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"A STUDY OF SUPER MARKETSY

The super market is a mod:;rn method of
mooting a need that is as old as mankind\, the
supleyiﬁg of food. It would be impossible to date
definltely its first example. | It took form amid
urban conditions and urban food serving confusion.
Possibly it is best to say that it just grew from
- neceossity.

We need go back only as far as the late
eighteenth century to Tind a form sufficiontly
primitive to serve as cur beginning: the open merket.
Exeellent examples of this type structure wers found
in'the old public marke® iﬁ Philadelphia and the
Fronch market in NHew Orleans, to choose two of the
most famous. These buildings were simple opeﬁ .
structures consisting of a roof supported on piers or

colums. They afforded some but not complete pro-

tection from the sun and rain. In these and similiar
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marketa. in othézfé citios the farmers and .tovm’slmople
conducted the:fr trading, which was principally in
- food stuffs but not exclusively so. '
. | Contemporary with ﬁhe-se opeh nmarkets,
but'more_gdvanced in development, appears the
grocery .éi:_ora. The early grocery store was similar:
to the public market in its morchandise bub privately
own_ea and.'i_;hc;refore on a smaller seals. The buildinga
were very much like the other little shops of the
samo pericd, and offered greater protection from the
elements than the public market. They were usually
located to serve the needs of the immsdiate neigh-
borhood rathor than the town as a wholos

Théy var_iad but litile from a g:dcary
I recall from my childhood. It was much like the
earlier stores. The building was erected about 1880.
Tt had en imposing facade that dominated the west
siﬁe of the squars. ‘The grocery department occupled
one 5146 of the first floor. The other side (mo

partitibn) was a hardware department. The ceiling



was véry high and its original coat of grsy paint
showed its age. Vhere the boards were loosely
jointed, little spiders haed dust covered webs.
‘The can goods wore stacked on shelves that vere

built like book sholves. The fresh fruits and
vogetables were on tables about tﬁaist high, with
strips of fly paper hanging over them. When you
made you.f order the clerk wrote it in full s0
that you knew exactly whaﬁ every -ﬁhing cost and
80 that &ou coulé choeck that the total was correct.
The old store was not bright and shining,still it
handleod most of the grocery 'busine:;s in the torne.
Evop at that tims this typs o,f grocery store had
been improvaﬂ in the more progressive cities,
but it representis a type that was the grandfather
‘or perhaps greatuncle of the supor market..

These grocery stores were established as
Am‘odaat little shops, growing larger as their needs

and demands became greater. As cities grew and

population became more dense many of .thcse stores



becams ﬁuite largo. A clerk still waited on

each customer, filling his individual order
personally. With a large clientele ’this sord

éf porsonalized service mquiréd a large number
of clorks. It naturally evolved that many of the
cusfomera waited on themselves ra‘ﬁher than waiting
for the busy clerks. The customers learned where
thg various merchandise was shelved and preferred
to got what they wanted and bring it to the clerlk.
This was‘ fhe b’eginning of the most important
feature ‘of the super ma:{eke’b: self service.

| | Aftor solf servico was established

there occurred a sories of additions to the
merchandise, Drugs, hardware, pol plants, as
well as coffeo bar, soda fountain, magazines,

were added. It must be roalized that it is
virtually impossible to record any definite
chronological dovelopment in these changes, {ne
market may have added pots and pans to its grocery

line while at the same timo a market in another



part of the city added a delicatessen. %hen a
coffee company offersd to g_‘ivo aﬁay water glasses
with its coffec the grocer sau paople buying a |
different brand of coffee to got the glasses, so-
he decided they would probably buy water glasses.
Thereafter we found water glassges foi' ‘sale when
we went to tho markét. Another market found that
because it kept its soft drinks in a refrigerator
in the summer a number of the customers bought them
to drink\while shopping. In the winter they pro-
ferred hot coffeo so the grocer added a coke-and-
coffec bar. This grew to a soda fountsin and thon
to a lunch counter. The store was becoming a
"auper market" and was showing that all-important
profit in 8ll depariments. Like Topsy it just grew.
There is considerable aessurance smong
the exocutives of local grocery chains and some
: natioﬁal onccoptance of the beliof that the first
"full bfledged super market" came into being in

Houston, Texas. This would be difficult to prove



because of tha previously stated natuvre of tho
development from grocery storc to supsr market.
There wore open air, self-service markets in
California béfdro tho Houston “super markets",
but some well informed grocors think that these
California markets could not be really classed
as super markets any mors than could be tﬁe old
open air’public markets at Fhiladelphia and New
Orleans. Tho discussion leads to the qgestion:
just whon is a market a super market?

