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- | . . ABSTRACT

..... [0SO U AU S

K

Agr;cultural c01modity projgtion by producers at the

’retail/consuner leve? is of relatlvely receat orlgin in

Canadian foaod narketlng, conseguently, it wvarrants empirlcal
exanination. The end ‘result of pronotlon is reflacted at.

the retail level in a change in consunner purchases.

The brcad objecﬁive ‘of” this 4thesis is to evaluate

'feta;l commodity promotion as a .tool for improving the

marketing pesiticn of the producer.: Since this is'da study

of an -’ 'introduction of a new order . of things', an-
examination of the developmental framevork of .promotion as a

marketlng tcol and ‘its subsequent evaluatlon is of prlnary

|
&

importance.. S . s l T

€ Observation cf ‘the reta11 meat’ department environment

"v

in the evaluatlon of pork pronctlon reveals the fresh meat

1nterrelat1cnsh1ps, soc1o-econom1c differences and- the sales

‘effectlveness ct pork promctlon.._'The results of the‘

'analy51s suggest that commodlty promotion by producers is fal

valuable narketlng tool, that 1t does not: adversely affect
the other fresh ‘meats. and.that it fllls a v01d in pfovidlng

consumer 1nfornat10n.

»
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I do not know whethey pcrk is at 4 crossroad and

must turn right or left or whethdr it is

on

a

- threshcld before an open door nnd ‘need only move
into its own very promising future., I prefer the
lattér view. A crossrcad implies a choice, and

implies

o;portunity--and I Dbelieve the opportunity is a_.

" there pay be no -choice.. An open door’

: facto
Herrell DeGraff,

President,
Rmerican ueat Institute

Py

The Importance of the Pork Industry

.The Alberta . hog . industry is -prinary
: Canadien pork. In the flve-year period, 1965-6

in the Pralrle Provinces marke ted 36 6 percent

‘"source of

3

producers

,of Canadian-9‘

,connerc1al hog. narketlngs, whereas the producergoln Ontario

and- Quebec narketed 59.2 percent of the total.i

The

Alberta

hog producers are the pr1nc1pa1 prairle producerse larketlng

e 0 -

'-'on the average of ss.u peIcent of the pralrle tptal and

renklng as the third largest Canadian producer

\’fyntarlc and Quehec (Table 1.1). o

L8

 The hcg oductlon enterprlse constitutes a szgniflcant o
pg\\,—-

sector of Alberta agriculture, = 2 1968, Alberta farner§

sold sllghtly more than 1.8 millidon h

ds and’ reallzed

behlnd

v
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_approxinately $78.6 nillion.i‘ln that year these receipts
accounted ‘for 10.0 percent cf the total gross farn incoue'

for Albergh; : This producticn is apparently . beconing

,increasingly nore specialized and is tending tovard larger

*"f“;f“productive units.‘ EVidence of this trend is found in the.,
1966 census of Alherta with 45 6#3 farmers reporting hogs in»
a 1956,‘;and 28 50“ farners reporting %ogs in 1966. However,

“the 'ail producer remains relatively inportant as 50

perceht of Alberta hogs are prcduced on farns marketing lessf

than Sixty—tuo pigs per year. S Ce .

A Y
; K

Pork is’ the second most inportant red neat consuned by

»

N . .1
Canadians.' Canadian per capita _consunption of pbrk has,

.V-however,‘ remained relatively constant over,the last twenty-u
hb- five- years, Hlth the tuenty-five—year average‘ (19“5 69)
//i': being 50 9 pcunds per'capita; During this sane period the

.per capita— cOnsunption of both beef’ ‘and poultry ‘has -
_insgoaced conSiderably from a 19“5-59 average consumption of

63.3 pounds‘ Eer capita and 17.0 pounds per capita,

“respectively, to a 1965 69 average of 85, 0 pounds per capita.niwﬁ

-~
- - . . oo

1" "Alberta Department of. igriculture,V Statistics of -

,Agricultureg for ‘Algerta__lggl ~and 1368 - (Edmonton: AmDvo"'\"
1968) 18, 19, 7 ' : ’

2 1bid. , Feo 31, The 1969 : figures indicate ‘that ' hog

production realized $83.5 million which was nearly 12,2

percent of the 1¢6S total ‘cash farm Teceipts for ‘Alberta.-

3 J. Dawscn, "locational. Analysis of Hog Assembly Centers".

(unpublished M. Sc. . Thesis, Department of - Agricultural

Economics and Rural SOCiology, University of Alberta, 1970).

~ . ) . K



.and 39.8 pcunds per‘capita, respectively,? "f S . \\;

1

~

Ccnparison'%f'Canadian'per capita neat»consunption with

the eguivalent United States ~figures reieais an o#enall -~

l [

'“1ower meat per caplta consunption for Oanada (Table 1.2),
Although the actual Canadian per capita consnmptlon of meat
is considerably less than the Fer capita meat consumption in.

fthe Unlted Qtateex, the relative percentage compositlon of

..l
)

‘" per capita heat consumption by the various meats isfof
. : . ', ° N ." . ’ ) -4) . ’ :
relatively the same.propottion “for both ‘coqntries - (Table

1.3) .

‘Alberta Hcg:Producers‘Enterfthe'Eieidfof Pork‘Pfomotion.é'
-In the early 1960's there was increased concern anong
S ~ —_

'producers regarding the decline in the . namber of hogs that

. 0
'Fere eetabllshlng the base prlce for the- Alberta hog narket.

In 1965, less than \9 perCent of - the total hogs marketed'

eStabllshed the tase price,3 ucreover, the marketing systen

1 Domlnlon*Eureau of siatlstlcs .~ gda Yearbook, (Ottawa°"

DeBeSe, 1961, 1971).

2 A mcre detalled docunentatlcn of the developments legding::.

- to the formation of the .Alberta Hog Producers Barketlng;‘

Board can be found in Chapter II of a. manuscript entitleq "

Price Fluctuations ' and

An Economic Analysis of Daily Ho
rson of the Department of

Supply Response " by R. - A, n

.\
{

Agrlcultu:al Economics and Rur'l Sociology,a Unlversity of”.‘

Alberta, : :
3 Te We uannlng, Perfornanc of the H g Harketlng System
in Alberta , 2Agricultural’ Economics . Research Bulletin 4
(Edmonton: Department of. Agficultural Economics and - Rural

50c10109y, Unlver51ty of lberta, July, 1967), 9.

. ﬁ“,
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| . TABLE 1.2 . .
. PR CArrgé_MEAT CONSUMPTION IN NORTH QHERICA e e
o C 1967 1968 ' 1969
Commodity . Canada® U.S.A.P Canada U.S.A. Canada U.S.A.
Pcu;ds per_Cepita v
Beef 840 1062 867 100.4°  86.4 \110.7
Veal w2 ag 6.4 3.6 5.1 3.4
Pork - 53.8‘ 639 53.6 66.0 5;;9' 64.8
Lamb & Mctton 36 - 3.9 6;2',“ 3.7 » 4.0 3.4

Total Red Meat.  148.6  177.8- 150.9.7182.7-  147.4 182.3 -
Poulery{ 407 as7 39.7 . 45.1  42.8 47.1
Total Meat ' . 189.3  223.5  190.6  227.8 1190.2 229.4

“,aDominion'Bureau of Statistics.
bUm'.ted States Department of Agriculture, Economic Research Service.

cEconomic Research Service u.s. Dept. of Agriculture Poultgx nd

Egg Situation April 1970, Table 3, p. 19



~ . TABLE 1, 3

e PERCENTAGE'COMPOSITION OF PER CAPITA MEAT CONSUMPTION 1969 '

, .Canada United étates
- Z of . " % of of 5 % of '
Commodity total meat red meat & tot meat:. ed meat .
Beef  45.4 . 58.6 . 48.3
Pork - 27,3 - 35.2 - 28.2 |
Poultry ° o225 - - 205 -
« 3 . . . . - Y o
Pork/Beef . . 60,1 - - 58.5 .
Poultry/Beef . 49,5 S o . 42.5 Y
Poultry/Pork 82.5s - . . J2.7 '
1 The percentage figures shown in this Table have been calculated
"from Table 1,2, I o
»



that had.devcloped to‘%his tine appeared ‘to be somewhat more -
4 heneficial to tle packer since the packer purchased most of

his hcgs cutside the terninall markets, }he " market

‘““"—““perfornaﬁce of this systen, théﬁ,' has tended to be T

degressing rather than progressing, as was concluded in Dr.

T W, uanning's bulletin. He concluded " that produced

"prices vere inadequaté in several respects and that these‘
Jf; prices ‘uere *relatedr to the unegual»distrlbution of market

poyer,-inadeguate‘conpetition in estahlishing hog .prices, .

excessive = marketing ' costs and charges, and ' excessive

variations in-prices received by producers.

LS ’ . .
P . . .

-The result cf,this'concernrvasfthat the produders made .
-a » concerted E\fort- to - eeystematize the’ . Alberta hog

ﬁ*marketing structure. The product of thls effort” to change

tradition, 'eventually ‘led  to the formulation of three

alterngtive narketing plans which vere proposed by various
S L R N
' producers' (Jrougs or marketlng organlzatlons in the fall of

1967, Alberta hcg producers voted for their choice in. the

i N W

'_fall cf 1968, uith the ‘outcome of. the plehisc1te favorlng a’

rketlng board =ystem.;
Under - the new marketlng~ bvard structure, allk narket'

hogs' raised within the provincé had_tofbe sold through the

1 Market performance being defined by the "standard that .
return to progucéers should reflect the value of the products

~ to consumers less the minimunm costs necessary to prov1de the
> 'deslred marketing services.v‘, :

© b



.-v.. £ ‘ ‘ . ‘ . . .

Boardis’sellingf uechanisn; The _actual,:selling function .
utilizes a ‘dutch-auction"systen vith increaental price

reductions of five cents. *herdesignated charge or checkoff

, - nade by the Board, for perforning 'thegiselling and- other

+ related functions, was established dt thirty cents per hog n
' A

. ‘k. [
marketed. Barket reseatch and product promotion has been .

allocated five cents of this checkoff. o ' _"_\,'
. ’ : ' o '
1 - - The new Board vas 1nterested in lov1ng into the. field

of prcduct pronoﬁion as soon-as poss1ble, with'the Tesult

;".' that a consumer consultant was hired in February, 1970, to :
. A
initiate a pronctional and educational campaign ‘for Alberta’

Forke.: Throughout ‘the spring of 1970 narket research and
Canpaign develofrment 'was,-undertaken. . The. Board's first_

' fpromotional program was launched in - June, ~ 1970, ' and
. v, ) . .

continued through September, '19f%.' This. 'canpaign, vas -

centeréd prinarily 1n the c1t1es of Ednonton, Calgary, and

~ later in the Vancouver - -area.?2

- R . . . . . o >

. - ’ . * '
o 5.<:7  The Need for the Study - R
The lajor considerations vithin the hog industry,invth o
: past have Leen ccncerned with iﬁdzitry inpfovenents at th:i)
producer level,1 and have ingored almost 7ent1rele,2he ’ -

1 Appendix' - A gives a general descri;\gon of _ the Boa§ and ‘
its invested powers.
= 2 Appendix- B outlines 1n further detail the Board's pork

" promotion pampaign. : >
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posskblility bE inproyelents at the retail-consuner level.

Alberta producers are raising and narketing hogs’with little _

~ knovledge of 'or regard ﬁcr Hhat beconesiofihogs after_thgy————
| leave the nfarm gate“:, Concurrent vith his initiation of arsz

pork producers' @ronotione; canpaign nust be a research e

..

: undertaking focused o;\ the retail-consuner segnent of the o

<

narket&ng channel.' In order to aChieve any pronotional goal 1

it is necessary to understand thekenvirOnnent within which
a , L

cne is uorking. - . C:.

' ‘The pork 1ndustry -has  paid little or no’heed to a

fundanental law cf narketing. "Hake what people want to buy.

'\_

dgn't try tc sell uhat you happen gp nake." The result Lhasmvsf

been that Canadians are increasing\t\eir yearly total neat"w
consumption.hut are’ consuming proportionately less pork..
Thus, there exists 'a. necessity for -research focused on .

econsumption. . These

_aspects : pertaining to fin
1nvestigaﬂicns vwill a;dfzot cnl those v1th1n the industryg"
. but &lsc pork Evhsuners. By ‘studyingy pork nerchandising,

"cers.'uiliv be potentially more capable off'neetinqe

”*er delands and Ancrea51ng their narket by creating a: \

N . ' -

ec1ficallyv any promotional calpaign should be -

. r,i‘.

prouotion.

In- the h‘siness world, neasurenent of results\f v

achieved through prototion is considered essential to ,sound-'

P o '~'_. e
. . - .

7\



PQ@Ctical OperatiOns. without promdtion evaluation. weak
’ ..................

and ineffectual prograns may be perpetuated year after year,

‘ .~

dissipating pronctional funds. Therefore, the Alberta _pork_;;d

promotion xrampaign needs to be realisticalhg evaluated in
crder to determrne if there should be further attenpts and,i"

| if so, to establish guidelines for any further promotional

Le
~ - .

*activities.~ b

. B
The Basic Objectives and Goals of the Study-

The‘reguired underljing ohjective‘of'the study _vas‘ to.‘
establish ccntact uith firms and individuals in the 1ndustry -

since"relatively little research of any nature has been

undertaken in the area of the roles and relatlonship among '

>
'

" packers; retailers, and’ consum@rs. Concurrent with this

were ‘the follouing f1ve broad objectlves. +
,f

r.Qf' To achisve the co eration of thoseo;jthin the
T 1ndustry since only with\thi:ginternal cooperati ,could‘any

doculentaticn or study of what is happening at, the retailer-
[

.

4consumer level be accomplished#*& -,

., 2._‘ To oper' the door for future continued research

in the area: of retail commodity marketing. » | )
'34 To study all fresh meats at the retailn levei_ ,

Hlth particular attention paid to pork and 1ts relationships_

s
,

u1th other meats.
4, To measure the effeetiveness of .the pork

' promotion campaign as-‘a. tool fcr expanding the pork market.



