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ENgIQUE ABRUNA ABSTHaACT

Statement of the Problem

The changes that are taking place in Puerto Rico
are affecting the food marketing situation. The island,
traditionally an agricultural country, is changing toward
industrialization. With higher incomes as a result of
"Operation Bootstrap," consumers are beginning to change
their eating habits. More fresh fruits and vegetables,
meats and dairy products are now consumed by Puertoricans
than 15 years ago.

A number of modern food stores have been established
in metropolitan San Juan to serve consumers looking for
better services. There are still a considerable number of
gservice type grocery stores--colmados--that are not keeping
pace with changes taking place in food retailing in Puerto
Rico.

The absence of a well organized educational program
towards better food retailing techniques accounts in part
for this situation. However, the Agricultural Extension
Service of the Commonwealth in an effort to better food
marketing, recently started an educational program for food

handlers.

Procedure

The experience of the writer, dealing with food
marketing problems in Puerto Rico, has been used to analyze

the problem. Basic information in self-service merchandising
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ENRIQUE ABRUNA ABSIRACT

was obtained from text books, trade magazines, government
publications, and periodicals. The author also used ideas
and information obtained from courses taken in the Food

Distribution Curriculum at Michigan State University.

Summary and Conclusions

The following conclusions were reached in analyzing
the problems involved in a store modernization program for
Puerto Rico.

1. Puerto Rico is rapidly changing from an agri-
cultural country to a manufacturing island.

2. Wholesaling at present, with few exceptions,
operates on nearly the same basis it did 50 years ago.

3. Food retailing at present is exreriencing a
change toward self-service merchandising.

4., Present rhysical facilities for handling farm
products are inadequate.

5. Fresh meat supplies are not adequate to meet the
island's consumption.

6. A recently organized food distribution program
is being conducted by the government of the Commonwealth.

7. The Agricultural Extension Service is a coopera-
tive venture between the United States Department of

Agriculture and the Puerto Rican Government.
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sNRIQUE ABRUNA ABSTRACT

8.

The Puerto Rico Agricultural Extension Service,

organized in 1932, is conducting educational programs for

rural and urban people including production and marketing

activities.
9.

progressive
10.

departments
11.

stores into

prise.

Self-service techniques have been adopted by
food retailers.

Self-service merchandising is being used in
in the food stores.

To convert conventional types of service food

self-service outlets is not an expensive enter-
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tn=1yzine the resalts of the researcin comniacted

hy verious punhlliec and »rrivate 2

(i3

encizs In Puerto Rico, it
looks obvicus tnst Ly imrroving the efficiency of our food

stares ans o*ner outlers of tne islend's food 1ils
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svatem 1% mz2y well be vosaitle to reduce fcod prices in
nepro ¥ilco by es much as eicnb per cent, perhaps uore,
Tf averacra food store prices were reiucel by tirls Y per

sent, 1+

Wwoulil gmount to saviing conswiers about “29,006,000
asmaaidys It would reoresent & real income for bthe sane
~fiount to our consuiierse, Gonslderine the size of families
In Tserte Rico and still the low Incoses rared with

those fn the main lond, thls woall bring the greatest bene=-
fit *o those In srectegt need,

There gre cany snell retaill outlets in Cuerto Rico
tnown as "ecolmadoaT, hev reslly are the backbone of our
retpil moerketing system, so there 13 8 need to provide
Them with the necessary inforniation throuch én e 'ucational

T~ rocran to face tho counatition of ols supermerkets,
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0f *the lh,,z il firmz llIsted by the
Censusz ol Dist ien as sellin: food, 1lih,1
sre descrived as grocevy stores. The Census
'i@srriow nltﬂ & store, kunown in Fuerto Rico es
the "colmelo", as nrimgrily enzaged in selling
orocessed oo ’s ant Ary ;roceries, althourh
fraesh meat, otables ond Truits may also be
cerried, It lg thesa steros whilch zre back-
bones o7 the retatl morieting system--tnece

e e
=zre the storcs tnat distritute the lLupcrted
saple foous
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Depe ciin X, 5alcralith 2nd Flchard H, Holton, liarks:tine
~-le_“n“198 in rfuerto ®iro, (Cembridre: lcward Tnlvarsliy

TEss, 1555y, », 1.0,



Heai “cr the Stuly

During the les* thres vesars a numver of bic supsre
merkets have been escgtahlished {n Puer*o Rico, ""he small
cnerator, 25 a general rule, is working with the szme old

method that he learne?l twenty or thirty yvears g,c0. The

N
v

increase in co.petition has ceusel a nesd:Zor ore efficient
merchandtsine in the rood storesz, The Governuent of Puerto
ood iils*ribution prorram to modernize the

oresent marketing acrlvities of fool iistributors, cu' cne

are so many cornlicated protlems in the
tton *hat the ccorbined efTorts ¢f Jifferent zgencles e1d
creanlizotions are neededs T™e fAsrlculturel Extensicn Service
beine arn educational arency Is In = rrcod vosition to educate

“oecd re*tailsrs In wmodern technianes of focd stcres oneration,

rreview of Or~anizaticn
This 1s the orler 'a which the investicaticn =ill
e presentei:
l. £ review cf the present economic and sccilal

conditions of *he Cormonwealth of Fuerto Rico incluiins a

pe

biriseve view of the fool Alstribucticn prodleaug presanted
Dak enouch tetles ere usei to cownlement the writtecn infor-
me*ion,
: 2. The second part of tnis study 1s devekel ko the
Orssanization and present situation of *he Arriciltural Dze
Fenston 3ervice both in the.Unitel States end Puerto Rico.

"Mrhnasis {s eiven *o the retailers educat

oo

oral prosrem 1a
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tne 'nlted States 25 vell as the methols used for the ac-
corriishment of the prezrem,.

3. The third part of thils resenrﬁh s a swamary or
tre principles and tectiniques of self-service food merchan-
A1sing. It covers the basic princivles needed for converting
aerrvice *tyve stores In*to self-service ones,

h. Sumiary, conclusions end suzr~ecstions for further
study.

Scope of the Stuly

This stuly 1s not strivins to elve a complete pice
ture of the social ani economic procress of Fuerto Rico
during the las*® years, _coks have been published Inteniing
to cover the whole gituation, but they raplidly becone otso=-
le*e due to the cynamics of our econoay, <y studyiar the
t2tles precented in this study, the reader can see why the
Tennonwealth of Puerto Rico 1s tsken as an exenple of rapld
accronle growth.,  Tvery vesr a bLlr numier of forelgners visit
£

Pnerto Rico &3 students of the Foint “our Fro-ram. A storc

modernization prooram 1lke the one oresented in *hils study
A

v

c2n also serve to help other countrics te iﬁ@févé theip
oresent fool merketine conditioans. Thls rcsearch is Intended
o cover only the aspects of store molernizasion through a
Plannei educzational procrer, Other aspscts such &s services,

fInenctal advise, or nro-o“ion to join orranizations, are

0% o~ the scope of the study,



n

Yethod of Research
Tha inf‘orma?ioAn presented in this thesis was oo=
tainei primarily from secondary datz, The nsture of *he

study 1s adanted to the use of tihis scurce of data,

“or the first part of the study coverinc the present
econormic 1ife of Puerto Rico, inTormation was otbttained chief-

: < e

ly “rcm rovernuent opublications. "’ne:f"'é:):pez*iences of the
wri ter working 2s a marketing acent for the Agricultural
"xtenslion Service iere used,

Tor the second part that ieals with the 2fpgricultural
“x+~nston Service, the Informaticn was oztained from books
at ™Michiran State University litrary, publications from the

Puer+q Pico Fxtension dervice and perscnal exverience of

the aunthor working durine the last five years for that orpani-

zation, ™e uriter hes conlucted Interviews with specislists
"Orking in the reteiler educetional procrem at the Zxtension
‘ervice of ilichipean Stete University and st the Fedsral fgri-
cilturel Trtensicn Service of “ushinzton D. C.

“or the last part of tiiis study, the infermaticn was
o2*alned fronm secondary iata: books, periodicals and bulle-

t .
Ins written atout the food industry. The writer also used

snd Information ocvtalned in ccurses taken in the {ood

’13'"-1‘iburion curricalum et .iich

1
Tie Ovinion ¢ the =2uthor that the orocers on the island of

[

can Sta2te University, It is

T
" o
®rto wico 10 not have enouch InTorrsticn, as a renersl rule,

on : .
Se3-feservice tochnicues to fusti€y the use of a survey






amone them, also those havine the necesssry knowledge to
7111 in a questionneire are so few that a sample would not
Le renresaentetive, Therefore, the writer decided to use

the secondary data available,

‘-L'
.
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CEAPTER IV

A GLIHPS™ ™0 THE ISLAND

[P SRS GN]
The Comrmonwealth of Puerto Rico, avproximately one-

hundred and ten miles long and 3% miles wide, lies at the
eestern erd of the “est Indles chain kaown as the Greater

tntilles. Puerto Rico 1s arvroximately 1,600 land miles

scatheast of New York, 1,000 miies from Miami, 65 miles
esst of the Dominican Hepublic and 500 miles nor*h of Venezueole,
The northern shore of the 1sland 1s torder=ad
Ccesn, 1%ts southern by the Caribtean Sea,

Fuerto Fico is neow self-coverninae under a constitue
tion drafted bty a constitutional convantion, appréved oy
island voters in 2 refereniwa, The =mct, authorizing full
e2uxtonomy in islend a’fairs under a hcric=written constituticn,
was pasged ty the Uniﬁed States Conrrcss in 1650,

The total population eccerdiig to the last census was
2,21C,000, arproximately one-third resiiing in cities and

rowns, and exceeding a concentraticn of 6i0 per square mile.

[(]

San Juan, located on the north cosst is the capital and lar-

ges*t eity, with » pooulation of about ©00,000 perscns.,
Puerto Fico is a Spanishespeaking comrunity. Enclish,

howe\,er’ is a required subject in the putlic schools, which

are patterned largely on the American system, For exsample,

*he 6=3-3 plan has been pushed. Hirher education is avail-

"tle 2%t six colleges and universities on the island, The



larrest of tnese, the Tniversity of Fuerto Rlecc, 1s state
sunnorted and is a lande-grant ccllejge,

llaritine fréight service, weekly between the princi-
pal sea ports of thes United States snd Puerto Rico, ls pro-

vited by seven steamstip lines., & number of the principel

airlines of the United States cperete dally flights between
3an Juan snd liiami and 3an Juan and New York. A local sir
line provides delly alr service vetween principal cisies and
between Puerto HKico and the Vircin Islands,

The doainent acricultural activity of Puerto Rico is

the production of sugar cane. Under vresent conditions the
island cen rroduce uvout 1,350,CC0 tons of raw sugar annually,.
“"edersl lszw, however, limits'exporhs to a lesser amount and
in effect, pnronibits the refininc of moat of the local crop
fn Puaerto Pico., Next in agriculturel ir.portance is the Jdalry
industry, ™o evpand it further, there are plans *o develop
"sterilized milk",’ w-ich should slso relleve the excess of
fresh milk.

™he nineacvple inilustry fs al=o0 growing very fast,
A modern vlen*t for processing the crop hss been established
at a ¢ost many millions of dollarg. nghéqéédé coffee 1s
grcvn, under shade, in the hills of Puerf& Sico, The United
Stateg buys most of the island's tocacco for use as a Tiller

in the production of cigars. In addition to these msjor

ppodllcts, the 1sland abounds in citrus rralts, coconuts,

\

1
ca The rrocess orliginatei in Switzerland and consists of
MNing sterilized milk., Milk processed in this menner does

»

LAO
t Need either refrigeration nor oreservatives,



lone staple cotton, bansnas, plantains, tropical rcot crops

’

an? hor+icultursl products.

"he tourist treie is a good source of income for

Puerto Rico. EZecause of its geocrephical lccsation, the

fsland in recent* years has beccnie the travel crossroeds of

*he Taribbezan. Excellent air and waritime connections at

molest cost, fine beaches and first-class accomnodations

mezke "uerto Rico an ercellent vacation spot.

nce Spsnish days, ecriculture has been the meln

(O]
(e

source of emnloyment asnd income, Hut et the present time

there is a stront trend toward industrielizetion, The pre-

sent covernment, convinceld thet scriculture 1s not ahle to

provide sufficlent emplovment to resise the standard of living

for a cons*antly lncressine nopuletion, established the ITndus-

“risl Development Conpsny in 19L2. In 1950 the industriali-

zation procram was further strengthnerel by the crection of

the TFTconomic Development Alministretion, This well-plenned

fndustrial »rocrzm is producine exceilent results, To date

02 industries have been established in Puerto Kico creating

more +than 32,000 jots, It is expected that by 1940 there

*111 be more tran 30,000 factory emnloyees. In 1957, for

+ -
Ne “gpet time in the history of Puerto rico, income from

Manuf acturing wes 4hicher than that from agriculture.
The Wholessalinzg 3ituaticn .

A
<

. v - e .
. Y ! 4 o N
y0d wholesalers, as okthers in the footi distribution

SVYs +
“SY%em {n Puer*o Rico as a general rule, operate on the same
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per vesr, e A SO PER S Do LITDErR, CPOFeTS,

Jobters, wrrnufachar-ris v vl 0t s ng L ey

butors. Host o7 *flhigw meile enecicotioe 7o ce of crooeriss
or processed airl o te, £osa ESSUIE D SNSRI R ope

zed wholesalers = Jobi-ro . wesl s hogdaee, Tonortnine

merchandise from tiie Trl-a Cohater 0 doiinleen Ton i lic,

tnother fector fu-r ares W i x0iias ines
the large number of 3::8ll scaie ici=snlers ov {oberas
as they are called, Tne ercncn - l=e v oars whe jalan
.an exclustive dis+*ribuator 1 &L~ "rn Turn oo oy LA otne

cities of the island, He =rils toe o woelee-Tep, o291 in

cases to another snaller wholesslzi, o 0 The rpelell
end finally to the consumer, “rro.h ruls rouse, eont

the hanillers 2ids to the cost o7 *i- ©¢»nho:s 257 mruss a
profit, i.oreover the inesdeacuate vhvesircal “aciiitiez of
wholeselers increase the cost o7 the ran o, LU T e
werehouse "faciiities

Waterfront, These vulldings are with few cocentic o, tlo

S&hie ones that were in use at the teglnnin oo v 2o

<t
v
)

Lack op platforms, absence of adequate tr.cx ..
Ine Facilities, iluiited cold storave factli-icn ve sc.e

the tnarked deticlencles of thnese 1zile nailiirc-z, e

hd 1]
‘Bui £y conditlons 111+ i

le ~onnes=se . with sLo croecery unin

Perhans peur

2

t .
he Untted tateos to nct v v lize tas: ovocors in fuerto

T

2 age ol meiorn beniline eq.inm



are nnshle to buy natlonal branids as freely as they do so

on the main land. On tne island gerc ardise 1s Imported by
frarchlise denlers, ™ey handle a 11m1tpd numter of nation-
ally advertised prcducts. These orrcanizations although having
the limitations and leflciencies nreviocusly mentioned, main-
tain a relative good control of “usiness operations. They
cor.duct 2 promoticnzsl canmpelegn using the various cosmunica-
tions meiia avallable. “ney have octalned excellent results
since conswiers as a rule, sre brornd-conscious asking for
the advertised procucts wi.erever they go shoppinc. Usually
these exrlusive ilstributors have little real competition so
their naregins and earnincs are large.

A1 thouch Puerto “ico has been traditionally en arri-
c:iltural country, most of the basie focdstuffs inciuding
"resh “ruits and vegstables are Iluporte®, The aoricultural
co - .oditlies leoeelly nroiuced sr~o suser cane, coffee, tobacco
and nineawvlies, They =2re considered staple products for ex-

vort, 3Imall amounts of winter veretables, trcplical roots

erepsg gnt tenanas are exnorted to New York:

n

The umetronellitan Jan Juan warket 1s the most
fivvortant wholesale market clace in Puerlto Rico
in the receipt ond distriburion o7 lecslly grown

- nrciuets, Included In the imports are meat and
mest products, lari, fets and olls; rice, beans,
and other ¢rsins and cereels; canned and processed
fcods, dry rroceries, fresh fruits and vegzehatles;
poultry aanil poultry products and other foodstuffs
of lesser 1lmportance from the volume standpoint,
e locally vroduced products include fraults,
vecatalt:les, poualtry, egzs,  meat and some commer=-
cia‘;y canhned goois,

\_. : —
2
£ U.3., Uepartment of Agriculture, Froduction and Market
jil\isfrafion, “arketing and Pacilities Research Lranch in

BISIDQrmtion with the lepariment of Agriculture and Comuerce,
r

ar to nico. na"VaUan Facilities for Farm and GSelated 2Produch

in

S

ar §g§2 Juan, PU T., T7asht N tC1y De Cey 19557, pe 11

n
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"he followinr faclilities are availstle for handlines

imported food nroducts in the San Juan area:

l. An area six-hlocks of wharves,

2 4 peneral wholesale snrket carvylng &ll kindis of

comunodities in the Rio Pledras arez,.

3. A whol=sale business in the 3enturce area scat-

tered throurh different territories,
Plers ere waintalned In -3an Juan by &1l shipping

lines usine the nort. Scume of “he warehouses are adjacent

to the wharfs, others are situstel within a few hundred fect

from i1t and some are separated from it by a roasdway 50 to

100 feet in width, Yach steamsnip line provides, without

charge, warehouse space for storine merchandise for a period

not to exceed 5 days,

’

All the unloaided hirhly perishasble comioldi-
ties must be move:d lmuediately to cooler or freezer
storace on retail outlets, Tince retail ou%lets
are limited In the volume they can store, they
buy mostly on s day-to-ley vasis, rlost winole-
salers end brokers move as lasrge a volume of the
commodiities unloaded as is possitle withina the
period of srace grantei by the shipping line.3

Fetallling at Present
Qur present foo:d stores have not evolutei from the

fener.al stores or other forms of retziling, They started

88 s ingle line cperations and still are at present. With
g T r
the e xceptions 0¢ the prosressive owners, that have moderne

129(1 their stores and of course the supermarkets, tne bulk
& »

\

BU. S. Do A4y 0D, clt., pe 30,
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of our “ood retall outlsts are as nearly the same as grocery
stores used to be in the mainland iIn the late twenties,

“hen Mrs, Tonsuamer wished %o buy her groceries,

meats and produce, she generelly had to visit three

di fferent shops. Cookies and crackers came out of
the biz barrel or box, Did the merchant know how

much it cost to do business? Or how much profit

he made? No statistics were kevnt, there was no

measurine stick. Goods were simrly sold at mark-

up, ani overhead expenses were consldered only 1n

coanection with rent, 1lirht, veper, and ice, All

meats were cut to order, [flattered meats were s

rarity because customers wenld not buy them,-

Althiournh the present conditions in food stores in
“uerto Rico are aot a pressure-cony cf the above, similari-
tles leave rno douvt that there i1s a 1eed for a native Ssuuliers

or a modiern Cullen on the !sland,
N A

The food vtusiness "panorama" cf theitsland roveals
many types of retzilers, the ccmnonest is the one "at the
next corner”™ workirg chiefly in straieht groceries. He may
1ave 2 or 3 tars of onlons and potzatoes, a case of garlic,

and in season, a liiited sunnly of arples, pears, grapes

and prunes.

Since t*he end of World War II many of these grocers
have bousht service tyne meat dlsplay cezes. They use this
fQipment 2s an "all purpose" unit. ™They use it for meats,
dail’y'and produce 1tems., 2Jesplte this, more than S0 of the
Store volume comes from dry groceries. .

There are no records (the writer has not found them)

of N . .
the first self-service store oprned in Puerto Rico. During

\

~immerman, . .i., The Super rarket, (New York, 195%5),

P, 9.
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the war period *he covermuent of the island eatabiignaed 1
number of stores. The nurnose was to ovarcome the "Lla Kk
rarket" practices of trose da&s. They were operatel b} a
public corporation named the Puerto Rico Acriculturel Co.
and known by the initial letters as P R A C O stores, "hese
stores carried groceriés, me~ts and produce, The grocery
section operated on a self-service basis. Although they
were a “alilure as tusiness en*ernrises dine principally to
manarem=nt “»iiclencles, they ~ ¢ raged the grocers to
endancer in the self-searvice departmentalized store, HMany
of these stores were ocougcht by private operators ana tcday
somne of them are very nrcfltable,

Consumer owned stores or coopérarives have beer ire
creasing in number since 15L6. At that time the governmernt
snrowadi & Cooperative Law that cusrenteed bto vembers el ~ i
ves tments. Close government supervisicn of the organizatione,
edur:ationa% pracrans and financing institutions helped in
their development., These ccoperative stores have been de=-
veloped princivally in the rural srea and small towns. The;
WOrk 14n nearly the same llnes as the small retailers such as
"over the counter sales", sales on credit, poor loc:lfraticn,
lenorance of moiern rrocedures In store managemer* end ¢
Marked need for working capital, In 1950 these snall ccorera-
*1ve stores orgaalzed a Central Wholesale,

In 1955 a grocer.from New Jersey opened the first

-~
"Tle gyuper market on the island, Although there were other



stores of a relafive good size and dcing 2 cood volune '

dt4 not fulfil?l tﬁeVEOHCepts cf the definition of & suj:-

market,

A highly departmentalized retsil estatblisi -
ment, dealing in foods and other merchandise,
elther wholly owned or concession operated, with
adequate parkine svace, doing a minimum of
%1,000,000 annually. . "he grocery departmeat,
hcwever, must be on a self-service tasis snd ¢11
sales are on a strictly casbh and carry basls,-

The advent of thils new tyve of operetion zwolke sor -~ ¢ tb>
grocers, They started remodeling and mocdernizing pr. v -
for their stores. The result has been that a nirio:r v

super markets are being built all around the island it

especlally in the San Juan area, A fairly cood num-er of
better retallers usually of the self-service typz kave Ze=-
veloved, Advertising was unknown to grocers three years

aco, hut is now a necessary tool,

Physical Marke-ing Facilities For Farm Products
T™he Inefficlent marketing facilities for far. pro-

ducts in the San Juan, Santurce and Rio Piedras area: ar: s.

heawv 11y burdened with inadequacies that the neei for & -ome
Plete revision of this situdtion can no longer se ovs:..ite .,
The marketing of agricultural produccs solc cuj; % e

f D .
°f Puexrto Rico i1s left to brokers, agents,and >emmiezic:.

flerchants, Retail food stores get their supplies Tron

truclfféxe who,buy from farmers, or they are obtained at the

\

5Ibid., pe. 18,



public market places. Isncrtei croduce is voursht Trom

wheolegalsrs asnd from brokers and distributing agents who

verforn the functions of wholessalers,

The lack of an orderly marketinz system for farm

vroducts has grestly influenced the pattern of acriculture,

It has vprevented desirable diversification and limlted pro-

dnction below thet warrantedl bv availlable resources, Lands

which should be planted to food and other crons for local

use are not utilized to the bvest alvantare., There is a fear

on the part ot the farmers of prroducing food crops because

of the risk that these mayv not be absorbed by the local

market, thus forcing prices to low levels with the subse-

quent losses to the producers, As a direct resalt of this

a1 tuation, farmers are more inclined tec follow extensive

proiduction vractices instead of intensive farming.

Consumers in most towns and citlies need the food

eand other products that could be produced but are not avail-

b1l e due to the limited volume that reaches these markets.
“hery locel prcducts are availavle, they usuelly are of low

Qual T ty and noor condition. The distribuatiorn of tomsatoes,

fraf s, and some root crons has improved in the metropolitan
due wostly to the ewucational activities con-

J
3an  Juwuan area,
e Services and other agri-

Meteq by the Acrlealtural

¢4l Q1 xal epencles.
ks a result of the Inadeguazies and lack of the phy-
st : ,
81 marketine facilities, “armers care very little about

vaxr .
T = ties and oroiuztion, “hen a creop is harvested, the
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vortion to be solil is markete! without regard to grading or
packings The production mcves to the market as harvested;
the good mixed with the infarfor., There 1s no graiing for
the local mearket and no cormmercial standaris set until 1652,
when staniards vere develoned for a crcup of local products,
Farm vrocucts reecn the market irn odd types of contsiners,
most of whlch offer 1ittle proteétion in shirping or storing,
Much of the prcductica noves el tier in bulk or in bars, The
indiscrimirate nackarinc and hendling that 1s employed slcws

dowun the buying ani sellin~ functions and pravents the de-

velooment of buver confidence in lcecel rroducts, All of

L

this 1s re“lected in toth the price peic the tuyer to the

V-
“

-
e
~

farmer and that charpged to the custorier,

The Jmpercver handline and transporting reduces the

keening quallty of the vroducts In such a way that sales to

thhe merchants are reduced or given at such low prices to
avof & cerrying the sunplies vack *to the farm taszt tinls itself
cons titutes a thecretical surplus., Storekeepers do not want
to rf sk stockine voor-keerin: quality fruits and vepetables.
Sftoclk s usually are low @nd ccensumers cre uneble to satisfy
*hef r Sjemands, Instead, wholesale =nd retail cutlets prefer

to h e rdle imported suvstitutes such es Trish notatoes, onions

Nl o+ herse.

Tre bulk ol the food cormcec'iles finds its way to the

Clris ' . " .
'S lirner through the municipal mzrxet places, These morkets

=

SeY Ny -
~* o3 concentration points for egriculturel produce.

