the isnediate area. Price reductions are

generally nadc the day they are received and notice is given

consumers through a newspaper advertisement: as soon as

possible. i large chain organization, which decides upon the

its-s it sill advertise sacks and even months ahead of tine,

has less opportunity to take advantage of price reduction

publicity. This company often ties in its pro-etioss with local
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civic actiVities, thereby drawing much attsntion from the

populace. The larger chain, with a branch office in a

distant city. can not easily take advantage of this type of

tie-in advertising.

.5. i H. Green Stamps

Included in this company's over-ell advertising program

is the 5. h E. Creen St mp Plan.2 The S. d 3. green stamps are 0’

used by this chain to attract customers and are considered a

_very important part or this company's advertising program.

The plan coats about 2 percent of net sales, which means

that this company gays in excess of one hundred thousand

dollars a )GRr icr ire exclusive rights for super markets to the

plan in the Lansing area. retailers on non-competing ner-

chandiec are permitted to adopt the plan, but competing food

companies can not use it.

This company's oriiciale aie satisfied with the results of

the plan up to this time. The plan was adopted in October,

1951, and in harch, 1952, sales had increased approximately 23

percent, when compared to this same period last year. This

percentage appears to be favorable when cognizance is made of

the percentages in Table Ill. Compare the percentage change of

 

2 Sperry and Hutchinson Company, 114 FifthiAvanue, New

York City 11, New York.
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colon of the listed cheinc with the change in the harket

Becket'c. Incorporated, percentage. Note that the latter

has increased its sales over last year by approximately

15 percent over what thcce larger chains have increased their

bucinece. The advertising manager feels that e large

portion of this extra increase is due to the use of the

S. k H. Green Stamp Plan. .

In making this comparieon, caution should be exercised

in comparing e chain nith six million dollars a ygar busi-

ncec with chains doing in excess of one hundred and fifty

million dollars e year business. ‘Hcvcrtheleoc. the figures

do shed some light on the effectiveness of this plan.

How does the ctemp plan work? This food chain obtains

the stamp: fron.thc S. &.B. pronotcre end then passes them

on to their customers, one for each expenditure or ten cents.

l cmoll booklet is given to each customer in which the green

stamps are posted. Each completed book requires twelve

hundred stamps. After the books ere filled, the holder

may rcdcen then for his choice tron among 1,200 nationally

advertised gifts. A display store is maintained by the 3. & H.

promoters in Lansing where the cuctcnerc take their tilled

book: for redemption. Gift catalog: are available in all

retail store: cubecribing to the plan.
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TABLE III

GROCERY CHAIN SALES OF TEE MONTH“.

(1n thouaendl of dollars)

 
r

 

' ‘ Poroon!~

Janggrx, 1952 Januarl. 1951 :52 Chaggg

Safeway Stores $101,851 $92,274. } 15.0;

Kroger Coupany 78,348 7£,90l { 7.3

American Stem 50.400 46,624 I 0.1
Rational To: Coupon! 25.763 27,278 - 5.5

and Tea Company 15,775 15,993 i 4.!
Colonial Storou 15.466 14.513 ;‘ 6.0

Winn & Lovott

Grocery Company 14,843 13,887 } 0.!
Grand Uniol.conpany' l3.‘58 18,347 I 9.9

 
V—vw

* Source: Grocery Chain Sales of the Mbnth, Chain.830ro

Ago, March. 1952, post 4.
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hucical.Jeck.Pot hadio.Prcgram

Another important part or the advertising program of

thia chain in the fifteen minute,.flonday through Iriday,

radio progrzm called Husical Jack Pot. sale itome and

helpful chopping tipe are announced on thie radio program.

Lietenere are eligible to win both a each and a green etenp

Jock pct if they can correctly aneeer a question asked over

the telephone by the announcer» Three calla are node each

day. The queetion and answer eheete are given to the cuetcnere

and are available in the retail etorea. The person called

Inet be able teraneeer the queeticn exactly ae it ie printed

on the question and aneeer cheat to win the Jack pct. It

unable to aneeer the queeticn correctly, the perecn called

is cent two tickete to a local theater. plue 100 green etcape.

Quite frequently, the queetione concern new. about tool pro-

ducte and their preparation. rcr example. the rollceins

queetione acre acted during the Ohrietnae eeaecni5

l. Queetion: What ace the original none for mince pie?

.Aneuer: Mince pic was first called nuttcthie.

2. Question: When does Christaae begin and end in

Scandinavian countriee?

Aneeer: 2 It begine on;Decenber 13th. Santa Lucia'e

Day, and ende|Jennory llth.

 

5 Fueical 38chPotQueationnaire, theHurketBecket,

Incorporated, Lancing, Michigan, December 24 through 28, 1951.
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5. Queetion: Hoe are market Becket ehOppere caving

more than ever before?

hunter: 8. &.H. Green.8tampa make it peeeible

to have two ways: Every day low prices

plue valuable nationally advertieed

girtSe

A question and anewer sheet in Operative for a period

of one week, after which time another sheet in applicable.

These aheete are placed in the stores on Thursday, where

they are available to the customers. Over twelve thoueand

eheete are distributed each week. The advertising manager

{cell that those eheeta are a potent force in pulling

customers into the stores.



CH {PIER IV

COflSTRUCTISN OF A MARKET BASKET ADVERTISEMENT

This company usually publichee a double truck; adver-

tieenent every Thuraday in.lanein3'a only newsprper, the

State Journal. Occasionally, however, emaller advertiee-

eente are need.

Theme

The theme in ueually eelected veeke or even a nonth

ahead or time to permit ample opportunity for the company

buyere to order enough merchandiae to aupport the adver-

tieement. Alec, time nnet be provided no that contact any

be made vith manufacturer'e repreeentativee to enliet their

aid in building diaplaye in the etorea. Finally, the etore

manager ie notified of the eale two weeks in advance, par-

nitting bin to prepare tor the event.

Some of the meat, produce and grocery itene, that are

to be included in the advertisement, are determined at

e ealee meeting attended by the advertieing manager, the

buyere and the superviaore. The meeting ie held oneflonday

morning of the neck in which the edvertieement will be pub-

liehed. Ken: of the iteme and tentative prieee are decided

upon at thia tine. Often, hecauee of market conditione,

 

l A double truck advertieement ie one‘ahich covere

tic racing pagee in e nevepaper.
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produce and meat pricce are not determined until the earn-

ing that the advertieenent ie to appear.

‘The theme, or keynote idea, or the advertiecncnt ie

drawn from two general eourcee ci‘ information:

l. within the organization. Thic would include any idcac

by the advertising manager or other repreccntativee or meage-

Icnt. Alec included could be the nee er unueual ncve itene

concerning the company or the coenunity. For example, a

non check-tend eyeten which penite factor eervice in ringing

up the groceriec, collecting the noney and begging the grocer-

iee in none to the ouetoncr. many could be anlioul to ace

the checkatend after reading the advertiecncnt. 'l'he adver-

tieing manager rill uce any there that he teele ic tincly,

interacting and flexible to permit relating attractively

priced merchandise with the thcnc.

8. Iron outeidc ecurcee. There are any organization

throughout the country that cpcoializc in helping anall feed

rate ilere prepare their advertieenente. 'i‘ha eervlcce offered

by the national Rcccarch Bureau, Incorporated, 4.15 lcrth

Daarborn Street, Chicago 10, Illinoie, are need by thie chain.

rm- erganiceticn ctudiee advertieemantc publiehed in non-

popcrc in all ccctione or the country. Becultc of the effec-
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tivcncss of advertisements and copies of those studied are

sent to Operators who are nenbers of the bureau. By studying

the material supplied by the bureau, the advertising manager

is able to keep informed on nationsidc advertising trends.

Occasionally, he sees something in the reports that he can

adapt to his organization, which often results in a very pro-

fitablc promotion.

The services offered byMcCall'shagazinca are used quite

extensively by the Market.Basket, Incorporated. There is no

charge for this service as it is free to all members of‘Supcr

Hurket Institute, a nonrprofit organization of super’narhet

operators,.sith headquarters at 500 North Daarborn Street,

Chicago 10, Illinois.

This is has the service corks. The staff'onMccall's

. prepares in detail a couplets food store promotional esnpaigs.

Manufacturers she advertise in licCall's Mega zinc sort in con-

Junetien sith the Iagazinc staff} Together they prepare an

”Advertising Pronotien Service Book". Suggestions are included

shieh.ccntain information on the following subjects:

1. itene to be advertised

a. headline to be used

3. advertising layout

4. borders for use in advertisements

5. in-store displays

 

I Iditorial'and Publication Office, McCall's Magazine,

439 Madison Avenue, Rec York 22, Nos York.
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The book is then nailed to the food store operator.

After receiving the book, the advertising manager any use

the material contained therein as he sishes.

To illustrate, forte particular~month a series of advera

tisenents proneting a "Pageant of flational.Brands' nay be

planned. The service booh is sent to the food company sell

ahead of the date scheduled for the promotion. While the

food company is preparing for the event, McCall's publicizes

the promotion by printing some special advertisements in the

appropriate issue of their magazine. These advertisements

are designed to help promote the current event. For example,

they may say, ”Shop at the food store having the 'Pageant ef

National Brands' sale”. This message, directed at the thou-

sands cf semen she read “coall's, probably does a lot to con-

vince the readers that they should shep at a store having the

aforementioned promotion.

full color, d8 inch posters and giant display material

are furnished by'uecall's for in-store selling. In addition,

shelf erross, shich can be used to point out the individual

shelf specials, are furnished, as sell as blcs-ups of saga-

aine advertisements, shich can be displayed in the store

sindoss. {Also, ever-sire hangers, shich are posters that hang

fron.sire stretched fron.cne sell of the store to another, are
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supplied. Finally, scripts and spot recordings to be used

for radio tie-ins are furnished.

‘Matrices or ”mats” are baked cardboard molds of paper

pulp, fron'shieh a stereotype, or duplicate plate, can be

' made. The mats are included in this service and are furnished

by the manufacturer through.uc0all's. For every picture, head-

line er border included and suggested in the "Advertising‘Pro~

lotion.8ervice Book," a mat is furnished free of charge.

than the advertisement is ready for publication, the adver-

tising manager merely sends these mate to the newspaper, there-

by eliminating the coat of having the designs prepared else-

share. Sons mat samples are found in Figure I.

Photo-engraving

It is appropriate at this tine to explain hos nets are

made. The question is asked, Khan is copy, a picture or s

photcgraph prepared for publication in an advertisement?“

First of all, the subject or cepy to be reproduced is

photographed,3 and a negative is developed and printed. But

it is not printed on paper as in the case of a snapshot; it

 

SThe advertising manager of the.Mariet"§askat,ifncorp-

orated, has this photograph taken by a photographer or by"

the State Journal.
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Figure l. Matrices crusts"
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is transferred or "printed" on metal. If it were not possible

to use photography in this say, the design sould have to be

drasn or traced en the metal by hand.

:laxt, the photographed area is made to stand above the

unphotcgrapbed portion, like a mountain against a valley, so

that when the plate is inked, the part sith the photograph

sill be covered by ink. ‘This is done by chemically etching

asay, or engraving, the areas on the plate which do not have

the photographed subject. The areas which, when inked, sill

reproduce the desired subject are protected from the action

of the acid by an acid-resist, or a "ground" as it is some-

times called. The result is that a metal plate is made which

bears the reproduetion cf the illustration. The photographed

area is higher than the surface of the remainder of the plate,

so that, when it is inked and pressed against paper, a repro-

duction of the subject is obtained. Hence, a photo-engraving

plate, or shat is commonly called a “cut,” is produced.

