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CHAPTER I

IRTRODUCTION

The economic factors of the United States and Korea
are very different, EKorean industry is still in 2 primitive
state owing to thirty-six years of Japanese colenlzl economic
policy over Korea snd, more recently, the Koresn Conflict.
The retalling system was much influeneed by the Japanese,
Such a primitive way of 1life end customs influences the
methods of merketing and retaliling as well as other funetions,

Foods snd non-food items vary in prefsrence and usage
by the two netions, The Korean people prefer the sea foods
eand vegetables, while the American people use more mesats and
fats, According to these fesctors, the food industry is
developed in different ways,

The great expsnsion of super market operations in
America during a period of three decades reveals the ingene
iousness of the operators of this type of distribution who
have been constently striving for new techniques of opera=
tion, The industry has its impact slready on other 2llied
flelds such as packaging, advertising, store layout and
displays in turn these fields have undoubtedly affected the
super market operation, Its continued growth with very meny
possible new technigues and phases of development mey evene
tually affect the entire retalling fisld,
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The present study is an attempt to find the phases of
development in the super markets which will be of help in
developing this form of distribution in Korea,

AIM

The aim of the study 1s to develop knowledges and
concepts about super market operation whiech would result in
the development of a manual to be useful to Eorean business
students as well ags to Korean businessmen who might wish to
develop such an operation In their country,

PROCEDURE

The sources and materials used In this manual were
suggested in discussions with mansgers in operetion of super
markets in Emporia, Kansas, Articles in trade and profese
sional Journals, the literature of retailing, marketing and
gllied fields were cbtained through teachers, store menagers,
Emporis William Allen White Library, and libraries of the
University of Kensas snd of the University of Texas,



CHAPTER II
BRIEF HISTORY OF THE AMERICAN SUPER MARKET MOVEMERT
DEFIRITION OF SUPER MARKET

"A super market" as defined by M, M, Zimmerman for the
first time in 1936, "1s e highly departmentalized retail
establishment, dealing in foods and other merchandise, elther
wholly owned or concession operated, with sdequate parking
space, doing a minimum of $250,000 annuelly. The grocery
department, however, must be completely self lorviea.'l A
complete, departmentalized food store is deacribed es one
which has geparate sections for all the meajor food cate-
gories--groceries, meat, produce, and dairy, While this
category was not included in the Zimmerman definition,

& frozen food section must now be considered an essential
part of the super market,

The minimmm volume of sales to plesce a store in the
®super merket" classification was raised by the Super Market
Institute to $500,000 in 1951 and $1,000,000 in 1955.2 Super
markets doing bueiness over this minimum can, however, be
classified as medium, large, and extra largo; while those

% 14, M. Zimmermen, The Super Market, First Fd., 1955,
Te .

?ggg Super Market Industry Speaks, 1956, p. G.



doing less than the minimum (figuring at lesst 375,000 to
$375,000 annuslly) are classified as large food stores,

Lastly, the definitlon reguired thet s super market
have at least its grocery department completely self-service,
since self-gservice is the fundamental device of the super
market movement> and the grocery department lends itself
most easily to this method, This depsrtment includes all
processed and packsged foods, such as canned fruits and
vegetables, packaged cereals, preserves in jers end simller
commodities, In most cases, this department also has within
its juwrisdiction such groupings as soap products, cigarettes,
bathroom and fecial tissues, paper towels, napkins, polishes
and waxes and related items,

For the most part, the super merket can be easily
identified, The self-service display, selfe-service, low
price end high turnover of merchandise, store personality,

and cash end ¢erry are characteristie of the super merket,

THE ORICIN OF SUPER MARKET

In the early thirtles, the flrst two super markets
started near New York with the opening in 1:930 of King
Kullen followed in 1932 by the opening of Big Bur.u The

321“1'-&. loce cite, pe 18,
I‘Zi-rmn, O3, S_&Q’ Ts 21’ ’_s. 88q.
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opening of these two unique merkets was hailed as marking a

new phenomenon, And up to today, the history of ths super
market industry is generally reckoned from this time,

Neal Ramsey, president of Market Basket, Los Angeles,
believes thet the origin of the words, "Super Market," dates
back to the early twentles, when the word, “super," was
colned by the Hollywood motionepicture promoters, In the
gala premieres of new pietures in Hollywood, accompanied by
spotlights, bands, and similar fanfere, these promoters de-
seribed their pictures as "super,” "colossal,"” "stupendous,”
etc., terms that the Super Markets adopted.>

Te A, Von Der Ahe of Von's Croecery Co.y Culver City,
California, whose father was one of the early grocery ploneers
in the Los Angeles area, has a different theory about the
origin of the phrase, "Super Market," Mr, Von Der Ahe be-
lieves that 1t wes coined by the study of the "California”™
market--the term used to describe the large self-sorvice
type of merket that came into existence im and sround Los
Angeles in the late twentles and the early thirtles,®

A super market was not a bullding merely in excess of
coertalin number of square feet, nor an operation that has a
volume in excess of & certain number of dollars, It is

Suone Super Msrket," Harverd Business Review, Vol, 16
1937, pe 192, T S "

6Ibldgg Pe 192.
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preferred to ¢onsider a Super Market as & new method of food
merchandising, based on the theory of "Plle it High end Sell
it Cheap,"! plus the elimination of service end introducing
self service techniques,

GROWTE OF SUPER MAREET

HMany large cities have long had & few large downtown
food markets whieh conveniently fell under the super merket
classificstion, Donshoe's in Pittsburgh and the downtown
market of Henke & Pillot in Houston, Texas, are well-known
examples, The latter has been in business since 1872,
Although it was begun a&s 8 small grocery store, by gradual
expsnsion other depertments were sdded so thet for ysars 1t
has been & super market, It 1s credited by some with being
the first super -u-\mt.a

Iikewlise, the public merket type of super msrket is
by no means & new development, the Crystal Felace Public

Merket of Sen Francisco having been In operastion since 1922
end the Home Publie Market of Denver sinece 1920, Further-
more, the old-line grocery chains took a step toward entrance
into the super market fleld as eerly as 1925, when they began
to open the large combination type of food store, yat it 1s a
falr statement that the super market development did not get

TM.. Ps 192, BMQ. Pe 192,
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under way im eny significant degres until nearly thirty yeers
agoy end thet 1ts period of moat rapid growth d4id not come
until the upturn in business beginning in the secomd half of
1932,

The development of lsrge markets on & c-nsiderable
scale secms to have taken place first in Southern Cslifernie,
especielly eround lLos Angeles, V¥hile the following fisures
are only ostimetes, they do give an indication of the rate
of growth in thet eity:

TABIE I
GRO¥TH OF LOS ANGELES SUPER MARKETS®

1929 25 b 30399,000
1930 » 228821000
1931 7,826,000
19 o 13,739,000
}.33 5% 230414 000
19 la 35:908.000

, m.'ﬂwm Barverd 3usiness Review, Vol, 16, 1927,
Te

Thege super markets were food stores with little
attempt to bring in non«food items, A deviation from this
type of market hes hed its grestest development in the Fast
where 1t was sponsored by Mlchael Cullen,




In 1932 Hr, Cullen wes opersting eight stores which
were reported to meke gross ssles of over 8,000,000 a year,
By renting part of his buildiings to nonefood merchants so
that he need make no cherge for rent against his grocery
depertment,; by the use of chesp fixtures, by sdopting selfe
service, and by buying in gusntities snd paying cash, his
grocery departments were able to offer prices consideradly
below those of cempeting stores,?

Pollowing the leed of ¥r, Cullen, other super merkets
of & similer type began to appesr slong the Atlantie Ssgboerd
end in the Middle Atlemtle and Tast Napth Central states,
Late in 1932 the Bilrs Bear opened ita first wnit in Plizadeth,
Wew Jersey, Ferly in 1933 the Biz Chief Market of Providence
was opened, followed by the Somerville, Msssachusetts, Big
Bear in Mey, 1933, Syracuse, Wew York, got 1its first super
market lete in 1932, at ebout the time the Flizabeth Big Besr
was being opensd, Tn 1932 the COreeat Bull ¥Market came inte
existence in Kingston, Few York, the founders of this market
8lso hsving been Inspired by & visit to the origimal Big
Bear,10

p—

On 7 Beckwardss 25 Years of 5y Harket »
Super mh?d"m 1aing, Vel, 20, lo.smw.. 19S§:m <
Ppe 6836,

101p44., ppe 63-86
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Apperently thils development spread into sll sections
except in certein parts of the South and the Hiddle Vest,
California had more super merkets then any other single
state, 1®

EARLY DIFFICULTYES

The revolution in retailing brought abosut by the super
maricets created a sensation among chains and the smell indee
~ pendent grocers who lost mush of their business, In their
attempts to survive this revolution, the chains snd indee
pondents led a cempaign of antlesuper market rrepagande,

The wer started) meetings were heolds reszolutions were pesseds
bulletins were dletridbuted; lepislation was triedy editorisls
- condemmed super merkets, In fact every attempt was mesde to
curb their expansien,

The following instenee=z show how vigorously the super
. merket operstors protested thn.-u In Tulura, Celifornia, a
Grocery Cloalng Ordinence wes possed reguleting the opening
and closing hours of srocery stores, Andrew Willilsm Food
~ Stores Corporation of Oaklend oonterted 1t e0 vigorously
thet the matter went up teo the Cslifornis State Supreme
- Court for repeal, In & similsr Ordinsnece concerning Sunday

1081b44., pp. 68-86
11y, ¥, Zimmerman, The Super Nerket Grows Up, ppe 20=23,
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hours, the Tllinols Itate Supreme Court reversed the lower
court rulings on the contention that ecities have mo authorisy
to permit some lines of Dusiness te operate sn Muniey and
prohibit the same privilepes £o others, In some places sueh
a3 Camden »nd Atlentic City, Yew Jersey, Ordinsnces were
- enscted Impoaing spaclal license fees varying frem 95,000 to
$10,000 on super markets smmuslly, But on Pebruary ), 1937,
~ the Yew Jersey Suprems Court set aside the m on
grounds ef erditrery discrimination, The m and Mile
waukee Ordinsnces were eimed st impoaing a special lhmo
- fee per year hu&uﬁmomlanw

rented, leased or operated where more than four soncesslons
| in eny such super merkst were in operatisng but they were
soon withdrawn in the face of opposition from super market
operators,

Thus the super markets came out tr»iumphantly in these
legel battles and a few even stronger with the sontinued
support of the American publie, The chsins and independent
small grocers, having met with fallure in thelir sttempts,
had to fall in 1line with the procession of super marwkets,
as en alternative to extimetion, The most interesting
demonstration of the extent to vhich the chelns hed gone
into super market operation cen be found in the following
table,




TABLIE II
CONVERSION OF CHAIN INTO SUPFR MARKETS®

1933 - 1938 Period

Stores Super Harkets
Chains Closed Opened
A & P Stores 9;3
American Stores hg
Safeway Stores 488 2

3., mssc:u;;::éun. M, zmemun. Tho Super lhrkot, First
The super market movement also caught the fsney of
another Important sector of food distribution-~the grocery
wholesalers whose emergence into the field of super market
operation added propulsion to the movement, The experienced
and foresighted grocery wholesalers realized the future
impact of the super market operation on the pattern of food
distributlion eand the consequent dwindling of prospects for
grocery wholesele business in general, Many wholesale groe
cors started thelr own super merkets, The following table

gshows & few instances,
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TABIE III
EMERGENCE OF GROCERY WHOIESALYRS INTO SUPER MARKET FIELD®

e S . i e i i e e e e e b

Yholesaler Super Market Started

Grosberg & Colub (Schenectady, Publiec Service Center, New

New York) York (now: Central
Merkets)
TUeo Food Corparation (Newark, Giant Tigers
Hew Jersey)
American House Grocers Big Bear

(Elizabeth, New Jersey)

The Herrisburg Crocery Company Cilant Food Shopping Center,
(Harrisburg, Pennsylvania) Washington, D. Cq

Karlson Crocery Company Eansas City Treding Post
{Eansas City)

*Source: "Looking Backwards: 25 Yesrs of Super Market

Progress," Super Merket Merchandising, Vol. 20, No, 8,
August, 19 » pp-mo

INFLUYENCES OF WORLD WAR II

With the emergence of cheins into the super marked
operation in the late 1930's, seeds of potential competition
within the industry were sown, But the potential merket was
80 big that the competition was not felt as much 8s it has
been in the postwar period, While selecting the site for
new super markets, areas away from the existing super markets
were preferred, wlith the result that s wide geographical
distribution of the industry was achieved, World Wer II put

a temporary setback on the expesnsion of the industry,
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In the postwar period the industry revived its setive
1ties towerd repild expansion, The rootas of the Iinfustry were
firmly established efter 1ts suecessful pessage through the
eritieal war periocd, The rapid develspment of the industry
oan be seen in the peragraphs that follow,

In the twelve-yesr perilod fr-Wﬁlm. the
nusber of super markets rose two and a2 half times and thelr
combined sales volume Increased six times, Aversge unit
volume climbed from 323,886 to #803,220, The smallest pere
centage gain of any of the soven to rrocers excoeded the
largest of the nenegrscers, PFenny, Allled Stores, end ¥oole
worth smde from 8,27 to 3.97 gain while Food Pelr, Safewsy,
Kroger, Fetlonal Tes, American Stores, 4 * P, snd Pirst
Fationmal made 26,27, 20,27, 15.9¢, 14,6%, 10,9%, 107, and
9.6% respestively,’?