P s i ecd rerailice furctiors nre vuestlv rerformed by



the same opersetors and ere intermincled, The physicel fecili-
ties are inadequcte gnd are uses nainly for retziling wear-
ing epparel, fooi, and teverare stands, As not cpersted,
these municipal markets serve neither the wholesaling nor the
re+ailing ‘uncticns effectivelve. The lack of parkinc sovace,
the atsence of losding and unloadinz rlstforms, the multirle
activities verformed that are nct related to the marketing

of acricultural prodncts, and the crowded condltions at these
riunicipal narkets resvlt in confusicn ana prevent the free
evnregsicn of the economic forces of suonly anid lemand,

The municipsl markets of the metronciiten San Juan
are2, located at Rio Pledress end Ssnturce, Fonce snd Mayague:z
orerete with fairly larce volumes of oroduce, bat there is
a tendency to glut them with cosmodities which mos* other

markets mav ve lacking, None of the municipsl merkets have

refrigerated Tacilities for rerishables; and teuv private
comriercial cold-storere facilities sre avaiiable,
With the exceprtion of a limited amount of cpen street

and sidewalk svace -2t the Rlo Pledras and Santurce markets,

ther -~ rpe no 7facilities for farmers and truckers, The limi-
ted s vace avallable offers no protesction to the produce of-

e }
-erec<id  for sale,

Pregsent Supplies of ifleat In Fuerto Rico
Althoush some coats ant? sheep sre produced for
sl
BV et ter, cattle is the Tslani's most imnortant source of

nea 4+
* hoes rankine second. Larcre land 2reas with small



vepulstions are most adaptable to the raising of beefl cattle,
In Puerto Rico, just the dpnosite condition exlsts, too many
people &rd tooc little land, The 1sland hsas, for many years,
fmrorted meat to supplement 1lts-inadequate local supply. Per-
haps this 1s the main reason why Fuerto Rico Is not a meat-
eeting country,. _ B,

4~

Surine 1955, aversge consumption'gf.ail meats in-
cluding onoultry was around sixty pounds per verson., This is
arproximately one-third of the meat conswnption per person
in the United States, ILovw i1ncomes par*tly explain this, but
there is slso a scarcity of ~cod quality meats, The future
promises z dif "erent plcture teceause of the rapidly rising
ircome In Puerto Pico and pnleans for Improving the quality of

meats,

Cettle production is mcre or less distrituted throurh-
ou* the island, In the south and southwesterrn ereas of the
la2and, 1t is not sultstle for cultivetion because the rain-
fall 1s low, and consequently more sare relsed for beef, They
are maintained in the oven rance without any special care or
mansa grement for finishing to the msrket, ™e predominating

breerig are the crosses ot nstive cattle with Zebu or Indian

hump e 2 cattle and elso blood from the delry breeds such eas

Hol

\ ’

S tein and Gnernsey.
In 1652, the Jepertment of Asriculture of Puerto

R .
leo < stablished a program for the rurpcse of improving the

pa . ;
PAS i re lond on the island, and with good results, Farmers

are . .
'Astne fdle land for cattle craring ccnsequently the

Qua : : .
1‘3-?1y of the cattle 1s Improving., The Land Authority, =a
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public corporastion engazed in the sagricultursl buslness, is
glso conducting a progr=m for the improvement of beef cattle,
Private concerns, esvecially sugsr csne growers, ere now
using part of their land to reise improved breeds such as

Hereford, Santa Gertrudis, Shorthorn, Erown Swiss, and

Charelois.

Present Marketing FPractices for Livestock

As rientlioned vrevicusly, vecef cattle offered for sale

in Puerto Rico are not fed properly. Producers derend large-

- 1 . A ) )
1y on pasture for Tirlshing cattle, calvks.and gosts, Table

garbare and root crops are used for firishing hops. At

other grains

o

present, the 1sland does not proijuce corn an

In sufficient quantiry for feeding farm snimals,

Marketing Live Animals

The farmer may eltlier lead or truclk his animels to
the market plece or weit for an inderendent buyer who visits

the ftarm in hils truck,.

“armers with meat aniinals for sale make sales
n two ways, They sell them to an independent
buyer, who usually owns a truck, or they tske them
to one of the marxet places, The market places

in reneral use are near tne central part of the
cities and towns near the "plaza" or certein
vacant lo*ts in or near many cities and towns,
where weekly or bleweekly sales sre mede, 1In

any event, the Tarmer makes his own ssle to the
buyer, since the auction method is not in use,.b

™here sre 1¢ privete sales lots on the island, "he
P
iTMe x5 or indevendent buyers pay from 10 to 25 cents per
en By = T (3
ima for the use of the lot., More livestock i1s sold in

the
S®© open lots than in any other type of market,
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Slaurhterins Facllities

In 1657 there were 76 abattoirs overcting in Puerto
Rico; 71 are municipally ownel and the other S belong to
private concerns., The abattolrs provide fresh meat to con=
sumers daily end a market place for'meat animals produced
in Puerto Rico, In a study ccniucted by the Unlted States
Department of Asrliculture in cooperation with the Department
of Agriculture of Puerto Ricc, many deficiencies in the
operation of public avattolrs were pointed out,

The abattolrs veary greatly in size, shape,
and design. They are "hulls" of buildings, with
a killine floor, a holst, and a carcass rack.

"™he carcsass rack is senerally in a room of the
killing rcom. windows or doors sre not screened
for protection against flles or other insects,
and there 1s no cooler and chilling equipment,
Most animals are killed and skinned on the floor
in the killing room. The usual practice is to
kill beef animals by the pitting method, an
ancient method whereby the animal 1s stunned

by the severance of the nerve at the base of the
skull, which retards hleeding. The blood remain-
ing in the flesh of the animal tends to add soft-
ness to meat and hastens bacterial reaction, con-
tamination ani spoilage.?

Conditions In the oprivately owned slaughtering places
werre not much aifferent:

The six known privately owned slaughtering
places in Fuerto Rico primarily slaughter large
esttle and heavy hogs, some. of which ere produced
on the farms of the slaughterers. Several of the
larger plents do a limited amount of processing
and curing, but the facilities used for these
purposes are very crude and are not inspected for
sanitation, The slaughtering facilities are of
about the same design as the ovubllic abattories,
Several of the larger ones have some cooler space,
smoking and cutting rooms, and equipment for
sausage manufacture.d

TIb1d., p. 110.

81014., pp. 111-112.
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The Organizaticn of the Food Distrivbution Program

14y

The effects of the deficiencies in the food distri-
bu*ion activities both at wholeszle and retail levels neces=-
sarily were felt by consumers., The research studles conduce
ted by public'and private agencies broucht good information
in rezard to the situatlon,

T™he conswners of Fuerto Rico were paying an excess
of %29,000,000 due to deficiencles in the food distribution
eactivities.s To Ery tc overcorie that situation the Governor

of Puerto Pico appointed a Tood Advisory Commission in 1953,

This was a group of some twenty btusiness &and governmental

e

nd 1

(W]

execu“ives from ruerto Iico
ITn Webruary 195L, the Comuission submitted a report to the
governor with the followins conclusions:

1, The cost of marketlgg‘ﬁqfﬁuerto Rico was too
high.,

2. The diet of the majority of Tuerto Ricans was
unsatisfactory.

3. Moo much food wss imported, thus raising the
cost of food to consumers end losing votential
revenue for the Puerto Rican farmers,

I, Since food takes a bies shzore of the family
budget, a reduction In the distribution costs

of food would substantially improve the standard

of living.

ie continental United States,
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than

Q
in Puerto Rico.-

L\

Tiatribution on the mainland was more efficient

After studyine the Food ifdvisory Comalssion Report,

the Zovernor of Puerto “lco aprointel a coummlission in order

to draft an
: 0
tlon1 emnloyved

craduate,

following were the recoiviendations of Mr,

Sc’:f.i(‘;n.

The

Mr,

to nrepare a Fgol Distritution Progzranm.

“conioitic Develooment Administra-

Lee Feller, a i"ichigan State University

The

w
!

eller in line

with the recommeniaticns of the “ood Ldvisory Comuittee:

1. A Consumers Cooverative Development Prosran,

2. T™he Crganiza-ion of a Retallers Owned Wholesale,

2, To Prcnote the Zfficltency ol "Molessaling,

"o Filaecatiorzl and Followeuw: Froorweid,

L. Cneonrarinr and Tevelornrent o Volaubary ooy,

H. Dnmer Uagitet Tinance ani oevelonmenh o

7. Cther »eletesd prosrus.

bartells of the Prowerw
1. Y eumers Coonerativas

e Toed fdvisory Comtlssion o phasize the nocasa
ST ta of eprcuresing the ccorntumers coonarasives developriont,
———
R - Icommonwealth of Puerto Hico, Zeconomic Leveloprient
:§?17 Oistrations A Krief History of the Tconomic Develovnment
AT 3 =3 = hrepenr e ~ = TS
21 M fstrationts “nod Jistribution Frocram, (San Juan, 195-7),
Pe S

10 "
no Note: The Economic Development Administration is
wi_r}¢Y1 also as WOMENTO and E. De A, It works in coordinatlon
Gov . the Industrial Development Company (PRIDCO) and the

9881

v .
< nment Developuent Eank,
= tance to new industries,

The last two coffer financtial



mThe s e stores constitute an outvost in the improvement of
exis ting marketing condi tions in the rural areas. Tor

the 1 r erowth and develonment they needed tecnnical assistance
{1 both retelling end wholeszalines operations. -To attain the
proposed poals, the financing help ty Fomento was of a para-

moun®* importance.

2. Retatler-Owned ‘“holesale
The recoramendation was that "Fomento" provided a
full=time organizer to encoura~e retail grocers to establish

and operate thelr own wholesale,

“holesale Efficiency Progran

e present wholesalers were faced with the problem
of movine their establishments to a new waterfront, Fefore
tha+ they had to luprove thelr present overaticnal activi-
tles, Tt was proposed that Fomento rrovided a full-time

congnultant to assist in molernizing these establishments.

e ducational and “ollow=-up Prosram
Prmento proposed to ilre a fulletime training director
and g full-time sssistant, “omento stated that "in a long

bl

Un »11 plans will rise or fall on a well concelved and execu=

11 Plans were to coordinate

teq Tersonnel treining prosranm”,
the nictivities of the training director with the vocational
PPOeryamg of the pepartment of Education. It was also pro-

"°8Se q that in the lons run the educationel program be

\

1lEconom1c Development hdminfstration, A %ood Distrie

Egﬁlgzg Procram “or Puerto Rico, (Sam Juan), p. 13,
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absorbed bty the University of Puerto Rico through the Agri-
cultural Extension Service.

The aims of the educational program are:

1, Seminars with key people from the food fleld
in Puerto Rico.

2. Training procrams for store managers and key
personnel,

3. A publication program to keep up to date persons
working in the food busliness, both reteiling and
wholesaling.

he Personal assistance to aitd individual operators
with technical help to remodel old stores. A
program to send people to the Unitsd States for
speclial three-moﬁths on the job training,

5. 3uper lMarket “inance and Coor:i'natinc Co.

Cne of the recoumendaticns ¢f the ™ood

v
P y

Adviscry Comunission to the gd&génﬁent was the estabe
lishment of ©vleg Super Markets, They alleced that
tnis tvoe of operation "ofrer the createst potential
for irmediate improvement of the maerketing systen,
since they can be used as examples of modern distri-
bution and as a training group".l2 mhig same come
mission recommended to the government the acquisi=-
tion of suitable sltes to locate super markets, At

the ssame time the government should construct and

12zconemtc Development Co., Ops cit., p. 1lli,
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equip stores for rent or sale on equitasble terms
to bonafide Frocers or operators or to provide
financial assistance for this purpose, ™he advisors
were thinking of vproviding the efficiencies of
rultiple store opérahion and at the same time re-
tain the advantases of the individual ownership,
To implement these recomﬁen}@ﬁ%ons, “omento 1is
actively forientineg the organization of & Super
rMarket Tinance and Coordinatineg Company to be made
up of investors from the food fleld, preferably
local, This tyve of organization will operate in
the following way:

a, A private concern would lease or buy a
number of suner markets (ten is considered
the minimum for an efficlent multiple store
operation) from‘the Puerto Rico Development
Co. (PRIDCO).

b, The Super Market Finance and Coordinating
Company is to equip and stock these stores.

ce The same company sukt-leases the stores to
independent operators provided they sign
an operatine arreement with the private
company. | )

1, The oreratinr agreament between the Super
sJarket Finance and Coordinating Company and
the Indenmendent onerators provides for cen-

tralized services such as accounting, meat



AN
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supervision, produce supervision, centralized
advertisine, personnel training and 1limited
freedom on purchases and e:iployee selection.
e, The operators leasing stores from the pri-
vate Pinance and Coordinating Co. are to
go to the United States to take a traininz
course. This on-the=job trsining must last
for at least three months, The operating
agreement alsc vrovides for the hiring of

a "State-side" manacer supervisor,

'

« Rifty percent of the pnrofit from each store
shogld be returned to the private develop-
ment organization to pay interests and the
cost of the centralized services rendered,

e remaining 50% of the net profit from
each store would be transferred to the
owner-mane~ser as his equlty., ™he manager-
owner wouald be naving for his store out of
his 50% of net profit, When the total pay-
ment would be completed, the owner has the
privilera of”sigpiﬁg a new contract with
the private I"i:’x'z;nccz eni Coordinating Company,
doine a8ll the centralized services avatlabhle
to him st 1% of srosas sales,

Aecomp ] 1 ghments

Ae  In July, 1956 +he Ezoromic Development Administra-

ticn creeted the "Devartrent of Coumercisl Developument",



.
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The crearién was 1n recoznition of the need for
agsstistance to commercial estsvlishments other than
food stores,l Puﬁ*thgfﬁood Distribution Prosran
AL :

remains ss the maior rvart, ™nhis new Nepartment of
Commercial Develonment is at present engaged in a
series of activities with the purpose of continu-
ing the growth end improvement of the food distri-
buticn In Puerte PPlco.
™e educatlen prowram has c;nducted numeroas activie
ties with the nurpogse of traininc new ernplcyees for
the store, ond for the betterment of those alresdy
tn tne tusiness. The follewing training and worke
shops have Leen conlucted:

l. iwanagement Tralning.

2. Cashier Train’ne,

3. Sacker-carry-out Trainine,

I« bteat Cutters and Wravpers,

H5e FReteil ‘ecrountirng Trainine,

6., Preduce Clinte and “orkshops.

7. Dalry Ferscnnel Treininc,

"

'udlicstions.
Aa. “undamentals of balanced Store
Flamninse,
D A Fagic Course in Crocery Merchan-
dising.
¢c. TProduce erchandisinrg,

ds Trmortance of the MHest DNepartment,



e. Dalry ierchendising.

fe« Planning Your work st the Checkout.

2. Selectine food Personnel.

he. Developinz Executive Ability iIn
Store Manacers.

{. Indoctrina*ion end Orientaticn of
Employees.

j. Some Practical Guldes t6 Fetter
Shel f=Stockins,

Q Asatstance to Indlvidual Retailers,

.

211 of these educcticnel activities nave been conduc-
ted in a coordinatedlform with éther rovernment agencies
estecially with the Tevartment of Eiducaficn and the Azgricul-
t+ursl I'xtension Service, The Fxtensicn 3ervice has particil-
nated very actively Irn these activities. teilng 2n educational
ins t1tution, they have ccnducted & consicderzble number of
trainine vrograms for the versonnel in the Food Distribution
Procoram and with retallers, The maln eiphasis has been on
broduace and meat merchandising,

C. Remecdeling crogram converting ola service stores to
self=service, has keen successful, Scme private
concerns are coopéra*ing with reteilers to help
them modernize their stores., The Arricultursl Ex-
tension 3ervice last year started en educaticnal
program for fool distributors including store re-
modelinc services.

De L zenersl lowerine of the food orices has teecn re-

ported since the ¥cod Distribution Prosraa was started,
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E. A generel lowering also of the prices charged by
the United States menufacturers to Puerto Rican
importers has been reportedi. I!any lines of items
charced as export merchgndise have been revised

and changed as domestic operations,

!

« The orranization of a cooperative buying group.

In 1955 twelve crocers united togethier to y.oci
their efforts and orzanlize a retailer owne? wholc-
asle unit, The office of Food Tistribution assl: !
a consultant to essist *nis group in developlre -

wholesale operation, a ccoperative aldvertising :

‘e

L]

s
L
3

P
<
>
-

gram, other services to member stores and pronct
new members.]3
The lovermnment Development Fank providied

2300,000 in individual loans and *3,000 to mewm: i

el

07 the assccistion. The name they adorted was

Trndependent Stores Incorporated or tetter k-own sn

1o

I. S. 7. Ffomenrc nroulised to purchase 300,00
T, S. I. preferred stock as scon as they were r-n’

o

to cperate a wholesale wereliouse.

+

'« has maie satisfectory vrocress o

I. S,
i1t 1s anticipated that the year 1953 will see 2
large iricresse in the number of retziler mentesrs
and in 1ts sales volume, The present membersrios
is twenty;seven stores, with an aversge weekly
volume of over ¢1u,600. These stores are prooc as! -

\

13

Ar?min}_s tra

Commonwealth of Puerto R1co, Economic DevelcrmerrT
tion, loc. cit., ve .



vary fast and are enterine in the competition with
vig super markets,

™he consumer cooperetive niovement, as steted pre-
viously, has been growing since 19L6, In 1950-F1,
they organized a central wholesale unit known ss
the Fuertorrican Federation of Consumers Coopera-
tives., M™ils Tederation, although having the limi-
tations.of similar orranization on the island, erew
steadily and performed an excellent job. “he Cone
sumers Coorverative deciced that it was time to
enter the urhben areas of Fuerto Rico,

In 1955, #r, Saw fasu=.ren, ferneral dvlanes+r oY
(35 5 )

v

Jreenbelt Corsumers Se%gices, Inc., Maryland, was
avnointed as edvisor for carrying out the previous
recomriendatinns of the Focd Advisory committee in
regérd to the coonerative movenment, The plen pre-
pared by lir, Ashelman was accepted, A corporation
was orcanized by the Puertorrican Federation and
Puerto “ico Development Co., known as Borinquen
Consumers Service, Tnec, or t, C, S, The following
commitments were made:

l. Puerto Rico Industrial Development Company
disbursed to L, C. S. #150,000 for expenses
incurred during the first year in training
and development sctivities, The Legislature
offered an additicnal 7150,000 to be given

to 2. Ce Se, 2100,000 the second year and



\PS)
AW

250,000 the third year, )

2, P RTDC O contracted to lease to B C S
for a pericd of five years with an option
t¢ pnurchese, six rolling stores in return
for a down payrent of 3133,0¢ each, and an
anﬁual rental of 72,257 each. Total cost
of the stores wes 350,000,

3. PRI DC O contrected to purchase 2,000
shares (all) of B £ S preferred stock at
per-value of 7100 esch to help £ C S finance
its retajl and wholessle operations.

he PR IDC O contrzeted to construct a shop-
ping center to ve lessed to 2 C 3 and to

lease a central warenhouse building,

In December, 1955, F C 3 entered in a msnase-

-
L]

\

ment econtrsct with Sreentelt Consumers Ser-
vices, Inc. of raryland. Consultants from
Greeanbelt were to recelve trevel and ex-
penses pius a fee rancine from %50 to 73100
a day.
At the present time t. C. 5. have vrecticually dis-
8rpesred, In charce of the manasenant of the cooperstive

Q - 1
“Uper Tlarpket at lMayaguez is the Puerto Flesn Vederation of

y <
‘Nsumers Cooperatives, ™his stors has 8 volume of sales

-

el

°of 1%, 0c0 a week. In March, 1957 Dos Pinos Super Market was
in&ugul?sated. This is a tig store of about 16,000 square

P - :
"*®t Oof gelling ares and weekly sales of 332,000, Although

.



the organization has a number of ccntinental officers and

very well veid persornnel, it 1s not operating as expected,
The mgin reason seems to te lack o sound management

practices as pointed out by Mr, Lee Feller in a memo to

Mr. Heriberto Alonso, of the “conomic Development Adminis-

tration. "The keya to the current problem lie in procuring

adequately trained personnel for orerations management."lu
H, Development of Super Markets. Althourh there were
some relatively blg self-service stcres tefcre the
prczran was established, they were no super markets
in the true senrnse of the word. The organization
of the foocd distridution vrogrcm has prqyi@ed
grocers with technical assistance énaéﬁfnancing.

the follewing super markets have received technicsl

and/or financial assistance:

1. Pueble Super Markets (3 units)
2. Todos " " (3 units)
2, Superama " " (2 units)
e Millers " " (3 units)
5. Caribe Stores (5 units)

6, Ottrc Super Market

7T« Ealet Super Market

1
chonomic Development Administration, Policy and

**iizzzfional Recommendations (3ar. Juen), p, 1.




EYTENSTON SERVICE



CHAPTER IIT

Organization in the Uniltec States
Extension work is larrcely the result of the working
together of two grest forces, First, Ameriecsn sgriculture
characterized by cheap land, scarce labor, new products, and
the use of credit, second, American educstion-e~as character-
ized by Ezra Correll's ijeal of education for any man or
woman in any field, #‘mericans early reccenized the respon-
gsitility of the covernment to provide practical educetion
as distinguished from the classical type.t
The very beginnines of extension activities can ke
traced throuchout American nistory. Since the early days
of *he reoublic, their lesders filled the necessity o7
spreading information to farmers and rural veople,
GGeorge Jashineton recommended to the first
Congress that a University be created with a
class of Agriculture having the responsibility
of spreading information to farmers, Benjamin
FPranklin helped organize the Phjladelphia Apri-
cultural Society in 1785, This was one of the
first organizations pledged to disseminate
agricultural infermation thrcurh lectures,

meetings snd publications,.?2

Both Washirgton and Jeflerson participated actively

In the affairs of their estates at Fount Vernon anc .lonticello

\

Ryt lLincoln D. Kelsey and Carnon C. Eeorne, Ccoperative

; ‘ig?s'lon Work, (ilew York, Comstock Pubiishinz Tompany, 1%.%!,

; m

>

men + 2"Development, Phillosephy and Ovnjectives", Your Aproint-
§?§§’ (East Lansin~, Cooperetive Extension Service, iilchican

: e

University), p. 2.
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respectively., Feorre Wastinegton 4i4d much te promote a dis=-

vy

continuance of the one-crcr tobacco system in Virginia
smong the tennants of his 70,000 acre estate., He also tock
interest 1n mule breecing, having received a gift of some
superior ssses from the king of Spain. In 17%6, he urced
Conpress, in his State of the Union massare, %o create a
Board of Agriculture.3

"he firm conviction that all persons, including
those who t111 the soll, could benefit from education is
typlcal to the American way of teings. It is sienificant in
the develonment of extensicn work that, there has been from

tizal=economic climate in tne

«Q©

e

the beginninc, a socilal-nol

Uni ted States that encourages men *o learn and to anrly

L

N

kriowladge to the »nroilems of maxing a livins
T™is in vart, accounts for the ranid snread in the
1383301s of asricalturel socleties, patternsl after the
}Uliﬂlade;phia Societvy, to nearly everv state in the lUnion
for thne nurpése of exteniling information in the field of
aTr iculture, The Michitan Acrisultarsal Soclety was ine-
SEtrumental in ~ettine ths state lecisleatare to pass the

®Ct creating dichiran Agricultural Collere, now lichlzan

S+ o , e :
>~abte University, in 1855, These societies, tocetner with

—_——

- 3John T, Stone, "A Direst of Sirnificant Historical
ie"elopmenfs Leading to the Passinc of the SmithelLever Act
“rx 191L", (Fast lLansing: Acriculturar Extenslon Service,
51*3T1;nn State Uriversity, 1957, unoublished mimeorraph),
- L 1

e

u"Development, Philosonhy and Obiectives", loc, cit

——
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other agricultural orgenizations, were also influential in
the =stablishment of thie Unlted Ststes Departiient of Agri-

sulture in 1562.°

Laws Crea*ing the FExtenslion Service

1, lorriil-Land-3rant Collese Act, In 1854,

Justin Morrill of Vermont introduced hh; f#pﬁ%fLand Grant
JoT12ceFitl which was vetoed by President btuchanan under
areitare from the Sou*th, In 18561, Mr, Morrill introduced
*t arain, and it was sizned bty Atrsham Lincoln. durine the
Civ.l “War in 1562. In the saie year were nassed the first
Homesgtead B8ct and an act setting up the Federal Departient
of Agriculture.é

2. 3Sntth-lever Ac

of 1914. This Act 1s the

foundstion unon whizsh the whol= system of cooperative ex-

trnsion work was built, The following is a brief sumary

1

¢ :he four maior vrovisions of the act:

2, WMust he a coopnerative work: It must
te carried on in connection with the
landerrant colleve, in cooperation
with the T.3. Department of Agricul-
tuare, The act enables the use of
plans wnlch mavbe mutually agreed
upon by the Secretary of Agriculture
and the State Collere of Agriculture,

.
L]

finance and Availability: In the first
vear a certain anount of money (310,000)
was rranted to each state without need
o' state offset, The sum continued an-
nually, The next year %600,000 was
added, and *500,000 was added each year

John T, Stone, ov., clit., v, B
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thereafter until 1¢22-23, Additional

annrovriaticns had to be offset by a
like amount raised within the state.

c, oJuplicaticns or ofTset: After the
oricinal 710,000 has been pald to the
state, no azdlitional funds mey be alloted
to the astate except iIf equal amounts of
funds are anrprooriesteld for the year by
the legislature of such state or pro-
vided by.state, county colleye, local
eurnon&f5 or individual contributions

from within:the s*ate.

d. ILimitstions in *he Use of Funds: There
were sorme limitations to the use of
funds sach ass rental or purchases of
building or rental of land, teaching
at colleres, arricultural trains,
printine in ercess of 5 percent,

The state had the perrocative of determining which
college or colleges shculd adainister the funds. The deter
mf ned college was to make annuaily a detalled report of re=-
celpts, exnendltures, and results to the governor of the
state and the Secretary of Agriculture. It established a
na tiocngl system of cooperative educztion between the state
agr i cultural collece and the Departinent of Agriculture, which
was sgoon to lead the worlid tn metihods and effect on rural

11f‘e,7

3. Capper=-Ketcham Act of 1928, ™he main objective

07 this act was to help the further development of the co=-
°Perative extension system as inaururatasd under the iHorrill
At and the Smith=Lever Act. The exvansion oflthe service
¥orlk was to be with men, women, boys and ¢irls., The words

”
Poyse" and "zirls" did not apprar in the Smithe-Lever Act,

\

7Kelsey and Canaon, on. clt., pp; 27=29.



Heme economics work also was exnanded by this act,

ljo DBankhead=Jores Act of 1935. This act was passed
{ Dan: A ) P

to enable the extensicn service to carry on educational work
for various acencies of the United States Devartment of
Agriculture which had comes into being since 1933, and which
resulted in a temporary chanze in the natuve and amouns of
extension work in some states. The increase in anpropria-

tions resulted in an increase of home 1emonstration activie

ties.9

5. Fankhead=lannacen Act of J95., Provides addi-

1.

—— e — ————— e —g—

ti~nal fands, no% in substitution for soms avproprieted
through the Smithe-Lever and other aé¢ts surnlementel theretc,
The purrose is to develon further *he ccoperctive extension
service, especially at the county level,1?

6. The Acricunitural ilarketin: Let, ‘Jas passed by

the Unite? States Concress in 19L6. It provides for the
devrelopment of new and additional lines o work relating

A rectly to marketing of arricultural commoditles, I'unds

are alloted to the states on the basis ¢of anproved projzcts
Sett ing forth thé problem to be worked on, objsctives to be
8C *omplished zni a deflnité plan of orerstion, The Division
°? Agpicultural Economics Prorram of the Federal Fxtenslcn
Ser'vice, has the resnonsibility for assisting states in
de"eilopint Laricultural Marketing Act prcjects and appraising

Te€Sults of marketing orograms,
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Tne Cooperastive Extension 3ervice has the rezpon-
sibility for coordinating educational work conducted under
this Act with other ex*ension riarketing work. Genersally,
projects under this Act shoald involve work on marketing
problems beyond the farm, bu%t close lialson should be

\ X s 1
maintained with other marketling and p»roduction programs, 1

Present Situsticn oflthe Extengion Service
The Extensicn Service is évcooperative arrangement
between the land-grant institutions and the United States
Department of Acriculture, It Is legally known as Coopera=-

t1 ve Extension York., There 1s an Extension Service for

each state, each territory, and the United States Department

off é&griculture., All these levels are bound together by
agreements in line with the basic legislation enacted in
the Smithelever Act., "he state director of the Extension
Serwvice is appointed by the state government, wlth the
arprroval of the United States Departiment of Agriculture,
In some states the cooperating land=-gcrant institution is
the s tate university; in others it is a state college.
The activities of the Extension Service are at

thre e 1evels: Federal Extension Service, State Extension

Serv 1 ce, and County Service.

