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AN EXPERIMENTAL STUDY OF SEAFOOD MERCHANDISING
STRATEGIES IN A SUPERMARKET

Abstract

This research study examines the effects of planned implemented

merchandising strategies on the sales and profits of a retail fresh

seafood market located within a loca1 Bryan, Texas supermarket. Two

major objectives of the study were to determine if:

1. Sales volume and profitability of fresh seafood products may

be increased by planned merchandising strategies.

2. The increased sales volume and profitability may be accomp-

lished wi thout taking a disproportionate share of normal

supermarket operating funds.

In addition to a period of observation, three planned merchandis-

ing strategies were implemented during the study; a low cost merchan-

dising plan involving only procedural changes; an average cost merchan-

disingng effort involving light promotional expenditures; and a high

cost merchandising strategy consisting of heavy promotion of fresh

seafood products.

It was shown that each successive experimental merchandising stra-

tegy produced greater sales and profits of fresh seafood items. In

addition, incremental analysis showed that these increases did not take

a disproportionate share of supermarket funds as each successive ex-

perimenta1 merchandising effort showed sizeable incremental rates of

return.

In addi tion to accomplishing the two major objectives, addi tional

conclusions inferred from the analysis of the data were:



1. Fresh seafood products can be promoted with great success.

2. There appeared to be a favorable direct, but not necessarily pro-

portional, relationship between promotion and customer services,

and profits.

3. From all evidence, the full potential of the fresh seafood market

was not reached.

4. While the full potential of the fresh seafood market was not reached,

the effects of diminishing returns were felt.

5. Promotion and customer services were major factors in increasing
sales and profits of fresh seafood.

6. While it was difficult to isolate the effects of the payday cycle

on sales, it appeared as though payday weeks had little effect

upon weekly profits.

7. Weekends remained a strong selling period for fresh seafood.



CHAPTER I

INTRODUCTION

Pur ose of the Stud

On a per capita basis, the average consumer today eats approxi-

mately the same amount of seafood products as did his grandfather. It

is a fact that annual per capita consumption of seafood products has

remained at about eleven pounds while annual per capita consumption of

other meat products is around 170 pounds. Perhaps one reason for this1

wide disparity is the archaic and often poor merchandising practices

that have existed for at least the last twenty years . While other

forms of merchandising meat products have shown great change, merchan-

dising of seafood products for the most part has shown few improvements

and little innovation.

As a result of the out-dated forms of merchandising seafood pro-

ducts have not kept pace with other meat products in the race for the

consumer's dollars. This, in turn, has caused many at the retail level

to see declining and sometimes negative profits at thei r seafood coun-

ters. In retaliation, the retailer has decreased the investment in

seafood. This is the beginning of a vicious circle that has hurt not

only the retailer, but also the entire seafood industry. For these rea-

sons, this study has been initiated in the hopes that merchandising

practices and profits may be improved at the local, retail level. In

addition, if it can be assumed that increased profits are derived from

larger sales volumes, then the entire seafood industry will be benefited.



Objectives of the Stud

The major thrust of this study is concentrated within the environ-

ment of a local retail supermarket operation. Two major objectives of

this research study are to determine if:

1. sales volume and profitability of fresh seafood products

may be increased by new and different merchandising techniques; and

2. increased sales volume and profitability may be accomplished

without taking a disproportionate share of normal supermarket operat-

ing funds.

General Desi n of the Ex eriment

The study addresses itself to the problem of improving the profi-

tabi1ity of fresh seafood products through better merchandising acti-

vities in supermarket type operations as opposed to fish market type

operations. Therefore, the design of the study is limited by and de-

pendent upon the operating freedom extended by the participating super-

market. The study consists of two phases. Phase I involves the

observation of the present merchandising efforts at the participating

supermarket and the measurement of the sales volume and profitability

associated with these activities. Phase II consists of the implementa-

tion of new merchandising techniques, observation of the results, and

analysis of the data. The entire study lasts twenty-five weeks from

October 26, 1970 to April 17, 1971.

Phase I - Observation of Current Practices.  Duration - five

weeks from October 26, 1970 to November 29, 1970.! This phase of the

study consists of the observation of the participating supermarket's



present method of merchandising fresh seafood products and measuring

the results of these activities. The general appearance of the sea-

food counter, as recorded in written reports, is compared to the sales

volume data recorded on the data sheet to determine, if' any, the

effects of the counter's appearance on sales.

Phase II - Im lementation of New Merchandisin Practices .  Dura-

tion - Twenty weeks from November 30, 1970 to April 17, 1971.! This

phase of the study is concerned with the implementation of new merchan-

dising practices and procedures and the measurement of their effective-

ness on fresh seafood sales. There are three major plans associated

wi th Phase II operations: Plan A, a low cost, minimum merchandising

effort plan; Plan B, an average cost, convenience-oriented merchandis-

ing plan; and Plan C, a high cost, "ideal" merchandising plan. Also

included in this phase is an analysis of data collected during Phase I

and Phase II. These three plans and how the data will be analyzed are

discussed in more detail below.

Phase II - Plan A,  Duration � six weeks from November 30, 1970

to January 10, 1971. Plan A consists of the minimum merchandising

effort needed to profitably sell fresh seafood products. It is charac-

terized as a low cost, low effort plan and consists of the following

tasks:

A. Cleanliness

1. Inside and outside surfaces of the display glass must be

cleaned daily so no fingerprints or smudges remain.

2. The outside procelain surfaces of the case must be periodi-

cally wiped clean of any dust or greasy film.



3. Floor areas must be clean and free of any standing water.

4. The display case must be taken apart and properly cleaned

once a week.

B. Counter Displays

1. "Greens" and other garnishes must be used in the displays

to increase the appeal to the shopper.

2. Fish displayed in the counter must be clearly and plainly

visible and must be free of any foreign matter.

3. Trays for shrimp, other shellfish and fresh fillets must

be used since water from the melting ice "leaches" flavor

from them and indirectly lowers the quality of the seafood

products.

4. Prices must be attractively and prominently displayed to

avoid customer confusion.

C. Promotion

1. Free promotional material for point-of- purchase advertis-

ing must be used to educate the consumer on the variety

of ways to prepare seafood products. This promotional

material comes largely from one source: Texas Parks and

Wildlife Department.

Phase !I � Plan B.  Duration - seven weeks from January ll, 1971

to February 28, 1971.! Plan B is characteriaed as an average cost and

average effort plan that is designed to make fresh fish as convenient

as its' frozen counterpart and therefore as desirable as frozen seafood

products. In addition to the procedural changes set out in Plan A,

the following tasks are required:



A. Product Line

1. Prepared fillets and steaks in addition to whole fish

are offered. This is done in an effort to make fresh sea-

food as convenient as, and therefore as appealing as, fro-

zen seafood.

2. New speci es are added to the product 'line to expand the

product mix thereby widening the appeal of fresh seafood

products'

B. Promotion

l. In addition to point of purchase advertising, newspaper

advertising in the supermarket's regular advertisements

are used to stimulate demand for fresh seafood products.

C. Supply

1. Size and substi tution policies are adopted to insure proper

market sizes of fish and to insure a minimum tonnage vol-

ume of fresh seafood products in inventory.

Phase II - Plan C.  Duration � seven weeks from March 1, 1971 to

April 17, 197].! Plan C is characterized as a high cost and a high

effort merchandising plan. It consists of the following tasks in addi-

tion to those set out in Plans A and B:

A. Additional Promotional Campaigns

1. Radio and television "spots" are used to expound the

virtues of fresh seafood, stimulate demand for fresh

seafood products and to advertise the supermarket as

being an outlet for fresh seafood products.



2. In-store sampling programs are conducted in order that

consumers may be exposed to fresh seafood products.

3. Additional newspaper advertisements in two local news-

papers are used to stimulate demand for fresh fish pro-

ducts.

B. Additional Customer Services

l. Additional service personnel are hired to serve seafood

customers.

This portion of the study involves the analy-

sis of tonnage volumes, costs, revenue, and profit data collected in

Phase I and Phase II, In addition, wholesale prices, product waste,

average inventory investment and stockauts are examined to give a general

over-view of the research study. The data are then subjected to closer

forms of analyses such as an analysis based upon calculated perfor-

mance standards, a moving average sales trend and an incremental ana-

lysis to determine incremental rates of return. In this way, incremen-

tal increases in cost to move from one plan to another and the corres-

ponding incremental revenue and profit may be used to determine rates

of return for each of the three plans. By analyzing the data in this

manner, each potential seafood merchandiser, who might want to use

these findings, is able to evaluate each of the proposed plans and

determine if the rates of return are satisfactory to justify addi-

tional expenditures to promote fresh seafood products.

This experimental research study is conducted in a local Bryan,



Texas supermarket over a period of twenty-five weeks. The supermarket

is owned by a large southwestern food chain which has its home offices

in Houston, Texas. Data for this study are collected daily. These

data consist of sales volume in pounds by species, purchases in pounds

by species, wholesale and retail prices by species, inventory invest-

ment by species, the approximate hours needed to operate the seafood

case and the current wage rates, and other operating cost data. Once

collected, the sales data are compiled into weekly totals and arranged

by phase and plan. Sales data, wholesale and retail prices and operat-

ing cost data are used to compile weekly income statements.

Limitations

This experimental research study has three major limitations as

listed below:

l. The study is conducted in only one supermarket. Ideally,

there should be at least one "control" store where no

changes are made.

2. The time span of the study is relatively short. Ideally,

data collection should be conducted over at least a year' s

time so that all seasonal fluctuations are recorded. In

addition, more time would a'liow a gr eater penetration of the

fresh seafood market and more meaningful results.

3. The goals of the partici pating supermarket chain are limi-

tations. The primary goal of any organization of this na-

ture is to earn a profit for the owners, not to conduct or

sponsor research. Therefore, the design and outcome of

the study are influenced and limited by, and dependent upon



the operating freedom and coopera ti on of the parti ci pa ting
supermarket.



CHAPTER II

PHASE ONE: PRELIMINARY OBSERVATIONS

Introduction

The purpose of Phase One is twofo1d. First, it is meant to be

a learning experience for the researcher to learn more about fresh

seafood merchanding, and second, data collection is to be used as a

basis for comparing future merchandising activities.

Chapter II is divided into three sections. First, a description

of the observed merchandising practices and a critique of these prac-

tices are presented so that a foundation for understanding future

policy changes is constructed. Second, the problem of supply is dis-

cussed so that policy changes that will alleviate existing problems

may be understood. Finally, data about sales, operating costs and

prof i ts are presented.

Descri tion of Observed Seafood Merchandi sin Practices

This study is conducted in a local supermarket in Bryan, Texas.

The supermarket is owned by a large southwestern food chain which has

its home offices in Houston, Texas. Oisplay area for fresh seafood

is located ideally in the right rear of the store for two reasons.

First, it is at the end of the produce aisle and is the fi~st meat dis-

play usually seen by customers. Second. the normal traffic pattern in

the store takes consumers first to the produce section, maki ng i t man-

datory for customers to come within sight of the fresh fish display

before going to another aisle or to other meat displays. Other meat



display areas are adjacent to the fish case and stretch along the

back wall of the store.  See Exhibit 2-l! A standard twelve-foot

case without refrigeration is used to display the fish. The remain-

ing meat display area consists of twelve feet of frozen fish and other

frozen meats and sixty feet of fresh meats, cured meats, and delica-

tesen meats.

Exhibit 2-l
Diagram of the Store

Rear of Store

Seafood Counter Dis la Pre aration

The Procedures Observed. Normal procedure for constructing seafood

displays consisted of placing seafood products on a bed of finely

crushed ice which had been packed into a hard flat metal tray. Ice

is used not only to keep the fish refrigerated but also to keep the

skin and meat of the fish from dehydrating. Each specie was placed

on the ice in separate stacks. A completed display consisted of

several stacks of finfish; two stacks of shrimp, one for each size

sold; a row of canned crabmeat; and several rows of glass jars
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containing oysters  see Exhibit 2-2!. The fish were then covered with

loose ice. To complete the display, price markers were hung from the

front of the counter. During the last week and a half of this period

of the study artificial "greens" were put into the counter to separ-

ate the many species and to enhance the attractiveness of the display.*

A Criti ue of the Observed Procedures. Criticism of the super-

market's approved procedures touch two areas: 1! the separation of

species and the attending problem of keeping them separated and 2! the

appearance and use of price markers. When the display was attractive

when set up initially in the morning. Without "greens", however,

often by mid-afternoon the display would look disarranged. Different

specie of finfish would occasionally be mixed together or with shrimp.

As a result the use of "greens" generally kept finfish separate

but shrimp still remained a problem. The tendency to mix the shrimp

was not as great, but they were still scattered throughout the length

of the case, especially on days when shrimp sales were high. Another

problem associated with the use of the "greens" was their appearance.

While they did bring some color i nto the display, they had not been

cleaned properly prior to their use. Particles of fish flesh and

other foreign matter often were encrusted on the "greens", creating an

unsightly appearance as well as a strong "fishy" odor.

*On one occasion improvements in the display were made, due to a
halo effect caused by the interest of outside researchers in the
supermarket's retail fish operations. The day before the "greens"
appeared in the display case, a discussion with store personnel took
place in which materials needed for future experimental merchandis-
ing plans were discussed. "Greens" had been mentioned as being an
important aspect of these future plans
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Exhibit 2-2

Diagram of a Completed Display

Artificial "Greens"

scale: 1/2" = 1'
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An additional criticism was directed toward the use and appear-

ance of price marker signs. Price signs were not always on display.

This created a problem since the customer often did not know the

price of the merchandise offered for sale. Since there were no ser-

vice personnel imnediately available, it was unnecessarily difficult

for the customer to determine the prices. Additionally, the signs

were old and hand written which tended to detract from the overall

appearance of the display area.

Handlin and Stora e of Fish

The Procedure Observed. Horning procedures for handling fresh

fish consisted of removing the fish from shipping cartons or storage

lugs and placing them into the display case. Procedures for handling

finfish which arrived at the supermarket in a frozen form, were to put

the finfish on the ice in frozen form and allow them to thaw in the

display case. Shrimp, which were always received in frozen form,

were thawed before they were put on display. Other shellfish, such

as crabmeat, were put in the freezer and stored until needed.

Each evening the display case was emptied. All seafood items

were placed into a metal storage lug, sprinkled with ice, and placed

inside the meat coo1er.*

A Cri ti ue of the Observed Procedures' Criticisms of procedures

fall into two areas: 1! the preparation of fish for display and 2! the

preparation of fish for nightly storage. Usually, finfish had not

*On several occasions, however, fish were stored without ice
which caused them to dry out and spoil more rapidly.
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been cleaned thoroughly by the wholesalers. Loose scales and internal

organs remained inside the intestinal cavity which could be seen when

the fish were p1aced into the display case. This, clearly, detracted

from the appearance of the merchandise. In the mornings, the finfish

should have been washed prior to being put into the case. Proper stor-

age at night can maintain higher quality merchandise. One procedure,

to replace that currently used and which tends to sustain the quality

of the seafood longer, was to begin with a layer of ice in the bottom

of the storage lug and alternate layers of fish and ice until the lug

was ful1 and topped with a layer of ice. This kept the fish chilled

and moist on both sides so that they would not dehydrate overnight.

Clean-u of Dis la Case and Surroundin Area

The Procedures Observed. The display case was cleaned at the

end of each selling week, generally on Saturday night. The typical

procedure consisted of spraying very hot water under high pressure in-

to the display case. Protein and other surface scum was normally

rinsed off the trays and washed down the drain in the display case.

The glass doors and windows were cleaned with window cleaner. Once a

year or perhaps every other year, the exterior procelain surface of

the case was cleaned. The floor area in front of the fish case was

mopped every morning while the floor behind it was mopped once or

twice a week. The walls behi nd the case had not been cleaned i n at

least three years.* The fish dock, where fish is processed for custo-

mers, was cleaned once a week with disinfectant.

*One stain, from a thrown tomato, was there when the study began
A store employee told the researcher it had been there since he started
work there about three years before this study began.



A Criti ue of the Observed Procedures. General criticisms of

observed procedures were: l! cleaning the display case, 2! cleaning

the fish dock, and 3! cleaning the surrounding walls and floors.

Using just hot water and water pressure to clean the interior of the

case left many areas unclean. Therefore, a three-step washing pro-

cedure was recommended. First, disinfectant and a stiff brush should

be used to scrub the interior of the case and the display trays. With-

out the use of disinfectant, neither micro-organism growth nor the

"fishy" odor is retarded. Second, a hot water rinse was employed to

remove the loosened debris and disinfectant. This is especially im-

portant si nce most commercial disinfectants are toxic. Last, a cold

water and acetic aci d rinse was employed to remove any remaining pro-

tein and to further supress the 'fishy" odor. The exterior porcelain

surfaces and display windows are cleaned too infrequently. Outside

procelain areas would look more sanitary if cleaned at least once a

month instead of once a year as currently practiced. The display

windows, for maximum attractiveness and cleanliness, must be cleaned

daily. Improvement of the procedures employed to clean the display

case was noticeably absent over this five week period.

The fish dock where fish were processed for customers featured

a stainless steel sink, a working area and a cutting board. Criti-

cisms concerning the procedures employed to clean the fish dock fo-

cused on one item -- frequency of cleaning. Presently, the stainless

steel sink and working area are cleaned once a week. It is advisable

to clean this area twice a day -- morning and night. The wooden cutti ng

board, which was never cleaned, but should have been cleaned once a



day with a chlorine bleach or a non-toxic disinfectant. Daily clean-

ing retards micro-organism growth and keeps fish from coming in con-

tact with the micro-organisms which cause the meat to spoil. Further-

more, the knives should have been cleaned frequently so as not to con-

taminate the fish.

Adjacent wall and floor areas were also cleaned too infrequently.

