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PREFACE

This report evaluates sales effectiveness and efficiency of selected
retail merchandising techniques for canned fruits and vegetables in retail
food stores. The study is a part of a broad program of research aimed at
improving efficiency in the marketing of farm products.

The cooperation of the Stop & Shop, Inc., in its retail stores in Boston,
Mass., made this research possible. Special appreciation is due Richard F.
Spears and Miss Ann Digirolamo of Stop & Shop, Inc. for their day-to-day
assistance.

The study on which this report is based was conducted by the Market
Development Branch and the Transportation and Facilities Branch, Marketing
Research Division, Agricultural Marketing Service, and was under the general
direction of George H. Goldsborough . The project director was Hugh M. Smith.
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EFFECTIVENESS OF SELECTED CANNED FOOD DISPLAYS PI SUPERMARKETS

By Violet Davis Grubbs, Hugh M. Smith, Paul Wischkaemper and Nick Havas
Marketing Research Division, Agricultural Marketing Service

SUMMARY

Controlled experiments conducted in 12 food supermarkets in Boston, Mass.,
indicated that total sales of selected canned fruits and vegetables were
2-1/2 to k times as great when special end-of-aisle displays were added as
when the regular shelf display was used. Also, of three methods of end
display—pile-on, formal "basket, and jumbled basket—the jumbled basket was the
least costly to stock and maintain, and in several instances produced the most
sales

.

When grapefruit juice and tomato juice in i+6-ounce cans were sold from an
end display in addition to the regular shelf display, sales were nearly 3 times
those of the regular shelf display alone. For beans and peas in l6-ounce cans,
sales were almost 2-1/2 times regular shelf sales. For applesauce and fruit
cocktail in l6-ounce cans, sales also were 2-l/2 times regular shelf sales.
Sales of pineapple juice in ^6-ounce cans, and peaches in 30-ounce cans, in
end-of-aisle and shelf displays, were about k times as great as regular shelf
sales alone.

With grapefruit juice and tomato juice in 1+6-ounce cans, 3 end displays
were tested. The formal pile-on display was the least effective in stimulat-
ing sales and was the most costly to erect and maintain. The formal basket
and the jumbled basket showed no significant difference in sales, but from an
economy standpoint the jumbled basket was found to be the least costly of the
end displays tested. Sales from the jumbled basket, and the formal basket,
together with shelf displays, were each about one-fifth greater than sales
from the pile-on and shelf display.

To determine whether similar results would hold with respect to smaller
size cans, the test was repeated using beans and peas in l6-ounce cans. None
of the 3 end displays differed significantly among themselves in their sales
influence. However, cost advantages for the jumbled display were even greater
for the small-size cans than for the ^6-ounce cans.

The increase in sales of the items tested on end display, primarily
private label, did not adversely affect sales of selected substitute items.

Substitute items in this instance were mostly other brands and sizes of the
same commodity. The only- exception was single-strength orange juice, all
sizes and brands, as a substitute for grapefruit juice and tomato juice. In

total, sales of all test and substitute items when end-of-aisle displays were
added to regular shelf displays showed an increase of approximately 25 percent
over sales when test items were displayed on shelf only.



End displays used in testing applesauce and fruit cocktail in l6-ounce
cans, pineapple juice in k-6-ounce cans, and peaches in 30-ounce cans, were the
jumbled basket versus a combination of pile-on and jumbled basket, and the
formal basket versus a combination of pile-on and formal basket. The results
indicated that each of these methods -was about equally effective in terms of
quantity sold, but again, substantial savings were achieved when the jumbled
display was used.

To make these evaluations, each type of display, including shelf only, was
rotated from one store to another each 2 weeks for a period of 8 weeks. An
equal number of stores used each type of display during each time period. All
stores maintained the regular shelf display throughout the study.

PROCEDURE

The special displays appraised in this study were located at the end of
the grocery gondola (shelves where cans are stacked). They were selected with
the advice of the cooperating retailer as typical types of such displays
currently in use and ranged from the informal jumbled display to the formally
arranged pile-on display.

Twelve supermarkets of a New England chain operating largely in the Boston
metropolitan area were used for testing different methods of merchandising, l/
The test stores had an annual gross sales volume per store averaging almost

~*

$2 million. Because all test stores were under one central management, it was
possible to maintain a uniform price for each brand and size of items tested as
well as of the substitute items, and to display the same number of brands and
sizes of the test commodities throughout the study. 2/

A display location at the end of one of the regular grocery gondolas was
designated by the manager of each test store at the beginning of the experi-
ment and the same location was used in all tests throughout the study.