Sales of individuel suver mer¥ets (members of the
Super Narket Institute) in 1957 renged from ¢ minimm of
$1,000,000 to msny million deollars, Thirty-eirht percent
did 2,000,000 or more and twelve percent did three millien
dollars or more of sales, Aversge sslez per super market in
1955 are estimeted at 51,610,000 as sgainst 2303,220 in 1951,13

’-'uunm K, m.. "Ape Super Merkets How
Bgr--!'. 3 Hanagement, Vol, 69, Fo, 1,
m' Pe

Lthe Super Msrket Industry Spesks, 1956, los. eit.
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The followine table shows the development of the
industry singe 1940,

TABLE IV
GROUTE OF SUPER MAREERTS 194055°

Yoar Stores " in Suder of Sales eery Susiness
6,175 B 1,000,000,000 22
8, 00,000,000
9% ﬁ:i 32200 000" 000 %
9. 1.0 3,000,000, 000 g
3‘.?“ 12 § 0001000 2%

. gy
10 0 »0C0,000
u:é .‘ bgg.m.m 5
10, 7,000,000, 29
13,009 . ;,730'; 000 3.
217 » 507,350,000 gj
oggg 8.2 10,250,457,000 ca
16, Zog 12, 356,000,000 b1,
e O pEER R
204000 le 1842004000, 000 232;

Source: "Survey Shows Industry's Vigor,”
Marist Nevohunilstng, Vols 20, Toe 3, Fereh, 1575, Poe i6eSh,

It can be cbserved from the sbove table thet the pore
eentage of ineresse in the nuwber of stores bas reselasd fairly
steady, and the Industry’s shere of the total groecery busie
mess has been steedily tnevessing M} Acoording to the 1948

n'l. Le Block, "Americats rog;g.c-n Business Booms,”
Business, Vol, 20, July, 1956, p. 16,
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Census of Business, the food industry bes elbowed its way
from fourth to second position In volumeessccond only to the
sutomobile industry,]® Todsy the food chains elaim speeiel
recognition for having token half of the plaves on ths list
of the twenty biggest retallers in 1956,

a

15 " ,
Quoted in "The 9? Market: Rsvolution in Tetslle
ing," Business Heek, Jums 23, 1952, pp. 38-52,

1bnpege Are the Bigrest Merchants,”
Ney 11, 195,’";’. 2970, s Business Vesk,



CHAPTER III
CHANNELS OF SUPPLY OF KONeFOCD ITEM2 TO THE SUPER MARKETS

The channels of nonefood supply are one of the impore
- tant fectors that have influenced the growth of nenefood
departments in super markets, Their prominence was due to
the conditions which the super merket operators had to
experience,

The merchandising of nonefoods presented many a probe
lem to the super merket operators because all the grocery
merchandising technigue they Ikmew was "low price, high turn-
over" which could not be readily applied to non-foods for
want of adeguate knowledge regarding thelr quality, size,
color, feshion, and private brands,

Another difficulty, to be desecribed laster in this
chapter, was thet the manufacturers, under pressure from the
drug assoclations, were restrained from selling directly to
super markets, Owing to these factors, the super market
operators were foreced to find ways of securing not only the
supplies of non-foods but also the technlque of merchendising
s;neh goods, The reck jobber, whose function will be explained
in the followlng section, could readily solve these problems
of ths super merket operators by virtue of his experience in
non-food lines and technique of operation, The following
table shows four importent and one minor sources of supply,
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TABLE ¥V
CHANNELS OF NOR-FOOD SUPPLY TO SUPER MARKETS: 1953%

5 of Bupply

Soft
Jource Druga V¥ares Toys Goods
Manufacturer 67,2 58. gg i 75«2
Reck Jobber 2Ll 6.6
Food Wholesaler Teb 32 2.0 he8
Other Wholesalers 12,1 .!;, 11..2 b4e7
Concessionaire PR 0. .

(Note: Totel exceeds 1007 because some stores purchase from
more than one source,)

#3ource: "!on-rooda Jump to Mejor Rank," Market
Merchendising, Vol, 19, Nos 1, Jan., 1954, pp. 3 5:%"

In addition to these sources, some new channels are
coming into exlistence such as the msnufacturers' rack service
agencies, explained in 8 later section, through which none
foods find their way into super markets,

RACK JOEBER

A rack jobber is one who enters into & comtractusl
arrangement with the store operator for the use of & certain
amount of floor or shelf space for the display of his mere
chandise; in consideration of a certain percentage on sales
of thst merchandise to be peid to the operator, The rack
Jobber assumes the responsibility for stocking, checking,
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displaying and rotating his merchandise, relieving the store
operator of the problems of purchasing, turnover, and investe
ment, The following sre the 1lines along which rack jobbers
usually function:

1, He usually carries & limlited number of what he
considers best possible selling items,

2+ All the merchandise is presmarked at his own
warehouse,

3+ He maintains route men who meke weekly calls
on the chain of units contracted by him,

4o The functions of route men include (a) to
deliver merchandise at the store, (b) to set
up displays, (e) to keep record of shelf
inventory zd) to shift the slow movers to
other units by rotation, and (e) to rotate
the display to different locatlions in each
store,

Prior to developing this technique of operation, many
of the rack jobbers were already in the business as drug
Jjobbers or wholesalers of hardware end household products.
The ease with which the rack jobber entered into this fileld
was lergely feciliteted by thelr experience iIn handling the
lines, HMost of them operate on a locsl basis serving the
stores from 8 central warehouse, According to the estimates
of The American Rack Merchandisers Institute, rack jobbers
in 195} handled 25,000 different housewsre ltems in super

markets, with sales esmounting te 3149 million.> This compares

J"'lt:ﬂ:s-rm:n! Notes," Super Market Merchandising, Vol. 19,
Ho., 12, December, 1954, Dpe.
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to $100 milllon in 1952,2 About three-fourths of the super
markets are served by rack merchandisers of health end beauty
aids and housewares, They have been graduslly adding new
lines such as soft goods, statiomery, $oys, electric supplies,
children's books, pet accessories, baby needs, and garden
nupplies.3
These activities may not yot be talken to indicate
that the rack jobber 1s gaining strength and holds & bright
future, As indicated by Table V, a greater percentage of
super merkets 1s inclined teo purchase directly from manue
facturers rather then rely upon other agencies. The fol-
lowing are some of the reasons that explsin this teadency,
1, Rack merchandisers usually offer a margin of
25% while direct purchase from menufaeturers
1elds &s much as 36% to 39 on many non-food
ines, Super msrket operators whose net profit
margin has been deelining tend to utilize every
opportunity to sugment income,.t
2+, The trend toward econsolidation in the super
market industry may facilitete the big organe
izatione' finencing their non-food departments
independently and purchesing _the merchendise
directly fronm uuufaetm-orl-.s

3s It has been cbserved that reck merchandising

2vRack Jobbers," Business Week, September 5, 1953, p. 52.

E 3%gontrivution of the Rack Merchandiser,” Super Merket
Merchandising, Vel. 20, No, 38, August 1955, p. 1

“@ Pe 1%

S53ulien H, Handler Fundamentals of Sell the Super
rket, First Bd;.tion. 19%6. Fairchild P'ifl!elf%oa,_ke.,‘
ork, ppe Tl=T2,




is not the bost-arrmmt.6 Certain opera-
tional drawbacks are:

{(a) Owing to recular rotation of merchandise
under rack merchandis operation, 1t
1s poasible to find on the shelves many
slow-moving items, 3low turnover of mer-
chandigse means h’- efficient utilization

of selling space,

{b) The display set up by the rack merchendlser
is not the property of the storej the store
msnager, therefore, usually does not pay
due attention to 1t, Displays need cone
stant attention in order to kesp them at-
tractive, Arrangement of merchandise on
the shelves gets dlsturbed as shoppers
piek up thelr selections, Such merchane
dise, irregularly plaeced, if not immedlately
attended, spoils the effectiveness of the
display., Scmetimes, the whole d::xhr needs
to be shifted to a different locstion in the
store for better exposure to the traffiec,

If adjustments of this type are not made
timely, ssles volume falls,

(¢) The arrengement is not Tlexible end com=
petitive for appropriate and timely price
changes, Super market operators measure
tbo effective utilization of displey space

ons of both turnover end deoller gross

prof They therefore adjust the prices
in crdcr to regulate turnover and dollar
profit per square foot, whensver such asction
1s considered oxpoﬂloa;

Contrary to the above disadvantages, the American
Reck Merchandisers Institute lists these advantages of the

r Market Merchandising, Vol. 18, Wo, 8, August
1953, . §$ o .

71!!?.!’ Pa 55
B_I_m. Pe 55



pack jobbers to the manufscturer,?

(e) He 1s an inestore serviece specialiste-
like the food and biscuit manufacturers, he
knows thsre 1s no substitute for sarvice to
the store by trained persomnel,

(b) He maintains priece, The service distri-
butor pree-prices merchandlise, He visits retall
outlets periodically and polices pricing dili-
gently, EHe must maintain prices to continue teo
guarantee the dealer the {:omim profit mergin,
No such gontrol is possid throuzh any other
distribution method.

(¢) He guickly lsunches new items, The
service distributor can take 2 new item and
have it placed on dlsplay very gulekly after
receiving the merchsndise, Ye can gusrantee
outstanding displays in thousands of outlets
in time for initisl advertising blzst, Control
of the housewares section on the basis of g
anteed sale assures full displey in the right
spot and on an ample number of shelves, Display
iz not left to the whim of the location manager,

(d) He assures meximum seles, The service
distributor is a 100 per eent housewares spee-
cislist, He looks for mew items with sales
potential and for new methods of displey.

Optimum housewares sales ieg his bread end
butter,

Though 1t might be argued that small indepsndent super
markets camnot eliminate rack jobbers for want of investment
and space,; the improvements that are being mede in the
methods of grocery distribution such as menufecturer's rack
service and the cooperative aon—tood'uhclonl; services
might 1limit the opportunities of rack jobbers,

SHandler, Julisn H,, Selling the rkets, Pirst
Ede, 1956, pp. BL=BS,




MANUFACTURER'S RACK SERVICE

Of lete, some of the manufescturers of extensive lines
of none-food products have adopted rack jobber's technique
for merchandising their products, It has been possible for
them to reduce their profit margins so as to give this extra
service without cutting into super market's percentage of
profit, As an example, the House of Huston Corporation,
Mismi, Florida, may be called to attentione10 The marketing
plan of thelr "pet care" items consists of the following:

1, Eech store 1s furnished with a floor rack, iden-
tifled by a sign which reads "Pesl Pet Shap,
featuring House of Huston produects,

2, These stands sre serviced on a regulsr schedule
by driveresslesmen who carry refill merchandise
in trucks,

3. All items sre price marked at the company's
pl&nt.

4e The larger stores are visited weekly while the
smaller ones fortnightly or onee in every three
woeks,

Se Deslers are allowed a gross profit of 33 1/3%,

6. Ths company provides displeys in five different
sizes,

7+ Route books are maintained by the salesmen for
noting the volume of sales,

8+ The company has warehouse facilities end truck
upor:tiona in every major city from coast to
CQoast,

1050mn D, Horn, "Merchaniising Non-food Items Through

Super Markets of Merketin Vol, XVIII, No. |
Apr 11 » 195h F ] ;P O%i . y . "
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This type of distribution is feasible and economical
 for those lerge menufecturers who have extensive lines, The
mamfacturers of diversified lines that ere distributed
through different types of retall outlets and 2lszo those
 having limited lines cannot profitably adopt this type of
distribution, It does not, therefore, seem probable that
this system will grow prominent,

However, some msnufacturers have started organizing
mutual sales agencies as & means of introducing thelr lines
to super merkets, For instance, the Ohio Associated Manu-
facturers, Clevelend, is one of such agencies, consisting
of a group of twelve menufscturers of housewares, stationery,
and toys,

If these agencies sre turned Iinto regulsr rack service
operation and are operated on & cooperstive basis, they seem
to have good prospects for development because they eliminate
the profit element at the intermediary stage of distribution
and pass 1%t on to retailer for greater cooperation,

The use of such cooperative msnufecturers' rack serve
ice agencies may well be confined to those manufacturers
{(a) whose lines sre mostly sold through super- markets or
which are sulted to super market operation, (b) who do not
have competing lines, and (¢) whe do not have other lines
that are already distributed through established channels
of distribution,
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term period, however, according to "Looking Backwards: 25
Years of Super Market Progress,” there sesms to be indicae
tion thet the development of new types of distribution might
1imit this volume of business, While concession depertments
tend to eventually disappesr, wholesalers may be reduced to
the status of minor sources of non-food supplye




CHAFTER IV

A REVIEW OF NOR<FOOD DEPARTHENTS IN THE SUPER MARKETS

BEEALTH AND BEAUTY AIDS
The health and besuty alds were the first non-foods

introduced in the super urkots.l The ma jor groups of items
of this department are hyglene needs, halr preparations,
first aids, sheving needs, baby needs, oreams and lotions,
cosmetics, and home remedies, Table VI gives the perticulars
of these groups.