The floor behind the display counter should have been mopped once a

day. The nature of fresh seafood products makes it important to keep

the floor dry and odor free. It is recommended that the surround-

ing wall areas be cleaned once a month, at the minimum.

Promotion Activities

The supermarket had two weekly newspaper advertisements, one page

on Sunday and a two-page advertisement on Wednesday. All promotion

for seafood products was conducted through Wednesday's advertisement.

During this five week period there were two separate advertised price

specials for fresh shrimp and one in-store promotion for fresh finfish.*

All seafood advertisements were lumped into one group. Advertisement

copy accompanying different seafood products did not differentiate

between the frozen seafood products and the fresh seafood products.

Type faces used were usually smaller than type faces for other meat

advertisements, making it more difficult for the reader to find.

All retail prices of fresh fish were set by the meat office in

*Generally, planned promotion for fresh finfish was considered
to be risky due to the irregularity of supply.  See discussion of
supply that follows.! Frozen seafood products were preferred for
promotion purposes because they could be stockpiled.
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Houston. There was some discretion left to the Meat Manager in situa-

tions where products were overstocked or where products needed to

be sold quickly. For the most part, however, retail prices were

those set by the home office.

Su 1 Durin Phase One

Procedure for Orderin Fish. A11 orders for fish were made through

the Meat Office located in Houston, the central buying point for all

meat products. The individual supermarket's orders were passed by

the Meat Office to a fresh fish wholesaler who boxed and delivered

them to the company's central shipping area. Company trucks delivered

the orders to the supermarket on the following day.

Su 1 Problems at the Local Su ermarket. The local supermarket

could not a1ways depend upon the supply of finfish. Occasionally,

mix-ups in orders occurred such that either the order did not arrive

or two orders arrived simultaneously. However, "shorting" was a more

common problem. If a supplier was not able to fill the food chains

seafood orders, some stores would receive only a portion of their or-

der. Ouring the researcher's observation, rarely was an entire order

received in this time period. A factor contributing to the irregular-

ity of supply in the local market was the weather in the fishing areas.

Clearly, this was a factor which could not be controlled by the local

store. The entire i ndustry was at the mercy of the fish harvesters.

When the weather conditions prohibited the fishing fleets from fish-

ing, for even one day, the interruption of supply lasted for several

days at the retai 1 level. The problems of retail merchandising that
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are derived from the irregularity of supply lie within promotion plan-

ning. Promotions and price specia1s of finfish had become so diffi-

cult to plan that there were no planned specials conducted for fresh

finfish. As a result, planned promotions during this period consisted

of only frozen fish which could be stockpiled.

Sizes of Fish Received. While the "idea1" market size of fish

in this store was considered to be two pounds, fish received were

often as small as one-half pound and as large as four pounds. In

theory, size specifications were accepted by the Meat Office in Houston

and the wholesaler as a part of the order. In practice, however, it

was difficult to specify approximate sizes, either because the size

specifications were not passed to the wholesaler, or the wholesaler

did not fil1 the order with the sizes requested.

Sales Costs and Profits Data

Daily sales varied from $198.02 to no sales. On two occasions

the store had no sales. Exhibit 2-3 shows daily sales during Phase

One as well as daily sales expressed as a percentage of total sales.

The data from Exhibit 2-3 show Friday as the "best" sales day which

accounted for 285 of the total sales during the five week period.

Monday was the "worst" sales day accounting for only 3X of total sales.

Tuesdays, together with the weekend days of Friday and Saturday

accounted for about 75% of total sales as shown in Exhibit 2-4, while

the other three days accounted for roughly 25K of sales. Tuesday,

although early in the week, was double stamp day, and store traffic

was higher than either a Monday or a Wednesday. Daily operating costs
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Exhibit 2-4

Percentage of Sales Accounted for over Three Day Periods

Phase I 25.63% 74.37K

Percentage of Total Sales
Accounted for on Monday,
Mednesday and Thursday

Percentage of Total Sales
Accounted for on Tuesday,
Friday and Saturday
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remained fairly stable throughout Phase One since most of the expense

incurred was in setup costs. Relatively little cost was incurred in ser-

vice or selling expense because there were no full time personnel

assigned to the fish case. On the average, it cost about $14.76 per

day to set up and operate the fish case  see Exhibit 2-5!. Profit, both

by day and by week, fluctuated greatly depending on daily sales.

Daily profits ranged from $60.29 to a loss of $14.76. Weekly profits

fluctuated just as widely from $62.91 to a loss of $42.22, Profit

per week averaged $42.45, or about 114 of total sales, as shown in

Exhibit 2-5,

The purpose of the preliminary investigation was two-fold. First,

this experience enabled the researcher to record normal procedures and

make recommendations for improvement based upon knowledge gained from

having actually participated in daily merchandisi ng activities. Sec-

ond, the financial data collected were to be used as a benchmark for

comparing future experimental merchandising activities.





CHAPTER I I I

RESEARCH DATA: PLAN A

Introduction

Chapter III discusses the first of three research merchandising

plans, Plan A. Plan A focuses on three areas: 1! increasing the

attractiveness of the fresh seafood display; 2! improving the handling

and storage procedures; and 3! adopting improved cleaning procedures.

The chapter is divided into five sections. The first three sections

deal with the policy changes made in the three areas mentioned above.

The fourth section involves additional changes in merchandising efforts

while the fifth reports the financial results for thi s six-week period .

Attractiveness of the Seafood Dis la

Five Procedural Chan es in Dis la Case Set-u . Five procedural

changes were made to enhance the attractiveness of the fresh seafood

display.

1. The "greens" were cleaned regularly wi th disinfectant so

that fish particles did not build up and the odor could be

reduced substantially.

2. "Greens" and other garnishes such as plastic lemons,. oranges,

grapes, and a variety of plastic flowers were used to add

separation and color to the display.

3. Loose scales and internal organs, which detract from the

appearance of the fish, were removed by a thorough washing

in a cold saline solution before the fish were placed on dim

p" ay-

23
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4. Pans and trays were utliized to display shrimp and filleted

fish respectively. Pans, when used to display shrimp, serve

three functions. They kept the two sizes of shrimp from

being mixed together, kept the shrimp from being scattered

throughout the display case, and kept the flavor from "leach-

ing: out of the shrimp. The last function has a beneficial

aspect of presenting the customer high quality seafood.

5. Price marker signs were rewritten to look neater and were

displayed at all times to reduce the confusion and difficulty

of deciphering prices. Hand written signs were not as

attractive as professionally printed signs; therefore, new

plastic marker signs were ordered for future use and improve-

ment in the appearance of the overall merchandise display.

Chan es in Fish Handlin and Stora e Procedures

Changes in the handling and storage of seafood products were

adopted to maintain a high quality product.

Homin Procedures. The fish were washed in a saline solution

to remove scales and organs and to retard the spoilage of the seafood .

Also, each fish was inspected for freshness and quality. Marginal

quality fish was discarded.

Ni htl Stora e Procedures. An improved storage procedure was

adopted. The fish were kept colder and spoiled less rapidly with a

bottom layer of ice in the storage lug and alternating layers of fish

and ice. Before this procedure was adopted, fish left unsold on



Saturday nights were usually unfit for sale on Monday. Once this

procedure was adopted, however, it was not unusual for fish to be kept

from Saturday night until the following Wednesday or Thursday. When

this procedure was used, benefits accrued to both the supermarket and

the consumer since the store had less product waste due to spoilage,

and the customer received highe~ qua1i ty seafood products.

Chan es in Clean-u Procedures

The Fish Case. Three improvements were made in the cleaning pro-

cedures used to clean the display case.

1. A three-step washing procedure involving a disinfectant wash,

a hot water rinse, and a cold water and vinegar rinse was

adopted.

2. Daily cleaning of the display windows was initiated.

3. Exterior portions of the display case were inspected daily and

cleaned when required.

There were two major benefits as a result of these changes. First,

the overall appearance of the display area began to look cleaner and

more sanitary . Second, the "fishy" odor was reduced substantially,

helping to create an improved image for fresh seafood.

The Fish Dock. Four changes were made to improve the procedures

used to clean the fish dock.

1. The fish dock was cleaned twice a day as opposed to the spora-

dic cleaning in Phase One.

2. Daily cleaning of the cutting board with chlorine bleach was

adopted.



3, Knives were cleaned daily with a disinfectant.

4. The trash receptacle was emptied every night.

Three noticeab1e benefits resulted from these changes. First, the

odor diminished. Second, microbial growth was retarded greatly,

leading to a more sanitary fish processing area. Third, the fish

were not contaminated by harmful bacteria, so that the fish could be

kept fresher for a 1onger period of time.

Surroundin Wall and Floor Areas. The walls and floors surround-

ing the display case were given a thorough cleaning at the start of

Plan A. Thereafter, the floors were mopped daily, and the walls were

cleaned at monthly intervals or more frequently if required . The buy-

ing environment was improved as a result of these changes.

Other Chan es in Nerchandisin Practices

Chan es in Promotion Activities. The only change made in the

promotion mix was the addition of point-of-purchase advertisi ng.

Recipe pamphlets and seasonal posters, provided by Texas Parks and

Wildlife Department located in Austin, Texas, attracted weight watchers

and various other customers looking for appetizing and creative methods

of prepari ng seafood. Point-of-purchase advertising was used to ac-

complish th~ee goals.

1. To educate the housewife in the various methods of prepar-

ing seafood.

2. To show the dietary variety which could be attained with

seafood products.

3 . To persuade the housewife to include more seafood in her family 's
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Sales, Costs and Profit Data

Exhibit 3-1, which presents daily sales during Plan A, shows

that dai1y sales varied from $8.99 to $158.06. Thursday was the "best"

sales day during the week, accounting for 23% of the total sales.

However, this was probably caused by the two Friday holidays  Christ-

mas and New Year' s! when the store was closed. Tuesdays, Fridays and

Saturdays accounted for only 61K of total daily sales as shown in

Exhibit 3-2, as compared to 75K in Plan I, the observation period. This

decrease was due primarily to increasing sales in the early days of the

week and to the weekend holidays which lowered sales on Fridays and

Saturdays. Monday 's total dollar volume, for example, increased from

$67.16 or 3l of total sales in Phase One to $228.36 or 9% of total sa'les

in Plan A . However, Monday was still the "worst" selling day of the

week as was true in Phase One. Daily costs to operate increased to

$18.00 in Plan A compared to $14.76 during Phase One, because Plan A

was more labor intensive. Weekly profit was approximately $52.75

or about 12% of total safes.  See Exhibit 3-3.!

This initial merchandising effort was the first of three test

merchandising plans. Many procedural changes were initiated to improve

the methods of setting-up merchandise displays, cleaning, and handling

and storage of seafood products. P1an A was characterized as a low

cost and low effort plan which consisted of the minimum merchandis-

ing effort needed to profitab1y sel1 fresh seafood products. The se-

cond experimental merchandising plan, Plan 8, is discussed in the fol-

lowing chapter.
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Percentage of Total Sales Percentage of Total Sales
Accounted for on Monday, Accounted for on Tuesday,
Wednesday and Thursday Friday and Saturday

Phase I 25. 63'5 74.37K

Phase I I � Plan A 39. 22K 60.78%

Exhibi t 3-2

Percentage of Sales Accounted for Over Three-Day Periods
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Phase II
Plan A

Phase I

$1,936.34
1 202.67

$2,620.06
1 667.26

Total Revenue
Less: Cost of Goods Sold

Gross Margin
Less: Operating Expense

Gross Profit
Less: Product Waste

Net Protit

733.67
428.16

~so .

952.80
594.78

93.28
]! 2T2.23

41.48
$3Ti~~

100.0�
63.60%

Total Revenue
Less: Cost of Goods Sold

Gross Margin
Less: Operating Expense

Gross Profit
Less: Product Waste

Net Profit

100. 00%
62.10%
37.90%
22.10K

36.40%
22.70%

M'. iVx
1.6044.80K

11. Og

Number of Days in Period

Average Cost/day

Average Profit/Week

29 days29 days

$14 .76 $18.02

$52.75$42.45

Exhibit 3-3

Income Statements for Phase I and Plan A



CHAPTER IV

RESEARCH DATA: PLAN B

Introduction

Chapter 4 discusses Plan B, the second of three experimental

merchandising plans. Plan B, in addition to retaining the changes

incorporated in Plan A, attempts to accomplish three objectives, which

will achieve the overall goal of higher sales volume and profits:

1. to expand the product offering;

2. to overcome previous deficiencies in supply; and

3. to expand fresh fish promotion activities.

The chapter is divided into four sections. The first three discuss

the changes made to accomplish the goals mentioned above, while the

last section presents the financial results of this seven-week merchan-

dising plan.

Ex ansion of the Product Line

Three fresh water species, catfish, buffalo, and carp, and one

salt water specie, black drum, were added to the supermarket's pro-

duct of salt water finfish. Also added was filleted fresh redfish.

These additions were made so that minority groups served by the store

could now buy the fresh species which they preferred and so that

filleted fresh fish might be as convenient to purchase as its frozen

counterpart. However, consumer responses to fresh filleted fish did

not approach expectations and was soon deleted from the product offer-

ing. It was fe'1t that the primary reason for the lack of acceptance

31
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was the perceived difference in price between fresh redfish whole and

fresh redfish filleted. Nhole redfish sold for 794 a pound while

filleted sold for 5'l.59 a pound. Customers, however, received an iden-

tical amount of edible meat for the same retail price.* Since the

addition of filleted redfish was not successful, point of purchase

promotion informed the customers that store employees would fillet

fish free of charge.

Overcomin Su 1 Deficiencies

The researcher worked closely wi th the wholesaler to establish

size and substitution po'1icies to solve supply problems at the super-

market. These policies enabled the supermarket to accomplish two

goals. First, it was possible to maintain a consistent product offer-

ing i n terms of size of finfish offered for sale. Second, it enabled

the supermarket to maintain a tonnage volume consistent with demand .

Nost of the supply problems were overcome except on occasions when

fish were not received due to adverse weather conditions in the fish-

ing areas in the Gulf of Nexico.

Ex ansion of Fresh Seafood Promotion

Plan B's seafood promotion consisted of point-of-purchase and

newspaper advertising. The point-of-purchase advertising used in

Plan A which included recipe pamphlets and seasonal posters was con-

tinued. In addition to the paint-of-purchase advertising, a one

*Prices for filleted fish were set as follows:
1! Fish were weighed whole and the tota't retail price determined.
2! Fish were filleted and the weight of filleted fish divided into

the total retail price to get the price per pound.
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column-inch insertion  see exhibit 4-1! in the supermarket's news-

paper advertisement was used to promote fresh finfish. The origina1

plan for the study required a one column-inch insert every weekend.

However, only four of seven planned advertisements made print. It

was discovered that on weekends when the advertisement made print,

approximately 60 more pounds of fresh finfish were sold as opposed

to weekends when the insert did not appear in the newspaper adver-

tisement.* The appearance of a newspaper advertisement for fresh fin-

fish had a definite impact on sales.

Sales Cost and Profit Data

Daily sales varied from $14.28 to $200.34 as shown in Exhibit

4-2. Once again, Friday was the "best" sales day during the week,

accounting for about 20% of the total sales in Plan 8. Monday stiwl

remained the "poorest" selling day accounting for on1y 7X of Plan 8

total sales' Also, Tuesdays and the weekends accounted for the ma-

jority of weekly sales accounting for 65% in Plan 8 as compared to

61K during Plan A  see Exhibit 4-3!. Daily costs to operate during

this plan increased to $18.79 from $18.02 in Plan A. While P1an 8

was still as labor i ntensi ve as Plan A, the labor was used more

efficiently so that the same tasks were accomplished in less time

and at a lower cost. Average weekly profit increased to $82.41 from

$52.75 or a 57% increase  see Exhibit 4-4!.

~Those weeks with newspaper ads averaged about 266 pounds of fish
per week, while those without ads averaged about 204 pounds of fish
per week -- a difference of 62 pounds.
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Exhibit 4-1
Example of Newspaper Insert During Plan 8

l 5/8 inches
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Exhibit 4-3

Percentage of Sales Accounted for Over Three-Oay Periods

Percentage of Total Sales Percentage of Total Sales
Accounted for on Monday, Accounted for on Tuesday,
Wednesday and Thursday Friday and Saturday

Phase I

Phase II - Plan A

Phase II - Plan B

25.63Ã

39.22K

34.82K

74.37%

60. 78'5

65.]8%
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Exhibit 4-4

Income Statements for Phase I, Plan A and Plan

Phase I Phase II
Plan 8

Phase II

Plan A

$3,898.26
2 675.38

$1,936.34
1,202.67

$2,620.06
1,667.26

733.67
428.16

T

952.80
594.78

1,422.88
789.15
6663. 3

56.89
576.86

9.8.62
41 .4893.28

FH~!. 3 3 .54

100.00%
63.60%

100.00%
63.50%

11.00% 1 2.1 0%

Total Revenue
Less: Cost of Goods Sold

Gross Margin
Less: Operating Expenses

Gross Profit
Less: Product Waste

Net Profit

Total Revenue
Less: Cost of Goods Sold

Gross Margin
Less: Operating Expenses

Gross Profit
Less: Product Waste

Net Profi t

Number of Days in Period

Average Cost/Oay

Average Profit/Week

100.00%
62.10%
37~JO%
22.105
15.805

4.80%

29 days

$14.76

$42.45

336 6.307
22.70%
13.70%

1. 60'K

33 days

$18.02

$52 ' 75

36.50%
20. 20'%

16. 30%
I . 50%

14.80%

42 days

$18.79

$82.41
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Plan 8 was the second of three experimental merchandising plans.

This plan was characterized as an average effort and average cost

merchandising activity designed to accomplish three objectives:

1. to expand the product offering;

2. to overcome previous deficiencies in supply; and

3. to expand fresh fish promotion activities.