The study was divided into 3 series, each taking four 2-week periods.
Two to k different methods of display and 2 to k commodities were tested in
each series. The merchandising methods tested in each of the series were
alternated every 2 weeks in each store, using different commodities, thereby
avoiding having the same commodities on display for more than a 2-week period.
This was done to simulate normal marketing conditions, since retailers seldom
carry the same item on special display for more than 2 weeks

.

l/ Details of experimental techniques may be obtained upon request*

2/ All test commodities were of a private label brand and of a selected
can size except the grapefruit juice; this juice included more than one brand
and was primarily private label.

PRIVATE LABEL BRAND as used in this study refers to a selected brand
carried exclusively by the stores of the cooperating chain.

SUBSTITUTE COMMODITIES refers to all other sizes of containers and brands
of the test commodities on regular display. However, in Series I, orange juice,
all brands and container sizes displayed in the stores, was included as a
substitute item for grapefruit juice and tomato juice.



In Series I, grapefruit juice, all brands displayed in the test stores
of ^6-ounce cans, and tomato juice, a private label brand, ^6-ounce cans, were
used to test the following merchandising methods (fig. l)

:

Method A—Shelf . —Regular shelf position only.

Method B—Formal pile-on .—-Regular shelf plus a formal pile-on end display
equally divided between 2 test commodities.

Method C—Formal basket .—Regular shelf plus a formal end display equally
divided between 2 test commodities. The end display was erected on a
permanent platform. A row of upright cans was set across the platform on
which k wire baskets (20" x 28") were placed. The center between the
baskets was stacked with cans as filler. 3/

Method D—Jumbled basket .—Regular shelf plus a jumbled (dumped) end
display equally divided between 2 test commodities. The end display was
erected on a permanent platform. A row of upright cans was set across
the platform on which k wire baskets (20" x 28") were placed. The center
between the baskets was stacked with cans as filler.

In Series II, the same k methods were tested, but the commodities used
were cut wax beans and large sweet peas, in 303-size cans (approximately l6-
ounce), private label brand.

In Series III, the end display methods and the procedure for testing
varied from Series I and II. Series III was divided into 2 different experi-
ments. In Series III-A, applesauce and fruit cocktail, each in No. 303 cans,

private label brand, were the items used for special end displays (fig. 2).
The merchandising methods tested were:

Method A—Jumbled (small baskets) .—Regular shelf plus a jumbled basket
end display in 12 small wire baskets (lV x 15"). The display space was
divided equally between the 2 commodities.

Method B—Combination pile-on and jumbled .—Regular shelf plus a combina-
tion pile-on and jumbled basket end display in 8 small wire baskets
(lV x 15"). The space was divided equally between the 2 commodities.

In Series III-B, pineapple juice in ^6-ounce cans, private label brand,

and sliced yellow cling peaches in Wo. 2-1/2 cans, private label brand, were
the items used for end displays (fig. 3). The 2 merchandising methods tested
were:

Method A—Formal (small baskets) .—Regular shelf plus a formal basket end
display in 12 small wire baskets (lV x 15"). The space was divided
equally between the 2 commodities.

3/ In practice, it should not be necessary to use a filler, since the

width of the end display can be adjusted to the size of the baskets. Capaci-

ties of baskets used are shown in table 15.
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Figure 1.—Displays of grapefruit and tomato juice.
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Figure 2.—Displays of applesauce and fruit cocktail (series III-A)

.

Method B—Combination pile-on and formal .—Regular shelf plus a
combination pile-on and formal basket end display equally divided
between the 2 test commodities using 8 small wire baskets (lV x 15' ).

A record of sales was maintained during the 8 test weeks of each experi-
ment for all brands and sizes of commodities tested, and of substitute commo-
dities. During weeks when the test commodity was not on end display (referred
to as nontest weeks), sales information was recorded for the test brand and
size only.

The time required to build, restock, and remove displays was determined
by time studies of the various operations (table l6) . During the experiment,
displays were kept filled to near maximum capacity. Total direct labor costs
for handling each kind of display were computed by multiplying the total direct
man-hour requirements by a wage rate of $1.50 per hour.
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Pile-on and formal "basket - Method B

Figure 3.—Displays of pineapple juice and peaches (series III-B)

RESULTS

The primary bases of determining the effectiveness of the different
merchandising techniques were total sales and stocking and maintenance costs
for each method. The results of the tests were obtained under normal store
operating conditions.