. In 1941, 37%¢ of the leading food stores carried these
lines, Since then, this percentage inereased to &}, 76, 86,
| 92,9, and 93.3 im 1549, 1950, 1951, 1952, end 1953, With s
larger number of super markets selling drugs, the doller
volume of business has increased considerably as shown below:

1947 106,570,000
1%0 1685000, 000
1952 305, 000, 000
195 5000, 000
19 940004000
165¢ 5000,

o 1y, ¥, Zimmerman, The Super Merket, First Rd., 1955,

2
Compiled from snﬁ %?; W: (a) Vel.
19’ No. 2, Feb, 1951‘ Pe H {+] s “De Ly Jen, 1953.
Pe 413 and (e) Vol. i?, No. 3, March 1952, p. 39

3conpncd from "Grocer's Manual," Chain Store Age:
(‘) Vol. 32’ No. B’ Jul’ 1956’ Pe 98: tb) . » . ’
July 1955, p. 139, (e) Vol. 30, No. 7, :ﬂl¥ 1954, pe 1233

(d) Vol, 3. HNo. 7. July 1953' Pe 91’ end {e) Vol. 27. No. 7.
July 1951,
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The following are some of the reasons for the rapid
of this department:

Most brands of drug llnes are advertised and
"n::gnuod " by the customers of the super
markets,

Such goods are amall end conveniently packaged
and thmfmdonotmmrohh.sof
space and are well sulted to self service
operation,

3. The doller volume per square foot of space

averages twlce as much as the average grocery
product, 3
s The turnover of major items (ses Teble VII

is o) Tt rose from 13.1 in 1953 to 1h.
1 195500 %

S« The aversge profit margin is 30.5%,

6, Fzir trade of such goods is general,
Today almost all super merkets have drug depsrtments., The
number of lines carried in each store differs, though in
general eech item is being cerried by an increasing number
of stares as shown by the following table.

h"m—food Notes," S'Fu' Market Merchendising, Vol., 19
Ho. 12' December 195&. ;’ ° 2 ;



TABLE VII

PERCENTAGE OF SUPER WARKETS CARRYING SELECTED HEALTH
A¥D BEAUTY ITEMS: 1946 AND 1954*®

Itenm x ot nmnn Cerrying

E Hey 19
- Blades and rezors 1 79
Headache remedies ;g

- Dentifrices 87
Shampoo 85 10

Cold remedies 77
Tooth brushes 73 35
Antiseptiecs Zg 36
Heir tonics 26
Hand lotion 63 51
v g 5

aby o ‘

After shave lotien 55 ;.2
Permanent wave sets 45 2

*8m¢o: A, (. iielscn Canpnny'l Stuﬂhl, thd in
Buper Vsrket Merchsndising, Vol. 20, No. 7, July 1955, ps 15.

Teble VII indicates that (a) the super merkets tend
to cearry the lines slready proved successful In other stores
end (b) some items such ss shempoos, deodorants, baby oll,
hair tonies are of perticular Interest to them. This 1is due
to the fact that these 1tems econtribute more toward the total
geles volume then many other items, as shown by Tsble VIII,




TABLE VIII

 STRVEY CONDUCTED BY TOWNE-OLIER AND ASSOCIATES TW 1l,000
‘ POOD MARKETS OVER 13 WEEE PERIOD: 1955™

Item W‘n Seles
Tooth paste 19,6
Hesdache remedies ZT
Permsnent kits \
Deodorants Se
First aid be
lab? products lie5
Fen's hair preperstion L0
Ragor rack 3e
Miscellaneous 3.
Fsce Preparations 3.1
' \uum'u hair preperations 29
aparations 2.4
hnt ves 2.l
Mouth washes 2.1
Shaving cream a3
Antl-aids 1,2
Telcum powder 0.8
Denture products 0.
Tooth powder O,
¥all preparations 0.5
Cold tablets 0.3
Fixatives 0.2

®3ource: Quoted in Super Msrket Merchandising, Vol.
20’— !OQ 10' %ti 1955’ p. 3

A few 1tems such as toothpaste, shampoos, &nd headache
remedles eomtribute jJust under 50% of the total sales of the
department, Yet the super merkets cerry other ltems for the
shoppers! convenience, However, the number of such items is

limited; the depertment's average was 232 in 19545

5°!cn-feod 'Ot'l,. _L__. citey pPe 13,



The following table throws further lizht on the
awder of lines carried in the drug depsrtment,

TABLE IX

NUMBER OF LINES CARRIED IN THE ORUC DEPARTMENT OF
SUPER MIRKETS: 195

t of Compenies C
Number (Prug Depertment ; {;%
to 50 8.3
1 ¢t 100 23:
101 to 200 33.5
201 to 300 20.1
301 teo 0 Os
Lol to 00 3e
501 to 1000 2.6
1001 to 2000 39
Over 2000

Total 100,0

®lourece: "Nonefoods Jump to Mejor Renk,"” S
Merket Merchendising, Vel. 19, Wo, 1, Jen. 19 "gz%s-ha.
Avout 86,50f of the companies carry below 300 lines,
It seems that the super merkets do not po in for rapid ex-
pansion in all lines because only & few top selling items
secount for most of the l;m-stneu.6 Another 1limiting factor
i1s the selling spaee which 1s slloceted %o esch sroup of
items In relstimn to 1ts seales and gross urgin.7

6&’ P. 58' TMl Pe 550
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5 SOFT GOODS
| Soft goods include meinly lines such as socks, nylons,
underwesr, towels, dish cloths, Many super msrkets deal in
these lines while some chains such as Food Falr have complete
| self service wesring spparel depertment with private brend
names.

There are various reas-ns why super markets ere tempted
to go into these lines:

1, The margin of profit on them is &s high as
30 to L0%, gross,

2., Items such ss underwesr, towels, and dish
cloths are purchesed repeatedly.

3. They ere of delily use snd c&n be ineluded
as "incidental pick ups" to take advantage
of the high customer traffie,

L. They are not subject to vielent changes in
fashion,

5¢ They do not oceupy nlli.n{ spece dispropore
tionate to their sales volume as, for

example, eppliences,

6, They sre low priced and impulse items; there-
fore, point of purchase promotion 1s more
effective,

T They do nst enjoy much consumer brend prefs
erence like many other grocery lines nstion-
ally advertisedj therefore, the bic cheins
might possibly introduce their privete brands
:'lth reletively less competition frem nationasl

ands,

Despite these favorable factors, super merkets were
not active in these lines in the esrly period of theilr
introduetion., The percentage of super merkets selling soft
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goods remained steadily st two per cent in 1949, 1950, emd
1951, Veriocus reasons scsount for this slow naverent ,”
| Markedowns, Especielly on articles of wearing spparel,
the lass from markedowns is unavoidable, Ths tempting high
mrk-up on soft goods looks less sttrsetive after losses from
- markedowns sre considered, On the principle of super meriet
operation, 1f opsrators price their merchendise low in order
to be competitive, profit merrins will be esten up by mrke
douns,

HMerchendise assortment, In order to effectively deel
in soft goods, ¢ lerge asssortment of merchandise of different
sizes, colors, and qualities should be dieplayed to provide
for wider selection, This would mesan invitation of problems
of additionsl cspitel, spsce, snd of slow-movers, Soft goods
sdmit en infinlte renge of siszes, creades, types, colors, snd
style, while tubss of t2o0th paste snd cens of tomatoes come
in standard sises and brands.

Low Surnover, Uo customer buys socks snd underweer
ss of'ten &s she buys bread and soup, The cherscteristics of
grocery merchandise, 1,e., perishable nasture end repested use
of items, ares not present in the same degree iIn soft goode
with the result that sny attempt to desl in soft goods wounld

Begonerooa Notes,” Super Msrket Merchsnéis!ng, Vel, 17
No. 3, March 1053, pe 27 :
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mean forcing an alignment of low send high turnover items
with the attendant problems,

Pillferage, Because of low velue snd dilg size of
grocery items, traffic in pilferage does not assume high
dimensions so as to concern the operator much, 3But when
soft goods sre introduced, the value of each unit being hirh
relative to its size, the pilferage problem 1=z magnified,

Packaging, Packeging has been suggested as a device
to prevent demage to the merchandise in self service departe
ments and elso to discourage pilferage, Even if cellophsne
packaging is adopted, it 1s doubted how far "sight end
touch"™ sppeel in self service departments can be maintailned,

Merein of profit, It 1s srgued thet only the fast
selling soft goods will be 2llowed an entry into super mere
imts to avoid the problem of mark-downs, But fast sellers
in any field rarely yileld as high a mergin as the average
for that fleld, It is believed thst hirh mergins end high
volume are not compstible,

Brand importanes, The brand populsrity of soft goods
being less, & smallar percentage of customers is preo-sold,
It means there 1s a greater necessity for s highly developed
polnt-of-sale effort for =oft goods, If this effort is
ignored, customers tend %o buy on price consideratisns which
ultimately lead to dealing in inferior soft goods, thereby
ruining the reputation which super merkets have enjoyed for
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high guality foods, To add to this, the attitude of Mrs,
Customer is also equally important, In the words of the
vice president of Hoslery Culld: "When she pets a bad ean
of branded tomatoes, the customer does not blame the store,
She blames the eanner, But if she gets a shoddy peir of

~ socks, she will blame the store.,"? It cam be inferred from
this how 2 brand neme can shift the blame from dealer to
menufacturer, As soft goods are not well known brands, the
dealer has to sssume the risk of lozing his customers even
for the slightest defeets in soft goods,

Merchandising technigue, The grocer has neither the
tralning nor the disposition to be 2 buyer of spparel and
textiles, The super merket merchendising phileseophy of buy-
ing cheaper and gelling cheaper on the prineciple of hicgh
turnover of merchandise does not apply to the apparel fileld,
This poliey results in a strong temptetion to pick up less
expensive assortments though their lower price might be due
to lower quality,

In answer to these objections and problems, The Hoslery
Cuild Corporation hes developed e marketing program for super
mrkets,10 The following ere the meain features of the progcranmt

9'5upcr Markets Move Inte Big Yew Fileld,” Business
m!, Ko, 1152’ April 26, 1952. Pe hll

10, mngle, "Why Soft Coods Weed Creative Packaping
!0". Printers! Ink, Vel. 257. No. 9’ Hovember 30. 1 s Po T7e
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1, It gusrantess guality and gives the consumer
confidence in the packeged product by having

Ues B¢ Testing Compény make continual quality
checks at the mills,

2, The hosiery line 1s broksn down to five
family "groups” of socks (boys', women's,

men's, czirls! anklets, faney athletile
l“”’o

3« It simplified buying by providing clear
instructions et the point of sele so that
shoppers know what size to buy.

e It makes it easy for the producer by sete
ting up en eutomatic system of re-ordering
whenn the stock gets down to a certein level,

The Guild's four polnt formmls has spparently proved

successful since 1t hed 1000 super merkets ss outlets for

~ hosiery in 1952, with en overall snnual sales volume reache
| ing several million dollars, However, in a typicsl big eity
erea, for instance, super markets pushed up hosiery sales
from £18,000,000 in 1952 to 378,000,000 in 1955,11 1n
Philedelphie the sales of hosliery in department stores and
specialty stores dropped as shown on Table X while super

merket seles hed guadrupled as indiceted above,

1lp, Engle, "Why Soft Ooods Need Creative Packaging
'W" m‘ m' Vol. 257’ No. 9' Hove 30. 1956' De T7s




TABIE X

HOSIERY SALES IN DIFFERENT RETAIL OUTLETS IN
PHILADFLPHIA: 1952 AWD 1965%

——

Retail Outlet 1952 1955
Department stores b3.g 377
Women's speclalty stores 21, 1h.1
Variety stores 7.§ TeT
Super markets 2e 10,9
Shoe stores 2.0 Se
All others 11,2 8.

*Ssuree: Survey by Lassiter, guoted in Super Market
Merchandising, Vol. 20, No, 11, Nov. 1955, p. 33

The sales of these items in general sre encouraging
and the potentiel market of fowr b1llion dollers for soft
goods 1n super markets indicates further expansion of this
depaertment, It {s expected, however, that any expension
will be highly selective in that in the mein the most prome
ising lines will be enccuraged.12 Table XT indicates the
attitude of the super merket operators toward soft poods,

127 4on-food Notes," Super Market Merchendising, Vol,
19, !0. 1' J‘n. 195,4’ De 12.




