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CHAPTER I
INTRODUCTION

Purpese and Value of this Reper$

This is a study of the construetion of foed ehain news~
peper advertisemeats, froa ineeptioa to actual publieation.

Fow subjects could be of greater value to the food store
operator et the present time. Competition is very keen now,
for many businesses have stepped up the tempe of competiag
for the consumer’s dollar, Developments in the field of retail
" food sdvertising have lagged behind progress made in food mer-
ehendising teshnigues. Self-serve meat counters and Food-0-
uatll ars two examples of the many imnovations found ia the
ulsra-modern super merkets of todsy., Very little has been
developed in retail food edvertising that even remotely
perallels the development of these modera mershendising tech-
niques. Many chain store operctors have not devised moder adver-
tising presedures and, as & result, sdvertisements sre not coa-
strucéed iatelligently or effieiently in muny eases.

dany articles and pamphlets whioh explain briefly the steps
in building generzsl advertisements ore aveiladle. 4lso, books
written by competent suthors are availesble which explein

1 The Food-0O-Mat is e rear loaded, grevity fed patented
displey fixture for dry groceries. It wes invensed by Lansing
P, Shields, President of the Grand Unioa Company, East Patersea,
New Jersey.



in great detail ell the phases of desirable advertising pro-
cedures. What is lacking, however, is information pertaining
direotly 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 0ld idea of each chein keeping its own procedures secret.
The rolly'or this idea hes 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
lerge.

Food chain sales reached a new high in 1950 of ten billion,
two hundred million dollars.2 Sales and advertising are two
functions in the grocery business that go hend in hand. One
cannot be considered a seperate entity from the other. Pro-
~groasive advertising should be given considerable credit for
pushing grocery chain sales to the aforementioned all time
high, end will be instrumentsl in mesintaining and increasing
grocery chain sales in the future.

This report, then, will ettempt to supply some greatly
needed informetion regarding the construction of newspaper

advertisements in the food chain industry.

2 Faots in Food and Orocery Distribution es of January,
1951, A special report by the Progressive Grocer, New
York City, New York, 1951, 23 pp.
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Restriotions

This study will be restricted to newspaper edvertising
since more money is invested in this medium thrn im eny |
of the other ehamnels. Tedle I shows the dollars alloeeted
by some chains for sdvertising purposes in 1948 and 19850.
Note the extent to which these shains rely on newspapers fo
earry the bulk of their advertising loed. Note elso that
the emount elloceted in 1950 was inorecsed in every case exoept
one over the figures for 1948. The portion of ezeh shain's
total advertising dudget spent im the verious channels is
shown in persentages., If these large sums spent yearly are
to be sdministered wisely end without weste, it would be profit-
able to spend time aand thought oa the prineiples underlying
the preparation of chain store edvertisements.

This report will mo$ try to enaswer the question ~ wha$
is goed or peor advertising proocedure or arrangement? Gen~
orally speaking, easch of the hundreds of ehaim ergenizetions
in this eountry has its own policies regerding advertising
prosedures and arrengements. This phenomenon 1is expleined
- by the feet thet each shain operates under s different set of
conditions, in different seetions of the country.

Finally, this reports will be restricted to studying the
methods employed by the fellowing oheins in coustrueting
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their advertisesents:
The Marke$ Baaket, Incorporated, Lansing, Michigenm.
The Kroger Comp-ay, Cincinneti, Ohie.
The Jewel Food Stores, Chicego, Illinoise.

Methods Used %to Obtein Informetioa

Some of the informetion eonteined in this repors is
based upon textbooks, specicl studies end h-ndbooks oconcerning
the subjeet of edvertising. Other information hes been ge=thered
through personsl interviews end discussions with executives of
the Morket Besket, Incorporeted, emd the Xroger Compeny.
Correspondence with the edvertising menager of the Jewel Yood
Stores was used to secure information from that depertment of
the Jewsl Tea Compeny, Ineorporated.

4 case study of the methods employed by esch of these
grooery cheins in constructing their weekly newspaper sdver-
tisemeuts will be presented ia this repors. These coapenies
haeve been selected for a purpose. One is & ehain of six super
markets and ie clessified dy the author as representative of
smell-sized cheins. Another is a ohLein of 138 stores and is
©lsssified as representative of medium-sized ehains. The
third is a chain of epproximately two thousend stores and is
elegsified as representative of lerge-sized chains,
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Representing the smll-sized ehains 1s the Merket Baske$,
Inserporated, of Lansing, Michigsn. This chain eonsists eof
six stores whioh have total sales of appreximately six millioa
dollars a year. Five of the stores are loecated withia the
eity limitss of Lansing. The sixth is loceted ia East Lansing,
whieh is four miles frem Lansing. The Sweaty-four thousand
people ia East Lansing eonsist of epproximately fifteea thou~
sand e¢cllege students, eand nine thousand lecal eitizens. All
the stores are supplied by a eentrzl warehouse. The sompany
manufagtures a somplete line of dbazked goeds and the dakery
ossupies a section of the warehouse bduilding. The offices
of the cempeny are situated ia e building mext te the warsheuse.

