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CRAP!'ER I 

OORODUC'rION 

One of the most amazing stories to come from the foods business 

durillg the past decade is the growth of the frozen foods industry. Its 

rapid development, after having partially solved rany perplexing prob­

lems of production and distribution, was somewhat accelerated b7 higher 

consumer incomes and wartime scarcities. Bqµal.ly important is the fact 

that housewives have been relatively quick to adopt frozen foods. 

Therefore, todq frozen foods are occupying an increasingly important 

position and the indust17 no longer considers itself as being in the 

"infant" stage of development. 

The Problem 

Statement J1i. � problem. The pr1ma.ry' purpose of this study 

was to gather original information conc;:erning the merchNldising of 

frozen foods in the state of Tennessee. The study consisted of two 

separate phases: (1) a survey 0£ grocery store retailers of frozen 

foods, and (2) a surTey of the wholesalers or distributors of frozen 

foods. Within each of these two areas a detailed analysis was made of 

selected aspects of the development, present facilities, merchandising 

techniques and future plans as.related to these levels of distribution. 

Importance a:_ the stpdr. The problem of the distribution of. 

frozen foods is one of a complex nature and of paramount importance. 

It is vitall.1' necessary that each step in the proc·ess be effective in 
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order to assure the continued growth of the industry. Onl.7 through 

study a.nd research is it possible to uncover and solve the problems 

inherent in the frozen food business. 

At the present time, a very Umi ted amount of data is available 

concerning this problem in Tennessee. Previous research studies have 

been distinctly limited in scope. and have been primarily concerned 

with consumer attitudes regarding frozen foods. This study of retail 

and wholesale distribution bas been made in order that a more complete 

picture of the frozen food industry in Tennessee might be obtained for 

those groups interested in the indust17. 

Among those groups in Tennessee interested in the frozen food 

industry has been the Tennessee Valley Authority. Through its various 

departments such as the Regional Products Besearch Division, Commerce 

Department. and the J'ood Processing Section, Division of Agricultural 

Relations, the Tennessee Valley Authority has conducted original re­

search and also cooperated with other groups on studies concerning 

frozen foods. This work began as part of an extensive program designed 

not only to improve the standard of 11v1Dg of those rural families 

living in areas served b7 the Tennessee Valley Authority, but also to 

develop the agriculture and industry of the South. To�, as consumer 

acceptance of frozen foods continues to increase, the !ennessee Valley 

Authority is more than ever interested in obtaining information, such 

as that contained in this study, which may- be used.in the further im­

provement of the frozen food industry in Tennessee. 

Scope .2', the studY. The results presented in this study are a.n 

attempt to trace the development of the retail and wholesale distribution 
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of frozen foods in Tennessee t and to show present operational procedures 

and m&Jor problems confronting the industry as related to these levels 

of distribution. In this manner it is believed that the stu.dy will 

present a continuous picture of the activities of the frozen food in­

dustry in fennessee from packer to consumer. 

The Sample and Method of Procedure 

The sample used in this study makes no pre�ense at getting a 

representation of all grocer.v stores in Tennessee. Therefore, it is 

not a random, stratified sample, but a hand-picked sample. Since the 

purpose of this study was to secure information regarding the more pro­

gressive methods of merchandising frozen foods as used in the larger 

and better tJPe independent and. chain stores t it was not considered 

necesaacy to follow sampling techniques that would assure inclusion of 

all t7Pes of food retailers. Instead, the sample was restricted to the 

better type retail store in six metropolitan areas in the state. 

It was decided that 250 retail grocer,- stores were sufficient 

to provide adequate information for the purposes of this study. �e­

cause of the continuous association of distributors and retailers, it 

was feasible to bave the distributors select the majorit7 of the re­

tailers to be interviewed. Distributors were also requested to provide 

a list of stores which would be scattered throughout the respective 

metropolitan areas and representative ot their de$l.ers. The location 

and t7Pe of these 250 retail grocery stores is shown in Table I. 



!ABIE I 

DISTRIBUTION BY LOCATION AND TYPE OF THE 250 RETrAIL GROCERY STORES HANDLING FROZEN FOODS IN TENNESSEE 

Imependenta 

Corporate· c_t�ain 

Total 

)leaphia�--
Ro. J 

46 76.7 

14 23.] 

60 100.0 

NashY 
Ho. 

16 

34 

50 

a Includes voluntary and cooperative chains. 

• Chattanooga 
' lo. . J 

32.0 34 56.7 

68.o 26 43.3 

100.0 60 100.0 

Knoxv • Briet.ol �---� Oilt Ridp- -
lo. J Ro. ' lo. % 

44 73.3 1 a1.S I ll 91.7 

16 26.7 1 12.5 1 8.J -
60 100.0 8 100.0 12 100.0 

4 

Total 
Ho. J 

l.58 6).2 

92 36.8 -
2$0 100.0 



In the state of Tennessee, there e.re thirteen frozen food dis­

tributors located in six urban areas . Therefore, it was considered 

advisable to include all the thirteen wholesalers in the stucly and 

their respective geographic locations are shown in Table II. At this 

point it should again be stressed that the percentages in Table I are 

not proportional to the stores in the state, and those percentages in 

Tab.le II are not proportional to the stores in the six cities. 

5 

The data for this study were obtained throU&h personal inter­

views. conducted b7 the writer, vi th the use �f carefully prepared 

questionnaires. These questionnaires were developed after consultation 

nth the Tennessee Talley- Authority and members of the frozen foods in­

dustry. At a m.eetin€ attended b7 these groups, selected aspects of 

the wholesale and retail distribution of frozen foods were discussed. 

Using this discussion as a gu.ide, trial questionnaires were prepared 

for the two respective levels of distribution and submitted to the 

above_groups for their further criticism and suggested improvements. 

From this were evolved the finished questionnaires used in this stud,J'. 

Sample for�s of these questionnaires are illustrated in Appendixes A 

a.nd :B. 

It should constantly be kept in mind that results obtained from 

interviewing the 250 grocery operators are representative of onl.7 the 

leading retailers and should not be interpreted as being indicative of 

the average grocery stores handling frozen foods throu&hout the state. 

However, since all of the thirteen wholesalers of frozen foods were 

included, these finding, may be interpreted as being indicative of 

conditions existing among wholesalers in the state. 
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TABIE II 

DIS'ffi.IBUTION BY LOCATION OF THE THIRTEEN WHOLESALERS OF FROZEN FOODS IN TENNESSEE 

Cbatt;&nooia 
No. 

1s.4 4 30.7 2 15.h 

Brl�ol 
:No. J 

1 1.1 

6 

To 
.-. -- I 

1 1.1 13 100.0 
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Review of Belated Studies 

The experiences of the frozen food industry during World Var II 

focused attention on a number of problems which were more or less gen­

eral throughout the entire ind:ustr.,. In the years since the war 1 s end, 

a number of studies have been made in Tennessee and in other sections 

of the countr., in an effort to provide needed information for the solu­

tion of those problems. A brief SUJIIID8.l7 of those available studies 

closel)" related to the problem at hand will be given in this section. 

lood Jp@ustriee and Befrigeration lt@evch lopndation Suryez
1 

In 1946, Food Industries and the Refrigeration Research Founda­

tion, Berkley, California, Jointly conducted a frozen food survey de­

signed to secure data regarding the activities of various members of 

the industry • .Amot1g those members receiving special questionnaire 

forms were all frozen food distributors. 

Results obtained from these questionnaires indicate that the 

practice of featuring one brand of frozen foods exclusively has been 

abandoned b7 .most distributors and in the :f'uture they will merchandise 

several different brands. The advertising of frozen foods is being ex­

panded altho'U&h one processor continues to supply the majority of the 

advertising used in the industry. !he most widely used medium for this 

advertising is newspapers although radio and 1118€&Zines are gaining in 

use. 

1 Harvey O. Diehl and Charles R. Bavighorst, "Frozen Food Report 
No. 2, 1 1ood Industries, 19:149-160, Jebruary 1947. 
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The efforts of distributors are largel.1' directed toward the re­

tail market for frozen foods which constituted approximately 60 per 

cent of their sales from 1943 to 1946. 

Un1yerait7 of !eppepaee Stud.y on Coygmer .lttitudee bgardjpg 

Frozen l'oods2 

In November of 1947, the University of Tennessee conducted a 

stUOT designed to determine the attitudes of consumers regarding frozen 

foods. This et"Wcy" was made in Knoxville ,  Tennessee , and consisted of 

400 personal interviews conducted with housewives who were users of 

frozen foods, and who represented average and above average households. 

Besults of this study indicate that frozen foods appeal to the 

housewife because& (l) they are easier to prepare than fresh foods , 

(2) frozen foods are more economical , (3) frozen foods taste better 

and have a better appearance than canned foods, (4 )  the quality of 

frozen foods is consistent, (5) the size of frozen food paclcages is 

adequate. The major disadvantages of frozen foods are high cost and 

the storage space required. 

Definitions of Terms Used 

Certain terms are used in this stuq which should be specifical.l.7 

defined, ·  not o� to avoid needless confusion of the reader, but in 

2 Edward ll. Garrison, A StudY .91 Consumer Attitudes Regardh1g 
Frozen Joods, The University of Tennessee :Record Extension Series, 
Vol. XXIV, Bo. 1, PP• 21-44, February 1948. 
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addition to minimize possibilities of misinterpretation. It is, there­

fore , necessary that those definitions as given in this section be used 

consistently throughout the st�. 

The term "distribution• as used in this st,idy is interpreted as 

relating to the � and selling functions of marketing and the in­

stitutions and methods used to hr.plement them. The two classifications 

of distribution used throU&hou.t this stuicy' are interpreted as follows : 

wholesale distribution relating to those �ng and selling !unctions 

of marketing concerned with the sale of goods to retail and institu­

tional. b'IJ1'era for purposes ot resale or other use in the conduct of 

their business; and retail distribution relating to those b'IJ1'ing and 

selling functions of marketing concerned with the sale of goods to the 

consumer for his personal conaum.ption. In this study the terms whole­

saler and distributor a.re used interchangeably and should be interpreted 

as meaning a business concern which sells to bi:q'ers for purposes of 

resale or other use in the conduct of the 'bu1'er 1 s business. As used 

in this st�. 'mercllandiaing• is interpreted as meaning those internal 

practices and policies followed b7 retailers and distributors for the 

purpose of promoting the sale of frozen foods. The •institutional 

market• for frozen foods is interpreted a.s being that market composed 

of hotels, restaurants , hospitals, and clubs, and simi lar users. 

Organization of the St� by Chapters 

In order to have the most logical arrangement of the two phases 

of this st"Wcy" for purposes of interpretation , the following organization 

has been used for the remaining chapters. 
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The historical development of the frozen food industry in the 

United States is presented in Chapter II , and provides the necessary 

background for a clearer understanding of the industey 1 s expansion 1n 

Tennessee. In Chapter III a presentation is made of background infor­

mation leading to the development of the present status of frozen food 

merchandising in Tennessee. Information with respect to operating 

techniques and the present facilities for handling frozen foods is 

presented in Chapter IV. The purpose of Chapter V is to discu.ss the 

merchandising techniques emplo7ed b7 retailers in Tennessee to promote 

the sale of frozen foods. The future plans of frozen food retailers . 

a.re revealed 1n Chapter VI . A detailed analysis of the wholesale mer­

chandising of frozen foods b7 distributors in Tennessee is presented 

in Chapter VII . Specific conclusions and findings are summarized in 

Chapter VIII . 

The results presented in this studT should be of value not only' 

to all retailers and distributors, but also to all packers and proces­

sors of frozen foods. The problems in the at'lldy are handled in a gen­

eral. manner and those concluaions of major importance are presented. 



CRAP.rER II 

DEVllLOPMENT OF THE FROZEN FOOD llIDUSTRY 

krly llisto17 

Methods of preservill& foods through freezing originated as lon,; 

8£0 as the 1870 1 s .  but the first real interest developed in the 1920 1 s 

when Clarence �irdse7e 1 a method ot continuous freezing received wide 

publicity. 

In 1929 the General �ooda Corporation purchased the Clarence 

:Birdseye quick-freezing patents and formed a subsid.1&r7, hosted Joods 

Sales Corporation, to develop and put on the market the :Birds Bye line 

of frozen foods. The date of the first !irds EJre commercial pack is 

uauall,1' given as 1930.1 Jlrom the beginning its procesain& and distribu­

tion have been carried on in such complete independence of other packers 

that � discussion of the industr,- divides naturall,1' under two bead­

ings - :Birds Eye , and other packers and diatributors. 2 

)fazq' iDd.ependent packera and distributors have criticized !irds 

Eye, or the J'rosted J'oods Sales Corporation . because of its independent 

attitude with re1pect to processing and distribution. There is , however, 

something to be said on the other side of the question in favor of !irds 

1 Harry Carlton, � l'rozen lei9. Industry (Knoxville, Tenneaaee : 
Univerait7 of !enneaaee Presa, 1941) ,  P• 4. 

2 �. 
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In the period from 1929 until 1939, the General Joods Corporation 

spent an estimated $30 million on its subsidiary, lroated Foods Sales 

Corporation.3 A large part of this expenditure was represented b7 low­

temperature frozen food cabinets which were �wned b7 l3irds Bye and rented 

to retailers who agreed to band.le :Bird• lye products exclusively. l3efore 

it received ,my return on an extremely heav investment , l3irds ]Uye went 

through a long, expensive pioneering stage. It could hardly be expected 

to forego the advantage of the closed cabinet and open up retail dis­

tribution which it had established b7 hard experience and heaV7 expense , 

to all packers and distributors on an even footing with its own products. 

During these early 7ears the complexity of retail distribution 

obstacles, as well as technical difficulties in freezing vegetables, 

discouraged small packers and distributors from competing aeriousl7 in 

the retail market. .As a result, the7 confined their business operations 

to proce.ssora and institutional markets. The h1sto17 of the introduc­

tion of quick-frozen foods to the retail trade is, for the most part, 

the sto17 of l3irde E7e 1 s early operationa.4 

The growth of the frozen food indust17 has followed a pattern 

similar to that which baa characterized much of the industrial growth in 

this country-. Duri11g what mq be called the period of ex,perimentation, 

extending from 1925 to 1936 , inclusive, the production of frozen fruits 

3 R. C. ]7ne, IJligh Spot Beport on J'rozen Foods, lmndred-Million­
Dollar War :Baby, " Sales MM.yement, 52 : 18 . November 1943. 

4 Carlton, loc. cit. 
- -



13 

and vegetables was relatively small. It was during these years that the 

induat17 experimented with raw materials , developed processing methods , 

and went through the evolution f'rom hand labor to original machines and 

thence to more efficient mechanical equipment .5 

�rom this industrial \U1certaint7 1 technoloa began to evolve an 

ind.uet17 that could !unction and produce finished products of desirable 

quality. Practices ,  methods , and machines were 1n the process of becom­

ing standardized. New packaging materials and methods were being studied 

and the problems of refrigerated stor�e and distribution were bein,; 

worked out . 

Chart l gives a revealing picture of the growth of frozen foods . 

During the earl.7 period of experimentation the indust?7 confined itself 

to fruits . This was due to the more advanced methods of processing 

fruits which had been developed. Most fruits were processed by the cold 

pack method , which consisted of slow-freezing the fruits in bulk contain-

ers . 

hperimental work on frozen vegetables was in progress in the 

early 1930 1 s ,  and was primaril.7 concerned with bacteria control for pur­

poses of preserving product quality and preventing spoilage after pro­

cessing.  Frozen vegetables were considered as a potential health hazard 

because processing operations could not achieve complete sterilization, 

and thereb7 eliminate all bacteria. 6 7rozen fruits ,  while unsterilized 

5 H .  C .  Diehl and c .  R. Bavighoret , IJ'rosen Foods -- The Past , 
The Potential , n Jood Industries , 17 :271 , March 1945. 

6 Gerald A. Yitzgerald , "Are Frozen Foods a Public Health Menace? , •  
.American Journal !Ji. Public Health, 37 :697 , Jlllle 1947 . 
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bJ' processing, were protected from the action of bacteria b7 their acid­

ity.7 In 1933, after the frozen food industry was satisfied that frozen 

vegetables could be eaten saf'el.1', the em;phasis shifted to quick-freezillg, 

although no significant pack of frozen foods was offered to the retail 

trade \mtil 1936. 

Distribution Problems 

Du.ring .these early years the problem of distribution was a major 

problem of the industry. The existing food-distribution systems had 

been set for foods which divided roughly into the following claaaes :8 

1. Packaged, non-perishable products, such as canned goods and 

cereals, which require no refrigeration for transportation and storage ; 

a. Freeh produce I which 1s refrigerated only if shipped long 

distances or held in storage for limited periods. Retail-store above­

freezing refrigeration for this class was comparativel.7 a new develop­

ment and seldom available t 

3 .  Meats , fish , poultry, which are either held above freezin& 

for short periods or frozen solid for long storage and transportation. 

They a.re usually allowed to thaw out in the retail store and sold as a 

fresh, unfrozen product. Ice refrigeration or slightly above-freezing 

mechanical refrigeration was the best that could be expected in retail 

stores selling these products; 

7 Fitzgerald, 12£· .£!!• 
8 Carlton, .2l?.• cit. , PP• 5-6 . 
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4. The highly perishable dairy products, which require refrigera­

tion at above-free�ing temperatures during their distribution to the 

consumer ; 

5.  Manufactured dairy products , such as butter and cheese ,  eggs 

and miscellaneous products which require refrigeration in transportation 

and storage; 

6. Ice-cream products . This indust1"7 &lone reqµires retail re­

frigeration facilities comparable to those demanded by the quick-frozen­

food industey. Storage and transportation are limited , however, to short 

periods ,  and to local , conveniently reached territory. Low-temperature 

storage space is limited and long-distance trm1sportation is seldom 

attempted. 

It is at once apparent that no one of these food-distribution 

s7Btems was able to provide adequate:LT for frozen foods. :Because of 

this situation , distribution was forced to move slowly , using existing 

facilities wherever possible, and building new ones. 

Betail and institutional distribution of frozen foods was started 

b;y :Birds i,ye, or the l'roated l'oods Sales Corporation , in the larger 

cities , where the consumer demand for high-qµality fresh foods was con­

sidered to be greatest ,  and where some low-temperature stor889 was 

available. :Because of this policy, the distribution of frozen foods 

centered principall.7 in the Midwest and Northeast with respect to the 

retail and institutional markets.  

The lack of low-temperature storage facilities and transportation 

had not proved to be a serious drawback to the distribution o! frozen 
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fruits in the processors • markets. The adaptation of existing cold­

storage warehouse space in fruit-packing and marketing centers had been 

accomplished with satisfactory results . 

The retail distribution difficulties were not so easily overcome . 

Grocers who handled frozen foods had to invest from $1, 200 to $2, 000 for 

a low-temperature cabinet in which to store frozen foods. Local adver­

tising was ver:, limited , national advertising non-eXistent. The grocer 

found himself with a new item which added materially to his expense, com­

peted with fresh fruits and vegetables, and for which there was little 

consumer demand. 

To counteract the declining state of retail distribution, �irds 

Eye, in 1934, instituted new ·saies and promotion policies in Rochester 

and Syracuse , Jrew York. 

The main features of the policies were :9 

l. ietail efforts concentrated ·in the Northeast .  

2. A less expensive mechan1call7 refrigerated stor� case was 

offered the retailer on a rental basis . 

3.  An established wholesale grocer was given exclusive distribu­

tion in each district . 

4. J. prominent food-advertising &&ency was given direction of the 

promotional advertising. 

These new policies, while doing little to  help other packers and 

distributors, did prove beneficial to the industry a.s a whole through 

increa,ed consumer education in the demand for and use of frozen foods. 

9 � • • P• 8. 
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With many o! its production problems solved , with distribution on 

an improved level, the industry seems to have entered a period of rapid 

growth about 1937 . Freezing operations began branching out into other 

foods such as fish, poultry, pastl"7, meat , and seafood. Estimates of 

1939 sales placed the figures at $40 million.10 

Status of the Frozen 1ood Indust17 Du.ring World War II 

The indust17 continued its rising rate of expansion until forced 

into a tempor&.17 slowdown b7 World Var II. 

Secret&17 of J&riculture Claude R. Wicka.rd, on December Z'l, 1942, 

stated that he had directed the Office of Price Administration to ration 

canned, dried , and frozen !mi.ts end vegetables, as soon as rationing 

could be set up. Re further stated :11 

Increased requirements of canned fruits and dried fruits 
for militar;y purposes make it essential that our stocks be con­
served . While our total supp� of canned fruits and dried 
fruits are the largest in history, the7 are among the foods most 
urgentl.7 needed for the fighting men of the nation and the United 
mations. This 7ear over one third of our production of canned 
and dried fruits and vegetables is being used b7 the armed forces, 
during the coming year nearl.7 half of our production will be 
needed for military purposes. 

Frozen foods up to this time had experienced wide acceptance as 

stated earlier , and it was hoped that the people of this country would 

shift a considerable part of their demand from canned to frozen foods 

lO Jyne, loc. cit. 
11 acam1ed, Dried, J'rozen lruits, Vegetables to be Rationed Under 

Point S7stem1 
1 Commercial � 11ns.ncial Chronicle (Jatnl&l'7 7, 1943) ,  

Vol. 157 , No . 4140, P• 72. 



due to heavy restrictions on canned foods available for civilian con­

sumption. Bationing of frozen foods would make possible the best dis­

tribution of available supplies. 
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The processed foods to be rationed in Februa17, 1943 , were listed 

b7 the Office of Price Administration as follows : 12 

1. C8Dlled and �ottled Fruits and Jruit Juices 

2. Canned and »ottled Vegetables and Vegetable Juices 

3. Other processed foods - Canned soups • • •  Frozen fruits : 

cherries , peaches, strawberries , other berries, all other frozen fruits. 

Frozen vegetables; asparagus, beans, lima beans, green and wax beans, 

broccoli, corn, peas, spinach, all other frozen vegetables. 

4. Items not included - Candied fruits • • •  frozen fruits in 

containers over ten pounds , frozen vegetables in containers over ten 

pounds. 

