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DOES ADVERTISING AID
RETAIL MEAT SALES?

Thomas M. Stubblefield

Up to 1950, advertising of meats had been limited
primarily to products of a firm and not to the products
of the entire industry. During the 1950's meat pro-
ducers through their organizations started promotional
programs to get the public to purchase the particular
commodity which each group had to sell. (Pioneers in
commodity group promotion of products were the South-
western citrus people, marketing under the "Sunkist"
label as early as 1908, and the dairymen who, through
the American Dairy Association, began dairy advertis-
ing through state producer groups as early as 1940.)

From these endeavors came the
promotion of beef, lamb and pork. In
addition to the promotional programs
of these industries, livestock producers
asked retail chains as well as other
retail stores to advertise beef, pork,
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and lamb when there were surpluses
on the market and the price at the
farmer's level was depressed.

Raises Many Questions
These and other activities have

raised several questions: How is meat
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in the advertisements,

used in retail food advertising? What
is the effect of such advertising? What
is meat's share in the relative use of
display space in the store? When is
beef, lamb, pork and poultry adver-
tised as related to the wholesale
prices?

The Department of Agricultural
Economics in this college made a
study of retail meat advertising. This
study included (1). Makeup of the ads
in the two Tucson daily newspapers,
( 2) Advertising of meat and poultry
in relation to the change in the whole-
sale price, ( 3) Measuring consumer
response to such advertising, and (4 )
Use made of display space.

Almost 63 percent of the food ads
were retail food store ads. Thirty -
three percent of the ads were placed
in the two newspapers by food manu-
facturers, processors and wholesalers.
Only five percent of the ads were
placed in the two papers by retail
meat markets.

Measuring Emphasis
Emphasis on type of product was

measured by percentage of column
inches of advertising given to each
product and its location in the ad.
( See illustration ) Beef, lamb and
mutton were used most often as fea-
tured items, while pork, processed
meats and poultry and sea food were
used most often as subfeatures.

One measure of the emphasis given
to meat and poultry and sea food
items is the number of times they
appear in the ads. Fresh and cured
pork items appeared in 53 percent of
the retail ads while fresh beef ap-
peared in 48 percent of the ads. Poul-
try and sea food appeared in 43 per-
cent of the ads, processed meats
appeared in 43 percent of the ads, and
fresh lamb and mutton appeared in
nine percent of the ads.

These items were advertised rather
regularly, regardless of the wholesale
price. This probably was due to corn -
petition among food stores, and the
fact that the stores found it necessary
to change the kind of meat advertised
every week in order to encourage
customers to trade regularly at their
stores.

Pay Day is Important
Three retail food chains in Tucson

furnished information regarding their
weekly volume of fresh meat sales for
eight weeks in July and August 1960.

(Continued on Next Page)

The author is an Agricultural Economist,
Department of Agricultural Economics.
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Witat, . , &tat-tic! , .3a?
Frances Stromberg

What do you do when you are faced
with a problem? What does your child
do when he is confronted with diffi-
culty? All of us and all of our children
are faced continually with problems

which must be solved, and difficult
situations which cause stress and
strain for us because we don't know
exactly what to do.

If we could look into the future
perhaps we could train our children

Dr. Stromberg is an associate professor
in the School of Home Economics.

(Continued from Previous Page)

There were some changes in the vol-
ume of sales that could not be ex-
plained by advertising. In fact, there
was greater variation between the
weeks of the month than there was
between featured and nonfeatured
items. This is apparently caused by
the availability of money with which
to purchase steaks, chops, etc. follow-
ing pay days.

The display space at four stores
( one high -volume and one low -vol-
ume store for each of two chains )
used to display fresh beef, fresh pork,
cured pork, fresh poultry, fresh lamb
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and mutton and fresh veal were meas-
ured twice a week for four weeks, and
this information related to the respec-
tive food ads appearing in the two
Tucson newspapers. We found that
each of the four stores had different
policies regarding stocking of display
counters.

Meat, poultry and sea food were
important items in the retail food ads.
Beef and calf, lamb and mutton,
pork and poultry were advertised
rather regularly without relationship
to wholesale price. Advertising ap-
peared to have some effect on volume
of sales, but the week of the month
appeared to have a greater effect. Re-
sults of the display space study were
not conclusive.

to know the best means for coping
with their problems, but we cannot
predict all of the specific problems
that we shall face in the next three
years, much less those which will
confront our children in the next 30
or 60 years.

Certainly, however, the problems
and difficulties will arise, and the
ability to cope with difficulty may be
one of the most important factors in
successful living in the future. It may
be more important than IQ in deter-
mining a child's success in school. In
our scientists, this ability to cope with
difficulty may be the key to our sur-
vival. Certainly neither individuals
nor families can achieve personal sat -
isfaction and happiness unless they
are able to cope with most of their
difficulties in a satisfactory manner.

Have you, perchance, been taught
that an immediate, direct attack is the
best method for approaching a diffi-
cult problem? Many times it is, but
recent research by students of human
behavior has indicated that there are
many patterns of responding to diffi-
culty which may be just as productive
as immediate, direct attack.

Sometimes a child finds ways to
stall for time or to change the subject
when he is faced with difficulty, but
this does not necessarily mean that he
cannot cope with the problem. It
may mean only that he needs awhile
to figure out "What should I do ?"

Sometimes a child will criticize
himself, "I don't know why I am so
dumb!" or criticize the material which
is hard for him to use, "These silly
numbers just won't divide!" or "This
puzzle is stupid!" He may really be
saying "What should I do ?"

They Have Their Ways
Some children can admit, as a cas-

ual statement of fact, that a problem
is too difficult but this may not mean
that they are accepting defeat; it may
be a way of making it easier for them
to ask "What should I do ?" An active
protest such as "I just don't want to do
it, and I'm not going to!" may be the
child's way of indicating that he does
not know what to do in the situation.

Over -meticulous attention to detail,
using humor to cover up embarrass-
ment, bravado, excusing failure, seem-
ing not to hear, making nonsense
noises, and rubbing, patting, or fin-
gering his own body or some material,
are responses to difficulties which,
numerous times, you probably have
been annoyed by. Irritating as these
may be, results of observational
studies of a large number of children
suggest that almost all children resort
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