\

1
(0 "Handbook for ZExtension Marketing FProjects”,
D;asflington D. Cey, Federsl Extension Service, United States
'PAX tment of Acriculture, May 1956), pp. 1=6.
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l. Pederal Acricultural Extenslon 3ervice. The

Extension Service is the arency fhrough which the wvarious
bureaus and scencies of the Departument of Agriculture
channel information and educational material to the fleld.
It 1s in charge of a director who represents the Secretary
of Acriculture in his releations to all cooperative extenslon
work conducted by the state colleges of agriculture, the
counties, and the local units of farmers!' organizationse.
The federal office has *he reSpdnsibility for developing
and understanding of the vsrious nationel programs and
policlies affecting acriculture, To accouplish its eims,
the Service has six divisions:
1., Divisicn of Eusiness Administration,
e, Administration,
te Personnel,
C, fudget,
2. Divisicn of Extension Infcrmation
a, Administration.
be Publications,
¢c. Press=Radio,
ds Educational material distribution.
3.. Division of Field Studies and Training,
a, Fducation Research.
b, Research and Training,.
c. Personnel "raining.
1, Forelgn Student Pro~ram,
lis Division of Subject Matter,

a, Proc¢ram Development,



5. Divisicn of Tield Coordination.
a., Supervisicen
b. Coordination
c. State and County work,
eoow Y
6. Division of Asricultura} Hconrouics.
a, FProgram Development.
e FKesearch and Harketing,
Co éoordination.
d. Appraisal.12

2. The State Extension Service. There are variae-

fons of ¥xtension Service in different states:
a. Where the dean of the college of agriculture
is also director of the Cocper=ztive Zxtension
Service, Witnhin this arrancement there are
also variations,
l. The deazan is elso directcr, but an
assistant, ss:iociate, or vice-director

i opsratiocnrnal char-e of extension work.

N
.

There 1s a dlrector of Extensica, res=
oonsibvlie to the dean of the colleze of
arriculture.,

b, In universities with state colleges of agri-
culture =nd home economies, the director of
extenslon 18 responsible jointiy to the deans
of botii of these colleres for their coopera-

tive extension work,

\
Amery 12g4nuna de S. Brunner and E. Hsin Pav Yang, Rural
Coi—=38&8 and the Ertension Service, (New York: Teachers GCollere,

Co
lu"‘bia University, 16L9), pp. 20-2l.
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The state colleges with the director of

extension resvonsiovle to the president of

the institutién, This director may, also,

be resvonsitle for all extension done by

the instituticn, genersl and cooperative,.
The organization of the State Extension Service 1is

arranged in such a way to assist the County %®xtension Service

13

in those things they cannot readily or easily do,

3. The Countv Extension Service. The county work

13 centered in an adviser to the farriers, usually celled a

county azent, In about three-fourths c¢f tnhe countles there

is also a home adviser, usually known as a home demonstra=-

tion arent, Several hundred ccunties have ~2gents for btoys!

and girls! clubs, but ususglly this activity is an added

responsibility of the adult workers., This is the usual

setup, Many of the larcer and unore prosperous counties
have additional acents for one to all of the three major

areas of work.

There 18 no single pattern of ccunty extension or=-

ganf = ation in the United States., Among the states the dif-

oH

lererc es are related to variations in the laws which approved
state cooperation and to varying administretive procedures,
whickhy §n turn sxpress sciiewhat differing pnilosochies of

eXtenns 1on, Among the counties end within the limitations

\

-

1
“Kelsey and Cannon, op. cite, po L2
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set by the state laws, individual ideas of agents or local
people, varying soclael and economic conditions as the case
in Puerto Fico, such as population density, and sometimes
the ingenulty, originality, or aduinistrative ability of
the acent are scme of the factors accounting Fd} the

differences.lu

\

1h ,
Frunner and Yang, cp. cit., pp. 30=31,

—




CHAPTER IV

™he Agricultursl Extension Service in Puerto Rico

Frxtenslone-educution to rural people was started in

Puerto Rico by the Collere of Agriculture end iMechanics

Arts in 1911, Correspondence cocurses were offered to rural
puclicaticn where information

school teachers and a weekly

in regard to agriculture snd home economics, was published,

™e scarcity cf basic foodstuffs as a result of

Wworld War I, showed the nrecessity £o increase agricultural

production, To overcome the problem .of land scercity,
me thois Tor intensive agriculture were stressed, Tn 1617,
the governnent of Puerto Rico established the Fcod Con-

mt esston (Comision de Alimentos) to deal with agricultural
production affairs, To conduct the extension teaching,

Py

35 =acents and 10 vocational asrfculture instructors were

ITn the same yesr, ty disposisiorns In the Organic

. N
oln A.ag

a
the Devartment of Acricalture and Lavor was orgsnized,

'd
'“}

Ac t,
Fxtension Service was

Parmers.l

A8 a divisicn of this department, an

ormariized to teach and edvise
the extenasion activities were reorganized.

™e A cpicultural Tevelooment Division of the Department of

fer1 culture and Labor was orcanized,

lpoberto Huyke, Gulis Para el Fersoaral, (Rio Pledras:
E %» 210 de Zxtension Agricola, Universidad de Puerto Rico,
p. 60
2

Ield,




In 1631 ty amenduents to “he Orgsnic Act, the
Isular Department of Acriculture and Cormerce was e¢stabe
l1ished and a separate Labor Department orgonized., The edu-
cational ororrems to rural peorle were continued under *he
new agencys During that year the benefits of the "Extension
Acts™ were extenied tec Puerto Fico by the “ederal Congress:

Ee 1t ernacted by the Senate and icuse of
Fepresentatives of the United Sta*es of America
in Concrress assentled, thet Yecinricop with the
fiscal year ending June 20, 1933, the Territory
of Puerto Rico shell be entitled £o shere in the
benefits of the act entitled "Act to establish
agriculturel experiment statlons™ in connecticn
with the colleres establisned in the severel
States under the provisicns of an act apprcved
t.lrl.l].y 2, 1862 e e o o e o Tﬁat '-‘he expel’iment
stetion so established shall te connected with
the Collere of Agriculture of the University
of Puerto Klco anl it shall be conducted
jointly and in collaboration with the exist-
ine Tederal experiment station in Puerto
Pico.

In 1933, ty resolution of the House and Senate of
Puer to Rico, the ccoperative activities for extension edu-
cat i on between the United Sta*es Department of Agriculture
and the ilniversity of Puerto Plco were accepted., As a re=-
snl ¥t of tiuls asreeuent all the educstionel activities of
the T>epartment of Agriculture were trsnsferred to the newly
Crea ted Agriculturel Fxtension Service of the University of

Puer+ o P.ico.'*'*

3

Kelsey and Hearne, op. cit., p. U402,

&Roberto Huyke, op. cit., p. 7.
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In 1935 the Congress of the United States made
effective the exlensicn of the beneflts of the pankhead-
Jonea Act to Fuerto Rico:

That the provisions of section 21 of the
act entitled "An act to provide for research
into basic laws and principles relating to
agriculture”and to provide for the further
development of cooperative sgricultural ex-
tension work and the more complete endowment
and support of land-grent colleges approved
June 29, 1935, and known as the BEankhead-
Jones Act, be and the seame are hereby, ex=
tended to Puerto Rico in such amounts as are
herein after suthorized without diminution of

the amounts euthorized for payments_to the
States and the Territory of Hawali.>

In 1946 by virtue of the dispositions of State law,
292, & ccoperztives education depertment wes created as
part of -the Azricultural Econonic Division and in 1947
new appropriations fromn *he Federael zovernment helped to
increase the sctivities in consumers education and agri-
cultural marketing.6 The %xtension Service is constantly
increasing activities to reach the population in rural and
urban arees, During 1957 the Cooperatives Education Project,
e division of the Agricultural Teccnomics Department was
transferred by virtue of law to another covernment agency,
but a retaillers educational program was started that same

year,

5

{elsey and Hearne, op. cite, p. LO7.

6Poberto Huyke, loc, cit,

LR
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Present (Crganizatiorn
At the present ftime -the island of Puerto Rico is
divided into eight Extension zones with a total of 70
districts. The zone organization of the Zxtension Service
in Puerto Rico is:

l. F%i1o Piledras Zone. Couprises the northe-east area

of the country and includes the Extension districts of Rio
Piedras, ™rujlllo Alto, Carolins, Lolza, Rio Grende, Luzuillo,
7ajardo, Vieques end Celtaz, The zone is headed by two super-
visors, one for the dis*rict 2gents and one for the home
demonstretion work. There are 17 agriculturasl sgents, 1l
home demonstreztions arents, two soill conservation workers,

5 consumer education agents and 3 marketlng arents., Four=-
teen employees are in charge cf office and clerical work.

™o extension afenté are working in a “arm and Home develop=-
ment progran,

2. Arecibo Zone, Is situated in the rnicrthern part

of the island, Eicht distpicts ere Included in this zore;
Arecibo, Barceloneta-florida, Camuyv, Ciales, hatillo, Isatels,
Mangti and Guebradillas. Thirteen district agents sre in
charge of giving information to fﬁré}ﬁénd.urban residents

In agricultural modern vractices and related flelis, "here
are 11 home Ademonstration agents in the whole zone whose

Work is couplimented by a consumner education sgent, A
marketing acent works with producers and handlers of agri-

cultural produce. T™wo workers sre in charge of soil



conservaticn &dtivities and cne &cent in the Farm and Home
Development Program. Nine offlce workers are for the whole
zone, All of these perscnnel are supervised ty two line
supervisors; one for the agricultural agents and one for
the home demonstration personnel,

3., Bayamon Zone. Includes the northe-central

reglon of Puerto Riéo. As in the other extension zones,
there zre two supervisors., The districts included are
Bayamon, Catano, Corozal, Guaynavo, morovis, Naranjito,

Toa Alta, Vega Alta-oorado, end Vera Baja. The total
agricuitural scents in the zoue ere 17 and 15 home denmon-
straticn acents. ‘There eré four cpents 1In & rural develop=-
rient program and one in consumer educalione Office werk

in the zone is condurted by nine empleyees,

lle« Cazuas Zone. Couiprises the e=st-central part

of *he island. There ere ten districts ;n.:he zone: Caguas,
Gurebo, Humacao, Juncos, lLas FPledrss, Hauﬁgbo; Nacuabo,

San lorenzo, and Yauucoa with 17 extension arents releasing
information to fermers ani non-rural veocle., !ourteen home
demonstration secents work in the zcne., “he extension activi-
tles are complimented by two merketing acents, two soll
tonservation workers, one consumer education srent and one

Workcer in the farm and home development prosram, “here are

11 office workers for the whole ZONE o
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Coamo Zone, Occuples the south-censral sres of
S L ] . Py

Puerto Fico., Aibonito, Parranquitas, Cayey, Cidra, Coamo,
Comerio, Orocovis and Villalba are the districts included

in the zone., To conduct educational activities with rural

and non-rural peonle, there are 1lii extension agents. The

home demonstration work is conducted by 12 azents. In this
zone there are three merketing arents; three worklng in soil
conservation 2nd one in the farm and home development progran,
There are eight county clerks and two zone supervisors.

6. Lares Zone., This zcne counrises the central

mountanious area of the island, '™he districts included are:
Adjuntas, Jayuya, Lares, Las Marias, Maricao, San Sebastlan,
and Utuado, 7o conduct the extension activities in the zone,
there are 18 agricultural acrents, 11 homs demonstration
avents, one consumer educatlon .worker, four soil conservation
agents and ons marketinz worker, A total of 8 county clerks

work in the zone,

v v
K

7. The liayazuez Zone, Includes’‘the districts of

Aeuada, Aguadilla, Anasco, Cako Rojo, Lajas, i.ayagueze-
Hormigueros, lloca, Rincon, and San Cerman. The area

ccvered by the zone is-tne western psrt of the country,

1]

{fty=-threa employses work in the zonej; 22 asgricaltural
A7ents; 13 home denonstraticn agents; two marketing erents;
one consumer education worker, three working in soil conser=-
vation and one in the fsrm ani home develorment program; 10

county clerks work for the zone.



3. Ponce Zone, Couprises the southern part of the

island. The included districts are: Guayama-Arroyo,
Guayanilla, Juana Diaz, Patillas, Penuelas, Ponce, Sabana
Grande, Salinas=-Santa, Isabel, and Yauco=-Guanlica. There
are 19 acricultural agents and 11 home deiicnstration agents,
The extension activities are complimented in the zone by
three marketing agenté, one consumer education agent, three
30il conservation workers and one agent for fTarm and home
development, The office work is performed by 1l county
clerks.7 |

Fractically all of the citles,,towns and rural come
munities of Puerto Rico are served b%“fhé Extenslion Service
in 211 phases of work “rom planting ond harvesting to proper
handling of the product and differen®t methods to consume it,
e activitles efe‘not restricted to production and mare
keting only, but filelds such as Home :lansgement, Family Life,
Health and Hyglene, Public Relatlons, and Youth Organizations
are covered, With the presen%t organization and personnel
avallable the agency is in an excellent position Yo conduct

an educatlonal program with food retailers,

7The n"ormation was obhtained from the Personnel
Office of the Puerto Rico Agriculturel Extension Service
On request by the author.
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CHAPTZR V

™e Program in the United States

The Extension 3ervice In the United States received
8 broad mandate in the Research and Harketing Act passed
in 19h6, to enter a whole new Tileld cof activity--food retailer
education,

During the 1920's when the farm vrotlem for the first
time became acute the sovernment becan attsasckiong 1t direct-
1y« T™e emphasis was primarily on orderly marketing, en-
couragemen* of farmers to join cooperatives, and export-
dumpine proposals, In the 1930's the activitiess were di=-
rected to shrink the suovrly of agricultural products through
the Agricultural Adjustment Administration, and other related
programs, The immnediate results of this approach was that
rroduction outran the consumpntion power, As a logical re-
sult, the production activities were reduced. "In the late
1630t%s and throush the 1910's, agricultural programs tended
to emphasize expanded consunption through such procrams as
the School Lunch Prograxn, the Mattress Frozram for surplus

"1

cotton dispesition and the like. Durirg 1946 when the

Research and Marketing Act was arproved, the emphasis in
agricultural progrars was directed to expansion of consumpe

tion through educational activities with consumers and food
L

handler’s. a . ‘J" ‘.'

1Ear1 I. Butz, T™ae Job Aheal in Extension Fetailer
Educatlon, (LaPavette, Department of AcricAlturai Economics,
Purdue Jmiversity, 1952), p. 9.
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Fxtension's educational program In the field of
food distribution 1s an activity amonr personnel of food
hendling and distributing seencles, with primary emphasis
on work with retailers and wholesaiers. This includes work
in aress such as maintensance of product guelity, reduction
of spollage losses, source en’ availsbility of supplies,
informaticn about products, preparation and uses, business
principles, prictngtprocedures, merchandising practices and
customer relaticns, tralnins of personnel and more efficient
use of space, facilitles and equiprz;ent.2

The nurrose of the vprosram is to assist retailer
and other food handlers to improve the efficiency of their
operntions by the adovotion of improved methois, The ace
complishment of this vurpose will mean greater profit to
the grocer, better returns to the  farmers and more conven-
ience and satisfaction to the consuner,

"™he Rxtension Service has been conductin~ work in
this field for many years, Sut the period of concen®tration
effort has bteen confined to about 11 years. During this
time, programs have been started and successfully conducted
in Aifferent States, Similar prorrams are in *he organiza-

tional or development stage in other parts of the country.

2ngxtensionts Job in Meetine Problems and Educationsal
Needs of Food Handlers", Report of the Extension Retaller
BEducation Clinic, (Purdue University, June l=b, 15027,
Pe. 160 . \N . '

)
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These bprograms havé demonstrated successful Xxtension
education with retailers, wholesalers and other ~roups,

During the educational activities, primary emphaslis
has been placed on fruits and vegetables, while recently
work with poultry products, ueats, store remodeling and
management has been develoﬁed. In general, Extension per=-
sonnel have oveen interested in the overall efficlency of
the marketing operation, and several approaches have been
used in en effort to accomplish this end.3

In some states, schools for store personael have

. T -."A

been conducted to deronstrate the skills'é?eded for care
and handling of vroduce, diisplay techniques, meat cutting
procedures and record-=keeoing procedures.u Another approach
has been to give retailérs, wholesalers and other food dis-
tributors the information obtained from research on specific
subjeeta., Many different states rerorted doing work 1ln
retsilers!' educa*ion especlally iassachusetts, New Hampshire,
Indtana, Delaware, Illinols, Floride, Towa, Kansas, liichigan,
New York, Chio, lMaine, North Carolina, Oklahoma, and Pennsyl=-
vania,

™e rMichigan State University Retail Food lMarketlng

Prozram, Ts tynical of the nroersms conducted by other
Fxtension Services. The program is set up to help retailers

apply the newest and most »rofitable methods of store operation,

37vtd., p. 17.

thid.
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Pacts on improved food retsiling methods, successful mer-
chandising ideas and food rarket information are sathered
from many sources and passed on to retailers, ™he program
in Michiran was started in 1948 as a part of the Cooperative
Extension Service of ichigan State University. The activi-
ties were expanded with the approval of the New !Michigan
Narketﬁng Program'of 1655, The services were expanded be-
cause of requests from fara orgaunizations, the Michigan

Food NDealers! Asscciation, the Michigan Stores DBureau, and
others, There are four Extenslon specialists assisted by
the lccal Zxtension personnel and trade organizations, Re-
cently a demonstration crocery departient was set up in a
Chatham Villarse Super Market in Detroit, Several coriplete
store snalyses have been made by the specialists and assis-
tance was zciven to menacrement of the stores in getting rec-
comméndations fmolementedi, Specific topics covered by the
Michigan progran have veen in buyings, receiving, handling,

merchandising, pricing and equipment maintenance.5

The Program in Puerto Rico
T™e -prorram is beginning in Puerto Fico now and
organized as vart of the Agricultural Zconomics Departrent

of the island's %xtension Service, Retzilers are berinning

Informetion obtained from Farl EZrown, Glenn ‘Joods
gnd Yike Wood, specialfstgziﬁ charge of the Michir~an Retail
Tood Marketing Program, (Rast Lansing, Michiran, State
lgég?rsity, Department of Agricultural Zconomics, Sprinr,

‘ Y



to reslize the impertance of our work, so the good demand
for our services, Last year, three retailers asked for
remodeling services for their old service-type stores. A
traffic study was conducted at the produce department of
one big supermarket in Rio Riedras. A three-day nroduce
school was conducted in that same store. “rimaing technie
ques for produce items were demcnstrsted at two food stores
that asked for therm. One of the big wholesalers of Fuerto
Rico asked the services of the Extension Service to concduct
a workshop with thelr s2lesmen in store modernizaticn tech-
niques, Petltlons for similiar activities have teen In-
creesing from the San Juan area as well as from the rest

6" the islancd, No dcubt that nore personnel will be

L}

neecded in the coming year to satisfy,ﬁhé petiticns of rood

6

retatilers that want tc receive these services.

6The writer 1s the only sveclalist 2% the present
time assirne?l to conduct these activities with food retallers,
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CHAPTER VI

THE EXTEN3ION

SFERVICE

The Agrlcultural Exterigion 3ervice uses eflective

methods for educatinz people.

where results can be demonstrated,

4,
L]

Impheasis is rciven to methods

Among the methods used

by this agency, the author selected these that asre best

adapted to teach food handling technlques:

1.
2.
3.
lie
5.

6o

I

Pesult Pericnstrations,
ilethod Demonstrations,
Yisits to the Stores,
0f“ice egnd Televhone calls,
Meetings.

Group Tiscussicns,

a. Study circles,

t, FPanels,

c, Moruis,

Publications,

a, crulletins.

ty Extension Clrculars,
¢, Informstion circulers,
d., Special circulars,

e, Oircular letters,

fe Mying pepers,

Raiio and Television.



9. Visueal Aidse.
1C, Trips,.
11, Shert Courses,

12, Schools,

1, Result lemcnstration, Ts one performed by a

frocer under the supervisior of the food retailer's educator,
The purpose is to tesch by means of a demonstration, the
rractical use cf a new techrnique or an improve<d one already
testeds It 1s not experimentation with the rurrose of
solving a specific vrotleiis The use of pnerforated polyethy-
lene bazs in pre-packing potestoes and onicns is an example

of the use of thiis method,

Advantaces of the FMethod

a, Shows the practicsl vaslue of certaln
techrniques,

b. Is & good metnod when dealing with
grouns or using visual aids.

ce It creates poodwill to the Instructor,

Disadvantages

a, It is not adapted to meny situatlons,

b, It reaches only ore retaller or a smell
group dealing with the specific probvle,

c. Fesults can be corraborated a relatively
lone time after the demeonstraticn has

£y v

been coniucted, T e



2. 1iiethods Demonstraticn., Is one of the olidest

nethods used by the Extension Service, The method is

taurht obtjectively, ¢iving the oprortunity to the iInstructed

e

to listen, to see and to participste In the demonstretion,
Tt 1s adepted to such activities &as produce trimminec, meat
cutting, displeying techniques and checkout operations,

fivantaces of the liethod

a. 4#ell adapted to teech hand skills.

be Proviies the opnortunity of individual
participation,

c, It helps to svresi new techniaues or

imrrove old ones.

Iimitations

a. 1t neeis a very skiiled demonstrator.

b, 30od demcnstraticr material 1s needed,

c. Encu:h amounts of material are needed
to cive the opwertunity to each crccer

+ o."g‘a v
"c participate, . )

P

3. Visits to the Store. They can te very effective

In creating zood relations between the extension man and the
srocer, Usine this.mgthod, the extensicn azent can help the
store owner to change kis opinion in rerard to vre-packed
produce, self-service meat or the need for & better lichtinge
system for the store, The disadvantem: of this method is
that 1t 13 cos*ly since it may take too much time i.e., some=-
times the extension acent foes to the store when the grocer

1s too tusy, snd much time 1is wasted,
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ie Office.and Telephone Calls., Fach personrnel

arent i3 stimulated by a specific need for information,

The number of callers serves as a good barometer of the
arents influence, Teachins under such conditions can be
directed and effective, ™"when a retailer decides to go to
the extension office in need of advice, it is a sign that
he trusts the advices of the extensiocn arent. During these
vis?!ts, the agent and the retailer can speak plainly about
specific problems iIn the crocery store or rerhaps any con-
fiderntial information that he wants to sgive the educator.
The agcent can g¢ive the visitor any new pubtlication in regcard
te hfs_particular protlem, I is advisable that the agent
devotes one day each wéek ffor office work. If the zcent is
workinc on a store Jayout, the vresence of the store owner
ir the office may te valueble to assist him,

The use of televhones Is an economical way to con-
tact retailers, The Tvtenglon Service ppys the emplcyees
their traveling expenses, but it is m6}é éonvenient and
economical to call inatead of traveling, But this method
{s 1limited to specific problems without opportunities for
the agent to observe and find more information to sclve the
nrchlens,

5. ileetings, For ZIxtension purposes, meetiags are
considered as a grouving of two or riore persons that reccive
a new idea or knowledge, This method has been used in Ex-

tension for a2 long time,
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Advantages

a, It is an economical method to develop a
procramn covering a large group. To ex-
plein tc a greoup of grocers the advan-
tages of sell=service merchandiising is
a gcod subject adanted to this method.

b. Cffers the opportunities to the listeners

.
to varticipate bj a§kfhg"questions.

¢, Eroad topics can be covered faster., This

is 2 rood polnt when discussing the advane

tarces of sell-service produce.

Disadvantaces

a. Cood physical facilities are not always
availanle,

b. The grcups are usually heteroreneous
malking discussion difficult to conduct.
¥or example, considering the store-
layout arrancemants, dif’erent grocers

have different prcblenis,

6. Group Discussions, This method is used when a

nuver of verscns neet In an organized way to present and
discuss thelr own exneriences and ideas that sre in relation
-uith a specific problem, "he vur-ose is to charrel the in-
dividualt's idess to find a solution to a pronklen, The purpose
is not to =2rgue cr start arcunents amone the perticipants.

Advantares of this method

a, Stimalates ecch participant to think

atout the .precblernm,



<38 Individualts ideas are improved and
adanted by the rest of the group.
c. Tech participant contributes with 1deas

for the final solution,

Panel Discussions. It is formed by a small group

of persons, usually from four to eicht and a leader,
They discuss a problem in front of a bigger groupn.

At the end of the discussion the gudience contributes
to the discussicn by asking dues#ions and fivicg ideas,
Protlems coiunon to 8 group of retailers like discuscsion
of le~islation, orranizaticn of trade associations can
he =zpnroached in that way.

Porun, Consists of a creoiop of persons that meet
with the nurrose of broaiening their knowledre in re-
cerd to a specific problem or to clarify their think-
ing towards 2 probtlem of generzl interest that encouraces
discussion awons the sgrotv, The decision to sell non-
fo0ds by the crocers in Puérto Fico can be approached

bty this method,

7. Publiratlons and Informatton

a, tulletins: A printed publication that
covers quite thoroughly & speciflc tech-
nique., Is btroad in the subject matter,
For exawnle: "Pre-psckaging Produce"
can be the title of a publicstion, The
7ield is so bread but it is covered by

the nublication in & generzl way, .
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fxtension Circular: The subject matter is
not discussed neither intensive nor extensive
as in" the bulletin. Many circulars can be
printed covering a specific field like trim-
ming produce or cutting pork loins,
Information Circular: Is released in mimeo-
gréphed form, It is shorter and more specific
than the Extenslion Clrcular, Trimming head
lettuce -or cuttine center chops are examples,
Svecial Clrculer: Is s mimeographed shéet
printel on boph'sidfs, It 1s still more
concise than fhe?dgheb two circulars, The
purpose is to point out the specific points,
Eow to trim the central stem of head let*ucs3

is even rnore specific than trimming head

lettuce,

Printed Flyers: They are printed sheets
with the purpose of encoureging the adop-
tion of o certain techaique or techniques
that are related, They can be delivered
during meetinss or conventions. It is an
inexpensive way of coinunication. A flyer
encouraging retsilers to keep records is
an exarnle of the uses of this technique,
Circuler Letters: Is a cood means to com-

municate new inTormation tec groups like

actundance 6f a svecific comurodity,
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possipnilities of a strike that may affect

the srocers, or a change in date for the

ne~xt meeting,

~

o0 2nd Television. Ts an efTective method con-

siderine factors as time, distance and number cf persons that

can be apprceached.