Plans for the rationing system were not completed as scheduled. 

On !ebruary 2, 1943 , the Office of Price Administration announced that 

rationing of canned fruits , vegetables , juices , frozen fruit and vege­

tables would begin on March 1. 13 

With the initia�ion of rationillg, the results were just opposite 

to those desired by OPA. Sales of frozen foods experienced an immediate 

slump while sales of canned goods continued without change. This was due 

12 "OPA Issues List of Joods to be Rationed, " Commercial and Finan­
� Chronicle (Ja.nU&17 7 .  1943) , Vol. 157 , No. 4140, P•  68. 

13 
1liationing o! Canned Foods �egins March l , " Commercial � fi-

&mcial Chronicle (�ebru.aey 11, 1943) ,  Vol. 157 , Bo. 4150 , P•  584. 



to an incorrect comparison of point values for the two types of pro­

cessed foods by . the civilian population. 
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As an illustration , consider the point values on whole-kernel , 

eut corn. Frozen corn cost seven ration points for a ten-ounce package, 

while canned corn cost fourteen ration points for twenty ounces . People 

immediately concluded that frozen foods were actuall.7 more costly on a 

ration point basis than canned foods and , therefore, there was a slump 

in frozen food sales. 

To correct this wrong assumption , Birds Eye immediately instituted 

an advertising campaign to show that frozen corn actually cost the same 

as canned corn for the weight received and ration points re�red. 137 

comparing frozen weight with drained weight in cans , the point cost per 

ounce of frozen foods was act'll&l.]Jr less than that of canned foods. 

The week of March 24,  1943 , OP.A came to the relief of the frozen 

food industry and slashed point values on frozen foods 50 per cent , ef­

fective immediate17.14 In the meantime , the Birds Eye advertising cam­

paign had achieved a measurable amount of success in educating consumers 

to the econoJQ' of frozen foods. rollowing OPA 's  reduction of point 

values, the retail sales of frozen foods received a tremendous stimulus 

and 1n one week were reported back to pre-rationing levels 1n many 

areas. 

The institutional demand for frozen foods also received a tre­

mendou.s stimulus. One of the paradoxes of food rationin& was that OP.A 

14 "hosted Boon , "  Business �' No. 712, P•  94 . April 1943. 
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sharp� restricted the suppl¥ of sugar to canners, bakers, ice cream 

makers , preservers, and other packers , yet allowed frozen packers to 

process apples ,  apricots, and peaches , in sugar syrup , in astoundingly 

increased volume .15 Hotels , restaurants ,  clubs, and hospitals -- the 

so-ca.J.led institutional users -- therefore conserved their small supply 

of sugar b7 competin& for frozen foods . 

The expansion of distributional facilities for frozen foods was 

severely restricted during the war. Production of new , low-temperature 

display cabinets was completely' abandoned. All available metals were 

funneled into the war effort, leaving cabinet manufacturers without a 

metal supply. This greatl.1' reduced possible expansion of new frozen 

food outlets • 

. :Refrigerated warehousing f'acili ties expanded generally durill8 the 

wartime period. However, it is doubtful that this expansion was of an:r 

real value to the frozen food industry. The major additions made to 

warehousi� were those which best served the war effort , which were not 

necessaril,1' those best for civilian distribution. 

The final stimulus given to frozen food demand came during the 

latter part of the wartime period. In 1944 OPA stopped rationi?l€ of 

frozen foods seventeen months before canned goods. 16 

In swmnarizing the more important points relative to the status 

of the frozen food industry during the wartime period, the following 

facts are significant: 

15 1Frozen Foods : A New Horizon, " lm.siness �. No. 857 ,  P •  31 , 
:rebrua.17 1946 . 

16 IIJ'rozen Foods :  Interim lleport , n Fortune, 34 : 105 , August 1946 . 
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l. OPA regulations created favorable market conditions for frozen 

foods toward the end of the wartime period. 

2. :Because of food shorta.ges durin& the war, there was little 

competition. 

3. The civilian population was f'a.ced with food shortages , yet 

had dollars to spend. 

4. The demand resulting from these various factors taxed the 

frozen food industry 1 s production and distributional facilities to the 

utmost , and pointed the need for further study of distribution.  

Now that the war is over, frozen foods are free to  go ahead and 

the food freezer, a.s he enters upon the peacetime period , can set his 

sights u:pon a production target. Little regard has to be given to those 

factors which diverted his aim during the war years. 

Problems Now Facing the l'rozen Food Industry 

The American food business is the world ' s  largest industry. The 

food bill of this nation is annually more than $30 billion. Of this 

amount, approximately $18 billion is classified as perishable. In 1945 

about $250 million worth of frozen foods were sold. 17 

Despite the phenomenal growth of the frozen food industry, con­

sumption of frozen fruits and vegetables is barely one-twelfth that of 

canned goods, and f'ar less than one-one hundredth that of fresh 

17 
:a. E. lTagler, 1Six Major Problems J'acing Frozen Foods , " Sales 

Kyagement, 56 :46 , March 1946. 
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produce . 18 The per capita consumption figures (1 1/2 pounds of frozen 

fruit annually, for example ) are at once disheartening and heartening 

to the food freezer and to distributors. They are disheartening in 

their smallness. but heartening in the opportunity for expansion. 

Men in the frozen food industry have predicted that within a 

period of five years froa 1946 the frozen food pack in this country will 

be from eight to ten billion pounds yearly. 

Mr. R .  E .  Nagler ,  writing in 1946 in Sales Management , has stated 

what he considers to be the six maj or problems facing frozen foods. They 

are a.s follows:19 

1. :Setter transportation must be made available between 
the packers• plants and the retail distributing centers. The 
best fruits and vegetables for freezing are grown on the West 
Coast in an area roughly' measured from mid-California north and 
east to  the Sierras and Cascade Ranges. Frozen a.t the source , 
often right in or near the fields and orchards , they must be 
transported to the thickly populated East and middle East for 
consumption. 

Such refrigerator cars as we now have are makeshift ,  
neither equipped nor intended to hold zero temperature. The 
right kind of cars for this task are 79t to  be designed a.nd 
built . 

2.  Retail food merchants must do more to feature frozen 
items ,  taking them out of the step-child class. S omeone must 
develop a better displq cabinet that will pa.t these marvelous 
vitamin-rich foods on full displq, within bandy reach of the 
customer. The distributor and retailer must win new customers 
through a consumer-education program to be carried on at point­
of-sale b7 trained personnel. 

3.  There must be advertising and promotion on a national 
scale . �ither some central association or group mu.st fin.Nlce 

18 11J'rozen l'ooda : A New Horizon, "  loc. cit. 
19 Nagler , 12.,g, • .ei• 



the job or it must be carried on by individual manufacturers. 
Very likely some central organization will do the over-all Job 
while manufacturers will promote their own brands. That would 
be fine team work.  Editors of women ' s  and food pages of news­
papers, food magazines , and dietitians columns rill help. The 
Department of .Agriculture is alreadl' doing a first-class job.  

4. Manufacturers of packers freezing equipment , railway 
refrigerator equipment , truck and trailer equipment , food stor­
a&e lockers, and home freezers will afford to do their share. 

Motion pictures, shorts , and trailers used locally, 
should plq a considerable role , and color photography will have 
a grand opportunity. When television comes , the convenience of 
frozen foods can be dramatized in the home. 

5. Next must come better packa&ing. Two steps forward 
in packaging mu.st be taken soon : (a) better protection; 
(b ) packages permitting greater speed in processing. 

6 .  The final step in frozen food distribution will be 
delivery to the home. This is necessary to protect the frozen 
foods all the wa.y to the consumer ' s  home freezer. 
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The above mentioned problems present a formidable challenge to 

the future growth of frozen foods, but only a few are of immediate con­

cern. The others are yet to be encountered in the near and distant 

future. 

One of the principal problems which the frozen food indust17 D1Ust 

begin to solve immediately' is the problem of distribution, including 

transportation and warehousing. 

Spurred b7 ever increasing demand , frozen food processing opera­

tions are being increased at a tremendous rate which three.tens to out­

strip distributional facilities completely. The industry can conceivabl.1' 

ex,pand too much for its own good and eventuallJ" face a chaotic condition. 

Transportation 

Refrigerated transportation, an important part of the low 
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temperature pipiline to markets, pl�s an extremel.7 vital role in the 

production and marketing processes connected with frozen foods. Through­

out the marketing process from agricultural regions to freezing plants , 

to refrigerated storage warehouses and wholesale distributors , thence to 

retailers and consumers , refrigerated transportation is indispensable 

to the industry. This may be further emphasized by the fact that ap­

proximately one-half of our frozen foods a.re processed on the West Coast, 

and about 60 per cent of consumption is in the northeastern section. 

Although railroads have in the pa.st carried the greater part of frozen 

foods shipped over the country, refrigerated tru.ck lines and marine 

transport . are now making a determined bid for their share of the business. 

The initial and only means of transport open to earq frozen food 

packers was the reefer ear , originally designed and insulated to earrr 

perishable foods at temperatures ranging around 35-40 degrees F .  Few 

shipments were made with these cars before the railroads began convert­

ing a small number into heavily insulated ears by the addition of more 

insulation to the ceilings, walls, ends, and floors. 

Beseareh concerning refrigeration and temperature variations 1n 

reefers used for frozen food shipments began early in 1929 . However, it 

was not until 1945 that the most extensive research was begun. The 

United States Department of .Agriculture conducted tests involving eight 

ears . 20 

20 H .  C • Diehl and O .  R. Harighors t ,  IIJ'rozen Jood Report No . 2 -
Transportation, "  � Industries, 19 :8, Januar.r 1947 . 



At the outset, little was known about the railroad' s abil1t7 to 

transport frozen foods safely , and eveey possible precaution was taken 
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to assure safety in transit. The temperature of the product and packages 

was brought down as close to 10 degrees :r. as possible, and reefer cars 

pre-cooled to as close to the same temperature as practicable. Some 

packers loaded cars with frozen foods or merchandise incompletely 

frozen , at temperatures around 20 degrees or higher, and apparently ex­

pected that car rei'rigerat-10n would lower the temperature of the pro­

ducts. liven with the fastest and most protected handling and the best 

reefer cars, the movement of frozen foods is hazardous, especiall7 dur­

ing the summer months. 

The Befrigerator Car Research :Bureau of A.A.R. , the United States 

Department of .Agriculture, and the United States :Bureau of Standards con­

ducted tests in 1946 involvillg six specially constructed cara.21 !hese 

tests were expected to produce a great deal of new, valuable information. 

Frozen food shippers in 1946 seemed to prefer an overhead brine­

tame reef er to all other type cars available. Next ca.me the heavily in­

sulated fan car, and finally the standard end-bunker reefer. :Because of 

the indifferent rating given to reefer cars, the railroads are continuing 

research in an effort to provide better cars. There were in this country 

in October, 1946 , 1, 639 heavily insulated refrigerator cars.22 

Transportation costs are reflected in the final retail price of 

frozen foods. Shippers naturally prefer to employ the safest .  most 

21 .le!9.• , P • 12. 
22 

.le!2.• , P • 15.  
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efficient end economical means of transportation. In this respect the 

rail reefer offered in 1946 safe and efficient transportation at an av­

erage cost of 0. 8 cents per ton mile on transcontinental shipments .  

Truck 

A major competitive factor which the railroads will have to face 

in the years to come is refrigerated truck and trailer shipments of 

frozen foods . The early history of truck transportation was a period 

featured by inadequate equipment and inexperienced operators . ThrOU&h a 

program characterized by improved equipment and continued effort to pro­

vide efficient service , refrigerated truck transportation bas become an 

important service in many parts of the frozen food industry. 

The cost of providing refrigeration in truck transport is de­

pendent upon three factors :23 (l) the temperature to be maintained , 

(2) the outdoor temperature, and (3 ) the length of time the refrigerated 

service is provided . The same amount of refrigeration is required for 

moving an empty trailer at zero degrees as is required for moving e:a;y pre­

cooled shipment at zero degrees provided temperature and length of service 

are equal in each case . The cost of refrigerated truck transportation 

is , therefore , figured on an hourly basis rather than ton mile. 

Gradually · the refrigerated truck and trailer have firmly 

established themselves in the distribution process . The extreme flexi­

bility of truck transportation and the ability to serve smaller markets 

have demonstrated its worth. Trailers now carry approximatel.1' half 

23 �. , P• 16. 



reefer car capacity and are designed to maintain a temperature of zero 

or lower under special conditions . 
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Refrigerated ships are being planned and built with facilities 

for the storage of frozen foods . There is no indication as yet , how­

ever , as to when such ships will be placed in service for the transpor­

tation of frozen foods . 

There are no air freight companies a.s yet operating refrigerated 

planes that offer safe temperatures for frozen foods . In 1947 , plans 

were under way for building a plane which would carry frozen foods at 

approximately 3.9 cents per ton mile .24 

Warehousing 

In all the publicity which has accompanied the growth of frozen 

foods , little recognition has been given the part pl�ed by refrigerated 

warehouses . During the last 20 years , especially, the frozen food in­

dustry could not have made such tremendous advances in production and 

distribution bad it not been for refrigerated storage located in pro­

duction regions , metropolitan markets , and at strategically located 

transit points . 

Contrary to the popular impression of the speed with which frozen 

foods are moved from the }')&eker to the dinner table , they are actua.117 

processed for subsequent freezer storage . In this manner they may be 

distributed according to consumer demand and during out-of-season months . 

24 ll!i9.• , P •  16 . 
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Peas processed and frozen during June and July � not be consumed until 

� of the following year. During this ten-month interim they mu.st be 

kept in proper freezer stor9€e. 

The storage of frozen foods as just described is not without its 

cost . As inevitably as death and taxes , a pound of frozen food increases 

in cost one-fourth cent a month from the moment it leaves the freezing 

room. A pound of peas offered in May for 25 cents must bring 26 cents 

in September , or somebody takes a loss.25 This is the rule of thumb 

�ost of keeping a pound of food for a month at a temperature of zero or 

lower. 

Because of the rigid temperature control which must be maintained 

over a food after it has been frozen , warehousing is a far more vital 

factor in the distribution of frozen foods than of 8ZJ.Y other processed 

food.  A processing plant must have its own warehouse or be near a com­

mercial refrigerated warehouse capable of handling its production volume .  

AmoDg warehousemen there exists a not unnatural feeliI18 that the 

processing plants should keep out of the cold storage business.  On the 

other hand, processors of frozen foods resent , to a certain extent , the 

failure of the warehouse industry continually to provide new storage 

space for the products of new processors. 

This issue again resolves itself into the chicken and egg question. 

As a rule , warehousemen will not gamble on new construction unless as­

sured of volume; processors cannot guarantee volume unless assured of 

25 •rrozen Foods : A New Horizon,  a loc • .ill.• 



sufficient stora&e • There , as often as not , the issue stands. 

Uncertainty as to adequate storage space must be combined with 

transportation in the problem of distribution. 

30 

Another component part of the distribution problem which mu.st re­

ceive immediate attention is that of low temperature (zero or lower) 

storage cabinets for the retail and institutional trade . Production of 

such cabinets was eliminated during the war. 

Most refrigeration manufacturers began in 1944 the planning of 

low-temperature storage cabinets . These cabinets were planned to avoid 

the disad.vant9&es of the old pre-war closed cabinets , and to permit ade­

quate di�plq. The cabinets produced from the end of the war up to  the 

present time have been both elaborate and costly,  selling between 

$1 , 500 and $2, 000. 

Old-timers insist that it will be hard to  get a grocer t o  invest 

more than $1, 000  in a cabinet , and predict a compromise model to sell 

for around $800.
26 

Advertising and promotion of frozen foods have expanded rapidly, 

both on a national and local scale . In the earl.7 and pre-war years , 

�irds Eye remained the only producer to  use 8JJ.Y significant local adver­

tising. With the end of the war, producers were forced t o  abandon their 

free advertising ride which had been provided by Birds Eye ,  and to fur­

nish their own advertising in preparation for the approaching competition 

for new rewards in the frozen food- business . 

26 
•Frozen Food , " !usiness �' No. 800 , p.  66 . 



Today , the frozen food industry can no longer be called an in­

fant , but mu.st be considered as a mature part of this nation ' s  food 

industry. 

Summaey 
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In this chapter the writer has discussed the development of the 

frozen food industry since its beginning. First, the industry' s  early 

period of eXperimentation was discussed. During this period the industey 

was mainly concerned with solving various production problems and 

establishing a satisfactory distribution system for frozen foods . 

Second, the induat17 1 s transition to a period of rapid growth was 

briefly summarized. Next, the effect of the war on the industry was 

a.na.11'zed, and significant facts pointed out. The expansion of distribu­

tional facilities was severely handicapped, although the demand for 

frozen foods greatq increased. Next , problems standing in the way of 

post-war expansion were examined for significance. The need for im­

proved transportation facilities and increased advertising and sales 

promotion appeared to be particularly important. l'inally, those sig­

nificant problems of immediate concern were a.na.11'zed with emphasis upon 

progress toward their early solution. Distribution , including storage 

and transportation is of immediate concern ,  and real progress has been 

made in these two aspects of distribution. DisplS¥ cabinets still pose 

a restriction on expanded distribution because of their high cost. Ad­

vertising and promotion have expanded rapid.17 on a nat ional and local 

scale which should prove highly beneficial to the industry as a whole. 
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The development of the wholesale and retail distribution of frozen 

foods in !ennessee , as presented in this study, may be profitably ana­

lyzed in the light of those problems discussed in this chapter relative 

to the development of the frozen food industey in this country. 



CHAPTER III 

PBESENT STATUS OF FROZEN FOOD MERCHANDISING 

BY RETAILERS 

In the analysis of 8.ll1' industry, it is desirable to have some 

knowledge of conditions that have existed prior to the time of study. 

The development of the frozen food industry in the United States was 

discussed at some length in Chapter II . The present chapter and those 

following , however , are primarily concerned with a stuq of the frozen 

food indust%7 in Tennessee . It is the purpose of this chapter , there­

fore , to give some of the background leading to the present situation in 

fro zen foods in Tennessee . 

The frequent use of percentage figures bas been made in the boq 

of this chapter for :purposes of anal.7sis.  These figures relate to totals 

for all cities combined ,  and should be so interpreted except where other­

wise noted. Percentage figures in the remaining chapters should be in­

terpreted 1n the same manner. 

Growth of rrozen Yood Outlets  

The historical stud7 of the development of frozen foods in the 

United States reveals that there were very few retail . outlets for pro­

ducts of this kind prior to  1935 . :By 1940 , however .  there had been a 

definite increase in the number of retail stores handling frozen com­

modities ,  and it is interesting to note that very few were corporate 

chains . Conditions with respect to the growth of frozen food outlets in­

cluded in this study are shown in Table III . 
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TABIE III 

YEARS IN WHICH THE 2$0 RETAIL GROCERY STORES BEGAN HANDLING FROZEN FOODS 

Me!!Ehis Nashville Chattanooga Knoxville Bristol Oak Ridge Iiilee!nttent Chain Tota! 
Year No . J No . J No . % No .  J No . J No . J Ro. J No . % No. % 

1948 15 2,.0 11 22 .0 12 20.0 5 8 .3 1 8 .3 27 11.1 I 17 18 ., 44 17 .6 
1947 10 16.6 14 28.0 21 35.0 2$ 41. 7 6 75.0 6 ,o .o ,1 36.l  25 27 .2 82 32 .a 
19146 7 ll.6 · 6  12 .0 2 3 .3 9 1, .0 1 8 .3 13 8 .2 12 13.0 2, 10.0 
1945 5 8 .3 4 8 .o  6 10.0 3 5.0 2 16.8 11 1 .0 9 9.8 20 a.a 
19b4 4 6 .7 2 4.0 2 3 .3 1 1 .7 l 8 .3 6 3 .8 4 4 .3  10 4.0 
1943 4 6. 7 3 6 .o 4 6.7 2 3 .3 7 4.4 6 6 .5  13 ,.2 

1942 4 6 .7 2 4.0 3 5.0 3 1.9 6 6 .5 9 3.6 
1941 6 10.0 6 12 .0 4 6 .7 3 5.0 2 25.0 1 8 .3 12 7 .6 10 10.9 22 8 .8 
1940 1 1.7 1 1.7 4 6 .1 3 1.9 3 3 .3 6 2 .4 
1939 3 5. 0 1 2 .0 4 6 .7 2 3 .3 10 6 .3 

I 
10 4.0 

1938 2 3 .3 2 1.3 2 o.a 
1937 1 1.6 1 o.6 1 o .1' 
19)6 

I 1935 1 2 .0 1 1 .7 2 1.3 2 o.8 
Before 1935 l 1.7 2 5.0 -1! 2 .5 -1! 1.6 - - -

Total 60 100.0 5o 100.0 60 100 .0 60 100.0 8 100.0 12 100.0 158 100.0 92 100.0 250 100.0 
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There is evel'7 indication that in general the ex,pansion of retail 

distribution for frozen foods in Tennessee bas closely paralleled that 

of the national growth. Only about 7 .5  per cent of the 250 stores 

studied started handling frozen foods prior to 1940 , and chain stores 

were not represented in this group. Apparently, in Tennessee , the in­

dependent retailers bore the brunt of introducing frozen food products .  

The evident lack of interest on the part of chains may possibly have been 

explained as follows : 1 

(l ) Like � other new products , frozen foods found most favor 

in higher-than-average income families . 

(2) Chains had greater interest in the field of fresh produce 

for which they had established satisfactory sources of supply. 

It was not until 1940 that the first cha.in organizations began to 

stock frozen foods . Apparently satisfied with the results obtained . the 

number of chain outlets tripled by 1941 : however . independent retailers 

also showed a more rapid rate of growth during the same year. From all 

indications . this accelerated rate of expansion would have continued ex­

cept for the advent of World War II . As would be expected , there was a 
. . 

sharp decline 1n the number of new outlets in 1942 since the war effort 

made it practically impossible for retailers to obtain frozen food 

cabinets . 