To begin consideration of this question
let us first oxamine the ownership of the super
markct. Some of the smaller super markets, perhaps
more correctly called "superottes"™, are ovmed
individually. Often those superettes are merely -
nelghborhood gﬁocery stores that have adopted a

A

golf service plan. The big super markets, the

*  mew Superotte”, The Frogressive Grocer,
d¥March 1947, 84.



real super markets, are invariably owned by
companies. These companies usually own ten or

more super markets. Thio is so for several reésons.
A iérga amount of capital is required to build,
equip, and stock a super market. And ten storos
cén be operafed-less ekponsivoly per store then an
individual étoro. Super markets make their money
on large volume of sales rather tham high pereentage
of profit. It is more economical for a contral
office to buy in large volums for a number of stores.
The Department of Commerce once advised the super
market owner or ﬁanagar on the matter this way,

“"You will have to think in terms of volume. You
may not want to sell beer; but if there are large
boer volume possibilities, it will be woll for

you to rememﬁqr that your bﬁsiness is to maké.

volume sales rogardless of personal feelingab.*

* Grocery Rebailing, No. 59, Small Business Aids, 2.



The very word "super" suggests somothing

. .big — large in sizc and large in voluwe. 4 super

markqt must buy in large quentitios and sell in
large quantities. It must Aisplay in mass. "You
" will have to learn to thinkyin fifty case loﬁs
instead of five. You will need producsc by thé
truck loads. You will have to loarn to think in
terms of selling xathdr.than buying; Your problem
will be 'How much can i seil?’ instead of 'How cheap
can I buy?' Buying pbwer is .the result of selling
povier. It does not matter how.cheab you can buy;
- unless you can sell ths-stﬁff, you’are not retailing".*
I believe this portrayé quite clearl& the absolute
necaééiﬁy of large volums of goods, and sales in the
operation 6f a:suceessful super markét.

| . Returning to tho question raised earlier,
"Whaf is a supoer market?® perhaps the beét way to

ansyer bthis qlestion is to deseribe a super market.

* @Grocery Retailing, No. 59, op. cit., 2.
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Let us takoe a tour of inspection throusgh a super
market, one chosen at random oub of the several
dozon chain stores found in Houston, one that is
neither the best nor the worst, just "a super
market”.

e enter & foyor which has cnough glass
wall to resemble a green house. Uis notice immed-
iately that the stors is air conditionéd. ﬁppfo—
~ priately thers are pot planits for sale here in the
foyer. Ve also find a wido seleetion of populaer
and pulp magazines. Frém'ths foyer ﬁe sce fhat

the store area is divided by a spur partition into
two unequal parts. We will consider the smaller
side first. Against the spur partition we find a
| so@a fountain, and next to the {fountain the lunch
counter which will seat sbout sixty persons. The
lunch counter covers about one quarter of the
smaller arca. The remainder of the smaller area
is occupied with vhat might be called a drug store

in the moderﬁ sense, that is a drug store with glass



ware, bthermos jugs, dishes, clectric fans, and other
electric cquipment, many products that we associatod
with a hardwarc store in the not too distant past.
With these we find toiletriecs, patent medicines,
candies, tobacco, and various othér products
usually associated with a drug store. To the back
of'tha.drug dspartmont weo see a prescription counter.
From the drug department wo pass back
through the foyer, just off of which'we see a sale on
sone washaﬁle print dresses. Ahead of us, on the other
side of the wall from the lunch ccuntér, we find the
produce department. The produce depariment occupies
about one-~tenth of the larger ercas. Febween the
plain wooden produce display racks and tho wall there
is a narrow aisle for the clerks who sell and package
the fruits aﬁd vegotables. 7To this point in his
Journey the customer has bson waited on by clerks.
Howoever, more and more super markets are plaqing
- the produce department in the self service section.

Now we pass through a one-way turn_stile

10



into the main area of the grocery department.

This section is self sei'vice except for the meat

and bakery departments. Near the turi::stiles vie
find the 'little push carts in vhich the customers
caﬁ place his groceries as he sclects theﬁx from

the various displays. We motice in passing that
these displayé are often placed in front of plate
glass windows that have becn painted out completely
or to é line about six feet above the floor. aAll
eeims,: jars, and packages have been price-stamped.

~ Stamping the price c:“n-'every item requires a great
deal _c.f time but it is imperative, It would be
impossible fqi' the cashier 'l:b remember the cor_rect
price of eéch ditem in a super market. The price is

- written on meat and bakery ?urchase_s by the cierka
when these items are bought.

. When a customer has completed his shopping,
having taken as long or as short a time vas he wishes,
he pushes his cart to one of the checking counters.

The cashior or "checker" totals the amount of the

11



purchase and places the items in a paper bag. The

customer pays for his purchases and deparis.

12



OPERATION OF A SUPIR MARKET

We have seen the sales area of a ratﬁer
avefaga super market as it appears to the customer.
Some super markets have more departments, othors may
have fewer, they may be serviced or arranged in
differcnt manners;‘in_gﬁnaral they will resemble
the ono described.