It is a gocd methed tc give seneral in-

formation, to annonnce meetin:s and for follow=-up purposes

of other methods,

"ere are certain limitations to the use

of radio as an educational medium,

9.

Limitations

a.

b,

Ce

Visual

™e messace 1s fugacious, The audience
cannot use it further as with printed
material,

Very well trained personnel in redio
commnnications are needed to produce a
good program,

It-must be compnlemented with other edu-

cationzl methods and techniques,

Aids

Qe

Films: They can be effectively used to
arcuse the intersst of the g¢roup in the
presenteticn or solution of a problem,
The toric can be presented in a realistic
way. A filwni snhowing bottlenecks at the
checkout cbﬁﬁteﬁ;&;'éne nointing a good

produce disnlay, each are prodlems adap-

tabtle to this method, The hizh cost of
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the film is the main disadvantage of

thls educational techalque,

T
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5. Slides and Pilm StPips: This technique
is best adap*ed than the film to empha-
size certain aspects of a probdblem in
‘rnethod demqnstration; a result demonstra-
tion., As a general rule, it is less ex=-

pensive than fllms and more handy. It

requires the exrlanation by a well informed

person in the topic under discussion,

¢. Photegcranhs, Drewings, snd Charts: They
should te reloted to the sutject under

discussion,

10, Fileld Trips. Tae ﬁurpose :s to observe new

technigues or improvel ones that are iIn use by other grocers
and are proving to be effective, The grocer can adapt the
observed methods to his own conditions, The layout or the
backroom operations observence In a visit to s market can be

helpful to a grocer thet is planaing to modernize his store,

11, Short Courses, They sre renerally conilucted

in colleres, universities or in any educational institution.
Tt 18 not widely used, but effective when dealing with rela-

tively technical matters such as "How toc Fcrecast Sales,

] 1

"Store Budgeting," "Retall Acccuntine”" or "Meat Cutting",



12, Extension Schools. They are organized to pro-

vide practical instruction to persons engazed in a particu-
lar activity as are food handlers, The duration of these
schools is generally fromn two to sixzx days. Tn these schools
various toplcs 6f one problem are discussed és for example:
How to teake ths Inventory or How to Ereak Beef Sldes into

Retail Cuts.7

Tont

7'I‘he Agricultural Extension 3ervice in Puerto Rico
provides training for new emrloyees in extension tesching
methodsa, The writer spent about six weeks in that tratning
and has teen using the described methods and others for the
past five years,
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CHAPTYR VII

CONVERTING A STORE TO SEL® SERVICE

Advantares of. Self Service

In the food reteiling business selfe-service merchan-
dising has developed rapidlys. Reteiling as a whole has
passed through stagés of change most of which are directly
related to self-service merchandising.

Selfeservice stores were first opened by Clarence
Saunders in Menmnphis, Tennessee thirty yesrs ago., A standard
lay-out for selfe-service stores, however, has not been de=-
veloped that can be used in all communities or areas, The
application of the selfeservice vrincirle differs considerably,
depending upon the special consumer problems of the store
in question, the localiéy and also the average income of the

potential customers.1

It is a very noticeable fact that
wherever the self-service techniques have been adopted, sel-
linc expenses have been appreclably lowered.
The selfe-service technicue to overate food stores
did not just happen, They came into being as a necessity
for step savings, |
Scilentiflc step-saving meant planning, Planning
meant order, Wandering stock and equipment were
swept out the back. doer in favor pf an efficient,

loqical flow from entrence to¢ exit .« . . Labor
costs were slashed to a frucal minimum, ™he labor

1Meat Merchandising Co,, Your Self-Service Stores,
(Saint Louis: Von Hoffmann Press, 1GUL7), Pe. 1L
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force was reduced. - Individual employees were paild

more, worked shorter hours, and were no longer ex-

pected to perform the manual tasks of the delivery

b0y02

It is an accepted belief that no sincle factor has
contributed so much to the tremendous improvement in food
marketing efficiency as has selfeservice operation., This
modern type of store has become so popular and so successful
that it now sets the vattern of rfood distribution for both
small and large operations,

The first selfe-service unit was Clarence
Saunders' Pigely Wiegly in Memphls, Tenn., opened
in 1916, Today, the once revolutionery principle

of self-service i1s acceoted by the food chalns as
a basic onerating premise,.3.

Prom the very bercinnine to the vresent success, selfe
service eﬁolution has been interestins. T™e rate of change
to this new technique has not always veen rapid and even
today there are many stores which do not heve self-service
in all departments, especially in meat and produce, 1In
Fuerto Rico there are many grocers who operate their s tores
by the conventional "over the counter" service. In a study
conducted on tﬁe {sland to compeare the efficiency of the
two systems, it was found that: "Self-service stores used

labor much more efficiently than the fulleservice sf;ores."LL

2Ibide, p. 13..

3nRevolution to Evolution", Chain Store Age, (ITovember,

1956), p. 72,

uJohn Kenneth Gsalbreith and Richard H., Holton, Marketin
Efficiency in Puerto Rico, (Cambridge: darvard University Press,

9 s Do 3H:

T . v
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In the ssme study it wss concluded that sales per erinlcyee
were nearly twice as nigh in self-service stores compared
with sales in service stores. The question 1s whether many
old=fashioned store operatofs in Puerto Rico can in the long-
run continue to remaln prosrerous unless they adopt the
labor. and expense=saving features of self-service in the times
ahead, Metropolitan San Juan is rapidly becoming "self=
service conscious™ with a good number of modern stores opera-
ting in the city.

It is considered that the fingl test for the switch
to self-service occurred when: "The A & P conversion from
1l;,600 small service stores to atout 6,000 stores of which
1,500 were supermarkets."S In the 1939 Retail Census, 52,5
per cent of all chain dollar sales were from selfe-service
ontlets, while only 28 per cent of all food store sales were
the result of selfeservice, In spite of the delays in cone-
version caused by the war, fhe chains pushed self-service
sales to 77 per cent by the time of fhe 1948 Census.6 This
1s proof that the selfe=service food store operation 1s no
longer on trial, Selfeservice is being extended to most
food departments, It has been amply demonstrated that selfe
service has 1ts anpplication to most any kinc of a store,
large or small, city or country, service or cashecerry,

Small operators in congested metropolitan areas are "agaln

in business" by sdopting selfeservice methods:

5"Revolution to ﬁvolution", op. cit., p. 86,




Doubting strongly that the "corner grocery
business is goinr to the dogs", owners of six small,
widely separsted Philadelnhia retail outlets re-
cently tackled the accepted shortcomings of neigh=
borhood markets, and came up with uniformly fine
results . « « The dealers re-vamped interiors, ex-
panded selling areas, added new departments, modern
display methods, self-service, etc. Each of these
steps quickly brought the markets into areas of
increased store traffic and greater dollar volume.’

This is a good example to te followed by operators
in Puerto Rico who usually operate small sized stores and
many of them think that selfeservice is for big outlets,
Many grocers on the island would 1like to know if the public
they are now serving would buy more or less at a counter-
service store than at a store converted to selfeservice. The
staff of the Meat and Food Merchandising Publications say that:
Women generally buy mere merchandise on each
visit to a self=service store than they ordinarily
buy at a counter-service store. They see nmore mer-
chandise on display in & self-service market, the
store 1tself is a more cheertul, inviting store, and

the natural temptaaion to oven a pocketbook is con-
sequently greater,

Small volume and charge and deliver asre not obstacles
to convert a storé to self-service., The s:iall stores dé not
have room for too many clerks, so they need all their space
facilities for customers, Self-service does not conflict in

any way with charge account service. The dellvery orders can

7"Metropolitan Operators Squeeze Added Volume From
Iimited Space", Progressive Grdeem, (Webruary, 1957), p. 70.

4
N ‘
o

8"Meat Merchandising", op. cit., p. 22.




70

. . ’
! « e

< .
[

be assemtled as efficiently 4n a seif-service store.9 Ale
though most of the self-service stores overzte on a cashe-and
carry basis, those grocers in Puerto Rico still ensaged in
credit and uellveries practices can start by remodeling the
old type service store and gresdually eliminate the charge

accounts and deliveriles,

Selr-Cervice Terms Defined
There are some terms and key-words that will be
used repeatedly thrcughout this study. For the sake of the
recder they are briefly defined:.

\isle: Space betweenr gondolas or ceses.

bBackevar: Larrow unit of shelving for keening sircll,
pilferable ftems such as cizarettes, cisars, candy bars,
chewine gum, aiheslve tane, non-foods, etc., "Ususlly located
near the checkout counter,

Cash and Carry Store: One tnat dors not exbtend

-

charge account privilepes,

Checker: The arployee who operates the cash register,
Jutiss vary with the organization but as a eeneral rule they
senarate the 1teuws Into mecat, rroduce, groceries, non-foods,
and otner grouns, itemize on'the cast register, make change
and accept payment, Freguently also seclls articless from

back=bar,

Check-out counter: Last gston of the self-service

customer, where the purchases are ltemized ani tagzed, and

account settleda
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Dump tables: Individual movable tables, top of

which is usually edged by vertical boards of three to eight
inches in width., Used for special displays.

Dry Produce Case: Open, unrefrigerated case for

dry produce.

End Display: A platform or semli-circular display of

elther one or several shelves, usually built to match the

gondola at the end to affeord additional display space.
Gondonlas: Called alsc island or battleship. Is an

arrangerient of shelves with alsles on all four sies,

Jumble aisplays:, A display of canned or bottled

goods, thrown into a mags display as an attention getter.

Frevnackling: Process of preparing 1 tems for self-

service selling which are not delivered to the store in
units suitable for that purpose.

Reach-in Case: A refrigerated casse holding milk and

other items for self-service, but necessitating customer to

oven door to get item,

Conversion Problems and Procedures
Before a crocer decides to counvert a service store
to a self-sgservice, he must take Iinto consideration certain
local factors. Perhaps he has custorers who want and still
demand certain services like credit and delivery or even
clerk service, If so, he may consider it advisable to con-
tinue all those services and when convertine his store, he

mus t make prover provision for them in his new plan, In

!



Puer to Rico, many food retailers have to consider the zbove
whernn mnmodernlzing thelr stores,

For a store to be truly self-service, customers must

be able to see, identify and select with ease, the desired
ftems, If the owner-‘ wants to accomplish this he should pro-
vide for every vrackared item in the store to be made easily
avallable to customers, so they can see and handle themn, Pro=-
ner fixtures and equipment must be used a‘nd arranged care-
fuliy to this end.

There are dtf‘f‘ereht methods to produce a plan to
moc ernize a store, odernization can be an expensive and
commlicated as the ambitions and desires of the owner dic-
tates, However for practical uses a vlan can ve reached by
the simple and inexpensive cut-out method, "One of the
eas § est and most practical methods of planning a store ar-
range ement is by the cut-out m_ethod."lo 'i‘he method conslsts
orf ™ educine a store size to a convenient scale, ™e equipe=
Meri+ and fixtures are reduced to miniatures by the use of
CAT* I Y30ard cut-outs so that they can be easily moved about
Unt X 3 the best possible layout is achieved., The following
Steyy g can be followed to produce a floor plan suitable to a
PAX € § culer store:

1. Measure Floor Space,

T™e starting roint 1nAplanninp or remodelin: 1s the

S -. M o
PT'® s ant floor space of the store 'as occupiad’by the selling

TOOmM gand back room, The store has to be seen as if nothing

\

N 10"Progressive Grocer Staff", Self-Service Food Stores,
S\r 3 2 o
York, The Butterick Publishing Co.y 19L7, Ds LTe
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s In it disregarding all partitions, alil shelving, all
coanters and other equipment., In this way, the merchant
is able to visnalize his empt.y store as a floor, and four
wallse.
a. ieasure the overall widthénd depth of the
store floor area from wall to wall, Disre=-
gard all partitions, shelving, coolers and

other ejuipment,

be The plan of the stére may be influenced by
posts, stalrs, plumbineg 2nd other structural
parts of the building which cannot be re-
moved, [Measure the exact portion of all
doors, windows, stairwalls, plumbing, posts
and wall 1rregu1aritiesl Mark all these in

exact position in the floor plan,

2 Faulpment that will definitely be used in the

Stoxe 1s cub to scale=-usually one inch to one foot-=from
8tL £ £ cardboard, Under this headinz falls such ftems as
wval e in coolers, ment cases, frozen food cases, dalry cases,
Fex>1 gerated produce fixhtures and so on,

3, After models of the fixed dimension equipment
hav e been cut, the next step is to plan the dry produce
"@Clc s and checking counters, After determining the number

f\
of Checking counters that will be necessary and a decision

as - ;
Yo the type counter to be used has been reached, cut



cardboard models to the same scale, Decide on the tyve and

length of vroduca dry rack for the store, then cut a card-

board model in the same manner as for the other flxtures.ll

After having all the fixed-dimension equipment and

nece g sary fixtures that must be included, the next considera-

tion 1s shelving and gondolas that can be made in more flex-

ihle sizes, Eefore that, the grocer should experiment with

the fixtures and equivment on hand by placing them on the

flooxr vlan and determine just how they can be utilized be-

fore going further. In many bulldings the location of
plumbing, electrical wiring, and other service utilities
may make it advisable to retain equipment such as meat and
froz en food cases where they are now, On the other hand
better layout may be'accomplished by moving some or all of
them to another part of the store, By placing these cut-
out rnodels in dit‘ferent locations on the plan, the grocer
ctan ~r{sualize the advantages in each location. For example,
the pianner may have decided to place the meat case on the
righ + g1de of the store as a result of trying various loca-
*ioras for the meat department, Using the trial and error
"®thod the planner finally decides that the best location
for Tt he produce 1is at the front and a frozen foodcase on the
SAMe gide between the oroduce and meat departments. Having

this beginning with two devartments already settled the

pl
TTANner can follaw the next steps.

. o
AT 5

* - K

\

M1o14., ppe L9-50.

——rey



lis Place the checking counters preferably in the
conventional self=-service location in the front of the store.
5« After a little experimenting the grocer may find
that a good arrangement might be to have wallvshelving down
the entire side of the store opnosite the produce, and meat
departments, and one ar more gondolas down the middle of
the store, Alsles should be at least four and one-half
feet wide, and preferably five or six, Narrow, crowded
alales should be avoilded if possible, Aisles should be
wide enough to permit customers pushing barcarts in oppo-
site directions to pass with easa. Alsles in front of
meats, produce, dairy and frozen foods should be about 9

feet, Aisles in front of checkouts should be at least 8

feet and more.l? o RER

6. After the planner has determined how many feet
of shelving and gondolas are needed, and placed the carde-
board model on the flbor plan, the floor afrangement is com-
Ple ted, When a final arrangement is reached, 1t is advisable
to t€humbtack the pileces into position. The use of different
col or cardboards--red for meats, green for produce=~is rec=-
c°!mnended.13

In converting a store to selfeservice 1t is wise to

e1l1m3¥ nate oute-of-date gaigets and display racks that were in

(3 12"58th NARGUS Convention", Progressive Grocer,
Bly 1957), p. 159.

13"Progressive Grocer Staff", op, cit., pp. 51-52,
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use for the service type store., Sometimes the use of worne
out. equipnent jeopardizes the appearance and efficlency of

the new self-service arrangement,

Shelving for Self-Service

In a self—sérvice store there sre three ways to dis-
play the groceries. These are (1) on wall shelving, (2) on
gondolzsa, and (3) in speclal displays.

Some store enpgineers recommend that the wall shelving
be less than five and one-half feet hizh since this is the
desirable heicht 1imit. ™ae shelving should be built no
more than four feet, eight inches hich with a sturdy top
shelf which can be devoted to top-of-shelf items, such as
oreakfast foods.lu_ In Puerto Rico the shelving can =e
lower considerinz that the average heipght of our wouen 1is
less than in the mainland, However, the greater capacity
of the shelves, the less backroom space needed,

There are several factors to be considered before
dec1 ding which type cof shelvinz to select:

l. Size of the store.

2., hvailable seillng a;e§?:f‘

3. Length of wall space.

l'e Accessibiliity.

1h
"Meat and Food ilerchandisina”, op. cit., p. 93.
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Tont

In small stores a hlgh percen®zce of the groceries

are usually cerried on wall sh=vins. ¢p the cther hend,
stores of bigger‘size use the wall space for refrigerated
cases for proiuce, frozen nroducts, dairy and meats, dls-
playing most of the groceries in gonrdoles,

When a store has a small selling area the wall

shelving must be deep erough to hcuse large quantities cf
steck, In some instances, it may bpe necessary to use space
from within six inches of the floor to above eye-level to
15

accommodate grocery stocks, There zre some stores with

inadequate backroom space, that build a top hirch shelf to
be used purely for storage purmoses,

Accegsintility to {tems in the wall shelving is a

very important consideration., "Products displayed between
eye=level anid walst-level erjioy far grecter sales then those
dieplayel above or belcow these 1imitsi"l® fhen desirning

the w=21l shelvine, the crccer must have in mind that most

of the times, shcpnine is done by HMrs. Shooper. "A woman's
bﬁyfxag power 1s messured bty the le»n=xth of her arm,"17 71¢ ig
otv¥ ously impossitle to keep 21l merchandise displayed at a
convenilent eye level, however the rrocer can use the follcwing

techn 1 ques:

1S"Pr-orrressive Grocer", on, cit., p. 2L,

%1+ 14., p. 25.

La 178. A, Erand and others, Food Merchandisine, (East
Nsing s Michigan State Unilversity, 1956), p. 177.
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1, Prins the bottom and second shelf out farther
from the wall than those sabhove.

2. T™e bottom shelf should be raised from the floor
12 to 18 inches, ,

3. Stock licshtweight iteris on the hicher shelves and
the heavier items on the lower shelves, Women
afe reluctent to shop heavy items from high
shelves, Ereakage 1s less when light items are
displayed on the hizher shelves,

There is no ernd to variety of shelving a grocer can
use to modernize his store, The use of the different styles
devend on the different situations, T™e store owner can
save money by dolng vart of the work or having them built by
a local carpenter, Some manufacturers are offering steel
uprights for adjustable wall shelving snd condola at relative-
ly low prices., The rrocer can assemble his shelving, He
should select the tyve of shelving tnat best fits his parti-
cular needs: Bastc types of shelf design are:

1, Slightly Slanted, Step~back Style. The bottom

shelf is raised 12 inches from the floor and 1
tnch of slent back and 17 inches desp. The depth
for each of the shelves is 16 inches with top
shelf being 1lli inches deep, The slant is to
Increase visibility of merchandise, It is
adapted for ﬁoderate sized stores. The space
between floor and first shelf can be used for

storage of surplus'mércBandise,
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Sliechtly Slanted-Averese Depth. Similiar to

the above, but the bottom shelf is raised 15
inches from the floor and 2. inches deep. This

style ia adapted to rather small sized outlets,

Slichtly Slented-Very Deep. Eottom shelf is
relsed about 15 inches from the floor with a
2 inch slant. Thé‘dépph of the tottori shelf
is 30 inches 2nd thewbther three, 26, 22 and
20 respectively., They are adapted for stores

with very heavy trafflc on Saturdsys.

Very Slented-Regular-Depth., The bottom shelf

is only about 10 inches from the flcor with e
back slant of 3 inches. The depth is only 21
inches at the bottom shelf and 17 inches for

the other three,

Seml«Slanted Style, The lower shelf is ralsed

1l inches and 2L tnches deep and is level, The
second shelf 1s 13 inches deep with 2 inches
slant and the toﬁwone is level and 9 inches
deep. The helecht is only L7 inches, It is
also referred to as super-market type of shelv-
ing, This type is useful for the display of
fast-sellina, bulky items like cereals, flour

and sugar.ls

8
"Progressive Grocer", on. cit., pp. 25-29,
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Slanting shelves cost more than level shelves and
ere more difficult to stock, When making the final selec=-
tion, the store owner must lcok for the following funda-
mentals in wall shelving design:

1, The bottom shelf should project so as to increase

sales at lower levels,

2. The top shelf should be within eash reach.

3. Shelves must provide adéguate storage canacity

consistent with the needs of the store,

s ™e rlentiful mass effect should be maintained

as far as pcssible,

5. Details such as prominent pricing should be

worked out so that "btuying throurh the eye"

{s made as easy as possible.l9

Different Tyves of Gondolas
The use of more refricerated equipment in the food
stores, has movcd the shelving from the walls to the main
floor, "Effective rondolas have been made simply by placing
two sections of wall‘shelving back to back and moving them

out fnto the stere where peopnle can cireulete around them,"20

197p14., p. 30.

20"Meat Merchandising", op. cit., p. 97.
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e grocer pnlanning to renodel his store can elther buy
them or make his own condola with the sid of a carpenter,
"Miany of the large chains_have'thelr own carpenters who
make the shelving as needed‘for'new,prw???oqeled stores,"el
It seems that the modern tendehé§ of big supermar-
kets is to use metal gondelas bcucht from manufacturers.
In 2 recent survey conducted by Progressive Grocer, 52% of
stores revnorting préférred rietal gondolas compsred with L8%
who st1ll use wooden shelving.22
Gondeclas may be either verticsl or viltched styled,
The first, those with straight ends, are vertical; the
pitched style has ends tapering from bottom up, resembling
a triangle, that is, each shelf from bottom to too has less
depth, Both styles are ropular among.store overators.
There are some essentisls that gcondolas must have no matter

which style the crocer decides on:

1. They should be sturdily built. Gondolas usually

must bear heavy welghts and withstand a certain

amount of asbuse by stock clerks and customers,

V]

They should permit fujl view of the store. Pro-

per Jlow construction will guarantee tﬁis, but
nrecauticns must be talken to orevent the stock
clerks from building displays too hich on the

top shelf,

2le. A. Erand, op. clt., p. 123,

op 22101y Leading Store Engineers Plsn New Super Markets",

of: S ” il
('es sive Grocer, (iay 1958), p. 59,
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Trev should provide mouldines for price tags,
— el — e

The price of the iftem, stiown in small letters on

23

the 1temn itself, ig not always enough, rost
overators use shelf moulding price markers,

Some operators advocate the elimination of price
tegs from the gondolas‘td”egqurége customers

to nick uop the item to find the price.

Thev should provide certaln flexibility. The

differenced in shape gnd size of packaged items
makes flexible shelf heieght desirsble for ef-
ficlent shelf utilization and attractive locke-
ing shelves.

They must facilitate shopnino, Tondolas should

be constructed so as to put all merchandise

)
within sight of the customer, 2"

3. .. . . .
“"ieat ilerchandisine", or, cit., n, 8,

2

——r e ——

tJohn W, ¥rnes*, A Essic Course in Grocery lerchan-

(New York, Supermarket rubllsliing CO., iDCe 1GL7),
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T™HE STORE DEPARTURNTS

Produce DNDepartment
"here are many reesons why the produce phase of re=

tail food store overation is of vital importance to the

owner: - .
R
'Y

1. “rom tne volume of sales and preofits in the line

1tself.
2e The 2ic the department offers in btuilding volume
in other lines.l

In the recent Super Valu Study the Produce Depart-
ment accounted for 8,8 ver cent of total store sales, the
third department in the store,.but the per cent of total
store gross profit was 1.0 second only to the meat de-
partment.2 With customers preferring shopring at one store
and being influenced strongly by the color and luxury of a
good vprocuce depsrtment, the grocer can easily appreciate
the 1importance of this section of his store,

The merchandising of fresh fruits and vegetables is
becoming more important each year, "According to a United
"resh Fruit and Vegetable study, 66 per cent of all vegetables

Produced in the country and 5 rer cent of all fruits, were

30ld fresh."? per caplta consumpntion of fresh produce is

—~———

l - > " ') M
D. Nelson A, Miller and others, Grocery Store, (Washlington,
¢ ve d Governaent Printing 0ffice, 13L6), p.

2"N| " ‘
. Suner Valu Study", Part 5, Progressive Grocer,
My 1958y, o, s277.

q 3"pprodune Packaging-1957", The Packer, (Sept. 7, 1957),

ep -l
o T " 2.
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fncreasive, and is gradually rerlaciug some of the fcod
staples, With rreater emprhasis on prover diet and ~reater
consumer desirs for fresh produce thers is every indication
that consumption will continue to increase. IMany grocers
azree thet 8 well managsed proddce deverticent iIs the heart
of a sucecesgsful food store, "It can be ssid most emphati-
cally that a well cperated invitine frult and vegetable
departhent;iﬁﬁrgases store trafflc. As every merchant knowy,
g tore tfaf;ic is the iife blood of a modern food markes,
when consumers come Into a atore bo buy thelr frults and
vegzatables, they 2ls0 éaﬁronize other denartments of the
s tore,

Location of tre Deopartinent: The opinion that the

Produce Department should be loca*ted in the front part of
the narket is held by many stores' encineers, However,
there are others who say that this department should be
loca+ed at the end of the traffiz flow:

Fven today, there 1s a great variety of
orinions atout the proper location of the producs
department in the modern store., IMany experts
say 1t should be the first departinent the custoner
sees becsuse of 1ts eye appeal, I believe that it
should be one of the last departments in the shop-
plng pattern, Produce is highly perishable and
should not have to stand the mauling it can get
on the bottom of a shopping basket.s

o hmhe Progressive Grocer, How to Make Money Selllng
IS Fpults and Vegetables (New York: The Eutterick Co,y

0 > DY. ;0

SPalph E. Ernest, "Store Layout", Work presented %o

t ? .
?elgg +h NARGUS Convention, Progressive Grocer (July 1957),




Those who bhelieve that produce should be the first

department the customer sees point out that: "Surveys in-

dicate that as much as seventy=five vercent of the produce

sales are on impulse. Tt i3 possible to create a quality and

freshness impression upon the consumer at the beglnning of
the shopping tour thraouch attractive eye=-appeal, buy appeal
displays."®
A good apprailsal of the situation was given by Hr,
L.eonard J, Gerweck who seid that many profitable produce
devartments are located either at the front or the back of
the store, The imnortan* thing, he added, is to have a

good produce departiment no matter whera {t is located.’

Space Needed for the Denartment: When considering

spsce needs, the crocer mus% realize that the ifmportant

vpoint to rememher ls that the devartment should bhe ziven

the necessary floer spacc to develop pr-oduc.e sales volume

to n satisfactory point., So many veriables enter into the
matter of spaze that no fixed rule can be set for all stores
or a11 situations, "Anywhere from 10 per cent to 30 per

cent of floor space may be regarded as average, depending

on the tyne of store and Lts location,"®

—_——

6F. A. Brand, ov., cit,, p. 103,

TlLeonard J, Gerweck, iManager of Store Planning Grand
Spri ; conference before the rood Distribution Clsass,
PPing 1958, Michigan State University, East Lansine.