Volume of Sales

Grapefruit Juice and Tomato Juice (Series I)

Sales and cost results for grapefruit juice and tomato juice,, and for the
total sales of these 2 products from the end display, showed changes in the
same direction for each of the merchandising methods tested. But the



percentage gain in sales due to end display was greater for tomato juice than
for grapefruit juice, hj

The promotion of grapefruit juice and tomato juice on a single end display,
in addition to the regular shelf displays, resulted in a gain in sales of
176 percent over regular shelf sales alone.

The "best type of end display for grapefruit juice and tomato juice was the
jumbled basket (method D), based on sales and cost factors (fig. k and table 9).
Sales from this display method totaled 6,kl8 cans, which was nearly one-fourth
greater than from the formal pile-on display (method B, fig. 5).

The jumbled basket (method D) was the least costly display to build and
maintain primarily because no special handling was required other than dumping
the cans from their original cartons into the baskets on display. For the
quantity sold during the test period, direct labor costs for building, maintain-
ing, and taking down the jumbled basket display averaged 53 cents per 100 cans
sold.

Grapefruit Juice and Tomato Juice

DIRECT LABOR COSTS AND SALES OF SELECTED

MERCHANDISING METHODS
12 Food Supermarkets, Boston, Mass., 1957*

46 OZ. CANSMERCHANDISING METHODS

JUMBLED BASKET fc

END DISPLAY
PLUS REGULAR SHELF

( method D)

FORMAL BASKET
END DISPLAY

PLUS REGULAR SHELF
( method C )

FORMAL PILE-ON %Z
END DISPLAY

PLUS REGULAR SHELF
(method B)

* INCLUDES 4 2-WEEK HUE PERIODS: APRIL I - 13, MAV 13-25. JUNE 10-22: JULY 22-AUC.

Cost per 100 cans sold from end display

(excluding regular shelf costs)

mber of cans sold

U. S. DEPARTMENT OF AGRICULTURE I EG. 7336-59 (6) AGRICL : ETING SERVICE

Figure k

kj Even though the percentage increase was greater for tomato juice, the

level of sales was greater for grapefruit juice. The test brand tomato juice

was only a minor portion of the total number of brands available, whereas the

test item of grapefruit juice included all brands of the ^6-ounce size can sold,



Grapefruit Juice and Tomato Juice

INCREASES IN SALES FROM JUMBLED AND FORMAL BASKET

END DISPLAYS OYER FORMAL PILE-ON DISPLAYS
12 Food Supermarkets, Boston, Mass., 8 Weeks, 1957*

PERCENT OF INCREASE

30

20

10

Jumbled basket and
regular shelf (method D)

TOMATO JUICE

(46 OZ. CAN)

GRAPEFRUIT JUICE

(46 OZ. CAN)

Formal basket and
regular shelf (method C)

GRAPEFRUIT JUICE

AND TOMATO JUICE

AGRICULTURE

JE W-22; AND JUL V 22- AUG. 3. I»57. END DISPLAYS

AGRICULTURE

Figure 5

Use of the formal "basket (method C) resulted in sales ahout one-sixth
greater than by the use of the formal pile-on. Display costs for the formal
"basket averaged 68 cents per 100 cans sold, ahout 15 cents higher than for the

jumbled baskets, primarily "because of the extra labor required in placing the
cans in the "baskets formally in rows

.

Differences in sales between the jumbled and formal "basket display were
no greater than would he expected from chance fluctuation.

The formal pile-on (method B), which was the least effective of the 3 end
displays in terms of sales, was also the most costly to erect and maintain.
Direct lahor costs averaged $1.15 per 100 cans sold. This cost was 62 cents

higher than for the jumbled "baskets and hj cents higher than for the formal
baskets

.

Because certain uncontrollahle variahles and experimental errors are
normally present in marketing research, statistical reliability tests were
made of the validity of the findings or of the confidence that may be placed

in the results, based on the design established for the experiment. 5/

5/ All tests were performed at the 5-percent significance level except
where otherwise indicated.
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These tests indicated that when regular shelf plus an end display is used
rather than regular shelf alone, the differences in sales are significant at
the 1-percent level. In other words, the chance is no greater than 1 in 100
that the observed differences are due to chance variations. Among the end
displays, the tests showed that the differences in sales between the jumbled
basket and the formal pile-on end display were significant at the 3-percent
level. The observed differences in sales for the 2 commodities between the
formal basket and formal pile-on were significant at the 12- and l6-percent
levels. Differences at these levels involve considerable chance variation
and the results should be used with a greater caution than when the 1- and
5-percent levels are used.