The last of the three experimental merchandising plans is discussed in

Chapter 5.



CHAPTER V

RESEARCH DATA: PLAN C

Introduction

Plan C, the final experimental merchandising project, is charac-

terized as a high cost merchandising effort which attempts to i nte-

grate television and radio promotion, and increased customer services

into the merchandising efforts established in Plans A and B. Four

additional tasks were performed during P1an C:

1. Television and radio "spot" advertisements were used to in-

form the consumer about fresh fish and the supermarket where

it could be found.

2. Additional newspaper advertisements were used to stimulate

primary demand for fresh seafood products.

3. Two in-store sampling programs were conducted so that con-

sumers could judge the attributes and qualities of fresh

seafood for themselves.

4. Service personnel were stationed at the fish counter on four

of the six selling days in order that fresh fish customers

wou1d receive more personal attention.

This chapter discusses the activities mentioned above, and presents

the financial results of this seven week merchandising effort.

Television and Radio Advertisin

Television Adverti sin . Television advertising was conducted dur-

ingg the first and last weeks of the seven week merchandising effort.

40



The promotion packages for each week were identica1 and consisted of

fifteen 10-second "spot" television advertisements.  See Figure 5-2

for promotion cost details.! In addition to the scheduled "spot"

advertisements, a public service television announcement, prepared

by Texas Parks and Wildlife Department, was used. The public service

announcement was designed to promote seafood products in general

while the "spot" advertisements were used to promote fresh seafood

and the participating supermarket as being an outlet for fresh seafood

products.  See Exhibit 5-1 for promotional cost data.!

Radio Advertisin . Radio advertising was employed over the en-

tire seven week period. Each promotion week consisted of nine 30-

second "spots" on the local radio programs.  See Exhibit 5-2 for

"copy" details.! During the first three weeks, there were three spots

per day on Monday, Thursday, and Friday. On the fourth week, however,

the three spots per day on Monday, Thursday and Friday were not avail-

able so that four spots were run on Thursday and five spots on Friday.

The concluding three weeks consisted of three spots per day on Wed-

nesday, Thursday and Friday for a total of nine spots per week.  See

Exhibit 5-1 for promotion cost data.!

Additional News a er Advertisin

Newspaper advertising conducted duri ng Plan B was continued for

the duration of Plan C. In addition, supplementary advertising was

conducted in two local newspapers for this final seven week period

of the study.

One of the local newspapers was an evening paper. In each



Exhibi t 5-1
Total Promotion Expenditures During Plan C

Television:

March 1, 1971 to March 7, 1971
Fifteen 10-second Class "8" spots. $100.00

April ll, 1971 to April 17, 1971
Fifteen 10-second Class "8" spots .....$100.00

Radio

March 1, 1971 to April 17, 1971  seven weeks!
Nine 30-second spots/week 8 $1.25/spot.................$ 78.75

Bryan Daily Eagle:
March 1, 1971 to April 'I7, 1971  seven weeks!
Twelve column-inches/week |a $1.43/column inch..........$120.12

Pictorial Press:
March 1, 1971 to April 17, 1971  seven Weeks!
eight column-inches/week 9 $1.50/column-inch...........$ 58.00

Incidental Ex enses:

.....,,....,$ 20.00Cost for Writing radio slogan.

$476.87TOTAL PROMOTION EXPENDITURES
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Exhibit 5-2

Ad ver ti s i ng Copy f or P 1 an C

Television 10-second S ot Co

Weight watcher's and gourmet cooks alike know fresh fish is

better.  Store Name! now offer's a full line of fresh fish products,

filleted while you wait. Shop  Store Name! today for fresh fish.

Shop  Store Name! in Bryan.

Radio 30-second S ot Co From March 1 to March 28 1971:

 Store Name! carries a full line of meat products and all kinds

of fresh fish and seafood. Fresh fish has something for everybody.

It's low in calories, high in protein, and flavorful. First, since

fish are high in protein they are more nutritional, more healthful to

the family. Secondly, fish are good for diet and low fat menus. Doc-

tors and dieticians highly recommend fish as a substantial part af

any fat free diet. Fish is inexpensive. Budget minded consumers serve

fish often. Also, you can now get free recipes at  Store Name!. Try

some fish today.

Radio 30-second S t Co From March 29 to A ril 17, 1971:

 Store Name! offers a complete selection of fresh fish and sea-

foods. Fresh fish has something for everybody -- it satisfies! Fresh

fish is low in calories, high in protein and Oh so flavorful. Ooctors

and dieticians highly recommend fish as a substantial part of any diet.

So try fish -- it satisfies your every need, and it's low in price to

satisfy your budget.  Store Name! offers free recipes so you can



Exhibit 5-2 Continued

enjoy the variety in your diet only fresh fish can offer. Try some fish

today -- it satisfies and  Store Name! will be happy to fillet your trout,

redfish, red snapper or any of the many varieties of fresh fish on dis-

play. Come to  Store Name! today and try fish -- it satisfies!

Su Iementar Hews a er Co

 Store Name! now offers a complete selection of fresh fish.



Monday Wednesday and Thursday night edition, four one-column inch

inserts appeared for a total of 12 column-inches per week.  See Exhi-

bit 5-1 for promotion cost data.! The other newspaper was a bi-weekly

paper, and tour one-column inserts were pl aced in for a total of

eight column-inches per week. The "copy" f' or these suppl ementary

advertisements was identical in bath papers  see Exhibit 5-2 for

"copy" details.!

In-Stare Sam lin Pro rams

Two very successful in-store sampling programs were conducted on

Friday and Saturday of the first week and on Friday of the last week

of Plan C. Both sampling events were conducted by the Texas Parks and

Wildlife Department and consisted of having a home economist prepare

and offer bite-sized portions of buttermilk-fried trout. Recipe pam-

phlets containing the recipe used to prepare the fish were also given

ta customers.

Addi tion of Service Personnel

One major problem discovered during the course of the study was

inadequate customer services. Many times customers would have to wai t

as long as five minutes before they could be assisted by a store

employee. To overcome this problem, extra service personnel were hired

to serve seafood customers. Since Mondays and Wednesdays were not

high volume days, service personnel were not hired to work on those

days but were hired to work ten hours a day on the remai ning selling

days for a total of forty selling hours per week.



Sales, Cost and Profit Data

The additional promotional activities of Plan C contributed to

the highest sales volume of the entire research study. Daily sales

varied from $41.74 to $286.28 and averaged $119.56, up from an aver-

age of $94.34 in Plan 8 for a 27 increase in average daily sales.

Again, Friday remained the "best" sales day of the week, and monday

the "worst", accounting for approximately 30'X and 6~ of weekly sales,

respectively  see Exhibit 5-3!. The three-day period of Tuesday,

Friday and Saturday accounted for over 70K of weekly sales as shown

in Exhibit 5-4. Daily operating cost decreased from $18.79 in Plan

B to $18.64 in Plan C, due primarily to the use of lower cost service

personnel which were used for more hours. Average weekly profi ts in

Plan C increased approximately 30% to $107.03 from $82.41 in Plan B.

Net profi t as a percent of total sales increased in Plan C to about

15'A from the 14% in Plan B. This outcome is due to the lower operat-

ing costs which decreased faster than wholesale price rose  see

Exhibit 5-5!.

Plan C was the final experimental merchandising plan implemented

in this research study. This plan was characterized as a high effort

merchandising plan which employed extensive promotion, labor costs

and inventory investments in fresh fish to accomplish the overall

goals of the study for higher sales volume and increased profits. As

a result of these additional merchandi sing acti vities, dollar sales

volume increased faster than the additional costs. This is reflected

in the ratio of operating expenses to sales which declined from Plan 8



47

0 rt
Ql

Ctt

I
0

LD

O VI

  0 fD
O

CJI

O
Ih

Ql
c+
CD

VI
CJI

4

Ul

Ch
C3

0 Qt
tllfD

H E
0 fD

fD
VI
CFI

O Cfl
hJ

~OeCOVCfl

VI4JO ~VI4
~ CCI O 4J h! O
~ ~ ~ 4 ~ ~
Ul Ctl CO M O 'LO
VI CO V CO re VI

EFt

~ ~ 4J 4J O CO
mrOVIC0C04
~ ~ ~ ~ ~
4 4J O V Ch rV

A
O~ VOCD
4 0 0 4J ICI 4'

~ ~ ~
4e fD OVN
Vl Ct. Q. V h! LCt

V 4 ~ O ICt Ul
OO0 4JcCICO
~ ~ Itt ~ ~
VVIe 04JO
VI flJ O. CO O Cn

4J ~UlV4J
CO 4

u3 VI Cn CCJ m 4J
l0 ~ CO ~ V O

4 C0 CO O CO CJI
4J O CCI LCJ CJI g!

~ ~ ' ~
&0$04 %VI
4J Cn ro 4J V 4

4J 4 4J 4J CTI 4
V 4 4J 4 C0

~ ~ ~ 0 ~
M ~ V ~ C0 4J
&~CC! V~CO

+ P O.
0 Qt

CJ
CD
5 M

A
E/I fD Cft
Ql H Qt

fD Ql fD

fD
0 N

I 4 4J 4J M
O M4CO V

~ ~ ~
PlJ4VO

CCJ O O

EFt
O Vl 4J ~ ~
4J CCJ V CO Ch
~ ~ ~ ~ ~
OO m VI CCJ 4J
~ 4J 4J CO CJI

V COhJW4
4hJCOVO
~ ~
Ol M ~ C0 O

VI CO CCt m 4J
V VIChCO4J
~ ~ ~ ~
~ OOCOOC0
VlO~MOl

I
flJ h! ~ C!
4~4JV I

~ ~
O VV'
Vl COO 4J

CFl OT V ~ m
~ ~ ~
~0OCO 4J
~ V V CO CJI

M m CO CO m
Vl C7l V 4J CO
~ ~ ~ ~
V Ctl V~V
4 m 4 CO VI

CJ
Ql

'lO

CJ
Qt

JC

0

Vl
I



48

X CT

O O>
V!

I
Q

V!

Ul
I
4J

CJ

r+

/D
EA

PO
Ch

Ul

LO

IP

Ul
0

'N

Co
0 4J Ch

hJ ~

Ul CO
0 Ch~ ~

M CO

CO 4J
CO 4J

0 FQ

IO
0
Ch 4J Co

Ul 4J

4J CO

h!
Ch PQ
4J M
'LD Ul

PO

Ul

Ul Ch
CO 0

hJ V
0 fO

+Ft

LD

Ul
Dl

Ch

D D

IS

0

CJ PD

� l/D ~
CJ ~'C
c+ O
OP FD C/!

Ql EC3 Vl

 D OP
I/l Vl

Ul A Ul Ch 4J V a
V ~ 4J PJ Ul W hJ
~ + ~ ~
4J
V e Ul C Ul C 0

~C
V4044VV
~ ~ ~ ~ ~
0 Ch %4J04
CO ~UlChCOhJV

I M~WUlUl
V 0 A ~ % Ul CO

~ ~ ~ ~
CO V ~ Ch Ch

V ~C COD%

0 Cl 0 V 0 Co V
Ul0DUlUl m4JUl
~ ~ ~ ~ ~ ~
Ch ~ ~ Ch ~ 4J ~
Ul hJ CO 4J 4J 4J hJ

Ch Ul Ch Ul Ch CO ~
v C 4! A u! ~ ro
Ch COM CQ hJ4JhJ
~ ~ ~ ~ t ~
hJ CO 4! 0 Ch CO Ch
Ul 0 4! ~ hJ hJ FQ

� I 2 0
0

U >
O/

n
4l FD
Ql N Ql

F+
/D & 0!
I/l CC3 Vl

Fb
O/

CJ Vl

~ D Ch Ch v A rv
Ul 0 hJ ~ CO 0 V
~ ~ ~ ~ ~ ~ ~
me@ Cores V
hJ 4 V ~ 4J Ul 0

V V tQ V Ch V PO
KCODDDCSlUl
~ ~ t ~ ~
U m mmDm

4FOV4J

UlUlCh Ul hJCl 0
ChN4JDiQDD

~ ~ ~
V h! 4J 0 Ul CO 4J
Ul m D Ul Co 4J 4

0 4! Ch 4J A ~ Cl
Ul CO hJ 0 0 V

~ ~ ~ ~
V 4J W Ch 4J

C V 0 C C! V CO

MM~~4JM4J
m CO V M m Ch M

~ ~ ~
CJlhJ~hOCO~V
Ul CO Ul CO 0 4

CKI 4J V CO ~ M CO
Ul M ~ ~ FQ ~ fo

~ ~ ~ ~
Ch CO hJ hO 4J Ch ~
A D Ch ~ D 4J K

M Ch CO ~ Ch CO Ch
hJ Ul & Ch 0 ~ ~
~ ~ ~
4J ~ Ch hJ CO M Ul
A V hJ Ch h! % Xt



49

Exhibi t 5-4

Percentage of Sales Accounted for Over Three Day Periods

Percentage of Tota1 Sales
Accounted for on Tuesday,
Friday and Saturday

Percentage of Total Sales
Accounted for on Monday,
Wednesday and Thursday

Phase I

Phase II - PTan A

Phase I I - Plan 8

Phase II � Plan C

25. 63K

39. 22K

34.82'5

29.57%

74.37%

60.78Ã

65.18Ã

70.43%
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Exhibit 5-5

Income Statements for Phase I, Plan A, Plan 8 and Plan C

Phase II
Plan C

Phase I Phase I I
Plan A

Phase II
Plan 8

$1,936.34
1,202.67

$2,620.06
1,667.26

$3,898. 26
2,475.38

$4,857.74
3,169.75

Total Revenue
Less: Cost of Goods Sold

Gross Margin
Less: Operating Expenses

Gross Profit

Less: Product Waste
Net Profit

~87. 99
781.88

.Y.i 7
428.16

~f27.88
789.15594.78

906.

156.90
358.02

41.48
~36. 54

633 .73

56 ' 89
~576. 84

30S.ST
93. 28

~3Z. 33 ~ 749.21

15.80/0
4.80%

~6.305
I.50%%d

14.80Ã~1. 00%

Number of Days i n Pe ri od

Average Cost/Day

Average Profit/Meek

29 Days

$14.76

33 Days 42 Days 42 Days

$18.79$18.02 $1 8.64

$42.45 $82 ~ 41 $93.64$52.75

Less:

Less:

Less:

Total Revenue

Cost of Goods Sold
Gross Margin
Operating Expenses
Gross Profit
Product Was te
Net Profit

100.00%%d
62.10Ã
37.90%
22.10Ã

100.00%%d
63.60%
36.40K

22. 70K
13.70%%d

1. 60'X
12.10%

100.00%%d
63.50Ã
36. 5�
20. 20'5

100.00%
65.20K
34.80%%d
16.50%%d
18.30%%d

3.20R
15.10%%d
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to P1an C whHe the absolute dollar amount of expenses increased from

Plan B to Plan C  see Exhibit 5-3!. A more detailed analysis of the

data collected is presented in Chapter YI,



CHAPTER VI

ANALYSIS OF RESEARCH DATA

Introduction

Chapter VI analyzes, in detail, the data collected throughout

this seafood merchandising study. The chapter is divided into five

sections. The first portion provides an overall view of the results

of this study. The next three sections are devoted to sales trend

analysis, performance standard anaIysis, and incremental analysis.

The final division of Chapter VI is devoted to the conclusions which

may be formulated from the preceding analyses.

OveralI View

Introduction, The first section of Chapter VI is a general or

overall view of the research study. In order that a complete picture

is viewed, the following eight major topics are discussed:

1. changes in tonnage volume;

Z. changes in dollar volume;

3. changes in wholesale prices;

4 . changes in operating costs;

5. changes in average inventory investment;

6. changes in product waste;

7. changes in stockout; and

8. changes in profit,

As each of these topics is discussed, Phase I is compared to Plans A,

B, and C; Plan A is compared to Plan B; and Plan B is compared to Plan

52
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C. A chart is presented below to aid the reader in understanding

how the four merchandising observations are re1ated with respect to

time:

Plan CPlan A Plan BPhase I

3 5 7 9 11 13 15 17 19 21 23 25
2 4 6 8 10 12 I4 16 18 20 22 24

Chan es in Tonna e Volume. Disregarding slight fluctuations, the

general trend was for tonnage volume to increase over the life of the

study  see Appendix Exhibits 1 through 5!,

Chan es in Tonna e Volume from Phase I to Phase II - Plan A. Dur-

ing Phase I, there was an average of 127 pounds of fresh fish sold per

week, 34 pounds of frozen fish, 150 pounds of shrimp and 62 pounds of

miscellaneous seafoods sold per week for a total of approximate1y 373

pounds of seafood products sold every week. Total tonnage volume showed

only a slight increase of 10.54 during Plan A to an average of 412.5

pounds of seafood products sold each week. While the total increase

was slight, there were many dynamic changes. Sales of fresh finfish

dropped by about 2X and total shrimp sales by about 14Ã. Sales of fro-

zen seafood i tems such as cod fillets, dressed flounder, and dressed

catfish increased by roughly 84K from 34 pounds per week to 62 pounds

per week, and sales of miscellaneous seafood items such as crabmeat,

oysters, halibut, salmon and squid increased by 50K from 62 pounds

per week to 93 pounds per week.



Chan es in Tonna e Volume from Phase I to Phase II - Plan B. Nea-

sured from Phase I, Plan 8's total seafood sales in pounds showed a

large increase from 373 pounds per week on the average to an average

of 546 pounds per week or an increase of 46K over Phase I. Unlike the

changes from Phase I to Plan A, the changes from Phase I to Plan 8

were a1'I positive percentage increases. The component changes which

combined to give the overall increase of 46/ were as follows:

1. Total Fresh Finfish -- 695 increase to 215 pounds per week

from 127 pounds per week.