(Chy 8nHow tuch Space 1s Needed", NARGUS Produce Gulde,
"-©Aamo, National Assoclatlion of Retall Grocers), p.s le
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Equipment: Zveryday, more and more stores are
adonting the use of refrigerated cases to display produce.
In hot climates, like Puerto Rico, this refrigerated equip-
ment is necessary to maintasln good lookine produce and re-
duce lasses by shrinka.ge and sroiflare. Unfortunately, the
cost of the equipment in the island is high and sometimes
the volume of business cf the smell grocer does not justify
auch high investments, T™he food merchant, however, can pre=-
pare wooden display racks and use ice to maintain freshness.
There are some stores in Puerto Rico, especially remodeled

c onsumer cooperatives, that are usf-ng~~fa,.ithree-deck dalry
case as milti-purpose unit displayingf;"f‘z‘*ésh fruits ent vege-
tables on the bottom shelf and dairy items on the other two.

Prepacking Produce: Produce nrepacking has been

con=fdered as the "last frontiér" within the self-service
onerations, During the last vears the acceptance of this
system has been increasines. Still there are many differences
of opinion. "As a subjeect for discussion, prepacked produce
Wwill goenerate about as much difference of ovninion as religion
or politics."? Peslonal differences are very pronounced,

In the New England and North West Central regions most of

the 8 tores have adapted the method of selling produce pre=
Packaged, On the other hand, the practice is not as popular

In the South West Central and Mounte!n-Pacific areas,

\

pack 9Geor~ge G. Kline, "Tests in Sixty Stores Prove Pre-
C Ing 11fts Produce Sales, Marging-Profits", Frogressive

G
<fecer (guly 195L), p. L.
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Consumers in &1l parts of the country are accepting
prepackaged produce, Research conducted bv government agen-
cies and by private orpanizations has demonstrated that con-
sumers favor it, Cleanliness and shonping convenience are
strong points considered by shappers. Retallers are changing
to prepackaged produce to take advantace of the increased
sales \-rolum'e. In Puérto Rico the oractice is rapidly gain-
tng in popularity and f= considered as a "aust" for a2 modern
s tore.

For any retailer, planninz to initiate the prepacked
me thod, the logical questi.on to be asked is: What is the
cost and who Is golng to pay for 1t? The cost of prepacking
varies widely between stores and between one 1tem and another,
Donald R, Stokes, masrketlng research analyst of the U, S,
Department of Acriculture, an authority in prepacking, esti-
mates cost of packazing materials at around 1i¢ per retail
of untit one to two pounds, He estimates cost of labor at
around two cents per unit, Thus ne arrivss «t a rough ap-
proximation of 3i< per unit for material and labor., Howsver,
some 1§ tems will cost much less and others much more, to pre-
package,l® cornell Unilversity conducted studies in regard to
fils matter, "On the average it takes about 2, minutes to
Packagce eacn consumer unit in retail stores, Tnis figure in-
cludes g71 operations from washi.ng and culline to c¢losing

angd labeling, The requirements for fruilt are slightly less

\
10

T, . v
' A

The Progressive Grocer, op. clt.,' ps 142,




than for. vecetables due o the larce number of operations

required for vegetables, Fruits requirements run slightly

under 2 minutes per packace, whole vegetables run about

2.5 minutes."11l

Labor 1is t‘ne' lJarcest exvense in a prepacking opera-
tion, usually running over 50 per cent of the total cost,
The cost of film runs under 20 percent when sheet film used,
The cost of bagzs was higher dus to the overhead of making

them, Trays or containers asre also a cost item running about

one fourth of the cost of packagzing, The cost of packaging

vegetables is about 1.5 cents per unit, 1.5 cents for the

bae and 3 cents for labor when usinz film bags. The average

cos t of packaglng frult was a little less than for vecetables

sInce the labor cost was lewer due to the less handling
necessary than with vegetables.12 Lewls F, Norwood, from
the U. S, D. A. offers the following figures in regard to

cost of materials: "Polythylene bags that range in size

2 Cellophane

from 3 to 10 pounds cost from 2 to 3 cents,
bars of various sizes rance from 1 to 2 cents each, Cello=-
Phane sheets used for wranping lettuce and for overwrappine

trays costs from 11 to 2 cents. Food trays cost less than

. . 1
T - .
- .

Frut 11y, H. Wwallace, and F. R. Taylor;ﬁp’éeoécking Fresh
ults Aand Vegetables, ("niversity of Rhode Island, Kingston),

p. Y

12
Ibido’ pp. 16'20.
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1l cent, while staples, twistemé'and.labels cost less than
1/10 of a eent for the bag, or a total of 2 and 2/10 cents,
The cost of overwrapping a tray of pears wonld be 1 cent
for the tray; 2 cents for the celloohane sheet, and addi-
tional 1/10 of a cent for the label or a total of 3 and
1.10 cents for the package,"13

Equipment and Sunniies for Prenacking, There are

certaln pleces of eauloment that are needed in any opera-
t1ion, The equipment neeiled for prepacking may vary from
practically none in a small operation to an expense of many
thousands of dollars in a large operatlion, For efficlient
work, for mainteining low costs, and to provide packages
the customer will eccept, the proper equipment is a very
Iimrortant consideration,

Fauiymert will vary with each situaticn, "There
are all tyres of machines, moving belts and the like avalle
able for these orerations, but the amount'of machinery
needed is dependent upon the volume randled in order to
keeo t+he labor expense down and incresse the efficlency of
*he o@peration.,"tt The rfollowinz 1ist is a typl-a? one in

"8t stores herdling prepackea vroduce:

Bpera *3Lewi3 F. Novwood, Store Prepalire, (Enatcr: Now
. o PRI 3 Vi a2 4
€iend RExtension Sdrvice, 15571, De 5.

14 e e
“H. We Wallace, op, clt,, p. 21.
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1. Packins Table, Cne lone tetle tas veen Tound
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satisfactory for a stra The table
should be of a dark colcr with a too of waterprcof materisl.
The dark color helps to avoild eye strairc. ,The contrast
0 . e
makes the wrapping sheet easier to =sze. "f"l*'!‘xe'sof‘t surface
sveeds production because the cellophane does not slide
around and can be ess!ly plcked ur by the cpberator.

2. Produce Scale, ™here sre many kinds of scales
aveileble on the market, A flush mountine tyvre 1s very
common In the tack room cperations, This type of scale per-
mi ts an easler overation and rreet efficlency.

3, Latel Imcrinter, This type of machine is rels-
+ively new, dut galnirg vonnlarity very fast, This particu-
1ar type of equirment saves time and '._!abor. It quickly
orints on the label the name and quality of the produce, as
well as welight and price of the nackage.

i, Label Activator, This is specialized eguipment
used princlpally to sssure the adherence of the label to the
bpaeckage, The imprinted lakel is rlaced triefly on the face
of the activator, This system has the sdvantepre that no
heat 314 arnlied directly to the rzckage or the product.

5. Seslins Hot Plates. The rlstes are installed

flush into the table. This hot plate provides a qulck and

e L= A
asy Socurce of heat to seal a packare,

\‘ .

15Note: The strairht-line operation is one in which

I" 2=~ e J
?eggressive steps in bkuiliding the vackace are handled by dif-
®nt gersons, '



Al

Some stores and sowme

6, Hand Sealine Irons,

operators prefer this tvne of sealer. For some typves of

packarces, hand sealing irons are cdesirable, They are simi-

lar to those used in a packaged meat deperiment,

i« Tane Closure iiachine, With the use of synthetlc

films for wranpine the closure mechine i3 becoming very

rooular, It is a fast and easy way to close nlastic bags,

V-Table., This is 2 movable trim pack table

P

especially desicned to hold a lug, box or crate of preduce

at 9 convenient height and angle. When the contairer is

plsced at an ancle it is very easy for the trimmer to grasp

the $teris, Sometimes it 1Is wheeled to facilitate trirging

the vroduce from the storace to the trimming area,

Flastic ¥i1lm Perforator. Perforation of wraps

10,

Is sometimes necessary for some items to permit the libera=-
tien of gases produced during the compnlete ripening process,

Several kinde are aveilsble, such as the ticket punch, needle

370

and dull ty.p'?'é..."

.

11, Cart and FPlatters, A new cart for handlirg pro=-

duc @ has been designed. It 1s a wheeled metsl cert with

alixninum or stainless steel platters. The cart is used for

tra msporting the finished packages from the back room to the

hol c?1ng cooler or to the display case,

12, Other ecuipment is used in the prepackaging
roorz  such as knives, scoteh tave, twisters, etc. In smaller
Storrex 5 where the use of expensive equivment is not advisable,

Pricea markers, crayon pencils and other hand equipment are us:!:,



Labels end Labeling in Prepnacked Produce: "The

1=2bel on a self=service produce packace is the connecting
13 nk retween the vroduct and the shovrer . . « it serves ss
a s1ilent salesman and since it must "speak" for itself, it
shom1ld tell the product story at a glance."16
There are =z numter of suppllers that can furnish
good labels. "he follcwing three pnysical characteristics
sre vrecommended for labels: ’
1, PRieht size for easy handling, easy reading
About 1-5/8 " x 2=1/2" is an aversre size.
. 2. Colcrs are Important., They should show up
well 2cainst preodmct. A second or contresting
coler for vroduct name wilil make 1t stand out.
3. Layout is Tmnortant.

a. Produét nare snould stand out and be
easily read,

b, Price of the specific packege must bLe
easlly understood, and not confused with
price ver nound or the weight ficure,

T™ere are different kinds of labels that are adapted
fo Q1 frerent packares,

1, Thermcnlastlie tyre i3 made for anrlication on

outside of package by apvlication of hest, Some

of the sdvantages are:

\

16

e E. T, da Pont ne Neriours and Company, Self-=Service

—=2h Pruits and Vegetables (Wilmirgton, 1957), p. 38,




7, Tev are ezsy to read that represents
a customer service,
b. Good keening qualities,

Sreeds the work of scales since it is not

O
.

necessary to touch voroduce,

2. Insert Labels are placed inside the package.

The product must be welshed first, ‘When using
this methed the label sealinc operation is un-
recessary. Sometimes there 1s the difficulty
that moisture mav get between the label and the
packeging fiim,

3. Header or Saicle Labels, Certain items or

’

sassortments can he packed in a bag using a

saddle label sffixed to the ton of the bag,

™ .zve are dif{ferent mec. o -~ on the labels, ™e=ze

8re merchardisins aias such as: ‘Treshier hy Far, Reduced,

As Advertisei, Srecizl, stc,

Packacine ilaterials for Self-Service Produce, The

st ecormon packacins £ilme ucsed for vroduce prepackine ere:

1. Cellophane, This was the Tirst of the modern

paCl"”?ging matertals to come into use about 1923, At that

time cellophane was used for vackaring candies and perfume,
Tn 1927 4 moisture«proof sheet was devclored and since then,
"Ny o ther Improvements have come about, Cellopharne is row
Produceq by Du Pont and other companies manufscturing zbout

1
0 mt31350n vounds annually,



Ceilovhane is sold bv code nizabers and letters,
™ie prefix nurmber refers to the gsave or thickness, Ttor
exsmrle, 300-M3AT means that the fiirm i3 ,0009 inches tnick,
M means moisture oroof, S mesns sealed by heat, A stands for
anchore? (wafg¥ife§istant) and T for transparent,

Temperatures affect cellophane, When 1t is too
cold, 1+ becomes hrittle and will crack, =zirh temperature
may cause it to bleck or heat seal, The adequoste tempera=-
ture for storage is about 700 &,

2. Pelvethvlene, ‘Was develeped in ¥nzland, after

several improvements, it was produced in the Unitea Stetes
in 1220, It 1s a by=product of petroleum derived from
ethylene.

Polyethylene 13 2 waxy material, thouch flexitble
and transparent, It comes in a different number of gauges.
Polyethylene stores well and is auite tear resistant., It
has the advantage that is vermeable which permits btreathing
by the produce items,

3. Cellulose Acetate is similar to cellophane in

appearance, The film is transparent with a hich luster,
Tt has a fair degree of permeabllity to carbon dioxide and
oxygen, and 1t will neither shrink nor stretch, Cellulose
acetate is s waterproof film and resistsnt to drying out or
brittling,

he Pliofilm is a synthetic rlastiec containing a
hydrochlorice of rubber ass its hase.. It is molsture-proof,
transparent and has a hish permeebiility to carbon dioxtide,

Pliofilm is very resistant to punctures and tears. The



vrimsry producer ig the Gocodyesr Comnany,

Tor "Hard" ttems, such as potatoes and onions, mesh
hazs and vaper t&ers with a mesh windew are used, These
tvres of Yars provide ventilation and allow breathing. Also
annles are sometimes vracked in these bacs,

Trays, nlattars or baclkiinzs boards have been comion
in preneckarcinsg meats. kow they are becoming very popular
for vackacing Treits and some vevetables.

it must te rerembered that the tyne ¢f film or
material 1824 in vackine 1s not és impertant es the ventlla-
ticr and refriceration of the vroduce, "™e preference for
] parhicu]nr Pilh or pvackasinrec material should be based on
availavility, rrica and edantablility to the different items
and prenackiinc methods, "Wherever obtzinable, it is ade
visaile to purchese zood quallty prepeacksd prodace 1ltems

) 7
direct from crowers or wholesalers."l’

rowever, meny pro-
fitable items are not aveillable for buving that way. Tt
must be ramembtered also thet the chief value of packaging

is to standardize tne vroduce and meke it adaptatle to self-

service,

lethods for prensckacine croduce: basically three

major methods are used in prepsacking produce.
1. Direct “rap for solid items that need no supoort,

and Jead thermselves to a dlrect wran. Customers ere sfforded

17 .
{The Doveckmun Compeny, A Brief Manusl on Procuce
Prevacking (Cleveland, 19I5), p. 2. T




maxinum

ApS]

8.

o

be.

r181bilf by

v since no part of the produce is otscured,
Piace the prcduce on certer of film sheet,
Fol:d the ovposite corners of the sheet to-

gether and sesl with an iror,

wrar {3 comoleted by rolling end fold-

ine the ends of the sheet around the product
and seal in i+t with a2 hard ircn or sliding
thie rackaece over a flush mounted hot plate.

‘pplyv the heat se2l label and mark the price.

free flow!nr ft-ms thst can be put iato

fas~ opecation,

racs are icaded by hand or wlth the afi
off & furnel,
t-tiast ko oprere- gelrnt asineg the cateln

weilzht nethod, e
~a

- .
Jlorae the ngrer

with a clesins machine or

by hand i th Swisteas,

Tray Pack or basking bosri Is scastimes usei,.

8,

Tne »nroduct 1 nlzced on a bvacking teard,

and 2 sheet of film is lald Atasgorally

acress the torn, There is a variation of

the method consisting in pilacing a film
shert cattl-cornered on an 2poropriate

gizei moulded

177t thne tray from the table, The onposite

cornerg are tucked under the vacking boar

and seaied {in nla

o]

(=Y



¢, The remainine two corners sre foldsd under
ana seal=a,
d, The 1lsbel 18 rut in nlace and the nackage

is ready.

e There is a varietion of the method consisting in:

a, rlarcine 8 rilm snheet, catti-ccornered on ap-
prooriate sized moulded tray.,

b. Goois are arranced in moli with stem or
butt-ur, An avnropriate sized ranerboard
racker 13 nlaced in top of *the vroducs,

c, Opnosite ends of sheet are brought tocether
eril sealed with iron,

G. The remaining corners are ‘oined and sealed.

Nignlavine Produce: The foilowin

——— e in e a—

r factors should be

ro~

considera? by the ~rocer when displaying oroduce:

1. Color contrast. Tfu{¥s7?ﬁﬁ‘végetables are natur-
211y beautiful in ceclor and when the proper contrasts are
made the items becone more prominent. The produce mercnan-
diser snould taire advantage of this natural color to increase
vroduce sales, If gll the gréens, 81l the reds or all the
white items are nut tosether, the customer will see only
three items In the disnlavy, DbHut If red tomstoes are put
next to freen cucumoers, and red apples next to green celery,
the red ftems look redder and the zreen ones look greener,

2, Varietv, To have Qar{ety et the display pays.

The produce depsrtment with a good variety can give to the
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rn 1"t

housewife that "nesded” item she is looking for to build her
meal around. Of course, there is a limit to the items a
store can carry, Fut with smaller paékages now being made
availatle for many items, the store owners will be able to
add variasty to thelr dlsnlays and continue to hold down their
snoiléze losses,

3. pace Fieg Sellers, There are some 1tems that

2]

£

are on the shopnirg 1list of customers every week, These
are considered demand items, Glve encurnh svzace in the dise-
plav to stand the continuous plcking by customers, Take
advantage of this, by disnlavinge non-nlanned or Impulse
ftems in between the drmand ones,

i« Butts Un....for let+tuaece and canlage, Pricing
on the butts ~ncourares eye selection insteai'of graboing,

E. Horizontal Dispvlays...., of rocts and stalk vege=-
tables, All of these shoald be displaved parailel with the
front of the dlsrlay case,

6, Jumbled Displays,...invites selection and buying
witnout the danrer of cansing an avalance from a nlce elaborated
"pyramid"”.

7. Use of Dividers,e...to maintailn s place for every-
thire e#nd everything in 1ts place,

8: Even Heleht,,..to make dispiay eye-appealing et

211 times, FEven heicht means that display will never lock

overloaded or overshopped,
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™e Meat Department

Meats, elther fresh or frozen isnally are first on
most shopoine lists, That gives this department a tremendous
pulling power in the self-service arrangement, "It is around
the meat course that Mrs, Housewife nlans her meals, In
most instances, the meat department determines to a great

extent, the over-all success of the market."18 In fact, the

per-caplta consumption of meat is inecreasing in thne United

. e
4 .
y

States,
The pere-capita conzwaption of all meats is
running about 162.5 pounds a vear, That means each

customer in your market should be buying about that
-much meat annually for each member of the fanily,19

The per-capite consumption of meats in Puerto Rico
{s avvroximately cre-third the consumption in the mainland,
Fortunately the consumption on the 1sland is increasing due
principally to a raise in family income and improved market-
ing techniques, In 1956 the total production of meats on the
Puerto Rican farms smounted to Sh7,000 hundred pounds units
compared to 178,000 in 1953.29 1p the Appendix of this study
there are tables showing the imports of edible animals and

animal products from the United States and foreign countries,

*

ISM. M. Zimmerman, The Super liarket, (New York: HMoGraw=-
Hill BOOk COQ’ Inc. 1935)’ po 2 Y

1o .
17" The 1957 Meat Manual", Chain Store Ape, (Decerber,
1956), p. 108. '

o)
“O"Agriculture, Production snd Relatedl Subjects", 1957
Statistical Yearbook, (San Juan: Pnerto Rico Planning Boara
» D. 166,



Location.-of the Department: FPhysical factors must

often he taken into considefation when declding on where to
locate the meat department in a store. "The traditional
location for the meat department in the food store is at the
rear of the building, most frequently occupying the full
length of the backwall."?l Tuose preferring this setting
for the department say that: "the meat department is placed

in the rear of the store tecause 1t 1s g demand { tem which

n2
draws the customers., 2 Some store engineers, on the other

hand, advocate the entrance location for the meat department.

Aprarently reflecting the viaw held by many
that--meat makes the meal--and therefore shculd
be firs% shopned bv the customer, a considereble
number of store encinaers said this department is
sttustel first in the traffic flow of their new

-

stores. --

)

Tn most food stores todav, a cross-rear locatlion of
the meat departiient is often preferred, and frequently the
meat department can joiln a side produce department at a

right ansle,

M

iz

'o

of the Devartment. Space todsy in wost food

——t——

{

stores 1s at a premlum; therefore no reasonable food merchant

"
2*Meat and Food Merchandising Staff, Self=Service iMeat
fulde Book (Saint Louls: lMeat Merchandising, Inc., 1956), p. 1ll.

o

“"E, A. Evand, or, clt., p. 103,

2
“3How Leading Store Enslneers Plen New Super Markets,
Progressive Zrocer, (May 1258), p, 53.
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wants to allot more svace than is needed,
Estimating meat sales at 25% to 30% of total

stores sales, a store doing #5000 or under should

do %¥0 per linear foot displsy space per week;
stores in the 35000 to ©25,000 volume bracket should
do *100 per linesr foot per week, %25,000 to %50,000
per week stores should do 7140 per 11npar foot; and
qunermaxvefs doine over %50,000 should be able_to
handle %160 ver linear foot par weelt in meats.24

Self=Service reats: Time has troucht many chanres
to food retalline since iiay, 1941. Those changes 1n re-
1nailiﬁg have beén of beth kind end degree. Of these changes,
which have affected every devartment of the traditional
food store and have forced the addition of new departments,

been as signiflcant as the rrowth of prepackaged

25

none hsas
me :n t merchandisinz, The develorment of the self-service
case and packazing materials were attemnted; varlous tyves
wer~e tested and abandoned.s In 1939 in Pennsylvania, the
A & P Co., devisad a selfe-service case that proved to te
eff"iclent. This improvised case was improved by manufac-
tureras, and the modern refrigeratad case was born.26

There gre many advantages to the customers when
buyfns self-service meats:

1. Every package 1is cleerly marked,

2+ Shopners are served faster,

3. The product is not more expensive,

éﬂibid.

2’Meat end Food Merchandislnz, op. cit., p. 5,

2 :'-L- " -~ - < - M
(% '+ lears of SelfeSer~ire”, Chain Store Age,
ovemnt o, 1%55), v, 82.

ot
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™e customer sees exactly what he buys.

There are onportunlties for selecting the cuts.
Yore variety of cuts are offered by the stors.
Fackares are leak-oroof.

Mrse. Shoprer can take 8ll the time she wants to
select the desired cat.

The customer can adiust the budqet‘when shopping.
Pa~kares are well sdented to storage in home
refricerator or freezer,

The customar still nas sevvice in the selfa

>
se-~vice operafions.*7

itmen+: Is used over and cver. This does not

building itself, which would rouse any meat

merchandising systems It does no% include suopnlies that

have to he constamntly r'eplaced.26 T™ha equipment for the

meat operations can te classified in four 4ifferent cate-

goxriasg:

fac tors,

Taiioment for Recelving eand Storage,

o

Luttine sna Zroceox=ins Foulpmens,
Packaging Equipment,
Euaninment for the Retall Arsa,

uss of eauipment is conditioned by different

One of the most important is the volume of business

27

4

bij.g TDoe ,—Lh"h-Sv

n

2

Y

Tocd and Meat Merchendisine Staff, oo, cit,, p. I17.




of the ators, The following i« a martial 1list of equipment
used 2t the different larels 11 ‘fe meat departu:nt cperatlicrs,

1., Pecelr'rnc ond Storase,

a8, The Cooler: Tncoming meats are first
storedi hers ch1lled eand otherwise condi-
ticned for cutting and wrapocing,

b, (=2rts, Doilies: Used tec store the cuts
ready for packacing, and packeged cuts
awelting displav.

c. Freezer storaze: Valuable for storage of
rackaced fisgh, voultry, and other prenared
ftems,

4. Hooks: 3houid te of non~corrosive metsl,

Used for cooler storaze,

n

b
*
4

ure, Trays, Pans: To store srmaller mis-
cellanecus cuts,

fo 3cales: 'To check incomirs merchandise,

. Shelvine: To facilitate stcorage inzilde the
cooler,

L., ‘Prackinc: Overhesd rails, or tracking,
Jjustliry thelr cost In terms of seving
time snd strain,

i. Was*te canrs or Foxes: To disnpose cf waste
end also for fet anad lean trimuines that

4
are to be used.29

29Tv14d., pp. LA-50.

= e
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2. Cu*tirne and Proceasing Equipment
. v, “u A .

a. Tlectric Saws: HMay bé'uééa for meat-and
tore cutting,

b, Knives zsnd Cleaners: Froning knife, cutting
knives, fish knives, ond cleaners should be
keot well sharpenea and vleced on rack when
not ir use,

¢, Ileat Eloeks and idest=-Cutting Tables: Should
be kent in good condition by daily care,
matle toprs are generally not more than three
irches thick,

d, Meat Trays and Pans,

e, Molcing Mashines: For ground beef,

f. Petty lsachine

«

%]

e Slicing Machines

h, Trey Carts: For moving meat from prepackeging
Tine + lep, 0
11 TG Ca286 Or COonler,:
2, PFPeelarire Zquipment: Comprises & number of {tems

necessary to vrovide customrers wlth gocod-lcoking

2]

packeces, nroper lebelinoc and clear informatlon
in regard to eract weichts and nrices, Included

are ccnvevors, tare dispensers, film cutters,

lebel machines, packacineg tables, packaging

machinery, racks snd pvlstters, scales, sealinrgz

2
devices, stands, storsge for supplies.‘l

2] 4., '
““"Meat and Food Merchandising Staff", op. cit., pp, 55=%

="

!



li'e Eguipment for the Retall Area: 1In the self=-

service meat departments, the retall area must
be planned with zreet care, for the general ap-
pearance of the departmént is vastly more ime
portent when so much of the rersonal contzct
with custemers 1s lacking. Includec in this
group are displsey cases of different styles,
display case asccessories such as dividers, signs
snd sien hollers, tass, thermometer, and related
{ten displays.32

Supplies leeded: Supplles are those materiels used

during the course of the selfe-service packaglng operation.
"hey need constantly to be replaced., It is estimated that
the cost of supplies is aprnroximately 1% to 2 percent of
total seles, "™he function of packaginrg materials is, of
c@urse, that of helring to prcduce an attractive, durabtle
package, Usually thé wrapnineg materisls used in the meat
department are the same or clésely similiar to those used
Ir the produce depsrtment., In the chapter covering the
broduce department, the wrapping materials are discussed,
80 they are only men“icned here &s supplies needed for self-
Servi ce meat operstions. Among the wraps the transparent
f1lms are included such as: cellophane, plicfilm, saran,
lumar 1 +h and other synthetic products. The "backing" group
Includes lsminated boards, pulp flatbosrds, trays, lard

N . ]
—— 't ' ‘e

321b1d., pp. 55-56.
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trays, and more recently plastic wex dip. For merchandising
many food speclalties, self-service meat contalners are used
such as window cartons, paper cuvs, plastic cups, trans-
parent bags, and shrinkatle plastic bags.33 An adequate
supply of labels is a necessity. "here are many different
kinds of labels that the grocer can tuy imprinted. Suppliers!
catalogs describe them and the store owner can decide which
tyoe or types to select. In large operatlions labeiing is

done by machines,

Displaying i“ethods: There ere dii'ferent opinicns

as to the test way to arrange displeys in a self-service
meat case, Eut in general, the different methods used
follow certain basic merchandlsing principles. Fast moving
cuts, should never tie placed side by side, slow moving cuts
which ususally casrry a hizgher mark-up,‘gpogld:be'given the
benefit of beirng displayed alongSide-a;dem;ﬁd 1tem.3u Many
stores arrenge the meat displays so that when the customers
enter the meat departinent, they observe the large items such
a8 cenned heams, smoked hans, picnics and plece Eacon. From
here the customers work down to the roasts, the chops, and
therr the c0ld cuts. On the other hand, some operstors prefer
to chanpe the displays every two or three weeks to maintain

the interest of the shoppers trying to find thelr favorite

33Ihi‘}c s DPDo 59-650

pe 19 3u"mhe Why and How to Self=Service Meat", op. cit.,
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ciits along the display case.35 T™he season Influences the
Aisplay techniques. During‘the sumrertime, many stores dis-
play ground beef at the teginning of the refrigerated case
and saussge and cold cuts scettered along the case,

The following principles are recormended by U, S, D, A,

as guldes for minimizing lsbor requirements {n the displsay
! ‘. e

ocperestion:

l. A fully loaded pan, or two or more partially
loaded pans, should te carried to the display
case on each.trip.