Duplicate Plates

This plate shich has so far been considered is an original

plate in the sense that it is the initial conversion of an

illustration into metallic fore. Once such an original is made,

hosever, many duplicate copies can be produced at a fraction

of the cost of that original.
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Duplicates may be needed in order to run an adver»

tisenent in several different newspapers at the seals tiu,

to economics on the printing seat by running a nunber cf

inprints off simultaneously, or to spare the originals for

future use. Also, grocery manufacturers need duplicate copies

to send to the thousands of retailers handling and adver-

tising their product. The retailers in turn use the copies

for the purpose of printing their advertisements.

There are many kinds of duplicate plates but the ones

scare most interested in are called matrices or note. They

are made from the original plate and fron.these mats stereo-

types can be made. The mat is the mold and the stereotype is

the plate used for printing.

To make the net, the operator presses the original plate

into a damp piece of "papiervnache' pulp. ‘When the latter is

dried, it looks like a piece of baked cardboard with the

illustration or type stamped in it.’ This is the mat. Metal

is poured over it. The metal cools, hardcns, and forms a

plate known as a stereotype. The stereotype is then used for

printing. If the not is needed for*enother stereotype, it is

saved and more can be made from the mat in the future.

The net can be curved and a corresponding stereotype

made to fit on the cylinders of a rotary press. do many news-
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papers, especially those in large cities, print on such

presses, their shops are generally equipped to make stereo-

types rron sets. A grocery advertiser using a large number

or nesspapers may consequently save money in making plates by

forwarding merely a mat of the advertisement to each news-

paper in which he is buying space.

How the Advertisement 1s Printed

The advertising manager sends the original illustrations

and copy of the advertisement to the newspaper printer or type-

grapher, who makes the photo~engraving plates, or cuts. The

type for the advertisement is set up and the cuts are inserted

in their preper place, according to a layout plan. The adverf

tisemsnt is nos ready to be printed. When a pros: is desired,

 

the printer may place the entire torm.on the press and ”run it

off!

Headll‘

The advertising nnagsr or the Market Basket. Incorporated,

usually creates the heading used in the advertisement. Some-

times, a heading suggested by McCall's Magazine or a member of

this chain's management is used.

The heading of the advertisement should be original and

should give some indication of the theme or the advertisement.
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The heading is created from one to three seeks before the

ties the advertisement is published. is mentioned earlier,

the local nature or this company permits it to be flexible he

its operation. The advertising manager lay seit two or three

days before the deadline to decide on a headline it necessary.

The exasples of this company's advertisements round in this

chapter sere based on the material supplied by the uoCall's

advertising service.

Illustrations

Pictures tell a story at a glance. They can display ner-

chandise enticingly and make peeple sent it. The illustra-

tions or the products used in the advertisements in this

chapter sere developed tron sate furnished by the manufactuere

through the McCall's service. The advertising manager aerely

sends the nets to the newspaper printer who includes then.in

the printed advertisement. On the other hand, note the picture

or"Uncle George" in Figure 2. this picture was drcen by band

by the advertising sanager. It was subsequently photographed

and printed by the staff of the State.Journal.

A case study sill be presented at this time. explaining

the steps that this OOIpany goes through in preparing a typical.

weekly advertisement. the steps can be broken doen into three

broad classifications. Examples of one advertisement are
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included in this chapter shoving the three steps necessary is

its preparation.

STEP I - Preparation of Rough Layout

The rough layout is a drawing showing how the various ele-

manta of the prOposed advertisement are to look. The theme, or

keynote idea, of the advertisement mry have been selected seeks

ahead of time. but work on the layout is usually started the

Thursday afternoon or Friday of the week prior to the one in

which the advertisement is to be published. it this point. the

advertising manager knows the theme, the headline, and some of

the items which will be included in the advertisement. He

then decides what size advertisement to use and usually plans

on a single or double page spread. A photograph of an actual

rough layout is shown in Figure 2.

Then, eith a drawing pencil. the headline is lettered as

it is to appear in the finished advertisement. Next, the

decision regarding allocation of space to the produce, meat

and grocery departments is made. This decision depends upon

sany factors. For example. a promotion may be held on some

produce items when they are in season. Therefore, the greatest

space in the advertisement may be allocated to these special

items. Consideration must also be given to the cost or space.

what competition is doing and the importance of the particular

sale or feature.
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Next, the items to be included in the advertisement are

listed on the l*yout. Khan the advertising nannger uishes

to say a few words about a product, he types the cords on a

separate sheet of paper, called a cepy sheet. Be marks the

copy sheet and the rough layout with a letter or figure so

the printer sill understand share the copy is to so is the

edvertisesent. Examples of cap: sheets are included in this

chapter in Figures a..s and 5. Note has the nuuber on the

sepy sheets correspond with the numbers on the layout.

Illustrations are then inserted in the layout, including

the ones draen by the advertising manager and those furnished

by manufacturers. Illustrations are quite frequently furnished

by the manufacturers through.the.uc0all's service. For example,

note the picture or the can of Chase n.8cnborn coffee is the

rough layout. This picture eas taken tron.the "Advertising

and Serviee Boot" supplied hy'iccell’s. It was cut out or the

book and pasted on the rough layout. This saves the edvertisinc

senager the job of having to dree this picture. lots were

sent along with the 'ldvertisisa and service Book“ to support

every picture contained therein. Therefore, when this layout

is sent to the newspaper, the advertising manager sill send

along the not or the Chase & Ssnborn coffee can. If no net is

furnished, the newspaper I111 have to take a photograph and
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/ Uncle George reec-ends that you stock up on all these featured

nationelbrends. Ramos you know on brands you like st prises

you sent. fee. you're bound to save.

VT: Libby‘s Fresh Frozen Fees

8 8 oz. pkgs any

2 Honor Brand Fresh frozen

v” strawberries

All the family enjoys-

shorteekes. Nos 10! priee.

pks- 59¢

Pesco Fresh Frozcn'Orenge Juice

Drink 0' Health.

3 6 oz. cans 39¢

Booth's fresh Frozen Asparagus

Cuts end tips.

12 oz. pkg. Nee Lee price. 86'

4/ Bear! Market Becket Jack Pot Program. VIII! - 12:18 P.1d.

I Hondey through fridey. Get your questionnaire at one of our

gient markets and be ready to Win the daily Prize ~ that

gross and cross.

Ie lisits. le coupons. Open rhuredey I. rriley until 9:00 P.M.

621 Best Grand River. East Lansing. 101’] West Engines

2002 North Larch

“ Special offer sorth 28;! Send in label fro: any can of Swanson

Chicken or .turkey. Offer expires larch 31, 1968. Get tech 15!

see coupon with all details in store.

 

Figure 8. copy sheet
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seenson's Whole Chicken 3% lbs.

Reel Gold Orange Juice

. OZe can

Puss '3 Boots Get Feed

8 oz. can

llarie's Ice Be: Stuffed Olives

What e Pickle!

Aunt Jane's Candied Dill strips

16 0‘s 1"

".ml. ‘e Cap] 8h...

31.08

15¢

91

551

59¢



LEFT SID!

1’ Scottie: Facial Tissues

400 count

Miller‘s Dog food

5 lbs. neat

Palmolive Soap

e reg. bars

2 hath size

Blue Suds

I packages

Peter Pen r-m Butter

13 Ole Jar

onion. Thin Blades .

- lo ecunt

figure 5.

33¢

on;

17'

37‘

35¢

Copy sheet
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sets the photo-engraving plate, or out. This sould involve

edded eXpense.

The advertising nnncgor keeps 8 not file on thousands of

products. These nets are supplied directly by the manufacturer.

or through McCall's. free of charge. The manufacturers feel

that if the retailer has the nets to use in his advertising.

they stand a better chance of having pictures of their products

appear is the store's weekly advertisement.

The rough layout is then eonplcted by filling in ell the

details regarding location of stores and store hours. It is

then scrutinized for errors. It is sent to the nesspepcr with

the copy sheet no later than 12:00 o'clock noon on Tuesday of

the see! of publication..

STEP II - Correcting the Proof

Iron.the layout and copy sheets, the printer'et the news-

paper makes 9 proof, which is a printed impression of the pro-

posed advertisement token for purposes of inspection. This

proof is received by the M rket Basket. Incorporated, on

Wednesday afternoon. The purpose of the proof is to give the

advertising msnnger an opportunity to cake necessary revisions

regsrding lest-minute changes in price, typographical errors

and any other necessary alterations. The changes are directions

to the printer. end are usually made in red pencil. The adver-

tising neneger shoes the proof to the buyers she also any
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suggest e necessary alteration. the proof or the edvertiseeent

is shown is‘rigure s. This proof is returned to the sense

paper on.rhursday morning.

STEP III - the Published.ddvertisesent

After the newspaper receives the corrected proof. they

note preparations to publish it as a complete sdvertisenent.

taking into consideration the indicated alterations. Ho-

sdditionel proofs are furnished. the importance of indi-

eating corrections in s clear manner is readily understood.

The printer for the newspaper will do a good Job it the

sdvertising manager indicates clearly what is vented.

The completed advertisement is presented in Figure 7.

The approximate schedule used by the edvertisina sens-

;er of this company in the construction of the sdvcrtieesent

 

is es follows:

These: i:::cted s seek or even e month shssd er

Rough.Leyout: Preparation started Thursday or*!ridey or

the week prior to seek or publication.

sent to newspaper no later than 12:00

o'clock noon on.rueedey of the seek or

publication.

Proof: Received on.Wednesday efternoent Corrections

are made and it is sent back to the news-

paper Thursday earning.

completed

Advertise-eat: Printed Thursday afternoon.
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Advertieins Agreements

In many cases a mnureoturer will pay a fixed amount to

a retailer Ihen the letter includes the manufacturer's pro-

duct in one or his weekly advertisements. As a eource of

income, advertising agreements are very profitable for the

retailer. If enough agreement items are included in the

advertisement, it will be paid for largely by the money re-

ceived from the manufacturers. I

An important point not to be overlooked is that the

manufacturer is usually billed the national rate, while the

retailer is billed the local rate. This is how it works.

Local nesepapers usually have a rate structure consisting

of local end national rates. Ldeal rates are given to adver-

tisers who operate in the immediate area. National rates

are charged to national manufacturers of nationally distributed

products ehc desire to advartiee in this local newspaper.

When the Market Basket, Incorporated, advertises in the State

Journal, they are charged the local rate for the entire ad~

vertiaement. But, many manufacturers who entered into agree-

manta with this. chain are billed at the national rate. The

difference or the tee rates is retained by the Market Basket,

Incorporated, and helps defray the cost of the advertisement.

Some system is needed to record the agreement between

the manufacturer and the retailer. Examples of the forms

used by this chain for their records are included in this
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chapter. The first card in.Figmre 8 is used to record the

manufacturer’s name, the aaleaman's name, his address and

his business phone. In addition, information regarding the

contract is recorded, including the frequency of insertion,

the rate due the chain and the date invoices are to be mailed

to the manufacturer.

A second card, in Figure 9, contains information re-

garding the invoice. After the manufacturer's product has

been advertised, he is invoiced the amount agreed upon.

The amount billed is recorded on the second card and when

payment is received, a note is made to that effect in the

"amount paid” column. The other columns contain related 1?

information.

These cards are kept in a file in the advertising manager's

 office. They are referred to quite frequently when the weekly “W

advertisement is being constructed. This is done to make sure

that items covered by an advertising agreement are advertised

on.achedule.
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CHAPTERV

DLSCRHTION OF Tim; JEWEL TEA COWAHY, DICORPORATED

The Jewel Tea Company, Incorporated, which has offices

in Chicago, Illinois. consists of three departments. They

are the Home Service Routes, the Food Stores Department

and the Finance Departilent; "

The Hole Service Routes

Theheadqnarters for the hose routes are in Bari-inst“.