The growth of new outlets continued at a depressed rate through 

1945 with the use of many reconditioned cabinets . Beconversion in late 

1 IJ'rozen Foods : A New Horizon , n :Business �. No. 857 , P• 42 , 
February 1946 . 
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1945 made new cabinets available and also  permitted packers to increase 

the supply of frozen foods . These factors , plus increased consumer in­

come ,  accounted for the very fast growth (32. 8 per cent of the t otal 

number of stores interviewed) in 1947 . Although information was not 

secured on new outlets since 1948 , it is evident that the rate of ex­

pansion is slowly decreasing. This decline may be explained by a combi­

nat ion of reasons : 

(l )  Many o! the retailers for whom it was feasible to carry 

frozen foods had alre� adopted it . 

(2) Retailer resistance to continued high prices for cabinets 

was appearing. 

(3 ) Retailer uncertainty regarding future economic conditions . 

Types of Frozen Food Handled 

In order to attract and maintain continued consumer demand, it is 

necessary that retailers carry a fairly complete variety of frozen foods . 

The degree to which this is necessary varies with the individual re­

tailer and his clientele . Table IV lists the types of frozen foods car­

ried by the retailers included in the study. 

Fruits and vegetables are stocked by all of the retailers in the 

six metropolitan areas . This is as would be expected since these are 

the two main tn>es of frozen foods . Specialty items and rolls and pas­

tries are carried by 98 .5 per cent of the retailers . These items have 

wide popular appeal and , while they may not be purchased regularly, most 

grocers find it necessary to  carry them to satisfy many of their customers . 



Vegetables 

:rruits 

Meats 

Fish 

Poultey 

Rolls and Pastry 

Special tie a• 

Jle!Ehia 
Ro . J 

60 100.0 

60 100.0 

43 71 .6 

44 73 .3 

59 98 .J 

60 100.0 

60 100.0 

Haalrrilla 
lo. ' 

so 100.0 

so 100.0 

26 52.0 

32 64.0 

28 56 .0 

so 100.0 

so 100 .0 

TABLE IV 

TYPES OF FROZEN FOODS HANDLED BY THE 2SO RETAIL CIWCERY STORES 

Chattan°j'a Bristol O&k Bidle 
lo. lo. J lo . 

60 100.0 60 100.0 8 100.0 12 100.0 

60 100.0 60 100 .0 8 100 .0 12 100 .0 

15 25.0 4 6 .6 1 12 .S 4 33 .3 

so 8J.J 43 71 .6 4 so.o 6 so.o 

hJ 71 .6 S4 90.0 1 87.S 12 100 .0 

S9 98 .J 58 96.6 8 100.0 11 91.6 

S9 98 .J 60 100.0 7 87 .5 11 91 .6 

�-I!� 
. -, 

158 100.0 

158 100.0 

67 42.4 
1JS 85.4 

143 90.S 

1.$4 
9
7 .)a 

155 98.1 

a 
Includes stores handling one or more specialty items . A total of JO ditterent ape.cialties were band.led b7 one or more stores . 
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�lla1n !otal. 
lo . ' lo . % 
92 100.0 2.$0 100.0 

92 100 .0 250 100.0 

26 28 .2  93 37.2 

44 47 .8 179 71 .6 

60 65.2 203 81.2 

92 100.0 246 98 .4 

92 100 .0 247 98 .8 
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The most apparent discrepancies among the retailers are found 

with respect to the . handling of fish, poultry, and meat. A much larger 

percentage of independents carry frozen fish and poultry than do chains. 

This � be explained in part by the fa.ct that , with the established 

sources which the chains have for fresh poultry and fish, there is more 

profit to be made than in selling the same products in the frozen form. 

Frozen meats are carried by only slightly more than one-third of all the 

retailers.  This commodity in the frozen form seems to be relatively new 

to most people and bas not had too favorable consumer accel)ta.nce. 

In general , the independent retailers have been more responsive 

to the addition of new frozen products ,  which have not achieved consider­

able consumer acceptance , than have the corporate chains. This may ac­

count in part for the fact that more independents than chains carry 

frozen fish, poultry, and meat. 

Ma.ior �rands of Frozen lood Jorma.llY Carried 

One of the problems facing the retail grocer handling frozen foods 

is the determination of the number of major brands to be carried. This 

is a primary bU1ing problem intensified by the necessity of having cabi­

net space to  accommodate the merchandise. The number of major brands 

carried by the 250 retailers is shown in Table V. 

It can be seen that almost one-half of all the grocers normally 

carry two major brands. In most cases the,- were the two most popular 

brands within each metropolitan area . but in some instances the7 were 

carried in order to have the highest and the lowest priced brands avail­

able. The remaining retailers were almost evenly divided between those 



TABLE V 

NUMBER OF 11.AJCR BRANDS OF FROZEN FOODS USUALLY HANDLED BY THE 2$0 RETAIL GROCERY STORES 

Memphis Nashville Chattanooga Knoxville Bristol oak Ridge Independent chain Total 
Number - No . % No . % No . % No . % No . % No . % No . % No . % No . % 
0ne 20 33 .3 15 Jo.o 6 10.0 15 2s.o 4 5o .o 2 l.6.1 37 23.4 25 21 .2 62 24.s 

Two 27 45.0 27 54.o 3S 58 .3 23 38 .3 1 12 .5 7 S8 .J 82 S1 .9 I 38 41.3 120 48.o 

Three 13 21 .7 8 16.0 l6 26 .7 22 36.7 3 37 .S 3 25.0 J6 22 .8 29 31.S 65 26 .0 

Four 3 5.0 3 1.9 3 1 .2 - ---- - -- - -- - - - -- - -- -

Total 60 100.0 SO 100.0 60 100.0 60 100.0 8 100.0 12 100.0 158 100 .0 92 100.0 250 100.0 
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carrying one and those carryizi8 three brands . Evidently,  the decision 

of these retailers depended upon their respective circumstances ,  and the 

findings varied among the six cities . 

Bating of the PoppJarit7 of the MaJor »rand.a Bormallz Carried 

To follow through on the question of the number of major brands 

carried , retailers were re quested to  state the brands stocked in the 

order of their consumer popularity. �he results are revealed in Table 

VI . 

From these data, it is apparent that '.Birds �e holds the dominant 

role in popularity since it was rated most often by the grocers as their 

first . second , and third choice . This popularity is due in part t o  the 

fact that for many years :Birds Eye was the only national advertiser in 

the frozen food industry. 

The popularity of the next two brands is more difficult to  dif­

ferentiate because of the variance in first , s econd , and third place 

choices . Although Honor :Brand was mentioned more times , Winte!g&rden 

received a much greater number of first choice ratings . Increased ad­

vertising in recent months seems to have accounted for much of the con­

sumer acceptance of Honor �rand, while Wintergarden received much of its 

popularity in Knoxville where it is packed. It is  interesting to  note 

the position of Wintergarden despite the fact that at the time of this  

study it had no distribution 1n Memphis . 

Jach of the remaining brands shown in Table VI was distributed in 

only one or two of the six metropolitan areas and , therefore , it was im­

possible to  secure a fair comparison as to  popularity. 



Brand and Batinga 

Birdseye 
First 
Second 
Third 

Total 
Wintergarden 

First 
Second 
Third 

Total 
Honor Brand 

First 
Second 
Third 
Fourth 

Total 
0 and C 

First 
Second 
Third 

Total 
Snowcrop 

First 
Second 
Third 
Fourth 

Total 
Pictsweet 

First 
Second 
Third 

Total 
Dewld.st 

First 
Second 
Third 
Fourth 

Total 
Blue Grass 

Third 
Total 

Memphis 
Total No . 

.54 
3 
l 

� 

0 

4 
36 

� 

0 

2 
3 
8 

u 

0 

0 

1 
-r-

TABIE VI 

RATING OF THE POPULARITY OF THE MAJ OR BRANDS OF FROZEN FOODS HANDLED BY THE 2,50 RETAIL GROCERY STORES 

Nashville 
Total No . 

12 
2 
2 

Io 
32 
7 
2 

IiI 
2 

20 
1 

� 

0 

0 

4 
6 
) 

!J 

0 

0 

Chattanooga 
Total No . 

34 
13 
4 

51' 
2 
9 
2 

n 

8 
10 
2 
1 

2'I 

9 
17 
9 

j5' 

1 
2 
1 
1 -, 

0 

6 
3 
1 
l rr 

0 

Kn�ile 
Totiilro . 

8 
29 
20 

>7 
46 
7 
2 

-;; 
6 

13 
14 

jj 

0 

1 

,: 

0 

0 

lf 

Bristol 
Total No . 

l 
2 

T 
3 

1 
4 

4 
2 
2 

-a-

-a-

0 

0 

0 

0 

oak Ridge 
Total No . 

2 
3 

T 
2 
7 
l 

-m 
8 
l 
l 

-m 

0 

0 

0 

0 

0 

88 
21 1 
7 

ITb 

36 
27 
6 

o(J 

20 
.54 
10 
1 

-a, 
5 

12 
2 

-rg 
3 
.5 
9 
l 

-m 
3 
4 
2 

9 

3 
1

1 

4 1 

-a l 

23 lll 
31 52 
20 27 
1li ffi> 

49 8.5 
3 30 
2 8 

54 � 

12 32 
28 82 
10 20 

1 
;a n5' 
4 9 
.5 17 
7 9 Io JS' 

3 
l 6 

9 
l 

� -n-
1 4 
2 6 
l 3 

4 lJ 

3 6 
2 3 
l l 

1 
0 -rr 
l l 

,: -r 
a This table shows the rating or the popularity or the major brands handled by first,  second , third, and f'ourth choice according to consumer purchases as 

interpreted by retailers . 
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Estimated Per Cent of Customers �uying Yrosen Joods 

Despite the fact that frozen food sales have increased steadily. 

it still constitutes a small proportion of the total sales of the average 

grocery store . This is substantiated by the results shown in Table VII 

with regard to the estimated per cent of total customers who buy frozen 

foods . 

Almost one-half of the retailers estimated that only from 5 to 15 

per cent of their customers bu1' frozen foods . This was true for 1ll8Jl1' of 

the better type retail stores , which indicates that a majority of the 

people are either unfamiliar with frozen foods or , for certain reasons . 

do not b� them. This may be partlJ" due t o  the relative� higher prices 

and consumer uncertainty as to the value of frozen foods . It is inter­

esting to observe that both chains and independents report that about 

e� percentages of their customers bey frozen foods . Since a few 

stores estimate that a fairly high proportion of their customers bU7 

commodities of this kind , it might indicate that grad:ual� more income 

groups are being reached by frozen foods distribution. 

Estimated Dollar Volume of Retail Sales Per Week: 

Another way to measure the present status of frozen food sales is 

by the results enumerated in Table VIII . These data show the estimated 

dollar volume of frozen food sales during an average week. 

A total of 57 .6  per cent of the retailers reported sales for an 

average week of from twenty-five to  seventy-five dollars . Many of these 

retailers expressed dissatisfaction with the profit margins on frozen 

foods in relation to the time and effort involved in handling them. This 



'9r Cent 

Under 3 
3 - 7 
8 - 12 

13 - 17 
18 - 22 
23 - 27 
28 - 32 
33 - 37 
38 - 42 
43 - 47 
48 - 52 
53 - 57 
58 - 62 
63 - 67 
68 - 72 
73 - 77 
78 - 82 
83 - 87 
88 - 92 
93 - 97 
98 and over 
No idea 

Tota1 

)(emihi• 
Ro . J 

6 10.0 
5 8 .J 
4 6 .7 

7 11.  7 
5 a.3 
3 5.0 
3 5.0 

10 16 .7 

3 5.0 

2 3 .3 
2 3 .3  
1 1 .7 
4 6 .7 

.i · a .3 
60 - 100.0 

TABLE VII 

ESTIMATED PER CENT OF CUSTCMERS BUYING FROZEN FOODS IN THE 250 RETAIL GROCERY STORES 

Rashville Cbattanopa Knoxv!!J Bristol 0ak R�e F.E!M•nJ. 
lo. % lo. lo. lo . J lo. • . % ,, • 
1 . 2 .0 1 o., 
7 14.o 16 26 .7  18 30.0 4 50.0 33 20.8 
5 10.0 8 13 .3 14 23 .3  2 25 .0 23 l.4.6 
7 J.4.0 10 16.6 9 15 .0 1 12 .5 2 16 .7 20 12 .7 
4 a .o  3 5 .0 4 6.7 4 2 .; 
8 16.o 10 16.6 7 n.1 3 25.0 18 n.4 
3 6 .o 1 1 .7 4 2 . s 

l 1.7 1 12 .5 1 8 .) 3 1. 9 
2 4 .o 3 5.0 3 1.9 

4 8.0  1 1 .7 5 B .3 3 25.0 17 10., 

l 2 .0 1 1 .7 2 1.3 

l 2 .0 1 0.6 
4 8 .0 2 3 .3 2 16 .7 _� 9 5

-J 2 1.  
1 o.6 

l · 2 .0 l 8 .3 6 3 .8  

l 2 .0 3 5 .0 ) 1 .9 
1 2 .0 � 6 .7 8 5 -l - - - - -

50 100.0 6o 100.0 6o 100.0 8 100.0 12 100.0 158 100.0 
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Cha1n Total. 
lo . % io. ' 

1 0.4 
18 19 .5 51 20.4 
11 12 .0 34 13 .6 
13 14.l 33 13 .2 
7 7 .6 11 4.h 

17 18 .5 35 14.0 
5 5.4 9 ) .6 
J 3 .3 .  6 2 .4  
; 5.4 8 3.2 

6 6 .5 23 9 .2 

3 3.3  5 2 .0 

1 o.4 
1 1.1 10 4.0 

2 o .8 
l 0 .4 
6 2 .4 

l 1 .1 4 1.6 
2 2 .2 10 4.0 

92 100.0 250 100.0 



TABLE VIII 

ESTIMATED DOLLAR VOLUME OF FROZEN FOODS SALES IN THE 250 RETAIL CROOERY STORES DURING AN AVERAGE WEEK 
I 

T o t  a 1 
Mem2his Nashville Chattanooga Knoxville Bristol Oak Ridge Independent Chain Total 

Volume No . % No . % No . % No . % No . % No . % No . % No . % No . % 

Under $13 
1.3 - 37 7 11.7 9 18.0 14 23.2 12 20.0 2 25.0  29  1a.U 15 16 .3 la4 11 .6 
38 - 62 13 21.a u 22.0 l6 26.6 23 38 .J 2 25. 0 47 29 .1 18 19.7 6, 26 .0 
63 - 87 9 15 .0 4 a .o  8 13.3 10 16.6 2 25.0 2 16.9  21 1J.l 14 15.2 35 J.4.o 
88 - 112 S 8.J 7 14 .o 4 6 .7 4 6 .6 3 25 .0 16 10 .1 1 1 .6 23 9 .2 

113 - 137 5 8 .3 4 B .o 1 11.1 1 1.7 1 8 .J 10 6.3 a 8.7 18 7.2 
138 - 162 5 a .3  3 6.o 4 6.1 2 3 .3 1 12.s 1 8.3 11 1 .0 5 5 .4 16 6 .4 
163 - 187 2 3 .3 1 2 .0 3 5.o 2 1.� 4 4.J  6 2.4 
188 - 212 6 10.0 3 6 .o  1 1.7 3 5.o 1 12 .5 1 8.3 9 ,.71 6 6.S 15 6 .o 
213 - 237 1 2 .0 1 8.3 1 o.6i 1 1.1 2 o.a 
23a - 262 1 1.7 3 6 .o 1 1.7 1 1.7 1 s .3 1 o.� 6 6 .5 1 2.8 
263 - 287 1 1.7 I 1 1.1 1 0.4 
288 - 312 2 3 .3 1 2 .0 1 1.7 1 1.7 1 8 .3 2 1.J 4 4.3 6 2 .4 
313 - 337 1 2 .0 1 1.7 1 O.q 1 1.1 2 o.8 
338 - 362 2 4.o 1 o.� 1 1.1 2 o.a 
363 - 387 
388 - 412 2 3 .3 2 1.1 2 o.s 
413 - 437 1 a .3 1 o.6 1 o.h 
438 - 462 
463 - 487 
488 - 512 1 1.7 1 1.7 2 1.3 2 o.a 
513 and over 2 3.3 _! 1.7 _ __ _ _ _ __ _2 � _! 1.1 _l 1.2 

Total 60 100.0 50 100.0 60 100.0 60 100.0 8 100.0 12 100.0 158 100.0 92 100.0 250 100.0 
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seems a valid criticism . but may be overcome by increasing the volume of 

this type of business .  

Of the independent stores studied , 61.4 per cent had sales of 

seventy-five dollars or less , while 51 .2  per cent of the chains were in 

this group. From this it appears that chains as a whole have a somewhat 

larger consumer demand for frozen foods than do independents . 

It was revealed by 89 .6  per cent of the retailers that the sales 

of frozen foods account for 0.5 to 2.0 per cent of the total volume of 

business. Despite this small ratio , 82.4 per cent of the independents 

and 82. 6 per cent of the chains reported a continuous increase in frozen 

food sales . 

Therefore . there is ever:, indication that the sales of frozen 

foods seem t� be increasing despite the fact that for most retailers 

they account for a relativel.7 small per cent of the total volume of busi­

ness. It is evident that retailers , distributors , and packers mu.st in­

crease their promotional efforts if frozen foods are to become a more 

profitable i�em for grocery stores . 

Summary 

This chapter has given some of the necessary background leading 

to the present situation in frozen foods in Tennessee . First , the retail 

growth of frozen food outlets was discussed and a comparison made with 

the national growth of retail outlets. Next , an a:nalysis was made of 

the conditions which determine the types and brands of frozen foods 

carried by retailers . and the question of brand popularity was discussed . 
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Finally, the present status of frozen food sales was measured throU8h, a 

study of retailer estimates of consumers purchasing frozen foods and re­

tail sales volume during an average week. 



CHAPTER IV 

PBESENT JACILITIFS AND OPERATING TECRNIQ,UES OF BETAILERS 

The purpose of this chapter is to determine the present facilities 

of retailers for handling frozen foods , the adeqµacy of these facilities , 

and the amount of time and care necessary for their maintenance. Proper 

care and use of these facilities are very important from the standpoint 

of the cost of operation and also successful sales promotion. 

Location of Frozen rood Departments 

The proper selection of a location for the frozen food department 

� have a very material effect upon sales. It is , therefore , important 

that serious thought be given to this problem in a grocery store. The 

various locations now used by the retailers for the frozen food depart­

ment are listed in Table IX. 

The location now used by 56.0 per cent of all the retailers is 

next to the fresh produce rack. This appears to be a logical location 

and places the cabinet in the line of heavy customer traffic . !'resh 

products which the customer is unable to find may be conveniently found 

in the frozen foods cabinet while the customer is still thinking about 

this type of food. 

Several other locations were given ,  and some may be effective be­

cause of particular store designs and available space which in some in­

stances was the deciding factor in the placement of this department. 

As a follow-up to the question just discussed , the retailers were 

requested to state an opinion as to what they thought was the best 



TABLE IX 

PRESENT LOCATION OF FROZEN FOODS DEPARTMENTS IN THE 2SO RETAIL (RQCERY STORES 
I 

T o t a  
Memphis Nashville Chattanooga Knoxville Bristol Qak Ridge Independent Chain Total 

Location No . % No. % No . % No . % No . % No .  % No . % No .  % No .  % 
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By Produce Rack 26 43 .3 JS 70.0 34 .56.6 33  55 .o 6 75.0 6 so.a 85 ,3 .7 55 S9 . 8  140 S6 .o 
I 

By Meat case ll 18 .3 6 12 .0 9 15 .0 12 20.0 l 12 .5 3 25 .0 2r 17 .l 15 16.3 42 J.6. 8 

By Front Entrance 10 J.6.7 3 6 .0 2 3 .3 2 3 .3 l 8 .3 lr 9 .5 3 3 .2 18 7 .2 

By Dairy Case 1 2 .0 4 6 .7 6 10.0 1 8 .4 � J .2 7 7 .7 12 4 .8 

By Cheeking Stand 2 3 .3 2 4 .0 4 6 .7 2 J .3 e 5.1 2 2 .2 10 4.0 

Between Meat case and Produce Rack 4 6 .7 2 3.3 1 1 .7 1 8 .3 , J .2 3 J .2 8 3 .2 

By Canned Goods 4 6 .7 1 2 .0 1 12 .5 � 2 .5 2 2 . 2  6 2 .4 

Middle of Store 2 3 .3 l 2 .0 1 1 .7 1 1 .7 6 J .2 5 2 .0 
l 

Between Meat and Dairy Cases 2 J .J 3 5 .0 2 1 .3 3 J .2 S 2 .0 
I 

Between Dairy Case arrl Produce Rack 1 2 .0 1 1 .7 l o.6 1 1 .1 2 o.8 

': I 
Between Checking Stand and Produce Rack 1 _ l•-1 · 1 1 .z . l 0.6 1 1 .1 2 0.8 

Toal 6o 100.0 SO J.OG.O 60 100� 60 100.0 8 100.0 12 100.0 151 100.0 92 100.0 2SO 100.0 
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location f�r the frozen foods department . These replies a.re enumerated 

in Table X. The location •next to the fresh produce rack• was recom­

mended as most desirable by 70. 8 per cent of the retailers . The differ� 

ences between the present and proposed location for the frozen food 

department can largely be accounted for by such factors as lack of 

available space and shape of the building. 

l1gmbfr and hpe of Cabinets Used 

The number of frozen food cabinets . used by retailers is usual'.cy 

dependent upon the sales volume , and the type is fre quently determined 

by initial cost . The number and type of cabinets now used are shown in 

Table XI . 

These figures indicate that 82.3 per cent of the retailers had 

only one cabinet . Among those having only one cabinet , there is almost 

an even percent9£e having open and closed types , although the advantages 

of the newer open type cabinet are well know. Many retailers stated 

they would like to bey new open cabinets but felt that the prices are 

too high. 