. movement of thegva -

‘ technigues -in the marketi@g of pork.{

e
y

R

5._ To determine, if possible, the role of prodncer -

\_ .

what they should be- d01ng in the ‘area of advertising and

L

Y A S

5pecifica11y, the baszc gcals ,ere tqp‘fold°

A

Jeg to. monitor and analyze metgopolitmn retail meat

'prices uithin different social, economic, &nd regional areas
~of the CI?Y" and in relation to pork promotion campaigns'

- and - 2., to monitor and analyze the. relative quantity

points.

Z;m Itt.éﬁsnld ‘be*%mentioned' that sone-persongg Pr§‘°fipn‘

campaﬁgn development vas underta by the\author on a very
I.

'-limited scale. _ Iheﬂ;aim of these attempts vas to aid the

ats in relatiqn to ‘the above noted

eyaluation of " the effectiveness of various promotional:

.

Sourcestoijata'and;Erocedural'Qechnigue : L

-

- The data need'in this‘study were obtained chiefly from

undertaken vith the fnll cooperation of a major wholesale-

‘research carried out by 'the author. This research was .

retail organization in the metropolitan area of - Ednonton.'.

other —sources cf 1nformation- included retail food store

advertisements printed in "the local neyspaper,;‘exten51ve

"groups suCh ns the Alberta 'Hog Board in the: field of:'

“g:mmodity marketing ’and, more 7specifically, to ascertain S

1



personal 1nterv1ews with varicus people within the 1ndustry

12

and research data collected by ‘the - Departlent of .

'”ngricultural Econonics and Fural Sociology, University of

Alherta.

v

. Further details concerning the sources of data and’

Frocedural. technigue will be found. in the first section of

4
i

Chapter. V.

Limitations of the Study

' Since‘ the 'researc‘h undertaken vi‘a‘?' an  initial

lnpestigatiOp:jzﬁdlrﬂlnew' field of study,. ﬁt was limited .
b

- primarily tc th asic principle of observation and notatlon

leaving anyinjplpulatlons to future research. The initial

sections of Chagpter v dlscuss the specrfic data. 11lrtat10nsv»

that arose in the study.

&

Scope of'the Thesis

;
o

“The tsllowing chapter will discuss the_"role of .

.

"conmodity group pronotions and some of the problems ‘faced by

such group . Thls chapter concludes v1th a'.rev1ev of

lrterature concernlng agrlcultural commpodity promotlon ‘and
—

evaluatlon cf these prograns. Chapter II¥ is concerned with

the development and executlonvof an agricultural connodlty

market plan. Chapter Iyawpertains to the evaluation of

»market deVelopnent and promotion prograls.’ Chapter v will



13
_focus cn the sales effectiveness of the Board's pfeiotional

canpqign as indiCated by the results of the study.A‘lq this

[ SO e e e e e

chapter price and cross elasticity analysis will ‘be of prile
importance.  cChapter VI discusses conclusions,

recommendations and implications of the study,
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CHAPTEF [ITI

ADVERIISING AND AGRICULTURAL COHHODITY PROMOTION

GROUPS - A REVIEW OF LITERATURE‘"

-~

It is fair to say  that advertising will never
become an exact science; but it is equally certain
that it is moving in ‘a scientific direction.
uathelatipal, behavioral, -and social sciences are
beginning  ‘to clear up some_ of the cloudier areas
which grevent advertisers from making a reasonable
evaluation of their advertising investnent.
Despite scme skepticism and even hostility,
measurement of advertising and 'its effectiveness
can be and is being acconplished~to an encouraging
extent: quite precise in some sectors,
indeterminate as yet in others. : '

The prcviso is that the results achieved, whether

tangible or othervise, - -must be considered as a-
guide to judgement, not as a substitute for it.

. Okermeyer, Successful ~Advertising Banagement ,
1€69, 1€6. ' ’

Advertising; an. inexact, abst:actisg ssiense,. is a
vigofous form of comnunication that foribétter or for;vqrse,
influénces-us all. Moreover, as"one bscomes‘ invOlved 'with
it, the suhject of advertising becomes more conplicated. 'It‘
‘,is’ not pbssible to trace cause ,and effect in advertising"
; since advertising doés ﬁot 'opéfate ' ind'é controlled .

. environment. Thus aavertising lends itself to criticisn by

1 . Due to the short comings. of the English language, a clear
definitional seperation. of  the terams advertising and
Fromotion is extremely dsfficult. It should ,thkerefore be
noted that the 'advertiSing' discussed in this chapter is
‘all encompassing' and inCludes promotion.” Im Chapter I1Y,
however, an attempt is made by the author to differentiate
.and ‘‘put into sonme perspective the relationship of pronotion
- and advertiSing.

>



~. .

_"laymen ,experts" vho"'have little knovledge - ogl .hé"
advertising‘ vorjs.ii_Ihis._criticisluwis further—induced by
advertising itself, because 'advertising, ) unlike other
business | activities such as production,- purchasing or .
accounti‘p, calls consistent attention to itself - to its.

failures as vell as to its acconplishn!hts.

Ihe' purpose of this c&apter is to discuss advertising
~. 4

’as it Ielates to three areas of economic activity, nhnely'
(1) advertising and the theory of the firu-r'

- (2) advertising and ite importance for farm

@

products in general; and,
(3) advertising © _and - agricultural connodity

promotion . groups, -

4 - . . - [

Advertising and Economics! ' o

. Before the turn of the last century, econonists pald—

e

little or nc attention to advertiSing._ ‘And for good reason,
since mass advertising understandably had little econonic or
soc1a1 inportance before the present century. ’ I the'7
tventieth century the majority of econonists also have ‘had
little to cay abcut advertising. Perhaps this is a“ result
of the Cclassical economists begueathing no categories within
vhich the eubject of advertising could be easily fitted."Or'

v . ) . L. . ’

! This section is based on the introductory notes of J.,‘s.

Sinon, Issues ip the .Ec Economics of Advegtising (Urbana: .
University of Illinois Press, 1970). _ .

RN
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it may be that advertising“really has little inportance.to
 “thG‘GCUﬁ6i7 as a; uno1e. B ,:““: “gigwff“j_““‘“”—“““‘*““"

. (/ s . - n‘!. . 4

A ﬁeu tventieth century econonists, “hovever, have.-

concluded that advertising h as inportant .effects :on a

develored. industrial econony,\uhile 'q¢hers have at 1east

considered the subject worthy cf study.!"but scarcity of

"

basic‘ knouledge\.cf hod‘igvertising vorks, both at the firn
- level and at higher levels of aggregation, has pr@hented the

. 7 3
) subject fron advancing very nucb ) 'ﬁnu ..

& . 'a!"‘/.'

‘Major cbstacles have hindered the investigation of

-

advertisﬁng's economic and social role. . Some of these °
obstaclesﬂarez .

. > . E 3 . ' '
1. The fact that advertising does not function

N

solely in _a static economy. “The introduction of dynanicq
conditions into cur# analysis necessitath a considerable-ﬁ
: change in the' statenent of optinal conditions. fbe‘

difference 1s not one of principle, but it “is 'nevertheiess )
'inportant n,2 Advertising well exelplifies Sanuelson's point_
because the most important of its - canses and effects are

long run and entuined with culture and tastes. ‘-

2, A second. obstacle to the successful study of

advertising is the scientific urge to bring all sub-types of

..\

¥ Some of these economists and their comtributions will be
acknowledged in .the upconlng sections of this chapter.

2 « '~ Ae . Sdamuelson, at;ons of Economic sis

(Canbridge.,ﬂarvard Unzversity Press, 1947), 253, . B

N + ) : —



'nicroecononics of advertising. Th
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a phenonenon under the same theoretical blanket;

'3, . A third obstacle‘ to the understanding of |

advertising's economic effects has

obstacle however,. is

5-_gradua11y .heing 1essened -as. students of advertising learn

been ignorance of the

'more ahout the mechan¥Sm of advertising as ‘a selling device;

vith: tﬂ% reeult that’ we are also in a better position to-

understand the macroecononics ofwadvertising.

o
R

- 5 R L
" Advértising and the Theory of the Firm .=~

'The ‘economic analysxs o( advertlsing and promotion is

of relatively recent origin Pre-narshallian economists “

“.uere fully avare of advertising. however they failed to deal -

'v1thr the subject analytically. Althongh narshall does llst”

"advertisenent" in the 1ndex of the P;incigle of Econ0l1cslf

'there is, 1n the te&t, little analytical discu551on.' In hlS‘,i:

- #

Industrx and Tradez ; narshall'dﬁ tinguishes betveen what-is‘

' ;presently " known l7as' "informative" ~and  "persuasive" .

advertlsing, but again he does ‘not develop ‘them into .an -

‘integral part of his subject.i' Pigou, in Economics of

”ﬂelfare3';'-attempted to develop a‘ broad framework fordff

..considering‘ the <socia1 and wvelfare aspects of advertising.i )

.3 BRe - Pigou, Ecog_

~

R A. uarshall, Erinciples of Econonics (London. HaCmillian,f
71916) . - - *

2 A, uarshall, Industrg 4and Trade (London, 'Hacﬁillan,#*

1919). =~ v

-

_of Helfare (London* uacnillan, 1920),
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and similar activities- still he. did not articulate a theory 4

in which advertising uas incorporated. It vas not until the

~._late 1920 !__s;_t‘h.,at the stage. vas set with sraffats. paperx “in

N o

e

11926 and those cf other writers. .:ln the Economig . of

Imperfect gg_peti;iggf nrs.' Robinson chose to . shy awav’

froll thg_ task ‘and it ‘i to Chanberlin's | ogopolistig--

_ggggtitigg’ ‘.' that credit must be given for developing a

theory of ‘the firn whﬂﬁb incorporates in a meaningful vay_ '

selling costs which include advort1sina and promotion. o |
: ~

Chamberlin's A solution within ° its own framework,

however, was not a general one. His solutiOn ~was in a

s -

static anaIYSis in that- all variables vere fixed except one.

-

He recognized. that 'a“ more complete' solution 1nvolved_i

cimultaneouc variation in price, output and sellihg cost,
but he comuented ‘on the equilibrium adjustment rather than

developing lt.: This, then, wa s the exten% of developnent

until the 19u0's uhen a short-run profit naximizing solution

vas advanced utiliZing a more general analysis vith price,‘

:volume, quality,'and selling costs each being variable .:

. . T
.9

1 P, Sraffa,. "The Lavws of Returns _under Competitive
Conditions," Econogic Jgurnal (Vol._ 36, December 1926), 535

o550, . e

~Jes Robinmson, Egonomic of Inperfect Congetitign (Eond?n'
uacmillan, 1933).

3.E. - Chamterlin, ibe Theorg 9_,ugno§olistic gngetition; ..
Re-orientation of the Theory of ¥ alues . (Cambridge: Harvard

Univercity Eress, 1933). : o O e
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Barfordl poctulated that the traditional theory .6f5
Roucpely im ahich *he nonopclist has only one "action'
_paraneterﬂciessiz., price7—~-at~-his diSposal 'coula_—be

'generalized by introducing advertising. o o i R

Buchanan2 ' in 'a graphical treatnent, attenpted to,

N

, conbine varying advert151ng expenditures and varying prices

",(/nd guantities) ‘at  the ' same time end tO‘indlcate_yhat h

—~——

.combination of them‘ vould naxiﬁize v returns to  the

enterprise.‘ Pron his ana1y51s he concluded' T

-

Pirst,,*the 'more advert1s1ng increases the price
elasticity  cf demand for the product as the curve
shifts to ‘“the right, the less, ceterius paribus,
will be the rise in. price.

o Secohd, the more nearly the  firm is operatlng
‘ under conditions of falling average“cost before
. advertising is- undertaken, the ~greater . the
"« liklibcod, ' ceteris: paribus, * that the average

: cqmbined costs - production and selling - will . be

: ‘. a low ‘as or 1lower ‘than production costs alone

. ”before advert151ng was undertaken3 .

Stiglerq‘ utillzed indifference curve i analjsis' fin
'111ustrat1ng hou the formal pr1c1ng pr1nc1p1e is nodified' L

_ upon 1ntroduc1ng selling costs.

e s T,

\The~v'nonopollst Will  determine. both selling
_ expenditures -and. . ‘dutpnt‘ (and hence price) by

-4»_‘ - o , .

1 B._"Barford " nfhe, 'Theory of Avert151ng," Abstract in

Econometrica (July, 1940, 279) - . _

2 N. s, Euchanan, "Advertising Expenditures- A suggested

Treatmeht," Journal of Polifical Ecogonz (Angust, 19“2).

3 Ibid, £56, ‘ :

T 4 G, stigler, The Theorz of Prlce', (Nev York Hacmillan,‘--
' 1946), - ‘ : ‘

¢



- besﬁ[“?ay cf selling the guantity of output represented by‘

Ut Thidl.
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20

- equating the narginal : revenue of selling
expenditure to its marginal cost and equating the
narginal revenue of output to its cost

. B

A Sinilar but nore refined analysis vas undertaken by

Bouldin92 as.  he distinguished betueen selling costs and -

produciion costs. His theory of selling costs can he 'hest

g

;illustrated gtaphically using a system of "sales contouts"

]solid lines) and a systen of "production revenue contours"_'

(dotted lines), as shown in Pigure 24 1. For any sales.

contour, S‘O, the point uhere it is touched by a production

revenue contour, p, is the point vhose co-ordinates shov the'

~ the sales ccntour - in this case, 50 tons. Sinilarly, the

best combination of price and selling cost for selling any'

cther cutput can. be found. All these points lie on a line

LN

anx, which' may be called the "sale line" and is the 1ine»'

indicatiqg the cptinal uay expanding, or contracting

sales.

"Dorfnan and steiner3 in their article dealing vith the
!

prinCipaes ct guality competition, indicated auong other

L
o

7 . e . - . . - ..

260.

=225 .

2 K. /E, Bculding; Econonic Analysis v (Nev York' Harper;'

1948) , _
~ 3 R ,rorfnan and P, 0._ Steiner, "Optinal AdVertiSing and
Optiqal Quality," Anerican Ecogonic Revieu ¢ (Vol. 44, No. .

[
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Total Selling Cost (dolldrs) .