Illinois, which is approximately thirtyefive miles north-‘

seat of Chicago. The hose route service is” nation-side.

operating principally in the larger cities. Seventy-six

branch offices or the home routes operete is forty-tee states

and the District of Columbia. Branch. locations can be found

in Grand Rapids," Michigan, Long Beech, San Jose and Les Angeles.

California, Salt Lake city, Utah and nany other cities through-

out the nation.

This is has the route ser'ies operates. Salesnen driving

a small company truck call at eustcsers' house every two

weeks. They sell coffee. soap, Jelly, tea, cookies. peek-

aged cake mixes and other assorted itess. The salesmen are

paid e salary plus a commission. When a salesman makes a

call he:

1. delivers goods ordered two seeks previously.

2. sells impulse items and

3. takes orders for delivery teo seeks hence.
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Merchandise cold by the route salesmen is purchased

and eerehoueed centrally. in,Barrington. The salesmen order

their needs tron their local branch office. The branch in

turn orders the merchandise it needs tron Harrington. The

orders received in Barrington are filled and delivered by

truck direct to the branch location.

A manufacturing plant is located at Barrington and

operates es‘e part of the Home Service Routes Department.

Here, many or the food products and household supplies are

manufactured or prepared for distribution to customers. It

is in this plant that thousands of pounds at coffee cold

annually to customers are processed and packaged.

The routes department does not advertise in newspapers

or magazines. .A unique feature or thin department in the

use of premiums. Instead of using money for advertising.

it is need in the form of premiums for the customers. With

each purchase of groceries, the customer receives bonus

credits which may be applied toward the price or a premium

echo selected. She may also pay part cash for the itenm with

therbalanoe being paid through her bonus credits. In addition.

'the customer may have the use of the premiun.ehile she in

paying tor it.
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The Finance Department

This department also has headquarters in.Barrington.

The functions of this department include the handling of

investments, all company cash, payroll records, insurance,

tax and legal matters, and the general books of the company.

The Food Stores Department

The offices of the food stores department are located

at 3617 South.&shland Avenue, Chicago, Illinois. This

department consists of 158 stores, of which approximately

101 are within the Chicago city limits. The remaining 57 are

located in smaller cities and suburbs surrounding the Chicago

area. All of the stores are within a forty-mile radius of

downtown Chicago. The offices are situated on the second

floor of one of the three sarehouses maintained by the company.

This earehouse, owned by the Jewel.rood Stores, handles pro-

duce, dry grocery items, frozen foods, eggs and weakly sale

items. A warehouse at 6000 South.Kedsie, shich houses dry

groceries, is also owned by this company. .A smaller warehouse :-

acrces the street fron.this South Kedsie location is rented

and is also used for dry groceries.

Sales for the entire company are about two hundred million

dollars annually. The food stores share is about 75 percent

of the total, the remainder accountable to the home routes.
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Managesent organization ‘

The president of the Jewel Tea Company, Incorporated,

heads all three departments. His office is located at

136 South La Salle Street in downtown Chicago. The organi-

zation of the management of the Jewel Tea Company, Incor-

porated, is presented in Chart II.

The head of the food stores has the title of Vice-Prest-

dent and General Manager of the Jewel Food Stores Department.

Note that under the merchandise manager there is s grocery,

neat and produce merchandisert These men, in addition to

being responsible for merchandising, are also charged sith

purchasing the commodities that come under their Jurisdiction.

Advertising Department

In order to permit a clearer understanding of the back-

ground of the construction of the advertisemmt, the organi-

zation of the advertising department is presented in Chart In.

The advertising department is headed by the advertising

and sales promotion manager who reports to the merchandise

manager. The advertising manager has the over-all direction of

the food stores advertising under his Jurisdiction.
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The advertising manager has direct charge of prepar-

ing the advertisements for the Jewel Food Stores Department

and performs these duties: ,

l.tParticipates in the determination of basic advertising

policy, and correlates such policy with executive management.

2. Plans the future advertising program to meet the require-

ments of the company.

'5. Collaborates with executive management in setting up

the advertising budget, and the expenditure of the funds allocated.
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a. Originates advertising ideas, and supervises the

writing of Maya and the creation of the egacific elements of

the advertisement.

8. Organizes, schedules and supervises the physical pro-

duction of the advertisement.

6. Integrates the advertising progran nith such other phases

of the business as parchasinn. merchandising and personnel.

7. Supervises advertising depurtmunt routine having to do

with the direction and activation of personnel, the handling

of correspondence, distribution of bulletins, maintenance of

records and files, and the maintenance of office cauipment

and supplies.

a. Provides a plan of orgrniration for the Operation of the

department.

In addition to the “have, he has the following responsi-

hilitics:

1. Purchases ideas, pltns and space in media.

2. BevelOps special promotions.

8. ?repercs advertising themes.

4. Supervises co-cparetite advertising.

3. notifies all suppliers of store Openings rad store

010.1353a

 

I Copy refers to_the text. or sords, or the advertisement.
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Some of the bulletin thzt he is in charge of pre-

paring are:

1. General mcrcnandisc and sales bulletins. These bulletins

are prepared ecch week ior'the stores and they supply informa-

tion for future meet, produce and advertising programs.

2. Price ohcnge reports which are Eunounooments to the

etorcs of a chengo in gricc of some itena.

3. Discontinued merchandise list which is a bulletin con-

taining items that management no longer desires to corry in

the etorcc.

4. Special iormn such as merchandise credit forms, distri-

bution invoices and bottle and cone deposit slipc.

Although the advertising manager is responsible for all

these duties, he delegates a large cadre of them to the member-

Of hi. Itai’f.

Production and Sign Department Kenager

Under the advertising mcncgcr there are three assistants.

The first one is in chprgc of preparing layouts and art eork for

approved advertisemente. Art work is a term applied to draw-

ings and illustrations that are to appear in the advertisement.

He also writes come capy and sees thrt the finished material is

delivered to the media on time. opecial promotional circulars

are prepared by the assistant, an arc promotional schemes for

etcrc openings.
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Ho io rooponoiblo for proparin; tho advertioinc pro-

gra- bunotin. which io n ohoot oont to tho otoroo our,

'hioodo)‘. It lioto tho itomo that will ho advortiood too

oooko in tho tutu-o. A oicn ohop io maintain“ ohoro o1].

oigno noodod by tho oaopany aro proper“. Thio ooaiotant 1o

ohargod oith rooponoibility or indioatins to tho oicn produo-

tion on: mot]: that io noodod.

Solo of tho oigno ond oardo produood oroi

1. Iindoo Biuo - oalao oisno iiopleyod in otoro unicoo.

8. Point of Purohooo Sign.

A. Sholr Tiokoto - and to inaicato ohol: morohandioo

that io on oolo.

B. Soalo Tiokoto -- oaloo naooagoo dioplayod by loot

«who.

0. Baokot Cards - oaloo looaagoo hung on ohOppiu

bookoto.

D. Talking Cardo - and on dioplayo in tho otoroo.

3. Market Signo - and to hang on tho tall mun tho

moat departnont.

I. Wiro Signo ~ hannoto that aro hung over oiro.

B. hormnont Sim - for tho otaroo and tho oarohonoo.

Finally, thio nan hoo tho Job or contacting thooo othor

departments within the organization:
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A. construction Department - proparco docorationo

for tho cponing or now otoroo.

B. Mbrohandioo Dopartoont - consulto with buyoro in

ootahlishinz tho dooign.ot laholo and packagoo diotributofl

undor tho ."Jowol' laholo

c. Diwioion Hoado - cooperation io noodod on tho

preparation or opooial bullotino and convention ootoriol. Oooo

o yoar all tho otoro nonagcro aro intitod to o ooloo ond cporo-

ticnal looting, which io callod tho oonvonticnt Tho odwortioin;

oopartnont proparoo o grout dool ct’notorial which io hood by

oonogooont to diocuoo poot roonlto and ruturo oaloo plano at

thio looting.

Copy Ohio!

rnx- oocono oooiotont hoo tho following outioo:

13o ocoporotoo with tho oorchandiooro in dociding upon thoooo

orouno which tho odvortioononto will to built. Thio oooiotant

writoo tho copy for opooial publicaticno, oinoow hillo and point

of purchaoo notoriol. In working with tho oorchandiooro. ho

holpo ooloct itono that will appoar in tho odvortioononto.

13o holpo oroato opooial ochoooo to aid in tho proootion of

now otoro openings. or othor rolotod owooto. Contaoting tho

nodia in which tho opocial promotional material io to ho corriod;

and making ouro that the promotion occuro on ochcdulo arc aloo
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his duties. iHe originates and prepares additional "gimmicks"

that will help make the promotion a oucceoo.

Finally, this aoeiotant aido in the preparation of grocery

program.bulletino, meat progran.bulletine, produce program

bullotino and special promotional hulletino.

Televioion and Radio.Managor

Thio nan worko with cooperating oupplioro and tho‘toool

Tea Company'o edvortioing agoncy in preparing odvortioing thoooo

and cepy for tho production of radio and tolovioion prograno.

In addition, he worko in conjunction oith.nanufacturoro' repro-

oontativoo in tho preparation of opooial prcocticno. Bo

proparoo oooo of tho oopy nor opociol odvortioooonto. inootcro

ontorial and oircularo promoting thio opooiel progroom ircr

ozooplo. he may work with a roproooloativo for tho‘nordon.coopony

in preparing o opociol deal proacting Bordon'o produoto in tho

otoroo.

.rinally, ho la in charge or preparing tho Whack of tho

lonth,' o oaloo hcoklot explaining how to oorchandioo varicuo

oonnoditioo that will ccoo into ooaoon in future oontho, Ho writoo

tho copy, chteino photographo and ochoduloe the production of

tho book. It io dooignod primarily for roading‘hy otoro perocno

”lo
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Artioto

Tho artioto are tho non who drew picturoo and provide

photographo that are to he need in the odwortioooonto.

In addition. they oaiotain tiloo on the following:

A. Layouto. rhooo tioouo drawingo are filed to! rotoronoo

purpcoeo.

I. lrtoork. .A file io maintained or drawings and photo~

grapho in once they can he used again.

0. Out File. A cut io o commonly uood torn.neaning engraving,

which ioo metal plate need in tho printing of an advertisement.

The out file io maintained in ceee additional note are hooded

in the future. _

D. not file. A not file io maintained and can‘he referred

 

 to whenever piotureo or neuutacturero'producto are needed. note

of many producto need in the pact ore riled.

rho ortioto are rooponoihlo tor'preparing artwork for lay-

outo or circularo and hallotino. Following io their ochodulo

for preparing thio artwork: I

Hondoy'- opocial requeoto only.

rueodey - the produce program.

Wednooday - tho moot and tioh.progran.

Thurodoy‘- opooiol requeoto only.

Friday - the advertioing promo.
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finally. they work closely with thooo departmento:

4. Personnel - prepare photographo and picturoo tor uoo

in house organs and booklets.

B. MerchandioingvDopai-tnent ~ prepare photographs and

pictures for one on laholo and package designo.

O. Divioicmahhnagaro - prepare olidoo and formo for their

use at nootlngo.

Sign Shep Hanan!

The nan who io in charge or the oign chop woo tcr'lony

yearo connected with a chicago nowopapor. For thio roooeo.

the edvortioing manager teolo that o large part or the effec-

tivonooo of tho advertioing prograo.otaoo trco.the feet that

ho hao oxnollont relationo with local newopaporo.

i‘ho oign ehcp oaaager dooo the phyeical production tort

 

 
of preparing the odvertioeoonte. :He producoo the tiooue lay»

out draft. ooeo that it io delivered to the printero and nakoo

the nocoeaary ocrrectiono after the prooto have been received.