It is eustoméry for a central office to
do the buying for all of that coméanj’sAsuper markets.
Their various stores tclephone their orders for meatb,
producs, grcceries, pastries, eic., to this central
office and they are reiayed in turn o their bhalery
and buyers.

In'mmst of the large super markeﬁs we find
seven main departments. They are: grocery department,
fruit and vegetable department, meat market, délica~ :
tessan, bakery, drug department and soda fountain.

. The first five of these are ususlly in the self
service section. Taking oach department lot us
consider the buying, proparing, displaying, and

selling.

13



FRUIT & VEGETABLE ORDER SHEET
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First the fruit and vegetable department;
we will follow the progress from buying to selling.
Fruits and vogetables are perishable so they cannot
be stored very lcng after the‘sy are bought. For this
reason they must be ordered every day. The order for
so many of this and that kind of i‘ruit_ and vegatables,
1s telephoned to the cenmtral office. The central
office lists tho orders for all of its supsr marketa
on a fruit and vegetable order sheet (ses illustration).
A buyer ‘cal/ms this order to the farmers market or
wholesale produce houses about sevem P.M. The order
is filled that night and tho produce is delivered %o
“ths various mﬁrkats the follorairltg morning. On
arriving at the super market the order is washed and
all undesirablé leaves and fruit are discarded. As
~ much of the order as possible is placed on 'display..
The rost is placed in the produce cooler room,*

There are three types of vegetable

* From conversation with ¥r. Schulmacher, president
of the Minimax Stores.

14
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displays: Simple shallow bins, similiar bins with
mirrors, and opon refrigerated displays with mirrors.
The first is the cheapost and least desirsble. There
in usﬁally a passage behind for the clerks. This is
the type we found in the market described carlier.
It consists of a shelf or table tilted forward with
boards around the edges to keep the produce from
falling off. This typs seldom displsys produce to
its best advantage. It was interesting to note
that several yeérs ago that one of the super market
companies tried to improve this type of displéy by
discharging & fine spray of water over the vegetables
$0 keep then fresh. -This was found uﬁsatisfactory
because changing water pressure and unequal distri-
bution caused it to soak some of the vegetables and.
an ocoasional customer.

The sccond type msntioned is a more
successful improvement of.thé first. EHerc the
solution was ono of mirrors. The mirrors were

placed at an angle with the bin to give the illusion



Vv, |

of twice as much produce. Tube lighting was run
behind the valance at the top of the mirrore These
nirrors méde it more des:_irable to place the displays
against the wall and therseby affording more usuable
floor Space.‘ To this actual increase in space we -
also add an illusion of more display space achieved

by the mirrorss It is not unusus=l to:osee a customer
ébsent mindedly roaching for one of the more desirable

reflected images. On both of those first two types

of displays it was nocessary o store the more per-

ishable vegeltables in a refrigerated ‘co.oler over
night; therefore, adding much time and labor. Still
waste due to gpoilage was considerable.

¥ore practical display is now possible
and the firms making refrigerated sales cquipment
have aided in its solubion. Nany years ago soms of
the firms which pioncercd the chenge from ol@—time
ice display cases to mechanical refrigeration, weré

busy devising and store-testing ways and moans of

providing equipmont that would sell more pesrishable

16
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foods at lowor operating cost. It was their object

to find a way of refrigerating without detracting
from the display. Such equipment constitutes our
third types of produce display. These units are
| about ten feet long, threo feet deecp, and five feet
high. The grill or wire shelf on which the produco
is placed is about forty inches above the floor.
Behind the shelf there is a mirror similae: to the

one desecribed in the sscond type. The prﬁduce is in
the open and easily accessible but still refrigerated.
The machinery for refrigeration of each uz;it is in the
base of the unit. The cooling coils run under the
grill on which the produce is placed, thus cooling
the foods on display ebove and extra i‘éod in storags
spacs in the basa. Since cold air does nob Tise we
have an open "tank”™ of cold air. Tho best tampei'atum
for fruit and vegeteble prescrvation iz between forty-
five and fifty degrees, this temperature is. maintained
in the wit, kecoping the vegetables fresh and looking

as appetizing as if they had just been hmugh‘b from

17



the garden. TFrom a cornticopian sslection of cool,
fresﬁ fruits and vogetables the cdustomer con pick
and choose at his own convenience.

The meat department. Ordering meat:
follows much the same pattern as that ouﬁlined for
ordering produce, except that it does not have to be
ordered as oftpn. Neat is usually ordered twice a
week from the packiné houses. It is ordered by
quarters, that is, so many hind guarters and so
many foré quarters. These are stored in the meat
coolers until they cen be cut intd smaller sections.
For this purposc thore is a meat cutting room
adjacent to the meat cooler.