Moreover , corporate chains have tended to lead in the installa­

tion of the newer type disp� cabinets . One notable exception to the 

trend of the chains toward the open type displa:y cabinets was expressed 

by Mr . R. R .  Willingham, Grocery Merchandiser for the Kroger CompBn7 

chain in the Central Tennessee district , Nashville,  Tennessee . He made 

the following statement with reference to display cabinets : 

We are planning to switch from the open type displq­
cabinets to the closed type cabinets with glass tops , due to 
the trouble of keeping the open type cabinets defrosted 8lld the 
loss of temperature due to exposure to warm air. 



location 

By Produce Rack 

By Meat case 

By Front Entrance 

Between Meat Case and Produce Rack 

By Checking Stand 

By Dairy Case 

Between Meat and Dairy Cases 

lliddle of Store 

Between Dairy Case and Produce Rack 

No Best Location 

No Opinion 

Total 

T!BLE I 

OPINIONS OF THE 2$0 RETAIL GROCERS REGARDING THE BEST LOCATION FOR FROZEN FOODS DEPARTMENTS 

85!h1S 
No.- "J 

40 

4 
s 

2 

l 

1 

l 

2 

2 

2 

60 

66.7 

6 .7 

8 .J 

3.3 

1.7 

1 .7 

1.7 

3.3 

J.J 

_hl 

100.0 

Nashville 
No. % 

36 
4 
1 

4 
1 

l 

l 

l 

1 

72.0 

a.o 

2.0 

8 .0 

2 .0 

2.0 

2.0 

2 .0 

2.0 

Chattanooga 
No. % 

39 

4 

8 

3 

l 

1 

2 

2 

6.5.o 

6.7, 

13.3 

5.o 

1.7 

1 .7 

3.3 

3.3 

so 100.0 60 100 .0 

Knoxville 

No . % 

48 

4 

1 

1 

2 

1 

2 

1 

6o 

ao.o 

6.6 

1 .7 

1.7 

3.3 

1.7 

3 .3 

1 .7 

100 .0 

Bristol 
No . % 

6 

1 

1 

8 

75.0 

12.5 

12., 

100.0 

Oak Ridge 
No. % 

8 66.7 

1 8 .J 

1 8.3 

2 16.7 

12 100 .0 

No. 

68.3 69 

7.0 6 

8.2 

3 .8 

2.,  

1.3 

1.3 

o.6 

,.1 

1.3 

3 

4 

2 

2 

4 

l 

l 

1,� 100.0 92 

,o 

Total 

No . J 

75 .o 177 

6.5 17 

3.3 

4 .3 

2 .2 

2.2 

4.3 

1.1 

16 

10 

6 

4 
4 
2 

2 

9 

1 .1 _l 

70 .8 

6 .8 

6.4 

4.0 

2 .4 

1 .6 

1 .6 

o.s 

o.a 

3.6 

1.2 

100.0 2,0 100.0 



luliber and T.n>e ··!J!ij io. 

1 Open Top 2.3 36 .4 

2 Open Top 
9 l.4 • .3 

.3 Open Top 1 1.6 

S Open Top 

l Closed Top 26 41 .) 

2 Closed Top 2 .3 .2 

3 Closed Top 2 _1-!_? 
Total 63 100.0 

TABLE XI 

NUMBER AND TYPE OF FROZEN FOODS CABINETS IN THE 2SO RETAIL GROCERY STCJRES8-

Baahville 
lo. J 
20 .)8.5 

12 2.3.1 

16 30.8 

4 7 .6 

$2 100.0 

Cb&ttanooe 
lo. % 

26 41 .9 

5 8.1 

1 1.6 

1 1.6 

26 41.9 

.3 4.9 

62 100.0 

�e Bristol . oak 11c1
1 
• 

·� lo. J ... 

28 h,.2 1 12.s 8 61.$ 

2 .3.2 2 1,.4 

1 1 .6 

30 48 .4 7 87 .S .3 2.3.1 

1 1.6 

- -
62 100 .0 8 100.0 1.3 100.0 

a Figures in this table include retailers having a combination of open and closed top cabinets . 
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62 38 .S h4 44.5 106 40.8 
I . 

1.3 8.1 17 17 .2 .30 11.5 

' .3 .3 .0 l 1.2 

1 o.6 1 0.4 

76 i.1. 2  .32 .32.3 lo8 41.S 

7 4.4 .3 .3 .0 10 .3 .8 

2 1.2 2 o.8 - - - - -,. 

161 100.0 
99 

100.0 26o 100.0 
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In order to determine the extent to  which the retailers were 

satisfied with frozen food cabinets , they were requested to judge their 

suitability with respect to four maj or features .  These findings are 

shown in Table XII . 

One-half of the retailers were satisfied with the size of their 

disp� cabinets .  Of the 42.8  per cent who estimated their cabinets to 

be unsuited as to  size , the most frequent comment was the need for a 

larger cabinet. This seems to indicate that these retailers have out­

grown their present storage facilities because of increased sales . 

The most suitable feature of frozen food cabinets  according to 

retailers is shape. Present-d.8.y cabinets a.re compactl.7 built and occupy 

much less space than earlier models . This compactness is of importance 

in a retail store where every s quare foot should be utilized to  the best 

advantage. A majority of the 18 .0  per cent reporting that the shape of 

the cabinets was unsatisfactory, stated that their store arrallgement was 

largely responsible for this condit ion . 

Easy accessibility is a desirable feature of a frozen food cabinet . 

Since customers look for convenience in shopping for food items , this 

feature � have an important effect on sales . Almost one-third of the 

retailers reported their cabinets unsuitable in this respect .  The com­

ments indicate that retailers are becoming more aware of the advantages 

of open type cabinets which a.re more convenient for cust omers . 



Feature and o,einion 

Size 
Satisfactory 
Unsatisfactory 

Total 

Shape 
Satisfactory 
Unsatisfactory 

Total 

Accessibilit7 
Satisfactory 
Unsatisfactory 

Total 

Visibili t7 
SatiefactoJ:T 
Unsatiaf'actory 

Total 

TABLE XII 

OPINIONS OF THE 2.$0 RETAIL GROCERS REGARDING THE SUITABILITY OF FROZEN FOODS CABINETS NCW IN USE 

MemEhis Nashville Chattanooga Knoxville 
No . % No . % No . % No .  % 

34 56.7 30 60.0 24 40 .0 42 70.0 
26 43 .3 20 1io.o 36 60.0 18 30.0 
oO 166.o � 100.0 � 100 .0 00 100.0 

54 90.0 35 10 .0 ,o 83 .3 50 83 • .3 
6 10.0 15 30.0 10 16 .7 10 16 . 7  

oC) ioo.o ;o ioo.o or5 Ic5o.o � 1oo.o 

48 ao.o 32 64.o 40 66 .7 37 61 .6 
12 20.0 18 36 .o 20 .33 .3 23 38 .4  
00 100.0 � 1oo.o m � ot, 1oo.o 

h4 73 • .3 3.3 66.o .38 63 .3 .37 61 .7 
16 26.7 17 .34.0 22 .36.7  23 38 • .3 
on too.o � 100.0 m ioo.O 00' � 

Bristol 
No . % 

4 50 .0 
4 ,o .o 

,r 100.0 

5 62 .S  
3 37 . 5  

,r 1oo.o 

2 25 .0 
6 75 .0 

,r 100.0 

2 2, .0 
6 75.0 

,r loo.O 

oak Ridge 
No . % 

9 75.0 
3 25.0 n- 100.0 

11 91 .6 
1 8 .4  

� � 

11 91 .6 
1 8 .4  

� ioo.o 

11 · 91 .6 
1 8 .4 

I2" 100.0 

Irnepenaent 
No . % 

92 58 .2 
66 41 . 8  

� 100.0 

134 84 .8 
24 1, . 2  

l>B 1oo.o 

lOS 67 .1 
52 )2 .9  

l>B 100.0 

101 63 .9 
S7 .36.1 

!SB' mr.ll 
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Cha!n Tota! 
No . % No . % 

Sl 55.4 J.4) 57 .2 
41 b4.6 107 42 .8 
92 166.o � 100.0 

·n 77 .2 205 82 .0 
21 22 .8 45 18 .0 
� ioo.o � Ioo:o 

64 69 .6 170 68 .o 
28 30 .4 80 .32 .0 
� ioo.o � 1oo.O 

64 69 .6 165 66.o 
28 30.4 85 34.0 
� 100.0 � 1o0.0 
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Visibility is a necessity for the proper displ� of frozen foods , 

and this feature of the cabinets was reported unsuitable by 34. 0 per 

cent of the retailers . In general, visibility was rated as the weakest 

feature of the closed type cabinets . 

In connection with the two previous �est1ons , the retailers were 

asked if they had installed new open type cabinets recently and if there 

had been an increase in sales . Only 24.0 per cent of the whole group 

had replaced older type cabinets with the newer open type , but over 80.0 

per cent of these reported a sales increase since the change was made. 

Estimates of these retailers as to percentage of the increase ranged from 

under 26.0  per ·cent to over 400. 0 per cent. Comments indicated the be­

lief that the new cabinets were responsible for much of the increase. 

However , it is certain that other factors contributed to the increase ,  

such as advertising, special sale ite1:1s , and the general growth in con­

sumer demand for frozen foods. 

lreauency of Defrostip,; Frozen Food Cabinets 

In order to keep cost of operation at a minimum and to secure the 

maximum efficiency and benefits from the frozen food cabinets ,  proper 

care is essential. 

The various periods of time elapsing between defrosting of cabi­

nets a.re listed in Table XIII . The periods of time are not based on rec­

ords kept by the retailers , but represent their own personal estimates. 

As would be expected,  there is a wide range in the frequency of defrost­

ing because of the types of cabinets as well a.s other factors . The data 

are based on averages for a year , and it should be kept in mind that 



TABLE XIII 

�UENCY OF DEFROSTING FROZEN FOODS CABINETS IN THE 2SO RETAIL GROCmtY STORES 

llashville Chattanooga lanille Bristol Oak Ridr 
lo . % lo . % 3 % lo . $ lo . lo:r• % Ro .  % Ro. % 
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Every Wee k 8 13.3 6 12 .0 S 8.4 9 1s.o 1g 9 .S  13 l.4.1 28 ll.2 

Every 2 Weeks S a .4 S 10.0 7 u.6 8 13 .2 l 12 .s 3 2s .o · 1J 9 .S 14 15.2 29 u .6 

Every 3 Weeks 1 1.7  1 1 .7 2 2.2 2 o.8 

Every 4 Weeks 20 33.3 21 42.0 16 26. 7 22 36.7 1 12.$ 6 $0.0 49 31.0  37 40.2 86 34.4 

Every 6 Weeks 1 1 .  7 I 1 1.1 1 o.4 
I 

Every 8 Weeks ll 18.3 9 18.0 8 13.3 9 1$.0 3 37 .5 2 16 .7 33 20.9 9 9.8 42 16.8 

Ivery l2 Weeks 8 1) .3 S 10.0 12 20.0 3 S .O 2 2$.0 1 8.3 24 1$ .2 7 7 .6 31 12.4 

Every 16 Weeks 2 3 • .) 1 2.0 4 6.6 1 ' : 1.7 � J.8 2 2.2 8 3 .2 

Every 24 Weeks 5 8.4 1 2 .0 3 $.O 1 1.7 1 12.S 10 6 .3  1 1.1 11 4 .4 

Over 24 Weeks 2 : J .3 2 1.3 2 o.8 

Never (Automatic Defrost ) 1 1.7 2 4.0 3 s .o 4 6.7 -- -- tl 2.s 6 6.S 10 4.0 

-
- --- - -- -

- -
-I 

- -
Total 60 100 .0 So 100 .0 60 100.0 60 100.0 8 100.0 12 100.0 15� 100.0 92 100.0 250 100.0 
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defrosting is necessary more often in summer than in winter . A total of 

87 . 6  per cent of the retailers defrosted their cabinets  within a time 

period ranging from one week to three months . 

The time re�red for defrosting the cabinets varies greatly. 

This is explained by the fact that some retailers defrost by scraping 

the freezer plates rather than disconnecting the electrical current . A 

total of 72. 8 per cent of the retailers reqµire less  than three hours 

for defrosting cabinets .  This process· necessitates the transfer of 

frozen foods to other store&e facilities or from compartment to compart­

ment within a cabinet . Table XIV shows the number of retailers who feel 

there is little difficulty in defrosting. From this it is evident that 

defrosting of cabinets is not a major problem. 

Temperatures of Frozen lood Cabinets 

The maintenance of proper temperatures in frozen food cabinets is 

insurance against loss of profits and customers . If a package of frozen 

food has been allowed to thaw and is then refrozen . the quality has been 

greatly damaged. 

In order to determine the actual temperatures of the frozen food 

cabinets . the interviewer used a special thermometer for this purpose . 

These actual temperatures are show in Table xv. 

Proper temperatures recommended for frozen foods are zero degrees 

Fahrenheit or lower. The results in the table show that 41.5  per cent 

of the cabinets had temperatures higher than zero degrees .  This i s  a 

definite indication that retailers fail to pay proper attention to 



Beeoonse 

Yes 

No 

Total 

Memphis 
lo . J 

1 1 .7 

59 98 .J 

60 100.0 

TABLE XIV 

DIFFICULTIES ENCOUNTERED IN DEFROSTING FROZEN FOODS CABINETS IN THE 250 RETAIL GROCERY STCRES 

Bashrllle Chattanooga 
� 

Bristol O&k Ridle 
�,1 lo . ' lo . ' lo. ' Ro. lo . 

l 2 .0 1 1 .7 1 a .ii 2 1 • .3. 

2 91.6 156 
I 

� 98 .0 6o 100.0 98 .J 8 100.0 11 9a .1 -
50 100.0 60 100.0 60 100.0 8 100.0 12 100.0 158 100.0 
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Chai I 

2 2 .2  4 1.6 

90 97 .8  246 98 .4 

92 100.0 250 100.0 



llemEhis 
T8Jll1)8r&ture Ro . % 

Below -24° , • 

-24° to -20° 

-19° to -lS° 

-14° to -ld' 14 17.5 

- 9° to - S" 19 23 .7 

- 4° to - ff' 16 20.0 

f 1° to ./, � 19 23.7 

/. 6° to ./,lo" 11 13.8 

/.ll O to ./,J.5° 1 1.3 

.j.u,0 to ./,20° 

/21° to ./-2S° 

Total 80 100.0 

T.lBLE IV 

TEMPERATURES OF FROZEN FOODS CABIIETS IN THE 250 RETAIL GROCERY STOiiEs& 

Nashville 
io . ' 

1 1 -, 

2 J .O 

9 13.4 

16 2.3 .9 

19 28 .4 

7 10.4 

10 14.9 

1 1 .5 

2 3.0 

67 100.0 

Chattanooe 
io . % 

1 1 .3 

1 1.J 

7 9 .2 

16 21 .1 

13 17 .1 

14 18.4 

17 22 .4 

5 6.6 

2 2.6 

76 100.0 

Kn Bristol Oak Ridt• 
Bo . lo . % lo. 

1 li.5 

2 J .O  

1 lo5 1 12 ., 

4 6.o l 12 .5 1 6 .7 

10 l.4.9 1 12 .5 1 6·.1 

20 29.9 2 2, .0 4 27 .7  

8 ll.9 4 26.6 

15 22,3 2 2,.0 4 26 .6 

3 4.5 1 6 .7  

1 1�5 1 12 .5 

2 J .O - -
67 100.0 8 100.0 15 100.0 

a 
Temperatures were actuall.7 taken by the interviewer and are for all cabinets used by retailers .  

I 

�·£!iiile!I o .  J . 

2 l.l 

1 o..5 

1 o.5 

14 1 .1' 

32 16 .9 

49 25.9 

40 21 .2 

39 20.1  

5 2 .6 

4 2 .;1 

2 
� -

189 100.0 
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T o t  a 
cliirii !otal 

lo . % lo . % 

2 0.7 

3 2 .4 4 1.3 

3 2 .4  4 1 .3 

22 17 .7 36 ll.5 

31 25. 0  63 · 20.1 

25 20.3 74 23 .6 

12 9 .7 52 16.6 

20 16.1  59 18 .8 

6 4 .8 11 3.5 

2 1.6 6 1 .9  

2 0.7 - -
124 100.0 31.3 100.0 
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cabinet temperatures ,  which in turn is explained b7 the fact that 80 . 0 

per cent reported that they never checked cabinet temperatures .  

Grocen: Stores Having Contracts for Befrigeration Repair Service 

Although retailers appear to have little trouble with frozen food 

cabinets today, mechanical failures cannot be entirely eliminated. 

Whether or not the retailers had contracts for refrigeration repair serv­

ice is shown in Table XVI .  Only Z'/ . 6 per cent had such contracts . Many' 

of those who did have special contracts had a contract for all refrigera­

tion equipment in the store . Further investigation disclosed the fact 

that most chains use company repair service or that rendered by the power 

company in their particular metropolitan area, while independent stores 

prefer to employ local repair men or call the distributor for the 

cabinets .  

Summaey 

In this chapter a st't.ldy bas been made of those facilities used by 

retailers for handling frozen foods , and a further study made of the ca.re 

exercised by retailers in the operation of these facilities . First , the 

location of frozen food departments was discussed in regard to the effect 

of location on sales of frozen foods . Next , the number and types of 

frozen food cabinets used by retailers was discussed ,  and retailer 

opinions regarding the suitability of their present displq cabinets 

given. Yinally, the care and maintenance of frozen food cabinets by re­

tailers was discussed with emphasis on temperature , defrosting, and re­

pair service . 



ResEonse 

Yes 

No 

Total 

Memohis 
No . � % 

21 

J2 
60 

35 .o 

6S .o  

100.0 

TABLE XVI 

NUMBER AND PER CENT OF THE 2$0 RETAIL GROCERY STOOS HAVING CON'IRACTS FOR REFRIGERATION REPAIR SERVI� 

Nashville 
No . % 

13 26.0 

31 74.0 

so 100.0 

Chattanooga 
No . % " 

11 

!fl 
60 

18 .3 

81 .7 

100 .0 

Knoxville 
No . % 

17 
43 
60 

28 • .3 

71.7 

100.0 

Bristol 
No . % 

8 

8 

100.0 

100.0 

Qak Ridge Inde-pendent 
No . % No . % 

1 58 .3 53 33 .5 

...2 41.7 105 66.� 

12 100.0 158 100 .Q 

60 

T o t a 
Chain Total 

No . % No . % 

16 17 .4 69 27.6 

76 82 .6 181 72.4 

92 100.0 250 100.0 



CHAPTER V 

MERCHAm>ISING TECBNIQ,UES EMPLOYED :BY R'ETAILERS 

:Both packers and distributors of frozen foods have been prone to 

critici ze the present methods of sales promotion used by retailers . In 

order to determine the extent to which this criticism is justified , a 

st� was made of those principal merchandising procedures employed by 

grocery store retailers in Tennessee . This chapter , therefore , presents 

a resume of the techni ques used by retailers in selling frozen foods . 

Betailer Advertising of Frozen Foods 

Prior to the end of World War II , there was only one brand of 

frozen food which was nationally advertised and local advertising was 

practi cally non-existent before this period. In other words , retailers 

made little attempt to assist in the advertising of frozen foods . 

Today, however , retailers are beginning to show more interest in 

the sales promotion of frozen foods , and Table XVII shows that a total 

of 43.2 per cent of the retailers included in this study now advertise 

these produota .  A much larger proportion of chains report that they ad­

vertise frozen foods , which is in keeping with their general policy of 

aggressive promotion.  Despite this increased interest , retailers as a 

whole are still not taking full advantage of the opportunity to increase 

their sales of frozen foods throtl8h progressive advertising. It is  int­

eresting to note that all retailers in Knoxville who advertise include 

frozen foods in their advertisements .  



Reswnae 

Yea 

No 

Do Not Advertise 

Total 

TABLE XVII 

NUMBER AND PER CENT OF THE 250 RETAIL GROCERY STOOES INCLUDING FROZEN FOODS IN NEWSPAPER ADVERTISI NG 

)(e!EhiS 
Ro . % 

25 h]..7 

32 53 .3 

2 5.0  

60 100 .0 

Nashville 
lo . ' � 

JO 60.0 

17 34.0  

.l 6.0  

50 100.0 

Cbattanoo1a 
lo . J; 

15 25.0 

20 33 .3  

25 41 .7 

60 100.0 

32 

28 -
60 

Bristol O&k R�e 
lo . ' lo . 

SJ .3 4 50.0 2 16 .7 43 �.2 

1 12 .s 4 33 .3 48 30.4 

46.7 3 37 .5 6 50.0 67 42.li - - -
]58 

I 
100.0 8 100.0 12 100. 0  100.0 

r 

62 

65 10.1 108 43 .2 

26 28 .J 74 29 .6 

1 1.0 68 27. 2  - -
92 100.0 250 100.0 
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· Although only 39 .4 per cent of the retailers made comments regard­

iDg newspaper advertising , some of the results seem wortq of mention.  

Almost half of the chains which do  not advertise frozen foods indicated 

that the7 had adopted their polic7 because these products are not han­

dled by all of their stores . Moreover , one-half of the independents 

reported that they depended upon the local distributors for advertising 

efforts . This seems to indicate a lack of participation on the part of 

retailers in promoting the sale of frozen foods . 

Of the retailers who advertise frozen foods , Table XVIII shows 

that 93.5  per cent were of the opinion that their advertising was 

effective . 

In addition to newspaper advertising,  many retailers use other 

methods of sales promotion within their stores . An analysis of these 

procedures is revealed in Tables  XIX and XI. It is interesting to note 

that approximately three-fourths of the retailers use special methods or 

techniques to emphasize their displq cabinets . This is a much larger 

group than those using newspaper advertising and is accounted for . in 

large part , by the fact that distributors provide materials for this 

purpose . l'u.rthermore , chains make more use of special techniques of 

sales promotion than do independents .  The utilization of these methods 

adds to the general attractiveness of the frozen food department as well 

as to the store . 