Ho aloo produces tioouo layout dretto tor the circularo and

hulletino. _

He in rooponoihlo for producing nany oigno needed through-

out the organization, ouch no window hills, point-cfbpurchaoo

oigno, permanent algae and opocial oigna for tho annual con,

vention, meetings and the warehouoo.
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All window and otoro dioplay material io prepared in

the oign chop. Stereo are notified by bulletin when to

expect thio material eftor it io prepared.

fable IV explain the eign ohcp ochedulo, indicating

the day the infernation chould be delivered to tho ciao chop

in order for it to be prepared on tile.

Advertieing Budget

the approximate edvertioing appropriation for the differ-

ent nodia in ac folleoo:

chopaper 85 percent

Tolevieion and Radio l2 percent

Dioplay material 8 percent

The advertising budget ie not baeed upon a percent of

ealoe. a percent of profit or cone other rule of thumb. It io

booed upon a top management evaluation of tho ccopetitive noodo

lo the area. the proceeding yonr'o coat of edvertioing and nano-

gonent'o mlnation of the efficiency of the edvertioing depart-

oent. In ohort. it io dotornined by e poreonal review rather than

by a yerdotick. The ueo cf the budget io flexible and it io oct

up eo a rough guide rather than within exact linito. Each

week an eotineted edvertioing oxpenoo otatenent io prepared

which in actually their only end ncet effective tool.

 

 



TABLE IV

SIGN SHOP CO?! SGML!

Week-End Sale Schedule

 

Date needed Description Delivery Date

Tuesday A. 11. Meat Window Bill 'flodnooday P. ll.

Tuesday A. M. Heat Back 0' Market Wednesday P. Ii.

Tuesday A. K. Meat Scale Ii‘icket Irtiooday 2 P. M.

Tuesday A. )1. Produce Window Bill Wednesday P. hi.

fuesday A. M. Produce Talking Card Wednesday P. I.

choose and Special cf

i'ueeday P. M. the Week Cards Wednesday A. It.

i’ussday a. n. 7560 Special Window Bill: Friday p. n.

Ii'uccday P. M. Grocery window Bill Friday P. M.

Iodnoaday l. a. Little oiant‘ Friday 9. n.

 

(Special signs and charts at least 21 hour; prior to shipping data)

First of the Week Sign Copy Schedule

Wednesday P. 1!. Fish Window Bill Iriday P. M.

Wednesday P. M. Fish Talking Card Friday P. it.

Thursday 1. ll. Meat window Bill Friday P. l.

Thursday P. ll. Produce Iindos Bill Friday P. ll.

Thursday P. M. Produce Talking Card Friday P. l.

 

I 9555 is the nuobor of a store to which a special .51..

sign is cent each week.

a ”little Giant" refers to a group of large stores for

which special signs and cards are node.
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source of Ideas

The advertising nanager does not use outside advertis-

ing services like those offered by McCall's and the Ladies

Home Journal. It is felt that this company's advertising

lust reflect their personality and it is not possible to

achieve this by using ”boiler plate"5 services.

An organization called Social Research, Incorporated, sas

asked in November, 1951, for opinions on the Jewel Food Store

advertisements. The following is a paragraph from that report.6

There is opinion not taken from tho housewife that

lately Jewel advertisements have an increasingly eon.

aistent character of their own that should be useful in

quicker identification. The use of themes to unify

aspects of the advertisements, relating the recipe to a

leading item, not having too many items - all seen to

contribute to a better looking page, one easier to road

and to find things. These aspects should help more and

more as the customer gets used to then, makes a habit

of noticing and cutting out the recipe and household hint,

and increasingly gets the character of the Jewel Stores

as the advertisement seeks to express it.

 

 
A research organisation of this type can be useful to

advertisers desiring information regarding the effectiveness

of their advertisements.

 

5 This is the term used by the advertising manager 0? the

Jewel.Food stores to describe outside advertising service

material.

6 Excerpt from a letter from Mr. D. R. Booz, Advertising

and Promotion Manager, the Jewel.Food Stores, Chicago 9,

Illinois, dated April 1, 1952.
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CHAPTER 71

or ‘I -1-,a‘

TEE CCIEETEUCTIOL‘ OF 'IITIJ J 1.11131. 1061) {:T(. 1-313 LL‘IERI‘ImeT

An orplanation of the company and of the advertising

department.has been presented. The steps necessary in the

construction of the advertisements will now be traced.

These

The theme for e particular advertisement usually arises

out of a nesting beteess the ssrehandise and advertising sensgsre,

although it could be originated by anyone on the ssnagsssnt

level. ile outside advertising services are used because this

chain's sanagesent feels the ssterisl prepared outside the

organization sill not contain the‘Jeeel Food Stores'perscnelity.

The selection of the these can be done at any tins, but

not later than four seeks in advance. The advertising senager

has this to say about planning the work four seeks in advance:1

The constant struggle is to plan our work in advance

vhila remaining flexible enough to meet last minute changes.

Our four-seek schedule of advertise-ent planning has sorted

out reasonably well, and we feel that this is the longest

period of time that is required to sort ahead on advertise-

ments. It is the shortest period of time which will pernit

us to cover all divisions involved and to secure the neces-

sary art work and engravings from outside sources.

I Excerpt Tron a letter fron Mr. 5. 3?. gear, Advertising
and Sales Promotion Manager, Jewel Food Stores, Chicago 9,
Illinois, dated February 5, 1952.
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An attempt is made to have the theme several days in

advance of the merchandising meeting, so that a rough layout

can be prepared and presented to the buyers and serchandisers

at the meeting at shich the items are selected. For example,

if the theme is: "Food fron.the Far Corners of the Earth? ~

items sould probably be selected that are imported free sany

lands.

lierchandising Meeting

The merchandising meeting is held every.M0nday at 3:00 P..M.

The men at the meeting for the current seek discuss the adver-

tisement to be used four seeks house. The meeting is attended

by the assistant advertising manager in charge of theses and

copy, the buyers and the merchandise manager. The major items

that are to go into the advertise-ent are discussed and selected.

Bone prices of staple merchandise may be released at this tins,

but produce and neat prices are only vaguely determined.

Illustrations

The illustrations used in the advertisements are usually

prepared by the artist. Occasionally, the artist for one of

the newspapers sill prepare art work without cost if it is used

in his sodium exclusively. But, generally speaking, the nes-

papers in the Chicago area charge for making cute, so this

chain has engraving houses sake up the cuts because of better

quality sortsanship at the ease prices.
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Whenever photographs are to he used in an.advertisslnnt,

the advertising manager or the artist arranges with one at

three studies used by this chain to take the photograph.

There are six broad steps that this company goes through

in preparing the weekly advertisement, which is published

on.rhursday and costs approximately two thousand dollars a

page for each Chicago paper used. ‘The nesspapers are notified

weekly or the coming leeks' space requirements. Notice of

variation in weekly requirements are given a week in advance.

The papers furnish the original proof and two revised proofs

eithout charge. If any more are requested, there is a charge.

All or the metropolitan papers have contract provisions

sllosing special rates for advertisements published in e series.

that is, full page advertisements published once a seek for a

 

series or seeks. Special rates are also allowed for advertise-

Isnts that cover more than one page.

The tour Chicago papers in which advertisements are

inserted are:

Chicago Tribune

Chicago Daily News

Chicago Herald-American

Chicago Suaniaas
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This company always has in process four weakly'Thursday

advertisements. One is based upon the merchandising progral

for four weeks in advance, one for three weeks in advance,

another for two weeks in advance and.the last one for the

surrent week. These advertisements appear in two principal

Ohisago papers and thirty suburban papers. There are at least

five different basic layouts involved for the various newspapers

each seek. In other words, each week at least five new basis

layouts are begun.‘

The same items and prices are included in all the adver~

tisesents that apply in any one week. The advertisements for

the Chicago papers would naturally be larger than the adver-

tisements inserted in some or the smaller suburban papers.

In addition to these basic layouts. others may be started

severing s special promotion, like the Twentieth Birthday

Promotion shich this chain is undergoing at the present time.

In addition to their regular advertisements, they are construc~

ting rive full-page advertisements a seek for seven weeks.

Recently, thirty or these advertisements have been in process

at the same timet

Advertisements that go to suburban newspapers are either

set by one or the Chicago newspapers, or by the Pioneer Company,

a printing house in Chicago used by this chain, that coordinates
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the printing of suburban advertisements. theta of the adver-

tisement are made and sent to the suburban papers by the

Pioneer Company. The suburban papers in turn print the adver-

tisement in their respective papers by using the mate.

The Tissue Layout

The theme of the advertisement is originated several days

in advance of the merchandise meeting so that a rough layout can

be prepared and presented to the buyers. This is the tissue

layout, and it is prepared no less than four seeks prior to the

publication of the advertisement. .An example is presented in

figure 10. Note the incompleteness of the tissue layout. The

layout is designed to picture in rough form an idea of the

appearance of the finished advertisement. It gives the adver-

 

 

tising manager a basis for estimating the amount of copy required;

it tells the artist the proportion to which drawings must be

- lads; and finally, it provides the printer with the instructions

necessary for putting the copy into type. The headline has

been selected and is included in this layout.

Note that boxes are drawn on the tissue layout showing

the areas in which type is to be set; the areas set aside for

the nest department, produce department and other assorted

sections.
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Figure 10. i‘he tissue layout
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The day after the merchandising meeting is hold, a

second discussion is held between the grocery merchcndiser

and the production and sign depgrtment manager. These men

decide upon a tentative program, suggest media to be used,

decide upon the advisability of publishing other than regular

Thursday advertisements, decide upon the dates of these edver-

tisemsnts and investigate the possibilities of special offers

and deals to be made. This tentative program is approved

by the advertising manager, and after being processed, copies

of the information are made and the work scheduled. These

activities usually take place by Thursday of the first week. ‘

:Starting‘with.Thursday through‘flednesday of the following week,

the tissue layout is completed in rough form. ‘All the rough

‘tissue layout contains is the headline, a few items, a few

Jericss and some drawings. It is sent to the art department

«of the Chicago Daily'Hews before Wednesday of the second seek.

Photostetie Proof

The Chicago Dailyhfless makes two photostatie cepiss of the

tissue layout which are received by the chain on Wednesday of

films second seek. One is put on file and the other one is pro-

Olsssed. an example of a photostatie proof is included in Figure

11L. Some produce items, some most items, additional prices

and menus are all added to the photostatic proof at this time.
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The secretary to the advertising teenager prepares a

sheet shich shoss all by-lines and editorial copy that is to

be included is the photeststie proof. On Monday of the second

seah- she obtains approval fro. the buyers to use this eaterial.

than, the production unassi- adds this material to the photo-

static proof. On Wednesday of the third seek the capleted

proof is sent back to the aosspaper.

During the third seek, layouts are being prepared for

the suburban papers and east is for processing. In the seas-

ties, the srtists have been preparing photographs and pictures

needed for the advertisement. These have been checked and

approved by the advertising meager. they are sent to as

euravisa house share cuts are sade. These cuts are sent along

sith the photostatie prcef. to enable the printer to print an

 

 
original proof.

Original Proof

The original proof is received frcs the assspaper on

Thursday of the third seek. These proofs are checked, corrected

and seat copy is inserted. It is held until Friday and than

lent back to the papers. Ho example of this proof is provided

is this chapter.
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First Revision

0n Honday of the fourth and final seek, a number of first

revised proofs are received. and a copy is sent to each buyer.

He sakes his corrections. suggests changes, initials the proof

and returns it to the production nanager. copies are also

sent te the nerchandise nansgar and to the advertising nansger

for their approval. in example of the first revised proof is

included in figure 12. lots by cosparieg Figure ll with figure

in that saneone suggested a change in the description of the

Jess]. coffee. '

The first revised proof is held until Tuesday, at shich

tine the produce prices are added. Then it is sent back to

the newspaper.