The middle-sized chains are represeated by the Jewel
Yoed 8tores, of Chiecago, Illinois. This ehaim eomsists eof 158
stores which have total sales ef spproximately ome hundred and
£if8y million dollars a mr.‘ The stores are located in 38
¢ities found in four soumties surreunding the Chicage area.
This chain's share of the total food store ssles in this area
is 8.8 ponont..

The glant-sized chains are represeated by the Kreger
Company of Cincinnati, ono.’ This ebhain has total sales of

B Sales for the Jewel Tea Company, Ineorporeted, for 10B1
wore in excess of two hundred million dollers. This figure
includes the combined sales of the Jewel Food Stores and
the Jewel Home Routes. Yor a eomplete descriptien ef the
eompany, se¢ Chapter V. .

¢ This Week Msgazine, Op. $is., pPage 7.



9
approximately a billiom dollers a year. Twenty-five bdranch
offices direct the operation of 1,980 individual stores.
Twenty-one manufacturing units, including 15 bakeries, five
deiries, two faetories, a pesnut plant, & shrimp packing plen$
snd 29 werehouses msnufacture and &issridute produets sold in
the stores. The compeny has stores ia 1,592 eities located ia
¢82 gounties. The Serritory of this ehainm consists mainly of
the heavily industrialized states in the Grea$ Laokes and mid-
westera regions. Ohio, Illinois, Michigen and Missouri sccount
for s major portiom of the totel retail outlets of the ocompsny.
Some stores are also located in Indiena, Arkansas, Georgis,
Kansas, Virginie and ether neighboring states. The sompany's
share of the total food store sales in this area is 8,8 per-

.mto'

By studying the advertising procedures of these different
sized chains, a better understanding of the methods used by
eash oecn be gained.

It is importent to remember tha$ the use of favored adver-
tising preetices alone eannot dring success 0 eany dusiness.

It 1is one of severasl links in a chain, the breeking of eay
one of which mey dring fajilure., Good marchandising, good
executive and sdministrative mansgement, good employees and

real service to the consumer are all necessary. If used

9 This Week Magazine, Op. ¢it., paege 79.
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wisely, advertising tillvcontributs its shere to the success

of the organizetion.
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CHAPTER IIX
FORMS iND FURPOSES OF FOOD CHAIN ADVLRTISING

This chapter outlines some of the msny media availadle
to an adversiser. The purposes of food ehain esdvertising
are also discussed. In addition, some of the reasons why
food retailers edvertise are pointed out, This informatioam
is DPresented in order to give the reader a bdetter understending
of the forms snd purposes Of food chaim sdvertising.

Yomms of Food Chain Advertising

Soms of the more popular iivortising medias and mater-
ial are presemted in Table ]II. The United Siztes Deparsmeas
of Oonnnrool defines an advertising medium as, "a chanmel, or
way, by whish a message may be given to the publie”. idver-
tising material is defined as, "forms whish the retailer uses
elthough they mey mot de prepsred by him".

The groeery edvertiser has e large selection of advertising
media in which te place his messege. This list mey escver more
items than ere logically used by mest chains. 4ilso, by using
radio, newspeper and other media, it is possible for the adver-
Siser to tie ia his efforts with national sdvertising sppesriag

ia megazines, on out-door posters and over the air.

1 Miller, Nelson A., and Harvey W. Huegy. Estadblish~
¢ A 7 i

ing and Operating e Grooo§z S;ggg. United Stetes Depart-
ment of Commerce, Weshingion, D. C., 1948, page 183,






TABLE IX
CHECK LIST OF ADVERTISING AIDS*

Iqvertising Nella:

Rewspapers
Magazines
Radio

Outdoor Posters
Road Signs
8hopping News
Car Cards
Direct Mail

ggndbi;;g
elling Helpss

Floor-democnstration Materials
Samples and Free Goods
Manufacturers'’ Yolders and Inserts
Cetalogs
Selling and Serviee Literature
Bonuses or Prizes for Outstending Sales Achieveam$
Price Lists an 1l Pu t
spley erials

¥indew Disglaya
Floor Displeys
Inside Advertising Displeys
Inside Good Displays
Spescial-price Sale
Fleoct - or e 4
scellaneocus:

Exhidbite
Chureh Programs
Specisl Occasions

Basedall Uniforms
® Souree: Miller, Nelsom A., ond Harvey W. Huegy. Establish-

end Operating a Grocery Store. Unite ates
%oparflcnt of Commerce, 'a!tin.ton. D. C., 1946,

page 183,
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Furposes of Food Chain Advertising
There ere many purpcses of food ehein edvertising. No
two sources will provide the seme list of purposes as it depends
t0 a large extent upon local menagement’s sdvertising policies.
¥r, Williem J. Sanning,8 Director of Advertising for
the Kroger Company, said the main purposes ares;
l. "to achieve dominance for your advertisements im your
sree,
2, to inereasse your store traffic, and
8. to build the confidence of your customers in your store”.
¥rs. Bestrice 0ldfield,” Advertising Meneger of Tom Thumb
Stores, said the main purposes of her ocompeny's advertisements
ares:
l. "to attract asttention,
2. %0 1dentify us 2nd our institutionel personality, enad
3. t0 leave the reader with & good taste in her mouth,
en impression of reasonable priecn..oongoniality end good

will",

2 cenning, w~illlem J., Direotor of Advertising, the
Kroger Compeny, An eddress before the class of food mer-
ocnandising studeats, :lichigan Stete College, 1952,

3 0ldfield, Beatrioce, What Do We Went Our Advers$ising
to Do? A Hendbook of Super iarket Ldvertising end Promotion,
Super Market Institute, Inc., Chicego, 1949, page 13,
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Anotheyr l1is% of the purposes of grooery-store adver-
$1sing 1s givem by the United Stetes Department ef Commerce.®
It sey have as its purpose:

1. to 1dentify the sbore with eertain kinds of food
warehendise of a eertein grade, .

8. to build eonfidencs, good will, and reputation for
the store.

8. $0 attraet now customers and to hold 0ld customers,

4. to inerease ssles 2nd speed turnover, and to &o this
at & profis.

8. to reduse expenses by spreading 1t over an inoreased
volume Of business. ‘

6. %0 stadilize mereshandise, methods, and price.

7. o incresse the eustomer $raffie end thua sell other
items than those which sre advertised.

Food ehain advertising does not sell merchandise directly.
It serves mainly %o attraes attenticn and pull the trafrie inte
the store. Ai$ this point the dirsct selling function is per-
formed through displeys, printed esr:. md the store personmel.

Othey Reasons for Advertisiag

Clesely related to the purposes of chain store advertising

is the question of whet are some of the fnfluences prompting

€ United States Department of Commerce, Op. oi%., page 184.
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she retailer to spend lerge amounts of money for advertising?

Advertising is more and more being relied upom as a
ma jor weapon to attract $trade. With the growth of self- |
serviee ceme the femiliar super market. In many respests,
super markets have features tiet meke them ell appesr similar.
Yor example, many of theam have large parking loss; their
comstruction and leyout is similar; q;vido variety of items
are osrried in mest of them; items nr; 3014 at prices dearing
relatively low merkups; tnd carry-out service is previded ia
many of them.

These similerities hove definitely inoreased the impor-
tenoe of edvertising, decasuse it gives the operator a echance to
be different by permitting him te pudblieize his giant baby
food depsrtment, speedier cheok-ou¥ system, or other items
characteristic of only his eperatiem.

Yood manufeeturers, perticularly emong the national esdver-
tisers, contribute & large share in influeneing chains to
edvertise. To a great extent, it is the manufacturers’ pre~
dueots whioh attraet the housewife's attention when the sdver-
Sisements are scenned., Likewise scme cheins rely on adver-
tising to popularize privete drands, which ere brands owned by
the ¢hain selling them,

The ease with whieh chains odtain advertising allowanees
from menufaeturers acts as another faetor to imduce the retailers
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$0 duy space in loocal newspepers. These payments to retailers
for edvertising the manufaeturer’'s merchandise results in the
commoa sight of seeing weekly chain store sales whish feature
national drands; for example, "Libdy Week" or "Del Monte Carani-
val®. The hadbis of using these sdvertising eampaigas is grewing
end many chains feel it is advantageous %0 associate their
sompany with national brands. By so doing the echains ean
derive soms of the denefit of the msnufasturer's nationsl pre-
‘motional setivities,

Newspsper soliocitors are very esger $0 have an adver-
tiser inerease his edvertising budget. Through reports anmd
interviews, spece sellers fregquently demonstrate to a clieat
that eompetitors have larger cdvorttlinq budgets. The resuls,
in many ceses, is the elient inereases his appropriation te
meet ecompetitien.