2. whereaver possitle, a cart or dolly should bve
used to move several pan lcoads to the dilisplay
case,

3., ™e floor or walkwaey behind cases serviced from
the rear should be at the saie level &s the
floor of the packeging area.

ie Doors connecting the vackaging area and the
display area should be swinging doors or should
open out 1n the direction of the flow of product,

. £11 ttems should have a definite locetion in the
holding cooler, and the vericus secticns of the
holdirg cooler should te marked accoridingly,

b whenever possltle, poth hends should be used to

36

place the merchandise in *the display case,”

35Pe‘rsonal interview with mest :aneger at Schmldts
Supebmarket, Okemos, lichlgan,

6 N
, 3 Edward M. Harwell and Others, Packeging and Dlsplaying
deats §n Self-Service lleat Ilarkets, (“ashington D, C. Governrment
‘rint 3Tz TfTTce, 1956); b. Bf. :




The .elry lberarunert

A rregisenourt of amphzsis has ceen glven to the
product knowledze reauired tn the overaticn of a dairy dJe=
partuent of a swremuarket,

There 13 not a suvermarket operator in the country
whe does not reclize the Imvertance orf nls calry depsertment,

The two maln reasons why chzin store managers
l1ike to handle dairy prcducts ere btecsuse alrost
every customer hss at lcast one dalry product on
har list each time she shops, anl because these
prolucts tie in re*urelly with many other foods

ar:d can therefore point the wey to ediltional
sales,27

To sttaln success in the cairy depar*nent, store

mannacers must cevelop &and practice the hatlits otf success.
"he rorpose of the writer has teen to collect informetion
that can help rrocers Iin Puerto Bico., To accomplish success
In threilr food stores, srocers muszt have a2 Letter understande
inm of the -asic prsctices of successful dalry lepertment
oheration,

In many surermarkets the dairy denartment is still
Considered as part of the grocery department, The dalry
ope: »-gtton tolay, lpcau”e of 1ts stze and importance, demands
fhe  attentior of Indlvliuals who can devote all of their
Mime to the operation,

Eased on the firm belief that dalry maruse
ment is an important skille--in the same sense that

meat=cutting ard produce~haniling are gererelly
recocnized as speclalized operstions-~the Grand

(5 3Twmie tn Datry Alded Ssles", Chaln Store iAre,
Y&Center, 1556), p. !3




Unfon Co, has spent more than six years operating
and perfecting 1ts trsaining course for dairy de-

partment managers.

Merchandising Dalry Products: Milk draws trafflc

to the dairy department. If the cdepartment is falrly large,
n1lk and cream contribute atout 13 percent of the depart-
ments total sales dollsr, About 10 percent of every milk
sale 1s gross profit, HMilk contributes about nine percent
of the dalry department's total profits.39
Milk is a big attraction, =since it is competi=-
tively priced, Twoe-percent butterfat milk may also
be stocked as an additional price incentive. Con-
sidered in the light of total dollars that go into
the cash register, milk vies with eggs for first
place, As a turnover item, it is the stsple-=the
heart of the dairy department,ltO
I+ is posslible to give the mass display effect to
m{1lk by stocking 1t high in the cabinets but not above the
temperature 1ine. The use of false foundations made from
emp ty cartons will be of advantage in glving the inpression
of wolume sales, liany supermarkets pfice milk 1n units of
two offeringva slight saving over single bottle price, Tie=-
In m11kx promotions with newspaper and magazine publicity on

. utrition and health, Combirneticn sales go well in other

dep artments, coupling milk with a variety of food products.

38"Grade A Dairy Personnel", Chain Store Age, (March,

1957), p. 137.

39"Dairy Department", Unpublished mimeograph, (University
°f Puerto Rico, 1956).

A uo"Dair Complete Merchandising Operation®, Chain Store
2£¢ (arch 1956), p. luk,
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Wherever possible display miik with otner ltems sucno ea
cereals, soups and chowders, gravies #2nd sauces, mi.k
with bread, crackers ana cake,

Cheese, Should be displayed in large quantitles,
Use contrasting color display. Since cheese has an appetlte
appeal, it ‘should be displayed attractively. Samples will
also increase the effeqtiveness of cheese displays. In any
display of cheese, should be such related items as crackers,
bread, spaghetti, beer, and other beverares, Cheese should
be suggested along with fresh fruits and vegetables for
sal ad, Brand or label should be in plain sight and clesrly
marked, Cut pleces of cheese should be covered with cello=
rhane. In displaying cheese, keep packages flat so as to
prevent the foll from loosening.

Butter, Turnover on butter 1s the most important
profit factor. Since the better is generslly kept in refri-
ger-ation, the chances for creating mass disp}ay are limitecd
bu + they are not impossible. Putter can be effectiveiy dis-
PLayed in open or closed types of the refrigerated cases to
Crreate the mass effect for selling large quantities, When
traffic 13 very heavy in the store and the tempersture in
the store is controlled by air condlitioning, the displasy can
be placed outsid‘éﬁt-g,?-"tpe refrigerator and mounted on empty
cartons, The empty cartoné. provide the base for a massive

Sales prampter which requires a minimum amount of butter
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packages., Butter should not be displayed outside the re-
frigerated case fcr more than four hours, No display is
coniplete without proper signs to reinforce the pushing power
of the merchandise,

Margarine. There are many brands of margarine on

the market. ,"One of the most serious mistakes made by super

T
market merchandlsers of marcarine 1s the stocking of too

many brands."ul An excess‘of brands resilte in a confusion
to the shopper, ™e result is that some brands can never
sell enough to pay for thelr space, The best thing to do
1s to offer customers a variety, but always watching the
sales volume of each and eliminatins ihe slow movers. ..lLin
margarine 1s displayed in the dairy case some merchandising
tips can be followed to increase sales:
l. Vary the package colors for easler shopper
selection,
2. Add new stock at the back and bottom of each
row to assure first in, first out selling.
3. Keep products with strong pungent odors away
from mergarine,

L. Price each package before stockinz in dairy case.h?

Margarine can be displayed outside the refrizerated

case provided the store is air-conditioned., When this is

ulKraft Food Company, Successful Dalry Department
(Chicago 1955)’ Pe 9.

h21y4 4,
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possaible, speclial related item disﬁleys are most effective,
Many store managers stated the following‘related goods are
effective volume producers:

1. Sweet corn with margarine.

é. Biscults and margarine,

3., Popcorn and margarine.

i Bread with margarine,

5. Baking potatoes and margarine.

6. Pancakes nrix and margarine,

Margarine requires the same handling care as butter,
Tha + means, it shculd be kept under refrigeration, even

thouch 1t has excellent keeplng qualities,

Ecrse Draw customers to the dalry case, In most
supermarkets egss contribute about 22 percent of dairy's
total gross profits, about 20 to 21 percent of the depart=-
ment's total sales dollars, Egecs must be refrigerated im-
me3d Iately upon delivery, Cartons must be arranged in
or derly rows; arranged also by grades and sizes. It is
Important to rotate the merchandise in the display.

To make a mass display, empty cartons or crates are
US @edQ gs a foundation for pyramidal stepped-up or other
3t ¥les or arrasngements, This method of using "false" foune
da £1 ong eliminates the danger of spollage and breakage which
M2y oec¢cur when too many eggs-qre‘disp;gqgg at once, The egg

d1313]_ay needed not to be confined to thg‘déiry department,
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Many managers feel that if thelr stores
are air conditioned, they can safely put up d)\splays

of eggs and margarﬁne at any point, providing there
is rapid movement,43 ‘

Eges tie in nicely with products such as breakfast

meats, With cheese or jelly for omelets, with the different

kinds of baking supplies.
Management of the Dairy Department: It is impor-

tant to give to fast moving itens the facings they deserve

based on volume, reducing the space given to slow-movers,
Another way to get more space in the display is to stop
carrying the slow-moving products that are similiar or

substitute to faste-movers but do not sell as fast as the

more popular brands, The space allocated to any product

showunld be based on sales,

Impulse 1tems are the products that the shopper de=-

cl1des tc buy at the point of sale, More than half of the

Products customers take to the check-out counter are impulse

Pro Qucts. Generally, impuise items yleld a fairly high margin.

In the dairy case, the impulse items are mainly

Cheesea, biscuits and delicatessen iftems, Many cheese pro-

duc s are sami-demand items. The other products in the
da:_py case that are demand-items are butter, milk, eggs,

max*earine and crean,

The following six steps are recommended to increase
eI ry pusiness:

———————

(p u3"'r‘ie-in Dairy for Added Sales, Chaln Store Age,
ecember 1956), P 780
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1. Allot space on the basis of ssles and proflt,

2. Allot some space to more volume-=building cheese
varieties.

3. Arrange demand 1tems to pull ‘traffic through
the entire departﬁent.

j« Group cheese In sections according to type,
flavor and color,

5. Post a "space allocation diagram”.

6o Spétlight the non-refrireyrated products.m*

Frozen Foods

Frozen foods are important to the retaller for dife
ferent reasons., Sales of the product have been increasing
Sinc e the end of World War IT. With the improvements made
to the refrigerated cases, the small grocers are able to
CArry a complete line of foods in a minitnum space, More and
MOre customers are using and demanding frozen foods each yesr,
Industry leaders believe that sales may reach eight to ten
Per gent by 1960, New-equipment, merchandising procedures
8NA new concepts In store sizes have resulted from the fast
€Towth and development of frozen foods.

Location of the Frozen Food Department: Frozen foods

ha"e not been accepted as a separate department within the

fooq store., In many super markets frozen foods are considered

——

thraft Foods Company, op. cit., pp. 26-28,

)
. e
4 .
A}
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a part of the grocery department, in others sales of this
product are included with sales from the produce department,
In a few large stores, frozen foods are consldered as a de-
partment with e manager in charge.

Many retallers still feel that the produce department
i{s the best locatlon for frozen food display. The Progressive
Grocer Magazine conducted a survey to determine which loca=-
tion for frozen foods the dealers preferred. The following
was the result,

1, Location near the Produce Department ... 48.,5%

2. Near CnecXoUtS eeeececcscccscccccocccccs 23.9%

3. NeeQﬂM§aQ;Department cesssssessssssscnne 17.6%

Lo Betéeen P;oduce'and Me8t evecaseccececes 5.05

Displaying Frozen Foods: A major factof necessary

for attaining good sales in self-service stores is meat dise
rplaying, Customers are constantly disarranging dlsplayse.
When an item is covered it will not sell, "Neatness and
effective usage are worth about 20% of the frozen food

dollar sales at the cash register."“S There are many gimicks
that grocers can use to bulld more frozen food sales for

his store, Sales results from Highly successful chains

show that can be accomplished, National Tea, for example,

reported 7% of total store sales in frozen products in 1955,

uS"Displays for Plus Sales", Chain Store Age,
(April 1956), p. 126,
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This year this same Company is overating at a rate of 8%,
In many cases, individual store results show 10% and 15%
of total store sales in frozen foods,'®

An effective method to build tonnage in frozen
foods is by using special disnlays.' Thgy qaq,be<used
elither in case and out-of-case, DBut the'fgégg'ﬁo be pro-
moted have to be tonnage items, A "dump display" usually
takes up extra space and fs cooled with dry ice, Mass dis-
plays and mass dumps of tonnage leaders such as julce,
frozen peas, french fries, pot ples and strawberries are
Justified by the extra sales, In many stores these tonnage
items get outeof-case display. Te big problem is watching
these items to make sure that there is no deterioration in
quality, Outeofecase displays are just as effective for
frozen foods as mass ends are for dry groceries, But these
1tems must be good sellers in order to move quickly. No
matter how well the display iIs set up with dry ice, the
possibilities of thawing 1s always present and, unless the
turnaver is rapid, quality problems may develop.

Effective signs and price markings insure added
sales, It is not enough to price-mark every item on the
back of the display case., Specials need fo be highlighted

to draw customers' attentlon,

borpy 4,
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Multi-unit pricing is growing as a sales stimulator. Par-
ticularly in large suburban stores, multiepricing offers an
opportunity to sell two of more packages at the same time.
The larger refrigerator capaclties of today and the growth
of home freezer sales make milti-purchases more likely in

these areas,

There are different opinibns of tgggway in which the
{tems should be displayed. The accepted';;aéfice in the past
has bteen to display the items by catezsory. The purpose is
to eive customers the ooportunity to compare similiar items
of different brands, V”ﬁere are others however, who advo-
cate the displaying or groupinzg of all the items of the
same varlety.

The agricultural Marketing Specialists of the United
States Department of Agriculture have developed very effece
tive technliques for handling frozen foods, Using these
improved methods, many operators are obtaining 31% to 4L%
increase in production over best conventional methods. Among
the recommendations of the government specialists, the fol-
lowing sre very useful in displaying frozen foods:

1. Use dump disnlays where possible, Dump displays
save time for “ast-moving items and permit the
operator to sell more merchandise from a given
space, Dump displays should not be attémpted
with less space than that required for three
regular rows of merchandise,

2+ Do _not display less than half a row of an 1iten,

if consistent with merchandising practices., The
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operator can then stock a hatf or whole carton
v, . o

without returning excess meieﬁaﬁdise to the
storagze freezer, 1%t also helps prevent cover=-
ing of one item by another through customer
handling,’

Jo not backtrack in Stocking a display case,
Stockmen often must run vack and forth to find
a certain item, Seoregcate merchandise on the
cart and move the case length only once in file
ling displays.

Combine rotation with stockini. Move o0ld mere
chandise to the front aﬁd stock to the rear of
each row. MNove most of the old merchandlise for-
ward when policing th; cases vrlor to stocking.
Ge* the certon close to the disrlay., Rest pro-
duction was chtelned in the U,S.,D,2, tests when
operators vleced the carton directly in the case
for stocking.

Use toth hands effectively, Stcck frozen foods
ravicly by using both hands., Lift the merchane
dise from the carton two or three units at a
time with cne hand and transfer them to the
other in the proper.positicn to be vlaced on
displaye

Keep displays below the full line of the dis=-

play case, Eullding displeys above the maximunm
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£111 1line causes dlsorder and 1s one of the
major causes of ice forming. -

e Use dividers.  Speclel dividers are a great aild
in stocking snd disvlaying frozen foods. Insert
a divider between each row of the merchandlse and
the next,

9. Keer packages faclng the front. This results in
easier harndling and a better view of the package.

10, Do not stock the merchandlse too tightly into
the csse.' Displays which are too tight take
consideratly longef to stock, make 1t difficult
for customers to obtsir the merchandise, snd

L7

often result in torn packeges and bent cases.,

Non-%oods Department

Nen=foeds is a term used iIn the food industry to
designate the merchandise that modern supermarkets are
carrying that was practically unknown to the food merchants
in the early thirties. This classificatlon includes items
like health and beauty elds, household euppliéd; non-pre-
scription drugs, toys and soft goods among others, But
non=foods are not newconers in the supermarkets. When the
historic Pig Bear of Flizabeth, New Jersey, which.opened

in 1933, earned eighty-six thousand dollars, better than

h7Da1e L. Anderson & Paul ¥, Shaffer, Tmproved Handling
of Frozen Foods in Retafl Stores, (Washington, D. C., Govern-

ment Printing Offlce, 1355), pP. 22=23,




half of 1ts total net profit from its non-food concessions
the first year of oper'aticn.“8

Today, non=foods departments are continuing to ex-
pand in all the country, although on a somewhat more selec-
tive basis than in the past, Customers have proved their
willingness to buy a great many non-food lines in their
favorite grocery store, There 1s no longer any question
about customert's acceptance of non=food service. The only
problem is to find lires on which there is sufficlent turn-
over to justify céstly grocery store space. There are many
good reasons why non-foods are sold in supermarkets., One
seems to te the operators' need for available merchandise
during the war. A very general but sound reason is the
fact that more customers frequent & supermarket more often
than any other type of retail outlets A good reason for
none=food sgles 1n supermarkets lies in their high profit
margin. In the Super;Valu Study" the gross margin on sales
of the household supplies was 28,2 per cent compared to
18.1 per cent of the grocary department.ug The relatively

hiczh profits derived from these items make it possible for

uBM. M. Zimmerman, The Super Market, (New York:
McGraw Hill Book Company, Inc., )> DPe 2

hg"Super Valu Study » Progressive Grocer, (March
1958) » Pe S"’-Llo
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an organization to elther make money for the owners, pass
the added profit down to the customer in lower prices, or

offset the loss of another department,

Non-Foods in the Small Stores
Small markets In large citles often claim they have
no room for many non=fcod items, A small chain in the East
Coaat offers thousands of items that many big firms have not
yet started to handle. To accomplish that, they are stres-
sing tn the following:So

l. Careful buying. The non«food buyer of the firm
says his three maln goals. in choosing merchan-
dise are to plck ftems that have lasting appesal,
to remember differences in local tastes, and to
concentrate on seasonal promotions. In his ef=-
fort to pick items that hsve lasting appesal,
the firm leans heavily to staple lines, Patterns
of dishes, crystalware, and cookware, for exam=-
ple, are usually offered on an open-stock basis
in preference to in-and-out desls, because this
gives custcmers an opportunity to accumulate
full sets over a long veriod of time and to
revlace any pleces that get brcken or damaged
in use, Buying habits differ among people of
different communities and even among those in
the same area., Seascnal appeal is another
factor that cannot be overlccked in the selec=-
tion of items,

2. Utilizatlon of Space. Since 1t takes so much
more floor spece to get the same volume from
non=foods as from focds, it is necessary that
all space aveaileble for variety lines be care-
fully utllized., In the lMassapequa Markets a
5 unit chain of New York, walls are lined with
shelving and the center secticns are filled
with island fixtures and tables so that all
lines can be an open display and easlily accese
sible to customers for close examination. All
items are carefully departmentalized so that
related lines are displayed near each other,

SO”Non-Foode: Problems and Opnortunities”, Chain Store
Age, (October 1957), p. 134,
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Main sectiocns Iin the mentioned stores include
household gadgets, phonogreph recoras, have
furnishings, lawn and garden equipment, clean-
fng needs, cookware, tableware, plastic items,
lamps and lamp shades, electrical supplies,
paints and wall paper, laundry supplies, no-
tions, stationery, toys and gifts.

3. Adequate Staffing. Since the non-foods merchan-
dise as the rest of the groceries 1s operated
on a 100 per cent sell=-service, large staffs are
not needed to operate them, But the personnel
must be chosen carefully, because thelr jobs
involve much more than just checking out mere-
chandise, Most of the chains have tried to
select men and women for the non-food depart-
ments who are particularly interested in
crefts and hobbles and who have natural aptle
tudes along these lines. In the small chains
usually one person is responsible for receive
ineg orders, price marking merchandise, stock=-
ing shelves, arranging timely displays, keeping
merchandise clean and displays orderly, and
making rotations of any 1ltams customers call
for that are not carried in stock.

i, Handling Closeouts. Many operators of small
food stores feel that two of the toughest prob-
lems are to avoid introduction of lines that
lack popular appeal and overstocking of strict-
ly seasohal ltems. Many of them are pretty
conservative in buying seasonal speclalties
and things that classify as useless noveltles,
They do not like to carry over a lot of mer-
chandise nor to hold close~out sales or offer
shopworn merchandlise,

Improving Non-Food Displays
One of the leading chains on the West Coast recome
mends the following seven gimmicks to improve the displays
of non-foods.b These techniques, the merchandiser manager
says, are carefully englneered to give sales velocity, cone-

sidering them both an art and a science,
A I A
1., UselVellKnown Brands, The big names mean big
box=office. What they do to get maximum turn-
over is to select o6nly the triedeand-true fast
sellers, They take these and allocate space
for them on the bases of their gate receipts--
the more dollars the more prominence,
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Maintain a Proper Stock, The merchandiser
manager of the chain points that ocut-of-stock
is their worst enemy. Nine times out of 10
it 1s incorrect ordering that creates those
s8elling gaps. What they are dolng is to set
up the order pad to correspond with the line-
up of merchandise on the shelves==left to right
and by sections. This, they say eliminates
tapes or marker identifications, Once the
alignment is established, the shelves are
filled to ceapacity. In this way it is easy
for the store clerk to locate items in the
line-up, They alledged that with this tech-
nique 1t takes only a few minor adjustments
to handle new i tems,
AR,
Use the Proper Fixturea.’  When shelves are
rigid, it is the touschest trick in the world
to pack the merchar?ise in without leaving
empty areas above and below, they say., It
wastes space, and gives the customer an im-
pression that the store let the displays run
down, or that are discontinuing lines, To
avoid: that "empty feeling™ this western firm
recomnends the use of adjustable shelves so
that they do not show bigz gaps above odd sizes
of bottles and packeges,

Try the "Peg-Roard". They maintain a 8=-foot
section of "peg-board" in the center of each
non=foods gondolas, It has shown that it can
hold three times as much merchandise as peg-
boards strung completely across the tops of
each gondola, :

Provide a permanent place for items that are
hard to stack. Manufacturers'! deal packs at
special prices or with free merchandise attached
often are difficult to stack in the regular
shelving. The store provides a permanent place
for them right at the end of the healthe-and-
besuty ailds gondola,

Display Relsted Items, The merchandise manager
of the firm says that they like to duplicate
certalin Items in releted grocery departments

so that they catch the customer who has hape
pened to by~-pass the regular drug display,

So they show sanitary napkins at the paper
goods table and baby needs within the baby
foods table, :



7. Use "Spectacular" Displays. This chain ore
ganization authorize two feature displays per
month which they call "spectaculars"., Gen=-
erally these displays elther tie-in with the
holidays or they are speclal manufacturers
promotions of major importance., These pro-
motions are always merchandised on special
end displayg designated by the grocery
department. 1

Counters and Check=out 3ystems
In modern self-service stores the maln function of
the check-ou% counter is not to maintain 2 physical separa-
tion between the cashler and the client, but to set up a
convenient place for checking.each patron's purchase, "I
will recelve merchandise, move merchand1se, and aid in the
w52, . .2

g
4 .
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physical handling of merchandise.
Thers are three major types of checkout counters
used in self-service stores today:
1, Rectangulgr type of counter,
2. Counters that form a "U",
3., "L" counters.
Grocers can use the type of counter best adapted to
their particular needs. The following is a brief description
of each type:

Rectangular tyve: Are commonest in small stores

that have a considerable part of thelr volume in charge-

51nmye Truth About Health and Eeauty Alds", Super
Market Merchandising, (March 1957), pp. 67-68.

528. A, Brand, et. al., on. cit., p. 124,



and-delivery services, Other than checklng counters, they
are used in assembling delivery orders, handling crsdit
deliveries and serving‘the few customers that still prefer
the clerk service. ™hey are adapted to small stores with
1imitedl floor space.

"J"-shaped Counters: This tyve of counter works

good in medium sized stores where, therg 1s a limited credit
‘ AN

service and where the management wants to maintain friendly

customer reilations. This type consists of two counters
forming an "U",

"L Counters: Are the type adoovted by the strictly
cash and carry stores. Is the best type for stores with
large volume of sales. The commercial tyves of counters
are "L" shaped. They are good for easy traffic-flow and
rapld checking.

In bipger stores with a heavy traffic a clear
separatlion of lanes and sometimes doors for incoming and
outgoing traffic should be clearly stipulated, This is very
important when planning the location and arrangement of
checking counters,

Trhe checking counters should be located near the
store exits so the flow of traffic will be to these exits.
The shovner ususlly plans the merchcndise on the counter
where the checker moves it item by item with the left hand

and using her rigzht on the register keys. The merchandise

1s usually sacked by a part-time employee known as "sacker"
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or "bacger". During slack periods the checkers perform
both operstions,

In a recent survey ¢onducted by Progressive Grocer,
indicated that on the average three chéckout stands are
being used in stores averaging 10,000 in weekly sales;
four in %20,000 a week stores and for £50,000 outlets,
eight chaeckouts .'ar:‘é' ij‘e:ihg .used, . The number of checkouts
used by a particular store will vary according to local
needs, however, these averages indicate the number of
checkouts used by over half of the opersators surveyed.53

The Food Merchandising Staff recormmends determining
the numter of checkouts in regard to floor space. They
Say that for stores of 100 to 200 square feet, one checkstand
is © nough, 2 for stores from 2,000 to 3,000 square feet,
five 1n stores 8 to 10,000 and eix in markets of 10,000 to
Lis 000 square f‘eet:.Sh The final decision depends, of course,
°n many different factors. "Variables, such as the speed
©f <*the cashier, number and spesd of the bagcers, and whether
the c ashlier must cash checks, handle bottle returns, coupons,
S tamps, welgh produce, etc., affect the dollar sales that

Pass through a checkout stand per day or week ,o>

—————

° 53"How Leading Store Engineers Plan New Super Markets”,
\E. cit., pe. 580 ‘

r Sliwms n1mum Requirements on Fixtures", Food Store
l&nner, (Saint Louis: Food Merchandising Publishing Co.,
1;565, Pe 7o
5%
E. A, Erand, loc. cit,
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CHAPTER IX

PRACTICAL ASPEITS OF LAY-0UTS

"ere are certain basic ideas when designing a
practical store layout such as accessibility to the merchan-
dise, onened displays and visibility of all ftems, What is
meant by these three terms is that the merchandise should be
allowed to sell itself. The dgys.when’the qerchandise was
purposely vnlaced to be out of the reacﬁfoézgnsfomers are
STl

Selfeservice nierchandising vrinciples have affected
store desicns and internal arrangements of fixtures and mer-
chandise, As a result of these chaﬁges, retail establish-
ments look for certain basic objectives when designing the
store layout,

1l, To fecilitate complete customer circulation

of the entire store.
2. To increase sales of high margin merchandise,
3. To estarlish a tuying routine consistent with
the consumer's thinkinz, habits, and methods
of planning, |
. To maske the task of shopping as pleasant as
possible, so pleasant that satlsfactiocn is
apparent by repeat visits,

5. To provide the most effective utilization of

space from the stardpoint of cverating efficiency.l

E. A. Brand, op. cit., p. 102.






Merchandising experts agree, that a good arrangement
of stock-is cne in which there has been an Integration of
impulse, demand and convenience 1tems.2

The first lozical step to arranging stock for self-
service is to classify the thousands of items Into general
groups or departments so that customers can'easlly find them,
Generally speaking these natural groupings are based upon the
way in which they are used, So the shoosping habits of the
community served by the store is very important in arranging
the stock disnlays. "Possibly the best way to approach the
merchandise layout problem 1s to consider the thousands of
grocery items in your inventory in terms of just 4O to 50
basic product claseifications witn which the average customer
s familiar."3

Demand items in the grocery devartment are those
that are practically always on the housewife's shopping list
such as bread, eggs, sugar and coffee among others. On the
other hand impulse items are those that the shopper buys,
but were not on her list or on her mind when she entered the
store, At sometime or another, any item 1n the grocery dee
partment may serve as an imp&lse item,

Demand 1{tems areAgénefallv spotted throughout
the department, with thé majority of them toward the
rear so as to draw customers through-the entire

department and give them a chance to see all the
merchandise,X

2Pro ressive Grocer Staff, Modern Supermarkets and
Superettes, %New York: The Butterick Co., 1956), p. 18,

31v14,

hJohn o Ernest, op. cit., p. 18,
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The impulse items are recommended to be placed
where they are more accessible to customers., GCrocers in
Puerto Rico should have in mind that staples like rice,
beans, tomato sauce, lard, dry and evaporated milk and sugar
are tynical demand items; Wneﬁ arranging the merchandise,
these iftems should be svread throughout the grocery depart-
ment so that customers will shop the entire department,

The relationship which one item besrs to another is
important, In arranging the.merchanﬂigp:pnlsnelves, the
grocers in Puerto Rico must keen in miﬁéfkhe tastes and
habits of hls clientele, Usually olive oil is the every-day
dressing for salads so it should be placed near the produce
department, Dry and évaporated milk near breakfast i{tems;
soaps near household goods, Soda crackers are very popular
in Puerto Rico for breakfast, while native fruits and jams

are used for desserts as i1s cheese.