Sales of ^6-ounce cans of grapefruit juice averaged 1-1/2 cans per
100 customers when available from both an end display and regular shelf com-
pared with less than 1 can when no end display was used. Sales of 1-1-6-ounce
cans of tomato juice averaged 1 can per 100 customers when both regular shelf
and end display were used compared with less than one-third can from regular
shelf alone.

Of total store sales of these 2 items, when the combination regular shelf
and end display were in effect, about three-fourths were made from the end dis-

play (table l)

.

Table 1.—Relative sales of grapefruit juice (^6-ounce cans) and tomato juice
(i+6-ounce cans, private label brand) from shelf and end display in 12
food supermarkets, Boston, Mass., 8 weeks in 1957 l/

Commodity Shelf display : End display : Shelf and end display

Cans Percent Cans Percent Cans Percent

Grapefruit juice , 2,99^ 29. if 7,190 70.6 10,l8if 100.0

1,65k 22.1 5,82^ 77.9 7,^1-78 100.0

Combined k,6kQ 26o3 23,01k 73.7 17,662 100.0

l/ Data for each store taken in three of four 2-week time periods:

April 1-13; May 13-25; June 10-22; and July 22-August 3, in which both regular

shelf and an end display were employed at the same time.

Regular shelf sales of grapefruit juice and tomato juice combined

decreased an average of about 28 percent when these items were also on end

display, although total sales increased (fig. 6 and table 10). When the formal

pile-on end display was being tested, regular shelf sales decreased 33 percent.

Sales from the special formal pile-on end display, however, more than offset

this decrease, resulting in a net gain of ikk percent in total sales of the

items. Sales of the test items from the regular shelf decreased about

11 -



26 percent while the formal "basket display (method C) was being tested.
Total sales of grapefruit juice and tomato juice from the formal basket, how-
ever, showed a net gain of 183 percent. During the time the jumbled basket
display (method D) was used, a decline in sales of 23 percent from regular
shelf was noted, but the net gain in total sales of grapefruit juice and
tomato juice was 200 percent.

Grapefruit Juice and Tomato Juice

SALES FROM SELECTED DISPLAYS AND FROM REGULAR SHELVES
?2 Food Supermarkets, Boston, Mass., 8 Weets, 1957*

PERCENT OF REGULAR SHELF SALES (METHOD A)

300 200 100 100 200 300 400

GRAPEFRUIT JUICE

(46-OUNCE
CANS)

MERCHANDISING METHODS TESTED

REGULAR SHELF
(method A)

FORMAL "PILE ON"
PLUS REGULAR SHELF

( method B)

"FORMAL BASKET"
PLUS REGULAR SHELF

(method C)

"JUMBLED BASKET"
PLUS REGULAR SHELF

(method D)

TOMATO JUICE

(46-OUNCE CANS)

I
I

^Regular shelf only

d display

1EPARTMENT OF AGRICULTURE JEG. 7338-59( ^GRICULTl iRK ETING SERVICE

Figure 6

To summarize, the use of the jumbled basket resulted in sales increases
of 3 to 1 in favor of the jumbled end display plus shelf over shelf alone.
By commodity, this was about 2-1/2 to 1 for grapefruit juice and about h to 1
for tomato juice. 6/

Beans and Feas (Series II

)

When selected end displays were used in addition to the regular shelf
display, total sales of cut wax beans and large sweet peas in No. 303 cans,

6/ Statistical tests indicated that the differences were significant at
the 1-percent level. The probability is less than one chance in 100 that these
differences are the result of chance variation.
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private label brand, increased 137 percent over sales from the regular shelf
alone (fig. 7 and table 11). When shoppers had a choice of purchasing from the
regular shelf or the end display, about two-thirds of them made their purchases
from the end display (table 2).

Table 2.—Relative sales of beans and peas (303 cans, private label brand)
from shelf and end display in 12 food supermarkets, Boston, Mass.,
8 weeks in 1957 l/

Commodity Shelf display :End display : Shelf and end display

Cans

7,902

3,656

11,558

Percent

37.6

22.7

31.1

Cans Percent

13,110 62.14-

12,11-68 77.3

25,578 63.9

Cans

21,012

l6,12k

37,136

Percent

100.0

Large sweet peas ......

Combined

100.0

100.0

l/ Data for each store taken in 3 of the k two-week time periods: April 15-

27; July 8-20; August 5-17; September 2-lh t in which both regular shelf and an

end display were employed at the same time.