Another reason why cohains sdvertise is to spportion mere
evenly store traffie Shroughout the entire week. This means
that in addition to the reguler weekly Thursday or Friday |
advertisemsnt, some ehains publish an advertisement oa Momday,
featuring esrly-in-the-week speciels. The success of this
setivity is difficult to messure. Fsotories, and many other
places of employment, pay workers on Friday or Saturday and

the feasibility of attempting t0 atiract a large trade ia the
early pert of the week is questionable. -
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Many forms of advertising are available to the retailer.
There are many purposes of advertising end many reesons why
merchants advertise. The adbove material serves to provide
some understanding of the mumerous forms and purposes of
edvertising availadle to an advertiser.
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DESCRIPTION CF THE MALRELT BAUKET, INCORPURATED

A brief description of the Merket Hesket, Incerporsted,
will dbe presented st this time. This meterisl will give the
reeder some insight into the organization of this chain end
will, therefore, serve as background informetion reletive
to the oonstructign of the sdvertisex~nt.

This cowmpany sells in excess of six million dollars
worthlof merchandise a year through six retail stores, five
of which ere located within the city limits of Lensing,
Michigen. The slxth store i3 lscnted in Iest Lansing, a
town approximetely four miles from Lsnsing. The main office
18 located very ncar tihe center of lLansing, snd a combined
warehouse snd bskery building is situated sbout fifty yserds
dehind the office building. The company manufactures 8
oomplete line of bakery produota, which inolude white, einue-
mon, rye, wheet end french bresds, oekes, doughnuts end swcet
rolls,

Seven trucks are owned by this orgenizetion. TFour are
used for the delivery of dry groocery items carried in the ware-
house, 1hese items inciude csnned goods, flour, ceresis and

other packeged products. Two ere used for the delivery of

dakery items. The remeining truck is used for desily produce

heuls from Detroit to the stores., Some produce end grocery
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{tems are delivered direct to each store dy wholeselers.

Meat peckers deliver mest requirements directly to the stores.

Orgenizationel Chart

The orgenizction of this chain's menesgement 1s presented
in Chert 1.

The chert shows thet the cwner of the company is elso
the president £nd generel mcneger. The sdvertising mzaager,
in sddition to Lis advertising responsibilities, is elso
responsible fcr sales promction end personunel metters., Some
of his ssles promoticn sctivities consist of writing store
werchendising bulletins, end errenging with menufscturerts
represontatives for the building of displeys in the retail
stores., Soms of Lis personnel duties ere hiring, maintaining
employee records snd escheduling various compeny meetirgs,

In the remeinder of thia report he will be referred toc es the
edvertising ucnsger.

The produce end mest buyers ere responsitle for pur-
chesing produce end meat productis, respeotively. In eddition,
they are coherged with supervising their reepective departi-
ments in the retasil siorcs, which iacludes devisinrg irpenious
methods of displeying sud selling e items purchosed.
Produce sales account for 1l percent end meat ssles 24 percent

of the tot=l business. The grocery depertment sccounts for
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1
ORGANIZATION OF THE MiKKRT BASKAT, INCORPORATED

Owner, Presiaent and

W,
sssistant uraI'

Mans gex
TeE, ' 0wt BT
Advertising, TO0e TOoCery eas Buyer
Sales Promotion] |Supervisor Buyer end Super=
end Personnel visor
Maneger
[81gn Department] [Maintenan Warehous
Depertment Managey

LOffice 'Hanagfﬂ

(Bakery Wanages

’Froiuoo Buyer |
and Superviso

1 This informetion was gathered from sn interview
with Mr. Russell Veldmen, Advertising, Sales Promotion
end Personnel Manager of the Market Basket, Ineorporated
lLansing, Miechigsn, 1952,
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63 pereent and, therefore, warrants a separate supervisor

and bduyer.

The grooery supervisor has the edded responsibility of
scheduling the work in the maintensnce department. The
warehouse depertment maneger reports to the grocery buyer.
These dep~riments are assigned to the grooery supervisor
end buyer respectively becesuse of their wide experience and
general knowledge of the operation of the compeny.

From the foregoing, eertain oonolusions cen be drawn.
First, responsidility for the menagement of the company is
soncentrated in a few hands, with one msn performing two or
more functions in some cases. Second, because of this eoa-
sentration of responsidbility, inherent flexibility of opera-
tions is possible. Yor example, the produce buyer knows exactly
what $o order esaeh day as knowledge of whet the inveatory
situetion is ia the stores ecsn be gained through the perform-
ance of his supervisory funstioa.

This loecsl, flexidble nature gives this ocompeny an opera-
tionel adventege over oompetition not having these same char-

acteristios.