0n fuesday about 10:00 i. m. the production nsnager

receives the suburban proofs fros the Pioneer conpany and he

corrects than before 13:00 o'clock noon. i'hs nets are rolled

and sent out free the Pioneer Ocepany fuasday afternoon. to

all the suburban papers. The final neat and produce prices for

the suburban advertisoscnts nust be on the production son's

test. by Tuesday noon.
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second and Finnl hevision

The iinished proof is received Wednesday morning. All

final price ORFRBPS are made. The proof is read very cnroo

fully by the secretary and the production man. It is re-

checked by the promotion assistant in charge of layouts and

production and final approval in mode by the edvertioing

manager. An example of this final revision is presented in

Figure 13. This proof is sent back to the newspaper rednes-

dey afternoon.

Completed Advertisement

The completed advertisement in publiehed on Thursday.

The popers ore checkeé for position and tear sheets, which

are copies of the finished advertisement, are received for co-

 

operative billing.

 
Cooperative billing is the egreement between a manufacturer

and the advertiser that allows the latter a specific allowance

for inclufiinq the farmer's product in the advertisements. The

ollorrnca is usually a discount of so much per case of merchan-

dise ordered. The estimates of allowances receivable are tallied

on Priory. An exonole of the completed advertisement is pre-

sented in.Figure 14.
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Quickies

Due to sudden changes in market conditions or other

immorttnt events, the regular advertisement can be changed,

or a completely new one can be constructed in as short a

time as 12 hours before publishing time. This is not satis-

factory, however, as no proofs are available for checking.

The term ”quickie" than, refers to a special advertisement

that is prepared with little advance notice and is usually

used to publicize an exceptional promotion.

 



GEKPTZR VII

DESCRIPTIOR OF THE KROGEB COMPANY

In diacuaaing tho Kroger Company, an attempt will to

node to ceparatc tho material into two partI, naacly. tho

general office operation and a branch office Operation. Thin

chapter till dccoriho the gonaral office. which in located in

Cincinnati. Ohio. ‘i'hc next chapter will deal with a branch

operation. Thia is done no that tho edvertioing policicc an!

practiccc, which are originated in Oincinnati. can be Itndicd

both at the point of inception and at the point nhcrc actual

use iI nadc of thccc policies and practiccc.

. Gcncral Office

i'hc Kroger company calla approximately one billion dollarc

worth of larchandicc each year through 1,985 ctorcc. Trcnty~

 

 
fivc branch officcc dircct the operation of the-c ctorac.

Each branch in autonomous; that 1c. the branch management hac

alloat couplotc charge of all thcir'varionc functions. Tho

Ianagcaont in the general office actI aI I Inggcctirc body.

race-landing policicc to each branch, but not actually giving

circct oracrc. Tho object hora in to encourage independent

thinking on the part of branch nanagcnont with general office

Inggpctionc projected no that thcir experience will Itinnlctc

branch umgcncnt in creativc thinking.



Toenty~one manufacturing unite, including 15 bakeriee,

five dairiee. teo factories, a peanut plant, a ehrinp peeking

plant and 29 warehouse: manufacture and diatribute producte

acid in the etoree. The company hae etorea in 1,392 citiee

located in 682 countiee. The territory of thie chain coneiete

eainly of the heavily industrialized etatee in the Great Lakee

and nid-eeetern region. Ohio. Illinoie. Biehigan and Mieecnri

aeecunt for a major portion of the total retail cutlete.- Sole

etcree are alec located in Indiana, Arkaneae, Georgie. Kanaae.

Virginia and other neighboring etatee.

Organizational Chart

The organization of thio ccnpany'e general office manage-

 

ment is presented in Chart IV. The preeident of the company

 ie alec a member of the board of directore. Including the

preeident, other hnportant executivee ecneiet of four vice-

preeidente. a director and a general manager.

Bone underetanding of the reeponeibilitioo of theee not

can he gained‘by regarding Chart IV and obeerving the varioue

departmente under each official. ‘lote that the sales promotion

department ie under the vice-preeident in charge of norahandieing.

The edvertieing depart-ent ie part of the ealee promotion

department, ehieh eeeupiee noet of the fifth floor of the general

officee. There are three additional depart-ante in the four'
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part ealee promotion group, including ealoc planning. reecarch

and epbeial pronotione. This. and the organization of the

advertising department. is all shown in Chart V.

cam v

ommrron or TEE moom comm! ADVERTISING paranormal?"

Sales Promotion
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I -: l T n
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nent Department meat

I
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' §our7e§ts A Excerpt from a letter7mn Mr... William 3.. §anning .
Advertieing Manager, the Kroger Ccnpany, Cincinnati.

Ohio. dated March 7._ l952.

 
 

The ndvertieing Department

The beet way to get a clear picture of the function of

the general office edvertioing department would he to novel-

ize the department ae an organization quite eiuilar to a regular

advertieing agency with the 25 branchee of the coupon: ac ite
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regular clients. Although there are many variations, the

etendard duties of this department are to suggeat, prepare

and produce the bulk of all the advertising material need

by the Kroger Company.

at this time, the advertising department will be broken

doen into its component parts. The department is headed by

~the advertising manager, who ie to auperviec and approve all

the varied edvertioing material produced by hie eteff.1

The advertising manager has under hin.eix departments comp

prising the entire edvertioing section. The first tee depart-

lente include two of the nain channels for company communi-

cation eith the consumer. These are the neeepaper and radio

departments. Store dieplay, which is also a main channel of

communication with the consumer. ie part of the production

department. Here ie what Mr. William J. Banning, Advertising

Ehnager of the Kroger Company, had to any about thie otoro

display-production relationahipzz

 

f.Meny of the duties and responsibilities reported

for the edvertioing manager of the Jewel Food Stores in

chapter V, also apply to the edvertioing manager of the

JKrogcr Company.

8 Excerpt free a letter from Mr. William J’. Sanning.

Advertisingjnanager, the‘Kroger Company, Cincinnati. Ohio.

dated March 7, 1952.
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In our advertising department, the production mane

agar also handles the management of our display program,

since he is completely familiar sith the display needs

of our branches through long experience in the company.

He is also familiar with planning methods and sources.

so that he is competent to manage both mechanical pro-

' duotion and the display program.

The foregoing answers any questions that might arise as

to why the display department is part of the production depart-

ment.

A smaller division is the packaging department shich

designs and produces the labels used oanrog r Company pro-

ducts. Working with the above divisions of the general office

advertising department are three more departments, shich

handle the technical ends of producing the promotions of

newspaper. radio and store display. These are the cepy, art

and production departments, the latter having been already

mentioned as part of the production-display section. Their

services are directed toward reaching the common goal; that

is, the finished piece of advertising.

The nevspapcr department covers all the newspaper edver-

tioing for the twenty-five branches. This includes contacting

branches for advertisement requests and requirements, ascertaims

ing their needs relative to other branches. local factors

and competitors' advertising and producing the requests of

the branches. The radio department serves as the newspaper
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counterpart in its particular field of consumer communi-

cation. The radio division plans and produces all promotions,

spots5 and programs that fall under its classification. In

this respect, radio shows are planned and developed by adver-

tising agencies which earn 15 percent of all time and talent

costs in exchange for copy and production services.

The store display division, handled by the production

department, is in charge of all the displays, window banners,

and interior decorations of almost two thousand stores in

the company. In a smaller classification, is the records

section, which keeps the advertising department's accounts

and budgets.

The cepy, art and production departments are the tech-

nical workhorscs of the advertising department. The men in

these divisions are the ones who must produce the finished

advertising product.

Copy Department

Taking them in their order of Operation, the first is the

cepy department. Headed by the cepy chief, the cepy division

 

3 A spot is a program issued directly from a station in

behalf of a national or wide-area advertiser, in contrast to

a network broadcast, which is broadcasted over a series of con-

nested stations, or a local broadcast, which is a program sent

out by a local advertiser over a station in his city.
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produces the mritten.vord, and the thought behind that cord,

in the advertising that comes out of general office. The

copy department and the art department are tso creative depart-

ments of advertising. It is in these too departments that

specialists sith the cord and the paint brush search for use

approaches te attract the customer to the store. It is in

these two departments that these men experiment endlessly eith

their imagination seeking the elusive 'nem' approach for

presenting the.Krcgsr company to its potential customers.

art Department

After the ccpy department has produced its specialty,

it turns its copy ever to the art department, shich adds its

artistic contribution. The result is the finished piece of

art ready for reproduction. In the process of producing this

finished art, it is apparent that there must be close cooperao

ticn betmeen the two departments. The eepymriter and the

artist assigned to the particular Job consult frequently on

matters of layout, spacing, choice of words and dresings.

Productiom.Departmemt

Finishing out the process started by the copy and art

departments, the production department completes the technical

teammert that results in the finished piece of advertising.

The production department serves its main purpose in trans-
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forming the finishcd piece of art into whatever manner of

consumer communication is deemed advisable; like, newspaper

advertisements, store displays and radio commercials. this

is only a portion of the duties of the production staff.

Headed by the production manager, this department handles

the many detailed procedures in the transformation of the

finished created product to its use in different media. This

includes sitting in conference with the art and copy depart-

ments when a Job is being planned, constant contact with both

groups when the Job is in work and completing the procedure

by arranging for the printing and shipping of the final piece.

The production department follows the Job from its inception

to its absolute completion when the branch office receives

its advertising material. It serves as a go-between and

double check between the art and cepy divisions. To aid in

this work, the production department keeps a daily record of

all Jobs in work and at what stage each is in at any given tine.

Beside the regular artist-ccpywriter conferences on a

Job, there is the production man who also works eith the two

men from the other departments. He keeps in constant contact

with the artist and copywriter. In any problems that may

arise pertaining to the reproduction of the job, he gives the

production division point of View, Just as the other man give

 



93

the point of view from their respective divisions. It is a

case of three trained specialists uniting to proince the

finished piece. This makes it ev1dent that a great deal of

cooperation and compatibility must exist. loch men must be

aware of the problems of tne other two and uork toward the

goal in a manner that would best meet all the problens from

all three points of View.

Assisting the production manager are four assistants

and bio secretary, the letter's duties being so brood that

she must also be classified es an assistant. The production

manager‘c secretory nerves no an intermediary between the

advertising department, the branches, end the many companies

who print the advertising meteriel. These duties are in

addition to the regular functions or e secretary.

 

 
The other production assistants are assigned to various

taeke pertaining to their specialties. There is a newspaper

assistant who specializes in the production or the new-paper

advertisements, the edvertieoment book4 and opocial reqnooto

from the branches. 3e works closely with the art and copy

departments in neeing that the newspaper advertisement material

comes out of the art department on time, is approved by the

oOpy department, sent to the engraver: for plating, to the

 

4 The advertisement—Look conteinewiuéQEstedfireproduotioio

at actual size advertisements that branches can one if they

all".
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typo company for nets and then shipped on to the branches.

In the case of tho advertisement book, it is his duty to sac

that the art is sent to the printer and shipped to the branches

on tins. linothcr one of his duties is ordering all the typo

wood by the artists in creating their finished work. ‘Wcrking

with this newspaper man is a not order clerk whose duties are

to take branch requests for nets and relay than to the net

company, which in turn ships than to the branches.

The other assistant handling the other largo division

of production is the display assistant. His duties are to

work with art and copy on all interior otoro displays, includ-

ing the display catalog,5 and arranging for its printing and

shipping to the branches. Ho must keep track of all the display

pieces in work, fron.origin to receipt by the branches. Ho

also prepares 3 "Jobs Due" cheat each day listing each Job

in work and at what time each Job is to reach the copy, layout

or finished art divisions, that day. Capics or the "Job Duo"

sheet are then distributed to the production manager, the

art directors, and tho copy chief no that each may know what

Jobs must be in that day.