Canned Cutwax Beans and Large Sweet Peas

CHANGES IN SALES BY UTILIZING SELECTED END DISPLAYS
72 Food Supermarkets, Boston, Mass., 8 Weeks, 1957*

PERCENT OF REGULAR SHELF

300 200 100 100 200 300 400
MERCHANDISING METHODS TESTED

REGULAR SHELF
(method A)

FORMAL "PILE ON"
PLUS REGULAR SHELF

(method B)

"FORMAL BASKET"
PLUS REGULAR SHELF

(method C )

"JUMBLED BASKET"
PLUS REGULAR SHELF

( method D )

PRIVATE LABEL BRAND OF CHAINSTOKE, NO. 303 CANS.

FOUR 2-WEEK T/ME PERIODS: APRIL 15-27. JULY 8-20. AUG. S- 17; SEPT. 2-14

DEPARTMENT OF AGRICULTURE
IRKETING SE RVICE

Figure 7
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Each of the end displays tested was about equally effective from the
standpoint of sales impact. Substantial savings were achieved, however, "by

use of the jumbled basket display. Costs for building, maintaining, and
removing this display averaged 3k cents per 100 cans sold (table 12). Labor
costs for the formal basket and the formal pile-on displays were much greater
and averaged 51 ancL 67 cents per 100 cans sold, respectively (fig. 8 and
table 12).

Canned Cutwax Beans and Large Sweet Peas

DIRECT LABOR COSTS AND SALES OF SELECTED

MERCHANDISING METHODS

MERCHANDISING METHODS

JUMBLED BASKET
END DISPLAY

PLUS REGULAR SHELF
(method D)

FORMAL BASKET
END DISPLAY

PLUS REGULAR <HELF
(method C)

FORMAL PILE-ON
END DISPLAY

PLUS REGULAR SHELF

( method B)

12 Food Supermarkets, Boston, Mass., 1957*

BEANS AND PEAS. PRIVATE LABEL OF THE CHAINSTORE, NO. 303 CANS.

* INCLUDES 4 2-WEEK TIUE PERIODS: APRIL 15-27; JULY 8-20, AUGUST 5- 17; SEPT. 2- M.

.S. DEPARTMENT OF AGRICULTURE NEC 7340-59(6) AGRICULTURAL MARKETING SERVICE

Figure

End displays were equally divided between beans and peas, but total sales
of beans from end displays plus regular shelf displays almost doubled compared
with shelf displays alone, while the sales of peas tripled (table 11). Aver-
age direct labor costs for each commodity were similar in magnitude and direc-
tion (table 12).

Sales of beans averaged 3 cans per 100 customers when available from both
end display and regular shelf. When no end display was utilized, average pur-
chases were 1-1/2 cans per 100 customers

.

Sales of peas averaged 2-l/2 cans per 100 customers when an end display
was used in addition to regular shelf compared with less than 1 can when no
end display was used.

- lk



Regular shelf sales of beans and peas decreased about 26 percent during
weeks when an end display of these items was in the stores. This difference
is significant at the 1-percent level, jj The average decrease in regular
shelf sales for "beans and peas was about the same as for grapefruit juice and
tomato juice. Subsequent sales from regular shelf display,, when end displays
were removed, returned to about the pretest level of shelf sales.

Applesauce and Fruit Cocktail (Series III-A)
and

Peaches and Pineapple Juice (Series III-B)

Substantial savings resulted when the jumbled basket display was used
rather than the combination pile-on and jumbled basket for merchandising apple-
sauce and fruit cocktail in No. 303 cans, private label brand, although the
difference in sales between the two methods was not significant (table 3). The
average cost of stocking, maintaining, and taking down displays of applesauce
and fruit cocktail was 23 cents per 100 cans sold for the jumbled basket com-
pared with 33 cents per 100 cans sold for the combination pile-on and jumbled
basket

.

Peaches in No. 2-l/2 cans and pineapple juice in ij-6-ounce cans, both
private label brand, were tested using the same merchandising methods except
that a formal basket was used instead of the jumbled basket (table 3). Again,
no significant difference was observed in sales. The formal basket costs were
55 and 33 cents per 100 cans for pineapple juice and peaches, respectively,
compared with 65 and 37 cents when using the pile-on in combination with the
formal basket.

End display sales for applesauce and fruit cocktail were approximately
2-l/2 times as great as the regular shelf sales during the 8-week period when
both types of display were used at the same time (table k) . End display sales
for peaches and pineapple juice were about 5 times as great as regular shelf
sales during the 8-week period (table 5)«

An extra feature of the applesauce and fruit cocktail experiment and of
the peaches and pineapple juice experiment was the repetition of the test at
different times as well as in different stores. The additional observations
were with an objective of increasing methodological background data as well as
of increasing precision in these particular tests . There were no significant
sales differences in any of the tests (tables 13 and 1^).