Mansgement Flexibility
The proximity of the stores to the eompany office and

warehouse offers meny adventeges. It is a relatively simple

o
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matter for top management to meet regulerly with the store
menagers to discuss future plans and pest results., In a
ehein this size, the store menagers ere counted on very
heevily for informetion regarding oustomer weats, merchan~
dising schemes and news of the setivities of competitiom.
These meetings include the following:

Produce meneger's meeting Every Mondsy efternoon.
Store mcnager's meeting Every Tuesdey sfterncon.
Merchendisers and adver-

tising menager mesting Every Mondey moraing.
Top menagement nmeeting Onee & month,

Store-Warehouse Flexibility

The werehouse otrries sufficient 4ry grooery stoek et
all times to fill e store menager’s eantire need. Eaeh store
recesives two reguler delivery of groceries each week. Orders
received by the werehouse sre filled end delivered withia
one day. The store~warehouse operatioa 1is oxtro-nlyAtloxillo.
A store menager ¢en call in &% sny time for e specisl delivery
0f 1tems he may need. After a call is received from a store
mansger, the merchendise ordered is billed, losded ¢n a truek
and delivered within & few hours.

Seles Promotion Flexibility
This {inherent flexidility is cerried over to the relation-
ship between the edvertising menager, the buyers and the atore
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managers. rof exemple, when the buyers coms im eontaet with
e product theat osn be offered at sn appealing savings,
tmmediote eetion 1is tnken to keep one step ahsad of competi-
tion. The store menagers are notified immediately by phoae.
Orders are i~ken and the merchendise is delivered the same
day, if posaible.

The advertising manager is notified of the promotion
immediately 8o thet he orn make plens to advertise the pro~
duet. If necessary & specisl advertisement is printed, dut
the usual practice 1i to inelude the item in the reguler weekly
sdvertisement om Thursday. Flexibility is the keynote of this
orgenization, end its importenee can not be overemphasised.
Consider the faet that this chain is competing with much larger
shains, suoh es the Kroger Company end the Great Atlantic and
Pacifie Tes Compeny, as well es numsrous independents. This
compsny's very existence depends upoa 1%s ability to respond
to ourrent chunges in the immedicte area. Price reductions are
goenerclly made the dey they are received end notisce is given
consuners through a newspeper edvertisement: as sooa as
possidble. A large chain orgenigation, whioh desides upon the
items 1t will edvertise weeks and even months ahead of time,

hes less opportunity to teke advantage of prise reductioa

publicity. This company often ties iam its premotioams with local
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civic sactivities, therely dreawing =uch etteniion from thre
populsce., The lerger ehrin, with e brerch c!fice in r
distent city, cen not ezsily teake edventeze of this type of

tie~in advertisinge.

ce & He Green Stsaips

Included ia tnis corpepoy's over-ell sdvertising program

is the 5. & F. Creen Stemp rlen.2 The 5. & I. green starps are -

uscd bty this chein to ettrect customers 2nd ere considered s
very importent pert of this compeny's sdvertising progrem.
The plen ccsts sbcut & percent of net seles, which meens
thet this ccrpeny peys in excess of one hundred thousand
dcllcere & jérr fcr . tie exclusive rights for super merksts to the
plan in the lesrnsing eres. leteilers on non-competing mere
chsndisec ere permitted to sdopt tre nlen, but ccmpeting food
compenies cen not use It,

ihis coupeny's oriiciels e1e actisficd with the results of
the plsn up to tLis time. The plen was sdopted in Cetober,
1951, end in kKerch, 1652, seles hed increesed epproximetely <3
percent, when comprred to thls sews period lest year. This
percentege aLpet:s to be fovoreble when cogrizence is mede of

the percenteges in Tsble IlI. Comprre the rercentegce chenge of

2 Speyry and Hutchinson Compsny, 114 Fifth Avenue, New
York City i1, New York.

— L
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sales of the listed cheins with the chenge in the larket
Basket's, Incorporsted, percentsge. Note thet the letter
has increased its sales over lest yeer by &approximstely
15 percent over whet these lsrger cheins huve inoresessed their
business. The edvertising maneger feels thet e lerge
portion of this extra increase is due to the use of the
S. & H, Green Stemp Plan,

In meking this comparison, eaution should be exercised
in compering @& chain with six million dollers a yeer busi-

ness with chains doing in excess of one hundred end fifty
million dollars & year business. Nevertheless, the figures
do shed some light on the effectiveness of this plen.

How does the stemp plan work? This food ohain obtsina
the stemps from the S. & K. promoters and then passes them
on to their customers, one for each expenditure of ten cents.
A smsll booklet is given to each customer in which the green
stemps ere pasted. Fach completed book requires twelve
hundred stemps, After the books ere filled, the holder
mey redeem them for his choice froam smong 1,200 nationelly
edvertised gifts., A displey store is meinteined by the S. & H.
promoters in Lansing where the customers teke their filled
books for redemption. Gift catelogs are aveiladle in ell

retail stores subscribing to the plen.
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TABLE I1I1