2. Total Frozen Seafood -- 146% increase to 84 pounds per week

from 34 pounds. per week.

3. Total Shrimp -- ] OX increase to 165 pounds per week from

150 pounds per week.

4. Total Miscellaneous Seafood -- 34'5 increase to 83 pounds per

week from 62 pounds per week.

As impressive as some of the percentage increases are, there

were other factors which affected their interpretation. Fresh fin-

fish, for example, showed a large increase in volume due to two fac-

tors. First, there was the addition of new species of fresh finfish .

Prior to Plan B, gulf trout, gulf redfish, red snapper, flounder, and

salt water catfish were the only major species sold on a regular ba-

sis. Ouring Plan B, three additional species, buffalo, black drum

and carp were added to the product offering. Due to the nature of

these additional species, i.e., two were fresh water fish, and their

appeal to a different market segment, additional sales were made

without losing a major portion of the market for other species .
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Second, sales of fresh finfish during Phase I were about 127 pounds

per week on the average, while the same five original species, 1ess

flounder  because it was out of season!, showed average sales of 188

pounds per week in Plan S. This is almost 60 pounds more per week

without flounder which, over Phase I averaged about 18 pounds per

week.

Frozen seafood products showed a very large increase of 146/ from

Phase I to Plan B. This increase can be explained by considering two

factors: product offerings and improved merchandising efforts. First,

product offering in Plan B included a frozen dressed flounder and a

frozen dressed catfish. Second, due to improved merchandising efforts,

sales of cod fillets, which were the 1argest selling item in the fro-

zen fish category, jumped from about 33 pounds per week in Phase I to

about 59 pounds per week during Plan B.

A large portion of the increase in miscellaneous seafoods can be

explained by the differences in merchandising techniques employed to

sell oysters. During Phase I the oysters were displayed inside the

seafood display counter which generally required some waiting time

before customers were serviced. Oysters, which were the largest se1-

ling item in miscellaneous seafoods, were sold as a self-service item

during Plan B. The 12 ounce jars of prepacked oysters were displayed

on ice in front of the fish case and allowed the customers to serve

themselves. This self-service feature improved the sales of oysters

considerably, e.g., 59 jars per week in Phase I to 86 jars per week

in Plan B.

Chan es in Tonna e Volume from Phase I to Plan C. Tonnage



volume of total seafood sold increased about 84K from Phase I to

Plan C. Sales showed increases as follows:

1. Total Fresh Finfish -- 157% increase from 'l27 pounds per

per week to 327 pounds per week.

2. Total Frozen Seafood -- 79$ increase from 34 pounds per week

to 61 pounds per week.

3. Total Shrimp -- 39% increase from 150 pounds per week to

209 pounds per week.

4. Total Miscellaneous Seafood -- 44K increase from 62 pounds

per week to 89 pounds per week.

The percentage changes represented in the tabulation above were

more a result of changes leading up to Plan 8 made from Phase I to

Plan C. For this reason, i t is important to view the changes between

Plan A and 8 and Plan 8 and C before it is possible to understand

the larger changes between Phase I and Plan C.

Total tonnage volume increased 32% from Plan A to Plan B. The

component changes which combined to give the overall increase wer e:

1. Total Fresh Finfish -- 73K increase from 125 pounds per week

to 215 pounds per week.

2. Total Frozen Seafood -- 34% increase from 62 pounds per week

to 84 pounds per week.

3. Total Shrimp -- 24K increase from 133 pounds per week to 164

pounds per week.

4. Total Miscellaneous Seafood -- 11% decline from 93 pounds

per week to 83 pounds per week.

Increases in total fresh fish were due to the addition of new species

of fresh fish, buffalo, drum and carp and to the increased sales of
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the original species. From Appendix Exhibits 2 and 3, it can be seen

that three new species were added to the product line and that sales

of the five original species increased by approximately 40 pounds per

week on the average during Plan 8. All other increases in tonnage

volume were due to increased sales of previously existing species

rather than the addition of new species. The decline in miscellane-

ous seafood items can be explained by the decline in oyster sales

after the Christmas holidays when oysters were used in holiday re-

ci pes.

Total tonnage volume increased 26K from Plan 8 to Plan C as

total tonnage volume moved from an average of 546 pounds per week to

684 pounds per week. Component changes were as follows:

1. Total Fresh Finfish -- 52% increase from 215 pounds per

week to 327 pounds per week.

2. Total Frozen Seafood -- 27K decrease from 84 pounds per

week to 61 pounds per week.

3. Total Shrimp � 28K increase from 164 pounds per week to

to 209 pounds per week.

4. Total miscellaneous Seafood -- 8X increase from 83 pounds

per week to 89 pounds per week.

It seems appropriate that fresh finfish should show the largest

increase since all the promotion message content stressed fresh fish

products . No new species of fresh finfish were added duri ng plan C;

however, there was increased promotion and extra service personnel.

Increases in tonnage volume for shrimp and miscellaneous seafoods

can be attributed to additional promotional efforts and extra customer
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services which made it easier to buy seafood products, rather than to

the addition of new species. The sharp decrease in frozen seafood pro-

ducts was caused by at least two factors. First, the number of species

offered was reduced from four to one. Second, sales of fresh finfish

were stressed greatly so that persons who might normally purchase fro-

zen fish now tried fresh fish products.

Tonnage volume increased throughout the study with the largest

percentage increases occurring during Plan B. Plan C showed the sec-

ond largest increase in tonnage volume. This increase was due almost

entirely to the additional promotion and extra service personnel which

were added to the tasks being performed in Plan B.

Chan es in Dollar Volume. In this section, dollar sales volume

are discussed from two viewpoints: a calendar week and a Wednesday-

to-Tuesday week that attempts to isolate the effects of the payday

cycle of the local labor force upon sales.

1. Calendar Weeks. A summary of weekly dollar sales data are

shown in Appendix Exhibit 6. More detailed weekly sales data are avail-

able in Appendix Exhibit 6A through 6E. A calendar week begins on a

Monday and ends on a Saturday. Qn a calendar basis, dollar sales

volume increased throughout the study. Measuring each of the experi-

mental merchandising plans agai nst Phase I, the preliminary period of

observation, gives the following break-down:

Phase I to Plan A -- 135 increase from $387.27 to $436.68 .

Phase I to Plan B -- 47K increase from $387.27 to $556.89.

Phase I to Plan C -- 80% increase from $387.27 to $693.96.



If we consider each change from one plan to the other, the break-

down shows the following:

Phase I to Plan A -- 13K increase from $387.27 to $436.68.

Plan A to P'1an B � 28K increase from $436.68 to $556.89.

Plan B to Plan C -- 25K increase from $556.89 to $693.96.

The greatest percentage increase occurs from Plan A to Plan

B. This is not surprising for the greatest changes and improvements

in merchandising techniques were made during Plan B. Plan B to Plan

C shows the second largest increase. Plan C is very similar to Plan

B, so that almost all of the change in sales can be attributed to the

additional promotion and extra service persanne1 in Plan C.

2. Wednesda -Tuesda Weeks. A summary of week1y dollar sales

volume is shown in Appendix Exhibit 7. The Wednesday-Tuesday weeks

attempt to isolate the effects of a Wednesday payday in the local

area and for that reason the accounting week begins on Wednesday and

ends on the following Tuesday. The trend of Wednesday-Tuesday weeks was

much the same as the calendar weeks as seen below:

Phase I to Plan A -- 7K i ncrease from $430.22 to $460 .00.

Phase I to Plan B -- 32K increase from $430.22 to $566.04.

Phase I to Plan C -- 63K increase from $430.22 to $700.30.

Plan A to Plan B -- 23K increase from $460.00 to $566.04.

Plan B to Plan C -- 24% increase from $566.04 to $700.30.

The trends highlighted by the different methods were much the

same with one major exception. By calendar weeks, the increase from

P1an A to Plan B was greatest while the Wednesday-Tuesday week analysis
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showed the greatest change occurring between Plan B and Plan C. Exhi-

bit 6-3 shows more payweeks during Plan C than Plan B, so that, to

some degree, the effects of the payday cycle have been iso1ated. For

this reason, the Wednesday-Tuesday week gave a more accurage picture

of weekly sales volume.

Chan es in Wholesa!e Prices. Wholesale prices increased through-

out the time span of this research study. While the wholesale price

Gf every specie cannot be examined, the whol esa I e price for the more

important species can. There was little change in wholesale prices of

the seafood items purchased in frozen form by the supermarket. The

primary reason for this was because these items were purchased f' or the

entire chain of stores in very large quantities and stored by the chain

store at a central warehouse until the local stores ordered the mer-

chandise. Since the individual stores purchased durectly from the

central warehouse, there was no change in wholesale price. Cod fillets

and shrimp were items of this nature, where the who1esale price re-

mained constant.

Fresh seafood items, which were purchased from seafood who1e-

salers in the Bryan and Houston areas, were subject to the regular mar-

ket fluctuations of price related to the supply and demand of fresh

seafood products. Gulf trout, for example, ranged in price from

$.40 per pound in the seventh week to $.52 per pound in the twenty-

fifty week of the study, a 30K range in price.  See Appendix Exhi-

bit 9 for complete data concerni ng wholesale and retail prices.!
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Chan es in 0 eratin Ex enses. As expected, operating costs

tended to increase over the course of the study. As each experimental

merchandising plan added new tasks to merchandising effort, with one

exception, costs incr eased. Costs decreased from Plan 8 to Plan C

by .8R primarily because the same tasks were being performed by less

expensive labor. During P'Ian C, additional personnel were hired to

operate the fish counter and were paid Apprentice Neat Cutter wages

of $3.00 per hour as opposed to the $4.35 per hour Journeyman wages

paid in previous portions of the study.  See Appendix Exhibit 10 for

breakdown of idea cost to operate.!

Chan es in Avera e Inventor Investment, Average inventory invest-

ment per week increased throughout the study until the early weeks of

Plan C, when inventories were liquidated in preparation for the parti-

cipatingg supermarket to change the nature of thei r fresh seafood opera-

tionss to a self-service type operation. It was felt by all concerned

that this change would be risky, and therefore, inventories were slowly

reduced so that a minimum of inventory remained at the conclusion of

the research study. Another factor which must be considered was the

better inventory management during Plan C since the researchers and

not store managers took on the responsibility for management of sea-

food inventories. Stockout conditions were reduced to their lowest

point during Plan C, while sales increased and average inventory in-

vestments declined.

Chan es in Product Waste. A problem related to inventory invest-

ments was product spoilage. In all periods except Plan C, product
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waste as a percentage of sales declined. While total inventory in-

vestments decreased, the investments in fresh fish products increased.

Since fresh seafood products were more perishable than seafood pro-

ducts purchased in frozen form, the product waste increased as a re-

sul t of handling higher inventories of fresh fish.

Chan es in Stockouts. Also re1ated to inventory investments was

the question of customer service level. While a "proper" customer

service level was never defined, for the purposes of this study, it

was assumed that a maximum amount of seafood would be sold and a desir-

able customer service level would be 100%. However, with the fluctua-

tions in supply that exist in the seafood industry, this goal was never

reached although compared with Phase I, the number of stockouts were

reduced substantially. By counting the number of' stockout conditions

 see Appendix Exhibit ll! for the important selected species, the to-

tal number of stockouts for each portion of the study was as follows:

Phase I -- 101 stockouts or 20 per week for five weeks,

Phase II Plan A -- 90 stockouts or 15 per week for six weeks.

Phase II Plan 8 -- 87 stockouts or 12 per week for seven weeks.

Phase II Plan C -- 76 stockouts or ll per week for seven weeks.

If fresh flounder were dropped from this tally due to its very seasonal

nature causing a high frequency of unavailability, an even more dra-

matic decline in the number of stockouts was shown as follows:

Phase I -- 85 stockouts or 17 per week for five weeks.

Phase II Plan A -- 71 stockouts or 12 per week for six weeks.

Phase II - Plan B -- 61 stockouts or 9 per week for seven weeks.

Phase II Plan C -- 41 stockouts or 6 per week for seven weeks.
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Throughout this study, stockouts were a critical prob1em, as the

goals of the study were to maximize sales volume of seafood and to

maximize profit from retail seafood operations by initiating new and

improved merchandising methods. If the stockout problems could have

been overcome earlier in this study, the increase of sales and pro-

fits coul d have been much g rea ter .

Chan es in Profit. Average profit per week increased during each

experimental merchandising plan. From Appendix Exhibit 6, the average

profit per week for each period was:

Phase I � $42.45 average weekly profit.

Plan A -- $52.75 average weekly profit.

Plan 8 -- $82.41 average weekly profit.

Plan C -- $107.03 average weekly profit.

Measuring each of the experimental merchandising plans against the

preliminary observation period showed the increase in profits to be

drama ti c as can be seen bel ow:

Phase I to Plan A -- 24% increase from $42.25 to $52.75.

Phase I to Plan 8 -- 94' increase fram $42.45 to $82,41,

Phase I to Plan C -- 152K increase from $42.45 to $107.03.

Plan A to Plan 8 -- 57K increase from $52.75 to $82.41.

Plan 8 to Plan C -- 30% increase from $82.41 to $107.03.

As dramatic as these percentage increases are, one factor is not

considered. Wholesale prices for fresh fish rose in same instances

as much as 30$ while retail prices of fresh fish remained constant.

If retai I prices had been a11owed to fluctuate with wholesale prices, pro-

fits in the later portions of the study would have been greater.



In order to visualize weekly profits better a graph is presented

in Exhibit 6-1. To smooth the fluctuations and establish a weekly

profi t trend 1ine, a three week moving average trend line was calcu-

lated from the weekly profit figures given in Appendix Exhibit 6A

through 6E. It can be seen easily that profits rose steadi1y forming

"bulges" during Plan l3 and Plan C when most promotion occurred.

Sales Trend Anal sis

Daily dollar sales volume for the entire research study were

graphed. In order to smooth the wide fluctuations in daily sales,

a seven-day movi ng average trend line was calculated and superimposed

on the original graph  see Exhibit 6-2!. Exhibit 6-2 reflects many

interesting facets of daily sales volume. First, Tuesdays  double

stamp day! and the weekend days of Thursday, Friday and Saturday

tended to form the high points on the graph, while Mondays and Wed-

nesdays, almost without exception, showed very 1ow sales . Also, the

low points in the fluctuations never became much higher as the study

progressed. These data suggest that, regardless of the merchandising

techniques used, the timing of consumer purchases did not appear to

change. Consumers continued to shop for seafood mainly duri ng the

weekend, especially on Fridays. Second, the trend line, which is

superimposed over the original graph, shows a gradual increase until

the beginning week of Plan C. This "bulge" in the trend line of Plan

C occurs during a period where heavy promotiona1 activities were con-

ducted. In addition to newspaper and radio advertising, television

was used as a means to promote seafood products. Television was also

added to the fi na1 week's promotional activities. The final week,
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under normal circumstances, would not be one considered for heavy pro-

motion since it was immediately after the Lent and Easter season, and

seafood sales were expected to decline sharply. The positive effects

of television advertising on the results were truly evident in spite

of conditions which would suggest otherwise. While the sales during

the final week of Plan C were not as high as sales during the initial

week of Plan C, they were substantial and were the fifth highest weekly

sales of the entire research study  see Appendix Exhibit 7!. The notion

that fresh seafood cannot be promoted in supermarkets and during weak

seasons loses some of its value in light of this new evidence.

Performance Standard Anal sis

Performance standard analysis is used to isolate and describe the

effect of payweeks on weekly dollar sales. Performance ratios are

shown in Exhibit 6-3. Column A contains performance ratios based on

equal weekly sales throughout this study. Columns B and C contain

performance ratios based upon different performance standards for pay-

weeks and non-payweeks. Comparison of the index numbers shows little

effect of payweeks on total dollar volume. There were approximately

the same number of payweeks which were above mean sales as non-pay

weeks which were above mean sales. As a whole, this type of analysis

proved to be undesirable in isolating the effects of payweeks on

dollar sales volume,

Incremental Anal sis

Introduction. There are two objectives for conducting this in-

cremental analysis. First, it should provide a foundation which po-

tential seafood merchandisers might use to evaluate their seafood
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Exhibit 6-3

Performance Ratios

Performance
Ratios

Performance Ratios

Pay Week Non-Pay WeekWeek Of

.7911
1.0792

.9000

.6045
.6010

.8871
. 9870

.7276

.6362
.7719

.7220

1.0309
1.2243

1.0378

1.0818

1.0868

1.4875

.9529

.8583

1.7025

1.2781

1.2917

1 ~ 2479

.9972

1.0156

*Payweek

Column A: Is Performance Ratios based upon constant performance every
week, therefore Mean Sales �! = $13,529.15 Total Sales 7 = 54't.l7

25 weeks

Column 8 and C: are Performance Ratios based upon different perfor-
mance for payweeks and non-payweeks. X for payweeks is $7,044.79.
Total Sales during payweeks divided by 13 payweeks or X equals $541.91.
X for non-payweeks is $6,482.34 divided by 12 non-payweeks or X = $540.20.

*10/28
11/4

*ll/11
11/18

*11/25
12/2

*12/9
12/16

*12/23
1 2/30

*1/6

1/13
*1/20

1/27
*2/3

2/10
*2/17

2/24
*3/ 3

3/10
*3/17

3/24
*3/31

4/7
*4/14

.7922
1.0776

.9012

.6039

.6019

.8858

.9884

.7265

.6371

.7707

.7229

1.2224
1.0323
1.0363

.9539
1.0802

.8595
1.0852
1.7048
1.4853
1.2798

.9957
1.2934
1.0140
1.2496
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merchandising plans. Second, it shou1d provide a guide for established

seafood merchandisers to expand existing seafood operations. This
section deals with two topics.