 

EtTha display catalog contains auggeated'suall scale

display cards which the branches order from the general office

when needed. The size of the card ordered depends upon the

need of the individual branch.
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The other production assistant concerns hisself with

the department files, as well as helping the newspaper and

display assistants in the performance of their duties. The

production department has on file art in all sizes, shapes

and types for use by the artists in their workt This art

can be used over and over again.and the files assistant aids

the artists when they need a particular piece of art for e

job.

Also kept on record are proofs of all the advertisesents

produced by the advertising depart-ent for the past four or

five years, as well as records of these advertisements for

possible re-use is a similar job arising at a later date.

These, as well as display sanples, are available in the pro-

duction department to anyone at the general office.

This suns up the organization of the general office

advertising departlsnt.

Advertising Policy

The advertising poliey of the Kroger Company is deter-

lnined by the top level executives of the company at regular

ssetings. This policy. formulated by the president and vice-

presidentsgis decided upon after consultation with branch

sanegessnt, serchandising divisions, the advertising manager,

the sales promotion manager. the specialists in these depart-

sents, the research staffs and the public relations depart-ent.

 

 



The advertising sanager confers with the vise-presidents con»

cerning the policy for advertisingland then directs his staff

aeeordingly. These policy seetings are held regularly eeeh

aonth at general office and results of recent progress are

reviewed and plans for coming periods are discussed.

Following these conferences, the advertising manager

assenbles the heads of the production, copy and art depart-

eents and they plan the detail work behind the program. his

a promotion begins to crystallize into a concrete prograu,

the production eanager confers with his staff. explains the

promotion and than the production department begins its

work of overseeing the entire venture. With a represente-

tive of the art and eopy departments present. the production

Ianager charts the schedule of the promotion, how it will

be presented, to thee and other pertinent date. Job sheets

are prepared and distributed and the Job officially becoses

"in work?. The degree of soaperation necessary for the

attain-ent of the objective is again evident here. Pros

the kick-off conference down through the intra-departsent

nestings, there lust be a unity of thoughts on the cannon

probles. While there say be many disagree-ants of one

kind or another free the early stages, the differences of

opinion nust be cleared satisfactorily if the Job is to reach
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a successful conclusion. The art. copy and production

division must work together like a well oiled sachine or a

promotion could never be completed.

Ties Element

The tine ale-ent is.preparing promotions and advertise-

eents varies with the type of Job. Generally speaking, pro-

actions are planned three periods“ prior to use. The techni-

eal work is scheduled so that it is completed and projected to

the branches six weeks in advance. There are exceptions to

this rule in both directions but this is the progran that is

generally followed. ‘An example of this is the progras.cf the

(north period (march 33 through.ipril 19. l958).p The prelisi-

nary neetings were held.January lath and the final saterial was

. shipped to branches cn.!ebruary 15th.

 
Hotifying Branches of Prolctions

The branches are notified of future advertising policies

and promotions by two general sethcds. The first is the adver-

tising layout book of newspaper advertisement suggestions. The

second is the layout of potential store displays in the display

catalog. These are regular services presented every period. over

and above these, speeial branch-aide letters and.aaeos are sent

occasionally to announee special policy changes or special pro-

”‘1038e

 

a This chain operates on a four-week period. In a years

operation, there are 1: periods.



The advertisement book contains suggested layout for the

coming period. These layout suggestions range from.double

truck advertisements down.to two colues inserts on all the

features of that particular period. For instance, the adver-

tissmsnt book for the 12th period'eould hit heavily the

Thanksgiving theme in its advertisements. Plates of these

advertisements are held in.cincinnati and the branehes tele-

type their requests to the mat order clerk is the production

department. These are sent to the sat company which ships

immediately to the branches.

The procedure is slightly different for the display cats-

log. Because of the large size of the majority of store banners

and eards, it is impossible to make an exact size duplication

to ship to the branches. Therefore. a catalog is printed of

much smaller scale but fairly near proportion. The catalog is

broken up each period into four weeks with a special sale for

each week. For example, one week the feature may be canned

foods, the next Lenten specials. the next household specials

and so on. The eatalog shows all the banners, cards and shelf

markers placed to scale as they would appear on windows, cases

or wires. Order fares are sent to the branches with these

catalogs and after the branches have selected the display pieces

they want. as well as the items they want ieprinted on the

 



material, they return the order forms to the production mane

ager'a secretary-assistant. She then relays the orders to

the printer handling the Job who imprints the particular ‘

requests and shipc them to the branches. Special campaigns.

such as the Coffiesta coffee campaign, that run concurrently

sith a regular period promotion are included as a special

page in the catalog and by inserts in the advertisements in

the advertisement book. These store banners and cards are

supplied to each branch at cost.

’leadlines

Strictly speaking. there is no weekly advertiscsent

headline prepared in the general office advertising depart-

sent. There is a weekly suggestion to the branches but they

have practically a free hand in choosing their headings.

fhe general office advertising depart-ent gets its ideas

for its suggestions free the serchandisers in both the

general office and in the branches. for branohwide pro-

motions, the advertising manager confers with the chief

grocery nerchandiser and his assistants and gets an out-

line on shat itess are to be accentuated during a coming

period. For individual branch promotions, the local merchan-

diser confers with his branch advertising manager who contacts

the general office advertising departsent eith the request

for production.

A
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Sources for Ideas

The idea for the advertising material comes from experi-

once, a sell stocked file and the individual's own creative

imagination. The art director stated that the best artist

is the one with a good memory and a large file. This, of

course, is a humorous exaggeration but it hints as to the origin

of creative imagination. In creating an advertisement on a

particular item the cOpywritcr and the artist check their

files on what they have on the item and than their imagination

takes over. For example, in doing a piece on shrimp, the

cepysriter checks his sources. His file may include clip-

pings on shrimps and books or manuals on accepted standard

grocery copy. It should be emphasized that he does not check

these sources with the intent of pilrering someone clae'e

idea or copying it cord for word, but rather for a basis on

which to start his imagination clicking. From.thsse samples

he may develOp a new approach unrecognizable from that the

samples had to say.

Taking the writer's capy, the artist follows the same

plan. Glancing through previous layouts on shrimp, 5 bell

may ring, a light may flesh, and the artist has his inspiration.

The idea may come immediately to the copywriter or artist
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or it may come slowly. It is an unpredictable thing. For

common promotions such as store openings or holiday sales,

standard, tried and true layouts are used but still the

cepyvriter and artist have the opportunity and challenge to .

spply new innovations for added interest. It should be

emphasized that an advertisement idea can come from any of

the departments mentioned above shoeing the prudence or inter'

department cooperation.

The advertising department takes advantage or many

reference services in planning its advertising. The ert

department, for example, subscribes to a photographic

service from which it can obtain any type or picture that

might be needed. Catalogs are sent to the art director

periodically showing the art available. The copy department

receives help from the "Book of Grocery.Advertising and

Selling”. Produced by the Grocery Manufacturers of America,

Incorporated,’ the manual contains tested sales copy for

all purposes for nationally advertised brands. This manual

is necessary because of the many, varied products in the

Kroger Company stores. The creative divisions also méke use

of "Food sci-Views,"a a publication pertaining to food

“—V‘Vfioenfi 2018-W
1948 ed, Jew York: Grocery Manufacturers of.hnerica, .nc.,

178 pp.

8 Food.Ad-Yiess. Vincent Edwards & Co., 342 Madison

Avenue, New York City, New York, December, 1951, 55 pp.
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advertising. Food id-Views analyzes food advertisements

each month from all large food companies, commrnting on

their good and bad points. The advertising department also

subscribes to such trade organs as "Printers' Ink,” "Tide"

and "Advertising.Age”. These periodicals are helpful in

keeping the department abreast with the advertising world

in general. Clipping services are also used regularly.

For further help in preparing advertisements, photostats

are kept of all advertisements in all the branches, as sell

as competitor's advertisements, for research and analysis

purposes.

Autonomous Branches

The branches have almost a free hand when it comes to

setting up their plans. The advertisement book service is

 
Just that . a service. that is offered are suggestions which

the individual branch may or say not use. On the shale.

the branches pattern their advertisements after the general

‘cffics suggestions, but in nest cases only the skeleton is

need sith many local innovations. Sons branches do not use

general office suggestions and create their own advertisements.

The policy is to encourage independent thinking on the part

of the branch merchandisers with headquarters suggestions

projected so that the general office eXperience and knee-hos

will benefit and stimulate the branches in creative thinking.
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In summation, it can be said that no good piece of

advertising is ever produced by one individual or one depart-

ment. It is many dapnrtments marking together closely to-

ward a common objective. The divisions of the general

office advertising department work as a coordinated unit

for its expressed and - good advertising. It is teamwork,

as necessary in the advertising department as on a baseball

diamond, that makes the advertising department click.

  



CHhPTER VIII

THE CONSTRUCTION OF A [ROGER COMPANY ADVERTISEMENT

The Detroit Branch of the Kroger Company

After the general office advertising department hac pre-

pared the edvertieencnt book, the display catalog and the

other material necessary for company promoticnc, this material

in cent to the various branches. Each branch ordcre ite needc,

depending principally upon their individual requirementa and

the number of stores in the branch.

In order to present a clear picture of the construction

of a Kroger Company advertisement, the methods used by the %

Detroit branch will be outlined in this chapter. Although

individual procedures will vary from branch to branch, the

  general methods used in each branch are cimilar. The Detroit

branch in the largect in the company, containing about one

hundred and fifty ctoree. Weekly sales for this branch average

about one million dollars.

Moat of the stereo in this branch are found within the

city limits of Detroit, but there are around thirty stores in

communities surrounding the Detroit area; namely, Pontiac,

Royal Oak, ht, Clemens, Wyandotte, Port Enron and others.



10!

Moving this merchandise to the stores efficiently rs-

quirss excellent sanagcmcnt from store manager on up to

branch manager. It also requires a host of experts orpcri-y

cnced in real estate, accounting, transportation, personnel.

merchandising and advertising. Even though these son are

trained experts in their field, their success depends upon

their ability to sort together. for the importance or cccpcrv

ticn cannot be overstresaed. The Kroger company believes

that every department or store in the branch should work

cooperatively - as a functional shale. Each employee should

contribute to his department or store, and each unit should

contribute to the general plans for the branch. Hr. Joseph

‘ 3. Hall, President of the Kroger Gcnpany, orplaincdz:L

Through discussions we arrive at certain policies or

progress. By means of meetings we develop an understanding

of this program. We then cXpect the men in the various

fields of responsibility to carry out the program.

Many meetings are held betvcsn the advertising manager.

buyers and merchandisers. These meetings help to develop on

understanding of the problems involved and the solutions

.u3803‘0‘s

  

 

I Hall, 3csepE E. feedershipdn anivolving Organization.

Development of Executive Leadership. Harvard University Press,

1““. 8 pp.
.
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Eanagement Organization

Chart 71 shove the management organization of the Detroit

Branch of the Kroger Company. This chart shows the adver-

tising department is under the merchandise manager and consists

of two men, the advertising manager and his assistant. The

grocery, neat and produce merchandisers can, and do, make

changes in the advertisements ehenever they feel it is necessary.

These men are in the grocery business primarily, and their pro-

fit depends upon selling items at current prices. If the ehole~

sale prices happen to change at the last minute, they must be

flexible enough to be able to change the advertisement before

I it is published. So, regardless of coat, the buyers and mer-

chandisers must be able to lake changes as their good Judge- {H

ment dictates.