GROCERY CH’IN SALES CF THEEL MCNTH*
(in thousends of dollars)

o ' | Teroent~
Janurry, 1952 January, 1951 age Change

Safewsy Stores $106¢,851 $92,274 £ 15.8

Kroger Compsay 78,348 72,991 £ 7.3

American Stores 50,400 46,624 £ 8.1

Retionel Tea Company 25,763 27,278 - 5.8

Jewel Tea Company 16,778 15,993 Ff 4.9

Colonial Stores 15,466 14,513 Ff 6.8
Winn & Lovets

Grocery Compeny 14,843 13,887 £ 6.9

Grend Unioa Compeny 13,458 12,347 f 9.0

* Source: GQrosery Chsinm Sules of the Month, Chain Store
Age, March, 1952, page 4.
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kusical Jeock Fot liadio Program

inother import:nt pert of the advertising progr:m of
this oehein is the fifteen minute, Moadey through Friday,
redio progr:m cclled itusicsl Jeck Pot. Sele items and
helpful shopping tips ere snnounced on this radio progrem.
Listeners ere eligidble to win both a cash snd a greeam stemp
Jrek pot if they erm correctly answer & question asked over
the telephone by the announcer, Three calls ars mcde each
dey. The question end answer sheets are given t0 the customers
and sre availeble in the retail stores. The person occlled
must be abdble to answer the question exsetly ss it is printed
on the guestion snd answer sheet to win the Jaek pot. If
unable to answer the guestion correetly, the person salled
is sent $wo tickets to a locel theater, plus 100 green st-mps.
suite frequently, the guestions eoncern news sbout food pro-
duets and their preperetion. Yor example, the following
questions were asked during the Christmas .00'0!25

1. Question: Whet wes the originsl nsme for minee pie?
Answer; Minos pie wes first oculled mutton pile.

£, Questica: When does Christuas degin and ead in
Scendinavian countries?
Answer: : It begins om Decewmber 13%h, 3anta Luocia's
Day, snd ends Jenuery l1llth.

S Husical Jadk Pot questionnaire, the Lurket Baske®,
Incorporctsd, Lansing, Miochig:n, December 24 through 28, 19851.
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3. Question: How ere Market Basket shoppers saving
more thzn ever before?

Angwer: S. & He Green Stcmps meke it possible
to save %wo ways: Lvery dsy .ow prioces
plus veluable mationslly advertised
Sltts °

A question end enswor sheet 1s operetive for a period
of ona week, after which time anotiier sheet is eppliccble.
These sheets ere pleced in the stores om Thursdey, where
they rre aveileble to the customers. Over twelve thousand
sheets cre distributed each weck. The advertising manager
fecls thet these sheets rre s poteut force in pulling

custoners into the stores.



CH PIER IV
CONSTRUCTICN Or A BAKKIT BASKET ADVIRTISEMINT

This compsny ususlly publishes & doubie truckl adver-
tisement every Thursdsy in lansing's only newspsper, the
Stete Journel. Ooccasionally, however, smaller edvertise~

ments ere used.

Thems
The thems is usually seleoted weeks or even & month
shead of time to permit emple opporsunity for the sompeny
buyers to order enough merchendise to support the edver-
tisement. Also, time must be provided so thet contact mey
be mede with menufecturer's representatives to enlist their
aid in duilding displays in the stores. Finally, the store

mansger is notified of the sale two woeks in advenge, per-
mitting hia to prepere for the event.

Some of the meat, produce end grooery items, that are
to be included in the edvertisemert, ere determined at
e sales meeting attended by the sdvertising mrnager, the
buyers end the supervisors. The meeting is held om Monday
morning of the week in which the advertisement will de pub-
lished. Xecny of the items end tentstive prices are decided

upon et this time., Orton; becsuse of merket conditions,

~Y 2 double truck advertisement is one which covers
two feoing peges im 8 newspsper.
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produce and meat prices ere not determined until the morn~
ing thet the advertisement is to eppear.

The theme, or keynote ides, of the advertisement is
drewn from two generesl soureces of information:

1. Within the organization.' This would ineclude sny 1deas
by the edvertising mansger or other representetives of msnage-
ment, Also inocluded would be the use of unusual aews items
eoneerning the company or the eommunity. For example, a
new checkstand system which permits faster service in ringing
up the groceries, ¢olleoting the money and bagging the groeer-
ies is news to the customer. Many would be anaious to see
the checkstend after reading the advertisement. The adver-
tising manager will use any theme that he feels is timely,
interesting 2nd flexible to permit relating attraetively
priced merchendise with the thems.