Marginal or incremental analysis is an accounting tool which allows

a comparison of two proposals through examination of the incremental

"steps" or "moves" from the original starting point to some new propo-
sal. Under the structure of marginal ana1ysis, the "step" is taken

only if the incremental rate of return on the additional investments

is greater than the cut-off point or the requi red rate of return on
similar investments.

Incremental Anal sis for Potential Seafood Merchandisers. True

incremental analysis usually examines "moves" made from some point
other than a zero point for the origina1 starting point. Therefore,
in a strict accounting sense, thi s is not incremental analysis, but
rather a rate of return on asset ana1ysis. However, since the descrip-
tions are for new or potential merchandisers not now hand1ing fresh
seafood, these descriptions are very similar to descriptions of incre-
menta1 moves and are therefore included in this section on incremental
ana1ysis.

1. Return on Inventor Assets. Rates of return on inventory
assets or earning power ratios for each of the merchandising plans are

discussed in this section. As shown in Exhibit 6-4, the rate of re-

turn on inventory assets for each merchandising effort are as follows:
Phase I -- 70'C

P1an A -- 50K

Plan B -- 65K
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Exhibit 6-4

Rate of Return on Inventory Assets for Phase I,
Plan A, Plan 8 and Plan C

Rate of Return on Inventory Assets = Net Profit X Sales
Average
Inventory at
Retail Price

or

Phase I

Phase II � Plan A

Phase II � Plan 8

149K

$2] 2.23 $1.936.20
X 8304 pp 705

$316.54 X $2,620.06 50%
~2,620.06 $630.00

576.84 N $3 898.26 65%
T3,898 26 .~875.00

Phase II - Plan C

$749. 21 $4,857.24
~4,857. 24 X

Profit Margin X Inventory Turnover
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Plan C -- 149X

One fact, seen immediately, is that the rate of return an inven-

tory assets is lower in Plan A and Plan B than in Phase I. There are

three reasons for this. First, the very low average inventory invest-

ment in Phase I makes the return seem very large because inventory

turnover is high. Second, during Plan A, average inventory investment

more than doubled while net profits rose only 49K. Average inventories

simply grew too quickly, so that while profit margin did i ncrease

s'lightly, inventory turnover decreased rapidly causing the rate of re-

turn on inventory assets to fall sharply. Third, during Plan B, pro-

fit margin increased rapidly while inventory turnover increased only

slightly so that the return on inventory assets increased, but nat

enough ta reach the Phase I rate af return.

The rate of return on inventory assets during Plan C was very high.

As shown in Exhibit 6-4, profit margin increased slightly while inven-

tory asset tur nover increased very rapidly.

2. Return on Total Tan ible Assets. While inventory assets are the

easiest to measure, they are not the only assets employed in the super-

market to earn a return on fresh seafood operations. Exhibit 6-5 pre-

sents rates of return on total assets emp'Ioyed at different levels of

total assets. In addi tion to the inventory assets which can be meas-

ured, an arbitrary amount of assets are added to compensate for assets

Iike cash, physical facilities, and equipment which cannot be measured

accurately due to the accounting system used by the participating

supermarket. Notice in Exhibit 6-5 that if there are more than $400 of
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of other assets in addition to inventory assets, then each of the

experimental merchandising plans provides a higher rate of return than

Phase I. It would seem reasonable to assume that there are more than

$400 of other assets employed by the supermarket so that any of the

experimental merchandising plans is preferable to Phase I. Notice

also, that, regardless of the amount of additional assets used to cal-

culate the rates of return, each successive experimental merchandising

plan offers a higher rate of return.

3. ~Suasnar . For a merchandiser who presently does not handle

fresh seafood, the rate of return on the assets employed makes sea-

food a desirable investment. As each successive experimental plan

was conducted, the rate of return on total assets increased.

Incremental Anal sis for Established Seafood Nerchandisers. In

this section of incremental analysis, the results of each possible

incremental "move" is examined so that an established seafood merchan-

diser may evaluate his present position and determine the effects of

a change in merchandising techniques. Exhibit 6-6 presents the incre-

menta1 rates of return for each incremental "move". To facilitate the

analysis, the rate of return on total assets from the $600 column of

Exhibit 6-5 is used as a working base. These rates of return as shown

in Exhibit 6-5 are as follows:

Phase I -- 23.5l

Plan A -- 25.6X

Plan 8 -- 39.0%

Plan C -- 67. 4l
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Exhibit 6-6

Incremental Rates of Return on Assets for Each
Possible Incremental Hove*

Incremental Rate of Return Net Profit. � Net Profit. X
on Total Tangible Assets 1

Sales . - Sales .
J i

Total Assets - Total Assetsi

Phase I to Plan A:

$52.50 � $42.45 X $437.50 - $388.00 $10.05 X $45.50 = 23 4
2 00 ' SO.OII

Plan A to Plan B:

$82. 41 - $52. 50 X $556. 00 - $437. 50 $29. 91 X $118. 50
~I.IIO � 02.00 SIIS SO ~.20.0

Pl an B to Plan C:

$ 07 03 $82'4 X $695.00 - $556' 0 � 24' X 1 ' = 47
~22.00 � 2 .00 0.00

Phase I to Plan B:

$8 ' $4 ' X $ ' $388 00 = $39'96 X $ 68.50 56 4>
~168. 50 ~63.00

Phase I to Plan C:

$107.03 - $42.45 X $695.00 � $388.00 $64.58 X $307'00 � 646
0 0 . » »' 0 �.

Plan A to Plan C:

107'03 $52'5 X 695'00 556'50 = 54'53 X 257'50 = 165
0222:00 ' 0'22 .SE

*No compensation for unmeasureable assets such as cash need to be made since
the incremental change would be unaffected. Also, weekly profit, sales
and inventory asset figures have been used so that time period of the
same lengths are compared.
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1. The Incremental "Move" from Phase I to Plan A. Moving to

Plan A earned an additional 23.4l rate of return on total tangible

assets during this study. This means that duri ng this study an addi-

tional $10.05 of profits was earned per week on additional sales of

$45.50 per week using an average of $43.00 more assets per week. There-

fore, an established seafood merchandiser with operations similar to

those in Phase I might expect to earn more on the assets employed by

moving to a Plan A type operation. This was illustrated by the differ-

ences in the rate of return for Phase I and Plan A of 23.4X and 25.6X

respectively. This "move", like any "move" in marginal or incr cmen-

tal analysis decision should be made only if the marginal rate of re-

turn is greater than the required rate of return for similar invest-

ments.

2. The Incremental "Move" for Plan A to Plan B. The use of

Plan 8 type operations earned an incrementa1 return of 148K on the

additional assets employed to bring Plan A type operations up to Plan

8 operational plans. During this study an additional profit of $29.91

per week was earned on the increased asset investment of $20.00 per

week. For an established seafood merchandiser with Plan A type opera-

tions, the "move" to Plan 8 type operations can promise increased

returns. This particular incremental increase was the highest of

the single-plan "moves", and it was not surprising si nce most of the

changes in merchandising techniques occurred between Plan A and Plan B.

3. The Incremental "Move" from Plan 8 to Plan C. A "move"

from plan 8 to Plan C, during this research study, provided a 47K
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incremental return on the additional assets employed. This "move"

earned an extra $24.62 profit per week with an average of $53.00 fewer

assets per week than Plan 8. awhile this incremental return was not

as great as that from Pl an A to Plan 8, as long as the incremental

rate of return is greater than the firm's required rate of return,

the move is acceptable under marginal analysis, Therefore, when the

"move" from Plan 8 to Plan C was made the rate of return on total

assets increased from 39.0l in Plan 8 to 67.4C in Plan C. Also, since

Plan 8 and Plan C were alike in all respects except for additional pro-

motion and service personnel, the additional return can be largely

attributed to the extra promotion and service personnel. Another

factor which explained this increase was the improved inventory manage-

ment during Plan C.

4. The Incremental "Move" from Phase I to Plan B. Assuming an

established seafood merchandiser identifies has operations as being

similar to Phase I, what incremental return can be expected by a move

to Plan 8 type operations? During this study, the incremental return

for this "move" was approximately 56.4% on the additional assets em-

ployed to transform Phase I operations into Plan 8 type operations. An

additional average weekly profit of $39.96 was earned on an average

additional asset investment of $63.00. From Exhibit 6-5 this corres-

ponded to the increase in rate of return from 23.5X in Phase I to a

rate of return of 39.0% in Plan 8.

5. The Incremental "Move" from Phase I to Plan C. During this

study, incremental returns on assets were 646K when the change from

Phase I to Plan C was made. An additional asset investment of $10.00
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earned an extra $64.58 profit per week on the average. Merchandising

changes occurring during this time were of two types: 1! changes

which allowed the supermarket to be more responsive to the needs and

wants of the fresh seafood consumer; and 2! more aggressive promotion

of fresh seafood products. Since these two changes are basic condi-

tions of any successful marketing venture, it is not surprising that

such a large incremental return was possible. This large return also

indicated the lack of serious marketing effort by the seafood industry

at all levels.

6. The Incremental "Move" from Plan A to Plan C. An established

seafood merchandiser with Plan A type operations can expect very large

incremental rates of return by changing to Plan C type operations.

During this study, an additional $54a53 profit per week was earned on

an additional asset investment of $33,00 for an incremental rate of

return of 1654.

7. ~Sunsnar . Each incremental "move" made during this study

leads to higher returns on the assets employed for seafood merchandising.

Regardless whether the "move" is from a simple or more complex merchan-

dising effort, increased returns always make the change profitable.

Therefore, an established seafood merchandiser should evaluate and iden-

tify his present position and then evaluate any possible changes he

might implement which would make his operation more profitable. This

section of marginal analysis is intended to be a guide for evaluating

such changes. It does not present all the marketing alternatives that

are available, but merely attempts to show the way f' or improved
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merchandising techniques and improved profits through se1ected mer-

chandising strategies.

Conclusions

From evidence presented in the analysis of the results of this pro-

ject, the two objectives of this study, presented in Chapter I, were

accomplished.

Sales volume, both dollar and tonnage volumes, and profits

were improved with planned implementation of new merchandis-

ing techniques. Tonnage volume showed an increase of 84$ from

Phase I to Plan C while dollar volume rose 80% on a calendar

week basis and 63K on a Mednesday-to-Tuesday week basis.

2. These increases were made without taking a disproportionate

share of the operating funds from the supermarket as shown by

the successive increases in the incrementa1 rate of return on

the assets.

Additional conclusions which may be inferred from the analysis of the

data are:

Fresh seafood products can be promoted. The popular belief

at the beginning of this study was that fresh seafood pro-

ducts could not be promoted. During this study, fresh seafood

was promoted wi th great success through all types of adver-

tising media such as newspapers, radio and television as well

as point of purchase advertising displays. Promotion of

fresh seafood products may take more planning and preparation,

but it can be done.
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2. There appeared to be a favorable direct, but not necessaril y

proportional, relationship between promotion and customer

services and profits. Throughout this study as customer ser-

vices and more aggressive promotion were employed, profi ts

tended to increase.

3. From all evidence, the full potential of the fresh seafood

market was not reached. The more aggressive the merchandis-

ing implemented, the greater sa'tes and profits became. If

the research study had been over a longer duration, increased

profits most likely would have resulted.

4. Nhi le the full potential of the fresh seafood market had not

been reached, the effects of diminishing returns were felt.

Dol'lar sales volume for example, increased about the same

between Plan A and Plan B as between Plan B and Plan C. Pro-

fits, on the other hand, showed a larger increase from Plan A

to Plan B than from Plan B to Plan C. These percentage in-

creases were 57K and 30K respectively.

5. awhile cleanliness and attractiveness of the displays and the

quality of the seafood sold are important to proper seafood

merchandising, promotion and customer services were also ma-

jor factors in increasing sales and profits of fresh seafood.

Cleanliness, attractive displays, and high quality seafood

were important as illustrated by the incremental rate of re-

turn on assets of 23'4 to move from Phase I to Plan A, when

these were the only merchandising changes. Promotion and

customer services also appear to be important due to the
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incremental rate of return on assets of 148% and 47% gained

by moving from Plan A to B and Plan B to C respectively.

While promotion and customer services showed a greater rate

of return than only cleanliness, attractive displays and high

quality seafood, these three factors are basic to any suc-

cessfull seafood merchandi s ing venture.

6. While it was difficult to isolate the effects of the payday

cycle on sales, it appeared as though paydays had little

effect upon weekly profits.

7. Weekends remained a strong selling period for fresh seafood

in spite of heavy promotion during all days of the week .

Therefore, unless other promotional techniques are employed

to spread sa1es more evenly over the week, merchandising

efforts should be planned and coordinated for weekend periods.



CHAPTER VII

SUMMARY AND CONCLUSIONS

Introduction

This chapter is a summary of the procedures, analysis and evalua-

tion of a study on the merchandising of fresh seafood at retail con-

ducted by the author and funded by the College of Business Adminis-

tration and Center for Marine Resources, Texas ARM University; Sea

Grant Program, National Marine Fisheries Service, Department of Com-

merce. The study was conducted in Bryan, Texas  approximately 140

miles from the Gulf coast and 90 miles northwest of Houston, Texas!,

in a supermarket chain store which has its home office in Houston,

Texas. Although initial permission for proceeding with the research

project was obtained through the home office, most decisions on mer-

chandising practices were cleared through the local store manager and

the meat department manager. The chapter is divided into four sections

based primarily on the general procedure followed in conducting the

study; Objectives of the Study, Methodology and Design, Analysis of

Data, and Conclusions.

Ob 'ectives of the Stud

This study was conducted in a local retail supermarket operation.

The two major objectives of this research study are to determine:

l. If sales volume and profitability of fresh seafood products

may be increased through utilization of different merchandis-

ing techniques ~

81
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2. If increased sales volume and profitability may be accomplished

without taking a disproportionate share of normal supermarket

operating funds.

General Desi n of the Ex eriment

The study addressed itself to the problem of improving the pro-

fitabilityy of fresh seafood products through better merchandising acti-

vities in supermarket store operations as opposed to a free-standing

fish market. Therefore, the design of the study was limited by and yet

dependent upon the operating freedom extended by the participating super-

market.

The study consisted of two phases. Phase I involved the observa-

tion of the present merchandising efforts at the participating super-

market and the measurement of the sales volume and profitability asso-

ciated wi th these activities. Phase II consisted of the implementa-

tion of new merchandising techniques, observation of the results, and

analysis of the data. The enti re study lasted a total of twenty-five

weeks from October 26, 1970 to April 17, 1971.

Phase I - Observation of Current Practices.  Duration -- five

weeks from October 26, 1970 to November 29, 1970.! This phase of the

study consisted of' observing the participating supermarket's present

method of merchandising fresh seafood products and recording the re-

sults of these activities.

Phase II - Im lementation of New Merchandisin Practices.  Duration-

twenty weeks from November 30, 1970 to April 17, 1971.! This phase of
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the study concerned the implementation of new merchandising practices

and the measurement of their effectiveness on fresh seafood sales.

There were three major plans associated with the Phase II operations:

Plan A, a low cost, minimum merchandising effort plan; Plan B, an

average cost, convenience oriented merchandising plan; and Plan C, a

high cost, "ideal" merchandising plan.

Phase II - Plan A.  Duration � six weeks from November 30, 1970

to January 10, 1971.! Plan consisted of the minimum merchandising

effort needed to profitably sell fresh seafood products. It is charac-

terized as a low cost, low effort plan which consisted of the following
merchandising procedures:

A. Cleanliness

l. Inside and outside surfaces of the display glass must

be cleaned daily so no fingerprints or smudges remain,

2. The outside procelain surfaces of the case must be

periodically wiped clean of any dust or greasy film.

3. Floor areas must be clean and free of any standing water.

4. The display case must be taken apart and properly cleaned

once a week.

B. Counter displays

1. "Greens" and other granishes must be used in the dis-

plays to increase the appeal to the shopper.

2. Fish displayed in the counter must be visible and must

be free of any foreign matters

3. Trays for shrimp, other shellfish and fresh fillets

must be used si nce water from the melting ice "leaches"



the flavor from them and indirectly lowers the quality of

the seafood products.

4. Prices must be attractively and prominently displayed

to avoid customer confusion.

C. Promotion

1. Free promotional material for point of purchase adver-

tising must be used to help educate the consumer on the

variety of ways to prepare seafood Products. This promo-

tional material comes primarily from one source: Texas

Parks and Mildlife Department.

Phase II - Plan B.  Duration � seven weeks from January 11, 1971

to February 28, 1971,! Plan b was characterized as an average cost

and average effort plan designed to make fresh fish as convenient to

purchase as its frozen counterpart and therefore as desirable as other

frozen seafood products. In addition to the procedural changes set

out in Plan A, the following tasks were required:

A. Product Line

1. Prepared fillets and steaks in addition to whole fish

were offered. This was done in an effort to make fresh

seafood as convenient as, and therefore as appealing as,

frozen seafood.

2. New species were added to the product line to expand

the product mix, thereby widening the appeal of fresh

seafood products .

B. Promotion

l. In addition to point of purchase advertising, newspaper

advertising in the supermarket's regular advertisements
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used to stimulate primary demand for fresh seafood pro-

ducts.

C. Supply

1. Size and substitution policies were adopted to insure

proper market sizes of fisn and to insure a minimum

tonnage volume of fresh fish in inventory.

Phase II � Plan C.  Duration - seven weeks from March 1, 1971

to April 17, 1971.! Plan C was characterized as a high cost and a

high effort merchandising plan. It consisted of the following tasks

in addition to those set out in Plans A and B,

A. Additional Promotional Campaigns

1. Radio and television "spots" were used to stress the

virtues of fresh seafood, stimulate primary demand for

fresh seafood and to advertise the supermarket as being

the local outlet for fresh seafood products.

2. In-store sampling programs were conducted in order that

consumers might be exposed to fresh seafood products.

3 . Additional newspaper advertisements in two local news-

papers were used to stimulate primary demand for fresh

fish products.