Average Mark-up Used by Grocers for Frozen Foods 

Of all the problems of merchandising, the one in which retailers 

were most interested was that of mark-ups . A most common complaint was 



TABtE XVIII 

NUMBER AND PER CENT QF THE 250 RETAIL GROCERS WHO ADVERTISE WHO BELIEVE ADVERTISING HAS BEEN EFFECTI\tl 

I � f e t a l 
Memphis Nashville Chattanooga Knoxville Bristol oak Ridge Independent Chain Total 

Response No . % No . % No . % No . % 1 No . % No . % No . % . No . % No .  % 

Yes 24 96 .o 28 93 .3 1S 100.0 28 87 .S 4 100.0 2 100.0 38 88 .4 63 96 .9 101 93 .S 

No 1 4.0 2 6 .7 _ 4 12 . s  _ -- -- -- S ll.6 .1, 3 .1 _j_ 6.S 

Total 25 100.0 JO 100.0 1S 100.0 32 100.0 4 · 100.0 2 100.0 43 100.0 6S 100.0 lo8 100.0 
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Re81)0DN 

Yes 

No 

Total 

JlemEhis 
lo. % 

51 8$.0 

..2. 15.0 

60 100.0 

TAB LE  XIX 

NUMBER AND PER CENT OF THE 250 RETAIL GROCERS USING SPECIFIC METHODS TO EMPHASIZE FROZEN FOODS CABimt,s 

Hashrllla 
lo .• 

39 

ll -
so 

% 

78 .o 

22 . 0  

100.0 

Chattanooga 
lo. J 

48 80.0 38 63 .3 

12 20.0 22 36.7 - -
60 100.0 60 100.0 

Bristol O&k Ridge 
lo . % lo. r 

3 37 ., 10 83 .3 108 68. 4  
i .2.. 62 . 5  2 16.7 50 31 .,6 -

8 100 .0 12 100.0 158 100.Q 

65 

lo . J= lo .  

81 88 .0 189 75 .6 

11 12 .0 61 24.4 -
92 100.0 250 100.0 



TABLE XX 

JJIETHODS USED TO EMPHASIZE FROZEN FOODS CABINETS IN THE 250 RETAIL GROCERY STORES 

Keaphia Nashville Cba:ttanooga Knoxville . Bristol Oak Ridge 
llethod Ro. % lo. % 1fo . V �. No . J No . J Bo . 

As Part of Display Cabinets • 
- --- -·--·- ---- � 

Colored display pictures 34 66 .7 JO 76.9  28 58.J i 23 60.5 l JJ .J 4 40.0 64 [ 59 .3 56 69 .l 120 6J .5 

Lighted "frozen food" sign 3 5.9 4 10.3 24 50 .0 16 42.1  1 33.3 k 40.0 2$ 23 .1 27 33 .3 $2 21 .s  

Total ; * ; * 52 -:- , ; * -;- * -;- * 89 1 * ; * � -:  

Added to Display cabinets 

Colored display cards 

Point of sale posters 2 3.9 17 43 .6 

Banners 21 41 .2 

Wooden lettered .f"rozen food sign 4 7 .8 7 17 .9 

Painted sign 1 1 .9  

Display of frozen food packages 1 2 .6 

Neon sign l �9 --

Total 29 * 25 * 

1 

5 

21 

1 

1 

1 

30 

2 .1 

10.4 

43 .8 

2 .1 

2 .1 

.. ' 

2 .1 

* 

I 17 

2 

1 

4 

i 

-

I 24 

b4.7 2 

$.3 l 33 .3 3 

2.6 

10.5  

- -
* 1 * 5 

.. All figures and per cents based on total number of methods used and therefore do not equal 100 per cent . -

20.0 8 7 .4 12 l.4 .8 20 10.6 

30.0 14 12 .9 16 19 .8  30 1,.9 

23 21 .3 20 24.7 43 22 .8  

6 ,5 .6 10 12 . 3  16 a .s 

2 1 .9  2 1 .1  

1 1 .2 1 0.5 

2 1.9 2 1 .1 - - -
* 55 * 59 * 114 * 
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that the margin on frozen foods was not adequate ;  Table XXI lists  the 

average mark-up used by the various retailers . 

Although it was found that 68 .0  per cent of the grocers average a 

Zl per cent mark-up, a majority of them were independents . More inde­

pendents average a 27 per cent mark-up than do chains . Retailers as a 

whole , in Memphis and lashville , average a 5 per cent less mark-up than 

do those in the other metropolitan areas . This is partly explained b7 

the fact that many distributors in these cities advocate that retailers 

use a smaller mark-up. :Because profit i s  based on sales volume . retail­

ers who achieve a. maximum volume of frozen food business can usually op­

erate on a smaller mark-up. One solution for those retailers with small 

sales volume may be to lower their mark-up so  that volume ean be in­

creased to a point of profitableness .  

When retailers were asked what mark-up was best for the greatest 

net profit on frozen foods , a wide range of answers resulted. However ,  

about two-thirds suggested an average 2'l per cent mark-up. One point 

seems evident from the results obtained from these two questions . 

Chains , because of larger sales , succesefull.7 . use a smaller mark-up and 

report that frozen foods are a profitable department . 

Deliveries Per Week Becease.rz to Supplz Frozen Foods to  Grocers 

Retailers are dependent upon distribut ors for adeq_uate delivery of 

frozen foods . The number of deliveries per average week needed is shown 

in Table XXII . l'rom this 1 t is observed that approximately half of the 

retailers require more than two deliveries a week. Since a majority of 

the retailers have weekl7 sales of seventy-five dollars or less , it is 



TABLE XXI 

AVERAGE MARK-UP ON FROZEN FOODS USED BY THE 250 RETAIL CROCERY STORES 
I 

T o t  a l  
Memphis Nashville Chattanooga Knoxville Bristol Oak Ridge Inde1'en<fent Chain Total 

Per Cent No . % No . % No . % No . % No . % No . % No . % No . % No . % 

10 - l4 l 1. 7 I l l .l l o." 
15 - 19 9 15 .0  1 2 .0 2 l .J  8 8 . 7  10 4 .0 

20 - 24 29 "8 . 3  29 s0.o 3 s .o s 8 .3 8 100.0 37 23 .J 30 32 .6 67 26 .8 

25 - 29 19 31 .7 20 4o.o 57 95.o 55 91 .7 12 100.0 117 74.d 53 57 .6 170 68.o 

30 - 34 2 J.J 
_ -2, � 

2 o.8 

Total 60 100.0 50 100.0 60 100.0 6o 100.0 8 100.0 12 100.0 158 100.Q 92 100.0 250 100.0 

68 



TABLE llII 

NUMBER OF DELIVERIES DURING AN AVERAGE WEEK NEEDED TO SUPPLY THE 250 RETAIL CROCERY STORES WITH FROZEN FOODS 

llemph1e Baahril.l.e Chattanooga ---�- Briato1 oak Ridle 
Nuuber Per Week No . :I lo . J lo. % No. io . % ilo . 

One ll 18 .J 4 8 .0  2 3 .4 10 16.7 4 $0.0 21 13 .3 10 10.9  31 12 .4 
I 

Two 26 43 .2 17 34.0 30 So.o 21 35.0 2 25 .0 2 16 .7 67 42 .4 31 33 . 7  98 39 .2 

Three 10 16.7 3 6.0 15 25 .o l2 20.0 l 12.5  3 2$ .0 28 lJf.7 16 17 .4 44 17 .6 
I 

Four 10 16 . 7  15 30.0 9 15 .0 6 10.0 6 So.o 28 17 .7 18 19 .6 46 18 .4 

Five 1 1 .7 2 4.0 2 3 .3 3 5 .0 3 1.9 5 5.4 8 3 .2 

Six l 1.7 8 16 .0 2 3 .3 2 3 .3 l 12 .5 l 8 . )  8 $ .1 7 7 .6 15 6 .0  
. I , 

Over Six l 1 .7 l 2 .0  6 10.0 3 1. 9 5 $.4 8 3 .2 - - -- - - - -- - -- -
Total 60 100.0 50 100.0 60 100.0 60 100.0 8 100.0 12 100.0 158 100 .0 92 100.0 250 100.0 
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evident that the average amount delivered is relatively small. This re­

tailer tendenc7 to buy frozen foods on a hand-to-mouth basis may be due 

either to  a lack of storage space or a hesitancy to buy in large quanti­

ties . Regardless of the cause , fre quent and small deliveries are partly 

responsible for the high cost of distributors . 

Price Consciousness of �wers of l'rosen Joods 

It has been contended by some that since frozen foods appeal to  a 

high income group ,  most of the purchasers are not too price conscious. 

lletailers were asked whether their customers showed any tendencies toward 

greater price consciousness , and the replies are shown in Table XXIII . 

Only 60 . 8  per cent felt that their customers were becoming more price 

conscious regarding frozen foods . This is interesting in view of present 

high food prices and consumer uncertainty concerning future economic con­

ditions . More chains report that their customers are price conscious 

than do independent s ,  which is understandable because chain customers 

are usuall.7 more price c onscious of all grocery products . Three-fourths 

of Knoxville retailers reported such a tendency and this may be explained 

by the generally depressed manufacturing activity in the city at the t ime 

of this study. The most frequent comment made by the 39 .2 per cent of 

the grocers reporting no increase in cust omer price consciousness of 

frozen foods was that their cust omers still look for quality and do not 

sacrifice this feature for price . 

Substitution of l'rozen Products for the 1resh Products 

In order to eliminate losses from heavy spoilage in certain fresh 

foods , a few retailers have begun to  substitute frozen foods for these 



TABLE XXIII 

NUMBffi AND PER CENT OF THE 250 RETAIL GROCERS BELmVING CUSTOMERS ARE TENDING TO BECOME MORE PRICE CONSCIOUS IN SELECTING BRANDS OF FROZEN FOODS 

Re81)0DS8 

Yes 

No 

Total 

)(eaEbia 
lo . J 

30 50.0 

� ,o.o 

60 100.0 

Hubrll.le 
R'o . % 

- 31 62 .0 

!2 38.0 

50 100.0 

Chattanool! 
lo . % 

37 61 .7 

23 38.3  

60 100.0 

Inaxvi:n 
lo . 

45 1, .0 

15 2,.e 
60 100.0 

Bristol oak R1'1e ��nf Chain Total 
lo. J; lo. ' ilo . ' lo . ,, 
3 31 .s 6 50.0 85 ,3 .8 67 72 .8 152 60.a 

...L 62 . 5  6 ,o.o ..ll. 46.2 25 27 .2 98 39 .2 

158 
I 

2,0 8 100 .0 12 100 .0 100.Q 92 100.0 100.0 
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fresh products .  This information is included in Table XXIV . A total of 

86.4 per cent have not eliminated fresh foods of a:n.y- kind that were nor­

mally carried. More independents have dropped items tha.n have chain re­

tailers , which can be accounted for by the fact that fresh produce has 

always been a more profitable item for chains . In Knoxville , more sub­

stitution has taken place than in the other cities . This is again 

probably due to the intensive sales efforts of a local processor . The 

items most frequently substituted were those especially susceptible to 

excessive spoilage such as fresh broccoli , brnssel sprouts , cauliflower, 

English peas , and greens . 

Complaints of Customers Regarding 1rozen Yoods 

The success of frozen foods as well as any other product depends 

upon continued consumer acceptance. Satisfaction can be determined to 

s�me degree by the comments or complaints received by the retailer . 

Table XXV lists the frequency with which retailers receive complaints 

from customers about frozen foods . 

None o� the grocers reported regul8.l" or fre(E.lent complaints from 

their customers . Only slightly more than half have reported receivin& 

occasional complaints . This is an indication that in general those who 

bw frozen foods are fairly well satisfied with the products . 

Of the complaints received , the one reported most frequently was 

in regard t o quality and included such things as : foreign matter (grit 

and sand) in greens , toughness , failure in constant coloring in some 

items . This indicates that packers and processors need to pay more at­

tention to such factors in the future .  When retailers were asked if 



TABIE XXIV 

NUMBER AND PER CENT OF THE 250 RETAIL GROCERY STORES HAVING SUBS'lITOTED FROZEN FOODS FOR THE SAME OUT-OF-sEASON � PRODUCTS 

• lllwmplalm liaohville Chattanooga ltnTI Bristol oak �e 
Resl)Onse Ro . J ko . % lo . % No . lo . % lo . . 

Yes 10 16 .7  l 2 .0 S 8 .3 18 30.0 28 17 .7 6 6 .5 34 13 .6 

No 50 83.3  49 98 .o  55 91 .7 42 70.0 8 100.0 12 100.0 130 82 .J · 86 93 .5  216 86.4 - ---- - -- - -- -- - - - -- _ _  ...,. _  -
Total 60 100.0 So 100.0 60 100.0 60 100.0 8 100.0 12 100.0 158 100.Q 92 100.0 250 100.0 
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ResEonse 

Regularly 

Frequently 

Occasionally 

Never 

Total 

Memphis 
No . % 

36 

24 

60 

60.0  

40.0 

100.0 

TABIE IXV 

FREQUENCY VlITH WHICH THE 250 RETAIL GROCERS RECEIVE C<XPLAINTS FROA CUSTOMERS REGARDING FROZEN FOODS 

Nashville 
No . % 

27 .54 .0 

Q 46.0 

so 100.0 

Chattanooga 
No . % 

36 

� 

60 

60.0 

40.0 

100.0  

Knoxville 
No . % 

32 

28 

60 

.53 .3 

46.7 

100.0 

Bristol 
No . % 

S 62 .5 

...L 37 .5 

8 100.0 

Oak Ridge 
No . % 

4 

8 

12 

33 .3  

66.7 

100.0 

Independent 
T o t  a l  

clia!n 
No . % No . % 

BJ s2 .s s1 

..12 47 .f � 

1.58 100.0 92 

62 .0  

38 .0 

100.0 

Tota.T 
No . % 

140 56.0 

110 44.0 

2.50 100.0 
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they thought such complaints were justified, 85 .7 per cent replied in 

the affirmative . 

Eyaluation of Selected Yeatures of Frozen Yood Packages 

75 

The importance of qµality in frozen foods is evident from the 

discussion in the previous paragraphs concerning customer price con­

sciousness and complaints .  The preservation of this essential feature 

of frozen foods is in a large part dependent upon the protective packag­

illg used. 

In addition to protecting the quality of the product , frozen food 

packs.gee must also be attractive for purposes of display and sales pro­

motion. The paeka&es must also be as uniform in size as possible to  

facilitate storage and contain proper quantity for consumer use . 

To meet all these reqµirements ,  special attention mu.st be given 

to certain features of packaging , and modification and improvement must 

continually be made . In order to determine the attitude of retailers 

with respect to frozen food packaging, they were asked to rate seven se­

lected features . These results are revealed in Table XXVI • 

.All of the features were rated satisfactory or better by 95 .0  per 

cent of the retailers . Altho'U8h a majority indicated  th.at the present 

packages were suitable , there was still room for improvements.  Consumer 

eye appeal which is of major importance received the highest rating of 

the criteria evaluated. 

It is interesting to note that chains rate these features of 

packaging about the same as do independents . Since chains have done 



Ka.phis 
Feature and Rating ...-, 

Strength for Protection 
Very satisfactory 17 28 .3 
Satisfactory 42 70.0 
Unsatisfactory 1 1 .7 

Total oO 1oo.o 
leak-Proof 

Very satisfactory 9 1, .0  
Satisfactory 49 81 . 7 
Unsatisfactory 2 3 .3 

Total bO 100 .0 
Moisture- and Vapor-Proof 

Very satisfactory 8 13 .4 
Satisfactory 50 83 .3 
Unsatisfactory 2 3 .3 

Total oO 100.0 
Consumer Eye-Appeal 

Very satisfactory 17 28 .3 
Satisfactory 40 66 .7  
Unsatisfactory 3 ,.o 

Total l>o 1oo.o 
Labeling 

Very satisfactory 16 26. 7  
Satisfactory 40 66 .7 
Unsatisfactory 4 6 .6 

Total oC5 100 .0 
Size 

Very satisfactory 16 26.7 
Satisfactory 44 73 .3 
Unsatisfactory 

Total � 1oo.o 
Uniformity in Size and Shape 

Very satisfactory- 15 25.0 
Satisfactory 40 66 .7 
Unsatisfactory 5 8 .3 

Total � ioo.o 

TABLE XXVI 

EVALUATION OF SELECTED FEATURES OF FROZEN FOODS PACKAGING BY THE 2$0 RETAIL GROCERS 

luhTille Chattanooga 
lo . ' Ro. % 

9 18 .0 8 13 .4 
38 76 .0 $2 86. 6  
3 6 . 0  

� 100.0 on 100.0 

2 4.0 1 1 .7 
47 94 .0 57 95 .0 
1 2 .0 2 3 .3 

>O 100 .0 oO 1oo.o 

4 B .o 2 3 .3 
44 88 .0 57 95.0 
2 4 .0 1 1 .7 

� 100 .0 oO 100.0 

1h 28 .0 11 18 .3 
34 68 .o 48 80.0 
2 4.0 1 1 .1 

� 100.0 00 1oo.o 

6 12 .0 3 ;.o 
43 86 .0 54 90.0 
1 2 .0 3 s .o 

� 100.0 . on 100.0 

9 18 .0  7 11 .7 
41 82 .0 52 86 .6 

1 1 .7 
� 100.0 oO 100.0 

4 8 .o 5 8 .3 
40 80.0 j3 88 .4 
6 12 .0 2 3 .3 

� 100.0 � 100.0 

f}oxville 
• .% 

2 3 .3 
57 95 .0 
l 1 .7 

ot5 100.0 

l 1 .7 
54 90.0 
5 8 .3  

� 100.0 

60 100 .0 

00 100.0 

13 21.6  
46 76.7  

l 1.7 
oO 100.0 

1 1 .7 
$9 98 .3 

m 100.0 

10 16 .7 
so 83 .3 

o?5 160.0 

2 3 .3 
51 95 .0 
1 1.7 

m 100.0 

Bristol Oak Rid, lo ·�· �  �···· '�- �.�.� lo. 

8 100.0 12 100 .0 

'1r 100.0 � 1oo.o 

1 8 .4 
8 100.0 11 91 .6 

-g- 100.0 IT 100.0 

8 100.0 12 100 .0 

"T Ioo:o ll' 100.0 

3 37 .5 9 1,.0  
5 62 .5  3 2, .0  

er- 100.0 11 100 .0 

8 100.0 12 100.0 

,r 100.0 IT 100.0 

a 100.0 12 100.0 

,r 100 .0 IT 100.0 

8 100.0 12 100.0 

,r 100.0 n- 100.0 
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2s 1, .8 11 11 .9 36 14.4 
1� 82 .J 79 85 .9 209 83 .6 

� 
1.9 2 2 .2  5 2 .0 

1oo.o � 100.0 � 1oo.o 

l2 7 .6 2 2 . 2  14 5.6 
139 88 .0  87 94.5 226 90.4 

!St 4.4 3 3 .3 10 4 .0 
100.0 � 100.0 � 100.0 

� 6 .3 4 4 .3 14 5.6 
1tili 91 .2 87 94.6 231 92 .4  

4 2 .5 1 1 .1  5 2 . 0  
I5B' 100.0 � 100.0 � 100.0 

U1 26 .0 26 28 . 3  67 26.8  
11.3 71.; 63 68 .4 176 70Ji 

4 2 .5 3 3 .3 7 2 .8 
I5B' 100.0 � 100.0 � 100.0 

�7 10. 8  9 9 .8 26 10.4 
137 86 .7  79 85. 9  216 86.4 

� 
2 .5 4 4.3 8 3 .2 

100.0 � 100 .0 15a 100.0 

l 
16.5 16 17 .4 42 16 .8 
82 .9 76 82 .6 207 82 .8 
o.6 1 o.4 

100.0 '9'2' 100.0 15a ioo.o 

1�j 
10.8 9 9.8  26 10 .4 
84 .2 77 83 .7 210 84.0  

8 , .o 6 6 .5 14 5 .6 
I5B' 100.0 � 1oo.o � 100.0 
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more research on this problem, it might be assumed that they would be 

more critical of a:ny existing weakness. 

Though retailers were generally satisfied with the packaging of 

frozen foods , there were a few concrete suggestions that should prove of 

interest to packers . These include sueh things as : (l)  more effort to 

insure flat packages rather than slightly rounded sides to assist in 

stacking and keeping an orderly display cabinet; (2) more definite data 

on the packages as to number of servings that � be obtained from the 

package; (3)  possible variation in the size of pack:a&es of certain vege­

tables to suit the needs of various size families . 

The problem of marking the price on frozen food packages is of 

considerable concern to retailers . Since most wrappings are heavily 

waxed or made of paraffin impregnated paperboard , it is practically im­

possible to write legibly on the package . In addition , most packages 

are almost complete� covered with writing and illustrations . As shown 

in Table XXVII , retailers are decidedly in favor of a blank space on the 

package for purposes of pricing. l'urthermore , they suggest that if pos­

sible the wax be removed from the space provided for this purpose . 

�roken Yrosen Food Packages as a Problem of Retailers 

Another item which retailers must guard against is that of broken 

packages. Carelessness on the part of distributors and customers is re­

sponsible for much of the breakage . :Broken packages detract from eye 

appeal and are difficult to sell, which results in a loss to retailers . 

The frequency with which retailers are confronted with this problem is 

shown 1n Table XXVIII . While only- two grocers indicated that packages 



TABLE XX.VII 

NUMBER AND PER CENT OF THE 250 RETAIL GROCERS PREFERRING A. BLANK SPACE ON FROZEN FOOD PACKAGES FOR MARKING THE f'ETAIL PRICE 

Memphis lashYille Chattanooga ___ .,.. Bristol Oak. Ri�• 
Resoonae No . % Ro . J Ro . % No . % lo . lo . I No .  J 

Yes 59 98 .3 h6 92.0 S7 95 .0  60 100.0 8 100.0 12 100.0 154 97 -5; 88 95.6 242 96 .8 

No 1 1 .7 _! 8 .0 .2. 5.0 _ __ _ __ _ __ __! 2 .� 4 4.4 8 ) .2  

Total 60 100.0  50 100.0 60 100.0 60 100.0 8 100.0 12 100.0 158 100.Q 92 100.0 250 100.0 

78 



Res -ose 

Regularly 

Frequently 

Occasionally 

Never 

Total 

J1em2his 
lo. J 

,, 91.7 

.2 8.3  

60 100.0 

TABLE XXVII I 

FREQUENCY WITH WHICH THE 250 RETAIL GROCERS ARE CONFRONTED WITH THE PROBIEM OF BROKEN PACKAGES 

laahTille 
lo . ' 

50 100.0 

50 100.0 

Chattanoo1a 
lo . !I 
l 1 .7 

,6 93 .3 

..l ,.o 

60 100.0 

l 1 .7 

57 9,.o 

2 3 .3 -
60 100.0 

Bristol ()ale R�e 
lo . J lo . 