X

=

Price of output.
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things:thatr

of advert151ng as incorporated into the theory of the firn.‘

wp- f£irep which can influence the denand for its

- product—by-advertising-vwill;in-orderto--maximize -

its profits, choose the advertising budget and -
.price such that the increase in gross revenue
resulting -~ from 'a one dollar - increase inw
advert151ng expenditure is equal to the ordinary.
elasticity cf demand for the firn's product. -

This 1s the stage reached by the conventional treatnent

A B

¢
The theoretzcal developuents of advertisgng and promotion

'fappear .to . have failed in establishlng an 1nitial base fron:

vhich tc develop thelr.analysir.

. ?hefRole.of Advertising -

The‘role-and purpose of advertising, and 'pronotion' is

’rtradftlonally thought of in the context of increa51ng sales .

.and net proflts. To achleve thls end, advertlslng attemptsi‘

to develop a nonopollstic‘ pos1tion vlth respect to some'-

'specxal set of attributes that set the particular product‘
' apart from other 'products.; That Ls, advertlsing seeks to
. 1nst111 a. nction of. uniqueness real or 1naginary in the mlnd<'

_'of the potentlal consumer by changlng the .pos;tion, inage,.;'

1 Ibid, , 826.‘.The'Dorfnan-Stelner nOdeibhas been extended .
to . ccver  the situvation in which present . advertis;ng

‘expenditures affect the future demand for the product in an
-.article by Marc Nerlove .and Kenpeth J. Arrov_, "Optimal
' Advert151ng Pollcy Under Dynamlc Cond1t1ons," Economica (Ma

1962), 129-143, Also of note .is: P.- . Dhrymes, %O

_Optimal Advertlszng Capitdl and. Research Expenditures. under -
'Dynamlc Condltlons" Economlca (August 1962), 275-279. -
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or\charactéristiooof theJnroducr in'tinegand spacs,.‘ o
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'Adveuf}siﬁé and“promoriﬁn'qf a@fiéuitural comuodifies,4 -
e;ther by trand cr co%lodity, can be ‘beneficial to consuners
'by 1nfcrm1ng thewm of price, avallability, and special ‘use )

cnpracteristicsi ' 'Infornaticn7 inforns the :consqur ~of;d

1

dpurchace opportunities in the narket and mlnlnizes(the total
.expend;ture of_tlne,and money for food. .AdvertlsLng. and— -
pronorion have ai role of inforning‘ consuners about rhe‘
availabillty of nev. food products and their special use:
characterlstlcs. o Information‘”'on special uses f and:
spreparatlon"of_;foods :35' provided by ) advertisinéjﬂﬂand'

promotion*hasvplazéd an inportant"role~in‘aidin§ ébnsumsrs,

:r;ldvertisdng ”and promotion' have a specisi rolg_<in'ifw
changlng the 1nage of a prcduct through the déuelopnent 'ofl
amore. favorable ones. Utllizatlon of many farn products has -
=uffered because of unfavorable 1nages.. Over tine a sizable'-
part of the consuner publlc may ‘have been exposed to diails
'ogi_;mpllcatlons 'adversely affecting the consunptlon of az
'-_prOduct; Ihrough advertising,‘nany older prcduct 1nages are5ﬁ*7
"belng renodeled and 91ven- a"nore ‘"nodern"’ look. Each"
_ncommodlty group “has- the respon51bility of closely exaninlng (ii
!_its prcducte' consumer image tc ascertaln uhether 1t ~nlght, ,

-be_improved.

~ B

1 3, ..D. shaffer, ’“advértising7nin Social Presﬁeétif%;n o
Journal of Far® Economjcs (Vol. 46, Pt. 2, 1964) 387 - — -~
. 388, . - CoE———— e ner e AR
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* | Advertising and proaotion. are _najof competitive

ueapons, elployed to’ gain‘ a larger percentage of the _‘

N

'~ consumer's, dollar or a strjfger position within the narket.

Perhap * the nost relevant .and inportant conjecture

iconcerning the elementary concept that consunption is the.

N _end pcint of *production .and therefore the economics b{.

4

"sellinguwae made by Dr. DeGraff-
. c, . ° . B L

E nonically'speaking-the capaéity'to produce .is

lesgs critical.than,theiahility to sell1, -

Nid ¥

A Hhat is produced must be sold, uith ‘a - reasonahle exchange of

/////value for///alue in the ma ket place, or the préﬂyetion isfh‘

economically futile. o

Forns:of-ConnOGity'Advertising and Their Effedtiveness",i o
2l A @} ) . : ety

The advertising and promotion of agricultural products

'J

c1a551f1ed according‘.to ,either of two -broad '

: can' ',he_"'
approaches"' | o -
| 1 | Those attempts taking place on a hranded basis.z

4‘or. 2.. lhose nndertakings utilizing van nnbranded or'
conmodity | apprcach. ° The  mcst inportant of these “two -
'approaches has';hheen‘ lthenl utilization'f‘off hrand _ or'

differentiated advertising in the selling of farn products._

R

Y He - DeGraff, "Econonic_ hspects of Pood'lvertising'and‘_.
: Eromotion," Jdu;g_; of Fa;m<mlcggogics ~ (Vole - 37, 1955),
‘.'1“66.._.. el T e e



’ .
ﬂhat follous will be a brief discussion of brand advertising
1md its*effectiveness* “while™ the comnodity approach‘ﬁill be T

.
v

'analyzed in the latter sections of this chapter¢,

‘Differentiation for agriculturai products;‘as for ndst
other products, has been the. foundation in the establishnent
cf prcduct markets. cIne differentiating a product, the firn;x
attfihutes to its product particular characteristics, naking

’-it somevhat different from the products of other firms, -

thereby . withdrauing the 0fir: fron a position of atonistic‘:f

COQ?&%i%ie&r5ﬁ That is, the firm .wishes to identify,

differentiate, and lorify a particular'product in the uinds

cf consumers in such a way as to,nake then inSist ‘upon its ’
product, regardless of price. Thus the firm wonld prefer to
'icompete on a level or plane of distinction where non-price .

2

" factors rather' than- price attract the consumer;h Trade-
e N s o
. marking (brand eetablishment) and advertising cdn furnish

‘hthef ;neans . for the;(attainment: of this -go;l.. 5Through

e

”.aqﬁertisinp -and3 pronotion,’vthe firm seeks'.pto 1nform'
1consnmers of the benefits accrued throngh the purchase andef
‘.use of the "spec1a1 product".u Assuling purchasers react“
'favorahly and tend to purchase increased quantities at the
foruer price, the denand for the product has now changedl |
In addition to an upward shift in denand the slope- of- the‘[

firms 1ndiv1dual demand curve should change fron 1nfinite to o

TN

n Ne Kaldor, "The Econonic Aspects of AdvertiSing" ‘Review
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In. a dynamic econony,’ advertising and promotion are

.,likely to’ create lonopolistic l“'d tions that 'ﬁbe
"exp101ted cnI? tenporarilyl : Regaqiless of the .products

'-origin ‘any imputed characteriStic that gives -a product
' 3

v_ﬂsales dominance“ immediately hrings forth a. challenge from‘

competitors ‘UhO' may market a srmilar product giving it
characteristics of egual if .not 'superior, qualities as

compared to  the- original product. If competing firms are

iable tc- copy the imputed qualities and thls is -accepted by L

'conshmers, “then ‘the firms' products Ulthln the industry

’become homcgeneous again.- On the . other hand competitive

- firms may respcnd to the challenge by developing neu, but

.different;” '1hchations thus developing ) their ‘ovn

" ‘mono olistivall competitive structure2 This action givest
P

: consumers a newvset of heterogenous products.

Brand promotnon as noted above has been the primary-h

vehicle for the marketing of agricultural products.. qust5

'ihov successful has this type of selling been?3

- W

ueasurement of ‘the érfectiveness of promotion " upon

1N, He Borden,: The Econ g Effects of ’Adwertising S

(Chicdgc: Irwin’; 19#2), 438

2 E, Chamterlin, The Theory of uonopglistic Compgtit;on;_rlt.
Re-o;iegtation ~of the Theo;z of Values. (2nd ed.; Cambridge'i',_

-Barvard University Press, 1936).

3 'For the ‘prurfoses for this thesis the autlor is concerned -

primarily with the effect cn sales as a measure of the
. euccese of hrand promotion. - -
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!

' ;lf§1§§lm§§§r_h§§nsuth lmelusive goaluof nuch—research:*"npartj

- from uparticular pronotional efforts such as-_lail—orderl
‘selling; ~the  determination of the pronotion-sales
‘relationship~-is‘ no simple task. Conseguently, _ lany
.Tresearchers ;h the field of advertising and pronotion have

.restricted their attention to an evaluation of pronotion

according 'to its 'effect upcn comnunication (awareness of-

krand, attitude toward the brand, knowledge or recall -of
product claims);. As useful. as. these neasures may be in the"
.creation of more effective advertising copy or media, they
do, not satisfy management's profit-oriented need for a_

) measure of sales influence.

lhlthough ~Ebrand 'promotiOD_ has heen developing . in
rprOminence 51nce the Industrial Revolution, the necessary

evaluation cf 1t= effect1venes= was of little conseguence

h.until the dawning of the tuentleth century. SOne of, thes;;

first attempts Here those. - ¢f Starchz and Gragg3 » .These

1n1t1al attempts ‘were just ‘that -- Winitial” - andl»vere';

mainly the uriters' observations vith little guantitative"

data and analysi The fccal 201nt of these studies vas the -

lneed ~for;nak1ng advertlsing Rrcre effectlve and,to hopefully.

’ .

1 ‘Many articles dealing with the various aspects of the
economics c¢f advertising are touched on 1n this the51s, or
are listed in the. bibliography. :

2 D, Starch, "Testing the Effectiveness of Advertisnents"
Barvard Business Review (Vol, 1, July, 1923), 37-45.. S
3 N, T, . Gragg, "Testlng Advert151ng", Harvard Business
- Review (Vol, 9, October, 1930), 111. ) ‘ :




;;u;ihputwit_onwamnoreiQCOnonici-1ere1m_uith,fthe;Mapplica¢i°numogr;__

'scientific nethods.

The ccrnerstone:'or the literature ,that-snryeys‘the'“
‘economics‘or advertising is Borden;s,7The Econonic Effects
9; ~A_v__§j§;ngi e Borden's work vas the first to conhine‘
-both the theoretical J.ssue~= and the practical aspects of
advertiSing. | Perhaps more inportant however, was the fact
that Berden gathered a vast anount of fact ‘and quantitative
*data.‘t Alttough the tine period of éhe analySis wvas the
_twenties and thirties ‘and appropriate econonetric ~devices
were. nct then used to their greatest extent, the results and
the conclusions Adravn from thenm still 1llustrate thet
potentialities ‘and limitations of - pronotional efforts. hithl
Trespect to- the economic effectS’ of advertising vtfor

"bindividual (brand)vconcerns, Borden‘cbnclhded-the follouing:i

L3

Advertising can and doe= increase the demand . for
the prcducts of many indiVidual companies, but the
extent to which' it does so varies widely and
depend= ‘upcn the circuastances under which an
- enterprise -cperates, AdvertiSing efféctiveness in
profitability - stimulating sales for a concern,
depends upcn the presence of a combination ofQ
ccnditions, of which the following are important:

' (a) Advertising is likely to be more effective
‘'if a ccmpany is operating with.a favorable prinary
démand trend than if 1t is operating with ‘an
adverse trernd. ' o :

r (b) Advertising 1s particularly -helpful to.
individual companies in stimulating demand when
- their frcducts prov1de large chance - for
differentiation, '

(c) The. relative 1mportance to the consuner of

© e -~

! N. . H. -Bcrdem, QOp, GCit,



hldden ‘qualities of the products, as contrasted
. with external gqualities which can be seeavand
appreciatedy.

(d) The presence of powerful enotional buylng
mctives to vhich the- ‘concerns can appeal in their
advertising.”

: (e) Whether the company's operations provide‘
substantial- sums with -which to advertise and
_promote their'productsl

. Unfortunately, a more conprehensiva book concerning the:
economlcs cf advertising has not _been 'published since
éorden!s . uork. Horeover, as mentibned pearlier, nosti
bresearchﬁ into the effectlveness of product pronotional
efforts have recorted to 1ntermed1ate, indlrect measures of
ca paign effectlveness rather than direct measurenent -of

—-

“sales effectlveness".‘for Varlous reasons. There have,
‘however,‘been a fe:)direct attenpts of neasurenent of "sales
effectlvenecs" . Most of these ‘studies have been ‘underj
. taken. in the last ten years. Table\?.1pindlcates_soné of
the flndlngs cf cne - -such study. nNote}; that .even ~in this -
table actual sales results are Bnljvstated’in~the first'

exanple. - g ) o

- Agricultural Commodity Prouotion\GroupS',”

.

Who shouid undertake the role Of advertlsing food?

Hany‘ producer groups have traditlonally taken the vlew that
1, r:

';t is a functlon prlmarlly of processors and distxibutors.

Eut these groups are nalnly 1nterested in hrand sellong -

't Ibid, , €44,
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"«! the' product,' and qemphasizes thel_importance of the brandwm

o

o,

ahd the guestion facing producers is vhether or. not. this is";f

‘~

°enough. Brand selling fundamentally assumes the desire for

.rather than the reasons'for ;the product. However, there

-

-have -been variousi'commodity Zgroups who  are. themsevles'
attemptlng to maintaln and hopefully strengthen the ;marketsi
for thelr partlcular products through advertlslng and other

promotlonal actlvitles.b

"' ! i h. . ' l‘,’ ) . - ~ L ) = )
"As promoters,"ﬂall agricultural" commodlty groups,'

[

functlcn"under"idiomatic 51tuatlons vith these 51tuatronsr:”
giv1ng ‘rise to some€ unlgue- problems. ‘In"order thath

commodlty 'promotional problems can be effectlvely

._r o

) understood the standard promotion‘ concepts and practlceS"
appllcable “to the firm in 1mperfectly competltlve condltlonsh.g

must be reehaped

- The unlgue ccmmodlty group prohlems stem from ‘the Very-
nature of the organlzatlon\ Generally, commodlty producers,d

unllke the flrm i fundamental economlc ,theory, are’

restrlcted fto ;a- somewhat narrov - scope .of .actions.

partlcularly in. theﬁ%réa of dec151on maklng and ‘controlling’
; ] )
th productlon and -the numerous marketlng functlons from

©

= producer~to consumef' More '=pec1f1ca11y, the,'unlgueness

arlses prlmarlly’because they usually lack ownershlp of the.

productc advertlsed. Thls lack of ownershlp means that-.

o cOmmodlty promotlon groups exercise 11tt1e, if any, control =j‘

]



o

‘ over1supp1y, guality control ' aspects,- pric1ng, pack&ging;r

~and ‘many” cther factors which ‘have direct bearing on

rsalabilzty cf_the product.rm Fnrtherlorerm there QXIStS» nogs:

barriers of entry into comncdlty groups and,jas a result,

the organlzatlon s base is"contlnually ‘ changrng. ~ In

_addltlonit'the, majorlty of ,comiodity"groups are not in a .