In the matter of mest display there is a
difference of opinion. Heat display has been the
next to the last hold-out against self service.
Until recently the quarters wers cubt in pieces jusﬁ
small enough for the butcher to handle easily and
displayed in that form in enclosed, glass front

refrigerated cases. tthen a customer asks for a

18



certain cub of moat the butcher took out one of
these larger picces of meat and cut the desired
amount. All of this took time and resulted in
inferior service during the rush poriods or else
required too many bubchers in slack periods. To
improve service the market began cubtting and dis-
:playing cortain standard cuis. VWhen a customer
asked for three T-bone stesks the butcher only had -
to weigh and wrap them. DBut this still took time
and many cierks who often spent most of the time
waiting for the customer to make his decision.
Again the refrigeration companies studied and
solved the ﬁroblam. This problem was a little
more difficult. Heat should be kept at a temper-~
aturs of thirty-four degrees. The problem was
solved by plécing the grill on vhich the nmeat is
placed ferthor bolow the rim of the display. In
other respects thé meat display is quite similar:-

to the refrigerated produce displays. Along with

19



this step to self servico it became necessary
to’wrap and label fhe various cubs. Cel%ophane
was used to solve tho wrapping problem. The meat
and its label, are placed on a sheet of caliophane.
The'edges are folded over and sealed with a hot
iron. This allows the customer to examine the meat
without contaminating it.

Self service in meats is a new idea,
Certain of the Houston super markets have supplemanted
their regular meat wmarket with self service units.
They employ a clerk to inguire of the pégple how ?hey
liko this change. I personally feel that if the
meat is graded as to quality end offered in sufficient
variety it will be p?eferred by the same four out of
five majority that prefor self ssrvice in other depart-
ments.*

Daiiy products. These have been refrigerated

as long or longgr'than meats and have been self serviced
*Hussmann Refrigeration, Inc., "Self Service," 4.
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about as long aévcanned and dry groceries. In the past
they were kept in closed refrigerators with glass
paneled doors. These doors were cumbersome and usually
difficult to sge through. So as was inevitable, dairy
display now tends to following produce and the meatb
display by using open refrigeration units. This enables
the customer to select the desired size and brand of
milk, butter, or cggs without opening a helf dozen doors.
Canned goods and packaged dry grocerics.
These articles pressent 1ittle or mo préblem in com~-
parison with the previously mentioned items. They can
be bought in large quantities and stored in the ware
room almost indefinitely. The greatest inconvenience
mot with in this group is the necessity of stamping
the price on every item. This has to be done for
obviously it would be impossible for the cﬁecker to
refer to a price list on all items sold.
After the items have been priced-stamped
they are placed on wall shelves or wooden displays

called gondolas in the central area. Gondola units

21
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are usually constructed in five, six, seﬁen, or
eight foot soctions. These are then combined to
form a gondola of any desired length. It is cus-
tcmary‘to have mass displays of eithor high profit
or special sale items at the end of each gondola.
'The gondoia ends towards the entrance of the market
ars considered especially fine display spots. The
canned and dry grocery department is obviously well
suited for self service. By browsing the customer
often buys things thet he would not have thought of
otherwise. |

/ The bakery department. This department is,
I believe, the one exception to the self serve rule.
Packaging, even in cellophane, will detract frcm the
mouth wafariﬂg appearance of a good cake or pie. The
_ best:aieplay is in spotless surroundings in a plate
glass case. I fear that should the bskery department
be made self service, and unguarded, the mortality
rafavon éﬁke iceing'and golden broun meringue would

be rather high. There is difference of opinion as
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40 whether the bakery department should be placed in
tho self-service ares. It is argusd thab it is not
- good %o have to wait for bakery cle:pl:. to serve you
and .’t];e:n to pay at the.. ‘checking cémfé: when you
could héire- pgid the bakery cie-rk- This possible.
double inconvenf&gncé seems worth the ’ﬁroub_le in |
 that 1% provents the bakery clerks from i:;n@ung
cookias andveakes after the& have hanﬂl_éq moneys

| The delicatessen is be’comi.n..g Amore and more
popular. It provides gestaufanf_ conv_enienge‘.i.-n the
‘comfort of the home. Some super markets have steam
:ta_.bles with various 't}ot meats very much like ,_céfe-
tér:las, Others have only refrigerated self _éérvice;
"units with lunch meats, jello, and salad. lany
 operators gfraﬁg,e with local -Jéate:?ef_s- and commissaries
| for “_off-the-ﬁrem;lsea” preparation and ’packééi’ng of
_ their .dqlieates_seh foods. Their del.icate-ssen Idepart-_-
ment becomes a aelf-.sustaixiing opsration, réquiring
11t§le or no extra help, quickly paying for i};self»,

and then realizing a substantial monthly profit.*
*Hussmann, Self-Service, op. cit., 38,
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Congideration of frozen foods is
convenient at this point, alti;oﬁgh the group
does not merit a separate department. Trozen
focds havebeén very successful in the past, and
rumor has it that they ave go;ng to enjoy even more
succaess in thq future. It is predicted on good
authority that before long guick-frozen cooked
spocialities of famous chefs and restaurants will
be available. A% such time one need no longer be
in Now Orleans tc enjoy Antoine's famous dishes.
These dolicacies will be as neanr as the nearest
super market, and any one able to boil water can
prepare them.