B. Additionaf Customer Services

1. Additional service personnel were hired to serve sea-

food customers.

Anal sis of Data. This portion of the study involves the analysis

of tonnage volumes, costs, revenue, and profit data recorded during



Phase I and Phase II. In addition, wholesale prices, product waste,

average inventory investment and stockouts were examined to give a ge-

neral overview of the research study. Beyond this general audit of

effort, the data were subjected to closer examination such as an analy-

sis based upon calculated performance standards, a moving average sales

trend and an incremental analysis to determine incremental rates of re-

turn. By using incremental analysis, incremental increases in cost in-

curred to move from one plan to another and the corresponding incremen-

ta'I revenue and profit may be used to determine rates of return for each

of the three plans. From this approach, a potential seafood merchandi-

ser, who might want to use these findings, is able to evaluate each of

the proposed plans and determine if the rates of return are satisfactory

relative to his expectations to justify additional expenditures to pro-

more fresh seafood products.

A Summary of the Ana1ysis

The Overall View

Chan es in Tonna e Volume. Tonnage volume increased throughout

the study with the largest percentage increases occurring during Plan

B. Plan B showed the second largest increase in tonnage volume in which

the increase was due almost enti rely to the additional promotion and

extra service personnel.

Chan es in Dollar Volume. Changes in dollar volume were analyzed

from both a calendar week basis and a Wednesday to Tuesday week basis.

The dollar volume change highlighted with the calendar weeks showed

the largest percentage increase occurring from Plan A to Plan B, while
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a Wednesday to Tuesday week analysis showed the largest increase occur-

ring from Plan 8 to Plan C. While both analyses showed each successive

plan to have increased dollar volume, it was felt that the Wednesday

to Tuesday week gave the more accurate picture of actual increases as

it tended to isolate better the affects of the payday cycle of the lo-

cal labor force than did the calendar week approach.

Chan es in Wholesale Prices. Wholesale prices increased through-

out the time span of the research study. Species of seafood purchased

in a frozen form from the chain store's warehouse, such as shrimp and

cod fillets, showed little or no fluctuations in wholesa1e price. Those

species purchased in Fesh form from seafood wholesalers in the Bryan

and Houston areas showed the usual fluctuations in wholesale price ass-

ciated with supply and demand of fresh seafood products. Some species

showed as much as a 30K increase over the time span of the study .

Chan es in 0 eratin Ex enses. With one exception, operati ng expen-

ses increased as more merchandising tasks were added. Operating expen-

ses decreased during Plan C due to the substitution of cheaper labor.

Service personnel recieved apprentice meat cutter wages rather than

journeyman meat cutter wages paid during the other phases of the study.

Chan es in Avera e Inventor Investment. Average inventory in-

vestment, increased throughout the study until the early weeks of Plan

C, when inventories were liquidated in preparation for the partici pa-

ting supermarket to change the nature of their fresh seafood operations

to a self-service type operation. In spite of this liquidation of in-

ventories, better inventory management allowed sales and profits to
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increase, while stockouts, an indicator of the customer service level,

were reduced to their lowest level of the entire research study .

Chan es in Product Waste. A problem related to inventory invest-

ments is product spoilage. In all periods except Plan C, product waste

as a percentage of safes, declined. While tota1 inventory investments

decreased during this study, the investment in fresh fish products in-

creased. Since fresh seafood products are more perishable, the product

waste increased as a result of handling higher inventories of fresh

fish.

Chan es in Stockouts. Stockouts, which were used as an i ndicator

of' customer service level, decreased throughout the study. Stockouts

for the major fresh species handled during this study were as follows:

Phase I - 85 stockouts, or 17 per week for five weeks.

Plan A � 71 stockouts, or 12 per week for six weeks.

Plan 8 � 61 stockouts, or 9 per week for seven weeks.

Plan C - 41 stockouts, or 6 per week for seven weeks.

Some stockouts, such as inavailability of supply, are uncontrollable,

but are ref'Iected in the above data.

Chan es in Profit. Average profi t per week increased duri ng each

successive merchandising plan. The average profit per week for each

period was as follows:

Phase I - $42.45 average weekly profit.

Plan A � $52.50 average weekly profit.

Plan 8 � $82.41 average weekly profit

Plan C � $107.03 average weekly profit.
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These increases translate into percentage increases as follows:

Phase I to Plan A - 24% increase from $42.45 to $52.50.

Phase I to Plan B � 94% increase from $42.45 to $82.41.

Phase I to Plan C � 152K increase from $42.45 to $107.03.

Plan A ta Plan 8 - 57% increase from $52.50 to $82.41.

Plan 8 to Plan C � 30K increase from $82.41 to $107.03.

Sales Trend Anal sis

Analysis of daily sales volumes highlights many interesting facets

of sales volume. Fi rst, Tuesdays  double-stamp day! and the weekend

days of Thursday, Friday and Saturday tended to form the high points

of the week, while Mondays and Wednesdays, almost wi thout exception,

showed very low sales. This was true throughout the research study .

These data suggest that the timing of consumer purchases did not change

regardless of the merchandising techniques used, or the amount of pro-

motion used to attempt to equalize daily sales. Second, the trend

line shows a gradual i ncrease until the beginning week of Plan C  see

Exhibit 6-2!. The large positive change in the trend line during the

first week of Plan C occurred during a period of heavy promotion which

included television advertising to promote fresh seafood products. Fi-

nally, the last week of the study, which under normal circumstances

would not have been selected for heavy promotion since the Lent and

Easter season had passed and fresh fish sales were expected to decline,

was used as a heavy promotion week and also included television adver-

tising in the existing promotion mix of radio and newspaper advertis-

ing. While the last week's sales were not as high as the first week

of Plan C when television advert~ sing was used, the sales during the
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last week were significant. The final week in Plan C showed the fifth

highest sales of the entire research study. The commonly held notion

that fresh seafood cannot be promoted in supermarkets and during weak

selling seasons loses some of its value in light of this new evidence.

Performance Standard Anal sis

Performance standard analysis was used to isolate and describe

the affect of payweeks and a payday cycl e of the local labor force on

weekly sa1es. Performance ratios for each week were based upon two

assumptions. First, performance ratios are calculated as though each

week were expected to show eoual sales and second, performance ratios

are calculated based upon a payweek or non-pay assumption. The differ-

ences in the two performance ratios were so slight that performance

standard analysis proved to be disappointing and undesirable in isolat-

ing the affects of the payweeks on do1lar sales volume.

Incremental Anal sis

There were two objectives for conducting incremental ana1ysis.

First, incremental analysis should provide a foundation useful to po-

tential seafood merchandisers to evaluate their seafood merchandising

plans. Second, it should provide a guide for established seafood mer-

chandisers to expand existing seafood operations. To accomplish these

two objectives, incremental analysis was conducted for potential sea-

food merchandisers and established merchandisers.

Incremental Anal sis for Potential Seafood Merchandisers. Analy-

sis of the rate of return on total tangible assets shows each successive

experimental plan to earn a higher rate of return if there are more



than $400.00 of assets in addition to inventory assets  see Exhibit S!.

If there is less than this amount of assets, Phase I earns a higher rate

of return on assets than either Plan A or Plan B, and it is not until

Plan C operations are conducted before a merchandising plan earns more.

However, it is reasonable to assume that more than $400.00 of additional

assets were employed in the seafood operations of the participating

supermarket. For illustrative purposes, it will be assumed that $600.00

of assets in addition to inventory assets were employed to earn a return

in the supermarket. The rate of return on assets earned during this

research study were:

Phase I � 24%

Plan A - 26%

Plan B - 39%

Plan C - 67'C

For a merchandiser who presently does not handle fresh seafood, the rate

of return on the assets employed appear to make seafood a desirable in-

ves tment.

Incremental Anal sis for Established Seafood Nerchandisers. In this

section of incremental analysis, the results of each possible incremental

move from one plan to another is examined so that an established seafood

merchandiser may evaluate his present position and determine the effects

of a change in merchandising techniques. The incremental rate of return

for each "move" was"

Phase I to Plan A � 23K

Plan A to Plan B - 148$
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Plan S to Plan C - 47'A

Phase I to P1an B � 56'X

Phase I to Plan C - 646/

Plan A to Plan C � 165%

Each incremental move made during this research study leads to higher

returns on the assets employed for seafood merchandising . Under the

structure of incremental analysis, the decision to move from one plan

to the next is affirmative only if the incremental rate of return is

greater than the rate of return requi red by the firm on similar invest-

ments. Therefore, as long as the required rate of return is less than

the incremental rate of return, the incremental investment is profitable

and should be made. Incremental analysis appears to be a simple but

useful technique for a seafood merchandiser to evaluate alternative

merchandising strategies.

Conclusions

The objectives of this study were accomplished:

Sales volume, both dollar and tonnage volumes, and profits

can be improved with planned implementation of new merchan-

disingg techniques .

2. These increases can be made wi thout taking a disproportion-

ate share of the operating funds from the supermarket.

Additional conclusions which may be i nferred from the analysis of the

data are:

Fresh seafood products can be promoted with great success.

2. There appears to be a favorable direct, but not necessarily
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proportional relationship between promotion and customer

services and profits.

3. From all evidence, the full potential of the fresh seafood

market was not reached.

4. While the full potential of Che fresh seafood market had not

been reached, the effects of diminishing returns were felt.

5. Promotion and customer services are major factors in increas-

ing sales and profits of fresh seafood .

6. It appeared as though paydays had little effect upon week1y

profits, even though Chere was some difficulty in isolating

the effects of the payday cycle on sales.

7. Weekends remained a strong selling period for fresh seafood.

Therefore, unless promotional techniques more effective than

those used here to distribute sales more evenly over the

weekdays, merchandising efforts shouldbbe planned and corr-

dinated for weekend periods.

Usefulness of this Research Stud

This research study has at least three types of usefulness to

retail merchandisers. First, the study reveals there is untapped mar-

ket profits in merchandising fresh seafood and suggests alternative

measures Co gain these profits. However, the study illustrates that

the economic law of diminishing returns applies equally to the retail

trade as it does to the production section of our economic system.

Second, this research study will be useful to the food retailing

i ndustry because the rudiments of a management accounting and record-

keeping system have been developed which permits management to



determine which merchandising strategies are most profitable in their

market area. Nore important. however, are the various tools of analy-

sis applied during the study which suggest methods for evaluating mer-

chandising efforts. The most important of these were:

The Wednesday-to-Tuesday week configuration which tends to

provide a more accurate picture of weekly sales data.

2. Performance standard or performance ratio analysis which,

under other circumstances, may help management to anticipate

weekly sales fluctuations caused by pay cycles in the local

labor force and to plan ahead for them,

3. Incremental analysis which allows management to evaluate changes

in seafood merchandising techniques and to make the appropriate

investment decisions.

Finally, this study will be helpful to the seafood industry for

identifying weak performance areas in retail merchandising effort of

fresh seafood seafood products. With these areas identified, those who

supply retailers are in a better position to develop successful retailer

cooperative marketing programs.

Su estions for Further Research

Several opportunities for additional research have evolved as a

result of this initial effort. There needs to be research efforts which

attempt:

To fully develop an accounting control system for seafood mer-

chandisers.

2. To conduct a similar study in another supermarket for a longer

period of time in order to study yearly fluctuations in sales



and profits and to verify the findings of this study.

3. To conduct a similar study in a series of supermarkets with

at least one "control" supermarket in which no changes are

made. This study should continue for at least a year so

that data collection will include yearly seasonal fluctua-

tion.

4. To conduct a similar research study in the environment of a

fresh fish market as opposed to a supermarket to learn if the

findings of this study are applicable to a fresh fish market

and to identify other similarities and differences between

supermarket fresh seafood operations and fresh fish market opera-

tions.



APPENDI CES



97

3o
N N

0

~ ~

C/!

fll

A tel

h3
4  A! I 5! I
~ 'Q ~ 0
40 I 0 I
Vl 0 0

4J
0

CJI
0

VI
D 4�

0 00
0 00

e

0

Vl
PO

CJI CD

~ ~
OQ
0 0

O ~ H 4 CJI~ ~ ~ ~
00000
00000

LD

Ul
0

LO

Vl
0

Ch
CJI VI Cl

0 00
0 D 0

CJI

0 0

CJI
I

~ IQ
0 I
0

CJI

0 0

~ - 0
QD I
OO

Ch

0 CI 0

Co
0 ~CD

Ul Ul 0
O DO

Ch

0 0

CAI
CII I

0
0 I
0

I
~ 0
D I

CII

Vl
4~ I Ch I CD

~ Q r Q ~
00 I Vl I Vl
00 0 0

~ co
4
VI O
0 0

PV
~ O

0 0 I
0 0

Vl
0

CI
CO

CD

0
00 I
00

Vl
Ch

Vl

Vl
I CD 0 Oo
Q ~ ~ ~ ~

0 0 00 0
0 0 00 0

4Q
I

~ 0
0 I
0

43
CJIe
0
0

0 Vl
"U

O gu
pt Ifl

fCI
III

O 4
co M

0 0
00

Ch
4J 4

0 0
D O0 0

IC! 0 M ~ Ch

400VlQ
UlQ 000

Vl
PO

0

o
f-I
DI

O fl!

fll

O III

0 6! VI tA

Ifl Dt fb C
CT

ffl 3 r+ O.
fb

Vl QI
C+

I
IA

Vl

X + C
O C fb

3 DI.
DP O

O ~ O C
C 3
r+ LA

M C/!

fCI 3 3

7C

A
0
CL N

A

ct
Vl fb

ffl

CD+ llew � I
O CW~S I

WWO O.Q.O
C WC

A2  t!~.rt
~DP CLM VI
O rv.e D

W Q "O
fll ~ O
III Ifl fCI

PO ~
Vl ~ ~ CR CJI

Q ~ ~ ~ ~ ~
I OQVIMD

O 0 O Vl O

I ~ ~ M M Cs!
004!~~4

~ ~ ~
O Ul Vl D Vl
00000

0 ~ PQ hJ Ql oo
4' ~ 0 0 CJI

Q ~ ~ ~ ~ ~
Ul I Vl44%5!
0 OVlVlVlVl

Vl PO
4> 4 I 4CD~R
~ ~ Q ~ e ~ ~
4 0 I '405�
VI 0 Vl 0 Vl Vl

CFI
I OOh!~ ~

Vl I Vl I VIVlO
0 0 000

CJI ~ PO
rO Ol m CIl Ol rO

Vl 4VIOPOK~
~ ~ ' ~ ~ ~

0 O 0 0 fo h! Ul
0 DQQVIVla



98

0 0
0

0
N

0

rt
fD

I/I C/I I/I
fv

fD !

c+0 0

0

rl

PD
O

I
2
I

f/!

fD

O rb

~ 4I
-Dr ro

N Vr
Vl O
OO
O O

O

40

Vl

O OD O O
Vl

O O D

0 ID

Vl
CJI
O

4r

D

Qo   0 3 fD
Vl
D

hJ Vl
Vl D
DO

Ch
PV

CJl
PO

o

rD

4J

Vl
O

I
O ~
I

O
o

Vl

O

co

D

O CI
O

o D D oVr Vl
O O

O D O O

D
lJ3

Vl
O O

Vl M

~ PIJ
~ fJI
Vl D
OO

Vl
O

D

Vl

D O O
O N
Ch Vl
hJ D
Vl O

O Vl

D D D D

D 4
~ oo

N Vl
VI D

Vl
Vl
'LD

o Cxr
Vl

Ch

EJ1
D O

Q
or

Dr
r/rO D

0

or

0
ID

Qr

fD

0 I/I

OR
I/r Or

I fD
rrr

Z
I/r

CI

% 4I 4I Vr 4r 4I

PV O IJI fg & O
O D Vr Vl D

OO OOOO
DD DODO

4J
~ K -I-'h 'V hJ

hJD4!CJ! MN
D ~ hJ Vl Vl

hJ O Po vl O O
IJI O IJI O D D

Vl VI ~ Ch
Vl ~ ~ ~ ~
eOO

ODMOO
h! O O Vl O O
Vlo OOO

I
O

AD hJCO~ I
ODVl&Vl
~ OOVlO
V OOOO

O
&4!~IJr I I
A ~ . ~ D O
Vloo4r I I
~ OO~
OOOK
DDDvl

'LO

r
O

h!OVI4>O I
OD~O

OOOO!O
OOOVlO

CO~4r'LD~~
~CCr N Ch Vl o

OOVlCh&M
CO Cr Pl Cr vl CJI
OOhJOOO
O O Ul O D 0

Ca >
fD

Q 0
3

I/I

3 CI

'I
Q 0 0 0
N N N N

+

A Cr A Tr
0 fD
Q.N r+0

fl ~C

I/r Q.
~>mrD

fD

D I I Vl
OO ~

O I I
D Vl
D O
O O

O !Jr&4!
O O rv ~
Oovlro
DODVI

4r
I 'V 'V

~ O'
I 4JO

Vl 'V O
O Vl o
O OO

O ~-I-r D
~ ~
Vl O Vl

Vl O O O
OOOO
O O O

~Ch4JM

CO~OVI
~ Vl Ch C!
PO 0 h! 0
Vr O Vl O

Ch
vl vr D w

ORON
crr hJ Ch Vl
rO Vr ~ D
VloVlo

co co
VI VIVl~
O D O Vl

K 0 Q

O Z
or Q. m
~ fD frr

fD
5

~ 'V 'V

O ~ ~
Vl r Nofg
D VlDVl
O OOO
0 ODD

~ 43 4J Vl
4J CJI CO C

4
~PVDNO
h! fJ! O Vl D
VlOOOO
OOO O O

OO Ch rV
~ ~ ~ ~
'V PV M ~
Vl Vl VI ~
D D D Vl
OOOO

M 4I
I I Gd40Ch

D O+ ~ ~
OOO
ODD
ODD
OOO

DD4r vl
O- . ~
I ONJ PJ

DVlVl Vl
OOOO
Oooo

~ 4I
I I
O D ~ ~

I NV1
Vlo&
OOVl
OO D

~ hl 4I
4. ~ rv 4J O
PQ Cr! ~ ~ Vl

~ ~
ch OO rvOo
TABOO Vr&
VlODDVl
OOOOO

D CI
0 t3
c m

Q. D

OC
C7

m
>C

fD Co

0 h!