'.p051t1cn to coordlnate thelr pronotiogal. activities- uith

3‘those concernlng productlon and price, thch in turn are.

1nf1uenced 1nd1v1dua11y and 1ndependently by each producer

Hlthln the organlzatlon and pot by the .organlzatlon s

'dlrectors. Thus agricultural .commodlty':producers.= have

extrenely little forcible ccntroj/ﬂ@er their own industry.?

e e

s ;

<

- 'Success of Commodity Promotion

.. .

‘Since .its beginmings, agricultural’ commodlty group

.promotion. bas,y'unlike 'nOnopolisticallj. competltlve brand

.

Pfomotion.”"dravn con51stent cr1t1c15n -from "old-llne":

‘eCOnomicts, perhaps because of a. tradltlonally fatallstlc

'“.v1ew held by economists, of any 1ntroduct10n of a newv order C

_cf thlngs_ not covered in.: "pre-pronotlon" based economlcﬁ

»

theory. Prcnotlcnal undertaklngs by commoduty organlzatlonsi

'fsls of relatively recent orlgln, post 1920' s, and its use was

4‘.

almost :lnnedlately econom1cally~~decr1ed by -agriculturaldﬁ

\

1 Addltlonal dlscu=51on\of comuodlty groups can be found in:

W.E. Clement, “"Some {Unique Problems 'in Agricultural

Commodity Advertlslng," Journalnof Fatm Economics: (Vol.— 45,

\963), 483 -19a.Ap
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economists. Taylor, for example, wrote: -

-m—~+~Ccn51der~%partlcularily the“‘subject of meat.v We
-~ are urged to "eat more pork". Now there is a: .good -
demand for. fresh loins, bacon and ham..  The -lack
of demand is for lard, SLdes, backs, shoulders and
sausage. = A symmetrical - demand for all parts of
the carcass would have: a better ' effect than
increased demand for the popular cuts, resulting
'in increased slaughterings with . -the -intensified
problem cf the disposltlon of the unpopular cuts.

: pUnfortunately, - for ,the' _next twenty years,v the.
crit1c1sms of commodity promotion “were merely observed
.cpinions fcunded largely cn preconcelved value judgements
rather than on economic analy51s of promotlon effect1Veness."
'Commodlty promotion evaluatlcn floundered until- Borden
performed his" extedslve analy51s;_, Borden's analys1sgof'n
many agrlcultural commodltles concluded that'

-gThe study of demand for a wide range, of products
leads to the conclu51on that basic ~"trends of
demand for rroducts are determined primarily, by
underlying sccial ‘arnd environmental conditions,
and that advertising by itself serves not so much.
tc increase demand for a product as to speed up
the exransicn of a demand that would come from
-favoring ccnditions, or to retard adverse demand
trends due to unfavorable cond:.tions2 ‘

After Eorden's attempt to evaluate commodlty promotlon,"'
. the subject lay dormant untll the . mld-fﬂftles uhen

agrlcultural eccnomlsts, once 'again, debated tHe "pros and

cons" of”vccmmodity promotion, j‘Houever, they - failed _to_,

1A, E, . faylor, "Consumption,. "Merchandising and
AdVertlslng of Fcods" Harvard Bu51ness Review - (Vol. 2,
.2 Borden, OE_ cit. , 843.

-~



‘;ontribute sign1ficant1y to the developnent of any actualf

a ana1y51s of pronctlon effectiveness. ’

. The. sixties vere to be different., Purther attempts ‘to.
neaenre the.‘sales effectiveness of c0mmodity advertising
’uere ploneered‘primarily by Hocfnagle, Henderson, and others‘
iof the uarketlng Economlcs Di71810n,; Economic Research
Service, vgJF.D.A. These developnents appear to be a direct -
zresuitAf of‘ Eincreased H government ‘ 1nvolvement, . both7
faciiitétively;-end part1c1ppt1vely, 1nncommod1ty pronotlon -

activities.

In one such study, an attenpt vas ‘made to evalnate-'the'
ﬁreietive“'effectiveness ‘df 'two pronotlonal technlques for;.

- lamb., The results of this evaluatlon 1nd1cated°‘

The ccmbined_ lamb sales - for . northeastern and-
nidvestern cities showed . that weekly lamb sales
averaged 26 percent - higher = “ for - cooperative

. advertising and 10 percent greater for the regular . -

" promotion program than for -comparable periods of.
nc advertlslng and: merchandlslng snppcrtl :

'Table 2,2 1nd1cates the evaluatlon of some other U.S. DﬁA.

promotlonal undertaklngs.‘ o ' - } .

There bave been some other‘recent,studies_underteken by

1 Py Le- Henderson, Jde ‘Fo . Hinad and ‘s; ' ﬁ;" Brovn;.
“P;ongtlon al Programs for Lagp and Thelr Effect on Sales , .
: (Hashlngton UesSeDeA., Economlc “Research Servlce, 1962),

lllo : v
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or - for connodity groups. l One_ such sfudy is that of the

_National Pork Producers' Councll. Among other research -

wiresulte' it was found that "fresh pork saies were 1ncreasedy
Ly a sclld ¢6 percent as a direct result of the, advertlsing o

-and prcnoticnc"2

! A more extensive 1list of articles - concernlng the
evaluation cf the effectiveness of conmodity promotions will :
be found in the tkiblicgraphy of this thesis., '
2 Naticnal Fork Froducers.Council, Nigkel Raise Pork Sales,
(DesH01nes, Iowa' N. P B, C, 1970). .




| CHAPTER III

DEVELCPING AND EXECUTING AN AGRICULTURLL COHHODIT! HARKET

PLAN e

.~ -There is nothlng more dlfficult to "“take in
, hand,lcre perilous to condnct, or more uncertain o
. in its success, than to take the lead in the
1 introduction of a ‘new .order-  cf = things,
, uachlavelll, ZThe Prlnc c1rca 1520, chapter 6,

5 The*‘pUrpose of this chapter wlll be to dlscuss the

N\

1mportance cf a narket plan as 1t relates to the success__of.‘

;anf agr1cu1tura1 ccnlodlty pronotlon campa:Lgn.l In- addltlon, -
 ve _vlll ‘be concerned wlth the on901ng phases‘ of. an

-'agrlcultural ' ccmmodlty pronotlon' program.: . Prohotion B

act1v1ty muct be 1ncorporated into the overall narketlngi'

.dplan.e Agrlcultural products ‘can be promoted utlllzlng tHO"

( .

»,;hr:ad apprcaches, 1.e.; the brand approach and the. conmodityx

a proach. Houever, regardless of the approach\ taken,‘»af'

~ ystenatlc narketlng plan 1< :egually Important to both.p
.Perhapc 1t 1s even more important to the commodlty vapproach

_because of ‘the{ carcumstances _under.'ﬁhlch _1t usuallyd.

operates. ”Ini%iallynie;"uiii,'discnss ", the’ concepts 'of

1 ‘Appendix o '"Suggested Pronotlon Procedures", focuses"on;r
“ - the 1nportance of ‘an organlzed approach to promotion. It

concerns itself with certain Frocedures and determinantions-

-which would aid agricultural commodity groups in ‘conducting

lnore eff1c1ent promotlonal prograns.;
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_ promotion and narketing,- the pronotional nix, the multi-;,5
. staq.,co-ordination.ofnpromotion,,and the-evaluation of—~the¥f—
promotional effort in 'general terns., The latter sections

3uill deal with the application of a. uarketing plan in' the

o _pronotional_ undertakings_ of the, Alberta.jﬂogf Producers!*

Marketing Ecard.

.,Promotion*and-uarketing-' e

.
lPromotlon, defined as "any communicatiue act1v1ty vhose
.'spurpose is to nove forward a product, serV1ce or’ ideafh’n'sa
channél ‘éf , distribution,ﬂ is a tool of marketing.
,Marketing, as’a function Pf busxness, has the purpose ?of
1nterpreting demand and direcgfng those - activities necessaryi
'_4for profitably satisfying the denand.‘ Promotion is used by
;marketlng to 1nform. consuners of the Aavailabillty and . -
\ attrinutes cf prcducts and serv1ces and attem ts to conv1nce’
the ccnsuners tc purchase the offering.” znus, pIOIOtlQﬂ;ng
"a means of mOV1ng forward the offering of .a ’producer..to;

. intermediate and final consuners.xwfﬁ

Pigure 3.1 1llustrates the relationshlp of promotion toffJ:

C’marketlng. r Harketlng : activ1ty results ' from"and ’is ﬁgi
determined by - the organization s ',overall : objectives.

.‘?Horeover, marketing activities do not actually come to life~ '

1 The. franeuork uzed here is adapted from E.J. ucCarthy, A
Easic H_gget ng: -Managerial Aggroach (Homewood, Tllinois: °
'_‘Richard D._ Irwin, Inc., 1960) . . A Lo
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© FIGURE 3.1: THE MARKETING MIX
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until the company 'objeodivee have ‘been translated into

marketing ctjective_r“ wlth the" tuo sets of basic objectiVQSfae

) 1n mind ;me marketing -unxt goes- into ' action by first_

developzng a wide array of data that will permit an adeguate-

dt understandlng of the market to be served by the organization

and 1t¢ products. |
L ‘ -

'Next,ﬂ a marketihgf mix is developed. Evrhis mix, or
system,; conSists of the ‘total bmarketimg-y_effortS'f and
marketing tcols available within the firm and applied in.the

proportions that are'necessary_for satisfying the oompanyﬁs-'

"CONSUmErS and'the company's ob jectives.

Included.imrthe'marketing'mix are:
(1) ‘Price, o | : ‘,_ o,
(4) Place (channels of dlstribution),
(3) Product,

'(a) Proncfi?n,

-Each of these ' four general terms desCribes .a snh-mlx._

Prlces 'for commodlty groups are "taken as glvgn""hovever,

rricing pol1c1es and objectlvec can stlll be con51dered.

:Plaoe ,CODS;StS, or determ1n1ng vhereAthe'market'is and who

A\

the7matket is. o Product 1nc1udes the image of ’presemt ‘

-prdducts and the development of ‘new products. Promotion” -

consists of those communlcatlve tools needéd -in - order _to'

1nform »consuners‘ of thepparﬁﬁonlar product'and'toppersuade
’ e _ S : A

7~ .
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' thea -to purchaée it Promption is perhaps theml most‘4

miﬁg&ii;ﬁi cf tte ‘fourffsub;mires fro- ‘a commodity group

'standpoint since the flrst three' sub-mixes .ar€ iargely‘

predetermined by external and uncontrollable forces as noted

'; ih. the. pr45v1ou'= chapter. Therefore, the remainder of thlsp‘

chapter will concern 1tse1f v1th the "promot10na1 mlx" “and
"1ts related concepts. | |

\- The Promot ional Hix'

The ccncept of promotlonal mlx as umes that there 1s a
‘varlety of means of communlcating wlthivconsumers and thedf
f;flnal "selectlon 'Hlll depend on the jobs ;assigned to
Fromotion and the environment in vhlch these jObS are to :he‘
performed. ' The concept further assumes that uhlle certaln

‘promot1ona1 types may be better sulted for some  tasks .thanf_

others,_ aﬁlv' promotlonal \ types ‘aref'-compatible 'andfa
RV \ S
r \ .

'1nterchangeable.. w

- Referrlng agaln to Figure 3 1, it can be seen that the*
promotlonal nix ‘is 'one of the four ma jor parts of the-
o \:arketing mix. Cther slgnlflcant facts to be observed ,iﬁ

lgure 3.1 concernlng the promctlonal m1x are:

. R
- -
!
]
4

i1, 'Before the promoticnal‘mixvis developed, overall

! Although the term 'promoticnal mix' is used in this next
section, it should be remembered that the '‘promotional mix!
Js a sub~mix of the marketlng mlx.

¢
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organlzation and marketing objectives haye been set and thei

potent1a1 market for the product has " been 1ocated.and

’

L

.described;‘ Thus, the promotional mix has purpose - the
crganlzatlon and narketing objectives - and 1t is developed

4u1th a specnflc body of pctential cCOonsumers 1n mind.

_ 2. The prcmotlonal mlx/and its member elements within

'the marketing mix are consumer orlented The term "consumer N

orlented" 1np11es more than just saylng that the promotional,
t‘mlx is "belng developed Hlth a. specific body - of potential'

. consumers in mlnd" - It implies that all dec1slons regardlng

’ ﬂthe 'promotlonal'_mlx are made wlth the potent1al consumer's‘

satlsfactlon as a focal point,’

3. There - is  an 'integral relatlonship hetveen the,.

(4

- promotional mix ‘and the other three nixes -~ price, place,
--and producttv Dec1srons made ahout the promotlonal nix will .
1nfluence, and thus must consrder, the other eleJents of thef
marketzng m1x. The actual elements of a promotlonal mix are
.g:varlable ano depend on such matters as the tasks assigned ‘to
promotlon and the env1ronment in thch the promotlon must'}‘
'voperate. Flgure 3 2 1s a generallzatron of the promot10nal
'mlx just as Flgure 3 1 vas a generallzatlon of the marketlng‘
'mix. It 1llustrates that the promotlonal mix consmsts of”ﬁh
five basic const1tuents- (1) advertlsing, (2) packaglng, (3)‘*.
'personal selllng, (4) publlClty, and (5) sales promotion.

Note also that these all focus upon thé.consumer as d1d the
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d;suhémixes 4n- Flgure it brief‘discnssion of -each of i

-these five elements will give some 1deJ of the possible

-

€xtent and conplexity of the promotional nix._ ‘ "
- o . o
A-!EBEI§£E§£\ ‘ . N .