~ The open type réfrigeration unit (sec
color illustration) is also suitable for use with
frozen foods. It is a considerable improvement
over the older type frozen food unit. The latter
resembles an ice cream deep freeze with little
hatéhes or sliding doors, into which the customer

elmost had to crawl to get a desired packago.



SELL MORE FROZEN PRODUCTS
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The product illustrations shown on display panel are available
“as an extra through Hussmann. Hussmann supplies Price Tag
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FROZEN FOODS

HUSSMANN Frozen Food Cose hos
definitely proved its worth. Now —
tempting and inviting displays of
Frozen Foods right ot the customers
finger tips. Right up ot shopping
level—alwoys in Clear View from ony
ongle. Easy to reoch. Customers
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Your Dealer for Complete Information

1120 WOOD STREET
FAIRFAX 6163

TEXAS

INCREASE YOUR SALES
ON ICE CREAM

Sales climb when Ice
Creom is presented in
open, self - service, re-
frigerated disploy. The
convenient woy to shop
f e creom with oll

vdbieties in cleor view. |

SSMANN REFRIGERATION INC., 2401N. I.effmgwell St. Louis, Mc.
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To read labels at the bottom of theso frozen
wells was nea.fly impossible for not only was
there insufficient light but the packages would
frost over like the refrigeration coils. This

did not help frozen food sales.' The newer open

type rofrigeration unit is cmginecered to a selling

Job. The refrigeration systom maintains the ideal

zero degree temperature without any frosting cof
labels. Thesc newer units have mirror backs much
the samo as the other open uwnits. In additign,
below the mirror there are full colox reproduc-
tions of frozen foods attractively prepared.
These illustrations are very successful propaganda
for the housewii‘é who 1s deeciding what to buy for
the next meal (see color illustration).

Ve hasfe inspected a super market and
cbn.sidefed 4ts main departments; next on the
aggonda is an examination of the building and its

location.
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THE BUILDING AND I‘l‘s LOCATION

The location is important. People will not
go to out-of-the~way places to buy their groceries, .
4 good super market location is on or'mar a8 corner
vhere main thoroughfares intersech. I'E should boe in
comfortéble driving distance of many poople and pre-
ferably in or near an established community center,
so that 'l;he shopper can make all of his purchases
with a conveniently small area. The site should
provide sufficient parking aroa for the cust'omers'
automobilos. Two to two and one-half times the area
of the store is necessary to provide adequafé space
for parking.* A site fulfilling these reqﬁiremsnts
is often found on the sdge of the town or city in
unrestrigted or designated business zones of out=-
lying neighboi:hoods. Down town locations are good
spots to avoid. They are usually full of apartment
houses peopled by couples or small families who cat

out often.** One of the Houston super market companies®¥*

*In conversation with ¥r. John Schuhmacher.
*¥Small Business Aids, No. 59, ope cit., 2.

*%%Phe Minimax Stores.

26



chooses locations on the basis of secking thirty
percent of the grocery business of one thousand
surrounding homes. In other words, if we assume
the average grocery bill to be thirty doliars a
weok, their stores are located to gross a minimum
of nine thousand dollars a week.

Such caleculations bring up the question of
how large should a super market be. (ne of the large
lpeal chains has just announced a model super market
with a building that is fifty by one hundred fifty
feet on a lot one hundred by one hundred fifity feet.
A California chain has announced plans to build ten
new super markets that will neasure cﬁe hundred
twenty by ono hundred seventy-five.* One of tho
newest super markets in Houston msasures approximately
one hundred fiftcen by one hundred thirty feet.

The minimum size would appeer to be about
five thousand square feet.™ It would be hard to set
a waximum limit on the size of super markets, but the

examples that were available for sﬁudy 4id not exceed

*Small Business Aids, No. 59, op. cit., 2.

*% Ibid, 2.
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twenty-one thousand square feebe. A'gpvérnment
bulletin* rofers to size by sﬁating that "it is
gonerally believed there should be one square foob
of space Tor every anticipated dollar of weekly
sales." In_another place tho same bulletin says,
"4 super market should gross abt least five thousand
dollars per weeck.” This awount refers to a ninimum
size, rathgr than average sizc super markebts. So
much fbr the size of a super market.