I 
1 0.6 

8 100.0 12 100.0 147 93.0 

10 --2.!! - - -
8 100.0 12 100.0 158 100 .0 

19 

l 1.1 l 

l 0.4 

91 98 .9 2.38 9, .2  

10 4.0 

92 100.0 250 100.0 
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are broken regularly or fre qn.ently, a majority reported that broken 

pacJca&ea are an occasional occurrence. Retailers are , however ,  making 

an effort to reduce the amount to a minimum, and 97 .2  per cent reported 

that they keep a constant check on broken packages in their display 

cases . 

Distributors for the most part cooperate in this problem by re­

placing those paclc9&es that are broken, according to 83 . 6  per cent of 

the retailers . Such a policy assures the grocers of a minimum loss from 

this factor that is inherent in the frozen foods business . 

A resume of those techniques used by retailers in selling frozen 

foods has been given in this chapter. lirst , retailer advertising of 

frozen foods was discussed with additional attention being given t o  spe­

cial methods of sales promotion used within the stores . Second , the 

problem of retail mark-ups for frozen foods was discussed with respect 

to their ultimate effect on profit . Third, the relation between weekly 

sales volume and number of weekly frozen food deliveries to retailers 

was briefly mentioned. �ourth, the development of increased price con­

sciousness on the part of consumers with respect to frozen foods was 

analyzed. Fifth, a brief discussion was given concerning the substitu­

tion of frozen products for fresh products  by retailers . Sixth, an at­

tempt was made to determine the degree to which consumers are satisfied 

with frozen foods through a study of those consumer complaints and 
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comments received b7 retailers . Finally, an evaluation of selected fea­

tures of frozen food packaging by retailers was given , and the problem of 

broken packages briefly discussed. 



CH.APTER VI 

FOTURi PLAXS OF FROZEN FOOD BETAILEBS 

The three preceding chapters of this study dealt with the de­

nlopment and present status of the retail distribution of frozen 

foods b7 selected grocery stores in Tennessee. The further expansion 

of retail frozen food distribution in Tennessee is dependent to a great 

extent upon the continued efforts of retailers to provide adequately 

for the needs of their customers and to observe closely their merchan­

dising procedures. Attention in this chapter is . therefore, directed 

toward a st� of the future plans of retailers with respect to frozen 

foods. 

;ru.twe Plans BegfTS1ipg Ney Displ.&y Cabinets 

Although the types of cabinets now in use were enumerated in 

Chapter IV, a total of 46 .4 per cent of the retailers plan to install 

new disp� cabinets. This information is revealed in Table XXIX . 

Chain retailers showed more interest in �ng new equipment than did 

the independents. However . many of these grocers modified their re­

plies b7 such comments as: (1) if demand continues, and (2) if busi­

ness conditions in general do not decline. Most of the merchants were 

of the opinion that the use of frozen foods will continue to expand. 

but the7 are not sure that this is the proper time to invest more 

capital in new cabinets. 



Response 

Yes 

No 

Total 

Jlemphia 
Ro. J 

32 53 .3 

28 46.7 

60 100.0 

TABLE XXIX 

NUMBER AND PER CENT OF THE 250 RETAIL GROCERS PLANNING TO INSTALL NEW DISPLAY CABINETS IN THE FUTURE 

Ruhville 
lo . ' 
26 ;2 .0 

� 48 .o 

50 100.0 

Cbattanoosa 
lo. J 

22 36 .7 

38 63 .3 

60 100.0 

Knax:v� lo . � 

27 45 .o 

33 s, .o - -
60 100.0 

Bristol oak RidF 
Ro. ' Ro . 

4 so.o ' 41.7 

4 50.0 7 58.3 -
8 100.0 12 100.0 

Ind•l?!meni" 
lo . J • .. 
67 42 .4 

91 57 .6 

158 100.0 
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Chain !ota.1 
lo . % lo . ' 

49 53 .3 116 46.4 

43 46. 7  1.34 53 .6 

92 100.0 250 100.0 
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Juture f]ana Regarding :Bulk or Beserve Storage l'acilities 

Frozen food distributors to� are usually willillg to make de­

liveries to retailers as frequentl.7 as they are needed. For this rea­

son . fev retailers provide reserve storage facilities. The results 

shown in Table XIX verify this statement. Further questioning dis­

closed. that 19. 6  per cent of the retailers now have some reserve storage 

facilities. In most instances, this was found to be part of the displ.19' 

cabinets which indicates that a good ID8ZlY prefer cabinets that have re­

serve stora&e facilities. 

Juture PJya 1n Bega.rd to !J:pes of Jrozen rood llAndled 

Retailers mu.st careful� selecte the types of frozen foods car­

ried · i� order to obtain the maximum value from their limited storage 

space. At present , there is some indicati011 that a few retailers stock 

too many frozen food items ; however , Table DXI shows that approxi­

mately 80.0 per cent intend to continue handling the same types of 

frozen foods in the future. 

The chains seem to follow a more rigid policy with regard to 

limiting the number of varieties than do independents, and carry only 

those items which have a rapid turnover. Therefore , as would be ex­

pected , more chains , 94.6 per cent , stated that they would keep the 

same number of items, whereas on]Jr 70.9 per cent of the independents 

expressed this opinion. 

l'uture nana in :Regard to l'pmber of Brands Band.led 

Most retailers believe that it is advantageous to concentrate 

efforts upon a limited number of brands. This policy is illustrated 



Re81>0DN 

Yes 

No 

Total 

TABLE XXX 

NUMBER AND PER CENT OF THE 25<) RETAIL GROCERS PIANNING TO PROVIDE BULK OR RESERVE STORAGE FACILITIES FOR FROZEN FOODS IN THE FUTURE 

Memphis 
Ro . % 

.3 s.o 

S7 9S.o 

6o 100.0 

lasbville 
lo . ' 

22 100.0 

so 100 .0 

Chattanooga 
lo . % 

l 1 . 7  2 3 .3 

22 98 .J � 96.7 

6o 100.0  60 100.0 

Bristol 
.�

Ri

· lo . % 

2 l.6 .7 

8 100.0 10 83 .3 -
8 100.0 12 100.0 

�iilenf 
• % ,_ 

8 5.l 
I 

150 
� 

158 100.0 

cliil'ii 
lo. % 

92 100.0 

92 100.0 

85 

!otiI 
lo. % 

8 3 .2 

242 96.8  

250 100.0 



Real)()DSe 

Smaller 

About the Same 

larger 

TQt.al 

Jlem.;ehie 
lo. J 

l 1.7 

39 65'.o 

20 33 .J 

60 100.0 

TABLE XXXI 

FUTURE PLANS OF THE 250 RETAIL GROCERS REGARDING THE TYPES OF FROZEN FOODS TO BE HANDLED 

Bashrllle Chattan
°J'

a Bristol Oak Ridge 
Ro . J lo . lo . J lo . I 
5 10.0 7 n.1 9 

40 80.0 53 88 .3 ,o 8J .3 7 87 ., 10 83 .3 112 

.2 10.0 10 16 .7 1 12 ., 2 16 . 7  Jl - - - - -
50 100.0 60 100.0 60 100.0 8 100.0 12 100.0 1$8 
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I 

T o t a !  

lo . J Ho .  ' 

5.7 4 4.3 13 ,. 2 

70,9 87 94 .6 199 79 .6 

23t4 1 1.1 38 1, .2 -
100,0 92 100.0 250 100.0 
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in Table XXXII ,  as 92. 0 per cent of the retailers stated they intend 

to carry the same or a fewer number of brands in the future. Many' re­

tailers stated that too many brands appear to confuse customers ,  and 

that they believed two brands were adequate. 

Juture Plans in Begard. to Amgunt of Display Space 

�ecause of the relatively small volume of frozen food business ,  

a majority_ of the retailers do not anticipate a need for increasing 

their display space. Approximately 85. 0 per cent , as shown in Table 

XJ9CIII , were. of this opinion. Although this seems to contradict the 

fact that 46.4 per cent plan to bU1' new cabinets ,  it should be pointed 

out that in most cases these purchases vill be made in order to obtain 

better visibility and accessibility rather than additional space. 

Despite the apparent lack of definite plans for further expan­

sion of the frozen food department , 94.0 per cent of the retailers be­

lieve this phase of their business has a good future. Although JDanT 

of the respondents were doubrtul that frozen foods ca.n in the near fu­

ture compete with fresh foods on a price basis , a few seem to be will­

ing to increase their efforts to obtain the adequate sales volume 

necessary for making this type of merchandise a profitable line. 

Attention has been centered in this chapter upon the future 

plan.a of retailers with respect to frozen foods .  Jirst , retailers • 

plans with respect to the installation of new display cabinets were 
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Fewer 

About the Same 

More 

Total 

K•;ehia. 
No . J 

7 ll.6 

47 78 .4 

6 10.0  

60 100 .0 

TABLE XXXII 

FUTURE PLANS OF THE 250 RETAIL GROCERS REGARDING THE NUMBER OF BRANDS OF FROZEN FOODS TO BE HANDLED 

llashvill.e Chattano
jP 

Knaxv:le Bristol Oak Ridle � l!!Dif Ho . % lo . Ro . = lo . J Ro . 

; 10.0 2 J.J  1 1 .7 10 6 .3 

42 84 .o 55 91 .7 54 90.0 7 87 .5 10 83 .3  129 81.6 

.2 6 .0 .2 5.0 2 __Jd l 12 .$ 2 16.7 .1l 12 .1 - -
;o 100.0 60 100.0 60 100.0 8 100.0 12 100.0 158 100.0 
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chain T ital 

s ;.4 15 6.o 

86 93 .S 21s 86.o 
l 1 .1 20 8 .0 - -

92 100.0 250 100.0 



TABIE µ):III 

FUTURE PLANS OF THE 250 RETAIL GROCERS REGARDING THE AMOUNT OF SPACE TO BE USED FOR DISPIAYING FROZEN FJ)ODS 

I � to t al  
Memphis Nashville Chattanooga Knoxville Bristol oak Ridge Independent Chain Total 

Response No . % No . % No . % No . % No . % No . % No . % No . % No . % 

Increase 14 23 .J 6 12 .0 3 $.O 8 13 .3 4 50.0 3 25 .0 31 19 .6 7 7 .6  38 15 .2 

Same 1a6 76.7 44 88 .o 57 9S .o 51 85.o 4 ,o.o 9 1,.0 126 79 .8 85 92 .4 211 84.4 

Decrease 1 1 .7 1 � __ 1 0.4 

Total 60 100.0 SO 100.0 60 100.0 60 100.0 8 100.0 12 100.0  1S8 100.9 92 100.0 2SO � 
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discussed. Second . plans of retailers for the installation of reserve 

storage facilities were briefly mentioned .  Next , those plans of re­

tailers with respect to types and brands of frozen foods to be carried 

were studied. Final.11'. retailer plans for increasing the amount of 

displq space given to frozen foods were discussed. 



CRAP.rER VI I 

WHOLESALE DISTRIBUTION OF FROZEN FOODS IN TENNESSEE 

Present Status 

In the absence of a better method for introducint their products ,  

frozen food packers patterned early marketing procedures a.tter those of 

canners . With very few exceptions , brokers were initial:13 employed for 

product distribution.1 

A few frozen food wholesale distributors began operations when re­

tail consumer-sized packages were made aTailable by packers , but lack of 

frozen food cabinets in retail stores severely restricted sales . 2 These 

early' distributors usually operated from a public refrigerated warehouse 

and used poorly insulated or uninsulated delivery trucks . It was almost 

impossible for distributors to represent more than one packer because of 

the restrictions imposed on them by the first s ource of supply. As a 

result of these conditions , many of the early distributors failed , and 

only the most  persevering survived the early period of the introduction 

of this new type of processed food.3 

Growth of Frozen Yood Distributors 

The growth of wholesale frozen food distribution in Tennessee bas 

1 H .  C .  'Diehl and C .  R.  Havighorst , IIJ'rozen ll'ood Report No . 2 
. Marketing, "  � Industries . 19 : 150 , February 1947 . 

2 Diehl and Bavighorst , 19.£• ll!· 
3 .ni.2:,. , p. 156 . 
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followed a s omewhat uneven pattern a.s shown in Table DCCIV . �efore 

1940 , retail outlets were few in number and there was not enough incen­

tive to induce more distributors to enter the busines s .  However,  by 

1940 consumer interest in frozen fo ods and , alol'l& with it , retailer 

interest , had reached a point where more and wider distribution was 

necessary . In that year , three new distribut ors entered the field .  

Wholesale distribution would probabl.7 have continued. t o  expand 

had it not been for World War II . The same basic reasons that slowed 

retailer growth in frozen foods also accounted for depressed distributor 

expansion.  Only two new distribut ors entered business  between 1940 and 

1946. 

With the end of the war , the entire industry again began rapid 

expansion and more distribut ors entered the frozen food field . Seven , 

or over half of all the present distributors in the state , started opera­

tions since the war. There bas e.lso been a fairly even growth of the 

wholesalers in all of the six cities . 

It is interesting to  note that these distributors have not all 

entered the wholesale frozen food business  with frozen foods as their 

only items . Of the thirteen in the state , only three are engaged solely 

in the frozen food business . The other ten distributors have varied 

interests such as the distribution of fresh produce , dairy products , meat 

products , ice , fish and oysters , or the operation of frozen food lockers . 

Therefore , frozen foods are only a sideline for most of the distributors .  

At the present time , there i s  only one distributor in the state that 

packs trozen foods and this is located in Knoxville , Tennessee. 
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TABLE XXXIV 

YEARS IN WHICH THE THIRTEEN DIS'IIIBUTORS BEGAN HANDLING FROZEN FOODS 

.e Bristo� O!:.re To· 

Year Ruiibir Nuiii>er Humber Number- Rwiber H r Number 

19.38 1 I 1 

1939 

1940 1 2 I .3 

19hl 1 I 1 

1942 1 I 1 

1943 

1944 

194S 

1946 1 � 2 

1947 1 2 3 

1948 1 1 2 - - - - -
Total 3 2 4 2 1 1 13 
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Jumber of Varieties of Frozen Food Handled 

In order to satisfy retailer demand for frozen foods , distributors 

a.re forced to carry a wide variety of items . Table XX.XV shows the kinds 

and varieties handled by the distributors . 

Vegetables are undoubtedly the most important from a standpoint 

of sales of the two basic kinds of frozen foods. For this reason, dis­

tributors usually handle a large assortment of vegetables. AlthoU&h some 

� not yet be profitable ,  distributors feel that if the industry is to 

expand consumer demand mu.st be increased as well as the range of frozen 

food items . 

Frozen fruits , the other basic kind , a.re restricted to relativel.7 

few varieties because a few account for a majority of total fruit sales . 

Frozen meats are carried by only five of the distributors , two in 

Memphis ,  two in Chattanooga, and one in :Knoxville . Distributors handliJl8 

this item usuall,1' carry only one brand. Few distributors carry frozen 

meat because of' its limited consumer acceptance. 

More retailers report that as yet frozen fish and poultry have 

not been generall,1" accepted by the public. This , plus the fact that 

profit margins on these items in the fresh form are greater , account s for 

the fact that frozen forms are not carried in great qu.a.n.tity. However , 

some distributors feel that they a.re being f'airlJ" successful in the pro­

motion of these items and as a result carry a rather large llllIDber of 

varieties. 

Specialty items offer a source of increased profits for distribu­

tors , and for this reason s ome may be tempted to carry large numbers of 



TABLE XXIV 

NUMBER OF VARIETIES OF FROZEN FOODS HANDLED BY THE THIRTEEN DISTRIBUTORS 
95 

I 

� � � Nulivill.e Cha.ga Knoxv1JJe Brieior ? iJAA  Total a:;s 
Variety- and Humber ituilier Number Number liUllber Numb er 

Vegetables 
ll 1 1 
14 2 2 
l5 1 1 
16 l 1 2 
17 1 1 
19 1 1 
20 1 l 1 3 
2, 1 1 
30 1 1 

Total T 2 ,r- 2 � -r u 
Fruits 

2 1 1 
3 1 I 1 4 1 1 2 
, 1 2 1 1 , 6 1 1 
8 I 1 1 
9 1 1 

12 1 1 
Total T 2 T 2 l -y- u 
Meat 

0 1 2 2 1 1 1 8 
1 2 2 1 s 

Total T 2 T 2 -r- -r u 
Fish 

1 1 1 
3 1 1 2 
4 2 1 3 
, 1 1 1 3 
6 1 1 2 
8 1 1 
9 1 1 

Total T 2 T 2 � -y- D' 
Poultry 

2 0 1 1 
1 2 2 1 , 
3 1 1 2 
4 1 1 

10 1 1 1 3 
Total T 2 u 2 � -r u 

Specialties 

I 
3 3 1 1 1 

4 2 2 
, 1 1 
6 1 1 
7 1 1 2 

10 1 1 
I 

1 3 
l2 1 

I 
1 

Total T 2 T 2 T I T u 
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these items . This may result in retailers being loaded with hard-to­

move merchandise . As a whole , the Memphis wholesalers carry larger as­

sortments than do those in the other cities , and it is interesting to 

note that one distributor in Chattanooga handles a much larger assort­

ment than the others in that area. 

Number of !rands Carried 

Distributors today are no longer handicapped as to the number of 

brands they can carry because with such a relatively small number in the 

state ,  packers and processors must sell to  all if they are to obtain wide 

distribution. The number of brands now carried by the thirteen distribu­

tors is shown in Table XXXVI • 

Most wholesalers state th.at their policy is to carry the smallest 

number of brands possible to meet retailer demand . This procedure con­

centrates sales efforts on a smaller group of products .  Furthermore , 

the elimination of duplications is necessary because of the limited 

amount of cabinet space in most retail grocery stores . 

The wide range of brands is accounted for by the fact that a few 

distributors enumerated all their brands and specialty items , some in­

cluded only major brands and specialties ,  while others listed only' the 

one major brand handled. 

Distribut ors in Chattanooga, as a whole , handle a larger number 

of brands than do those in the other five cities . This is interesting 

in view of the fact that distributors in that city complain that there 

are too, ma.ny distributors for the potential market . There is only one 
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TABLE XXXVI 

NUMBER OF MAJOR BRANDS OF FROZEN FOODS HANDLED BY THE THIRTEEN DISTRIBUTORS 

Cha tanooga • Total 
Humber · -fiioer- Buni>er lfwnber Humber 

1 1 1 I 2 

3 2 I 2 

4 l I l 

5 l l 1 3 

8 1 2 3 

14 1 .  l 

17 l l 
-

Total 3 2 4 2 l l 13 



distributor in the state having a private brand of frozen foods . This 

distributor , located in Knoxville , is also a packer. 

Per Cent of Sales to  Retail and Institutional Establishments 
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The two largest markets for frozen foods at the present time are 

the retail and institutional outlets .  Jigures shown in Table XXXVII 

give the present proportions of distributors • sales between these two 

markets .  Institutional sales at the present account for a rather small 

portion of the business . Over three-fourths of the distributors reported 

one-third or less of total sales to this market . It was reported that 

this is not as profitable a market as the retail business , as a conse­

quence , is  not promoted extensively. 

Therefore , most distributors have concentrated on the retail 

market which constitutes over three-fourths of their sales volume . 

While Memphis distributors depend almost entirely upon retailers ,  the 

fairly even division of sales by Chattanooga wholesalers is interesting. 

They have tended to  cultivate the institutional market in order to  offset 

the heavy competition for the retail business . 

Sales to  retailers are increasing according to 92. 3  per cent of 

the distributors. One of the thirteen distributors reported sales about 

the same , but he stated that he had only a small retail business . Only 

30. 8  per cent reported increasing institutional sales while one distribu­

tor does not cultivate this business .  

Per Cent of Sales to Xatiopal Chains, Local Chains, Independents 

A follow-up question on the amount of sales to  retailers was made 



TABLE XXXVII 

ESTIMATED PER CENT OF FROZEN FOODS SALES OF THE THIRTEEN DISTRIBUTORS TO RETAIL AND INSTITUTIONAL Jm'W3LI�s& 

Re•�nse 

Per Cent Retail 
60 
6S 
66 2/) 
70 
7S 
as 
90 
9$ 

100 
Total 

Per Cent Institutional 
0 
s 

10 
1S 
25 
30 
3.3 l./.3 
35 
40 

Total 

1 
l 
l 

T 

l 
l 
l 

T 

8 

• 

a Estimates submitted by the distributors . 

1 

1 

,-

l 

l 
2 

Kno'l:v1ile 
Number 

l 
1 
l 

2 
l 

T 2 

1 
2 

l 
l 

l 
T 2 

l 

-r-

· 1  I 
I 
I 

-r 

0a 
R-

1 

l 

1 

-i-

e 

2 
l 
l 
2 
2 
l 
l 
2 
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IJ 

l 
2 
l 
l 
2 
2 
1 
l 
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by asking distributors to  estimate distribution of these sales by chains 

and independents . The results are shown in Table XXXVI II . These figures 

indicate that independents are the most important customers as a whole . 

About 85 per cent of the distributors report that 50.0  per cent or more 

of their total retail sales are made to independents . The small per 

cent of sales to independents in Nashville is due largely to the great 

number of chain stores in that city. 

National chains still comprise a small part of the retail market 

for Tennessee distributors . About 85 . 0  per cent of the distribut ors re­

port that 20. 0, per cent or less of their retail sales are made to them. 

Local chains account for a slightly larger share of the retail 

market than do national chains . However ,  about 45 .0  per cent of the 

distributors report that this group accounts for less  than 10.0 per cent 

of total retail sales ,  while 23.1 per cent report no sales to local 

chains . 