Advertlsing mway be ‘defined as: . the norpersonal

ccmmunigaticn . of a sales message? to actual or .
" pctenti@l purchasers by a person ‘or organfzatf%n ) .
selling a groduct or service; delivpred through a = %
‘paid pedium for the purpcse of in luencing the. C
. buying behavior of thcse pnrchaser Do

.

\\\¥\\Adverti§ing - is distinguished f¥on' - other. .. Selling,.
e 7"" - . . . i ¢ - . ! .
- efforteg, as; this definition 1ndicatesl in that ‘it  is

‘p

' nonperconal; paid for, and has a sponsor% ‘Adverrising is
'further dlfferentlated by the fact thatllt is enployed for-

promotlon to . large audlences. other important'

characterisricA cf edvertlslng that usualhy dlstlngulshbs it

from personal selllng is the h1gh degree jf control tqat can.

~

d'be malntalned over its promotional effﬂrts, partlcularly
‘control over the advertlslng lessage. The degree to vhich‘

' advertlsing 1s employed in the NP?9"°ti.1§1 mix”'wlll. be

determined, to a greaglfextent; by, the naturé, of  the

o '

crganizaticn's product. L

1 The discussicn of advert1=1ng will bexexpanded sllghtly

becaus€ this element is. the most readlly available tool " for " -
use by agrlcultural promotion groups, and is 1nit1a11y;the
. best suited to their pdrpose, :

2 I Grahanm, Encxcloggdla of Advertlslng (New Iork:
\Falrchlld' 1969) r 0 Y o \\-‘:\

. 2
7

g - R
~% R ,‘;g
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| o ﬁ+§ ‘
The total field of advertléing has nany components.l It

e : P

is not llllted to advertisenents, It is couprised of: (1)3

ressarch . cf cdnsumers,“ the product _or. .serv1ceunto be——~~

fadvertised, and the marketing to z’be ‘ cultivated,,- (2) -

. K 9. P
strategic- plannlng in terls of objectives, costs, types\of

. ‘1 messages, and media (3) tactial decisions in, regard.“to.

-thdget : allocatlons,,u medla selection,. and tlmlngt"ﬂﬂ‘“

B advertlsement ' constructlon " with . attentlon given__ toi
:clbcopyvritlngi'» art,i'_laxont( : an¢;;-production,‘ﬁ.andrAisjt.

i:measurement and .evaination:f ofn;'the . effeétiveness fof.ﬁ
- 1ad9erti31ng accordlng . to. predetermlned ladvertiSing”‘
fobjectaves, promctlonal objectlves and ovesall marketlng
object1ves. Flgure 3.3 presents a chart of these varlousa”
components cf advertlslng and 111ustrates. the"relatlonshlp.

[ »

amon¢nthem.

S S
“ttn Persgga1f§gll;£g_ N
"” Thls type' of prnnotlon is _unzgue. As 1ts _name.

‘v

‘t‘suggests, it ;s presented on a personal ba51s. 51nce 1t dis'
personal,, it has the hlghly de51rable charact@rlstlc of"

23f1ex1b111ty.2 Its degree of use in- the promotlonal nlx, l;ke

S, - .
XS

1 The‘first four of,these conpcnents are’ those llsted in C. -
He Sandage and v, " Fryburger Advertlsl_g Theorg ~and
Eractlce {Homewcod: Rlchard ‘De Irwin, Inc., 1967), 5. ,The'
ifth conponent has been 1nc1uded by the author because any.
‘,gndertak1ng< in the promoticn field nusﬂ-be evaluated in-
rder to maximize pronotlonaI efforts.

It is a de51rahle characteristic because the promotlon can

: e adapted to each partlcslar consumer.

.

- . I
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advertising, is’ variable and depends on- such factors as 'the

nature of the prcduct and - its narket.

e A e e e e e e e e

Eackaging

Tco often packag;ng is not given the credit 1t deserves
for its prcmotional achievements rand it is still considered
by rany to 'nerely contain and protect - the product.v

‘Eackaging has, hcuever,, been givenv the nickname' of the

‘ ,"511ent salesman" for in ‘a matter of seconds 1t can attract

Ca perscn's attention, credte interest 'in; the packageks

contents, and present a sales message that Hili conv1nce the

‘prospect to buy.;

Sales Fromctign:

¥

- Sales:'promction"rEfers>'to -any promotion, othér than
» . b L€ any > _ :

i.packaging and ipublicity,- that  supports '{and ennances’d;'

’adVErtising 'Aand . pérsonalf jseiling éactivities; ' Sales;

¢

v pronotion act1v1t1es can ‘be categorized accordingthp the'T

markets at uhom they are almed.' For - example, there is sales‘

\-

'promction directed at (1) consumers and (2) middlemen.‘

Ccnsumeri sales promotion, uhich 1ncludes, among other

Ngy“ -

J .
things, demcnstrﬁ!icns and premiums, 1nd1rect1y benefits the

'producer in that the ccnsumer may demand more of the product

~

at the retail 1evel. ;%\ .

PR
<
o7



Middlemen sales promotioh is a ‘more ' direct method_?on
, T S S L ’ ‘
which_gpFoducers can rely tc make selling and advertising

» ﬁor’e;eife%tive»;w; R ‘ e T

Eublicity

'Publicitj“ccncerns informationlolaoed inlnedialdbeoadse
of ..its -'neQSUorthiness;- The organizatioﬁ 'benefifing
b'therefrom dces nct qsualiy oay for its apéearanoe, nor;.is'
“the organiéation ‘usually ideﬁtified‘as7the source, One off_
its greatest assets lmes in people‘s reactlons to it.~i_It =
..possesses fé hlgh d@bg@e of betlevablllty becanse it as.
v1eued as a news item, nct as advertlslng. Because of thls-;
-_attrlbute," puh11c1ty is' a valuable marketlng tool,
‘particularly USefad‘in,thenintroduotion‘.ofl heﬁ‘ ideasd'aqd‘r
‘froducts. - R . 1% ' L .
. " |
; : uulti—SjagejCoordihationvof'Promotion
_ - ‘ R _

Rarely. does a -businegsctenpioy ‘onlj4one'of the five

xha51c types of p;omotzon disoussod . above, sihce_'not’ all
‘promotlonal tools ;are' egually suitable‘ for tﬁe.vaffing
condltlons under Hhich marketlng operates.. Therefore, since‘_
all prcmotlcnal tocls: employed have 'a[ comnon objectlve,
1.e.,'_to promote or move forward goods and serv1ces, thelr’

-coordlnatlon is ‘a nece551ty. U I
Ccordination of .proaotiohal effort  occurs at three

-

¥



different stages of the narketing operation. The-firSt -

’stage ctf cocrdlnation con51sts of deflnlng the tasks of each

’type of prcmoticn :ih order- that tﬁé' ba51c“7promotlona1
objectlves "are achleved with ',a_L.minimal anount hof'
dupl1catlon. In ‘this stage the necessary promotlonal tools‘
should be selected and placed in a compatlble relationshlp.
-The resul‘ ls» the promotlonal mix that is 1llustrated 1n'

Flgure:B.Z.
Integration is the second stage of - promotipnalk

coordination ,Hlth the pronotlcnal mix belng 1ntegrated Hlth %
CoR
o

(Y

;the marketltg mlx. All the prcmotlonal elements should hef

‘examlned '1n 11ght of such marketlng mix elements ‘as. pr1c1ng
practlces, product de51gn, and ‘the channel of dlstrlbutlon‘i
Ito be employed.~‘ %galn,..compatlblllty is sought, and any . °

| confllcts betveen the promotlon mix and other mlxes should,
’he‘ removed The result of thlS 1ntegratlon of the varlous

' sub-mlxes, 1nc1udlng the promotlonal mlx, is ". promotlonal'

mix - 51m11ar to that 111ustrated in Flgure 3.1.

_ The thlrd stage of promotlonal coordlnatlon occurs Ulthg;
the"lmplementatlon of- the results of the flrst two stagesl_
.(1.e., when the marketlng mix is put 1nto actlon). Stages
.cne vand - twWo have -been concerned vlth the 1mportance ofr
'.plannlng or mddellzlng promctlcnal behav1or and’ narketing j'

.fbehav1or. -,The. thlrd coordlnatlon stage deals ‘wlth the_d:

. 1np1enentat10n angd executlon of the marketlng m1x and should; f;‘

"\._ﬁ/ ) . . . ; e L



be primarily supervisbrylim nature, Im *this 'stage;j those%

 responsible for' marketlng and. promotion should continually

[ R

m:cheerve and control ‘the’ prcmotional operation t°. sake sure .

_that its segments are. worklng in unlson as planned.v‘

Evaluation of Pronbt;dnel'Effott_

-t

' After the planning and executlon of the'. promotlon mlx,

..the next 1cglcal step is-to deterllne if 1t 1s doing uhat 1tia

tls supposed to dc, 1.e., eEhlev1n§ de51red objectives. :‘The>.
baszc objectlye is_ to move merchamdise. An evaluatmon is

' necessagy,'towever, to aeteénihé‘ hov‘ much merchand;sev is'

moved at- what cost, - in _what";ength of - time, 'in‘wheft

o=
}. In order to achleve the ba51c object;ve, the:*varieuST'
fpromot:onel elements are - glven more spec1fic object1ves.
The evaluatlon of how well the promotlonal elements» achleve '
thelr 'specnflc objectlves vmust rely not only on objectlve

ana1y51s but alsc cn the more - dlfflcult subjectlve analy51s.

;;«~ Io the extent, houever/ that promotlon is glven ,spec1f1c,;'

‘tasks “to achleve- some measurement of how vell 1t performs'

':them can,be determlned.

_The Environment of Promotion

. When develbring a'premoticmal mix and 1ntegrat1ng
into the marketlng mlx, con51derat10n should be glven to the

2



| environment in whlch the promotional nlx must function.: ihev

'l4envxronment“‘inc1udes forces uhlch can greatly influence. the

L]

-tcuccese of promotional effort but are as yet uncontrollable.'
Some of the najor forces are 111ustrated in Flgures 3.1 andw_'
‘ 3.2 and are’ conprised of' (1) llfe styles, (2) legal attlon,

(3) conpetntlve actlon, and (a) econonlc condltions.‘

\

Li € Styles

'A -life style 1s q:ydlstlnctlve or characterlstlo‘node‘_,‘
cf 11V1ng, 1n its. aggregat1Ve and broadest sense, of a vhole. |
.soc1ety or a’sedment thereof.. Thus ;t ;ncludes ;cgﬁsungg,,
‘llfe styles and famlly life styles. ] T

X prcmotlonal mlx is developed in view of certaln life

-m

styles. Changes 1n llfe style= usually regulre 'changes'"inW'
the: prcmot1cna1 mlx.' |

lesal 2etior ]

- s e . . - . o *

©..The prouotlonal Rix also must be developed in terms of o
"'glven legal restralnts. Por example,‘ advertlslng musf’ be

truthful ' Further, legal restralnts,j 11ke llfe styles,

:change and cften necess1tate adjustnents 1n the gromotlonal

"mlx.
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' Fcomomic Copditicns

changec in it may be expected to be. nade"asA conpetit;ve‘

L

(e

actlon takes fcrm and rednces- ‘the effectiveness'ofathe

progral.

/

L

- General eccnomic conditions'<Can' influence consumer

lpurchases.z. Iherefore, a level of economlc act1v1ty should

be forecast fcr the period in thch ‘a pronotlonal program
_~9111 functlon. Changes 1n econonlc condltlons may cause a

B change 1n consumer B hav1or patterns whlch would nece551tate

_a change in promctlonal strategy and itts évaluatlon. :

‘The Alberta Hog Producers! Promotion

The foregoxng has been a general ‘promotlon overv1ew

cutlanlng toth ,the relatlonshlp betveen promotlon and 1ts

‘.env1ronment and ‘the 1ncorporat10n of promotlon inﬁﬁ“”

'crderly; plan of- actlon ina-accompllshlng certaln overall

- marketing" objectlves for the product .and organlzatlon

4”‘concerned,w The renalnder of thls chapter ulll be focused on'

-
.

‘1 Commodlty group promotlon, hovever, faces_ little ‘direct

‘competltlon at present since these 1n1t1a1 undertaklngs have

‘not aprreciably affected other commodltle
-2 ‘Ge ~ Katona, Ihe Powerful Consuner‘ (NevYork. chraw-Hrll,
1960) . , , | S -

52,

- After “th introductlon of ‘a’ promotionaif progranm,



_the applioation of this general model on ‘a’ specific
promotlonal undertaking by an agricultural COmmodlty A9r0up,f

N namely the Alberta hog producers' pork promotion. R L |

; ~ ‘The promotion_ will be':described accordlng to three

\

promotiontinix,¢'and - (3) advertlslng. The format for thlsl
dlscussaon Hlll 1ncorporate the charts and flgures that wereh

developed and illuetrated in the precedlng sectlons' of' the-c

chapter.' _
' '

-

' 5f\3.ﬂ Hlth the inception cf 'the . Alberta ’Hog‘jPrpducers!