Referring to the sketches, plate 8 shovs
the>fioor plan of a réégntly construeted super
market. I consider this plan to be of bettor than
average design. On entering the store there is an
area approximately eighty-six feet by twenty-eight
feet, uéed by the drug department, soda fountain,
and foyer, this constitutes about one-fourth of the
total sales area. This area in its Getailed arrange-
ment is not as standardized in super market desigm as
the self service soction of the storc. TFor this

reason I believe it suffices to acknowledgo its

*Small Business Alds, Wo. 59, op. cli., 2.
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presence and turn to consider the arrangement of
the "backbone' of the super market .. the often
mentioned sclf-service section.

The solf-sorvice section is gonerally
rsctangular in shape and usually entered through
ohé or two turnstiles on the short side. The
corners of the opposite end of the reciangle, the
areas into vhich people are least vlikely to go,

are called "dead areas”.

(

ENTRANCER T B > DEAD AREAL

Any non-staple items placed in these arseas have

1ittle chance of being seen and bought. To sell a
maximm of goods, volume being the key to success,

we must show the customer a maximum of goods. The
customsr should pass as much merchandise ss possible,
for he must sece an itonm before he can })uy it., Bearing
this in mind we should avold a labyrinth of directed

pagsages. The customer will subconsoiousiy dislike
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a store if he is confused by complicated arrange-
ments. The access must be direct. HNerchandise
must be on his vay, not in his way. So the dead
aveas must be filled with something he wants,
semething that nearly every customer buys: meats,
dairy products, fresh vegetables, or séap. The
rost of;ths area may be used for goqu in cansigndn
jars which make up the bulk of the étock. say
‘relatively undesirable arcas that may remain after
the major dead areas have been eliminated are used
for items that have a low margin of profit and do
not sell readily, but which must be carried in
stock.

In the plan on Plate 8 we see a square
self—ésfvice<a§ea entered from the southwest, but
requiring the customer to go around the checking
counters. This makes the northeast and northwest
 corners potential dead arcas. This possibility was
eliminated by placing the produce department along

the cast wall almost to the northeast corner, which



i3 occupicd by the dairy department. The meat
market was placed along the north wall. Along

the lbw partition which separates‘the'self-service
area from the drug depariment the éoaps are located.
Thus the average customer will go to all areas of
this section.

A problem whichi'still is in process of
solution in self-service has to do with its entrance
and exit. ihat appeared in recent plans'as an
obvious solution has a major draw back. In these
plans most of the checking counter chutes open
directly on to the foyer’wifh turnstile entrances
at either end of the group. 7This was the arrange-

ment used iﬁ the super market we inspected.

TOHECKIMG T ICOUNT ER /.

' —CARTS T
_—leJ m m m H . IXI"IURN"LT"LLEL

TTFOYER ow AVSLE

The objection to this scheme is that when the
customer comes to the checking counter he pushes
his food cart intc the chute so that the dhecker

csn unioad and cheek its contents. While this is
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happening oﬁher custowers come up behind to wait

in turn for their orders to be checked. %hen the
checker is through with the order he has been
checking, tho custoinsr and the éart nust go on
through the chute into the foyer. Ain extra cierk
has to be hired to bring_ these carts back into the
enclosure. Roturning to the plan under consideration,
we see that this condition can be improved by placing
the line of checking counters at right angles to the
foyer, with an opon Tail at the exit end of the
chutes high enough to allow-the carts to be pushed
undez; it. This places the carts in a position of

readiness, accessible to the entering customer.

TCHECKING COUNTER

TEUFT/ERVICE .
EXATT
L

TCTARTYL

TTITORNSTILE . X

This plan requires more floor space bubt it is

Justified by its gceater convenience. In earlier
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super markets the number of chscking counters is
often insuffieieﬁt-; This causes a delay and the-
customers have to wait. To correct this the

later designs included a larger nuuﬂ:er of checeking
counters. Many stores have an "express checking
counter”. This is to serve only the customer who
‘buya less than four items.

As a further improvement in plan a
prominent place is given to the frozen food
d:lspléy. The customer éannqt help seeing its
colorful advertising. This department will pley
" an increasingly important role in the Puture.
Quick-frozeﬁ vegetables tp: instance require con-
gsiderably less display spe;ce for the seme amount of
usable food than do fresh vegatebles. An example
bf why this is true amy be seen in the sale of
carrots. Grocors have found that bunchos of
 carrots that have had the tops removad do not
sell readily, so ha must provide space $o d:.splay
the considerable bulk of the 1eaves in order to

sell the carrots. Similar: prejudice does nob



hold in the sale of frozen carrots. ‘The housewife
expects to buy them topless and to cook them just
as thoy coms from the package. When many further
addlitions have beon made to the lists of precooked
frozen foods i'.t is conceivable that the preparation
of food will take no more time than that-» required
to thaw it and that it will taste as fresh as,;;mhen
it was edoked, possibly several months before.