The Grid-Iron System of Lay-Out
The traditional layout patfern in most retall stores
is the grid-iron. It consists of placinz the gondolas paral-
lel to each other, Gondolas are usually long without breaks
for cross aisles. This type of condola arrangement produces
an efficlient flow of customer traffiec, Short gondolas with
many cross aisles result in customer confusion and waste of

floor space.S Some of the objections of the grid-iron

SRuss Maintain, "Layouts--Hopsful and Helpful™, Super
Market Merchandising, (June, 1957), pp. 62-63,
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lavout are monotony caused Ly the longz gondola lines and
the warehouse-=1like appearance of the arrangement. Of course,

in A& small store this gtjectlon 13 of little imoortance.

The Diagonal Design

T™e diagonal layout is a variation of the grid-iron
rattern and consists in arranging the grocery fixtures in a
diagonsal way., T™is tire of lzyout 1s popular among small
and medium=-sized operators because 1t cives the illusicn of
grea ter size, The Tnderendent Grocer Aliience 1s a booster
of this system:

The angle allemments of the island's make

it easier to shon the overall storee--all depart-

ments easy to ldentify-e-selection of merchandlse

easily made-~trefflc flow cecnyernient for maneue
verinc of the shepring corts,

Some store engineers claim that the dlagonal system
U*1 1 % zes floor space less effectively, In research ccnducted
bY s one grocery chains, it was found that thls arrangement
reluced considerably the aisplay spasce in the produce ard

fro:en food depertments,’

——

I W. He Longenbaker, "Jays and Wherefores of Store
(?}YOut", Independent Grocers' Alliance DistribuffAg.Co.,

Ui\%m of the Extension Retaller Education Clinic,Purdue
n verst y,_rq.r)ZY, P )9.

2 . - ) -
at Maivett the Diagonal Leveot™, Super Market Merchan-
Sfre, (Juna, 1957), pe 63
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Alcove Arrangement

™1is is an lnnovation in the standard srrangement
and was developed by an'eastern chain, The walls of the
store zare divided into sefni‘-circ‘lvés iiggigde'barbmental bays.
Tese bays are designed so that eisht carts can be maneuvered
witlx relative ease in each ore. Thils arrangement permits
higher shelving without interfering with the vision of cuse
tome x-s in the market, Departﬁental isolation is vossible in
the alcove syvsten so the customers can svee up their snop-
Plniz as socn as they are familiar with the locetion of

di ffarent items, A one-way traffic pattern Is usually used.8

Free-Flow Layout

™his system is characterized by the zbsence of sharp

turns, regularity, and uniformity in the shopping areas,
The free-flow arrangement consists of a

series of circuler, octagonal, oval or U-shaped

fixture patterns, resulting in curving aisles

characterized by a deliberate absence cof unifor-

mity.9

Some of the food chalns In the east, especially
Grang-tnion Corpany, are using a radial store arrangement
tha+ actually is a free-flow design., The mdin advantages
©laimed for this unusual store errangement are:

1, Flexibtility 1Is facilitated in that the linear

counter frontece of a department can be ccntracted

8“Grocery Bayse~A Novel Layout Dimension", Super Markst
~$E:ghanais*ng. (June, 1957), pp. 76=T77.

9 -
Peul L., Erown and William R, Davidson, Retalling,
(T“eh:Ybrk: The Ronald Press Company, 1953), p. 132,
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or exranded by insertiﬁg éfkremoving fixtures
without altering the general pettern,

2. It increases customers' exposure to merchandise
by eliminating strgight alsles and provides
incentive for devious courses of customer
movement,

3., T™e depsrtments stand out clearly from one

another with distinctive szize and sna.pe.]O

Orbid.
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CHAPTER X

STORE ENGINEERING

Modern Store rronts

People cet their first impression cf a business from
the store front. 7o serve as an Invitation to enter, the
front must be attractive and suggestive of solidity and
charmcter. Grocers know by experience that very often the
cus tomerts declision to step Into a food store is stimulated
by the quick rfirst impression that she recelives from the
store extericr, "The store exterior must appeal not only
to regular and transient shopners, but also to new families
entering the srea,"’

A store frent is a form of advertising, When plan=
nlng store modernizaticn, the froﬁﬁ }hué";. 1l;e_'-é onsidered a
bpar+ of the overall merchandising vlan., It is the store's
Pe€rsonality to the customers. The food chains are using
Modern materials and designs, increased attention and more
planning to make the most of the store fronts, Generslly
food chatns use three different types of store fronts,

1. Open fronts: They are open to view and utilize
Tul13 windows and glass doors to disnlay the interior of the

Store to passerby.

\

A 1"'T'he Cuytside View in the Inside Sale", Chain Store
—ge, (October 1955), p. 119,




2. Closed Fronts: Are markets without display
windows, Some chains adopt the closed front where space

necessitates use of the street w;{ll for refrigerated dis-

* .
(R

play cases or similiar selling equipment, .: .=
3, lexible Fronts: In this type of front the
sales floor can be shown or concealed, Curtains or remov=-
able showe-window backs ellow ready transition from one style
to the other or a combination of the.two.2
There are a great varlety of materials that can be
use d to make store fronts attractive. The zrocer can select
those that best fit his conditions such as cost, avail=-
ab111ity, adaptability to weather conditions, etc. The
following 1s a 1ist of some of these materials:
1. Marble |
2, Granlte veneers
3. Stone
i, Terra colta
€. Roman brick
6. Prick
7. Pre-cast terrzazo
8. Ceramic tile
9. Porcelsin enameled metel
10, Cement stucco
11, Metal alloys

12. Structural glass

A Z"Making the Most of the Store Front", Chain Store
—&e, (October 1953), pp. 176=1t0.
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Ralrh Ernest, a store engineer for N.A,R.G.U.S.
makes the following recommendaticns to small operators
planning to remodel their store fronts:

l. Get rid of all foreign signs, for they give a

very cluttered appearance, <Consider the possibllity of re-

1 ocating the entrance, and revising it in such a way as to
creste 2 "new" imnression on people going by,

2. Re-=face the froﬁt of the store. Today the ten=-
dency 1s to create a horizontal line plus the 1lmpressicn of

a longer, wider stcre, and that is not possible with a two-

s tory false front on a one story building, Ee recommends

pProducts like redwood, plywood, imitation stone, tile, brick,

some only a half-inch thick to be raziled onto an existing

wall,3

The Store Entrance: The entrance should invite

cus tomers to enter and shop. Entrences d;q;deéigned to im-
Prowve the overall store epvearance, wearing qualities, and
ths?i:r&ability to be opened easily. Doors are often classi-

Mleg by their position In the store and by the way they are
°Per s ted, T™e following is a general classification for

door s psed in chain stores:

l. Clearevision doors: Thelr big appeal is that

they are light in wetght and easy to operate,

.

Bul 3Ra1ph Ernest, "Annual Modern Stores Issue", H.A.R.,G.U,3.
letin, (February 1958), p. 50.
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2. Flectrically operated: Are preferred by grocery
stores where purchases tend to be Bufﬁy:gﬁ;-

3. Revolving doors: Are more common in big depart-
ment stores but are not used by food store operators.

e Central doprs: Are sometimes criticized since
they limit the spacc available for window display.

S Doors at the corners: Are most favored by drug,
tobacco and candy chains and others not requiring traffic
on either street to go out of 1its way srcund the corner.u

Store planners recomnend using off=-center entrances

ffor supermarkets.,

When talking about any type of store build-
ing, we must consider the front . « . An off=
center entrance 1s usually more efficient and
easier to operate than a center entrance., There
are somo exceptions to this such as in large mare
kets where space is secondary, or where a center
entrance gets closer to more parking spaces.s

Store Signs: They are considered as part of the

Sales promotion in modern food stores, "Each market has an
Out dcor salesman who plays an impressive role in the creation

6 If thers

°f Business. This salesman is vyour store sign."
2
‘S A trade mark or name in script, the ecrocer should use 1t,

|

u"Maktng the Most of the Store Front", loc, cit.

5Ralph Ernest, or. clt,, p. G2,

6 : .
"Your sign is your Salesman", Suver Market Merchan-

Using, (May 1953), p. 183.
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T™e vurpose is easy ldentification of the store, Stores
located scrme distance from the road or roads need signs with
larger letters so as to te readable. Prlastic sions offer
great varietles of color and lichting and being flexible,
can be used for script signs or for trace marks, Wood,
metal, stalnless steel or plastics are all pood materisls
for sisns, The crocer must check adiacent buildings or
obstructions to detefmine the possible height for the sign,

When deziding on a sign, the operator should con-
sider the nicht *ime appeal of the store, since currently
there i1s a strong tendency toward evening shopping especlally
In suaburban areas and shopvineg centers,

Pylcens: They are néw being erected by food store
Operators in the form pf sizns rather than actusl towers,
Py 1lons must suit the lbcatlon of the store. Outlying subur-
dan snhonrine centers deéign pvlons and lighting to attract
Passing rotorists. In urban 1ocations,.,_'ho,we_v‘ex‘,~ they re-
ta in more modest vroportions in keeping ﬁféﬁﬁé‘éhorter eyee=
Pangf,e.7 A vylon on the street Is probahly one of the best

P aces to spend money for a sizn,

Store Lighting
Ey improving the quality in cenersl, and adding

L 4
d:~Splay and apotlizh*%ing, sales can be greatly increased in

\ Dl et —

_7"Pylon; Pofnt the Way", Craln Store Age, (May 1955),
Pp. 86-87.
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self-service stores, Good lighting 1s one of the most
valuable tools for an ag-~ressive retailer,

The modern, rroegressive crocer of today
reaalizes that lighting can be more than interior
decorstion~-=-it can be a strong merchandising de-
vice, A well-engineered lighting installation
will draw attention to the store and its merchan-
dise; 1t will lead sales appeal, ihduce people fto
see more ftenms, and it will contribute to a cheer=-
ful stimulating interior.3
There are three general types of interior lighting

used at the food stores:

l. Accent lightlng: The purpose cf thls system 1s
to drew attantion to specilal dlsplays. "Dead"”
corners become sales cénters when the lichting
1s above the level of surrounding areas.

2« Down lightinpg: Is especlially effective =t
meat and fresh produce counters to improve
color, add sparkle to shiny surfaces, and em-
phasize form,

3, Perimetar lighting: Identifies departments
by using wallemounted sizns and decorative
elements, improves store avnpearance and cuse-

9

tomer circulations,

The General Electriec Company recommands that there
Shou1ld be a minimum of at least 100 foot-candles throuchout
8 food store, up to a maximum of L0OO foot-candles., What is

Teally important to the grocer is the amount of light on

\

8Progressive'Grocer Staff, op. cit.,, p. 150,

(F 9R. ™. Dorsey, "The Silent Sajesman", Light lacazine
Q1A y.0ctober, 1957), p. 45. ' S

Tent
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the latels of items, not on the store's floor. In food
g tores today with many sales veing made on impulse, it
fs iImportant for the labels to be seen, The requirements
for food store lighting may look rigid, but fortunastely
there i3 a variety of fixtures and svstems avallable that
malce the task gulte simple,

The basic and simplast unit is the individual fixe
+ture. It can e surface mounted or recessed into the ceiling.
T™e units can he installed in groups or placed end-to-end to
form rowvs, or geometric patterns.lo

To prevent g¢lare and excessive brightness, the bulbs
are shielded by use of rlass or »nlsastic bottoms and sides,
Many manufacturers prefer the "erzg-crate” bottom as they
diffuase and direct the 11-ght properlye.

The ultlimate in lizhting is the luminous ceiling
In which the entire surface is illuminated., Plastic squares
Or leng +h of corrugeted pvlastic are placed in a rrid to
liffus o and conceal the actual lichts mounted above., Al=-
though rows of fluorescent tubes are the actual source of
light, +he 11ght s'pread‘on the plastic is so even, the en=-
flre Ce1illing appears to be {1luminated,ll

A ooxrbination of incandescent and fluorescent light-

Ing wi 131 give sparkle especially to cellophane-wrapped items.

—_— .

(Pebr 10n0test in Lichting”, N.8.R.G.U.S. Bulletin,
o ual'y 1956)’ PP 67'870

Ibid,



S ome food stares have fixtures with incandescents mixed in

wi th the fluorescent tubiag.
Auxiliary lightinz is used no matter what type of

1 I ghting system is selected by the grocer; Spotlights are
werxry necessary to attract attention to special displays.
e a ts look better when incandescent lamps are used, there-
ffoxre floodlights or spotlights are preferred over the meat
cases,. Additional spotlighting can be used to illumlnate
waal 1l directories, derartmental signs, plagques or wall dis-
rlays,.

Colors for Modern Stores: The color scheme for a

food stare inhances the personality of the store and helps
in the proper iilumination of the interior. Pastel shades
reflect more light, Walls and ceilinzs should be rough
surfaced or have a flat paint to prevent glasre, For stores
in a climate with predominately ho*t weather, colder colors
like blues avold the impression of more heat, The use of
wall paper, murals, and panels is increasing., Manufacturers

of wal paper are making more patterns which have food

themes _ 12

A\
A

iloors Rt
There 1s a rather wilde variation of materials and

cost of floor coverings.s In selecting a floor covering,

the ZErocer should consider the following factors:
l. How long the new floor cdvering will last,
2. Which is the best adapted flooring for the store.

—_—

12

Ralph Frnest, op. cit., p. 56.



3., Maintenance cost of floor coverin,o:.13

The better grades of asphalt ani vinyl tille gener-
ally are puaranteed for 10 years or more in stores with
neavy trafric,

Some groce‘rs prefer the dark-colores pafterns of
asphalt tile for the resistance of thé product to scrapes,
scuffs, cigarette burns and rough treatment. On the other
hand other grocers prefer linoleum because it can be lald
1n a pattern tha*t will direct store traffic.

Proper malntenance is essential In setting the riost
sa*1sfactory usace of the flooring selected. Good vinyl has
an advantage over linoleum and 'asphalt tile in that foot
traffic helps to buff the surface, so that wax is not re-
auired and the hazards of slippery .f‘.lt_:mz_'_s 'are‘avoided.u’f

Grease=proof tile is convenien{.:“iﬁjtﬁe meat room
for long service., Many retallers use 2 small rubber mat
in the meat operations or use a rubber tile that withstands
humidt ty and will nof damage., Gracers in Puerto Rico can
use terrazo and cement tile es they are locally manuface-

tureq and in moat cases store owners can afford them.

Parking Area
The commonest location for parking areas in modern

food Markets is in front of the buiidi.ng, next most desirable

—_———

13Lucas Coving, "Give Your Floors a New Face" s Voluntary

and C \n_eratives Groups Magazine, (January 1955), p. 19.

luTb‘Ld., Pp. 19=22,
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£ s slde parking or a combinatlion of front and side. Store

englneers agree that the least desirable 1s rear parking.
Usuelly the parking area 1s considered in relation to store
=<3 Zze. "In a metropolitan lecation you should try for a

3 — *o0-1 ratlo of parking lot-to-store size, in open areas

2+ least lh-to=1l is to be ;:tr'ef‘erred.l5

On rectangular plots, lengthwise varking lanes are

r e comuended for a better use of the space, If the lot is

i rrecular, variations can be used such as lanes parallel to

tlhe 1length ol the bulldine on one side, and perpendicular on

ano *ther, depending upon the lot. A 90 decree ancle for parke-

i1ng utlilizes the space to the best, but drivers, especially

women like better to park at a :5 degree angle. "Women will

continue to park at a }j5 degree anzle, so why fight it} A

4S5 degree angle is, you micht say, virtually the only angle

for self-parking."l® ynfortunately most of the grocery

8tores 1in Puerto Rico lack proper parking facilities, and

in the big citles and towns none at all. Of course, the

New s tores opened provide relatively good parking facilities,
Parking lanes elchteen feet deedp and eizht feet wide are

fnough +q acco'modate even the biggest cars.,

Miscellaneous Equioment

Alr conditioning:

Bveryday more food store opera-
ters Are aware of the great merchandising aid of an air

condi ¢ oning systen, ' "Two principal reascns for air con-

——

15 ' L

Progressive Grocer Stéft‘,:‘uéﬁ. cit., p. 9.

161p14,

————
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a1 tioning are: btringing additional customers to the super-

markets while retaining the present customers, and maintaine-

f mg a competlitive position in the trading erea, "7

There are two main systems of alr conditioning,
r1 rat, the self-contained unit available in small sizes and
adapted to small outlets, second, a large condltioning
s ystemn with a central installation. Both systems can be

e ther water or air cooleds In a hot climate such as exists

in #Puerto Rico, air conditioning is more than a needed cus-
tomerxr service, but a way to reduce svoilage in perishables
especially produce and meats,

Shopping carts: The evaluation of this equipment is

very Iinteresting from the first ones used at Humpty-bunpty

A

Stores in Oklahoma %o the riodern f'Old%.l’lE%. part. The moderni~

zatyon of +hts egulnment has run varallel with the growth

of s elf-service merchandising.

The mndern folding carrier i1s a resting cart,
with a capacity of possibly twice that of the
original carriers, It is beautifully made, chrome-
plated steel, and Mrs, Housewife'!s side arm when
she enters a super msrket, J{perators found that
as they increased the size of the cart, the size
of the order also increassed, so that now they are
making them as large as they vossibly ¢an. The
supermarket created t-is new industry.*"

_——_-‘s‘
17 - .
E. A, Drand, opn. cit., p. 130,
¥ 18}1. M. Zirmmerman, The Suver Market, (New York,

¢Srawauill Fook Co., Inc., 1955), p. 1353,
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Some orerators recommend one snopring cart per 5225-
3300 sales ver week, Others recommend tne use of 17 to 30
- ~ + 19
carts per checkstand,
. l‘.“.

I'L'éi'r*l;{ihﬁ' devices: 1In studles conducted by the U. S.

Department of Agriculture, it was found that retallers who
mark prices on crocery itehs wi th crayons or cresse pencils
czan save as much as 10% hours per 1,000 cases of groceries
by switching te the use of tmproved stamping equioment,
Th e rTescarchers concluded fhat the test methods were using
the self-inking stick staemp and the bend type adjustable

starnp.zo

Knives to cpen cartons sre a creat help when stock=-
fre shelves. TIntercom systems are used in big stores to
call orders from the backroom to the store area for re-
stoclr I ng, Manufactorers are continually working on new

Produac 1 research to develop mere efficlent equipmert,

e ————

19 o _
op "How Lesding Stores' Engineers Flsn New Super larkets",
-l Qx_t -

——=_ey Do 60,

Ma!‘ki 'ZoPaul ¥, Shaffer and Dale L. Anderson, "Faster Price
ture g", Marketing Activities, (U. S. Department of Agricul-
> Agricultural Marketlng Service, November 195L), p. 1.
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Spokzen Salesmenship
Many operstors think mistakenly that perscnal sales-
manship 1is somethi‘ng that has passed out with the advent of
se l f-zervice, Consurers still like to have information about
+he merchandise they are buylinz, so always will have ques=-
t1 ons to ask, New products arrive vpractically every day and

Mrs . Housewife, nceiz %. te in“~tws? shout theom and the heat ways

in wizlch they can ke uzed, Thls femiliar atmosphere where
ownexrx- and emnloyvees cén talk to shoprers snd answer their
ques t1ons is one of the blg advantages that small indepen=-
dent opersators usnally have over the big corrorete chains,

Whg.ansql,;:customer is in doubt or cuessing which item
to plek or"‘w;{er:a fo find something, this is a good onportun-
Ity Foxr effective sa].esmenéﬁip. The usuel question of the
oWner or employee i3 - cen I help you? In self-gservice
this qijestion should be changed to = did you find what you
were X coking for? With this second apporoach the clerk or
owner oan gulde Mrs. Shopper to find what she is looking
for“lead her along certain areas where there are specisal
dispn) 8 ys or merchandise the grocer likes to be looked upon,

Printed Salesmanship

Printed salesmanshir has many applications. 1In

combtrlatlon with spoken salesmanship it can be very effec=-

ti
ve. Salesmanship is well adapted to seasonal events like
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Christmas, New Years, Facter, lMothersDavy, Deiry Month and
national celebretions such as Washington's birthday. Show=-
cards and sign writing 1s nelther difficult nor expensive.
I nearly 211 communities there aré persons and organizae
+:1 ons who are atle to produce for grocers,
Consumers want to know how to get variety in meals,
what to 1nclude in the meal for the party or what to put in
+he lunch box, Printed sglesmanship is of special value as

a ¢ onsumer education service,

The Value cf Displays

No description or picture of the merchandise can te
83 e ffertive in inducing éhoppers to buy as the product
itse1 £, To show customers s new itey c.gr:;:d.gd in the store
in +he most effective way is the pllrpc;s'g ‘;f’.aisplay‘
"DI sp1ays are used primarily to lncrease sales. And food
chaftns _ have found that such displeys up sales of virtually
any 1 €~m in the s:tor'ne."’1 Displays can be one of the most
effec - 1ve ways of promoting new items and et the seme time
ON® © F +the least expensive methods of increasing sal s,
Well displayed egoods are simple, direct, and honest adver-
ti.s.i_ng‘ for using them as promoter of new products, they
ShOUT 4 ot draw the sttention to the elaborateness of the
dlsplay but rather to the merchandise which is displayed,

"
A SPeaial display may have the effect of spotlighting a

\

1“1958 Display Manual", Chain Store Age, (February,
P. 56,

1958
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certair higheprofit departmen* where it can build sales of
many 1tems."? Good display, therefore, is unottrusive and
rocuses the entire sttenticn of the prospective buyer cn
the product.

Displays'r"oi:: increasing sales of a specific item is
one feature of‘gr'oéery store merchandising over which the
grocer has a large meaéure of control. A store manager at
Carpentersville, Illlnols, moved about 150 cases of canned
foods of a new brand in a 10-day veriecd by displaying them
Iin =2 high traffic location,3

Special displays are built for many good reasons to
promoate new items. They create a price impression, estab-
lishh custamer confidence in quaiity of products, influence
traff'1c patterns in the store end accomplish a number of

othexr results,

Where to Locate Speclal Displays

Every store has a place where special displays can
be made which draw the customer's attention and are of great
Sales_ wyalue, Of course, no rule of the thumb "catcheall®
Method can be named, Each store has its own set of var-
1ables_= the stcre layout, the flow of traffic, the buying
habits of the customers, the store fixtures, etc, All of
these a ffect where a grocer should, and can vlace a display.
PreViOQsly, stores generally t;hought only of the store wine

do .
W as the place for speclal displays. More and more window

\
2Tbid., pe 63.

BIbidag Pe 5?0
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d1splays have been repiaced tv special cisplays placed in-

a1 de the store. The following locations are recommended by

the leading executives of *he food chalns:

1.

2

oo

S

End displiays now account for a& greater percen-
tage cf store sales than ever before. There is
a trend to more ends, to variety in fixtures
and prcps, cautlon and discrimination In choosirg .
{tems for display.,.

Parkine lot for excessively bulky items that cen
he exposed to outdoors condlticons like Christmas
trees,

Free Alsle Space esvecially at the produce de=-
partment where eélsles are felatively wide as

a general rule, 7"his is a gcod spot to promote
a rew brand of salad dressing or a new type of
srread.

Checkstands disvpleys are good for moving small
items like candies, cigarettes, and health and
beauty elds,

“ntrance Positions in some stores are used to
move a special pre-Christmas layaway display of
a higheticket item,

Mid-Gondola disnlays are, in effect, ends 1in

the middle.

Pillers locations can be used to display a wide
variety of merchendise and tile-in with a new

related item,



8.

10,

Wsll .displays can be used to spotlight bulky
ftems like papeﬁ.tissue. They are more ccnven-
fently located at the end of the maln aisle
leading to the checkstands.

0dd Space is used sometimes by displaying items
o7 other departmen?s, A rood example of that
is to disnlay dry‘groceries in a freezer case
when there are no frozen speclals,

Overhead REisers helpr to do a g£ood volume on
seasonal items 1ike Christmas merchandise,

The top of the refricerated cases is used in

meny supermarkets for this purpose,



CHAPTER XII

SUMMARY
Puring the lest fev..r years there has been a trend in
Puerto Rico toward industrialization. Tndar "Creration
Rootstrap" the island s chouzing from sn agricultural

ecoremy to an industrial isle. This year the 667th factory--

a cutlery vlant in a small town of the interior--went intc
production. To accelerate the establishment of industries,
Fomento, a public corporation, got the island $275 million
in 1investments, As a result of that 80,000 new jobs have
been created,

In 1957; t;ne ;ve;}'age family income was ©2,i00 com=
pared to T660 in 1940, The gross .product of the country last
year was *1,2 billion compsred to "287 million in 1940.

"Lilke +the moving needles on the instrument board of a climb-

Ine ©1 ane, all of the economic indicators rose."l

Food Distribution in Puerto Rico
As a result of the studies oconducted by government
And prf{vate organizations, 1t was found that deficiencies
In foog marketing were éosting island consumers approximately
29 MY 31 11on dollars. The governor of Puerto Rico appointed
a COMmm 4 ttee to conduct further studies and file recommenda-

t
lons o3 to possible solutions of the situation,

\
1vmhe Beard of Bootstrao", Time, (June 23, 1953), », 35,
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In line with the suc~estions of this Food Advisory
Ccomrittee a Food Distribution program was organized as a
Adfvision of the Puertt; Rico Develerment Company, a public
corporation. The program was headed by a food distribution
graduste from Michigan State.