AR

\Qf

.f narketlng anrdl on November f, 1969gmarket researchhandl

'product- prcmoticn- by producers becaue a _reality;z; rhe

- initialpsteps;vere taken in = the setting of organiiation-

- P

1fobjectivés'.¢to faciiitate 'the"developnent' off'the' morerﬁ

.)-,

specific market1ng ~objective=‘ '7Then broad organlzatlon_u

f»objectlves of (1) 1mproved producer bargalnlng p051tlon and -

(2) - greater producer 1nvolvement and 1ndustry cooperatlon

“_objectlves eet by the Board.' These objectlves 1nc1uded. (1).

create an 1mproved 1mage fcr pcrk and (2) - 1ncrease hoth the

domest;c and forelgn.consumptlon of the “Boardfs marketlng“

Y

"1 The Alberta Hog Producers uarketlng Board v111 henceforth A

_ Le referred tc as "The Boarad",
2The charge by the Board for performlng the sell;ng and

cther related functicns was set at. 30 cents per hog

marketed, - Cf this 30 cents, 5 _cents was ' set ‘aside solely
for market research and product promotlon. ,

jareaé hqf :dmportance; (1)‘vthe marketlng Bix, ]2)! -thef'

kol

83

j"could ’at least in part be achleved hy the »marketing'pio
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" wmix (Figure 3;4[.7‘

Theh ahove objectlves outllned the Board's philosophy
_toward the marketlng of -Alkerta hogs and uith‘ these
‘ -decisions brought Alberta ~hcg'producers-into;the field of

"promotion, o ‘ RN

. The ‘first_'tormal' action by the Board ‘was";the
‘tappointmentvtof' a special consultant to COfordinate anf'
'promotlonal undertaklngs. This consultant vas responsible’
for: develcplng programs to lncrease the demand for pork
domestlcally and 1n forelgn markets and reported dlrectly to _ ?

the Board.. : igﬁin

iWith“nv he.k determination of h the*'“knouledge_ and
respon.lbllntles of .thep ihdividualsu-involVed, theﬁactuali
loglstlcs cf the .promotlonal undertakings vere,‘begun inu
January,» 1669. uarketlng research, .a_ necessary tool in
-.developlng a marketlng plan, was 1n1t1ated in two realms. ﬁh\g,
‘The flrst. dwas'h descrlptlve, both geographlcally and.
demographlcally, for the purpoces of deflnlng target _groups “
(1.e., vhom do' we want ‘to talk vith, and where do they
fliVe?).-‘The seccnd brcad research undertaklng dealt Ulth\\

creatlve a=pects, namely, 1nve=tlgatlon of what to say and

! The remainder of. thls sectlon will be’ concerned w1th the

domestic market since this wvas the market shich had the most

Fotential - in ‘the short-run. Developlng forelgn market

- possibilities was. 'a longer-term objective and any

' ‘fFromctional actlvlty in this -area . in- the - short-run was
focused przmarlly cn contlnued market research o '

“
c

.
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THE ALBERTA HOG PRODUCERS' DOMESTIC
MARKETING MIX.
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The Board's Domestic Marketing Mix .

The development of the domestlc .marketing‘ mir-for.
~_ , o - A
Alberta. pork was. focused on the market geographlcally

- defined as. encompa551ng the Prowlnces of Alberta and Brltrshv

Columbla, with the c1t1es of Calgary, Edmonton andwvancouVer N

‘belng 'the pr1nc1ple - marketlng _ centers. : Pigure 3;&\

ylllustrates the ta51c make-up of the " marketing mix. An

;explanatlon of each sub-m1x noted in this figure will be

'given helou,

'?= products t and the p0551b111t1es, of development of newi'

~

The prcduct sub-mlx 1= ccncerned Hlth both: the rpresent "

A;roducts in the future. In’ the long-run, contlnued researchw o

.’can reeult in 1mprcvements at the farm level wlth the‘ hogaf:']

:carcass ‘and at the consuler level with product development.

‘For producers, however, the prcduct in the short-run must he :

con51dered a 'glven' i. e., there can be no 1mprovements

‘made in- the type of hog marketed or 1n the type of productsf

--sold Althcugh 1o changes can be made in the product in the7'“l

v

'.short-run,-_ research can. and :should “be undertaken_ to

1;‘dete£alne the PICGUCt'S 1ma§¥ in the eyes of the consumef>\\;}¥

R
1.e¢,' what do people thlnk about Alberta pork? The present <

- N
. A

image cf _pozxk - had‘é&o ‘be understood inf order that any

14
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;level. T -~i'- S o “ -'4,,'1 il

'-upromotionalr : undertakrng—= could“‘“b “”‘focﬁggaeufoﬁwfmfﬁadu

mlsunderstandingc in attemptlng ta create .ah‘nei -imageuuof

pork.

~ The _sub-mix' deallng 'uith price is ‘1argely an

externallty for commodlty groups such as  the Alberta hog

| producers, in that the pr1ce dec151ons for pork products are
 made ky others uzthln the . marketrng channel. Producers, An_

"the long-run, can have an' 1nd1rect 1nfluence on price[

. R
&, throuqh promotion and the expans1on of" demand for

The_iplace7 sub-mix is concerned prrmarlly with the

demographlc descrlptlon of the prev1ously geographlcally;

7,def1ned 'market. The Board'= marketlng research 1nd1cated
that«the best opportunlty for 1mproved per caplta pork
A :

consumption was. to. focus on the mlddle lncome consumers

w

o located'in’the, subprbs- of' the three large netropolltan

centers, Further dlscu551on oﬁ "who the market ism Hlll be

ﬁ_-undertaken-later in the chapter.

ps

Tbe promctlcn subdmlx 1s':theﬁ'most receptlve element-

,g,avallable to producer' groupe suchﬁ as the' Alberta hog

producers,a Promotloq) -is- ‘not externally controlled ;and

.‘._

determlned ‘are the 'other three sub-mlxes. Thus the

‘remainder of this chapter,.wlll ‘concern itself with” the

P
Jas
G

Ay

: - promotional undertakings of the Boaid, -

}ithereby 1mprov1ng the; denand for -hogs ‘at'cthe,.ﬁarm”

8



1llustrated in anure 3.5. S h .

‘The Board's Promotional Mix

LTh‘e promotnonal lix developed for the’ 1n1tial campaiga

was limited to the utlllzatlon of advertising, publlcity andf

lsales'vpromctlon. -.Components that comprise the normalp

4promotlcnal xi also ' inclnde persohal sellingl ’ and

‘o r

"packaglng. Houever, the promotlonal progran had neither ‘the

Eddget nor the tlme nececsary to incorporate then 1nto the

lnftlal ~canpalgn. "~ The Board's promotronal -mix7. is

cow

‘
-

. “The - coordination ~and integration of the mix for the

"‘VViMItlal campalgn was handled dlrectly by _the promotidhal—

FI

'June and 1n Vanccuver in July. f‘

v

ﬁﬁfféonsultant with the actual campalgn commenc1ng in Bdmonton

in ‘May, 1970. The canpalgn was then ré&eased ‘in Calgary din~

1.?7'

P The ccrnerstone of the Board's promot10na1 ‘cgmpaign was

.4

'advert151ng. o Thls .component was ‘he nost. apprOprlate"'

’yehlcle, bcth in terms of econonlcs and scope of coverage,

A

for the.conveyance of the*ﬂ?ard's mecsage to consuners. The

utilization of sales promotion, uhich'pas developed in

J o
s - TS

-1 puring the evaluation of the canpa;gﬁ the author attempted
to examipe some of the merits of
.cbservatlonc will be noted in the fo' v1ng chapters.

sonal selling. - These
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. the pork cdmpaiga\
‘ ‘motional attemptsjwith the aid of \ :
e S oueyer should be [the Alberta Dept. ‘l
. e h congidered in the . bof Agrieultyre . -

W 4 ' GaLic ] °
T £ et iio S IULE
. . S a variable and - by a1l media .

&, \ A " * \given but should throughout both ) R
o ¥ Xnot be over- | -provincgs , 5

. . /appropriate vehi- . .
. : o -/ cle for the hog’ A N

s producer's promotional . s I -

. attempts - as illustyated” { - | " A s

4n’ Fig. 3 6 - _ / T T
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f 7+ ., |only seles protiotion, : : by -t \special'prouotqu'_'f .

( S vﬁgblici-ty & advertising] - . .} o nal consultant Ty 3 o
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' ' T 7 e L M T *

- campaign begins B . . .‘flater in Calgary "

in Edmonton, May, 1970 |~ | i " June) and Va-‘ncouver SRY R
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cooperatlon vith the Alberta Depaﬁﬁpént of Agriculturel, and

-
Vo pub11c1ty prldgipally by the press relnforced ‘the: %%?asf'
' 1mparted by the advertlslng prcgram. The integral pa:ts of

the advertlclng program are fllustrated 1n Figure 3.6.
.\- . . '-“ . _ ; ". *r. ~ . L. ‘. 0
J/f Tﬁ% advertlslng researéh conduoted by the Boagd focused

:11y&cn f dccnsumer research anH (2) market ana1y51s.f"

.-'.
e S

‘j.eﬁ cf researchﬁgthat.of productnanaly51s, uas a,

Y

- S

or the‘Alnltial campalgn, ﬁtﬁ? N

*

'frm undertak;ng and

.,\ i g M
AT L e . '_ . e

; }1 ﬁhe focal p01nt of the " sales promqtlon was~the utlllzatlon
agf cf a promotnbnal trellerhﬁrom uhlch pork demonstrations were
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\_TACTICAL >
DECISIONS: :
Radio & news-

-\ paper media.

- schedu11ng of

. / consumer market1ng $10 000 famjly

prob]ems A . -1ncome

ADVERTISEMENT
€ONSTRUCTION:

’coNsuMER

{ads with:the -
~» \_Barbecue theme./
EVALUATION an .

campa1gn ‘

events.’ .
! -+ - /=-According to ey
- attitude changes T
./ & sales effective- \ . -
. ness. The latter be o
the “import of th1s -
study . L
’V,k o f"‘\" = Y»‘_ ‘46‘ 1
‘ &,
- ° A !

./Coordination of {:.

FIGURE‘3.6 'THE- BOARD'S ADVERTISING PROGRAM ;.7<_’” |
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CHAPTEF IV P

EVALUATING RESEONSE TO HABKEI DBVELOPHENT AND PROHOTION

' PROGRAHS FOR BLBERTA PORK

The sales effect of advertlsing is 11ke the
‘unicorn or mermaid -= something we’ all have heard -

-of but few of" ever expect to-spe. -If it .
exists,.lt isin aatealm as mote as. Camelot. e

“ oo Raymond, ‘American uarketlng Associat on -

. Bulletln VPRI, 2.,,' . st EAe T

iy -
Fow

WCat*’ promction’

Unfortunately, unle '.promot1on 1s the do

marketlng mlx, it 15‘ d1ff1cu1t to devel "
- . ' , ' . R
formulatlon whlch w111 ‘show that if 'x’:ﬂumberji

'»dollarsv are poured 1n one énd, 1y nunber of sales doilars7
'. 'fnill_»flo'w out the other. In this Fnse, promot:.on cannot be

measgreé hut prcmotlon can. be eva uated.
Fun&amental 1n* our. free enterprlse ~.economy 'iS"the
princ1p1e cf 1nvest1ng dollarc.at rlsk 1n ant1c1patlon of a
‘-.gain. Clearly thlS maxlm must apply to promotlon as it does
.ito every ctug; aspect of business.‘1gThev-eva1uatlon ggf;
promotlon,_ should be an 1neﬂrapable management functlon

The only debatable questlon shculd be whether the process of

'evaﬁuatlon is ,carrled fout,i oqgectlvely, ) subjectlvely,

-~

S N at S R T :

o systﬁﬁat;oa&&y or haphagardlye S I ;

L L. : . R b . - . : . ) L .

. The: term "promotlon ‘evaluatidh" a5 used in the ‘text
. : . ) o IR a o ©y . e

. . L ' . CER .
Y . . . >



o
L
I

51gn1f1es the applicatlon of a sc1entific fraue of reference

- to every step 1n the gromotlon process. Such an approach to'

promotion ewaluatlon wlél progress only Et3 fit% is. planned

»crgaﬂl&ed, programmed adﬂ‘ budgeted by, managemgnt., 'The

Lt -_4'»-0’,1..« TR e “

purpose of the research should funda*grtally be-*ﬂnr makef

promotlon Hork harder, “to sell better, and to return more

‘wt . )

for every dcllar expenﬁed. S BT o |
THE SEVEN M APERCACHI o S co ".'_ L

.

Promotlon effec1tveness _cannot ~be 'evaluatedv in q@e

"fell SWOOE ', Each step must\ee assessed =eparate1y for apy

promotlon Hlll he as veak as: 1tJ weakest element.- q;ly upon”

gy
e
e s s

element evaluatlon 'w111 the end resultsabe satisfactory.

Almost all promotlon dec151ons or: elements may be classifled

9‘ accordlng to Seven key vords and thls_ class_l‘flcatlo;n 1s :

£ " 'Known as the SGven-M approach- - ' af:*:‘“r
. .‘ o " g A R 'g o

e Merchandlse (or prcduct) o ‘rvu_ f'mﬁ'

s '.o Harkets
: ' ) ) R ‘ .

‘.“Motlves'

uark (or objectlve)
RO 4 ..°Hessages

4
L
A
[ ]

Twer Eedla “_
I‘J N ! .
A,

“&-' ‘Heaeurement (or results) o ' . f-,’ .

b - -
* -~
-
Wy Zf, : l. ..
' ¥ e > Al

. - c .
, . . . . ' D . B
t. 4 ¢ . 3 L. . . 3 “
BRI . . ] . - '_ ét. -y
] ) . . .

S

? 1 Adﬁltl&ﬂ&l"lnfcrl 1on ccncernlng thls research approach=

-;ﬁi can be . féong.}nr“ K., Dhalla, How to Evaluate Advertlslng
- Efféct; ngcshww$?5even°step Research A Approac ¢ (1965) ..
‘ Al

A" \' T h 'w?; S . C.
’ '*."0: _"\u. . ’ ’
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. ' These elements, although 1nterdependent and 1nseparab1e'
———i'L the realities of a- prenct%en progran, Wwill-fot- the ‘moment

':' be disnﬁSsed in theoryAas separate entltles. By analyzing-

the prdmotlcn elements Efparately, the evaluatlon‘ of the
promot:on program Can

e focused on each component thereby

allowlng managemept-impfoved control and - more 1nformed
: N e 3
",dec151on ‘making’ w1th respéct tc the: promotlon program.,'
. Y , ,

---——-—-- " )
T . i

The aim huithin thls element ‘is 'toi'esp§ta;special
feature or beneflt of the product that _can be accentuatedf
LI throughout the promotlon. 1 1hus,f the merchandlse wlll be<r
= promoted via dlfferentlatlon elther 1n the product 1tselfeor_ '
| -in its usg. h L jﬁt,: ,i‘ sb ”'; T o _f:l_
Lo : f'”gv=‘, ' inu el h&e& 1" : o
Although pork is pork the Board be11evéd fhat“ today's
' pork vas.superlcr to that produced 1n the'past and that the
;radit:onal pork 1mage dld ,nctm accurately ‘represent - theb“

‘i

characterlstlcs of the present day product.' uoreover,'a

i

relatlvely new 1dea was that pcrk could be utlllzed 'a‘.e'.!}_‘|

}:arbecue ’meat, .thus - offerlng consumers more varletyg

-7

L \ummer meals.