  Weekly Meeting

A meeting is held each.Monday afternoon between the mer-

\

chandise senager, the grocery, produce and meet merchandisers

and buyers, and the advertising manager. At this meeting, the

advertisements are discussed and formulated. Each man mikes

suggestions regarding the advertising theme, headline, items

to be advertised and prices. Each suggestion is discussed and

of this group session comes a definite plan for a promotion.

This branch sorts on a four-week schedule of advertisement

planning.
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The advertisement that will be published in four seeks

is tentatively determined at this meeting. The advertisement

that will be published in three seeks is reconsidered, and

proposed changes are made. The advertisement that is to be

published in tso weeks is also reconsidered at this meeting.

Finally, the advertisement planned four weeks ago, shich will

be published during the current seek, is submitted by the

advertising manager for approval and is published onuThursday,

four days la ter.

Theme

it this meeting, a selling idea or theme is determined

for the promotion scheduled in four seeks. The advertisement

is then built around this theme. One of the merchandise man-

agers or buyers might originate the theme, or it night cons

from the advance advertising material from the home office.

Some themes that the branch has used in the past are"99¢ sale,“

10¢ sale“ and ”dollar days”. The themecan actually be built

around almost anything, like a canned goods sale, a national

sales event or e tie-in promotion.

A four-seek schedule seems to sort out favorably for this

branch. The sale price of many canned goods can easily be deter-

mined, especially since the Kroger Company manufactures many
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of the products sold in the stores. The cost is knosn and

relatively stable, and it is, therefore, possible for the

grocery merchandiser to decide on advertising a number of

these items.

Trends in the supply and demand of most products are

studied by the meat buyers and merchandisers, and from these

reports they derive a tentative plan.ae to what items they

wish to promote.

The same situation applies to the produce and dairy

fields. The produce and dairy buyers have facts shich help

them determine the items to advertise.

Constructing the Advertisement

In order to make this report as clear as possible the

=day'by day activity of the branch's edvertioing department will

‘be reported. The advance advertising material from the general

office is received by this branch six weeks in advance of use.

This means that the branch merchandisers, buyers and advertising

nanagar have two seeks to regard the material. Tee’seeks later,

the branch seekly meeting is held. .it this meeting, the branch

plans are projected to tie in w‘ith'the general office progral.

This meeting, as mentioned earlier, is held four seeks prior to

the seek of publication of the advertisement.
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The edvertieing manager takee notes on the general

office advertisement book. and later on, when he prepares the

tissue layout, he ones the notes and the advertisement book

so a guide. In this manner. he arrives at a completed adver-

tieemant that will meet the approval or the merchandisers and

buyers.

The Tissue Layout

The advertising manager in the Detroit branch actually

prepares the tiesue layout, with hie eeeistant aiding hil.hy

neintaining mat iilee. rolloeing through on cooperative agree-

nente and making sure that advertising material in eent to the

neeepapere on time.

The tissue layout in aphroxinately the lame else no a newe-

peper page. enabling the manager to organize the layout in the

same proportionate size as the finished advertisement. The

organized arrangement ueually precedee the cap: writing because

an attempt in made to visualize the advertieemant an e related

unit before starting to write OOpy. The manager, by referring

to the approved advance material, can see what the headline ie

and has a good idea or hoe much space each department will

need. He actually begins by inserting the headline on the

tissue layout. Next, space is allocated to accommodate e given

number or itene, for current slogans, for capy and for illne-

tratione e
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Work on the tissue layout is started anywhere from tee.

to tour weeks prior to the week or publication. on.Thursdey,

exactly one week prior to publication, the manager starts to

complete the tissue layout. as has used as a guide the

advance advertising outline. Notice the tissue layout an

Figure 15 publicizing the Christmas sale. The value of the

advertisement book received from.general office is evident.

since the pictures of the Christmas wreaths, the turkey, the

can of cranberry sauce and the produce items all were cut out

of the advertisement book and pasted on the tissue layout.

This saves the manager e great deal of time and effort since

he would have had to drsethis material by hand if it was

not furnished. or course, for each picture and border sheen

in the layout. nets are available tron.5eneral office. These

late accompany the layout to the newspaper and are used in

the printing of the advertisement. ,

At this time the advertisement is in an elementary stage.

The theme has been selected and many or the items to be adver~_

tised have been decided upon. Generally speaking, the produce,

dairy and neat prices are not released until a few days before

the advertisement is published.
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The price of these perishablos msy be tentatively

planned weeks in advance, end if the merchandise is obtain!

able, the item may be advertised without change. on the other

hand, some eels prices mey be phoned in to the newspaper a

few hours before press time. A lot depends upon the buyer‘s

ability to obtain merchandise at e favorable price, on schedule.

The edvertioing mensger becomes familiar with some sale prices

by referring to the weekly sales bulletin. which is sent te

the stores every week.

His next step is to write the capy th t will go into the

advertisement. ‘He types the copy on a separate sheet, end

keys the tissue layout and the sepy with a number so that the

printer will know where the copy is to be inserted. .An exslple

.or some copy that was inserted in this advertisement is prc~

sented in.Figure 16. Note the numbers along side of each pieee

or cepy. By referring to the tissue layout, it is possible

to see the preper space for each piece of capy.

The tissue layout is then completed by Thursday night.

This layout. the oOpy end the mats are sent to'flichigun Rotary

Company, a commercial printing house in.Detroit, where e proof

is made or the tissue layout.

‘When preparing the tissue layout, the advertising manager

sakes eerteMn that all cooperative agreement requirements ere

set on schedule. This nsens constant checking or the advertising

agree-ent file.
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the Detroit Hess, s 190221 newspaper, will not accept

double truck sdvertisesents, so the edvertieing sennger cau-

etruets two separate advertisements that are to be pieced on

peace in the newspaper. The probable reason shy this ness~

paper does not accept double truck advertisements is that

there is en immense esount or edvertioing contained in this

newspaper every Thursday. The Detroit Times. e second major

retroit newspaper, will accept double truck advertisements.

but rather then construct seporcte advertisements for each

p?per, the mensger develops indentioel layouts for each.

Proof

The proofs of the tissue lcyout ere received Hondcy

morning, during the eeek of publications These proofs are

given to the merchandisers and buyers. These sen scrutinize

‘ths proofs and sets all necessary corrections. ‘Hote the proot

incfigure 17. hony prices were changed and other corrections

were indicated.1 The corrected proofs are sent to the news-

-Iprper printer on‘hcndfiy afternoon or'Tuesdey morning.

second Corrected Proof

After the newspepsr printer receives the first proof.

he will make e second proof, toting into consideration the
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indiseted corrections. The second corrected proof is sent

back to the advertising de;ortnont Tuesday night or‘Wednosdsy

Iorning. Immediately, the manager shows copies of this proof

to the merchandisers and buyers, who may indicate further

corrections. Futhcrmorc, all last minute produce, dairy end

nest price changes are made at this time; This second proof

is returned. in corrected form, to the newspaper printer

Wednesday night; .80 sample of this proof is provided in this

chapter.

Finished Advertisement

Thursday morning the advertisement is printed. The noes-

pspers in.Detroit print four or five editions during the day,

and the first edition is usually a newsstand edition. The

advertising menogsr makes certain that he gets evoOpy of the

newsstand edition so that he can soon the satertisemont for

errors. If any are found, he calls the nonopeper printer who

‘sill.smhc necessary revisions so that succeeding editions of

the newspaper will contain correct copies of the advertisements.‘

The finished advertisement is found in Figure 18.

Smell-sizcdqxowspopor Advertisements

In addition to the two local advertisements, which are

published in the Detroit News and the Detroit Times, tour
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additional layouts ere constructed. These layouts are for

advertisements that will appear in smaller community news--

papers surrounding the Detroit area. The number cf‘neespepers

that each layout is inserted in is shown below:

1 layout for the Detroit less

1 layout for the Detroit Tiles

1 layout for B sesll community newspapers

1 layout for 18 small con-unity newspapers

1 layout for 23 small community newspapers

1 layout for d smell conunity newspapers f

Sines nest of the stores ere in the Detroit area, and since

the Detroit papers are the largest in circulation, the min .mr.

tisensnts are placed in these papers. The other advertise-sits

are shell in size and contain fever" items. These layouts are

sent to the printer Thursday night, one week before publication.

The proofs are received Honda: morning. corrected, and sent

back to the printer on Tuesday. ruesdey night. the printer

sells the set of the completed advertisenent to the nose-‘-

pepers in the eonunities surrounding the Detroit area. These

newspapers in turn print the advertisement on Thursday, the

some as the Detroit papers. Two examples of these advertise~

nonts are presented inJFigmre 19, to give the reader an idea

of the composition of these advertisements.

As mentioned earlier, one of the important duties of the

assistant advertising manager is to follow through on all

cooperative agreements. He makes certain that each item is
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advertised on schedule, and that all other terms of the

agreement are not. Whenever an item is advertised, some pro-

sedurs that be used to inform the manufacturer or distributor

to this effect. The Kroger’company in Detroit fills out the

forn.in.rigure 20, and sends it by nail to the manufacturer.

The name of the product advertised is included. along eith an

indication of the areas in which the adrertiaesent appeared.





PRODUCT

THE KROGER COMPANY

Detroit 19, Michigan

Appeared in the folloeing cities

Figure 80.

Detroit

Flint

Bay City

Saginaw

Ypsilanti

Pontiac

[Plymouth

hunterbor

Wyandotte

River Rouge

Pte Huron

Howell

Lincoln Park

Allen Park

Royal Oak

Oeosso

Birmingham

Lapeer

Mt. Clemens

South hacomb

Midland

Sandusky

Caro

Belleville

Clio

19
  

 

 

THE KROGER COMPANY

Jay Cooley, Adv. Mgr.

Advertising Department

COOperative agreement report



CHAPTER IX

SUMMARY AND CONCLUSIONS

This study of the construction of food chain noes-

paper advertisements can prove to he of considerable value

to the food store operator and to students of advertising.l

despotiticn is very keen nos, for many businesses have

increased their advertising budgets in recent years. 'rcr

example, the Kroger Company spent $5,576,912 for advertising

in 1048. compared with $9,258,498 in 1950; thenJeeel.Fcod

Stores spent $350,317 in ices. compared with $573,000 in 1950.

The primary goal of neat food chains is to increase sales.

Since advertising and sales promotion are too functions in

merchandising that go hand in hand, advertising will he instru-

mental in maintaining and increasing grocery chain sales in

the future. To furnish a better understanding of chain edver-

tising techniques is a purpose of this report. In addition,

articles and hooks pertaining directly to food chain advere

tising are generally lacking in circulation. This report,

than, can aid a student of food merchandising who is seeking

information on food chain advertising.

This study was restricted to newspaper advertising,

since more money is invested in this channel than in any of

the others. This report was also restricted to studying the

methods employed by the following chains in constructing
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their advertisements:

The Market Basket, Incorporated, Lansing, Richigan

The Jewel Food Stores, Chicago, Illinois

The.Kroger Company, Cincinnati, Ohio

There are many purposes of food chain advertising. It

serves mainly to attract attention and pull the traffic into

the store. There are other reasons why retailers advertise.

In many respects, super markets have features that make than

all appear similar. Advertising gives the operator a chance

to be different. For example, advertising can be used to

publicize a giant baby food section, a speedier check-cut

system or any other feature characteristic of one Operation.

Food manufacturers contribute a large share in influencing

chains to advertise. Newspaper solicitors are very eager to

have an advertiser increase his advertising budget. Another

reason for advertising is to apportion more evenly store traffic

throughout the entire week. '

There is a series of steps that each chain goes through

in the preparation of a newspaper advertisement. The three

chains studied in this report differ to a large degree in the

techniques used.