Present Sales Volume Fluctuations Compared to Previous Years 

One of the problems that has alw81'S confronted frozen food dis­

tributors has been that of seasonal sales .  In the past , sales could be 

depended upon to increase during the winter months and t o  decrease with 

the spring , summer , and fall months when fresh produce was abundant . Ad-

vertising and consumer education regarding frozen foods have reduced 

these seasonal fluctuations . When questioned concerning present seas onal 

fluctuations compared to past seasonal movements ,  the distributors an­

swered as shown in Table XXXDt . Almost  half, or 46 .2 per cent , reported 

less  seasonal fluctuation than in previous years . It mq be hoped that 
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TABLE XXXVIII 
r 

ESTIMATED PER CENT OF FROZEN FOODS SALES OF THE THIRTEEN DIS'mIBUTORS TO NATIONAL CHAINS , LOCAL CHAINS, AND INDEPENDENT RETAILERS• 

Knoxville Br18tol. t oak 1t.1e1ge 
Rea�nse lumber lumber aimber Number 

Per Cent National Chains 
0 1 1 
3 1 1 
5 i 1 2 

10 1 l 2 
l5 1 1 
20 l 1 l 3 
25 l 1 
30 
35 r l 

I 
1 

Total T -r 4 2 ,:- � I! 
Per Cent Local Chains 

0 2 1 3 
5 l 1 2 

10 1 1 
15 , 1 1 
2$ 1 l 
30 2 2 
40 2 2 
$0 1 1 

Total T 2 4 2 � l D' 
Per Cent Im.ependents 

35 1 1 
40 l 1 
$0 1 1 
55 1 1 
60 2 2 
70 1 1 2 
80 , 1 1 
85 1 I 1 
90 l 1 2 
97 1 1 

Total T 2 4 2 l l u 

a Estimates submitted by the distributors.  
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Yes 

No 

Don 't Know 

Total 

1 

1 

1 

J 

TABLE XXXIX 

NUMBER OF THE THIRTEEN DISTRIBUTORS WHOSE SEASONAL SALES VOLUME FLUCTUATES AS IN PREVIOUS YEARS 

Krioxv1.u.e Hr181iOJ.. 
Number Number 

1 2 

1 . 2 1 

1 1 - - -
2 4 2 1 
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1u.£1<1ge 
er Number 

I 4 

1 6 

- .1 
l 13 
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this is an indication of a leveling out of marked seasonal fluctuation;  

however , much more intensive work on this is  necessary. 

D1atribut ore 1 Satisfaction with the Promotion of lrozen Foods 

by Retailers 

Distributors are still, for the most part , dissatisfied with re­

tailer cooperation in the promotion of frozen foods . This dissat isfac­

tion was expressed by 61 . 6  per cent of the distributors , as shown in 

Table XL.  Although this criticism � be justified , many retailers do 

not have the time or understanding to do � satisfactory j ob of promo­

tion . However , it is interesting that in the cities of Memphis and 

Knoxville all the distributors are satisfied with the efforts of the 

retailers in sales promotion .  

Distributor Evaluation of Their Present �usiness 

Despite the fact that distribut ors report increasing sales and 

expanding interest in frozen foods by consumers ,  only one of the thir­

teen evaluated their present situation as veey satisfactory, while the 

other twelve reported satisfactory conditions . No doubt this is due in 

pa.rt to the natural hesitation of businessmen ever to  view their present 

situation too optimistically. However , another reason for this feeling 

on the part of distributors seems to  be that expansion of the industry 

and general acceptance by consumers has not taken place as rapidly as 

they had earlier believed would be the case . This is still a new field. 

and by all indications will account for a large share of the total food 

business  when eventually developed , but it is doubtful that too rapid 
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TABLE XL 

NUMBER OF THE THIRTEEN DISTRIBUTORS SATISFIED IITH THE PROMafION OF FROZEN FOODS BY RETAILmS 
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expansion should be expected in the near future. There are a number of 

major problems yet to be solved , and time and increased operations will 

be necessary in order to work these out . 

Methods of Operation 

As in the previous section on retail distribution , this is an 

analysis of present operational tecbni g_ues employed in the actual plq'si­

cal handlill€ of frozen foods by distributors . 

Per Cent of Frozen Foods Beceived from Packers by Bailroad and Truck 

The importance of adequate refrigerated transportation cannot be 

overestimated in the operation of the frozen food industry. Though this 

has been solved to some degree , there is still much to be done in the co­

ordination of available facilities . 

The transportation facilities now employed in distribution between 

packers and distributors are shown in Table XLI . This table clearly in­

dicates the reliance upon trucks for deliver:,. This is largely due to 

the fact that the four distributors in Chattanooga all state that their 

main sour ce of supp]J" is Atlanta , Georgia , and that trucks are used for 

this haul. Available rail a.nd truck facilities and distances involved 

usually determine the type of transportation used and so , to a large de­

gree , is beyond their control. 

Although these two types of transportation still need better 

equipment for this particular purpose, most distributors consider them 

adequate .  About 70.0  per cent using both rail and truck delivery reported 



TABIE XLI 

ESTIMATED PER CENT OF FROZEN FOODS DELIVERED TO THE THIRTEEN DISTRIBUTORS BY RAIIROAD AND TRUCK" 

Reenonse 

Per Cent Railroad 
0 

25 
40 
,o 
80 
90 

Total 

Per Cent Truck 
0 

10 
20 
50 
60 
75 

100 
Total 

�-Lenis 

1-r 

1 

1 
1 

T 

1 
1 

1 

T 

NashYill.e . Chat. 
Hum.tier 

4 

1 

1 
2 T 

1 

1 

4 
2 T 

a Estimates submitted by the distributors . 

oga Knoxville B stol 
Rwaber iui)er 

I 1 1 

1 

2 1 

1 

1 1 
2 -r-

lo6 

I 
I Oak Ridge Total 

lwilier Number 

6 
1 
1 

1 3 
1 

· 1  -r- u 

1 
1 

1 3 
1 
1 
6 

� u 



the present methods to  be adequate . Although very few comments were 

made , two mentioned the need for better refrigeration. 

Methods Used in Storage of Frozen Foods 
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In addition to ade quate facilities for delivery, distributors 

mu.st make provision for proper stora&e • The methods used in providing 

storage are shown in Table XLII . l'rom this it is evident that all but 

four of the distributors own some storage space . However , six of those 

who own storage facilities find them inadequate . This means that ten of 

the thirteen do not own facilities sufficient for their present storage 

operations . 

The fact that most  distributors own some storage space is ac­

counted for by the fact that many already had facilit ies  for their other 

operations such as ice , dairy products ,  etc . , before becoming engaged in 

distributilli; frozen foods . Only slightly over half of the distributors 

stated that their present storage spaee t both owned and rented, was ade­

quate for present operations . Also , only three of the ten now renting 

indicated their intention of building their own adequate facilities . 

This situation may indicate that most distributors do not : 

(1) have sufficient faith in the future of the industry, (2) have suffi­

cient capital to provide their own storage facilities , (3) believe that 

future economic conditions are settled enough for such investments .  

Number of Yrozen Food Salesmen Employed 

The number of salesmen employed by distribut ors seems to  be de­

pendent upon the major business interest of each individual wholesaler. 

As shown in Table XLIII , the number of salesmen varies  widely. 



TABLE XLII 

METHODS USED BY THE THIRTEEN DISTRIBUTCES FOR HANDLING THE STORAGE OF FROZEN FOO:os& 

Jlethod 

OWn Storage Facilities 

Rent Storage Facilitie s 

Both 

Meapm.s 
Buli>er 

2 

.3 

2 

l 

2 

1 

a 
Figures are based on all methods used by each distributor . 

.3 

2 

1 

oo_ga 

2 

2 

2 

l 

l 

9 

10 

6 
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TABLE XLIII 

NUMBER OF SALESMEN EMPLOYED BY THE THIRTEEN DISTRIBUTORS& 

s N&snv1.u.e litl&t,'tanooga Knortl.lle Brl.S't,O.l oa11 JO..<UZe 

Number Number NU1Dber Number Humber 

0 1 1 

1 1 1 

2 l 2 i1 4 

3 l 1 ' 2 

4 1 I 1 

8 1 1 

10 1 1 2 

28 l I 1 
-

Total 3 2 4 2 1 ,1 13 

a 
Includes full- and part-time salesmen . 
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In the four largest cities in the state , there are four distribu­

tors employing eight or more salesmen . In every case except the one in 

Knoxville ,  these salesmen have dual j obs . They normally sell fresh pro­

duce , fish and oysters , and meat aloI18 with frozen foods . The salesmen 

of the Knoxville distributor sell only frozen foods to retail and insti­

tutional establishments .  The other extreme is found in Eristol where the 

distributor operates a locker plant and does not employ salesmen but re­

lies on his customers to come to the locker plant . However , 61 .5  per 

cent of the distributors employ from one to four salesmen to sell frozen 

foods . An interestin& supplement to this information is the fact that 

38 .5  per cent of the distributors use part-time salesmen for this busi­

ness .  Salesmen in Memphis and Chattanooga who also sell fresh produce 

and meats are considered to be part-time emplo)"ees .  

Number of Trucks Used in Deliveq 

A similar pattern with respect to  the number of tru.cks used by 

distributors is shown in Table XLIV . The same four distributors in the 

largest cities use their trucks for delivery of other items with the ex­

ception of the one in Knoxville . However , most distributors try to  keep 

their frozen food delivery operations separate , and about two-thirds of 

them use from one to  three trucks . 

Per Cent of Sales Made b;y Advance and Truck Selling 

A much argued point in the sellill8 of frozen foods concerns the 

relative merits of advance selliI18 and truck selling. The division of 

distributors ' sales between these methods is shown in Table XLV . Less  
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TABIE XLIV 

NUMBER OF TRUCKS USED BY THE THIRTEEN DISTRIBUTCRs& 

• 
�eg· Total »::this�� Nashville Chattanooga Knoxville Bristol 

Nunber N er Hwiber Number Nwaber Nunber Humber 

1 1 1 1 I ) 

2 2 i ) 

) 2 l f ) 

7 1 1 I 2 

8 1 

I 
1 

33 1 1 - -
Total ) 2 4 2 1 ;l 1) 

a Includes trucks used both full- am part-time for distributing frozen foods . 
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than 20.0 per cent of the distributors use 8XJY' sizeable amount of truck 

selling, and most indicate they are not interested in this more expensive 

type of distribution.  

The figures for hoxville show an apparent discrepancy in the 

total . This is due to  the fact that one distributor uses truck selling 

for his institutional trade and advance selling for his retail trade . 

The remaining distributors using truck selling employ this method for 

covering outl.7ing territories . 

Approximately 75.0  per cent of the distributors stated a prefer­

ence for advance selling because of the following reasons : (1 )  less  ex­

pensive , (2) provides for taking better care of customers , and (3) makes 

for easier beying for retailers . However ,  they reported that both types 

of sellill8 could be used to advantae;e in certain territ ories and espe­

cially in the institutional field. 

Distributors Shipping Frozen Foods by Common Carrier 

Because of the size of territories ,  most distributors are required 

at one time or another to  ship frozen foods by common carrier . Table 

XLVI indicates  the number of distributors using this method of delivery 

to their customers . Of approximately 85.0  per cent who used this method 

of transportation, practical� all limited such shipment s to regular 

customers on regular routes . Very few shipments are made to retailers 

off regular routes ,  and shipment s to  other territ ories are �e only on 

agreement with other distributors . 

All distributors use shipping containers t o  furnish additional 

protection for the packages against rough handling . The containers are 
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TABLE XLVI 

NUMBER OF Th"E THIRTEEN DISTRIBUTORS SHIPPING FROZEN FOODS BY CCMMON CARRIER 

l:alirtlle c�ia:; 
Knoxv�t!e �f:io! 

Ruiiber Humber Haber 

2 .3 2 

1 1 

2 4 2 l 
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usually shipped by express  and by two types of carriers -- bus and motor 

freight . There seems to  be little preference among these three methods . 

Express shipments are made by 46 .2  per cent of the distributors , and 53 .8  

per cent use both bus and motor freight equal]Jr. Common complaints of 

this type shipping a.re : (1)  high cost , (2) poor handling, (3 ) poor 

schedules , causing delays . 

Distributor .-Valuation of Selected Features of Frozen Jood Packaging 

The importance of packaging has been discussed in Chapter V,  and 

an evaluation of selected features by retailers was shown in Table XXVI . 

For purposes of determining distributor attitudes , they were asked t o  

evaluate the same feature , and the results �e shown in Table XLVII .  

All distribut ors regard packages as satisfact ory or better with 

respect to strength and durability. In view of their experience with 

handling and shipping, . this speaks well for these features . 

Almost one-fourth of the distribut ors were dissatisfied with the 

ability of the packages to prevent leaking, and of those who rated this 

feature satisfact ory, s ome mentioned occasional trouble . The greatest 

problem seems to be with those packages containing fruits packed in 

syrup. These comments and results indicate a need for improvement in 

this feature of packages . 

An essential object ive of frozen food packaging is the prevention 

of moisture losses and the formation of water vapor due to  exposure to 

air. Loss  of moisture causes food to dry out and water vapor causes the 

food t o  become discolored and rancid. This feature was rated satisfacto17 
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TABLE XLVII 

EVALUATION OF SELECTED FEATURES OF FROZEN FOODS PACKAGING BY THE THIRTEEN DIS'ffiIBUTORS 

I 
• N&8llY1lle f5:ooga lrnoxviJJe ftr?s!f:ol r fralc ffra'.se fo· 

Feature am Ratini Huiilier Number Number luiiher I lumber Number N r I 

Strength for Protection 
Very satisfactory 1 2 2 

I 
5 

satisfactory 2 2 2 l 1 8 
Unsatisfactory 

Total T 2 1 T 2 -r- I � u 
Iaak-Proor 

Very satisfactory 2 I 1 1 4 
Satisfactory 1 l 3 1 6 
Unsatisfactory 1 1 1 3 

Total T 2 T ,- � ,:- -n 
Moisture- and Vapor-Proof' 

Very satisfactory 1 1 2 4 
Satisfactory 2 2 3 7 
Unsatisfactory 1 1 2 

Total T 2 I T 2 l -r- D' 
Consumer Eye-Appeal 

Very satisfactory 2 l 2 1 6 
Satisfactory 1 2 1 4 
Unsatisfactory 1 1 l 3 

Total T 2 ,r- 2 -,:- � D" 
Labeling 

Very satisfactory 1 l 2 
Satisfactory 1 2 3 1 7 
Unsatisfactory 1 l 1 1 4 

Total T 2 T 2 � � u 
Size 

Very satisfactory 2 l 1 4 
Satisfactory 1 1 3 1 1 1 8 
Unsatisfactory 1 1 

Total T 2 T 2 ,:- -r u 
Uniformity of Size and Shape 

Very satisfactory 2 1 I 3 
Satisfactory 1 1 1 1 4 
Unsatisfactory 1 3 1 1 6 

Total T 2 T 2 l � u 
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or better by over 80 . 0  per cent of the distributors . However , two whole­

salers reported definite dissatisfaction with this feature. 

Eye appeal was rated the highest by the distributors with almost 

one-half evaluatil18 this factor as very satisfactory. Since this greatly 

affects sales promotion and is of vital interest , such ratings are of 

major importance to  the industry. 

Almost one-third of the distributors are dissatisfied with the 

labels used on frozen food packages . Many of those rating this feature 

as satisfactory mentioned occasional trouble with labels . The main 

criticism of labels was the fact that they come open easily on the ends 

of the packages and are frequently torn off . The transparent overwrap 

still used by some packers is also objectionable. This tears and gives 

the package a shopworn appearance which does not appeal t o  customers ,  

and distributors su.ggest that this overwrap be eliminated. 

The size of frozen food packages at the present time is fairly­

well standardized. Distributors indicated that present qµ.antities pro­

vide adequate servings and eliminate much of the loss due to left-over 

food. Over 90.0 per cent rated this feature satisfactory or higher. 

In order to conserve space and facilitate storage , packages must 

be uniform in size and shape. This feature does not seem to be satis­

factory. Distributors were especially critical of those packages that 

tend to be round on top rather than flat . Such packages cannot be easill' 

stacked for shipping or neatly displayed in cabinets .  

Although distributors did not comment on other features of paclt­

agizl&, it was learned that the most frequent complaint of retailers was 
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that the labeling wa.s unsatisfactory because it t ore ea.sil.7 and slipped 

off . 

Distributors Tending to  n1m1nate Slow-MoviM Items of Jrozen Food 

It is generally known in most food businesses that some items have 

such a. slow rate of turnover that it is not profitable to  carry them. 

This i s  especially true in frozen foods where the items mu.st be kept 

under controlled conditions at all t imes . 

Figures shown in Table XLVIII  indicate the attitude of distribu­

tors with respect to this phase of frozen food merchandis1Il8• Distribu­

tors are tending t o  eliminate slow-moving frozen food items . Such a 

policy is especially important because space is too costly • 

.According to the experience of the distributors , the following 

items are slow movers : some fru.its ,  including apricots , rhubarb , apple­

sauce , boysenberries , and blackberries ; vegetables such as yellow s quash, 

peas and carrots , and succotash. 

Althou&h 92.3 per cent of the distributors report they pick up 

slow-moving items of frozen foods , these commodities were found in a 

large majority of the retail cabinet s .  Distributors are forced in some 

cases to carry small supplies of slow-moViD& items because of particular 

requests of certain retailers , especially those catering to  high income 

families . Three distributors do not pick up slow-moving items unless 

retailers insist . 

Approximately 85.0 per cent of the distributors reported that re­

tailers were satisfied with the present number of varieties of frozen 
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TABLE XLVIII 

NUMBER OF THE THIRTEEN DISTRIBUTORS TENDING TO ELDIINATE SLCW-IIOVING VARIETIES OF FROZEN FOODS 
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foods. Some distributors commented that· retailers in the past had tried 

to handle too many items and varieties ,  and a few occasionally call for 

items that distributors do not carry. 

Distributors • Attitude Concerning Deliveries 

Most distributors to� are willing to provide retailers with all 

the delive�ies necessary to supply their needs for frozen foods. �ecause 

of this practice , all distribut ors reported retailers a.s being satisfied 

with the frequency of their deliveries. 

Distributors Advertising Frozen Foods 

In order that frozen foods receive the most effective sales pro­

motion possible , it seems necessary that distributors as well as retail­

ers advertise . Those distribut ors who advertise are shown in Table XLIX. 

Three of the thirteen do not advertise . The Nashville distributor re­

ported that he had advertised in the past , but had not found it too ef­

fective . One Chattanooga distributor used coupons and streamers in 

stores , and the other was planning to start advertising in the near 

future . 

Media Used by Distributors in .Advertising 

The various media used by distributors a.re shown in Table L. 

Wewspaper advertising is the most widely used medium. The use of radio 

advertising is relatively new, with distributors in only two cities hav­

ing used this medium. Point of sale posters in connection with the dis­

play cabinets is a valuable aid in increasing sales. This method is 
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NUMBER OF THE THIRTEEN DISTRIBUTORS ADVERTISING FROZEN FOODS 
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Radio 

Newspaper 

Point of Sale 

Magazine 

car cards 

TABLE L 

MEDIA USED BY THE THIRTEEN DISTRIBUTORS FOR ADVERTISING'1 

;mi·- - - - --
- NashvJJie -- · ·�----unattan� . 

r Number Number 
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3 1 2 

1 1 
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relatively inexpensive and has proved unusually effective in other types 

of businesses .  

Distributors • Dependence on J.dvertising by Paclcers 

Although distributors do considerable advertising, they still de­

pend upon packers to  help create a demand for frozen foods . The extent 

of this dependence is shown in Table LI . Packers are usu.al� more able 

to set up large-scale advertising programs and cover a wide area. Dis­

tributors , in turn, try to coordinate their advertising with that of the 

packers . Many of the distributors who began operations within the last 

few years were forced initiall.7 to depend to a large degree on demand 

created by the advertising of the packers. 

Specific Advertising Assistance Received from Packers 

In addition to their own advertising, packers now make available 

to distributors various advertising aids . The different types are shown 

in Table LII . A total of 61 . 6  per cent of the distributors use some of 

the advertising assistance offered by packers . The most important aids 

are mat services , point of sale posters , and advertising allowances .  

Distributor Predictions for Next Year 

The majority of distributors in the state expect a general increase 

in business in 1950. They feel that consumers are becoming more educated 

regarding the use of frozen foods and that this will account for an in­

crease in sales .  However ,  the need for more advertising and aggressive 
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TABLE LII 

ASSISTANCE RECEIVED FROM PACKERS BY THE THIRTEEN DISTRIBUTORS FOR PROMOTING THE SALE OF FROZEN FOODS-

Jfemlids - - � �  - N'ashvflle - -- - Knoxville 
---Briat,ol. 08..IC Rl.dge TO' 

of Assistance Number Number Number Humber ) Number Number 

Mats 2 1 1 1 1 6 

Point of Sale Posters 2 1 1 1 1 6 

Newspaper 2 1 1 1 5 

Radio 1 1 

Billboard 1 1 2 

None at This Time 1 .3 1 5 

a Figures are based on all types of assistance received by each distributor . 
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sales promotion was emphasized by the distributors , thus indicating that 

they are aware of the tremendous amount of work yet to be done if frozen 

foods are to attain an equal status with fresh and canned foods . Three 

distributors expected little change 1n business because of the uncertain 

general economic situation. In Chattanooga, some distributors .feel that 

competition is already too keen for the limited a.mount of business 

available. 

Predictions on :Brands to be Carried During New Year 

Distributors were requested to state their expected actions with 

regard to the number of brands to be handled , and these future plans are 

shown in Table LIII . Over 90.0 per cent expect to maintain or reduce the 

present number of brands of vegetables carried. This action should pre­

vent overstocking and enable them to concentrate sales activity on the 

better selling brands. 

The number of brands of fruits is quite limited at present , but 

regardless of this fact , one-fourth of the distributors expect to reduce 

the number of brands still more . The reason for this is the fact that 

sales of frozen fruits are at present limited to a few items.  