47_‘ The Bogrd's product dlfferentlatlon uas somethlng of af-

4 o id

comblnatlonlgof both ‘the. above methods in that the product'ﬁ-,-

Y

-A"as not pork;ﬁbut "New Pork" “and 'its..poss1ble uses Vuere



expan&ed to include-thé‘realn of”harhecue meat55_ Market -

. Do 9 : : :
_The ohjecta_here _As._ to_ldentify the markets?at which-

'promotlon should be focused.,' Some of the- ansuers that‘
“,should he scught are° —
Hhc are the buyers and potent1a1 buyers of the

;F oduct ‘in: both demographlc and geographlc terms?

Hhc makes or 1nf1uences the purchasing deolslon?
-

hre there Mvarlatlone in "~ salet accordlng twl:o‘

geographlc cr demographlc areas?r ¢ ”‘ﬂﬁ7’”

Unless certaln characten&stics of the market are known, it )

is dlfflcult to make a wlse medm’.selectlon or. to prepare an

D "&effect 1ve ccp.y a&zp-roa e
r,.ﬁ - . "{_';- v

Ly

v D ‘; o

What of the ‘Board's. market research? _ The‘ BOard's'

'

.initlal »market research 1ndlcated that the domestlc marketv
f_for Alterta pork was geographlcally deflned to be. prlmarzly
>ﬁ-ﬁlthln: ‘the Proy;nces of Alberta and Brltlsh Columbla wlth

thejcii&es‘of_calgafy;- Edmontcn and Vancouver belng the
: ﬂvprimary' markets;:{ Denographlc research further 1nd1cated_
that wlthln these prlmary areas,; the pr1nc1ple consumersli

};ﬂwére those "with a fah1ly 1ncome of under $10 000 and liv1nga-

S 1 the suburbs. . s ,f‘?ﬁf L e
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Motives

. One. of. the- basic axioms- of’prOmotion is« h?“
f "a rifle_}zstead of a shotgun" approach. A
campalgn tbat concentrates on a 51ngle domlnant

result 1n a~deeper 1mpre=51on than’ione “that P

R consumerdfﬁith 'a barrage of product beneflts.'

w\.,,

-upon a partlcular appeal rather than atte

}'inCOrpcrate all the conceivable appeals, the pro

_come‘through sharper and clearer and(:)he spec1

Hlll have va' better ’chance of belng associat

product and belng retalned by the consumer.~

L
v oL

‘;f' The Board's 1n1t1a1 promotlon‘ campalgn was

; aroundd three tradltlonal myths concernlng pork,

Q

pork 1< fat- (11) pork must be cooked to high te

: _and_ (11.1) there 1s lJ.ttle varlety in pﬁ.. ‘The

campalgn focused on 1nform1ng the consum

about

ccncernmng these. characterlstlcs of today S

-vehiClenor’appealiutilized_in the_,lnltlal, campa

_to gr1p= ﬂlth the fundamental problem° ""Rhat is

Bark 1gbjesg;€é{

"Earhgﬁgg-hlberta Pork"\theme;

Ufren . completion‘ of research concernlng merchandlse,_

utilization .

promotion
appeal will

eppers the

By focusingﬁ

mptlng to;

motmon;nlll
. ,' . o m
f1c \appeal

ed ‘with the

developed
namely (1)
mpe:atures;

‘"New Porkﬁ

_pdrk. . The E

ign was a .

)

markets and motlves, the organ12at10n's management must cohe .

e_‘.:- o

_'expected to do?“

promotion

i'the.':_facts»-‘
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';qu\‘; r
The practlce of szdetracklng this guestlon_has been : one- -
cf the most important reasons vhy 11ttle progress has beeﬁgﬁn
made in meaeurlng promotion effectlveness. Obviously ohe

cannot assess = ‘the success of promotlon unless success has‘

heen measurahly deflned. :

Usually, management and/or the board of directors

famillar uith the overall organlzatlon goals or objecfives, -

, ‘promctlon' is ‘with respsct. to accoupllshlng thos

' cbjectlves;“To geheralli state.that the role ofv~pr hotion;{
is'»to sell or to'.luprove an organlzatlén s 1mag |
p01ntless as saflng that a unlver51ty s role 1s to ed
.'MoreOVer, the objectlve that promotlon should‘ ih rea
crgan;gatlcn s\ sales_ by a certalnfpercenta;e'in.a s
perlod of4gtime’ ls equally ‘unsultahle.; 'AlthoughAA-more‘

prec;se,j it is ‘strlctly marketing, fnot “a promotipn,

'xectlve. 4 PrcmCtion ‘may"‘admirably , accompllsh _its';

'ass1gnment,~ yet the target may not be reached due to other
AT :
marketlng fcrces.. The prospect1Ve buyers may find the prlce

too hlgh. A competlng product uay offer them more foratheir
j.MOngy. There may-he'prchlems cf guality‘COntrol;: hll these'
forces and many cthers are beycnd the control*of promotlon._
These anddwgther factors are ‘~part1cularly ‘evident and
" extraneous uhen discussing agricultural commodlty group

pronotlon since producers exercise llttle dlrect control of
_ a3

R v



&«

c g

their commodity after it,leaves the *farm gate',

, Specifically, then, lwhere does promotlon fit in the

: éoardls “total market;ngj strategyz~ The 'Board's 1n1tial o

‘specific : cbjectlves ‘are not ea51ly,_ determlned . or

- whether or not it wvas a useful marketing tool.
Messages

|

. ‘ . £
iromotion campaign, was prlnarily an adéertlslng campalgn

and, advert1=1ng is. concerned only with. the comnunlcations.
aspect= of the marketing sub-mlx uhlch pertain to/éromotlon.'
Therefore, the a dvertlslng objectlve‘should be.def;ned in R
terms cf a particular comnunlCations  task, to' sé

-accomplished amcng a defined audience, to a specified
P ' i o 13', o ‘ . . ‘ v . " .
degree; within a prescribed period. g ~ Lo

. . -~
» » . 9

'The'objectives for the Board' initial :pronotionalﬂvl_
undertaklngc were unfortunately formed on a nroad general F‘?
'ba51s and encompassed a wlde range of 1deas but fev spec1flt
. o -
4object1ves. Hlth the 1ntroduct1on of A new order of actlon,

-

. ¥

reallstlcally attalnable as one must flrst apply the un;rred

tcol in orde‘ dat its potent1al and limits are resolved and

understood. The Board . utlllzed promotlon 1n1t1ally as a. niw

approach 'tqr_marketrng wlth the 'objectﬁye of deternlnlng
0

'Thisrsegment is ccncerned prinarily with two questions: -

needs to be said, in order " to accompliSh: “the

're‘uirenents "hich”ﬁﬁaVéf‘bgiﬁ outlinedlaboye? What is the
- o v 4 5. . ‘ S . v



best method of»ccnveying tpe message? /

-

~ Given the fcregoing regulrements, the ‘' Board's .message'
dealt -with improv1ng -or changlng-tradltlonal beliefs in a
positive marner. Rather than outllne vhat poﬁl does ‘not
\ haue‘ uhich it may or may not have had, “the approach was a-
' more proqressive one in - that"the message focused on the

FOSItlve pc;nts of ueu_<pork, namely, 'lean pork, lower

o cooklng temperatures and varlety of cuts,
‘ L.

Hlth thls dec151on hav1ng been ‘made, the Board- employed

the servzces of- an advertlsfng agency to de-«- : the ‘method

. of Qelnvery. slnce the campalgn was iu:.t:.a #in the summer‘

.the<.message was developed around‘a barbecue theme ; Thls ’
o theme .as the-promotlon vehlcle ﬂould favorably meet the i

'ﬁgprev1ou=ly outllned objectlve in th;% 1t would focus on the

]
[ PR
- — 3 .

deflned aud1enc§lfor ghe sp%glfled perlod

“§¢h,

. ¥ , |
ﬁesearch was undertaken for boih of the ahove guestlons

;3

. Through.uhat chanheldof chanhels is the message going

© to be' conveyed’ "uedia research 1s as necessary as: copy

I

-research for ensurlng an effectlve ad. In  most 1nstances,

-'.medla reccmmendatlons caJ/ be founded on fact and loglc.-

0

»Hedla research hct only deals ulth medla selectlon, but alsor

‘i . PEVALE : .
: ] . ‘ . - '
-. ‘.'u. - ”I' - o\ ; -
Ve .- ""_v' - N . Lo
o -~ oS- ¢ - SO . S - co



‘ 1nf1uence pctentlal cons%mers kefore . the majorlty

- with- the prcblem~'of sizejf'frequenci”iandf-coiéfage;:ffﬁor'-“
instance, <hou1d it be concentrated in an intensiue burst;

or should ‘it be spread over ‘a longer period? ~ Should -

different wpedia be dtilized, and. if  so, should;tbey,be o

.-kprogramned concurrently or sequentially?'a,

One of the prlmary pr1nc1p1es of media plannlng is to‘ o

concentrate promctlon in at least one medi*p for some tlme.t

Any campalgn uhlch hopes to succeed must domlnate the market

and take contrcl of the ’mlnd and 1nterest of potentlal

consumers. A corollary of this theory of domlnatlon 1s the

'prinCiple- cf repetltlon. ‘ There Vls a. loglcal reason for

puttlng as such empha51s upon how often a message should ben

;.dellvered upon the’ s1ze of the undupllcated (neu)'

KR

. audience. -In'crder to 'interest an . 1ncrea51ng number. of -

‘t

people;' the ad* must ,penetrate progressrvely increasing -
1] . .

‘layers of re51stance.

The _media research undertaken for the Board' - campalgn

'nconcluded that the medla to be utlllzed uould be newspaper

: »
ads and radlo ccmmerc1als.. The . cost of telev1s1on vas -

(4

hprohlbltlve to the prcmotlon budget that vas avallable.
.'.‘ {q. V. . . . ‘I

rhe’ campalgn was to be run throughout the summer, Hlth

@ -

'ads appearlng 'weekly’ and radio commerc1a1s belng alred;g

5dur1ng prlme tlme on ‘weekends., This arrangemint would'{f}f

-

iuent shopp1n¥ because of the ads and the commerc:Lals durmg A

of- then;;;'g




!

"*tneﬁweekéﬁa“aave“adaea‘iﬁﬁéfﬁéf%a“ihé”barﬁéché”thémé;fdj I

' ,M_esgrs r of Results

.

‘ Th:{s ,is the final steg in }he Seven-n approach. It‘ 1s

concerned 'uith'rthe systematlc evaluatlon of the degree to
[ WA s - ") ’

whicﬁd‘promction has sucteeded} in- ,accompllshlng the f

é”fpredetermlned objectlves.,;:égh'-’ o
. . . . T e . J .

N

,_Caa. the effect of promotlon on sales be measured?™ I
some caces the measurement of promotlon ‘can be. made dlrectly

by sales results. ThlS happen< uhen promotlon is the 51ngle

vvarlable/orv the domlnant force ~in the ‘marketing mlx.‘k

. 4 e .
Unfortﬁhately, for‘ pcst products thls 1s not’ the case, and

o the meacurements have to be pr1mar11y at more modest levels

L cf awareness, comprehen51on or attltude.

Hith respect to the Bcard's promotlon program, some
~measurement can be made as to the sales effectlveness of the
: 1n1t1a1 campalgn 51nce promctxem« and, more .prec1sely,

advertlslng ‘was ;the domlnant variable and ~since direct

promotlon ccmpetltlon from other related.-commodities was.

mlnlmal.-. “\ LT _'v' S R -
. _ a L o .

- . . E . Al . . -

-~

» "...‘
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EROMOTION AND ITS ‘SALES'EPFECTIVENESS '

v , Lo \
. ~ ’ . N "
“But shall I search the market?” Search the market
rrouly. S ~

H.Shakespeare, Pericles, Act‘yv;fSeene 2‘..
.« ' S : : \
The dlfflcultles to be surlounted in the evaluation' of

. LR N
“the effectlvenecs of promoticn upon sales are. formidable.?

. -_J~ -» \ . .Vl ._'ﬁ‘

The sales eﬁ@pct~ of . a promction: campqajh Jof the type'

. previeusly 'disihssed depends not only:ggg? itself but also

. 1Y iG
- c s - X . . - : R, i . . f .
" ?upon the cther components within theufgarketlnq~_ mix,

Eﬂnsequently,‘ an- eValuation of a pronotlon' py means of'

direct cou;qflqﬁg of i¥s sales efﬁects musﬁzbe handled wlth,

c1rcum=pect10n., The other suhvmlxes, belng varlable (1.e.,

*

. the ’ ma::ke-tlng 'mi’ic' is dynamlc) ¢’ serve.%t modulate " the ’

'-*

o vlnfluence gt the promotlon actlv;ty. 71;J23 L 1“ ? ,_' )
T Hoqever,A t he iore901ng qﬁhsebvd%1aﬂs sﬂggest ‘that in -
fj?z\aluatingfpiompfion effeetiveneg :;}-" ement would find'

it helpful to -undertéke“a Jaeasure of the actual sales

effectc of the prcmotlcn 1nfconjunct10n wlth studylng. the

)

'.1nteraet19n ”bf the total marketlng‘grogtam. Knowledge in

- *
RS

"+ 1 The complex ‘rcle of advertlslng and promotlon neasurement
"Y' is discussed ‘in gréater detail in? a. AY - Kuehn, '"Measuriny
the Fffectivemess of Advert1s1ng" in Readlngs in Promotion

4

i

‘this ccntext would be «partlcularly ‘useful 1nsofar as"it;-

i

uanaggment (New York~ Appleton-Century-Crofts . 1966), 320--

e R <
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’ , .‘» i ) bu‘ R ‘5 e . ‘“ SO
N uﬁoﬁlﬁ"~.."3pro‘vid-e ~a- basis for eva’lua%ng alternative ~pr’@ho‘tﬂ‘on
* .. program and consequently, 1t vould provlde orientation ,'i"nfi-;';
a,, fthe budgeting of promotion expend:.tures. _ Qxf't‘ »;'-r.-;_"'-f“'-f r
e 4'; ' . ' Oa 7‘“ r . 4 ;o - v Y - ':." ." ' “'4 ST e - "
T (rhe balance ~"of. ’is.“ a ter w ' dlscuss % Suthot"'
“:“':‘“:'J‘: k¥ . i I” TR emm o A e ?“ " ﬁw ‘g Ty “"u?'.‘_“ - N T T—‘_‘“".
g reseagch uhnch was dlrectéﬂ ¥ t evaluat:.on “of *'”t sales
o < >f : -l . " : R AL T

effects"o-f the 1n1t1a1 por‘k prometlon progran as undertakea,}{

LA LE e w,

‘ by chg Boatd. The followlnq th e set:tlons “wily .bej'-
L'Q ?c*o’nﬁzernéd uth the sccpe ’ and ana' tlcalvﬁtechnlqué‘} of the
',\“ ; .,reslearch,:. thef ,resultsa> obtalned frgn the study,}-»_'and‘- a
-~ dlscussmn- cf the¢ resulting ana1y51s. K 1 L |
c,. The 3ccpe and Ana"a.ytical Tec‘i«gue o;_the .s'_tu"d‘y’l,_' i
- ', The-major enfgma of most reseo!‘dh groge}its, ) regard'l. ‘
. et ‘the rzeld cf stud;& is .’nct;onemof"u'.l"'"_',_pe or resu]it,s.h\}t_
'; rather one ;:f gonstralnts.,.'rhe st;o’pe of- ;”,"refsearch pr‘o,iecgt _
L : ':.’-cannot‘ be fully’ de,frned nntl"i_l.th% project has beén éonpleteélff’-w
b beéause A s RNy ‘“_rojec;; deveibobs, so dg’eslthe J.mfortance ofh_ :
constralnts. N Ther;r‘?,;he ecope of project 'g can fhe
: descrlbed 16 1n %enerial tegms in- thé lﬂl’tlal stages uth |

~

."vthe - actual ,sc.o;e he:Lngt Spe{:lf].!lly deflned after the

-

- research /has commenceg (1.e., 'a research prbposal

- \, ¥ fiv.." ' . ‘ R R R
establlehes the ampl;xtude ﬁor ts. scope and the "actual
o
R o o ‘ e .