TABLE XI

SURVEY CORDUCTED BY STPER MARRET MERCHANDISING Aﬂg THE
NEW YORK UNIVERSITY SCHOOL OF RETATLING: 1953

# of Stores

Display spsce Vo, of brands € of selling
Chain reduced? reduced? space for
Size Yes Wo Yes o gsoft goods
1l 3 364 63,6 9.1 90.9 11,0
b « 20 4l.1 G688 21,6 72«9 8.2
11 . 25 23-8 75'2 6'6 930h 1360
26 « 50 28,9 71.1 ses 100,0 b
Over 51 66.0 34,0 9.5 90.5 3.9

The majority of super merkets seems to bz inelined to
continue to stock soft goods lines, There i3, however, no
indicatiosn thet the super merket operstors would indulge in
increasing the display space for soft goods, for the percente-
age of selling spsce 2llotted to this department does not
seem to resuvlt in a proportionate inereasse of the percentage
of dollar sales,

On the whole, chains having less than fifty stores
each seem to be more active in these lines then the big
chains for two reasons: (a) the blg chains are under less
pressure to expand the non-foods than the smaller chsins,
While there ere exceptions, the smeller chsins and inde-

pendents experience keener competition in food lines from
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the big chainsy Therefore, they find relief in expanding

the nonefood depertments.l3 (b) Big cheins are slow in
expanding the none-food depertments because of the problems

- of poliecy and edministrative c-nveniense, Whenever the 1ssue
of expansion is considered, they would prefer setting up
complete departments to merely increasing & few lines becaunse
large scele expansion would facilitate economles in buying end
merchandising, Thls, however, does not indicate thet big
chains do not encourage non-food departments in genersl, One
problem associated with soft goods in psrticuler is serviecing,
Full-fledged soft goods depsrtments need special care and
experience which many super market operators lack even today,
Until such time that they geain confidence in this field, the
super market operators tend to meintein either full depart-
ments on a coneession besis or to carry 2 moderate number of

lines to keep the department funetioning,

HOUSEWARES AND APPLIAWCES
Though the housewares rank next to food &= kitehen
needs, their merchendising snd selling techniques are sntirely
different because of the following factors:
1. They need more space,

2¢ Their turnover is low,

13"!on-feodn Jump to Major Rank," loec. cit., 1954,
PPe 35'68.



3« They need heavy investment,

he High priced items bring problems of paye

ment and of answer customers' inquiries
regarding make, quality, and so forth,

Desplte these problems, the super market operators
have generally welcomed these lines snd developed & new
technigue of ineand-out promotion, They sell an assortment
of goods such as housewares, furnishings for & limited
period of two or three weaks by rotation se that the cuse
tomars may find & new sssortment of items each time they
visit the store, This technlgue, based on the principle:
"Since you cennot change the customers, then change the items
to keep sales hot,"” is emerging as e dominent merchendising
pattern end has solved the problems of spsecs, turnover, a&nd
investment, % This technique iz nont eonfined to this depart-
ment, It is spplied in general for promoting many other
items of seae-nel demend, The percentage of super markets
selling herdware items rose from 16 in 1949 to 56,2, Thb,
end 8l 1in 1951, 1952, and 1953,15

In 1955, super market accounted for %100,000,000 sales
of housewares through regular seles, ine-ende-cut promotions
and premium offerings, The number of ltems handled weriles
from 50 to 2,000, The price per unit is ususlly below one

. iy, M, Zimmerman, The Super Msrket, First Bd,, 1955,
De e

15101d., pe 245,
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dollar, The gross profit on housewares 1s around 257 1f
ed through rack jobbers, while & margin as high as
35¢ is possible on direct purchasing from & manufscturer.

The following were the percenteges of ssles of eazch group
of items in the department in 1955:

TABLE XII

PERCENTAGE OF SALES OF EACH GROUP OF m:g I¥ THR
DEPARTMENT OF HOUSEVARES: 195

£ of

Itenm Depsrtment's Sales
Glass 18
Plastics 1¢
Aluminum ware 13
Kitchen ware and miscsellaneous 23
Tin ware 1
Electric goods 5
Rubber goods L

: ————— —— z —
®Source: "Groeer's Menual," Chain Store Age, Vol, 32
¥o. 8, July 1956, ps 10l. 4 e

The growing ssles volume of this depsrtment has been
constantly presenting problems of spece end dlsplay despite
the new techniques developed from time to time, Very
recently the cperator of Esrl's super market in Fhoenix,
Arizona, satisfectorily solved this problem by errencing
compartments (shadow boxes) sbove the two rows of frozen

food cases Instead of keeping them in one corner for want
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of adequate apaoo.m As 2 result of this arrsngement, the

sales volume of housewares has ineressed by 507 within six
months, The selling space wes enlarged for frogzen foods to
accommodate housewsres to resp the profits on both the
departments,

Through these ingenious methods the super merket
operators have been trying to do the best possible business
in these lines, However, there are no apperent indicationes
at present to make it seem that this department will grow
significantly in size in the future, The table shown below
gives perticulers of the spece allotted and the number of
ftems carried in this department,

TABLE XIII

PARTICULARS OF SPACE ALLOTTED ARD NUMBER OF ITEMS
CARRTIED IN THE DEPARTMENT OF HOUSEWARES®

e .
€ of Companies € of
Number Carrying Ko, of sq. ft, Companies
to 50 3’407 up to 5 hoe
51 = 100 23¢1 5 « 10 17.6
101 « 200 2341 11 - 25 28,6
201 « 300 540 26 « 50 18,2
301 « 4OO 3e g 51 « 100 17.0
401 « 500 O, 101 -« 200 Lhe2
501 < 1000 5.8 201 -« 500 he2
1001 « 2000 2.5 501 < 1000 3.0
over « 2000 1.7 over = 1000 2.4
- — — ,

®Socurce: "Non-foods Jump to Major Rank," S
Market Merchandising, Vol, 19, Ho, 1, Jan, 1954, pp. %5—!48.

16ngoysevares,” Progressive Grower, Vol. 35, No. 9
Sept. 1956, pe 124, ’ ) ; ;
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Av-at 50f of the compenies earry below 200 houseware

items while 69,27 have a2 dlsplay spece of not more than 50
sqguare feet, This indicates that the super market operators

do not went to expand this department as & permenent feature
" but to do as much business as possible on in-and-out promo-
tion technique, carrying & limited number orihu round the
year, Considering the unit value, size, and turnover of
these lines, the super merkets tend to centinue csplitelizing
on this technique of operation,

HOUSEHOLD SUPPLIES

All1led to food lines are the household supplies such
as detergents, soaps, pa‘.l!ih.n, 1light bulbs, and cleaning
implements, This 1s one of the most importent non-food de-
partments, usually plsced in grocery division for maximum
exposure to the traffie., In 1955, they sccounted for 5,17
of ths total store sales, The table given below shows some
of the features of this department,
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TABLE XIV
DPEPARTHMENT OF. HOUSEHOLD SUPPLIES: PARTICULARS REGARDING

GROUPS OF ITEMS, GRO3S PROFIT MARGINS, NUMBER OF BRANDS
CARRIED AND PROMOTION mmms: 1955"

% of Dept, ¥ of ¥o, of

Item Seles G, P Brands Promotion

- Detergents sk Below 10 15 Regular
Soaps 10 Below 10 sese Regular
Cleaners 9.8 15 to 20 7 to 10 Regular
Laundry supplies B8e3 16 to 19 50 to 60 Raguln'
Waxas and polishes 7.7 Over 25 e el
ke SRR 305 27 so. 38 30 apm/r 1

eaning ts . to ]

Canning needs 1.5 Over 25 10 %o 15 Apr, - Nov,
Pesticides O. 30 %o 4O Ineand«Out
Shoe polishes 0.8 Over L0 Regular
Cendles 0.6 LO %o hS Many Reguler
Gerden supplies 0,6 30 to 3 Seasonal
Auto needs 0.3 35 to h5 Spring/Fell
Matches 1.5 15 %o 20 3toly Regular

#3ourcet :d from "Grocer )

Store Age, Vol, 32, Wo. 8, J‘nly 1956, p. 98-
The margin of profit on these lines is attrasctive,

the average being 32%, Items in shout half of the proups

are sold ssasgsonally or under ineand-out promoti-n, These

promoti-nal ectivities are reguleted in relation to the

seasonglity of the product, volume of sales, mergin of profit,

number of breands and size of items, For mat'-noo, matches

are sold year round though the margin of profit on them s

comparatively low because the demand is not seasonal and

they do not occupy much space, The seme 1s the csse with
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laundry supplies, with the exceptien thet s larger number of
brands is carried In view of their larger sales volume, Shoe
joltshu are sold under promotion despite s high margin of
profit because the year round seles volume is not high,

On the basis of their eontribution to the totel store
sales, the lines in thies depsrtment cen be brosdly elessified
es (e) detergents and soeps end (b) other household supplies,
The pereentage contribution to totel store sales has decreased
slightly, but the dollsr volume of such sales hes been steade
1ly increasing ss ocsn be seen in the table given below:

TABLE XV

SALES VOLUNE OF MAJOR GROUP3 OF HOUSEROLD SUPPLIRS
IN CHAIN SUPER MARKETS: 1950-55%

% of Total Store Sales rmx Doller Sales
(in millions)
Groups 1555 1954 1953 1952 1950 1955 1954 1953 1952 1950

Soaps and
detergents 3¢3 3.4 36 3.6 3.7 94 S78 576 522 Lk

Other
Households 1.8 1,7 1.5 1,5 1,4 324 289 240 217 168

“Source: Compiled from "Orocer's Menusl," Chein Store
Age, 195651,

The pereentage of each group's sales to total store
sales hes remained steady while its doller volume has been
inoreasing, This is due to increesing volume of totsl store
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sales, Since many items in thls depsrtment are not as
frequently demanded as groceries, they continue to be sold

- under promotiom,

MAGAZINES, SO0K3, AND RECORDS

Today most of the super markets sell msgazines, In
some stores magazines asccount for one pereent of total store
salese The growlng populsrity of this department is due to
the following factors:

1, HMagazines are returnable,

2¢ They do not reguire msrketing,

3, They ecarry 20 to 257 gross margin,

Le Thelr average turnover is 17 times 2 ynr.“
Hagazines need a high traffiec location end good display.
Generally 75 to 100 periodicals can give enough varlety for
high volume sales,

Pocket books, particularly children's books, offer
good sales volume, Recks do not take more than 20 linear
feet to displsy 400 titles which provide feirly good selsce
tion, Turnover of these books is es high es 50 times with
& woekly sales volume 5,73 in & representative aton.m

It seems that the sale of music records in super
markets can be promoted even without test playing, Musie

1?'0’”.," mul.' .Q. m.’ 1955' Pe 195.

18s n
Magazines snd Books Make Money," S5 Market
Herchandising, Vol. 19, No. 2, Feb. 1954, p‘!ﬁ. .
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records ellow self service and offer sanother promising oute
let for super markets to resp profits, Oross profit of
about 25 to 30% .on records is possible, A line of 75 to
120 records offers good selection,

According to Musie Merchants' Inecorporated, which
gsells records to }40O0 super maerkets in the Bsat, super markets
ean turn &n inventory of 3300 with e floor space of two
square feet, 17 times a year, equal to 34000 worth of busi«
ness, making a profit of 71,250.19 Shifts in popularity of
music records dictete constant change of records on display.
Record racks nsed special display for effective seles volume,
Considering the trend toward super merkets spresding into
suburban aress, 1t secems that the super markets will enjoy
a good potential market for this dc‘partmnt.zo

STATIONERY
The statlionery lines have not been meking much headway
in general, Though mcrs than half of the super merkets ecarry
some stationery lines, complete assortments are carried by
a comparatively small percentage of the markets, For instance,
in 1953, about 68% of the stores carried school supplies, ink
and other stationery while 33,47 cerrled fountain pens.21l

19%3scords Play Super Profit Tume," Mg Market
Merchandising, Vol, 19, No. 11, ¥ov, 195&. Ps 08¢

201afrs, p. 46 21z4mmerman, 9p. cites Pe 247



The following are the main problems eonnected with this
department:
l, Excessive pilferage,

2, Difficulty of ordering merchandise correctly
to needs,

3¢ Irregulsr items of stationery present probe
lems of neat display,

Despite these problems, the Western operators have been doing
good business.®2 Thelr experience reveals that this departe
ment yields as much as 25 to 40¥ gross margin end that the
turnover 1s sufficiently high to justify 1ts existence, This
department, however, does not show signs of rapid expsnsion,
for it is primarily meant to cater to the needs of the childe
ren who go along with their mothers for shopping, So the
assortment of supplies on displsy i1s bound to be smell and

selective,

PAPERVWARE
This is one of the top ranking non-food departments,
With a gross profit of 20 to 24%, this department sccounts
for 1,9 of the totel store sales. In 1950, all the super
markets did @ business of §263,6 million in paperware while
the chains did only 3192 -11110n§3 the pereonélge of grocery

22n n
Stationery,” Chain Store Age, Vol, 30, No, 1
Jane 195"! Pe 60. ’ 4 4 i

23syner Market !orghnndis%g;, Vol, 17, No. 8, Aug.
1952, p. 7§; 8 roeer's Manual," Chaein Store Age, Vol,
27. !o. 7’ Jul, 1951’ p. 910
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store volume to the total domestie wvolume of paper goods
being 64,54, Since then, the volume of business of this

'.dopartnent has been inecreasing &s shown below:

TABLE XVI
GROCERY CHAINS PAPRERWARE DEPARTNENT SALES: 1950-55%

Total Dollar

£ of Total Seles
Year Store Sales (in millions)
1950 1.6 192
L ¥ ::
o %
155 1.9 342

322!2‘£;§:u§g§é-5gfnpilcd from "Crocer's Manual," Chain

The steady perosntage rate of thias department's sales to
total store sales indicates that the sales have been increes-
ing proportionately to the inereasing ssles volume of the
store.