It appears that the number of brands of meat , fish, and poultry 

will remain smaJ.l. Until there is a substantial increase in the sales 

of fish and poultry, and better consumer acceptance of meats , most dis­

tributors feel there is  little need for increasing the number of brands 

of these items. 

Almost one-third indicate plans for increasing the number of 

brands of specialties because more are constantly being produced and, 
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ESTIMATED CHANGE IN THE NUMBER OF MAJ OR BRANDS OF FROZEN F{)(J)S TO BE HAhl)IED BY THE THIRTEEN DISTRIBUTORS DURING THE NEXT YEAR 

� 
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thus far , most of them have had satisfactory consumer reception.  This ,  

plus the higher margins of  profit , no  doubt , account for the intentions 

of increasing the number of these items . Only one distributor, located 

in Memphis ,  indicated an increase in number of brands of all items 

carried . 

Attention in this chapter has been centered upon an analysis of 

those conditions leadin& to the present status of wholesale frozen food 

distribution in Tennessee , an analysis of operational techniqJJ.es used by 

distributors for the wholesale merchandising of frozen foods , and a brief 

discussion of distributor predictions for the coming year. 

With respect to the present status of wholesale distribution ,  the 

growth of frozen food distributors was first discussed. Second , an 

analysis was made of those conditions determining the number of varie­

ties and brands of frozen foods carried by distributors . Next , an 

analysis  was made of the distribution of distributor sales between the 

retail and institutional markets , and a further study made of sales dis­

tribution within these two markets . Finally, distributor satisfaction 

with retailer frozen food promotion was discussed , and an evaluation of 

their present business by distributors given. 

The analysis of merchandising techniques was begun by a study of 

those types of refrigerated transportation used by distributors for se­

curin& frozen foods from packers , and a study of those methods used for 
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the storage of frozen foods . Second , those factors affecting the size 

of the distributors • sales force were discussed . and a brief discussion 

given to  delivery facilities . Third , a study was made of those c ondi­

tions determining the use of advance or truck selling by distribut ors . 

Yourth, the problems of shipping frozen foods by common carrier was dis­

cussed. Fifth, an analysis was made of distributor evaluations of se­

lected features of frozen food packaging. Sixth, the problem of 

eliminating slow-moving items of frozen foods was briefly mentioned, and 

distributor attitudes regarding delivery summarized . Finally. the ques­

tion of distributor advertising was discussed in some detail with empha­

sis on number of distributors advertising, various media used for 

advertising , dependence on packers for advertising .  and specific 

advertising assistance received from packers . 

Distributor predictions for the next year were briefly summarized, 

and action with respect t o  number of brands t o  be carried was discussed. 



CHAPTER VIII 

SUMMARY AND CONCLUSIONS 

Frozen Food Retailers 

l'rozen foods were first handled in Tennessee in 1921 by an inde­

pendent retailer located in Knoxville . From this earl.7 begilming , the 

number of stores handling frozen foods has constantly increased , although 

the growth has not been consistent throughout these years . 

Until 1940 'the only grocers handling frozen foods were indepen­

dent s .  At this time, an active interest was created and independents 

as well as chains began stocking frozen foods . The early lack of par­

t.icipation on the part of chains seems to have been due t o : (1 )  the fact 

that frozen foods initially found the best reception in higher-than­

average income families , and (2) the interest of chains in the more 

profitable line of fresh produce.  

During World War II , the opening of new frozen food outlets was 

seriously retarded by the lack of available displq cabinets .  This was 

offset in part , however ,  by the great increase in consumer demand . Dis­

pl.Q cabinets became more available at the clo se of the war which re­

sulted in the more rapid expansion of the frozen food busines s  in 

Tennessee . 

To satis.fy the demands of their customers , retailers endeavor to 

carry as complete a variety of frozen foods as possible . �ecause of in­

sufficient consumer acceptance and demand , three types of frozen foods --
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meat , poultry, and fish -- are not carried b7 many retailers . They 

carry the smallest number of ma.jor bre.nds possible , which is usually de­

termined by competitive conditions in the respective city or neighbor­

hood. Chains seem to follow a more restricted policy concerning the 

number of brands handled than do independents .  �irds Eye is still the 

most popular brand, although the most rapid gains in consumer popularity 

seem to have been made by Wintergarden and Stokely 1 s Honor �rand. 

The consumption of tro1en foods is still small in comparison to 

that of fresh and canned products . However, frosen food sales seem to  

be no longer limited to the higher income families and are gradually 

being purchased b7 the middle and lower economic groups . Sales in over 

hal:t of the retail stores surveyed during an average week are sevent1-

five dollars or less , which is estimated to be 2 per cent or under of 

the total volume of business in 89 . 2  per cent of the stores . It is evi­

dent that retailers and distributors mu.st increase their sales efforts 

if frozen foods are to  become more profitable. At the present time,  

chains seem t o  be  more successful in merchandising this type of product 

than do independents ,  which JD133 be accounted for by the faster turnover 

of the chains . 

The location of frozen food departments in retail grocery stores 

has becoae fair� well standardized. These departments are usually lo­

cated next to the fresh produce unless such conditions as store design 

or . lack  of available space make this selection impossible.  

Although the advantages of  .the open type cabinet are fairly well 

recognized , retailers use the open and closed type in almost equal 
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numbers . Kost grocers expressed a desire to switch to open type cabi­

nets , but think the present cabinet prices a.re prohibitive. 

Retailers pay very little attention to the operation of their 

displlq' cabinets , with the exception of the defrosting process. Al­

tho'U&h the maintenance of proper temperature is especially important, 

grocers as a whole had no idea of temperature ranges in their display 

cabinets , and very few ever check temperatures. If operational costs 

are to be kept at a minimum and maximum efficiency adlieved , retailers 

must pq more attention to cabinet care and operation . 

Expansion of frozen food sales has been handicapped in the past 

because of insufficient advertising and sales promotion on both a na­

tional and local scale. Retailers are now beginning to use newspaper 

advertising for frozen foods to some extent, but the number is still 

small. The greatest advance seems to  have been in  the use of sales pro­

motional methods within the stores. Still _many of the retailers depend 

on the distributors or packers entirely for this type of advertising. 

However , the retailers need to assUtle a portion of this promotion as 

the7 do with other grocery products. 

Retailers for the most part state they are not too satisfied with 

the profit margins on frozen foods despite the fact that most of them 

use a mark-1I,P that should be adequate . Evidently. the solution to this 

problem is to increase the sales volume which will require more effective 

sales promotion. 

The continued satisfaction of customers is necessary for future 

expansion of frozen food sales. Consumers are apparently becoming more 
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price conscious with regard to brands of frozen foods , but are reluctant 

to sacrifice quality . for price . The occasional complaints received by 

retailers are for the most pa.rt concerned with quality. The causes of 

these complaints must be corrected in order to maintain the good will of 

consumers . 

The problem of packaging has been one of constant concern to the 

frozen food indust17. However , many features have been improved .  and 

retailers consider present pa.ckagin& satisfactory. This does not neces­

sari]Jr m�a.n that improvement will not be ma.de in order to insure further 

safety of these products and maximwn merchandising assistance . 

· Retailers ha.ve made numerous mistakes in connection with the mer­

chandising of frozen foods , but most are gradually' correcting them. A 

large number plan to install newer type cabinets in the immediate future. 

Jurthermore , a majority are recognizing the advantages of concentrating 

their sales efforts on a small number of varieties and brands of frozen 

foods . Such a practice makes possible a higher rate of turnover.  As a 

result of this intention, very few retailers plan to add new brands , thus 

attempting to keep displq cabinet •dead space " at a minimum. 

The future holds great promise for frozen foods according to most 

of the retailers , and they expect a gradual increase in sales .  However, 

distributors and packers cannot obtain these increases without the active 

assistance of the grocery retailers . 
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Frozen Jood Distribu.tors 

Wholesale distribution of frozen foods in Tennessee has followed 

somewhat the same pattern of growth since 1938 as that of the retail 

phase of this business. This is natural since retailer demand has mu.ch 

to do with the need for new distributors. 

Only about one-fourth of the thirteen distributors in the state 

a.re engaged solely in the distribution of frozen foods . For most of the 

other three-fourths, frozen foods are more or less a sideline as they 

have other lines that constitute most of their total business. 

At the present time , the two major markets for frozen foods are 

institutional and retail. Thus far, distributors have concentrated 

their sales efforts on the retail market largely because of the greater 

profit and potential volume. As a result, institutional sales have for 

the most part remained constant or decreased as a percentage of distribu­

tors ' total sales . 

A major portion of distributors • customers in the retail field 

are independent grocers . Chains , especially national chains, account 

for a relative� small per cent of their volume • . However, a few chains, 

because of their large sales, represent the largest individual customers 

of the distributors. 

Seasonal fluctuation in sales volume has lon.g been one of the 

greatest problems of distributors and retailers of frozen foods . Present 

indications are that these seasonal fluctuations are becoming less pro­

nounced as greater consumer acceptance of frozen foods has taken place. 
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�y v&r7ing the type of frozen items offered with the changing seasons ,  

this fluctuation should be still further reduced . 

Retailer cooperation in the general promotion of frozen foods is 

still unsatisfactory as judged by most distributors. These wholesalers 

feel that retailers have onl.J' a passive interest in developing the field. 

S�h criticism is Justified in many instances, but distributors mu.st 

realize that frozen foods are just another department in many stores and 

often are not especially profitable. The brunt of development still 

rests upon the packer and distributor in encouraging greater retailer 

effort. 

!ecause of other major business interests, many distributors were 

already equipped with some storage facilities when they started to dis­

tribute frozen foods . Only three of the thirteen distributors own ade­

quate storage facilities. J'our own no storage space of their own, while 

the six others are forced to rent some additional space . Therefore , it 

is evident that most · distributors have not as yet properly equipped 

themselves to carry out effective operation in this respect . 

Distributors as a whole prefer advance selling to tru.ck selling 

because of the greater time and expense involved in tru.ck selling. A few 

distributors, however , because of the size of their territory and the 

nature of their major business interests, are forced to use some truck 

selling. The number of salesmen and trucks used for sales and delivery 

of frozen foods is hard to determine due to the fact that they are very­

often used in conjunction with the operation of other phases of their 

business . 
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At some time or other , distribut ors often are required t o  ship 

frozen foods to  customers . At present , there is little choice between 

the available methods of shipping because of the generally' poor and slow 

schedules a.n.d the rough handling. 

As a whole , distribut ors seem to be providing retailers with 

satisfactory service. �7 eliminating certain slow-moving items , they 

are tr"7illg to he lp maintain a satisfactory rate of turnover. They seem 

to endeavor to supply retailers with those varieties of frozen foods de­

sired, and deliver as often as supplies are requ.eated. 

National and local advertising have received increased attention 

from packers and distributors in the past few years . A number of differ­

ent media a.re now used by these distributors for local purposes , and 

newspapers are the most frequent]Jr used medium. Distributors are , in 

turn, being aided by packers who are now furnishing certain specific 

advertising assistances .  

In general, distributors expect increases in sales volume during 

1950. They feel that consumers are becoming more educated with respect 

to the uses and advantages of frozen foods . !hey stress the need for 

advertising and other aggressive sales promotion on the part of packers . 

distributors , and retailers .  However , distribut ors do not anticipate a 

great change in the size of stocks , brands , and varieties of frozen foods 

to be handled during the coming year. 

Although this study has been of an exploratory nature . and the 

problems handled in a general manner , the results should prove of value 

to members of the frozen food industry in Tennessee . As this industry-
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continues to expand, more studies of a similar nature will be needed. 

It is hoped that the results of this study f!1a3' serve as a basic guide 

for measuring future changes and expansion in the field of frozen foods. 
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.APPDDIX A 



:Bureau of :Business Besearch 
The University of Tennessee 

GROCERY STORE FROZEN FOODS QPES'l'IONNAIBE 

(Confidential) 

1 .  Do you carry frozen foods? Yes No 

If yea : In what year did your store begin to carry frozen foods? 

If no: Wh;v" have you never carried them? 

2. Which of the following lines of frozen foods do you carry? 
Vegetables _  �ish 
Fruits Poult17 
Meats _ Rolls , pastry, etc . 
Other (specify) _____________ _ 

3. Please specify the location of the frozen foods section of your store. 

4. In your opinion , what is the best location in a grocery store for 
frozen foods? 

5. Row many frozen foods cabinets do you ha.vet 
Open-top cabinets _____ Closed-top cabinets _____ _ 

A. If you have replaced the old closed-top cabinet with the open-top 
cabinet , was there a.n increase in sales vol'Ume? 

Yes No 

If yes : Approximately what was the per cent of increase? 

6. Are your cabinets suitable as to : 
Size : Yes No 
Shape: Yes No 
Accessibility: Yes No 
Visibility: Yes No 

Comments :  
Comments : 
Comments : 
Comments : 
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7 • .Approximately what is your total space for the storage of frozen 
foods! _____ cubic feet 

8. Do you have difficulties with de£rostiD& your cabinets? 

Comments : 

Yes No 

9 .  Approximately ho w  often do you defrost your cabinets? 

A. Approximately how long does it take? 

10. Within what temperature range do you operate your cabinets? 

A • .lpproximatel7 how often do you check the temperature? 

u. Do you have a contract with a. refrigeration company for repair 
service! Yes No 

Comments : 

12. Do you use e:ny special techniques or methods to emphasize your cabi-
nets? Yes No 

If yes : Please describe � 

13 . How would you rate the following features of frozen food packaging! 

Strength for protection 
Leak-proof 
Moisture- and vapor-proof 

Consumer eye appeal 
Labeling 
Size 

Uniformity in size and shape 

Verz Satisfactory Satisf'actorz Unsatisfactor, 
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14. What other features of frozen f ood packaging do you think should be 
improved? 

15. Would you like for frozen food packages to have a blank space for 
writing in the retail price? Yes No 

Comments : 

16. To what extent are you confronted with the problem of' broken packages? 
Begularly _ Frequ.entl.7 _ Occaaionalq _ Never 

A. In general, what do you do with these broken packages? 

:B.  Do you keep a constant check on broken pack8€es? 
Yes 

Comments :  

17. How many brands of frozen foods do you normall.7 carey! 

No 

A. Please state the major brands normally carried in the order of 
their popularity. 

18 . Do you include frozen foods in your newspaper advertisements! 
Yes No Do not advertise 

If no : Wey? 

19 . In your opinion , has your �vertising of frozen foods been effective! 
Yes No Do not advertise 

Comments : 



144 

20 • .Approximately how many deliveries per week are needed to supply you 
with frozen foods? 

21. What is your aver88e mark-up on frozen foods? 

22. In your opinion, what mark-up is best for the greatest net profit 
on frozen foods? 

23. Have you ever stopped handling a:ny out-of-season fresh products 
because you carry them in frozen form! Yes No 

If yes : Specify proclucts . 

24. Approximately what per cent of your customers btey" frozen foods! 

A. Approximately how frequently do these customers bey frozen 
foods? 
Regularly _ l'requently _ Oocasiona.l � _ 

25. In your opinion, are customers tending to becor.ie more price conscious 
when selecting brands of frozen foods! Yes_ _ No 

Comments : 

26. To what extent do you receive complaints from customers about 
frozen foods? 
:Begularll' _ Frequ.entl7 _ Occasionally _ Never 

A. Please specify the most typical complaints. 

Zl. Do you think these complaints are justified? 

Comments :  

Yes No 

28. Do you plan to provide your own bulk or reserve storage facilities 
for frozen foods in the future? Yes No 

Comments : 



29. Do you plan to install new display cabinets in  the future? 

Comments :  

Yes No 
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30. Do you plan to carry fewer , about the same, or more brands of frozen 
foods 1n the future! 
J'ewer About the same More 

Comments : 

31 . Do you plan to carry a smaller, about the same, or larger variety 
of frozen foods in the :f'uture7 
Smaller About the same Larger _ 

Comments :  

32. Do you plan t o  increase ,  decrease , o r  use about the same amount of 
space to displq frozen foods in the future! 
Increase Decrease Same 

Comments :  

33 .  Approximatel.1 what dollar volume of business  do you do on frozen 
foods during an average week! 

A. What per cent is this to your total volume of sales during an 
average week? 

E .  Is your volume of frozen food sales smaller, about the same , or 
larger than it was a year ago? 
Smaller About the same Larger _ 

34. In general , as a retailer , what is your opinion regarding the 
future for frozen foods! 
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Evaluation of the Frozen Foods Department Based on Observation 

1. Location 

2. Accessibility 

3. Lighting 

4. ·c1eenliness 

5. Variety 

6.  Arrangement 

7. Visibility 

CLASSIFICATION DATA 

Name of Store ___________ Name of Respondent _____ _ 

Address Position __________ _ 

Size of St ore : Under 50 , 000 _; 50, 000-149 , 999 _; Over 150, 000 _ 

Date ______________ _ 
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:Bureau of :Business Research 
The University of Tennessee 

FROZEN FOODS DIS!RD3UTOR QPlCSTIOIDIAIRE 

{Confidential) 

1. In what year did your company begin distributing frozen foods? 

A. Is the distribution of frozen foods the major business of your 
compSZlY'l Yes No 

If yes : Is your company enga&ed in any other business activities ? 
Yes No 

Comments : 

If no : What is the major business of your comp&ll1'T 

:B .  Do you pack frozen foods! 

Comments :  

Yes No 

C.  What , other than frozen fruits and vegetables , do you distribute? 
List specialty items. 

Comments :  

2.  Please indicate on this map the area covered by your company in the · 
distribution of frozen foods . 

3 .  How m8Zcy' frozen foods salesmen does your compmiy employ? 

4. Row many trucks are used by your company for distributing frozen 
foods? 



5. Approximately what per cent of your total frozen foods sales are 
made by: 

149 

Advance selling ______ Selling from tru.eks _____ _ 

A. Which method of selling do you prefer? 

6. Approximately what per cent of your frozen foods are obtained from 
packers b7: 
Bailroad ______ Truck ____ _ 

A. Are these facilities ad.eqµa,te? 

If no : Row could they be improved? 

Yes No 

:a.  Do  you plan ezcy- change 1n transportation facilities in the 
future! Yes Bo 

Comments : 

7.  Do you ship frozen foods by common carrier? 

Comments : 

Yes No 

If yes :  What disadvantages have you encountered in this practice? 

8 .  In which of the following ways do you handle the storage of frozen 
foods! 
Own storage facilities _  Rent storage facilities _ :Both 

If rent : Do you plan to build your own? Yes No 

Comments : 

9 .  Do  your present facilities provide adequate space for storage? 

If no : Please explain. 

Yes No 
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10. Do your present facilities provide adequate handling equipment for 
frozen foods! Yes No 

If no : Please explain. 

11. In general, how would you rate the following features of frozen 
food packaging? 

Vep Satisfactor;y: Satisfactory Unsatisfactory 

Strength for protection 

Lealc-proof 

Moisture- and vapor-proof 

Consumer eye appeal 

Labeling 

Size 

Uniformity in size and shape 

12. What other features of frozen food packaging do you think should be 
improved? 

13.  What are the most common complaints from retailers in  regard to  the 
packaging of frozen foods? 

14. Are you tending to eliminate slow-moving varieties of frozen foods? 

Comments :  

Yes No 

.A. In your experience,  what are the slow-movin& varieties of 
frozen foods! 



15. Are retailers satisfied with the frequency of your deliveries? 
Yes No 

Comments : 

16 . Do you pick up slow-moving varieties of frozen foods from your 
reta1lers1 Yes No 

Comments :  
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17 . Are retailers satisfied with the present varieties of frozen foods? 
Yes Ro 

Comments : 

J.. Do you:r retailers ask for varieties of frozen foods that you 
cannot suppl.1'? Yes N� 

Comments :  

18 . Do you advertise frozen foods? Yes 

If yes :  Please explain your specific methods (budget , media, 
frequency, etc . ) of advertising. 

No 

19 . In general , do you depend upon the advertising by packers to  create 
a demand for frozen foods? Yes No 

Comments :  

20. lfhat specific assistance do 7ou receive from packers to help promote 
the sale of . frozen foods? 

21. Do retailers cooperate satisfactorily- 1n the promotion of frozen 
foods? Yes Ho 

If no : Please explain. 



22. Approximatel.T what per cent of your sales of frozen foods are :  
Institutional _____ Retail ____ _ 

J.. In general, are your institutional sales : 
Increasing _ Decreasing _ Same 

E .  I n  general, are your retail sales : 
Increasing _ Decreasing _ Same 

23. Approximately what per cent of your retail sales are to : 
National chains ______ Local chains _____ _ 
Independents 

Comments : 
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24. Does your sales volume fluctuate with seasons as mu.ch as in previous 
years! Yes No 

Comments: 

25. Approximately' how many brands of frozen foods do 7ou distribute? 

A. Row many of these brands are your own (private brands)!  

�.  Please state the number of varieties you distribute. 

Vegetables _____ _ 

J'ruits 

Meats 

Fish 

Poultry 

Specialties _____ _ 

26. Do you plan to distribute a smaller , about the same , or larger 
number of brands during the next twelve months? 

Vegetables _____ _ 

Fruits 

Meats 

Comments : 

Fish 

Poultry 

Specialties _____ _ 
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Z'/. In general , how would you evaluate the present business of frozen 
food distributors? 
Ver, satisfactoey _ Satisfactoey _ Unsatisfactory _ 

Comments :  

28. In general, what a.re your predictions for the future of frozen food 
distribut ors during the next twelve months? 

29. Do you ship a:a.y frozen foods in shipping containers?  
Yes 

A. If yes :  Row do you ship these frozen foods ? 
Express _ Bus Motor freight _ 

B.  Are these shipments made to stores on your regular route? 

No 

Yes No 

C .  Are these shipments made to stores lying on the fringe or off 
7our regular route?  Yes No 

D. Do you have 8J1Y trouble with this tn,e of shipping? 

Comments :  

CLASSIFICATION DATA 

Yes No 

Name of Company __________ Name of Respondent _____ _ 

.Address Position 
-------------- ----------

______________ Date ___________ _ 
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