99
C Z
C' fb

CL
CP
0 C

3

OAACA
'Ca 3M
I<I CII fb I:
rl. CJ ~ ~.
fb 3 r+ CJ-
5 fb

IJI

IJI
I

I/I

CP
Ih

CI

Cl!

I
CI
f+

N N N

CI
N Ib 0 Ch.

fb

fb

CfI

CD

4I
D M

~ I ~ v
QDCdCda
OI VV I
D UlV1
O DD

Ul

Ul
CJI

0 0 0

M CD
0' C
'V V

OO
D O

M Ch
M CXI
~ ~
0 0
QO
00
00

Ch
CTI

Vl

0 0 0
00

a 0

I
O
I

Ch
00

O O O Cd
000~
OOOM
O O O Vl

0

CD

CJI

CJI

Vl

4I V
0 'V

O Ch
O M
O Vl
ao

CD
V

O Cd
I V

Vl
0

M 0
  O

3 fb
Vl
~ Cd I Cd

~ 0 ~
DO I
0 O CJJ
0 0
OD Vl

a

CX!

CJ1

CJI CJ1
~ ~
O~
CJI CD
M V
V1 VT

0 Ch
CJI

I I
oa
I I

CJI

M M CJl
Q 0

Vl CJI
~ ~

O Cd
O V
O CJI

CXI

CJI

OD
I ~
0 Ch

CJJ

Vl

0 Cd
Vl

0 Ch
M CJI

QO
I I

0

Cd

M
Vl

4J 'V
0 Cd

00 CD

MM
Vl Vl

Cd

Cd

0

0 Cd

D M
D Vl

Vl
LO

Cd
V CJI

0

I I
ao
I IVl

O M VT

0' M~Ch

V 0 OV
V100VI
0 0 00
OOOO

0 0
OO
D O
00

CD
Vl

CD

Vl
O

Ch
Ch

CJI
M Vl
0

0 Ch
Vl

0 0 0 0

CD
I

M Q
Vl I

0D 0

M ~
4I ~

Cd O
~O
MD
CJI D

CD M Cd
I o ~

0 CJI Vl CJI
ODO
Dao
OOQ

Cd Vl

4I CD
~ ~
CJI CJI
Ch CJI
CJI IJI

CC! ~M~~M
DCJIVVOM

CJI OCd OCh
O OVM CJICD
0 0 CJI 4 M V
0 0 O Vl Vl VI

M ICJ

Vl M
~ ~

4I

Vl Vl

CD

M Vl
0

Vl
CD
Vl

Vl
0
0

Vl
0

Vl

CJI
CD

Vl

CJ
a
pI QI
DI
III CD

O

DP

C!

fb
Q

CD

Ch

Vl D
0 D
QO
ao

CD
CD

Ch M

0 0
Q D
0 0
0 0

CA M
OI DI

3
0 CJ

C

CA
r+ 41
fb N.
A fb

O V 0
CJ Ib ru
CL -I r+

fb

IJI fb
CII

Vl 00 Vl ~

O Cd O M
0 V O CJI
0 V1 0 0
OOOO

Ch ~ Cd M
V1VVO~ ~ ~ ~
04 V O
04PUIO
avoo
D Ul O O

Vl M~
Ch LCI Vl ~
~ ~ ~ a
0 CCJ Ch W
O4I00 Cd
QVV V
0 IJI Vl CJl

4I IIb
~ I ~

~ 4J 0 Vl
CDV I O
V Vl
CJI O O

CJI

~ I I I
CD O D O

I I I

Vl

~ I I
aooa

I I

Vl

Ch
~ I I I
COO QO

I I I

CJI

C 0 Vl CJI Vl
COol 0IJ M~ ~ ~

0 M Cd CD
0 Vl V V
0 O CJI CJI

O D CJJ CI! g
OP 8 C Wfb fb I

W K CL 6- CJ
v3+ wc

DP &Cfog~ rt
~ b! W IJI
0 cf

h~
Ih

M Cd
D Vl

I I I
DU1000
I DD I

D O
0 0

m V 00I I ~ ~
O Vl O a e 0 m

00 I 4JOV
00 VOU1
00 vlaa

M 'LCI CD
MM 0 CdC!

I ~ ~ I ~ ~
O CD Ch O A 0 CD
I ~CD I CdOV

MV V OCJI
CJI Vl Vl QD

M Cd~MM CJIV
O M V e CD M 4~ ~ ~ ~ t ~ ~
0 CJI 4I V M 4J CCJ
DO~CJIVI ~4J
OQ MOD MV
0 0 UI D O UI CJI

MCd~MMCD
V Q Cd ~ ~ Vl

I t ~ ~ ~ ~ ~
0 ~ Ul M CJI M V

M 0 UI 0 CJI UI
vl a 0 0 0 0
000000

0 A Cd IC! V ~
I ~ ~ ~ + ~
OCD DVVI DUI
I V QUID 00

UIODOOD
oooaoo

~ ~ ~ Cd CJI Ch
M ~ CJI V Ch ~ LQ
~ ~ ~
CJJ 4J M 4J Vl 0 Ch
~ ~ CJI V % Q M
M M 0 Vl M 0 Vl
VlCJI QQVlOQ

M ICI Vl V Ch
M 'LCJ O ~ V
CO Ch V ~ ~
~ M Vl M CD
M Vl D Vl V
vl a 0 O vl

D
0 D
c rn

X
CL t3
III

OC

Jv'

fb
Ib CXJ

M
I

a



10G

O I/!
r+
Ii!

I/O I/I
Qt

3
6, 0

CX7 Tl
C

Qi
0I

C!

I O
fD

A II!

OO

4!

Vl

CO

CO

CO
CD

4!OD
CO CO~Ch

I I ~ ~ ~
Ch 0 0 Vl Ch Vl

I I OMD
IJI a VID
0 ODD

4

4! 0
~ 0
fV O
IJI O

CO Vl

0 0
0 D
D D
OD

C3

Vl

C!
C!
C!
O

CO

Vl
C!

0

IC5
CD

CJl

I
&DD
Vl D I
0 O
O 0

m Co

N 4!

D IQ
D Vl

Vl CO 0 CO Ch CO~ t ~ ~
Vl 4 CO W 4! 4!
ChVI~hON~
PQ 0 PO PV Ul Vl
OlOVI VIOOC!

C!

0 0

I
M O
Vl I
C!
O

C!

I I I
ODD
I I I   0 A!

'V CJI

Vl 4!
DW
O VI
0 D

Ch

CJI

4! ~
0
Ch 4>O
COW I
'V Vl
VI O

Ch Vl IO
~ 4! ~

~ I ~
Ch Q 0 O IJI CJI

I DOO
VI'4 DDD
DVl 000

FQ
Ch
v
4! C!

tO
Vl

Vl
C!

CO

CJI

Vl

I
CJI 0
CD

VI

I
C! D D
O I I
C!
O

0 0 C!
4!

CO
0 C!

CQ

Vl

Vl

~ I I
ODD

I I
0
0

CJI

VI 4!
C!
C!

~ I
~ O

VI
C!

~ I
Ch 0
IC3 I
0 C!

CO N
0 ICI
C! M
0 0
DD

CO

C!
C!

Vl

tD

C!CJI Ctl O
D CI O

0

PO

C!

~M~'V
Ch 'IQ D N IQ 4

MChVlW~D
Vl iCI CJi 4! h! M
OOVl 4VIl4
OOD Vl OVl

~ QO
~ ~
Ch Ch
tD PO
O Vl
DD

Ch

CO

CJl
D

Ch
Ch
~ I
CO D

Cfl
C!

PO~ 'V 'V
~ ~
h! 0 Ch
Vl Ch M
DAD
D VI D

VI

I I
VlO D
D I I
C!
C!

C!

VI

VI
C!

Vl

VI

VI

'LO hO
+
Ch CJI
D%
0 D
O O

4!

~EI0
CO ~ Ch
'V Vi fO
Vl 0 CJI

<Jl

Vl
C!

~ I
4! O

I

C!

Pg CJI 0
CJI PO M

0 VI@CO
I O Vl'V

0 O Vl
C!OO

Vl ~

M CO

N VI
Vl 0

C!

Vl
CO
0 C!

CO

Vl
CO

I I
Vl0 C!
O I I
0 C!

4!
«h
CO

0 C!

~h!~PQ
VI C! 4! 4!

I 4 ~ ~
Ch 0 VI ~ CO O
4! I Oh!'VD
0 0 V1VlD
0 0OOD

4! N

N O

D PO
0 Vl

CO
0 C!

Ch
~ I
IO 0

D C!

~ ~
C!l h! M
iC3 Vl M
000
000 0

0 0 C!
~ 4! C!

CJI M IO M M ~ Ch ~
C!C!h!~~LO%&

ChPO C! AO4! Ch&
~VIOrOCh ~C�!
PQ D h! Ig Vi R 0 M
Vl O Vl VI O IJI O CJI

C!
O PJ
PD VI
~ 0
iO 0
PO O

M Ch

Ol O
LD D
M CJI
Vl D

CJI ICI ~

Vl VI 4!
Ch OC!
Vl Ci
OO4!

I
0 CV'
Oi

Ih
A /II

QI

Il!

O V!

OA I/!

I/I & il!
C3

Il! 3 r+
a rb

QI

Cf'

Wu4!D
CO ~ ~ ~ I I
R 0 CO O C! O

D MD I
KOVlD
VlDDD

CO

Ch
~ ~
OC!D
OO
00
DD

CQ ~ I
VlD D
OO I
DO
OD

rur>m
~ 0 4! ~ -I-'v Vl

C! C! CO hO FV 4!
DD 4 UlVlQO
0 O Vl h! hO PQ
Oa OCJI VI+

0
r+

0

II!

0
I/!
W I/!

3
"CJ

0

0 N ID

I/I

0 0
N
II! O!

A A
0 a

II!

I0 5
Il!
I/I

A ~ h! PO
COC!KA

~ ' I
VlWIC! V!O
DVl4!D I
OO~D
0 0 Vl 0

M ~ M
~ C!l

v I ~ ~ I
QO O ~ Ch O

I h! h! I
VI Vl Vl
0 DD

4! ~ PO
D C!D

I I
Vl0 4! COO

I V~ I
C! CJI Vl
0 OO

Ch 'V CO
~ I ~ ~ I
~OD4D
FO I 0 Vl I
Vl OD
O ao

ll m m � I
Il! I

O CLCLO

2 C/! ~- r+
CL Z
e I!i a

fb

PO M IO
O~Ch

I I ~ ~ ~
0 0 IJI 0 N
I I OOVl

DDD
OOD

4! W h! W
0Ch4! VI
~ ~ ~
CJI 4! IO 0
DWAO
OVlOC!
OOOO

I I I
DDD PQ 4
I I I VI Ql

D O
C! D

0
C!

CL
I/I 0

U X

K X
S

� I
0



101

O C/ID

O

CII
4I M I0l LD Ch CJI M
CJI VVIDMR ~

I ~ ~ ~
0 QQQQOOMMVI
Q I I I QODUlCJIO

OP
00 D
~ ~
OO
OO

CAP

o usa ~ cn
~ ~ ~ ~ I ~

M VOOVIOO
vIOQQ I a

C0

Vl

Vl

a O

Ch
4I V
~ ~ I I
OOOO
O Q I IO O

CaP
V

00
Ul

4!

O
Vl O

~ Ch

00
C0 V
V Ul
Vl O

M

CDAO
~ ~
C! 00 ~
'V V M
Vl Vl Vl
QOO

Ul

Ch

C0 4I
~ ~

D QVI
O %
O M

Ul O VI

C0 CJIVl O~ ~
V M
Vl VI
ao
D D

I
QO

I
O VI
OO
oa
O Q

~ 4I CJI
OlV~
V 4I C0

~ IJl CJI
00 eh Cn
VMM
IJl Vl Ul

O Vl Ch
00 Vl C0
~ ~ ~
D~ %
OM4I
O Vl V
D O Vl

Ul CV
C0
M O V

VI 4I

O Vl
CJI O Q

%VIV
Ra~~ ~ ~
Ch V ~ O
MVIM I
CJI Q Vl
QQQ

Vl M

M C0

V M
Vl VI

CO

Vl
Q o

Q M
~ IP
QR
CJl 0!
M V
CJI Vl

Vl

C0
CJI

M
M

Q C0

CJI

VI V
a ~
O M
O C
O Vl

Vl
CJI

CJI C

Vl ~4JQ
~ V ~
0 CO Q

Ch ava
M OUlO
Ul OQQ

Ch
'LD

CJI

Ca

M lD
Vl

a
~ I

lD I
M CJI

ICI CFI
M Ch~ ~
Cfl O
CID O
M Vl
vl a

M M M

M M 4I
CJI Vl 00
M MM
CJI IJI Vl

Q Q
Q I
O
a

M
~V%M
4I V 4I 47

~ ~ ~
O O Vl Ul
CJI O Ch O
VD MD
CJIOVl O

4I V Vl '4! Vl V
M~4IOIQ

~ ~ ~
MC0 Quau
CJI~OV CJIM
OMQVVla
QVIOQOO

M 4I

tD CO M
~ ~

Ul 4I O
Ova
QV&
O Vl 4l

O
CV'
fB

QChA C/I
O C 2

E/I fD DI C
DP rt ~O

fD ~Q A.
fD

I/I QI
r+

fD

fD
O

C/I M

0 O
C

C/I
W LA
fD

fD

C
C ID

Q
O
0 C

B

"C5

II
V C
O A
C0 V

4I Cfl

V M
CJI Vl

O r+

O N

OOO
N N N
fD fD ID

A CJO
O fD
O.N r+

I/I
fI W

I/I
C+

Il
O

O c+
N
fD

fD
O I/I
C 3

O.

I/I

CJI

C0

CJI
a

C/IOCCIRA fly% H
~C DI ~ID fD

5 D/ Mr+O O O.O
IDm O WWC

7  DP ~I D C/I ~'
I/I 0

DO &ID
fD
DI
O. B fD

~ M 4f
A A M 47 O
M CJl ~ ~ Vl
~ ~ ~ ~ ~

O Q CJ92 O O M 00
M 0 0 VI V
UlOOO VI
OOOOQ

M4I CO
~ K A CII V & ~ CJl V
4! Vl 4h Q 4I ~ C!  h ICD
~ ~ ~ ~ ~ ~ ~
VI VI 4I Ol CJl O 4J Cn C
Q Ol C0 ~ V Ch ~ ICI 4!
O CJI ~ M VI M M O V
QO4IVlO VICJIQ Vl

4I ~ ~ Ul ~ M
4I 4J V CJI W M
MCh VIDO Vl
~ ~ ~ ~ ~ ~
4 4OVV4I
CO M CJl Vl VI V
MVI MOME
VI Q VI O Vl O

O 0

c m
z

fD D

m
0

O

CD
gL



A CD
0  

O fD CD

O S
0 0 CL

O Q.

V lP

D 4!

Ch M

V V
Ch CXI
Ol M
VD~ ~
h! D
Ol Ch

CO

V D
Ol

h3 GJ
V V
M CO
V 'lO
Ol CO

CV M
1$ 'V
~ CO
CB Ol
IID V

D
CO

D Ch

Ch D
Vl D

A w
CQ D
DD

0 vl
C+ CD

C3
rv D

CQ CVV 'V
CJl ~

Vl PV

D 4
Ch D

CO V

D
'LD

CD fD
5 $

OI
Il3 EO
CD CD
'U O

s 0
0 th

fD

fD
0

CD

CD

0

'Zl

S 0 0.

Wl AwG!
S CD W CD
n IJI 0 Icf 0

Ill Ul Vl
Q ~ ~ I/I ~ ~

0
0 j DOI

~ W oa a
n 0 ~ CD Q3

CL ~'8

O

Cu
m
X

CD 0

Z I C>I HI
CD fD j fD N CD 0
n Ih 0 VI O III n

ICI CCI ICI V7 VI Ql
O ~ III ~ ~ Vl ~ ~

P
S DDI AS

oz 1 0
r+ 0 ~ CD W w CD

cL~ 5 ~ nD
c n Q 2 c

n o e

IO
0

III m
X CL

fb 0  A
CD

V!
V! 0
CD
ih CL

V 4J M Ol

n 0

EA
n 0
CB
n S O
ID >c

Pl
OC

I I � I

I:

Ib



103

fb

7C
w I
h
fb C3 C/l

O fb
I

I
0
Vl
Vl

m
OC
C3
ID
Vl
Ib

~ ~

CQ «h

M Cll

O PQ

I
O 4 ~Vl

~ ~
O4
O 4

Ul ~
4  A
~ ~
D O
Oe

4d Cll

~ «O

4 QQ
Qb 4J

Qb
Crd GJ
O

I
D 4 GJ
I ~ ~

e O4 OO
Cn O 4 O CJI

VJ 4
O «h
Vl O

hJ M
CaP ~

I
4 CA!