The market Basket, Incorporated, of Lansing» Michigan,

contains six stores and is classified by the author as a small-

sized chain. In a company this size, inherent flexibility of
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operation is acquired through the close relationship of the

buyers, the advertising manager and the store managers. only

one man works in the advertising department - the advertising

manager, who also has some personnel responsibilities.

The theme for a promotion or a newspaper advertisement

is usually selected a few weeks ahead of time. Some of the

items that are to be included in the advertisement are deter- E

mined at a sales meeting attended by the advertising manager, j

the buyers and the supervisors. This meeting is held on I

Eonday morning of the seek in which the advertisement sill be

published. many of the items and tentative prices are decided

upon at this time. This chain relies a great deal on outside

organizations for help in the preparation of their advertise-

manta. For example, a complete food store promotional campaign

prepared by'mcCall's Magazine has been used in the past.

With the information received from the buyers and super-

visors, the advertising manager creates a rough layout, which  
is a tissue ccpy of what the preposed advertisement will look

like. This is usually started on.Friday of the week prior to

the deadline, or Monday of the final week. With a drawing

pencil, the advertising manager letters the headline as it is

to appear in the finished advertisement. Next, the decision

regarding allocation of space to the produce, meat and grocery

departments is made. Items, prices and illustrations are then
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inserted in the layout. Finally, a copy sheet is produced

shich contains words that the advertising manager wishes to

say about a product. The layout and cepy sheets are sent to

the newspaper printer no later than 12:00 o'clock noon on

Tuesday of the week of publication.

From the layout and copy sheets, the printer makes a

proof, which is a printed impression of the proposed edver-

tisement taken for purposes of inspection. This proof is

received by the'Market Basket, Incorporated, on‘Wednesday

afternoon. The purpose of the proof is to give the advertis~

ing manager an opportunity to make necessary revisions re-

garding last-minute changes in price, typographical errors

and any other necessary alterations. This proof, with sore

rections indicated in red pencil, is returned to the nave-

paper on Thursday morning. After the newspaper receives the

corrected proof, they make preparations to publish it as a

complete advertisement, taking into consideration the indicated

alterations. 'The completed advertisement is printed in the

Thursday afternoon edition or the State Journal.

The level Tea Company, Incorporated, which has offices in

Chicago, Illinois, consists of three departments. They are the

Home Service Routes, the Finance Department and the Food Stores

Department.
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The Food Stores Department consists of 158 stores and is

classified by the author as a nediunrsizsd chain. The edver-

tioing and sales promotion manager, who reports to the merchane

diss manger, has the over~all direction of the food stores

advertising under his jurisdiction. Nine members of his staff

aid in the performance of the advertising function for this BOIP

pony; the staff consists of a production manager, copy chief,

television and radio manager, two artists, a sign shop manager

and three secretaries.

The advertising manager does not use outside advertising

services like those offered by Hedell's. It is felt that this

company's advertising must reflect its own personality and it

is not possible to achieve this by using outside services.

The theme for a promotion or an advertisement is usually

selected not later than four seats in advance. in attempt is

made to have the theme several days in advance of the merchan—

dising meeting, so that a rough layout c"n be prepared and

presented to the buyers and merchandisers at the nesting at

shich the items are selected, The merchandising meeting is held

every Monday at 5:00 P. M. The men at the meeting for the

current seek discuss the advertisement to be printed four vests

hence. The major items that are to go into the advertisement

are discussed and selected. Some prices of staple merchan-

dise may be released at this time, but produce and meat prices

are only tentatively determined.
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There ere eix brood etepe that thin company goon

through in preparing the teeny edvertieemnh The tieme

layout ie prepared he lees than four leoke prior w the pub-

notation of the edvertieeunt. The day after the merchan-

dising meeting ie held. e eeeond dieeueeion ie held ”teen

the grocery merchandieer end the production and up deport-

nent manger. Theee non deoide upon e tentative prom-ell,

tuggeet audio to he need end inweetigeee the poeeibilitiee

of 8900181 often end deele to be node. Starting with

Thundoy or the firet eeek through Wedneedoy oi’ the «end

week, the tieeue layout ie coupleted in rough tore. It ie eon“

to the art department of the Chicago Daily Rene before Hewe-

dey or the eeoond eeek.

The Chieegoibaily“heee lake. tee photoetaeie eopiee et .

the tieeue layout which are reeeived by thin ehein on Wedheuey

ot the eeeond reek. One 1e put on file and the other one ie

proceeaed. Sane produce and neat items, additional prieee end

some are all added to the photoeeatie proof u thie title. at

Iedneedoy of the third no: the coupleeed proof ie none but

to the neeepaper. Fro-.the photoeeetie proof. original proere

are node end are reeeived tree the mepoper on Thuredey er the

third week. These proefe ere eheoted. eemeted end not eon:

ie ineerted. they are held until hide: and then one copy ie

not met to the 5:8er.
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On Monday or the fourth and final eeek, a number or tiret

revieed proore are received, and e cepy ieeent to each buyer.

Be ukoe hie eorreetione, euggeete chengce, initiele the proof

and return it to the production nanecer. The i‘iret revieed

proof ie held until Tueeday, at which time the produce prieee

are added. Then it ie cent hook to the newepaper. The eeeond

end final revieion ie received Wedneeday morning. A11 final

price changee ore node. Thie proof ie not beet to the neu-

papcr Wedneedey ei‘eerneu. The caplet“ edvertieenent ie

publilhed Thuredey eflernoee. ,

The Kroger company can be deeeribed‘ecre edequeteiy by

eeparotihg the intonation into in per”. hotel}. the general

office operation end e branch office operation. The general

office ortheKz-oger company, located in cincinheti. Ohio,

eoneiete of 1.985 eeoree? end ie eieeeiried by the author ee

e lerge-eized cha ih.‘ Teeny-five branch eti’icee direct ehe

opereiicu er theee etoree. tech branch ie eutehoeoue; that ie.

the branch Iohegeecnt hoe elloee complete charge of all. their

eeriouefunetione, with the'eanegenent in bhe general office

acting. an e .euggeetive body. .

The edyereieiu Icneger, who reporte to tie eclee prono-

tion meager. eupervieee and epproveeen'the varied edver-

tieing material produced by hie etarr. Twenty-might people work
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in the art, cepy, production. newspaper. radio and packaging

departments or theIKrOger'Compcny advertising section.

The edvertioing policy is determined by the tOp level

executives of the company at regular meetings held each month.

Following these conferences? the advertising manager assemblee

the heads of the production, copy and art department: and they

plan the detail eork behind the program. Generally speaking.

promotions are planned three four-week periods prior to use.

The technical work is scheduled so that it is completed and pro-

Jccted to the branches six weeks in advance.

The branches are notified of future advertising policiee

end pmotione by tee general methods. rholrirst in the edver-

tioing layout book of neespaper advertisement suggestions. The

second ie the layout or potential store displays in the display

catalog. These are regular services presented every period.

Over and above these. special branohpwide memos and lettore ere

eent occasionally to announce special policy changes or special

promotions. Strictly speaking, there is no weekly advertise-

ment headline prepared in the general office. There is a weekly

euggeetion to the branches but they have practically a free

hand in shooting their headings. The ideas for the advertising

Isteriel prepared in the general office come tron.the experi-

once or the start, the etert'e‘oen creative ieagination and e
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well stocked file. The advertieing department takes advantage

of many reference eervicee in planning ite edvertieing. The

art department. for example, cubecribee to e photogephie

eervice. catalog: are cent to the art director chewing the

art available. The copy department reeeivee help from the

"Book of Grocery Advertieing and Selling". The creative divi-

eicne. alec mete use of "Food Ad-Vieee," a publication which

ocnteine enelyzed food edvertieeeente. The edvertieing depart-

ment alec cubeeribee to each trade euene ee "Printere’ Ink,‘

”Tide" and "Advertieing Age: clipping eervicee ere alec need

regularly. For further help. phetoetate are kept of all trench

advertieenentc. ae cell ee coupetiter'e advertieeunte, for

reeearch end enelyeie purpeeee.

The brenchee have elmet a free hand when it colee to eettiu

up their plane. The advertieencnt hock eervice in Just that - ‘

a eervice. What ie offered are suggestion chich the individual

branch may or my not nee. '

After the general office edvertieing departmt he prepared

the edvertieenent boot, the display catalog and the other materiel

necessary for a company protection. thin materiel ie cent to the

varione brenchee. The nethede of preparing finiehed advertise-

nantc need by the Detroit Branch of the Kroger Ocupeny care eut-

lined in thie report.
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The Detroit branch is the largest. containing about one

hundred and fifty stores. .A meeting is held each Monday after-

noon beteeen the merchandise naneger, the grocery, produce and

neat merchandisers and buyers, and the advertising lounger. it

this meeting, the advertisement that will be published in four

weeks is tentatively determined.

The advance advertising material from the general office

is received by this branch six weeks in advance of use. This

means that the branch merchandisers, buyers and advertising

manager have tee seeks to regard the material. Tee weeks later.

the branch weekly nesting is held. it this nesting, the branch

plane are projected to tie in with the general office prefix-en.

The advertising manager takes notes at this branch neettng,

free which he prepares the tissue layout. Work on the tissue

layout is started fron.twc to four weeks prior to the week of

publication. _On.Thursday, exactly one week prior to publica-

tion. the manager starts to complete the tissue layout, and it

is sent to the printer Thursday evening. The proofs of the

tissue layout are received.nhnday earning, during the week of

publication. The merchandisers and buyers scrutinize the

proofs and make all necessary corrections. The corrected proofs

are sent back to the printer on Monday afternoon or Tuesday nernr

ing. After the newspaper printer receives the first proof. he will
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note a second proof. taking into consideration the indicated

corrections. The second corrected proof is sent back to the

advertising department Tuesday night or Wednesday morning.

Immediately, the advertising manager shows copies of this

proof to the merchandisers and buyers, who may indicate .

further corrections. Furthermore, all last minute produce.

dairy and neat price changes are made at this time. This second

proof is returned to the printer hednesday night, and the cons

plated advertisement is printed.Thursday afternoon. Sons of

the important functions that ere required in the preparation

of an advertising program are:

1. Production

2. Cepy writing

3. Preparation of television and radio shows

4. Artwork ‘

Very for food chain advertising departments have the sane

organization. In smaller chains the above functions nay all

be performed by one nan with the technical vork being done by

outside paid specialists. In larger chains, a staff of 25 to

so experts say be on hand.tc parforn.these jobs.

‘No good piece of advertising is ever produced by one

individual or one department in a chain organization. It takes

the combined efforts of many sen sorking together on a common
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ebiective. The different departments in e chain's adverb

tising department must work together as e coordinated unit

for one express purpose - good advertising.

Coordination is also needed between the advertising

department and the other essential departments in a company;

such as, buying and nerchsndising. Many meetings must be

held between the buyers, merchandisers and advertising manager

for planning and projecting future promotions and advertising.

It takes the combined cooperation of these departments to

secure the aforementioned objective - good advertising.

In addition, cooperation between newspapers, printing

houses, manufacturers and other helpful agencies is essential

in the preparation of a good advertising program. The quality

of the relationship that a chain has with the newspapers is

very important. It may mean the difference between e pre-

ferred position or an undesirable location for an advertisement

in a newspaper. Printing houses generally publish excellent

material if instructions are clear and samples are neat. Manu-

facturers are in e position to supply an advertiser with note

and advertising allowances if a chain will coOperate in prono-

tions. Excellent relations with the above group is essential for

the presentation of a good advertising pregrem. Teamwork in
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an advertising department, with merchandisers and buyers,

and with outside agencies is absolutely necessary if the

advertising is to click.
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