The depertment has year round sales and shows signs
of further oxplnsion.zh As early es 1952, many women were
buying paper goods in the super merkets as ingdicated by the
following table:

24quoted in Super Market Merchandlsing, Vol., 17
Bo. 8, August 1952, pe 15 . : : "



TABLE XVII

SURVEY CONDUCTED BY BATTEN, BARTON, DIURATINT AT
OSBORNE ADVERTISING AGENCY: 1962%

Ttem 2 of hma (omen)
Buying in Super Herkets

Tolilet tissue
Facisl tissue

Paper plates
‘ltrm’
Sheet paper
. ]
“Source: Quoted in Super Market ucnmuohg. Vol,
17, Bo. a. Auge 1952, pe 75

¥ith most shoppers buying peperware almost exclusively in
super markets, this depaortment is likely to grow to the
optinmum point of sales volume possible,

TOYS

Toys ere one of the groups of non-food products thet
have high potential sales volume in super markets, becsuse
people of sll age groups visit the super markets at least
once a week, The percentage of super markets selling toys
rose from 10,5 in 1947 to 18,3 in 1953,25 Yet meny super
market operators hesitate to get inte this line because toys
need expert hendling, The following ere the problems typlesl
of toy lines:

25" yonefoodsa Jump to Major Renk,” loec, cit,, 195L,
PPe 35=43,



ls Hot all toys are fast lolliag. They need
careful selection, taking into considera-
tion the local sppeals,

2¢ It 1s difficult to judge the guelity of
toyse Purchasing is therefore not easy,

3« Toys need speclal display and consume
larger floor space,

4. HMerchandising needs speclal technigue
b::::ac not all toys are salable year
b 4 .

Despite these problems, some operators have been

experimenting with this depsrtment and their experlence
reveals that proper selection 1s the key note of succeass
in this line, Toys, to be suitable for self service, should
be: (=) safe to handle, (b) simple in operation, (e) durable,
(d) free from complicated parts, (e) need no demonstration
or explanation,

Though sales wvolume is very high on occasions like
| Christmas, toy sales sre not essentially seassonal, With a
well planned year round program, & toy department csn be
meintained carrying a limited assortment of 1ltems with
constant rotation and periodie promotions, The experiences
gained by two of Grand Central's super markets ia Cslifornia
are worth mentioning here, In thelr two units, one with
49,000 square feet at 750 East 21st South, Los Angeles, and
the other with 35,000 square feet at 9th South, they devoted
3,500 square -feet in each store for a toy department and
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over & million dollars worth of toys in 1955.26 The
1lowing are the lines on which they run their toy

artmentss

1, Reachable mess display: the displays are
usuelly at eye level height for easy sight
selection, The merchandise 1s moved twice
each week to & new location to spark sales.

2, Veriety of ftems: they believe in offering
a wide selection, They usually stoek 1500
to 5000 items for Christmss and purchase
only from known masnufecturers of gquallty

toyl.

3. Allocation of display space according to
the degree of promotion needed for each

type and price range,
he Wide price range from 10¢ to #39,95,

Se¢ Markeup is frequently adjusted to encourage
turnover end volume seles, Regulars are

mrked et 33 1/3% while promotions at 25
to 2#.

€« Layout of department: the prineiple is

ease of sslectlon by grouping toys by
children's age groups end sex,

T« Speclalized toy buyer with supervisor ap-
pointed to work exelusively for toy depsrte
ment under toy manager,

8. Careful observation of zeneral trends
affecting toy s=ales,

Q. Maintein accurate records,

10, TUniform price marking on right h-nd corner
of the container,

26wrye Units Share $1 Million in Toys,"
oys," Chain Store
Age, Vol. 32, Fo. 6, 1956, p. 70. X



11, Constant experimentation to introduce
new toy gift items each season.

12, Advsnce plenning end promotion,
13, Year round program is plenned with accent

on puzzles in Jenusry, kites in spring,

Easter baskets st Eester, wheel goods in

May, eeubo{ hets in July, educetional toys

in the fall and all st Christmas,
Planned promotion determines the growth of this department,
Per capita sales of toys in 1954 for the natien's 46,775,500
~ ehildren under 15 were $19.20 &s sgeinst $11.93 in 1940,

while the total retail volume of the toy industry is esti-

mated at one billien dollars.2’! If the number of children
continues to stay lsrge, or increass, and the standerd of
living stays high, or goes higher, the super markets may
well have & growing potential market for toy departments,
The departments reviewed so far cen be broadly classe
ifted as: (a2) well established, (b) progressing, and (c)
promising, Health and besuty aids, household supplies, and
paperware cen be grouped under well establishsd departments
in view of their steadily increasing sales volume, while
such departments as music recorda and so forth cen be
regarded as progressing departments which have not yet
developed but show wide potentialities for rli;id expansion,

278 gonerood Notes," %mx_' Market Merchandising, Vol,.
20, Ho. 9» Sept, 1955; Pe 31.
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In general all the non-food departments are progresse

« Thelr overall contribution %o the total store ssles 18
ng significantly, compared to other nl;jar divisions of

super marksts,



- ther expansion in the future, a trend has started to develop
wvhat are called big "depertmentesuper markets.," A Grend

CHAPTER V
OBSERVATIONS OF AMERICAN SUPSR MARKET TREND

In view of the growing importaence of non-food departe-
‘ments in super markets and slso of thelr possibility for fur-

Union Store, for instance, wss enlerged to l;5,000 square
feet with 20,000 sguare feet devoted exclusively to none
food departments such as glftware, camerss, musiec records,
small lamps, furniture, rugs, hardware, tools, clothing,
soft goods, jJewelry, fishinz gear, suto supplies, notions,!
The Weingarten Corporati-n, Houst-n, Texas, Big Bear Super
Market in Columbus, Ohio, Food Fair Super Market in Phila-
delphia, and Fred Meyer in Portland are but & few more
examples which fall under the category of "departmentesuper
markets,”

On the other hand, the non=food retallers sre exhibite
ing a tendency to convert their units into self service
stores with food departments attached, GCambles Kogmo Stoves,
for instence, which was originally a retailing unit for auto

supplies, hardwsre, and soft lines, wes completely converted

1ng 7
upers Sell Most Anything," Business Week, No., 1428
Jen, 12, 1957, p. 119. — ’
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a blg self service store with ell departments including

complete line of food 1tems.2 The chain drug stores have
already entered the self service field end some are even
experimenting with drugesnd-food combination stores3 such
88 the Parkview Drug Stores in the Kansas City area,

The self serviee technigue of reteiling being thus
no longer the monopoly of super mesrkets, and with the
emergence of the soealled "departmentesuper merkets,” the
future status of today's super markets has become the target
of discussion in retailing cirecles,

Two schools of thourht have developed on this issue,
. The first school belleves in the highly specialized food
market, The protagonists of this school meintsin thsat there
gt1ll exists an inexhaustible job to be done in perfecting
the methods of efficiency of operation in the food fleld
alone, Their main contention why non-food should be given
secondary c-nsideration is that the consumer-traffic of
super merkets is built on food business and that therefore
food should remain the dominant merchandise in the store,

The second school srgues that the time is ripe for
super markets to take sdventage of the prowing traffie

through its technigue of "sight and touch" selling, The

2n7ne Super Merket: Revolution in Retailing,”
Business Week, No. 1191, June 28, 1952, p. US.

3101d., p. L9.
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people of thils school visuaslize the inevitable growth of alle
inclusive one-roof shopping centerss Some enthusiasts such
the executives of Hirem's super merket, Los Angeles, Femn
it Company, Inc., Fhiladelphia, Steven's Markets Inc,,
Hiami, opine that the super merkets might turn into big
general markets with 100,000 square feet to seccommodate as
uny as 50 dop-rtunts.h Aceording to them, the super
merkets are bound to lose thelr ldentity as food merkets in
the future,

There 1s, however, one group of operators such as
The Safewsy Stores, Inc,, which believes in adsptebility
to changing emmditions as dictated by e-msumer-soverignty,

A point on which esll operators agree is that the
volume of food business in the future super merket will not
be reduced, The econtroversy therefore centers around the
status of nonefood departments in the future super markets,

SHIFT OF POPULATION TO SUBURBS
A study of the U, S5, population trends shows 2 shift
of families to suburban areasg, As can be noticed from the
table glven below, population in the suburben areas grew 507
during the peried of 1940 to 1955, while the central cities

h‘Toaon'au's Super Markst: A Preview of 1930," Super
Merket Merchendisimg, Vol. 20, No, 8, Auge 1955, pps 21‘3:‘55.
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snd nonemetropoliten areass registered 20f and 10Y increese

pespectively, the average U, S. inerease of population being
23% during the same period,

TABLE XVIII
UNITED STATES POPULATION TRENDS®

M

Populetion in Millions

Area 1955 1940
None-metropolitan sreas 67.7 61.3
Central citiss 52,0 3.4
Suburbs !‘209 27.°

Total 62,6 131,7

*Source: Anslysis by Arno H, Johnson, A Report of

» Mid Yeer Discussion Meeting, Super Market !n"Ef%s e,
3 De Yo

This suburban phenomenon has been markedly noticed in the
last few years, From April 1, 1950 to the end of 1955,
total population grew egpproximately by 13 million, but the
greater portion of this expansion settled in snburbl.s
This phenomenon is aptly suited to super markets

which need spacious areas for 1desl shep location and

parking facilities. The super markets are therefore moving

SStatistioal Abstract of the United States, 1956,
Tabe 2, Ps Se
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more and more toward ths suburbs as shown below:

TABLE XIX
MOVEMENT OF SUPER MARKETS TOWARD SUBURBS™®

% of New Markets Surveyed

Extre
Metropolitan Small Medium Large Lerge Colossal
1954 31.6 18,1 6.7 33,5 2763
1953 22,2 19,2 22,0 12,0 33'8
1952 hla h 31. 0 Zh 02 AR 3:
Suburban
1954 55¢3 65,1 90,0 61.5 68,2
1953 66,7 6Ll 63.4 76,0 66.7
1952 26,2 31,0 15,1 48 11,9
Rural
195}4 13.1 16.8 3. R hl5
1953 11,1 16, 1. 12,0 -
1952 30.8 30, 7.6 15.4 154

loto: Small (under 5000 sg, ft.), Medium (5000 to 10,000
89, ft.), Large (10,000 to 15,000 s% £t.), Extra Large
(15.000 to 20,000 sq. ft.), Colosse (nboﬂ! 20,000 sg, ft.)

=== : e

uSourelt Compiled fram S Merket Horehnndis&gg
(.) Vole 20’ Nos 2. Feb, 1955. PDe 3"55 lb Qe 2'
Feb, 1954, p. 453 and (e¢) Vol, 13, Yo, 1. Jen, 1953, pe 39.

It can be observed from the sbove table that the
trend is towsrd spreading of super markets naéo end more
in suburban areas, This movement has also faciliteted

enlarging of the size of units as can be notliced in the

table given below.
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TABLE XX
GROWTH OF THE SIZE OF "IDEAL® SUPER MARKETS®

Selling Area Floor Area Parking Area

Year 8Q. ft. sg. ft. sq. ft.
1949 8,500 11.300 21,300
19;2 10,900 15,600 7,200
15 12,600 17,900 2,100

“3ource: Super Market Industry Spesks, 1956, p. 17,

This 1s what has been deseribed by The Super Market
Institute members a2s "idesl size" of average super merket
in the respective years,

The movement of population to suburbs is lergely
facilitated by the increasing use of the sutomobile with
the result that the problem of perking cers is becoming
aouto.e’ The emple provision made by super msrkets for parke
ing ereas (see Teble XX) means that shoppers find it more
convenient to shop under this one roof rather than to visis
& number of stores with the attendant problems of time,
distance, and expense,

Thus, an analysis of the above trondl-;nigrutiun of

population to suburban areas, spreading of super msrkets into

63tlt1st%eal Abstract of the United States, 1956,
Teab, 671. De e
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urbs, growing size of the super markets, problem of
parking and trend toward oneestop shopping centers--reveals
that the super markets could becoms the most convenient onee
:"tq: shopping centers and sell all kinds of non-food
merchandise,

ECONOMIC EXPEDIENCY

A factor that facilitates the growth of non-food
departments 1s the willingness of super merket operators to
indulge in eny such expansion, if feasible, Their willinge
ness, in turn, is dictated by economic expediency,

The typical performance of the super market cperator
shows thaet his net operating profit before taxes is 2,56
- per cent.! Analysis of the met profit mergin reveals that
he mekes profits in microscopic figures on each one deoller

of sales as shown below,

TSuper Market Industry Speaks, 1956, p. 1l.