I
O4 OD

h! O4 OCJT

FO <7I
4! O
«FI «Fl

ru 4
4J
4D

QQ

CA ~
O D ~K 4CAl
I

O 04 DO
41 D4 Ou

M ~
OO
e ~
CIl M
QCI GJ

Qo
I

O CJI ~ Vl 4 4!I
O4 OD

a O4 O~

4 fQ
'4
«rl

O G3

0 0
0 Vl
C

O

0
Ov
I/l

I-I-
fD

0

0

AI

O

ID

IV'

CO

m 0c
Ib
Vl
fb
Vl

O
fD

g 7c-
Dp

0 0 C/I
0 fb

m
!C

fD
Vl rn
fb 0C
~ 4 'D

fb

fD

ID
fb

I/l ~~
C
lV C7 A
13 0

fb
Q92

ID
Vl I

O CJ

DP

CO

m
0C
0 fb

0 0
Orth'
VI

X A C/I
0
Vl

tl3
VI

0

ID
0 Ib
0
QL C
Vl fb

tb
fb D

CI

rll

O OC
0
fb OC
C/l
g+ «CI
S
 + I

cB
fb 3o



0
0 rt
EA Ql

CD
lD
7C

wp
h
CD 0 IA

0 ID
c+
I

0 0
rt c+

Qp

I

0 CA
0 ID

cd

r+

0

m X
ID
VI
ID

>C

ID

ID

m X
0 ID
Ill
ID
~ ~

m >C

Vl
ID
~ ~

4J ~
O 'v

~ ~
~ CD
PO C!

I
Vl Q LO

I ~ ~
CA D>

4s Q OPCQ
CJl
Vl Ca!

~ ~
D~
OQ

Cab 44

O
a 00 ~ Vl
I ~ ~

Ol O Q4
O O4

Oc
O V

C7I
C7I

Ul ~
~ ~
Q
ao

M4
0c M
0c CO
~ ~
C7l GO

O I
O a ~Ul
I ~ ~

CQ Q4
O4

Ol

D GJ
4J

Ol M
4 0l
~ ~
O ~
QQ

ro M
Ch O
~ ~
w Crl

O h!
Vl

Ch N

OA
Q Q

'V I
4

I ~ ~
4D e ac

QW

CJc

00

ro M
C7l ~
~ ~

Q D

Ch

'V 47
~ ~
OV
O Ol

O

0

h
0 rI

e r+
I ID
0

Q 0 5
Qy

c+ r+

I Cl
0 vl m
VI X

fb

ID
ID

t/1 I

0 A
0

~ "S ID

lh I

Q CO
I ~ ~

Oe
D4

Z A Ch
QI 0
I Vl

rc' ID
CII

0

CD
6! C
0 CD
0
CL C

ID

ID
3o

7c

m

h OC
0
3
ID OC

W
QI M
I+
CD
3 0l
ID

r+



105

CD
CD

I � 4
0
O CD

0 0
rt r+

M X7
CD

G! C
0 CD
0 0. C
VI CD

m
X

CD

VJ
CD

m
X

CD
VI
CD
~ ~

hJ M
IC! V
CXl Ch
~ ~
CO V

I Vl ~
O W Vl C Ch
I ~ ~ ~ ~

Ch D4 D~
Vl O4 OO

Ch
4I QO

O
CO

Vl

Vl I0
~ ~
4J Vl
O VI

O I h!
V D

I
VI O O4

DW
D DCO Ch

Vl hJ
~ ~
O~
OD

CO ~
~ ~
M Vl
CO CO

4I
Cd

O

Ch

Vl Vl
4l

I
D M ~VI
I

O O' O>
4I D >

D

CJl PQ

O
OD

O

4I Vl
4I Vl
M Ch
~ ~
CXl ~
CO ~

4I Vl Pll
CO ~Vl &Ql

V 4 DP O~
OA OO

ru CO

CO

VI Crl
D 4!

& D
Ch PO

PO
4I Ch

4! V O
Vl

IO
4

PO

R Ch
D ~
OO

~ ~
O4
O4

R
CD

0 0
gL Vl
C VI
h

0

0
r+ Pt

r+
P CD
0
Vl I
Vl 0

VI
Vl

0

g I
O
0 0

e m
X
'0
CD

m CD
X ~

CD

CD
CD
7C

I/! I
C gU
0 CPM

O
CD

CD
VI I

ID
CD

w I '4C
h Ot
ID 0 C/l

0 CD
r+
I

CD
CD

m

Q
h X
0

m
CD >C

-I

Ch



toe

Q
0

fD

W P-I 
fl
ID 0 V>

0 ID
I c+

I

I I
0

0
O ID

4

fD

IA

Ql
4

EO
m X ID

X ID
I/I
fD
~ ~

CQ ID
0 X

C7
"l ID

III

 
0 ID

A CL
u3

0 fD
CAI Ul
CO R
~ ~
'rI Ul
CO M

OR ChO
4> O
LO

I M
O I

VI M
4 Ch
~ ~
O~
OO

ID

rt

ID

0 O4
O4

O  
fD 5 ~O

~ ~
MM

Qr

C7
$

o X

R
r

Ul

O I
O O ~Ul
I ~ ~

Ul M
W Ch
O~
O O

ID

fD

4O Ul
cu C
Vl W
~ ~
CO M
M Ul

M CO
I Ul M

O 0 ~Vl
I ~ ~ ~ ~

O4 O~
Ch O4 OO

ID

rt

Q3

M
M O
LD 4J

Ch Ch

Vl R
~ M
M Ce~ ~

VM

O

O O
O

Ul M
4 O
~ ~
O rrI
OO

~ ~
ON
O Ul

Ch R
OR
MR
~ ~
Ca! Vl
C M

O
O R

CA!
O

Vl O
CA!

Ul
CJt M
4 O~ ~
ON
OO

~ ~
0 'r4
O Vl

O 0 CA

C ID

2 0

ID
0 III

VI

ID
O 4

rt Cu

fD
0

0 O
Cl

O ID
Wr Q
r+ r+

I
0

Ih X

fD

ID
Iil

fD
Fc

0
I
Ql

O 0 Ch
0 fD

m
X

fD
IA m
ID X

fD

ID
~ ~

ID

A I
S

'CD C7 8!
O

fD
gg

Ih I
C

~ M C/!
SV O

III
IO rI. fD

g
0
W Kl

ID
A<
0 ID
O
4 C
vl ID

ID
ID
7C U

m

W
fl X

8
fD X

CP

r+
ID

fD O



G!HH
$ 0 0

0 r+r+
VI QI QI

CD
ID
Jl

QI
0 0 A

0
ID
QI

I
VI I

C

I I
0

O
0 Ib

Ib
lb

h
CD O' <JI

0 CD
rI'
I

7%

I CT CA
O Cb

r+
O

0
CD
QI m

x

CD
IO

Cb
x ~

ID

XA A
QI O

IO r+ ID

O
M X7

Ib
C!  
0 8
0
O. C
VI CD

QI A
O
VI
c+

C
ID

O
CD

CD
O VI

VI

m

x lb
VI
Ib
~ t

m
x C5
Cb
Vl
CD
~ ~

m x
ID

CD
x

O

ID
VI

 
h ID
CD

QI C7
0

Ib
Vl ~

4P
~ CJl V
Vl Vl D~ ~
0! O %
OCI MV

O

C
Cl O

Ul PO
>o

DV
DO

O

Vl
CCI

C

~ ~
O V
O CJlO o

Cb
CD
JC' CI

CI

m W
h X

0 ID
 D

QI

I Ch
Ib m

~ 4J Vl
0DV Ch
MCh Ch
~ ~ ~

Vl FO
P D

O V
DO

CO

4 4>

hJ ~ Ch
4J ~ Ch
QOV Ch
Ch lO CJI

CJl ~
AO
~ ~
O V
D O

O

Vl O
47

V

O Ch

~ ~
O V
O VI

0

 
Cb

CD

x 0 lb

Cl.

IO

  0 QI
CD
O.

0 CD $
CD
I-l.

ID

0 S
CD

O.

rI

IO

Cb
x 0
lb
VI

S
0 $
QI

Ib
CL

0
  Cb

Ib s
CD

0 l

I I

0 S
0 x

Qt

Mo

CI
CD I
r+ O O

O. VI
t7 C VI
"S h
O r+

K 0
c+ QI

I-I.
I Cb
0
Vl
VI 0

VI

O w D

Vl O OV
O OVl

h!

O 4J O

ab

CJI

4J

O Ch
PO

ht

  CD
r+

I.Q

ID
X

Cb
VI

'V O
CJl

O

Vl D
4I

4J
o

O O
4s O

O V
D Vl

D V
O Vl

Vl PO
4 O

O V
D D

Vl hJ
>o

O V
DO

PQ 4I Ch
~O! O
CJIV >
~ ~ ~
VXI Ch
h! D lV

hJ M Ch
rOO 4J
A VN

VlVI O



0 C+
Ol

hD
LD

O Ul

I
O A
I

MGJ Pg
AC! V
~ ~ ~

VO
  DO O

Ch

V CO Ch
Ul 'LQ Ca!
MOO Ul

Ul
Ca! O Ul

4O C D~ ~

Ul

Ul
erat

C7l

Ch

Ol

Ul
Ul

~ 8
Ul

+ DO
0
rt 0 ~.
QJ Eb

O
C/I fP El1

� w cp
th Cl Vl

ID

0

~OCOCX! VCh

Ul u O ~ Ul 4
~ 'L D 0 4l N 0
'I ~ ~ ~ ~
Ul Ch CO uD O C!
Ul  Xl V R h! Ul

~ ~ 4! 4! C! CO
M MUlZ>mC~ ~ ~ ~ ~ ~
4 AOVmnO
WWMOMM

~DO
O ~VOO
&0 0
~ Q! tA ~ ~
Ultl fD OVtO
M  D. CL V hD C !

V % ~ O C! Ul
O O 0 4! C D Q!
~ ~ l/l ~ ~ ~
VUlS OCTO
Ul ~  D-  X! O  Dl

4J ~ Ul V 4J
00 M C0 M CO M~ 4 ~ 4 ~
M Ul Ch C D L D VP
H~CO~VO

M C0 OD O 00 Ul
4! O % '0 Ul 'B
~ ~ ~ ~ ~ ~
OO rea V Ul~ Ol PO GJ V X

u 4 u 4! Ul 4
M ~ W 'LO 4J V

Ch ~ ~ V ~  Xt

w5 er
0

O
CII Cp EA
OP

g
l/I  D Vl

tb
DJ

0 ill

V 00 M Ch %
O'IQC! VQ
~ ~ ~ ~
 Dl h! ~ % O
hD V 4 V C0

Ul CO tD l D CA
Ul m CO CA

~ & ~
� COCOO~
Ul O ~ & Ol

UFO I
4 ~4!VO
~ ~ ~
Q VV'
Ul COO@V

Ch 4J V Ul ~
ChUlV~ ~
~ ~ ~ ~
~ O 0 CD 4!
~VVCD Ul

~~Col ~
Ul hV4J CO~ ~
'V C7I V ~ V
M M M CO Ul



't 09

O rI' O
rt

CD

IS

CO
CO

LD

IP

CJI

Vl
CD PQ

CFlo

COCJI
o

CD

CD

m >C

o CFI
00

CJl
CD

o

QO
LO
Vl
CAP

LCJCO

tP
CD

Vl
CDCFl

Ch
CD

IP
CD

C

Vl

CO

Ch

o

hJ

CO
CD

o

CO

CO  CF

CJI

CFl
CO
CD

o

Ch
CJJC!

Mo

%P

CJI

CD

o CFl
hD

� I PU
O

m
CD

3 41 ID
OI

ID ID OI ID
I/I CII IO

O

CIIJ
'V

CO

W2 D
O
rI U~.

ID

A
C/I CD
OI

ID OI lD
I/I CCI I/I

CD

O

Who CF
O
rl. 0 ~.
AI ID

C
A

I/O ID I/I

CD A lD
CCI CO I/I

CD

O

EyR.
tt
C
00

-Fo

Vl M Vl M 4J V CO
V ~ M hJ Vl GO FO~ ~ ~ ~ ~
CIIJ V Vl ~ ~ Ch ~
V ID Vl A Vl P O

~ W CFI V PO CIIJ 4J
v 4 O 4 '4 v v

~ 4 t ~
CD Ch ~ Ch A O Do
00 ~ VICFlCO M V

hJ ~ ~ ~ hJ hJ PO
~VC! 4! VlCO C/J
4! Ol 00 40 D Ol PJ~ ~

Vl O O hJ CO QO O

� I
CIIJ QO VI Ch FQ V hJ
Vl CA CO O CFI fQ Ch

V ~ hJ V 4> CO CO
C/J CO O rO ICJ VI V

AA A VICJI
m CJI COI ~ ~ i ~ ~

COV ~ChCh
4 00 O Ch

OCOOVOOOV
CJI OO Ul CJl Ch 4I Vl

~ 4 ~ I
Ch ~ ~ Ch CJl CIA ~
CJl hJ QO CAI CIII CIJ FIIJ

Ch VI Ch Vl tel QO LO
V~ICIC
CX92 OO CCI CO PIJ CIJ PO
FlJ CO CCJ O CJI CO Ch
VlOW ~&POPO

O
Ft -O

ID

Cl
I/O CD

ID
I/I IO

ID

CF
QI

ID

CII

~ Ca Ol CFI M A PQ
vl o M ~ CO o v

~ ~
CJI CJI a e W C V
hJLOV~UVIO

VVCOVCJlVh!
CO CO O O O CJI Vl
~ ~ ~

4
& -Do A V h! V CJJ

CJI VI CJl CJI hJ CO O
Ch eWOCOOO~ ~
v M ~ O vl Oo M
Vl CCJ O CJI CO C0 4

CD C! CJl W W ~ ICJ
Vl CO IQ O D V ~

~ ~ ~
4> V 4! A VI 4! � I
PVO>4VOO

WM~~CIJCJl vd
<43COV&'LOCh A

~ ~ ~
Vl M ~ hJ CO ~ V
Vlcc VlCOD4

CO CIIJ V CO ~ LO OO
CJl CO CO CCI ~ ~ PO

Ch CO IlJ ~ CIIJ CJI ~
AC3 CJI~MCJJ %

Ul JOI CJl Ol CJI  Jl Jl
CIO Ch OO ~ Ch CO cJl
hJVl&KO~~
~ ~ ~
CAI ~ Ch PQ CO M CJI
~ V hJ Ch ~ LO CG

o

CO



110

APPENDIX EXHIBIT 8

Percentage of Sales Accounted for During Three-Day Period

Percentage of Total Sales
Accounted for on Monday,
Wednesday and Thursday

Percentage of Total Sales
Accounted for on Tuesday,
Friday and Saturday

25.63K

39.82K

34.82%

29.57K

33. 56'l

35.10$ 64. 90%

Phase I

Phase II � Plan A

Phase II - Plan B

Phase II - Plan C

Total Phase II

Total Phase I and Phase II

74. 37'

60.785

65.18K

70.43%

66.44K
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APPENDIX EXHIBIT 9

Wholesale and Retail Prices for Selected Species

Red
SnapperWeek RedfishTrout Flounder Buf fal o Drum

.56/.79

. 56/. 79

.56/.89

.56/.89 .25/.25

.56/ .89

.56/ .89

. 56/.89

. 55/.89

Whol esale Price/Retail Price

2

3

4 5
6 7
8 9

10

11
12
13

14
15

16
17
18
19
20
21

22
23
24
25

.44/. 79

.42/.79

.42/.79

.42/.79

.42/.79

.42/. 79

.40/.79

.42/. 79

.42/.79

.42/.79

.46/.79

.50/.79

.46/.79

.45/.79

.45/.79

.45/,79
~ 47/.79
.49/.79
.47/.79
.49/.79
.49/.79
.49/.79
.49/.79
.49/.79
.52/.79

.42/. 79

.42/.79

.42/.79

.42/.79

.42/.79

.42/.79

.39/.79

.40/.79

.40/. 79

. 40/. 79

.44/. 79

.49/.79

.45/,79

. 44/. 79

.44/. 79

.44/.79
,45/. 79
. 49/. 79
.45/. 79
.49/ .79
.49/.79
.49/.79
.49/ .79
.49/.79
. 52/.79

.85/1.19

. 85/1 .1 9

.89/1. 29

. 85/1.19

. 85/1.19

.85/1.19

.85/1. 29

.85/1.29

.85/1.29

.85/1 . 29

. 82/1 . 29

.86/1. 29

.85/1.29

.85/1.29

.85/1.29

.85/1.29

.85/1.29

.85/1. 29

.85/1. 29

.85/1. 29

.85/1.29

.85/1.29
~ 85/1.29
.85/1.29

.23/.59

.23/.59

. 23/. 59

. 23/. 59

.25/. 59

.25/.59

. 23/.59

. 23/. 59

. 23/. 59

.22/.59
~ 30/.59
. 22/. 59
.23/ .59
.25/.59

.30/. 59

.32/. 59

.29/,59

.29/.59

.29/.59

.30/.59

.30/. 59

.30/. 59

.30/.59

.30/. 59
~ 30/. 59
.30/. 59
.30/. 59
.31/. 59
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Per Week

= $24.00Ice: 200 pounds/day at .02/pound = $4.00/day times 6 days

Labor: 1 1/2 hour/day set-up
1/2 hour/day teardown 18hours/week at $3.00/hour

1 hour/day cl eaning
= $S4.OO

Selling Labor: Tuesday, Thursday, Friday, and Saturday at
half time  ]0 hours days! 20 hours/week at $3.00/hour 60.00

38.00/week

Ideal cost for Monday and Wednesday

$ 4.OO

$ 9.OO

Ice:

Labor: Set-up, teardown, and cleaning
day

Ideal cost for Tuesday, Thursday, Friday and Saturday

$ 4.O0Ice:

$ 9.00Labor: Set-up, teardown, and cleaning

Sales Personnel

day

Cost/day to
Operate

Phase I
Phase I I-A
Phase I I-B
Phase II-C
Total Phase II
Total I and II

APPENDI X EXHIBIT 10

Ideal Costs to Operate a Fresh Fish Market

$14.76
$18.02
$16.44
$18.62
$18.50
$17.75
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