The bakery department is given an ex-
cellent position. 'By placing the display caeses
at an ané‘le' across the ‘southaast corner it gains
in storage space anci dominates both the entrance
aisle and the wide aisle in front of the produce
displays.

In the dry and canned grocery section
the gondolas are ‘about forty~two feet long. Tar
too often gondolas are used in smaller secA'bions |
giving a' nunber vcf cross aisles. Thoy thereby
cause a less efficient use of space. This is a

fault found in many super markels wherc the area
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is divided into 1ong rectangular shapos with the
gondolas in bthe loﬁg direction. Planning ehﬁuld
be govemad completely by the arrangement of
standard mﬁ.ts in an area: If a certain amozint of
produce space is required, we use the required
number of refrigeration units. The fabrication of
display bins at the store is a thing of the past.
Refrigeration display units arc mass produced in
a factory at a lower confp_arative cost. Therefore,
the modern store has strong durable displays con-
structed of steel angles with exberiors Qf porcelain
finished stesl inst';ead of the less attractive wo'odezi
displays.

Superi' markets shoulﬁ be air conditionocd.
This point is undislputed. In the heat of the
‘summer or the cold of the winter the comfortable
customer is a better customer. Air-condltioning
is an important competitive factor. It is justified
financiaily only in customer comfort. Its beneficial
effect on the merchandiss is negligible. ’ﬁhera stores

have little competition they are seldom air-conditioned.
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‘Alr-conditioning influences many
factors in the design of the building. Whenever
possiblé it is well to cantilever a canbpy Qui;
"~ from the building. This shelters the customer
‘in rainy weathor and shades the walls of the
building in sunny weather. It reduces solar heatb
transmission considerably thereby increasing the
efficioncy of the air conditioning. '

An important factor in the bgilding .
design modified by air conditioning is the use of
~ the large shop window. In my oplinion such a usage
in super markets is very undesirable.

APlate glass used large window seetgiomg
to enable the prospective customer to see in is
usually unsuccessful. ‘ Ir; average day light the
intorior of the store appears as a black void/ uith
only a fev:lsmall indistinguishgble objeets visible
in the fore ground. Conversely the customers inside
of tho store are blinded by glare when they look in

the direction of these windows. The fate of such



windows is usually that of those mentioned in

the first super market described. They are
painted out and displays are placed in front of
them, Yor this reason it is wiser to use the -
windowless wall throughout. Twelve inches of
hollow tile has far betber insulating qualities
than a fraction of an inch of plate glass. lhere
windows are nceded for light'glass blocks may be
used for the purpose much more efficiently than
regular sheet or plate glass. I believe that
there should be an unwritten law in super markeb
design: "Do not use plate glass!" In small stores
claustrophobia may justify a few plate glass windows,
but such reason is not valid in dealing with the
spacious area of the super market.

The grocery chains seem ready to aAécep‘b
the logic of this. Such was the case in the super
market whose plan we have considered. vherc day
light was desired to supplement artificial 1light

they quite sensibly used glass block windows.
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But in the front of the store, abovo the soda
fountain, we find two large plate glass windows
{see illustration) one on the south and one on
the west. Tﬁus by failing to be consistent
eoncérning the undesirability of plate glass they
marred a building that was otherwise very functional.
The windows cannoﬁ be defended for the view they
present, it is not beautiful. Ror can they de
Justified for thé»lighﬁ they aduit for much of
the day it is direct sun light and glave.

Possibly sufficient light for the whole
store can never baiobtained'from glass block
windows. At best these are only good supplements
to'the artificial lighting. This artificial light
must be in considerable quantity. It often must
compste with brilliant sunshine. Thét is, when a
customer goeé into or comes out of a supor market
. he must not experience too grqat a change. In the
course of my search I found one stopa thatb ig'an

oxample of especislly bad lighting. The store faces
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east and the front wall is almost entirely of
plate glass: In fronb of the building is a
considerable parking area of conc’rei';ea. Artifieial
light iz; this stdrg is furnished by incandescent
_fixturas spaced ‘about twenty-five foetb apart; in
both directions. vhon one enters the store it
appears to be dirty. TFurther examination sh&ﬂs :
that it is clean enough but very inaaequaté;y
lighteds The situation is hindred rather than
helped by the winaws in front. The briiliant '
glare from the light concrete coming in from a
_horizo,ntal. direction tends to silhouette obj;éc'bs
and make the store appear darker.

The lighting systom which is used in the
better designed super markels consists of'unit's of
floures.c;ent tubos placed end to end on tha__ clé}aling
t0 form strips of lighting. These strips are. placed
approximétely Tifteen feet apart. 7Yoo much artificial
light seldom is found,; bub it is very common to find

Yoo little. Light units ranging from:a minimum of
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twenty-£five to a maximum of fifty per sguare footb |
should be providedi

The ﬂuoresccnf; strips produce a soft cool
light. A cool éource of light is vcian important factor
in air conditioning. A large ziumbef of liphting
fixtures having a hot source of light radiéte a great
deal of hoat. This hoat must be over cowe in the
summer by the air conditioning unit.