TABLE XXI

COST AND PROFIT SHEEET OF §1 ITEM®
(THOROPARE MARKRTS, PITTSBURG)

- | —CORts

Cost of the item:
Store expense: 1 00
Store wage: 55700
Stamps? «0020
Advertising: 0087
Miscellanesous? +0011
Merchandise profit: » 0082
$1.00

Merchandise profit: 0082

Other sources of income
Saved by discounting billss +0073
Concessions and lsased depts,: «0020
Coffee operation: «0025
Miscellaneous income: « 0006
Rebate for promotions, displays: «0103
«0309
Less interest and sales tax: <0015
<0294
Less income tax: ,m\
Net profit: «0136
fe——————————— ]

“source: "Super Market Hits Brend Name Jacket,"
Bdi!gl‘ ;&_ lisher, Vol, 89. Hoe. 35. Aug,. 25. 1956, Ps 17,
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Lo With this profit mergin, the super market operators

face another pressure, With the gruelling competition end
the eonsequent need for frequent store modernization, the
'1ife span of a seles productive super market will be
reduced, This puts a premium on spesd in recovery of
investment, Non=foods make 1t possible to write off the
investment fester by bringing in edditional doller profit

volume,

GROWTE OF FPREFPACEAGIRG

Self service is no longer the monopoly of super
markets, It is spreeding to ell types of retall operation,
The growth of self service operation bas resulted in increase
ing application of the prepackaging technique to all kinds
of merchandise, Even curtains snd drapes, which, a2t one time
1% was bellieved ecould not be prepackeged, ere now prepacke
lgodoe

What is noticesble is not merely the growth of pre
packaged items, but consumers' acceptance of them, The selfl
service technigue of operation has changed the attitude of
shoppers toward prepackaged items, Even in depertment
stores where service is still retained, many nonefood items

8‘!&-1'906 Hotes," %m Market Merchsndising, Vol,
20, Ko, 2, Feb, 1955. pe 1l,
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displeyed on the counters ere prepasckaged, According to the
tional Dry Coods Assoclatlon, the average large department
store carries 30,000 prepackaged items,? This indicates the
depth of penetration possible for super markets into

non={o0ods,

UTILIZATION OF SELLING SPACE

The success of super merket speration is largely due
to the ingenlous rethods employed in store operatiom, Super
market operators constasatly astrive for new techniques and
devices to help attain maximum efficieney of operation, The
following results of a survey conducted by the Department of
Agriculture reveal aress where the possibility of further
efficiency of operation oxi-u.m

The survey dealt with "relatlion of size of shelf
space to salea of canned frults snd vegetables," Seventeen
1tems were selectead to find out thelr weekly gross dollar
mergin per store per shelf of food, in five super markets,
The results of the survey arel

(a) Sales and gross merzin per unit (shelf foot)

with a two row displesy exceeded by nearly five times

the additionel sales and gross margin for sach added
row or displsy unit,

91v1d., Vol. 18, Wo, 1, Jen, 1953, p. 10.

10;.0ted in "Getting the Most from Your Shelves,"
gger Karkot Merchsndising, Vel, 18, No, 5, May, 1953,
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(b) Sales of the seventeen selescted items showed
an increese of only 107 for esch row edded to the first
two rows, Likewlse, sales decreased 10f on an average
as the size of the display was deeressed from & to 2
rows,

(e) If the additional display rows over and sbove
the first two rows wers to be emptied, & saving of
36% of shelf space would be available for displsying
other new items, (In snother store, the saving of
shell space was }3%,)

{(d) When such additi-nel display spece was stocked
with new ltems, groas mergin per shelf foot incresased
from $1,76 to en estimate of §2,50 in one atore and
from $1068 to ’2.51 in anothey, ;

These conclusions indicate broadly that much displsy
space could be saved through efficlent sllocation of shelf
space to each item displayed without prejudice to the ”C‘F-
all sales volume of the store, Any such saving of spsce
could be profitably employed for displaying non-foods,

CONSUMER TRAFFIC IW SUPER MARKETS
The philosophy of super market operation is high
turnover of merchendise at low price, Therefore, super
markets do business in millions and enjoy high consumer
traffic as can be ocbserved from the table shown below,



TABLE XXII

SALES VOLUME OF SUPER MARKETS®
(MEMBERS OF SUPER MARKET INSTITUTE)

1,000,000 00,0006 u . Und
Year o <45 o %ooo §500,000
— - -~ ::! ', - — =
1951 20% gg# 46%
1952 28 y2
195 3& 30 3%
1% : s -
1956 ?0 27 23

“Sourees Super Markes Industry Spesks, 19564 ps 9

¥ith an average sale per customer transsction of §4.25
and an average number of weekly customers per stars of 7,248,
the inereesing ssles volume of super msrksts indicates possie
bility of inereasing consumer trattio.n How frequently the
shoppers visit the stores is yet another iIndication of the
growing importance of super msrkets ss & nucleus of shopping
trips, as shown in Table XXIII,

s upen Mapket Industry Speaks, 1956, p. 9.
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TABLE XXIII
ISHOFPINC TRIPS OF WOMEN TO DIPFERENT TYPES OF RETATL CUTLETS®

Gro- Va= Hard- Dept,
Freguency cery Drug riety ware Stores
Dally: 29.1% 3.,1% 2,08 &gﬂ 1.8%
Weekly 3 or 4 times: 31l.2 10,9 6.9 Ge2

Weekly once or twice: ceee 39,0 ceoe 9{:5 37.1
less frequently: eres sose 507 o2 559

#3ource: Silver Jubilee Number, Super m i‘ Merchane
m v01. 20, Rog 8, Aus. 1955. Pe i .

About 60% of the shoppers visit the super markets delly or st
least three or four times a week, WNo other retesll outlet
enjoys thet mueh consumer traffie,

In view of the constant expension of the size of super
markets, thelr spresding into suburbsn sreas and of their
possibility of becoming one-stop shopping centers, super
merkets may enjoy etill higher treffic in the future, They
ecould, therefore, capltelize on this zrowing traffic by
selling more non-food merchandise with little effort because,
as revealed by the table given below, the trend is toward
increasing impulse buying in super markets,

A lerger percentage of the veople tend t» make deci-

sion on purcheses in the store 1tself rether then plennine



TABLE XXIV
IMNPULSE BUYING IN SUPER MAREETS®

Planned in a general way

|

and purchesed: 11,0 26,7 21,0
Purchased as substitute: 2.6 51,8 1.5 66,6 1.8 -
T previous plant 3.2 3.4 .0

s i - PRI,

shead of shopping, perheps due to the impect of (e) self
gservice and (b) pointeof-purchase sdvertising, This tendeney
is particulsrly significant to the super merket operstor in
that 1t helps to move nonefood merchendise with s comparse
tively small ocutlay on sdvertising end promotionsl eetivitties,

RESTRICTIONS OE SUPER HARERTS IN SHOPPINO CRNTERS
In 1954, 21,67 of the super merkets were in shopping
centers as sgeinat 39,27 in 1953.115 The percentage 1s de-
clining, GSuper Markets seem to be not particulerly fevoring

1ibngypers Sell Most Anything,” loe, elt., ppe 116=119,
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ing centers on account »f masny ineconveniences they
rience such ss early closing hours of other stores,

& expenses, high rents, However, shopping centers do

t tend to be completely deserted by super markets in view
of the importance of sales volume,

Recently more and more shopping centers are leasing
space to super msrkets with restrictive govenants c-ncerning
non=foods in super markets, Such restrictiones might be: a
limit on the floor space to be allotted to non—hadl, a ben
on selling some specified nou-foods or payment of a penalty
rate of pent should the floor space fsr non-foods exceed
the permitted ma.m

Such restrictions might hinder the growth of non-food
departments of super merkets situated in shopping centers,

ALLOCATICN OF SELLING SPACE TO ITEMS

The inereasing number of lines of merchandise earried
and the expanding size of super market obvliously esll forth
rational jJudgment of thess two factors in terms of their
relative contribution to store efficiency and economy,

Though different store operators put aececsnt on dife
ferent concepts of display--price, veriety, orderliness,
neighborhood character, novelty--the yardsticks with which

2 1p14, J
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they measure the efficient allocation of floor srea to dise
plays are the twin factors--dollar sales end doller margin,
The results of a survey conducted by Progressive Crocer
reveal interesting facts in support of this theory of

operation,

TABLE XXV

ALLOCATION OF FLOOR SPACE TO DEPARTHEIIS AND PRODICT
GROUPS IN SUFER MARKETS

% of !einl 5 of Total

Depertments and % of Total Store Dol Store Dole-
Product Groups Ploor Space lar Sales lar Profit
Departmentss: 43,7 10,2
Grocery . .
Meat gﬁ chl 26.h
Produce 17. 12,7 18,0
Frozen foods 50 g.l Se3
Dairy products a0 b Ty
B.h" 2.0 2.6 2.7
Product Groups:
Household supplies 3.2 242 3.4
Beer and wine 0.8 1,2
Paper products 2.5 2.0 |
Soeps 1,7 216 1.2
Pet foods 1.2 0.9 0.8
Drugs and tolletries 0.9 1.5 2.3
Cigarettes 0.6 2.7 0.9
Pet suppliles 0,05 0.0l 0.07

¥Source: "Foodtown Study Provides New. Guide to Better
Spsee Alloecation," Progressive Groeer, Vol, 34, No, 3, March
1955, Pe 5She

It can be dedused from the sbove table that:

(a) Percentage of total space occupied by each
department end by each product group in esch de-
partment tends to be in sccordance with the



percentage of totesl ssles contributed by that
department and product group in that department,

(5) A eclose relationship is in evidence between
the spece occupled and the gross prefits on sales,

It is generslly understood that displey spece is
allocated to store departments and, within esch department,
to each group of items, in proportion to their contributions
to total store salesj but the fact that some items such =s
soaps with a relatively low averace gross mergin, contribute
Ing less to totel store sales than to totel dollar profit,
cells forth the need for setting up & sultable measuring rod
that gives weight to products of the aforesald classification,
The survey figures quoted ebove seem to suggest that the
underlying philosophy i1s built around the concept that the
total space sllocated to depsr tments and 1ts produet groups
should be measured as nearly as possible in terms of gross
profit as well as doller sales,

This formuls of speee allocation is essentially linked

with merchandise turnover because the dollar sales volume of
@ given item is determined with reference to its turnover,
In super merket terminology, merchandise turnover is theree
fore viewed with reference to space utilization also, The
frequeney with which a cen or box is picked up by Mrs. Cone
sumer determines three fectors:

l, Rate of merchandise turnover and doller
profit,



2« Degree of effectiveness of dlsplay,
3¢ Degree of economicsl utilization of spsce,

lsncumsrmv 3 .
Therefore the tiwee factors stand in a triangular relatione

ship and jointly eceount for their performance,

41l nonefood ltems do not heve unifarm rate of turne
over and mergin of profit nor do they oceupy equel shelf
~ space, They thersfore werrant selection for efficlent proe
motion in sccordence with the Lheory of operstion dlscussed
above, Selective dlstribution is therefors a limiting factor
on the growth of nonefood depertments,

The results of & study of Foodtown Super Markets,
Cleveland, ss shown below, reveals why super msrksts tend
to be highly selective in dealing with nonefoods,



TABLE TXVI

LEADIEC PRODUCERS OF DOLLAR SALES AWD GROSS FROFPIT
PER 33, FT, FER

Itenm 8ge Fte & Sales Item Sqs Pty § Profit

Butter S5e7 162,91 Hair sprey,

HEelr spray, rinses Ol 31,28
rinses 0o 115,80 Insecticides Oy 21,65

Instant coffee T.1l 109,9 Bendages, tape,
Tomato soup 242 Sg.% eteo, Os 21,45
Milk and cream 6,2 8S. Dentifrices %ﬁ: -

Bendeges, tape, Clothes pins
ete, Oely T9«4T FEeadache
c !Gmgu. 21.0 e Ol remed les 0.9 :
Margarine be T 3.65 laxatives Oel .
Regular coffee 33,0 59¢47 Butter Se 2,21
Dentifrices 3.3 5Gel3l Deodorants 1, 9e43
tdeadache Vater
remedles 0.9 53452 softeners 07 Be94
Insecticides Oul} E g Hilk & cream 642 8,80
whips 1,0 . Fargerine b7 7.82
Vater whips 1,0 T+65
softeners 07 861 Tomato soup 242 Telid
Spaghetti 0e2 48,05 Shampoo LeO To40