Comparison of First and Second Week Sales During Use of End Displays

Repeated end display promotions for test items resulted in little change
in sales effectiveness even though the replications occurred within a relatively
short time of each other, approximately a month apart.

7/ The amount of decrease in regular shelf sales for each of the 3 differ-

ent display methods was 21 percent for the pile-on, 28 percent for the formal
basket, and 30 percent for the jumbled display. These differences are not

statistically significant from each other at the 5-percent significance level.
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Table ^.--Relative sales of applesauce and fruit cocktail (303 cans, private
label brand) from shelf and end display in 6 food supermarkets, Boston,
Mass., 8 weeks, 1957 1/

Commodity Shelf display : End display : Shelf and end display

Applesauce

Fruit cocktail,

Combined

Cans Percent Cans Percent Cans Percent

K,9o6 30.6 11,1^1-0 69.^ i6,ok6 100.0

3,^21 26.2 9,651 73.8 13,072 100.0

8,327 28.6 20,791 U-k 29,118 100.0

l/ Includes four 2-week periods: April 29-May 11; May 27-June 8; June 2k-

July £"; August 19-31, in which both shelf and end display were employed at the"

same time.

Table 5.—Relative sales of peaches (No. 2-l/2 cans) and pineapple juice
(^6-ounce cans), private label brands; shelf and end display in 6 food
supermarkets, Boston, Mass., 8 weeks in 1957 l/

Commodity Shelf display : End display : Shelf and end display

Cans Percent Cans percent Cans Percent

Peaches 1,377 12.8 9,399 87.2 10,776 100.0

Pineapple juice . 1,1*55 23.3 ^,79^ 76.7 6,211-9 100.0

'

2,832 16.6 1^,193 83 .k 17,025 100.0

1/ Includes four 2-week periods: April 29-May 11; May 27-June 8; June 2k-

July 6; August 19-31, in which both shelf and an end display were employed at

the same time.

The largest increase in sales normally occurred during the first week of

each of the four 2-week periods. Depending on the commodity, sales from end

displays indicated that the effectiveness of such displays decreased from 1 to

22 loercent the second week of each 2-week period (table 6).

- 17



Table 6.—First and second week sales from end display of selected commodities,
12 food supermarkets, Boston, Mass., 1957 l/

First week in Second week in: Decrease
Commodity each of four each of four : from

2-week periods 2-week peri ods: first week

Cans Cans Percent

Fruit cocktail, No . 303 cans 5,^17 4,234 21.8
Beans , cut wax, Ho . 303 cans 7,315 5,795 20.8
Peas, large sweet, Ho. 303 cans.... 6,711 5,757 14.2
Grapefruit juice, 46-oz . cans 3,813 3,377 U.4
Tomato juice , 46-oz . cans 3,ote 2,782 8.5
Pineapple juice, 46-oz. cans 2,504 2,290 8.5
Applesauce , Ho . 303 cans 5,651 5,489 2.9
Peaches, yellow cling, Ho. 2-| cans. 4,728 • M7i 1.2

l/ Each commodity was on end display for four 2-week periods within
24 weeks.

Effect on Sales of Substitute Items

Increased sales of test items resulting from the addition of end displays
might be expected to exert some influence on total sales of closely related or
substitute items. A record of sales was maintained for substitute items during
the period that each end display was tested. The size of the display, price,
or in-store promotion of substitute items was not controlled. Promotional
efforts for substitute items, however, were limited during test weeks and were
essentially the same from store to store.

Since the test grapefruit juice and tomato juice were in 46-ounce cans,
substitute items considered most likely to be adversely affected by the end
displays of the test products were other brands of tomato juice and all brands
of orange juice in 46-ounce cans. All brands of grapefruit juice were "test
items." As pointed out earlier, sales of these test items increased 176 perceni
by use of end displays. Ulien sales of both the test and substitute 46-ounce
cans are combined, a 66-percent increase over the base period is noted. 8/
This increase is wholly attributable to increased sales of the test item on end
display, since there was no significant change in sales of 46-ounce cans of
substitute items (table 7) . 9/ Nor was there any adverse affect on sales of

8/ Base period represents sales during the period in which only regular
shelf was employed for the test items . Base quantity varies with the number
of items included.

9/ Although sales of 46-ounce cans of substitute items dropped 1 percent
in thTs test, this may be due entirely to chance fluctuation in sales.
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substitute items in other size cans.- In total, sales of the test and substitute
items in all can sizes showed an overall increase of 26 percent during the weeks
the end displays were in effect.