Efforts have béen conducted by this new agency known
at+ vresent as O0ffice of Com;r;efcial,, Dq\rg}o;iment in cooperation
wi th other public and nrivate organii'z";rtions to improve food
marketing at both wholesale and retail levels,

Some vrograms to improve the existing conditions in

produce, meat and dat ry products have been established and

othe rs are under way,

The Asricultural Uxtension Service

The Extension Service 13 a covernment agency organ-
ized 4 n 1914 by the avoroval of the SmitheLever Act. It is
8 coorrerative orrantzation betweén the Tederal and State
goverrnments. The main objective of the agency is to educate
Peop 1 &, not in eclassrooms, but in farms, dalrys or grocery
Store s, The educational activities are very broad includ-
ing A crricul tural education, home economics, marketing, youth
°"fan1 zgtions and other related fields., Both rural and urban
PCPUL & t1on are coverad by Extension teachings,

The Extension Service uses a varled number of educa-

t
tonag methods to accomplish fts objectives, but derionstra-

tio
T Tetheds are preferred,
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Since 1Sii6, food retailers are réceiving practical
i nstructions from the Extension Service in modern methods of
rood handling,
The Extension Service was started in Puerto Rico in
12 934 and has grown so fast that today practically all of the
rural and urban familises depend on this azency Lo obtain ine
formation oa agriculture, home econcnics, marketing, health
anad youth organizations. In most of the cases, the extension
agent and the ncme demonstration worker are the sdvisors in

practically everything in their resvective comnunitles,

Self=5ervice Principles

No single factor h'as contributed so much to the re=-
cent Improvement in retailing efficiancy as sélf-service
operation. This tyne of opera'tion has become so popular and
80 sSuaccegsful that it Is now setting the pattern of food dis-
tribu :ion., Now the modern self-service food market handles
2 coniinlete llne of foods with a great deal of emphasis on
Perisimiables. ALl of the stock is represented in the displays,
and Nearly all of them can te handled by customers. Operating
°fPeNnses are low because customers serve themselves to most
ltems ang thus save work for store employees,

Sell=service may be more réadily distingulshed by the
ise of merchandising factors in a particular store rather
than C onsidering a store tyre, As a matter of fact, self=-
Servic e i1s no longer an exclusive of the food store, as drug

Stor
©=2 , gpecialty stores, and even department stores are

adOPtih? i¢t.
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Conclusions

The writer nas tried to present the actual condi-
tions'in Fuerto Rico today. With the rise in the living
standards, the prooulatlion is Improving the diet and expend-
i{ng more of his budeet in feod both 1n quantity and qualilty.
™e fcod distribution in existance was zood to serve condi-
tions in the 1sland befers 1910, but cuétomers now want
better stores and more facllities to shop.

Some sunermarkets have been organized on the i1sland
and are doling very well using modern merchandising technijues,
The old grocery stores--colmados-~are naovw deprived of a
good orientation ovrogsram to convart them from "Father and
Motner" service stores, into modern retallineg outlets, The
Txtension Service has been conducting a Qery successful pro-
eram with food ret»ilers on the mainland, The Extension
Service in Pnerto Rico is now going to enter this field,
Eefore contactineg egrocers interested in getting the services,
tt is necessary to give basic informaticn on self-service
mercnandising to the eitension marketing agents and train

them to conduct the bilg task ol modernizing fecod stores in

Puerto Ricoe.



»>

APFENDIX



15k

Table I

VALUE OF WXPORTS TO THE UNITRD STATES )
AND WOREIGN COUNTRIES: FISCAL YEAR: 1945-1955%

In Dollars

Year Total To United States To Foreign Countries
19u5-u6- 161,459,190 157,633,277 3,826,213
191:6=07 175,561,186 170,622,190 7,826,213
1947=-18 162,025,825 185, 745,350 6,280,475
19! 8=19 200,125,025 195,803,645 8,281,331
19/9-50 | 235,183,739 210,035,599 25,148,110
1950-51 | 271,241,874 2515 365,527 16,876,347
195152 257,029,929 237,821,296 19,208,628
1952-53 | 318,76h,501 302,508,982 16,255,559
1953=-5l 318,119,077 332,500,041 15,645,036
1954 =55 352,510,530 3L2,577,772 10,362,808
1955=-56
s:Source: Information obteined from Table 168 of External

Trade Statlstics, ¥iscal Year 1956, Puerto Lico
Planning foard, San Juan, Puerto Rico.




Table IT

VATUR 07 TMPQORTS FROIL THEZ UNITED STATIS AND
TORRISN COUNT™RINS WIICAL YUARS 1945-1955::
Dollars
o Tron From
Year Total United States “orelgn Countries
19u5-h6 2lili, 579,656 | 221,635,475 22,944,181
19 6=h7 311,740,359 287,952,093 23,088,266
16).7-18 361,935,328 338, 7l!,81L 23,191,01L
19/,8-)9 350,504,151 | 326,295,198 211,208,953
16),9=50 3, 610,007 | 317,951,309 26,685,698
1950-51 | L37,535,606| 100,397,676 37,137,930
1951=-52 118,087,592 411,227,129 | 36,860,463
195253 196,012,280 L53,227,600 Lh2,78h,680
1953-5) |  425,),26,957! 175,639,798 119,537,189
195)-55 571,539,870 524,232,343 50,257,527
1955=56

Information obtalined from Table 168 of External
Trade Statistics, Miscal Year 1956, Puerto Rico
Planning EBoard, San Juan, Puerto Rico.

s*Source:?







Tabkle TII

SIITPMINTS TO UNIT
COUNTRI=ZS, EY “5¢N Cp.i

? ”TAT?S

ODITY GRGUP:

In Dollars

2D ETPOPTS

FISCAL YEAR 195u->5

(o]
\
o

T FCREIG

Commodl ty Group

To

Tnited 3tates

To

Torelign Countries

Animals, and enimals
products, edible

Etnimels and animals
products, inedible

Vegetable Food Procucts
and beverages

Vegaetable products, ine

edible except fibers
and wood

Textiles fibers and manue
fac tures

Wood and Paner
Yonmetalllic Minerals
Metals and Manufactures
except machinery and
vehicles

Machinery and Vehicles

Chemlical and Related
Products

Miscellaneous

United States lMerchandise
Re turned

Foreign Merchandise

2,174,254
10,847,929

1,1’_1.,’ 182,132

2?, uO 190

89,008,685
1,663,240
5,160,192

iy 761,616
14,027,834

6,371,385
d7,719,200L

10,662,086
518,627

1,192,713

73,935

590,015
502,554
2,334,917

1,156,280
1,773,368

618,353
1,619,670

stSource:

Data ¢obtained from:
Puerto Rico Planningz

'OaI" [

sPo.

Statistical Yearbook, San Juan,







Tatle IV
SHTIRYINTS TROMN THE UNIT=ED STATES AN IMPORTS
~

FRCI! TORRICN COUNTRI=3, PY LATCR COMMIODITY ZROUP:
FISCAL YEAR 195, -E5s:

In Dollars

Trom From

Commodity Group United States Foreicn Countrlies
Animals and Anlimals
Products, editle 56,254,013 9,103,000
Animals and Animals
Products, ineaible 20,821,8,9 130,294
Vegetablé food products
and teverares 83,854,879 6,735,693
Veretable products, inedible
except fihers and wood 17,932,883 4,370,559
Textiles fibers and manue
factures. 8li.y 800,679 2,07L,792
Wood and paper 21,5%9,310 6,698,846
Nonmetallic minersals 33,1t7h,370 9,199,970
Metals and manufactures,
except machinery and vehicles| 38,966,373 6,066,862
Machinery and vehicles 97,388,367 1,206,098
Chemicals and related
products 36,170,156 1,%928,L5L
Miscellaneous 33,019,146, 2,652,513

:#Source: Information obtalned from Table 171, "External Trade",
Statistical Yearbook, San Juan, Puerto Rico, 1956,
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Taule V

PRODUCTION 0% ™HE MATI AGRICUL™URAL CRCXS TN
PURRTO RTCC: FISCAL YTAR 195)h-55:%

Tn Thousands

Product Unit Production
Sugar Cane tons 9,873
M1lk qts. 225,795
Pilneapples crts. 362
Coffee cwte 193
Tobacco cwte. 340
Citrug thousand 165,768
ILegsumes cwt, 233
Starchy vecestables ewt, 1,810
Plan - natns and Fenanas thousands 1,019,40L
Cereais et 220
Leafy and rleshy Vegetables cwt, 51
Bges o doz, 8,577
Bee N cwt. 191
Pork eWt, 17k
Ponl iy cwt. 113
Othe r» Meats cwt, 9
T

g -
®Urcq: Data obtalned from Statistical Yearbook, Puerto

Rico Planning Board, 3an Juan, 1956, pp. 142=-1L3,




Teble VI

NUNEEE

PY MANUFACTURE:

OF IND.3TRY GLOUPS AND V

T v
ALUD

ADDED

FISCAL YFAR 195k

Number of

Value Added by Manu=-

Industry Group Estatlishments facturer in thousands
Food and Kindred
Products 497 71,599
Textile 1111 Products- 36 8,618
Tobacco Manufactures 259 11,L27
Apparel and Lelated
Produc ts 3N 31,102
Lumber and "ood ’
Products (except furni-
ture) 38 1,L10
Turniture and Tixtures 202 5,739
Paper and Allied
Products 9 3,172
Printing and Pubhlisking 93 Li,i128
Chemical end fllied
Products : ‘ 71 7,555
Products of Petroleum
and Coal 3 Not reported
Rubber Products 6 Not reported
Leather Products 28 3,236
Store, Clay and Glass 132 S,ulL5
Pottery and Related 2 Not reportec
Primary Metal Industries 10 1126
Fabricated Metal
Products 60 6,319
Machinery (except elec=-
trical 16 2,689
Electrical Machinery 31 L, 786
Transportation
Equipment 5 L5l
Instruments and Related 12 2,36l
Miscellaneous Manufsc-
tures 86 12,911

stSource:

Statistical Yearbook, Puerto Rico Planning BRoard,

San Juan 1956, pp., 152-172,

Al X8
P




Table V

BIRTHS AND EIKTH RATES,

PER 1,000 POPULATION:

II

DEATES AND DEATH RATES

1950 TO 195l

lof

San Juan, 1556, p.

10,

Births Deaths
Year|Estimated Population | Number| Rate | Number Rate
1950 2,207,000 35,4651 38.7 | 21,917 9.9
1951 2,231,000 8L,007| 37.6 | 22,371 10.0
1952 2,227,000 80,200 36.0 | 20,504 9.2
1653 2,213,000 77,380 35.0 | 17,966 8.1
1951, 2,229,000 78,008 | 35.0 | 16,871 746
#Sourca: 'Statistical Yesarboock, Puerto Rico Plaaning Eoard,



PUBLIC DAY SCTHOCLS=-EWROLLMENT,

SELECTED SCHOOL YZARS 1900-01 TO 1954=505s:

UFEAN AND RURAL:

Year Total Urban Rural
1900-01 34,211 14,502 19,709
1503=-04 6L, 590 31,261 33,329
1910-11 113,921 12,287 - 71,63l
191)-15 160,351 63,333 91,966
1921-22. 21l,),18 775717 136,701
1934=35 2116433 115,288 131,066
1939-40 286,113 137,709 148,10l
19)}5=1,6 319,961 179,965 169,596
1950=51 439,687 227,73k 211,953
1953=54 505,151 261,565 243,585
1954=55 529,226 278,174 251,052
stSource: Inforwi‘é.t'ifon obtained from Statistical Yearbook,

Puerto Rico ‘Planning FEoard 1956, p. 6L,



NUMEER OF FOOD WHOLLSALERS IN SA!MPLE,

AVERAGE SALES,

Table IX

AND

BY SALES CLASS:+

162

iMionthly sales (dollars)

Number of wholesalers

A

verage sales
per firm

Less than 10,000

10,000 = 19,999
20,000 = 29,999
30,000 - 1;9,999
50,000 = 99,959
100,000 = 199,999
200,000 -«2?§f§99\
300,000 -.u99,999
500,000 = 750,000
Total

2
171

Average sales for all firms

N
3

6,218
1,247
23,200
37,067
68,875

126,071
233,333
395,999
601,167

57,427

#+Source:

Marketing Efficiency in Puerto Rico by Galbraith and
Holton (Harvard University Press, 1955), p. 37.
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Table X

PERCENTAGE OF SALES OF FULL-LINE AND
LIMITED-LINE W{OLESALERS,
IN W=ICH PRCDUC'™S MOVED
THROUGH WHOLESALER'S WAREHOUSE:

s

™Mall-line wholesalers Limitedeline wholesalers
Monthly sales

(dollars) Numbef Averace Range Number Average Range
Less than 10,000 9 100  100-100 1 100 -
10,000« 19,699 25 98 50-100 7 81 20=-100
20,000- 29,999 23 99 80-100 7 383 110-100
30,000- 19,999 26 98 75-100 2 75 50-1C0
50,000- 99,999 19 95 75=100 5 4 ,0=100
100,000-169,959 5 97 85-100 7 57 20-100
200,000=299, 999;-, 2 72 115100 3 63 20-100
300,000-499,999 1 28 - 2 30 20- L0
500,000=750,000 1 95 - 1 -
Total T Iz

s#Source: larketing Efficilency in Puerto Rico by Galbraith and
Holton (Harvard University Press, 1955), p. 42,



Tal 1

s X1

Ve

=+ SOURCE O SLPPLY POR PRINZIPAT Fhl:J)CTS O™ SAN JUAN WHOLESALER3::
/Q.IIA
. Direct Direct Exclusive Intermed. Local Man-
Mumber Total Purchases Shipment agents wholesaler ufacturers
of firms monthly
selling sales Amount Per Amount, Per Amount Per Amount Per Amount Per
Product produst  (Acllars) (%) cent (%) cent (3) cent (%) cent (%) cent
Fanned foods T,V O0UO9T 602,715 51 9,257 5L 13807 TTLN T 30,715 3.1
Cereals e J%7,068 103,263 2. Pi5,83h 18.) 22,40 1,7 ,231 2.2 28,831 14.8
ﬂmﬁlﬁumw .\Nﬂmm H\NDWuNmH rqwn., A wbmmo WAW.MW mmo.’m‘ ! . n‘\_ I;,Nv@mJO @'\-v
vernts o TOOLOT8 103,628 62,07 02,397 17.6 33,670 20,0
Lesry and 4 .
pecltry produc o AL 1,122 LN, A0 T LT Ah.s 27,007 13, 2,147 1.1 LS00 0.2

YR

wh0ureces

Marketine Efficienc
195%), p. 15,

5 In Fuerto Ntico ny 3alvraith and Heolton, (Harvard G:H¢mdmmn% Press,

ot

% o
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Table XII

INVENTORY TURNOVER, *ULL=-LINE AND
LIMITZD-LINE WHOLESALERS, BY SALES CLASS:*

Monthly sales Full-=line Limi ted=1ine

(dellars) wholesalers wholesalers
Less than 10,000 8.7 50,1
10,000« 1G,999 12.6 15.6
20,000~ 29,999 13,2 13.2
30,000« 119,999 16.3 Wye8
50,000= $9,999 20,6 18.3
100,000=159,999 . " 18.9 17.9
200,000~295,599 17.1 32.3
300,000=199,959 . 11.2 ' 10,0
500,000-750,000 27.1 -
Average 16.h 16.3

#Source: Marketing Efficiency in Puerto Rlico by Galbraith and
Eolton, (Harvard University Press, 1955), p. 50,



Table XITI

MATOR COMPONETTI OF PRESTNT TNVESTYRNT (Y I E-LINW JIPOLTSALERS,
BY SALXS CLASS#*
Number Total Accounts
Yoritnly sales of presant receivacle Delivery 3Sales Seles Other
cllarg) wholesalers investment Tnventory (dollars) trucks trucks cars equin,
ess . .

tha 10,000 ¢ 196,262 8,000 79,376 5,973 - 6,700 5,833
10,000- 16,000 28 726,791 335,000 291,719 L5, 3,000 25,015 24,8357
2, 0NNa 29,999 23 953,908 185,751 395,100 27,219 25300 21,700 17,817
y NN0= 119,99G 26 s LG, B/ 710,212 680,859 30,250 75200 35,146 22,217
,00N= G4 QGG 19 1,838,300 7il,000 970,000 24,100 16,600 -41,700 12,500
100,00N=16%,959 5 861,700 00,000 Lli0,000 10,500 1,200 13,000 30,0uQ
200 000=299,99% 2 933,A!:0 350,000 500,000 19,000 o = 18,640 105,000
307, 000-199,999 1 1,177,000 L75,000 685,000 = - 10,000 7,000
C€0m,0N0=750,000 1 863,773 239,672 600,621 2,322 _;. - 8,958 32,0C0
Totsl 111 9,270,880 3,837,635 4,6L7,375 115,485 39,300 180,859 289,226

stSource:

H@ﬁgvn ﬂvo WH.

-

Mlarketing mmsmoMmaow in Puerto Rico by Galbralth and Holton, (Harvard University Press,
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Table A1V

ETAIL STORES: SALES, SALES PER EMPLOYEZ, AND SALES
PER CUSTOMER TRANSACTION, EY SALES CLASS:*

Averace sales (dollars)

Per
Monthly seles Numter of Stores Per ' Per customer
(dollars) Urvan Rural Toteal Store Eiployee transaction N
Grocgry stores
Less than 500 73 . 20 - :93 296 253.86 0.38 i
500- 999 87 21 108 - 686 466,00 0.7h !
1,000- 1,999 93 17 110 1,334 723.78 0.99 :
2,000~ 3,999 53 1 5l 2,692 1,061,09 1,54 :
44,000- 9,999 U6 2 L8 5,753  1,484.61 1.77 A
10,000-40,000 12 0 12 ‘17,583 1,900,90 L .00
Total 6L 61 k25 - - -
Average - - - 2,019 970.33 1.39

Fruit and vegetable stores

Less than 99 10 1 11 52 L8
100=- 2GG 19 2 21 188 158
300~ 1,99 13 1 14 387 362
500~ 996G 2 1 3 583 350

1,000-1,9v9 3 0 3 1,351 676
Total W7 S 52 - -
Average - - - 303 250

s+Source: Marketln% Efficliency in Puerto Rico by Galbraith and
Holton, (Harvard University Press, 1955), p. 17.
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Tarie XNJ
=AY AV ) NET A= AND OQPERATING EXPENSEZ EATIOS FCR
E=TAIL = S "ORES, LY SALES CLA3S
(PRRS AR O® TOTAL 3ALES)
“onthly seles (dollars)

Less 500 1,000 2, 00 L,000 10,007

than to to to to to

500 999 1,999 2,999 9,999 0,000 Averace
No. of stor=s 35 L5 68 39 33 10
“o. total of
sales (%) 12,8k 29,135 59,926 10l,058 180,226 139,000
0. everare
ret msrein
par wtore(®) 27.67 82,35 176,15 296,17 781,53 2,534.,10 386,17
Gross marsin 21,25 2,63 2,00 21.59 22.71 23,35 23,31
Met margin 7.50 12,31 12,32 11.10 14.31 15.2¢6  1L.7%%
Total exp. 13.71 13,22 11.68 10,49 S.h 3.09 G.01
FEent and
Utilities S4E5 3,59 2.€1 1,91 L5 1.27 1.78
Taxesq 0.50 0.65 033 0.21 0.17 0,30 Td27
Equinpment : )
expense .90 1.04L .95 . 76 o565 .50 L5
Supplies .10 1.2 1.22 .71 .50 b oK)
Insursnce 0,02 008 .05 .09 .08 07
Stock loss .90 o 58 .63 .5l L2 .20 el 3
Selling costs L.30 34,30 2.6 2.09 1.h3 1.2} 1.77
Buyine cost Qouldl 0.2 Celb6 0.65 0.65 0.3k Cof
Labor L3 1.0 2.78 3.58 3.1} 3.0 3.1z

#Source:

Holton, (Harvard University Press, 1955), p. 31,

larketing Efficiency in Puerto Rico by Galbraith and



Tatle XVI

NTAGE O SA FRrROM AND KJWeER USED, EY SALES CLASS,

S 5LPPLIBRS TO RYTATL STORES: PERCE Ao THASFD)
ITNES HANDLED, AND EY TYPE OF SUDPLIE

~ Y

Canned zcods, cereals, and staples

A-ent or Central Intermediate Local Retail
broiker wholesaler wholesaler z:ow xsaler wholesealer
Monthly o, Monrthly @ s o % %o
enleg of sales: of No. of NO. of No. of No. of No.
(" stores (%) sales used sales used sales used seles used sales usel
Less
than Y00 39 28,625 -- -- 35 168 13 69 3l 130 18 70
E00=949 63 65,173 -—- - 36 304 15 g2 34 178 16 84
1,0N021,0G0 109 138,2h7 N 9 L7 cel 1h 91 mw 167 1y 93
2,0N0=3, 940 hg 122,910 6 2¢ 19 277 13 67 20 108 5 . 2k
I,NNN=9,699 411 200,8h1 7 £3 65 332 I 20 20 66 b 1k
Hogoan‘o 999 9 120,KA00 31 25 63 97 1 2 L 7 --
Total 395 676,698 -—- 126 -- 1,742 - 331 - 658 -= «~ 285
Averace C-- -- < -- Sh == G -- 21 - 7 -
#Source Marketiny Efficiency in Puerto fiico by Galbralth and Holton, (Harvard University Press,

1959), p. 25.
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SHIPHTN™S 0w EDIELE ANWIGALS AN ANIMAL PRODUCTS FROM
T™HE U, S. ™0 P. R, £Y CO:iODITY: WISCAL YEAR 1954 =553

0

Convedity 2 unit cuantity Doller Sixipoing
quantity (0o0C? Valae weight
(000) (thousand
pounds)
AL THMOORTS ottt ieernenncnons --- 30562, 132,842
Cattlie for breecding..... R I el 253,¢F 398
Other CcAttle.ceeeeccacncoacoasacnsiOn 26 5.9 L
HOf S e s seeonacecenanenscocaseeesalOn 202 12.0 15
Meat % meat ProductS.....ceessolb. 63111668 19632.9 17,140
E & V, except canned:
?Pesh or ?POZCE.-...-.........Lb. 89?3286 h006'7 9’522
PiCkled or Cured..............Lb- 85677 3200 102
Pork, erxcept canned:
Yresh OP frOZANeeeeseasecsassssslls 0137975  2L32,.L 6,771
Ham & shoulder, cured/cooked..lb, Y9L6957 3593.1 11,10,
Eacon.........................Lb. 392976 181.2 MSB
Other cured pork.......‘......Lb. 22585609 2972.1 30’006
Lamb/mutton, except cannedeseses 38640 53.%5 10L
Sausage - Sausage meats - bolo-
gna = frenters - not canned... 1633718 2729.2 c,551
Eeef & Vesnl cannedeeccecceccecceceella 29hl21 113.4 363
Hams & shouliers, cannedeeccececses 10814950 6G8,2 1,269
Cther pork, canneGececccscscsscsealve 171L356 6£59.8 2,023
Ssusage = ssusace meats - bolo- _
gna - frenters = cannedssseeeslba 3741LLE  1357.6 5,824
Canned baby food, meat or main
value meat, strained or chop,. Lb. 363479 131.1 502
eat/meat products, cannied.eesss@C, 1390154 328.1 1,7€6
Sausage casings, natural:
Hog...........................Lb. 12696 S.l lh
OthereeeescecsssecesascsncscacaniDe 7689 u.? S
Edible animal 0115 & fatSc‘o‘c 60?10226 10668.1 66)950
Oleo oil & StearinooaooooooonoooLbo 28975 h.g 32
Lard (inec, rendered P, fat) 60326354 10585.K5 66,522
Shortenirs, main wt. an, fatesa. 354397 The7 356

s+*Source: Data extrected from Taltle 1 of Externsl Traie
Statistica: P lscal VYear 19=°,

P, F. Planning Eoard.



Table YVITT
ITMPCRTS INT™O P, R. OF IHAT AND MEAT
POREIGN COINTRIZS:  BY COMMCDITY

OF CRIGZIN: TI3ICAL YEAP 1950

FRCOUCTS FROY

LND CCUNTRY
-1955::

171

Commodity, descripticn, &and oricin

Quantity

All meat products imports

ceeeees  T5205,742 2,508,889
leats, fresh or frozen:

BEEL ceesvecccccacacesnccscascsancslle 2,337,98 818,76l
Dominican Republic sceeeecaseacaslie 2,726, 750 750,67
MEX1CO sececceoccncacacsassancaalbs 111,200 28,085

POPk ..o..-.‘o...lo..oo.o..oo.ctl.LbO h’33g 1,6&6
Dominican Republic eeeeeececeaeceaslb, 1,335 1,6L6

FUEEON eeeesccancacacecancaceascealle 19,086 7,129
Dominican Republic eeaceeeccseealbe 19,086 7,129

Other fresh meatS .uceceeeesaceesalb, 62,958 19,408
Canada ceccsececcccecccaacasasaccalbe 20,000 1,700
CUDA eeecececcoccccccnsscasssaaslbe G,025 ly,603
Dominican Republic ......ece...alby 33,933 13,105

leats, prepared or preserved:

Canned beef cvecccecsccccacccncacellbe 2,8&0,38& 997,072
APgentina P I B o S 2,3;24656 828,&09
UPUBUSY esesscasassascssssscassslls L87,728 168,663

Beef and veal e.ececececccacscsaalb, 65,490 22,163
UPUQUAY eeececccacscscsaccacasaselble 65,490 22,163

Eams, shoulders, btacon & other pork 787,798 7,600
CANAJE eeeveoscocsccccaceascococossoelba 316,500 32,162
DETINArK ¢eeeecscccccccsacsocsaasoelba 33,947 g,,Zhh
France .0..Q...Qo‘.....(...Q.O.JLb. 3,375 ’LZB
Nefher‘lands ....................Lb. 76,162 59’308
Norway ooo-no-c.ooooo-o-o-o-ooo.LLo 7,58) 6,071
SPAin seeceeccccctccscseccccanccaelbe 1,828 15,682
West Germany eeeececcecescccoscssalloa 3,395 2,684

Other prepared or preserved meat,..lLb. 627,707 295,103
CUDA eeeocenossccnacasasacssceanalbe 25,850 12,715
DENMATK ceacessccccossnsaccaseealbae 117,271 195,9L3
Italy .ooooooooooo.co.o-o.o.onoaLbo 155,31h 63’038
Netherlands «ecececeeecccecaaecasalbs 1,457 1,390C
NOrway &% eicesacsesccassocnaaaalb, 10,600 5,317
Spain fuileiiveeeeesissenaacsasaln 17,185 16,670

stSource: Data extracted from Mable 2 of External Trade
Statistics: Fiscal Year 1955, P, K. Planning koard.
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