2., Trom outside sourees. 7There are many crganizatiola
shroughous the sountry that specialize in helping small food
reteilers prepere their advertisements. The services offered
»y the Nationsl Heseersh Buresu, Ineorporated, 4185 North
Dearborn Street, Chisago 10, Illinois, are used dy this chain.
This orgenization studies advertisements published in news-
pepers in all sections of the scuntry. Results of the effec-



e = 2



-2 8
tiveness of edvertisements and eopies of those studied are
sent to operstors who are members of the bureau. By studying
the materiasl supplied by the duresu, the advertising manager
1s eble to keep informed on netionwide advertising trends.
Occasionally, he sees something imn the reports that he can
adapt to his orgenization, which often results in a very pro-
fitable promotion.

The services offered by XcCell's Magazinaa are used quite
extensively by the Mnrket Basket, Inecorporated. There is no
oharge for this service as 1% is free to sll members of Super
Market Institute, a non-profis orgsnization of super marke$d
operators, with headquarters at 500 North Dearborn Street,
Chicago 10, Illinois.

This s how the serviee works. The staff of MoCecll's
prepares in deteil e complete food store promotional eampeigm.
Meanufecturers who advertise im McCell's Xagazine work in eoa-
Junetion with the magazine staff., Together they prepere en
“Advertising Promotion Service Book", Suggestions ere inecluded
whiek sontain information on the following subjeots:

l. itens to bde advertised

8., headline to be used

3. advertising layou$

4. borders for use in edvertisements
8. in-store displays

~ £ Rditorial end Publication Office, 4cCall's Magazine,
439 Madison Avenue, New York 22, New Yorke.
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The dook is then mailed to the food store operator.
After receiving the book, the advertising manager msy use
the material contained therein as he wishes.

To illustrate, for a particular month a series of adver-
sisenents promoting a "Pageant of National Brends®” may be
plenned, The service booi is sent to the food eompany well
ahead of the dste scheduled for the promotion. While the
food compeny is prepering for the event, MoCzll's pudblicizes
the promotion by printing some specisl edvertisements in the
apgropriato issue of their magazine, These sdvertisements
ere designed to help promote the current event, For example,
they mey say, "Shop at the food store having the 'Pageant ef
Rational Brands' sale", This message, directed at the thou=
sands of women who read McCall's, probadbly does a lot to eon~-
vince the readers the$ they should shop et a store heving the
aforementioned promotion.

Full color, 48 inch posters end gient display material
are furnished by MeCell's for in-store selling. In eddision,
shelf arrows, whieh cen be used to point out the individual
shelf speciels, ere furnished, as well as blow-ups of maga-
zine advertisements, whisch 6a2n be displayed in the store

windows. 4ilso, over-wire hangers, which ere posters that hanmg

from wire stretched from one well of the store $0 mother, aye
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supplied. Finally, seripts and spot resordings to be used
for radio tie-ins are furnished.

Matrices or "mats" are bsked eardboard molds of paper
pulp, from whieh a stereotype, or duplicate plate, can be
- made., The mats ere included in this service end are furnished
by the menufacturer through MeCell's. For every pieture, head-
line or border ineluded end suggested in the "Advertising Pro-
motion Service Book,"” a mat is furnished free of charge.
When the edvertisement is resdy for publicetion, the advere
Sising manager merely sends these mats to the newspsper, there~
by eliminating the cost of having the designs prepared else~

where. Some mat semples are found in Figure I.

Photo-sngraving
It 1s eppropriete at this time to explain how mats are

made. The question is asked, "How is copy, 8 pioture or e

photogreph preperqd for publication in sn edvertisement?”
First of ell, the subjeot or copy to be reproduced is

photographod.s and & negative is developed and printed. But

1t 18 not printed on paper es in the case of a snapshot; it

S The advertising manager of the Marke:t Basket, 1nOOTp-
orated, has this photogreph takem by & photogrepher or by
the State Jouraal.
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Figure 1. Metrices or "mats"
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is trznsferred or "printed” on_netal. If it were not possibdble
to use photogrephy in this way, the Aosign would have to be
drawn or treced on the metel dy hand,

Next, the photographed area is made to stend above the
unphotographed portion, like a mountein sgains¥ a velley, so
that whea the plats is inked, the part with the photogreph
wvill be covered by ink. This is done by chemically otohing
away, or engraving, the aerees on the plate which do not have
the photogrephed sudbject. The ereas which, when inked, will
reproduce the desired subjeoct sre protected from the sction
of the scid by &n acid-resist, or a "ground” as it is some=
times celled, The result is thet a metcl pleste is mede which
bears the reproduetion of the illustration. 7The photogrephed
nfoa is higher then the surface of the remsinder of the plate,
80 that, when it is inked and pressed against peper, a repro-
duotion of the subject i3 obtained. Kence, a photo-engraving

plate, or whet is commonly oczlled a "ocut,” is produced.