Substitute items - considered most closely associated with beans and peas
were beans and peas of other brands in the same size (No. 303) cans. Test item
sales were increased 137 percent by use of end displays. When sales of both
the test and substitute items in No. 303 cans are combined, a 29-percent increase
over the base period is noted. There was no significant change in sales of
No. 303 cans of substitute items (table 8). 10/

If sales of all other brands of beans and peas in all container sizes are
considered, along with the test items, a 20-percent increase in sales is
observed over the base period sales . There was no significant change in sales
of the substitute items . 13./

Direct Labor Time and Costs

The principal source of difference among the direct labor times required
to build and restock the several kinds of displays was the time required to put
merchandise on display after it was at the display location. Only 11 seconds
per case of 2k No. 303 cans were required to dump the cans in the 20 by 28-inch
baskets when building the jumbled display; whereas 55 seconds were required to
place the cans formally in the baskets; and 57 seconds were required to place
the cans formally on the "pile-on' :

(fig. 9). When restocking the displays,
18 seconds per case of 2k No. 303 cans were required to dump the cans in the
baskets, k2 seconds to place them formally in the baskets, and ^5 seconds to
place them on the "pile-on."

For ij-6-ounce cans, 19 seconds per case of 12 were required to dump the
cans in the baskets, 2k seconds to place them formally in the baskets, and
kl seconds to place them on the "pile-on" when building displays (fig. 10).
About the same results were obtained in restocking the if6-ounce cans.

The time study data for each display method were -taken to include all of

the time normally associated with the display function. The direct labor times
for the display building operation include time to set up the display fixtures,
get merchandise from back room storage, open the cases and price-mark the cans,

haul the merchandise to the display location, put the merchandise on display,
and' clean up the empty cases. The direct labor times for the restocking opera-
tions include times for all of these activities except the time to set up the
display fixture. The direct labor times to remove the displays include times

to get empty cartons to hold the merchandise, to box the merchandise in the

empty cartons and haul it to back room storage, and remove fixtures not used
in the succeeding display.

' 10/ Although sales of No. 303 cans of substitute items dropped 6 percent
in this test, this may be due entirely to chance fluctuations in sales.

11/ Although sales of all substitute items in all sizes of cans dropped

3 percent in this test, this may be due entirely to chance fluctuations in

sales

.



Table 7.—Influence of end displays for test items on total sales of test
items and selected substitute items, 12 food supermarkets, Boston,
Mass., 1957 1/

Items
Base
period
sales

2/

Sales during
end display
of test items

3/

Change from
base period
(plus or
minus

)

Cans Cans Percent

Test items:

46-ounce cans : :

Grapefruit juice : 1, 393
Tomato j^iice : 7^3

Total test items : 2,136

Substitute items : :

46-ounce cans (orange juice and "other":
brands of tomato juice) : 3,505

All other can sizes kj : 8,805
Total substitute items : 12,310

Test and substitute items, 46-ounce cans :

only : 5,641

Test and substitute items, all can sizes.: 14,446

3,395 +144
2,493 +236
5,888 +176

3,^82
Q,8Q6

12,368

-1

+1

9,370 +66

18,256 +26

l/ "Test items" refer to grapefruit juice all 46-ounce cans and tomato
juice, 46-ounce cans, private label brand. "Substitute items" include grape-
fruit juice, l8-ounce cans; tomato juice and orange juice, all size containers.
The data cover four 2-week periods: April 1-13; May 13-25; June 10-22; and
July 22-August 3.

2/ Base period represents sales in the period when only regular shelf was
used for the test items.

3/ Includes regular shelf and end display sales.

4/ Includes 32-ounce; 26-ounce; 20-ounce; l8-ounce; 14-ounce; and 5-1/2-
ounce"~cans of tomato juice and grapefruit juice; and orange juice, l8-ounce
cans . Figures are in 46-ounce can equivalents

.
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Table 8.—Influence of end displays for test items on total sales of test
items and selected substitute items, 12 food supermarkets, Boston,
Mass., 1957 1/

Items
: Base
: period
: sales

s/

Sales during
end display
of test items:

3/

Change from
base period
(plus or
minus

)

Cans Cans Percent

Test items:

No. 303 cans : :

Beans, cut wax : 3,530
Peas , large sweet : 1, 688
Total test items : 5,2l8

Substitute items : :

No. 303 cans (beans and peas :

of "other" brands) : 16,539
All other can sizes k/ : 10,^1

Total substitute items : 26,980

Test and substitute items No. 303 :

cans only. . . . s : 21,757

Test and substitute items all can sizes..: 32,198

7,003
5,37^

12,377

498
+218

+137

15,603
10,672
26,275

-6
-2

-3

27,980 +29

38,652 +20

l/ Test items refer to cut wax beans and large sweet peas, No. 303 cans,
private label brand. Substitute items refer to all other brands and container
sizes of test items on regular display. The data cover four 2-week periods:
April 15-27; July 8-20; August 5-17; September 2-lk.