, "Posdtown Study Provides New Guide to

Better I Alloenti Progressive Crocer, Vol. 3
Hos 3, Rz;:; 1955, p.o?z 3t

Fronm this informetion 1t csn be seen that: (=)
smong the 323 product groups in the store, 9 of the store's
15 top producers of dollar sales per square foot are food
items but (b) of the 15 top produsers of gross profit per
squars foot, 10 are nonefood 1tems, Three of the top seven

doller sales producers sre in non-food lines,



AVERAGE CUSTOMER'S CHECK
Despite the increasing sales volume of non-food
departments in super markets, the average ssle psr customer
transaction has not increased msterially as indicated
below:l3

%3?;....:‘3:1;
1952 « s o « o 3BT
1950 « ¢ ¢« « « 3.5

The low average sale per customer does not improve
prospects for selling items in high price range, It means
seclected nonefood items in the lower price range are fit for
super market operation, Some con tend that this theory does
not hold good when super markets become established nou=food
sellern.u" According to them, super markets would be jJust
as regular centers for appllances and radios as any other
hardware snd depertment store,

In this sge of installment Suying, no retaller can
possibly think of selling hixh priced items on 2 cash Lasis,
The above argument therefore seems to imply that the super
merkets will eventually turn to eredit operetion giving up
their "cash end carry”™ principle, If this were to heppen,
super markets would be reduced to the status of other retail

L3super Market Industry Speaks, 1958, p. 63,
mlbido. Po 63-
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outlets such as department stores, with chsrge accounts,
- eredit collections; and bad debts, This type of sperstion
meens higher stere operatins expenses, As indicated on
page 61, the operating expsnses of super markets have already
gone up, Threfore, any chenging to & eredit operation
 would necessitete higher merkeups, Consequently, tuwrnover
of merchandise would be low, Thus, with the giving up of
the principles of "low margins and high turnover” and "ecash
and cerry" super markets would undergo a transformation
which would take them out of the present "super market"

catepory,

CUSTOMER HABITS

Hinety-four per cent of all shoppers visit the super
Ilrkota.15 This pleinly indicates that the store policy,
the advertising, end the public reletions efforts of super
markets mast be designed to hold current customers as well
as to attrect new ones, Customers prefer to shop in one
store, but the trend may be towards "shopping around” as
shown below:lé

1955 1984

o g - g x5

15%pherets & Change in Your Shopper's Habits,” Super
Market Merchandising, Vol., 21, No, 4, April, 1955, p. 99,

mrbid. » Do 9%
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The housewife wishss to be a&s efficient az possible
in her shopping, A super markst that makes it possidle for
her to sccomplish most or all of her shopping in one plece,
under pleasant conditions, will very likely keep her trade,
When there 13 as much movemsnt to other mearkets, as is
indiceted sbove, something is lecking in the operation of
the losing markets, A survey conducted by Super MHarket
Institute indicetes factors in choosing a favorite super
market as indicated below:

TABLE XXVII

CUSTOMER'S REASONS POR SELECTION OF SUFER MAREET®
| | | , ,

Most Important Per Cent lLess Important Per Cent
Quelity and freshe Friendliness of

ness of meests 15 employees T
Attractivensss of Better parking

super market 1 facilities 5
Low prices 13 Fagst checkout service 3
Veriety of merchandise 13 Large store=-wide
Convenient location 12 eisles 2
Quality and freshness Self service meats 2

of fruits end Trading stempses
vegetables 12 premium plen 2

It seems fairly evident thet meats are an importent

item used for rule-cf-thumb appraissls of super markets by
the average customer, Low prices sre certalnly eppreciated,

but good and fresh meats are more freguently given as a
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peason for seleeting & super market, Location 1s probably

more important that these figures indicated, &s they may
taske the convenlent location for granted.

Customers! hsbits can be twrned to the sdvantage of
the super market by promoting consumer edueation,

PILFERAGE

The petty thlef was described as the housewife or
husband who stole for economic reasons, or & whim, sn
impulse or frustration, or "just trying to get away with
something for nothing," Today, the shoplifter is no longer
pettys, In 1955, gross sales of food stores in the 10
Southern Cslifornia counties exceeded #2 billion, Customer
pilferage cost market operator: epproximstely one per cent
to one snd & half per eent of their gross recelpts., Using
& conservative figure of one per cent, this pilfersge loss
well exceeded #20 million in 1954, In Los Angeles County
elone, there were spproximately L85 foed stores of which
507 can be classified as super markets, Cross recsipts of
these super markets range from #500,000 te 38,000,000
annually, The average velue per theft wes 82,3317

The Centrsl Record Sureau, maintsined f:y the Commer-

clal Service 3ystems, reveals the following information:

Tvrost1. 320 M11110nl" Super Market Merchendising
Vol, 21. Hoe 2’ P.m’u‘". 1956. Ps - 7 "
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.Thefts by males were higher than thefts by females
(59 per cent to 41 per cent), The highest number sf thefts
cecurred on Seturdey 2nd graduslly lessened in the followe
ing order: Fridsy, Sundey, Thursday, Tuwesdy , Vednesdasy,
Monday, The most popular hour for shoplifting is between
I and 5 p,m., followed by 3 to0 ! Putey 5 %0 5 pem., & to
7 PeMes T to 8 peme, &nd 3 t0 9 pem. Horning hours reflected
lowest pilferage, Twenty-elsht per cent of the shoplifters
were over 50 years of sgej 23 per cent were bohuizo and
30 yvears of agej 21 per cent were between 0 and 50 years of
age; 3 per cent were between 1l and 15 years of ugn 6 per
cent were betwsenm 16 and 20 yesars of agej 1 per cent was
between 5 and 10 years of agc.m
These prodblems should be kept in mind by &ll retsil
operstors since this current trend will inerease with the
growth of serve-yourself types of establishments, "Anybody
ecan sue anybody for any smount,” ‘This fect hes eaused many
merchants to bs fesrful of the words: "Felse Arrest,”
"Libel," "Slender," "Defamation of Cheracter" and they have
become "do nothings" ebout the shoplifting problem, Cer-
tainly, the operators must be cereful es to how they
infringe upon the personsl rights of en individual, Fowever,

lazgido s Pe 66,
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in the vast majority of shoplifting cases that have gone to

eourt, trust hes prevaliled in the courtroom, and mistskess
were proved to be mistakes an! not mellcious purpose, Pere
sonnel properly trained in the apprebension of shoplifters
will reduce these false arrest fears. Freventive measures
“taken to reduce shoplifting canm be given as below:1®

1, Cooperative action by the retail industry hes
been end still is the best preventative meas-
ure, The development of a Central Record
Bureau utilizes thils cooperative action and
protects the merchent from the person who
already has a record of shopnlifting,

2e A warning letter is sent to the lifter
who 1s not prosecutsd advising him that he
is now on record in the Central Record
Bureau,

3. ¥Yarning signs are placed strategleslly in
the store to proteet the reteller from
potential shoplifters ss well as those
already on flle in =2 Central Record Zurssu,

s Educationsl prorrams for the employees teach
them how to work as a team on the shoplifting
problems, and where their aspecific duties of
cashiers, floor clerks, and supervisory per=
sonnel are properly allocated,

S« HNotige of the prosecution of the shoplifter
with publiclty follow-ups appears in neish-
borhood newspapers and mmgazines,

Shoplifters' preferences as %o merchandise stolen,
the number of thefts and the average value pcr theft 1=

as Tollows :20

lg'Shoplirter Now Protouioml,' Super Market Merchane
dising, Vol. 21, No. 2, Feb. 1956, p. 67. S L

20__!&' s Pe 676



TABLE XXVIIX
WEAT SHOPLIFTERS STEAL

Average Velne

Herchandise Nos of Thefts per Theft
Groceries ,872 $ 1.06
Drugﬂ h,%ﬁ 1‘6’4
Maats (Delico ) 3’ 8 2.32
Hardware 1,596 2 30
Liquor 1,152 3,19
Clothing 1,002 3.62
Miscellaneous# g56 2.06

*Redios, toys, jewelry, gloves, glasses, megazines, pen=
filliers, nylon hoss, candy,

The selfegerviee market, since it holds store persone
nel at 8 minimum, is perfticularly prone to losses from shope
1ifters. It is consideradbly more of 2 problem to the super
market that cemnot absorb these losses ss essily &8s the depert-
ment store. Items that are too small mey be rejected by
super market operators on the besles of the pilfersge sus-
ceptibility slone, mnless units cen be grouped in e preksge
that overcomez this difficulty., GSome smell items sre dis-
played neer checkoubt«counters where supervision 1z possible,
but this erea is limited,

In the shoplifting problem, super msriet operators
must realize they can never completely eliminste ecustomer

pilferage in thelir stores, They should sceept the fset



81
that preventive measures must be teken to keep pilferege at
8 minimm Just as rules and regulations in the handling of
money by cashiers is enforced,




CHAPTER VI
A REVIEW OF THE FOOD DEPARTMENT IN THE SUPER MARYTTS

One of the most remarkeble developments in the recent
history of food retailing has been the phenomenal increase
" in the number of items handled, Twenty-five yeers asgo, in
general, stock consisted of cenned and dried fruits end
vegetables, cereals, family flour; bread and other beked
goods, & limited line of deiry products, sparhetti and
macaroni, bulk cookies end candies, beverages, soups,
spleces, sugar and cenned meats, cigerettes, fresh meats,
ice cream, beer and wine, snd meny other lines hed not yet
eassumed the seles importance that they now have in the
modern stores, It is with these various items sold in super
merke ts that this seetion will deal.

Most of the super markets have at present fouwr departe
ments: the grocery depsriment, the produce department, the
neat department, end nonefood lines department, R=skery,
frozen foods, end dairy lines are usually Included in the
grocery depertment, The sales ere divided among these
three departments in nesrly the ssme percentages, Two

grocery stores in Emporis were surveyed as followss!

llnterviovs with the managers of the two stores,
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TABLE XXIX
PERCENTAGE OF TOTAL SALES IN TWO EMPORIA SUPER MAREETS™

i s

Per Cent of Sales

Depsrtment A&P Reeble's
Grocerles (Nonefood 1tems

included) 56 65
Produce (Frozen foods

included) 11 18
Meat 33 20

e e et et . S e R e e A e i et

~“*§;G;;;; Interviews with store menagers,
Hon=food items sold are Included under groceries, as there
is no breakdown for this line of product,

The verious departments of & super merket will be

discussed in the following sectioms,

GROCERY DEPARTMENT
Including, ususlly for sceounting purpcses, many lines
other than sotual sroceries, the crscery department was snd
still 4= the main department for & super merket, Tt repree.
sents from 55 to 65% of the total ssles, Apart from the
grocery depertment, it ususlly includes ths bakery departe

ment, which according to the Progressive Groeor.z represents

about 7% of the totel sales of the storej bresd and rolls
4.1% sand other bekery goods 2,6F, As for the dairy department,

2Progra|aive Orocer, November, 1950, p. Té.
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its development begen with the availability of pood refrige

eration equipment for super markets,

The last deperiment to develop within the grocery
department 1s the frogen foods department, which is teking
over the spotlisht of the food business which the meat
department held some years age, Many ztores are now doing
4% to 67 of thelr totel sales in frozen foods,3 Since they
do not make 2 breakdown scoording to frozen foeds, 1t is
impossible to glve the figures for the A & P and Reeble's
stores, The greatest single factor in this ssles elimd has
been the tremsndous inerease of items in the frosen foods
line, Meny existing stores have enlarged their depsrtments
for frozen foods, and new markets esre devoting two to three
times more space to frozen foods than they did e few years
ago, With sales high, frozen foods are now definitely e
source of profit, Although much »f the sales in frozen
foods represents extra, new ones for the super markets, e
certein portion of frozen food sales 1s st the expense of
fresh produce sgles, This 1s particulerly true for oranges

and certein other stendard pradueta.h

30hain Store Age, March, 1954, p. 8i.

u'hmn Foods in the Super Market," Super Market
Institute, pe 36.
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PRODUCE DEPARTMENT

This department, handling fresh fruits and vepetables,
does not represent a stetisticeslly high percentage of sales,
about 107 to 15%, TIts mein Importeanee 1s derived from the
fact that a produce department in which the customers can
find very fresh items will lead them to prefer to buy in the
store where this department is evalleble, In other words, a
good produce department has very rrest advertising appeal,
Thiz advertialing sppesl leads us to consider gﬁi%“wni@aiurl
like in @ produce depsrtment, A survey wss condueted by the
1A stores and the results were as follows:d

Here are some positive reactions as to what customers
liked about the frult end vegeteble departments in stores:

There 1s not a thing T d-n't like about the
depasrtment,

Always fresh and prices sre ress-nsble,

Always a lsrge supply of fresh fruits and
vegetables,

Clean and neat at all times,
Everything 1s near and nice,

Always look fresh and clesn, end you have a
wide cholce.