Duplicate Pletes
This plete whieh hes so far been considered is an original
plete in the sense that it is the initi=l eonversion of an
illustretion into metallie form. Once such an original is made,
however, many duplicete copies ¢en be produced at a frectioam

of the coss of that original,
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Dupliestes may be needed im order to run an edver-
tisemeat in seversl different newspapers at the seme tinme,
to eoconomize on the printing eost by running e numder of
1mprintn'atf simultaneously, or to spare the originals for
future use, Ailso, grosery manufacturers need dupliecate copies
to send to the thousends of reteilers handling and sdver-
tising their produst. The retailers im turn use the copies
for the purpose of printing their edvertisements,

There are wany kinds of duplicete plates but the ones
we are most interested in ere called matrices or mests. They
are mede from the original plete and from these matis stereo~
types cen be mede. The mat is the mold and the stereotype 1is
the plete used for printing.

To make the met, the operetor presses the original plate
into e damp piece of "pepier-meche” pulp. When the letter is
&ried, 1% looks 1ike a piece of daked cardbosrd with the
1llustration or type stemped in it. This 1s the mat, Letal
is poured over it., The metal cools, hardens, &and forms a
plate known as a stereotype. The stereotype is then used for
printing. If the met is necded for enother stereotype, it s
saved and more cen be mede from the mat im the future.

The met cen be curved end & corresponding stereotype

made to f£it on the cylinders of a rotary press. Ls meny news=
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papers, especiaslly those in lerge cities, print om such
presses, their shops ere generally eyuipped to make stereo-
types from mats, A grocery advertiser using a large number
of newspepers may consequently save money in meking plates by
forwarding merely e mat% of the advertisement to each news-

peper in whioh he is buying space.

How the Advertisement Is Printed
The advertising manager sends the original illustrations
and eopy of the advertisement to the newsproper printer or typo-
grapher, who makes the photo-engraving plates, or esuts. The
type for the sdvertisement is set up and the suts are inserted
in their proper place, according to a layout plea, The adver-
tisexent is now ready to be printed. When a proof is desired,

the printer msy plase the entire form on the press end "rum 1%

orew

Heading
The advertising manager of the Market Beske$, Inocorporeted,
usually ereates the heading used in the edvertisement, Sone=~
times, 8 heading suggested by MoCell's Magazine or a member of
this chain's management is used.

The heading of the advertisement should be original and

should give some indiestion of the theme of the advertisement.
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The hesding is erested from ene to three weeks before the
time the advsrtisement is published. As mentioned earlier,
the local nature of this compeny ﬁermlta it to be flexible in
1%s operation., The edvertising menager mey weit two or three
days before the dezdline to decide on @ headline 1if necessary.
The exemples of this comyany’s sdvertisements found in this
ehs pter were based on the meteri=l supplied by the HeColl's

advertising service,

Illussrations

Pietures tell 2 story =t a glenee. They orn displey mer-
chandise entioingly end meke people went it. The illustra-
tions of the products used in the advertisements in this
shrpter were developed from mats furnished by the manufastuers
through the MoCall's serviee. The edvertising mansger merely
sends the mats to the newspaper printer who includes them in
the printed advertisement. On the other hand, note the pieture
of "Uncle George” im Figure 2. This pieture was drewa by hend
by the advertising menager. It was sudbsequently photographed
and printed by the steff of the State Journel.

A sase study will de presented at this time, explaining
the steps that this compony goes through im preparing s typiecel,

weekly advertisenent. The steps oen be broken down into three

brord elessifications. Exrmples of one advertisement are



Ano faT YRTsI ¥ 7 aIn2r,

t

IlllHIJHIJHHH\Hllllllllllllllll]ﬁ

TR SR, WS WOW S, mar mew Sl

= | ior v [ 3
3 1330S 1n0AVT




40
ineluded in this ohspter showing the three steps necessary ia

its preparation.

STEP I -~ Preparation of Kough Lryout

The rough iayout is8 a druwing showing how the verious ele=
ments of the proposed edvertiseuent £re to look. 7The thewme, OF
keynote idea, of the advertisement ﬁry have been selected wesks
ahead of time, but work on the luyout is ususily started the
Thursdey afternoon or Fridey of the week prior to the one in
which the edvertisement is to be published. it this point, the
advertising weneger knows the theme, the headline, aund some of
the {items which will be included in the advertisement. ILe
then desides what size edvertisemsnt to use and usually plans
on a single or double pege spread. 4 photograph of an aoctual
rough leyout is shown in Figure Z,

Then, with & drewing pencil, the headline 1s lettered as
it is to sppeer in the finished advertisement, Next, the
decision regarding ellocation of spesce to the produce, meat
and grocery depertments is mede. This decision depends upoa
meny feetora. ¥or example, & promotion mey be held on some
produce items when they are in season. Therefore, the greatess
space in the edvertisement mey be allocated to these special
items. Considsration must also do given to the oost of specce,
wast ocompetition is doing end t<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>