2/ Base period represents sales in the period when only regular shelf
was employed for the test items.

3/ Includes regular shelf and end display sales.

%] Includes peas in 10-l/2-ounce cans, and beans and peas in 8-ounce cans.

Figures are in No. 303 can equivalents.
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TIME PER CASE TO PUT NO. 303 CANNED GOODS ON DISPLAY

SECONDS PER CASE
10 20 30 40 5,0 60 70

O Initial Building

^Restocking

DUMP IN BASKETS
NEG.7429-59(7) AGRICULTURAL MARKETING SERVICE

Figure 9

Some of the time requirements are fixed by the type of display "but some
vary with the quantity of merchandise handled. Table l6 presents the fixed and
variable times for each kind of display. By using an example , application of

the data in table l6 can be illustrated. Assume for the No. 303 can size using
the kind of jumbled basket display that was used for applesauce and fruit cock-

tail, that for 1 commodity the capacity of the display is 26k cans, that 96 cans

can be sold from the display before restocking is required, that sales from the
display during the time it is up are 700 cans, and the display is allowed to

sell down to the minimum of 26^4—96 = 168 cans when it is taken down . Then the
restocking required would be 70O-96 = 6o4 cans, and the direct labor time
required to build, restock, and remove the display would be computed as follows:

Activity Minutes

Build display 13.^
Restock display 6.975 minutes x 6.0k hundred cans equals ^2.129
Remove display:

Put away stock 3 .842 minutes x 1.68 hundred cans 6.^-55

Take down and put away fixtures 2.311

Total direct labor time 6^.389

- 22



TIME PER CASE TO PUT 46 OUNCE CANNED GOODS ON DISPLAY

DUMP IN BASKETS

SECONDS PER CASE

10 20 30 40 50 60 70

Initial Building

Restocking

W/MWM

NEG. 7430-59(7) AGRICULTURAL MARKETING SERVICE

Figure 10
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SUPPLEMENTARY TABLES

-Comparison of sales volume and labor costs associated with selected merchandising
methods, 12 food supermarkets, Boston, Mass., 1957 1/

Commodity and merchandising method Total sales
Average

weekly sales
per store

Average direct labor cost
per 100 cans sold

End display :End and shelf
only ; display

46-oz. cans 45-oz. cans Cents Cents

Grapefruit and tomato juice

:

Method A--shelf (regular shelf position). 2,136 89 — 2/ 4l.8

Method B--formal pile-on (formal pile-on
end display plus regular shelf) 5,207 217 114.9 55.0

Method C- -formal basket (formal basket
6,037

6,4l8

252 68.2 35.^

28.5

Method D--jumbled basket (jumbled basket
end display plus regular shelf) 267 52.5

Grapefruit juice (all 46-ounce cans):

Method A--shelf (regular shelf position). 1,393 58 — 2/ 42.2

Method B—formal pile-on (formal pile-on
3,04l 127 99.4

67.3

82.2

Method C—formal basket (formal basket
3,^59 144 59.7

Method D—jumbled basket (jumbled basket
end display plus regular shelf) 3,681* 153 ^9.3 46.3

Tomato juice (46-ounce cans, private label
brandy:

Method A--shelf (regular shelf position). 7^3 31 — 2/ 41.0

Method B—formal pile-on (formal pile-on
2,166 90 135.5 113.3

Method C—formal basket (formal basket
2,578 108 69.2 63.3

Method D- -jumbled basket (jumbled basket
end display plus regular shelf) 2,734 114 56.6 54.4

l/ Includes four 2-week time periods:
August 3> each method being rotated to 3 <3J

brand was used for test purposes.
2/ This cost does not take into conside

because it remained fixed in the stores.

April 1-13; May 13-25; June 10-22; and July 22-

fferent stores each 2-week period. A private label

ration the initial cost of erecting the display

- 2k
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Table 15.—Capacities of baskets used for end displays, 12 food supermarkets,
by can size, Boston, Mass., 1957

Size of basket by type
of end display

^6-ounce can #303 can #2-1/2 can

Large baskets (20" x 28")

Number Number Number

Formal display 78 205

51 l&O

Small baskets (lV x 15")

2k — 39

50
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