The super market has been slow to make
provisions for sound deadening. Though sound
is not as important a problom in the super market
as it is in many other types of buildings, I
bolieve that it is worthy of scrious eonsidorétion;
Aé@onstical enginecors report that sound is excoss-
ively high in all such stores. Uhenever a large
number of people are in the store there will be a
considereble amount of noise. 4dd to this the
noise of cash registers, dishes at. the lunch
counter, noise that filters in from the t_raffic

at a busy intersoction, and often the more rscont
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addition the phonograph record department and
then we will find the noise considerable and
unpleasant. This situation can be greatly im-
.proved by the use of‘sound'absorbiné naterial
“on the ceiling instead of the usual hard plaster.
Acfoustical mabterial was not used in older stores
because its porous surface collected dirt. Air
conditioning has groatly roduced this problem by
cleaning the air. Iﬁ is to be hoped that excessive
gsound will be eliminated in future super markeis.
The oxterior design of super markets
hag: teken many difforent appearancea decoratively.
A1l have bad the one story form in common. The
carly super warkets developed during a period of
sclectic architecture. The facades viero often'
strange and inappropriate. Some of these earlier
designs iay be seen in\the older super_markets
in Houston. One has copied its decoration froﬁ
an Incan Temple. Another incorporated Greek Doric

columns made of red conerete in its design. Still
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other exemples have mimicked oriental ba’zaafs.

Such designs wers a result of o popular romanticism.

Followirig this romantlc movement less
ornate buildings made an approach toward more fuﬁc- ‘
tional design. In these buiid.tngs we find the first
indicati‘ona of a awareness of pufpose in the deeign. '
They are unnﬁstakably super markets. Thqy are not
attempts to make a éuper market look like a temple
or a bz;zaar. Though they aro often unattractive
thoy are honost 'axpreésions of the supor market
;c.md' its develpment at the time they were built.

vw:lth fhe development of newer materials
and forms this ‘franknas-s of desiém is developing
into "modern” ax"chiteé‘ture. ’Unférinmately, far
$00 many of the super markets being built tod_éy |
are interpreting "zﬁbdern" as the jtixtaposﬁion
6f plate glass,' white plastei', azlld dramatic towers
rather than a harmonious combination of function
and aesthetics.

My study of the supor market leads mo
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to confirm certain essential requirements developed
in its experience and -to suggest strongly othors
which I feel are to be looked for as desirable in
the future. It is my opinion that six qualities
of major importance should be found in the best
super markef. First, it should have a good location.
A location that is not only easily accessible and
convenicnt for other shopping, but one that also
provides amp;e parking area. Second, becauss of
the greater volume of merchandise the super ma:c"ket
should secll botter quality of food at lower prices.
This point is often over-emphasized. It must be
romembered that lower prices aslone cannot be
counted on to xnaks a store a success. Third,

the plan of a super market should be design_ed so

as o afford a combination of maximm customer
convenience with a maximm of sales promotion.
Customers will not patronize a storo that is
pooriy arranged. TFourth, the comfort of the

customer should be considered of ubtmost importe-



ance in the design of the building. That is,
it should be dosignod for the greatest efficioncy
of heating, asir conditioning, deadening of sound,
and lighting. Fifth, and perhaps most importah‘b,
a supor market must be spotlessly clean. Food |
must look appobizing if it is to sell, and food
cannot look its best in unclean surroundings.

A dirty floor may have a decided influence on -

a customer. The importance of lighting and a
clesan aiapearance, cannot he over-emphasized.

A store must not only be clean, but Fr—
look clean‘as well. Sixth, the design of a
guper market should be aésthetically pleasing.
Of all the qualities desirable in e super market,
I feel that the fulfillment of this one is tho
rarest. Judging from the appearances of stores

- that have been built .in the past, the beauty of
a super market .is an after thought, if indeed.it
has been givon ény thought. Abtractive design-

should develop hand in hand with functiomal



dosign. Beaubty is not to be atbached to a
building as a postage stamp is attached to
an envelope. Beaubty rmust be an inseparable
part of the whole structure.

Cleanliness, sconomy, comfort,
convenience, and beguty when eompletely realized
are the qualities th&t make the perfect super
market. It must bring the bounty of autumn in
the freshness of spring. These are not qualities
of a distant tomorrow; they are qualitics that
should be found in every suéer market of today.

Super markets havo come a long way
since the days of fhe old pﬁblic market, bub
their deﬁeloﬁmcnt must continuc. ‘hen newer
and better fhings are doveloped super ﬁarkefs

should bs among the first $o incorporate them.
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