Those are the reasons given by customers for liking

the produce department of one store more than snother, This

5933255.525. December 1952, pp. 20-22,
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osa section of opinion seems to be enourh to give the ides
of wvhat ths customers sre lookinz for in a produce deperte
ment, It would be useful alss to know what they do not like
in 8 produce department, This een be shosm from the same
ICA surmtb

I do not like plckedeovar frults nl vegetables,
dirty and brulsed,

Dirty and messy with parts of rotten spples snd
graves lying eround,

Do not like wilted leeves hanging fram vegetadles,

T deteet sesing old letiues leaves, '

Hot fresh snd wsll kept,

Not elean and in order,

They never try to keep things clean,

Poor quslity,

Some of the sbove comments are harsh words, bBut that
is what the customers interviewed ssid snd in instances they

were refarring to some storen operated by some of the lergest
operators in the United States,

In short, whet the customers want 1s clesn stores,
good guslity of fruit end vegetables, fresh, clean, and
attractively displayed. Prices mmst not be disregerded
but they are not the first or only eonsiderstion with the
customer, In the study reported in the Orocersram Megszine,

S1b1d., pp. 20-21,
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price was mentioned only as a side ilssue in relatively few
instances by customers included in the studies,

MEAT DEPARTHENT

Regardless of how far the progress hes gone in sslf
gservice mest gelling and in producing the kind of meat
consumers want there will always be & need for good butchers,
A gtore should establish a reputation for ecmsistent guality,
but customers are interested too in sessonal bargains, Here
skill 1s reguired of the butcher, For instence, he can take
the bones out of heavy cuts end roll them for attrasctive
roasts when the ocoasion demands, If roasts sre moving
slowly in summer, he will make steaks, The running of the
meat department must be a flexible operationg when to start
and when to stop hes to be kmoun,’

Self serviee is the other fector ruling the suver
market meat depmr tment, It developed chiefly after the
second World Wer., One important obstecle teo the growth of
complete selfl service is the fact that no practicsl wesy has
been found of packeging fresh beef,

The third feetor in meat merchendising is freeszing,
This way of selling meat was developed also after Vorld
War II, In addition to the resdy-to-sell packasges of frozen

Tchain Store Age, Januery 1954, p. 58,
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,-.“’ which are cheaper than the fresh ones, there sre
opportunities for retallers to use more bulk packaged frosen
products, Packers use their freegzers to relisve ths market
of many cuts of fresh meat which are temporarily in surplus,
These frozen cuts are now offered to the retall trade at
prices which are very sttractive to those who Tmow how teo
use them,

All these developments resnlted in the fest that, at
present, more than 10,000 super markets have a self mdn
moat department.® Self service had, moreover, recently made
substantial gains both in number of stores selling meat by
this method and In percentage of total meat sales, Thus far
the self serviece meats have been primarily confined $to large
stores because of the expenses involved in such a depsrtment,

8chain Store Age, March 1954, p. 95,



CBAPTER VII

FACTORS OF STORE LOCATION, LAYOUT, ETC,, PERTAINING
TO SUPER HARKET OFERATIOR

STORE LOCATION

In view of the Americen super market, first, in the
wban areas, deeentralizetion is becoming an asccomplished
fact end many super markets' executlves are convinced that
the trend will continue, In most cases the locations selected
today ere either in new business districts supported by new
housing or in ths smesller ocutlylng communities, pert of wrban
areas,

Most super markets' orgenizations are showing more and
more interest in shopping center locations, particularly
those which have been planned to become independent business
comgmunities, While there is & strong inferest in shopping
centers, some fallures with such projects’ led the chains in
perticular to study Individuel centers more carefully than
they had after the war, In most cases adjscent housing alone
cannot be expected to support a major shopping ecntor.z The
latter must be well situated in releti-n to mdss transporta-

tion, at the crossing of two highways or nesr a bus stop.

1332 Market Mevchandising, Vel. 18, No, 3, March,
1553, pe 40.

21bid., pPe 40.
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In the grocery field in the zase of stores which are
situsted outside shopping centers, the minimum requirement
for e parking srea seems to be an ares three times the size
of the stors,3 More thousht is belnsz given to the purchsse
ing power of the erea to be supplied thanm to its pepulation,
That people in the high snd middle income groups are moving
to the newer distriets with better housing should be
consldered,

Loss of some stores 18 occurring in older districts,
The point at which an older store 1= closed is usually
related very directly to the cost of the lease, Rental
rates sare going down in proportion ss the location 1s less
desirable and the chain policy usually is %o renew old
leases Af they are sufficiently down to maintain & profitable
business in the old lontton.h Most super market operators
ars in favor of lessing rather than owning their stores,
sinee only 27.5 per eent of the operstors own their stores

and 63,7 per cent lease stores,>

3Super Merket Merchandising, op. c¢lt., p. L2,

Yshoer Market Merchendising, Vol. 20, Wo. 12,
. Dec. 1955, pe 20,

5
Mereh 19

Super %kot Herchandising, Vol, 18, Wo, 3,
» Pe .



STORE LAYOUT

Location may be good, store mey be well-lishted, the
merchsndise may be exactly right for eertein types of busi-
ness, every courtesy may be shown customers, and yet sales
may lag because the store layout 1s peoor and the dlspleys
are unattractive, :

Objeetives of store layout are (1) to bring customers
and merchendise together sc that the greatsst gross mergin
per square foot of floor spsce iz produced in a given time
and (2) to arrange the performsnce of the operations in
the space so that expenses are at 2 minimum amount, 6

In planning the arrangement of counters and display
fixtures, with due regard to aisle space, the following
baslc principles will be belpful:"

l, Arrange for wide alsles to permit easy flow

of customer traffic, At least three persons should
be eble to walk abreast in the alsles of store,

2, Counters, cases, and other {ixtures, which
are not egainst the waelle, should be so low that
customers mey have an unobstrusted view of the
entire floor,

3, Alslea should run direet from the entrances,

"'Prod ¥, Jounes, %ggu% Morehondi;lg, Richard D, Irwin,
mc;, Hm"m, 111.' rs on, 2 Pe 130&

7
Walter P, Show and Wdith ¥, Kay, H;z to Stert Youwr
L

Own B;ainggg. Ziff-Davis Fublishing Coa., ’
PPe ={lUs



L4e The arrangement should invite customer cire
culation throughout the store, It should be eaesy
for customers to get close to the goods on shelves
end in displeys,

Se¢ Shelving should not be over saven feet hish
to bring the top shelf in sesy resch,

6 Smell unit stends are desirsble for special
end seasonable displavs,

7« Aisle tables or merchandise islends slsec
help s2ll the type of goods that 1s bought on en
impulse, Some stores avold the use of aiale
tebles since they unquestionably (ea) edd to con-
gestion, (b) attrect bargein hunters, end (e¢)
increase the denger of theft and damage %o
merchandise,

Store layout should be emsidered from the customers'
point of view @8 well as from the expenses angle, Goods must
be assigned to space in accordance with customer eonvenience
as well as sales possibility, It is eassier and more profite
able to move goods from one locati-n to enother than to bring
a customer bsck to the store once he has formed an unfavorable
impreasion,

The following are the review cherscteristics of good
layout from the customer's polnt of viﬂna

l, Attresetive plece 1in which to shop,

2e Convenilent sccess to merchendise throughout
the store, -

3. Alsle wide enough to prevent crowding during
normal business day,

BDiuuuion based on Visuel Merchandising class of
Second Semester, 1958-59, Kansas State Teachers College,
Emporia, Kansas,



e TFree from obstruction preventing general
view of the floor,

Se¢ Related merchandise together,

6¢ Similer srrangsment of merchandise in store
which they concentrate purchase,

T« Day light instead of artificlal light for
Y eigins aéler oft StiinEe SRR

8« Infrequent change of loeation of departments,

FLOOR PATTERNS

Floor patterns ere interesting to look at and they
are sn lmportant part of the layout, influencing the sappears
snce of the store, They alss heve great importance in the
expenses of bullding e store and in replscement when worn
out,

The wide range of floor meterials evellable todey
makes 1t easy to find materiels thet will give the best
results in a specific store Installation, The problem is
to matech the qualities of the flooring material with the
needs of a specific store, The length of store lease 1is
one of the fsctors determining the selection, Paying for
a floor that will sutlive the lease would be a poor poliey.
But buying flooring material simply becauss it cerries a
low firsf eost 1s not wiser, because that Cleoring material
perhaps will need replacement before the end of the lesss,

Other factors have %o be ¢onsidered, such as the

amount of traffic, the resistance to weter, grease, and
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fire, the amount of masintensnce 1t cells for, the non=slip
qualities desired, end the installstion time,

Whether a floor is to be above or below grade is a
basic factor té be considered, Other points to look &t
are: light reflection, sound sbsorption qualities, and
resistence to eracking,

Asphelt, used 2t most super merkets, has low first
cost, stends up well under reasonably heavy wear, &end 1s
avellable in menmy colers, One drswback 1s that 4% requires
eareful masintensnce,

STORE DISPILAY

It 1s important to note, in 2 discussion of display,
thet the super market 1s a heevily congested srea, Only
several yvesrs ago, the seame size merket probably carried
only twoethirds of the products 1t eerries today, Just in
the last decade, countless prepared frozen fond 1tems, cake
flour mixes, &nd similar items have come upon the scene,
For all these, the supesr merket has bad teo find room, Thus,
products ere shown with es little fecine on the shelves &s
their volume will sllow in terms of need for re-stocking,
Speciel displey spece 1s set aside only i1f there ere very
high expectations of ssle and profis,

Batten, Barton, Durstine % Osborne advertising ageney
indicated that 55.7 per eent of women c-mtacted frequently
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looked at speecial displays of merchendise, 1,2 per cent did
occasimmally, while only 2,5 per eent did not.’

There 1s a variety of possibilities for highlighting
an item In a z2uper merket, One 13 the mass display, This
1z a presentation of & lsrge grouplng of the festured item
at any point in the store so thet the size of the display
1t3elf cormands the shopper's sttention, ¥When 2 product is
taken out of its uspel position snd pleced in volume st the
end of 8 rondolal® this 1s imown as sn end dlsplay, Amother
type of displsy is the i1solated raeck or speciel display stand
which is generally provided by the menufecturer, In many
markets, shopping carts sre filled with jumble displays of
gpoods. There sre other special techniques including shelf
extenders; small devices thet support e limited emount of
merchendise extending toward the customer out from the
regular shelf, end relief or sore thumb displsys, where s
moderately lerge amount of merchandise will be displayed
extending inte the aiale from the floor up, A dump display
cén be set up on any bese, with merchandise dumped rather
then arrenged in an orderly manmer, To supplement these
displays, signs sre used where specisl emphesis on 2 feetured
produst 1z desired,

Vshow and Kay, ops c1%., P« 89.

IoFroo-stlnding display shelves,
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Merchandising or displsy units should generslly carry
eye-stopping devices showing the uses or values of the line,

In cases ahpc sizge 1= inrolui the size of each item
- f P A 11 ‘

grouping should be plainly marked on the dlsplay, Features
) -

whioh diminish the opportunity of eustoner pilferage are

highly desirable, W |

Location of the product in the %?,@7% @!-

nificant In terms of seles results, The Pollow! } ne 1t o
3 a

tion wes cbteined from research conducted by Alﬁ:m i

Sleunit Los Angeles ‘shsin.n _ } ,—{) g
l. The gondolas should be higher than the short
shelvesj they mmst be broken by speeinl display
there must be "power" items-<high traffic pullerge-
in every alsle, g LoD "

2, Long gondolas give the operator the sdvantage
of cross-merchandising, Baby needs were successe
fully cross-merchandised with baby foods, coffes mugs
with coffee, decanters, pitchers, and glasses with
Julces, paper cups and dishes with soft drinks,
ceresal bowls with cereals, baking nonefood items
with baking supplies, soaps &nd detergents with mops,
brushes, and other clesning aids,

1
l‘study Customers to Sell More," Super Market
Merchendising, Oct. 1958, ppe 46-48,
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FIGURE 1

THE METHODS OF DISPLAYING MERCHANDISE®

S

FISH SOUP COFFEE
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slacement of merchandise in terms of its relatione
ship to other items wes & probliem Alphe Bete had to cope with,
Olives, for exemple, should have sold very well in the merket,

but didn't, Investigatlion showed that 1ts placement &cross

from soup wes the clggest deterrent ts 1ts gales,

Yhenever

the customer selected soup, she turned her back to the olives,

end just continued to shop the one side of the rondola,
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verse, The results were hesrtening, Olive sales nt v

from .25 »f grocery seales to ,6l, better than double the
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NEW WAY

IMPULSE

IMPULSE

-

Alpha Bete began to derive a set of merchandising prine

£ " Uil o - - * - i % — - o~ o~ -~
c¢iplas from 41ts experiments. - esrned that on lor nidnlas

and one-way alsles, power 1tems must be escross from power

- ”» : — 1 B, S p—— LA - % -
items, and impulse items scross from esch other, This ceused

.

the shopper to slow down and crisseross her way down the sisle,
¥hen special displays ere bullt into the gondolag--they sre
noticesble in the plcture by the so0lid black lines--they esn
be almost twice as effective as sre the stendsrd end-zisle

displays,



- . LICRTING
At present, lights sre used as sn integral pert »f a
store layoub, The msin trend 1s to foous the sttentlon of
the customers on the merchaendise rather Sthan on the lighting,
The seecond eoncern for & super market executive s to produce
effective lighting at the lowest cost of installation and
maintenanc<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>