1. 'I‘hi,"c sect:.on 1s -an expansu.on Qf the. t’esearch 5cope as-
N cutllned"ln Chapter I and /1nc1edes ne€essary background , -
) 1nfornat}onv as .well - _ dé’mlled deecrrpga.on Of  the :
resea&:ch env:.ronment. N "? e _ , T R

. 0
- . - .-. .4.._«__,,.,4. i
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g : researcﬁ _s‘, dampening effect upon . this anrplltude ;J{z »
! . » . - s
. leadi'ng to the actqal cuthuﬂe) . AR N . o
b T% particular - research " ®project vas . s:LmJ.larly
%L co trained pethaps ej,@_n songewhat more ccnst,ra.’medsln that+
“ Qa of. r%seax:ch\was reiatlvél ‘new and‘* becaus.e of». the
5{ Riic prcject - env:.ronment. ince the‘fleld of study vas "
\‘.‘w ?\‘ - R 7l .. ,:.‘ .'- ".- . » &,

. h'ew, and dynamic, the : researé&wn ’tas bas:.cally o one v ,of -.'_,1

ob'serVatlon,'_“ de°cngtion’ and- notat:.on, ]:eav:.n.g the poss:.bl%

P9 . .

manlpuiatlon a &adjust‘megt to fu;i;;ure researc@ (i e., dme

~‘-beforef reéom'menq'lng

w*ne&»g fﬁ 'underetand :

; g;! Y

j chanq&)«‘*’“ PR SO R Rt T
' e i & ™
N ’ \%‘d\ ""," . .‘ﬁ . .':'. " R L}
. In gehera,lo terms‘ : ch-+. the ~scope to‘
:’.- <tudy fres'h pork an ,,.a.ts pfom-ot ' ”

5, more spec:.flcaly,_Ato qde.ternmne th ;effect of the pork

.

'.“\4 promot’ion* prcgra% ;"ppol}ithe mCVement or sale of pork at the
‘ &a: Hnek retall-}level

e ,,reetaal 'level.\ ?Hof‘ o .

L \ 3 ', T
{,,.,E‘,_y ‘ mustﬁnece*ss,arllly 14 a studg, of the Entlre meat counteg
» ’,;fu_ >‘6 sv : -

l:ecause of thz 1ntefré'_ t:.onsh:!.ps ?‘g ay meats. . Thus, by

emprl_r.;really monltoring grice an

= / e
compar:sons cou'ld be made between comnodltlesr cuts, stores, T

< a

.

guantlt‘y data, , dlrect

<

an‘d prcmot cn. Ihe results of su§ a‘::al‘ysa.s are often self—'
: explanatory. o - ' Tk T e

. - - - v - N : . Cees . Coew K R A . ot
. L . . . P v . o . I ' e : R T A
P L K .. v A L - - T . . . . N P
. Lol A PR - DA e ° 2 W™ - - : ' s .
) - . T A . : ‘ S - R . D

3 ’_\ "'; N .’“fg.‘ . . :I—v L ",v. . ' ,. ) ) N ;\ - Lo . . . _‘ ) . ..

o
I
&
i



¥ ' .‘:ﬁ”_
A ] ¢ '
. a0 o Lo ’
I ‘ . .% - A ~
i o .. ../. '. [] ' -
§ i R { . N 0’ : |
f . o, . “. .- ' “ , ‘ , .
A total oi foun supermarket‘s—werr eelecﬁted for the

-.'. Edm!ntcn “(ﬁ':rg-ﬁre ,5,' )\ '

.0 -

.study.lg Care uas tefen t’(o assure ‘repr ntatlon f.rom th&%
e-p ﬁ

majbr regﬁ‘.onal‘ ' economlc, and

l‘

r'~

Heekly (p’r‘lC@ and guantltyydata uere obtz&ed gqrethe

‘o . :
perlod Jl-l?le throug’h ﬁugus for the two years 1969 and 1970.

**'Pz.uce data ﬁer.e coll o on elt-her ,Ihursday or Frlday "o
4 f." A ..-.vn o_,""‘..‘ ’
" vch week tc correspon , to both local newspape,r DN
»_7" e h” . . ' o ’ - o / :

\I

=oc1a1 areas ‘ ‘bf‘ 'me_t_:ropolltan .

t

A

_.‘. N Ju-j _’ - *“ . n .."‘ ‘ ur£$
I, ‘ ¥

”
;ng‘é _@nqlud,ed -i‘t t’ D _e Apgendu.x D)... Twenty-;;ne : ofl"";;
tﬁe*#ués ter; LA y?tlx ;ere beef 1tems,-f1ve were,.‘:v
A‘chic)c‘en htcl:ducts‘and the' remdnn&ng t‘wo ﬂere .@ozena | lémb.
ISR P N ; .

L ade

h v

1 It was f‘elt that_-t‘.‘h'e pfémotién sném.es'"effgc,;'iveness could o

- .. ke betfer AnsWered if ap indepth study was?undertaken with a’

-\relatlvely small .'but representative: samplg £ retail food -

‘stores rather than attemptlng ta hrqadly
-market for ‘Alberta ‘porks '

.the: ‘efitire

2 In developlng‘ ‘the . questicnnalre, spec:.al attenga.on was- .

~ Dormal supermarket. peat counters - s
- 3'The fprice ipformation - forA1969 uas &)btalned from the

. By
LA,

etail - foeod. ﬁdvertlsements appearlng 1n he 1ocal newfpape::

. ."',_,ars store pnce ret‘_ords fcr preuous yearslvere ‘not kep

R .- . - L . < S e
/9_...&. . . Y . : .

|

‘taken to select ¢uts “that yculd reasonably .represent a ..
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oo SR " S Y
advertisements and consuder buying hablts. "Q'Tuanti;ty‘- d'ata
vuere ohtalned from the store's J.nvoice order -forms each week
for ‘the duratlon o‘f ‘the stu&y. - )

s B T

» ¢ Socio-Fconomic Delineation N
J‘h\ ’ ; ’ . ‘ I/" .. ' - ,:U ) '-‘ .“ " xS o ()

The c1ty of Edmonton’"".wa.‘s .sub.-diviid'ed" iffto socio- ;

economlc reglcns. 3 *F;he_ dlstJ.nct . : soc:Lo-ec‘Bnom:Lc

’ ‘class:Lflcat;ons de’yélcped alloued for the observatlon; &t the

dlfference jin- meat” consumptlon patterns Hlthln the city. ‘

"

-‘Ihe Stcrgs =tudled ‘were class.tfled wn.th respect to t,io

-'=ocio-econom1c grou Se ;One gro of stores theotetlcally S
P

Il

_,'represented th hlgr _rank'!n,g soc:.o-economlc populatlons ’

e )

(Stores ﬁ#ﬂ (a 1n> Flgure 5. g ," wh:.le the secoh Wit
.. Q ; :

o caotered to ‘the. louer J:anking 'soclo-economlc :

A’t et a\ SR . ‘ . .»‘\ ‘ V. 2"
T -, (St N and in; Flgu e 5,1).' By maklng these-
classa.flcatlons, analyttcal 60mparlsons _ can t@d; .
o F I ' ' !C"& ’ t s

ccncern:mg . 3.nter—commodaty fand 1ntra-commod1ty guantLty
vdlfferences "a&d theQ@oss:Lble dlfferencG% :m response to. the

-v;ork. promotlon. aResults of these confpar:;sons Hll{]l. be-“

T PR S R . o , !\7 -
rePOrted 1n‘ later sectlons ‘of thJ.s chapter. S
- L ’. C .. ‘~ S ,-\'»". ‘ : Co s R ol T * o . . o
. A . . ) o . e |
1 cOneumar food purchases .are made prmarlly durlng, t’h oy

latter part of: the week (1.e. Thursday through Saturday)

Z Both the Frice and guant.z:t,y data collectlon was undertaken Cw

by ;:{e authcx. . A .

delinlatlon was based on G. Kupfer, Cogmunltx

Y‘ amgg_mtu aes%wlvﬂdmcnton. Alberta Human Resources
3 Besearoh Develcpment" Execut.ﬁe Counc.ll 1967). : :

-

’n -
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’ - Fersonal Pcrk Ers‘.._not;._on A&ﬁuﬁ B T

During 'the study speclféc personal pork promotion

ST .
q%ﬁ. attempte Were undertaken by rﬁe author.~ mheserfundertaklng i

. . uere n-=tgte - promotlon , actxvitles . ania 1nvolve65%
. . ‘ . - .
- demonstratlcns and dlsplays.' The results of tb progrﬂms§
N

o Hlll he dlscussed 1n the upcbmlng sectagns og thls cha,.ptnr-ak

’ 4 °~ - L]

’ T ‘ : - . i - * "./ "‘ i »
C . ' r{,; , T X T
p~}u=tudy of xhls nq’ﬁre war;ants an\@xtehded traﬁwpen;od-“
3..:;§¢9r'- 1ect1ng§da§q.f Althoqgh the meat counter was studled .
"I a . ." ‘ * . ) Al M i ":’n" :¢
for a- permcd ofﬁﬁhree ﬁonths fcr tqo con$e¢ﬁt1Ve years, ,thEyﬁt
tlme span-wa elatrvelyoshort‘Bparﬁxcularly in the fﬁelgiofuf-
. o . \& -h ‘. - ?g s . 3 x‘ . i e o ‘ ol e
~‘.:,*promot&dbwu e conshmer ,ia,_ueﬁae and educatlon occurs -
23 b X e

-ruigradually ogﬁ;*a loug pei!!%. Woreover, _as thls 1was-,the'4
o of"‘ Lo z ‘ : . ) : ‘
-flrst attempt to study pork promotldn at the retakl 1evel,g*

'3fiboth tte data collected and’ ftsm‘analy51s vas ba51c _wlthsft

AR

’manlpulataons vleft* té future followup research. m.Thefﬁ-

ik/ iguantrty data collected uere obtalned from weekly 1n1b1ce‘§%
E' 5crder"forusg Ihe .one pronlemA of. thls method was thes:;
‘ correlatlon hetﬁeen weekly advertlslng and pEaces and exactl;g
-il,; guantltyA scld durlng that ugek. HOH;Ver, tn?s‘gwstortlonl;;
,l- clould be.nlnlmal.il - :f‘; ;*-z. tﬁ:f_f,piifff*lff';;?f“ﬂf
. “-., ’ w « ':.,," IR ; " * : | A ':t-:'.' \
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fpartmculai eelectig’rof,me t 1teﬂ§mnsurveyed theoretmcally
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TR e ' . o v
The Retahl Heat Counter and Its Meat Interrelatlonshlps
SRS ':“’H“"‘o' oo -

unter e R Y

! . j e 2 R

u_k.a .,eeu g_ x.s,re s go

A total cf 186 fresg or fresh-frOZen unbranded‘ meat

. "‘ ' K B .
te%s age availah;e togthe coneumer at the meat counter of a.
- 3 ‘“ - Sy R
typlcal «retail 5upermatﬁék 1n tetropolltan Edmonton (Table

et g

);! Flffy-nlne of the itemsnare pork products whlle

gentyJEour' are beef 1te§? £%1re} tvo gare . pOultry é

L, . T v%¢4-- ‘{ @
irqpuct5< and tventy*onz arexlamb 1tems. , Apprdxinatiéxs 30
c "."‘Zthese.,meat items-wére<hmcludéﬁ”1n the. su vey.

vy
LR ¥ A

Q_Those iteESQreprGSentépg @ relat1vely~ ﬁarge proportlon ,of

) l.»‘i

N A e
coaé%ﬁer mé%ts,;urcwése ] eﬂspecmfrbally monltoreg q;i

& Sy,
. ¢ ‘ SN B

e o8 ""i,‘.‘ KR -t"‘.’ t"“

.ﬁrepr sﬁﬁts *the meet counter from thch the consumer's major -

“~‘v 2

~purcha=es and the ﬁrrpary 1nter-me¢t competrtlon 1tems c0uld

. Q’ - " e
promgtlon cf pof& at ﬁpe reta11 level has asw foundation,.
_/)numeroue guerles and 1nnuendoes.1\The follollng are some of -
Y L~
the more 51gn1f1cant quéstlons berng poied o Hhat 1s the
:f relatlcnshlp amcng the fresh red meats? Is _he relatlonShlp )
) . .. . ‘
‘<' between twq meat commodltuei? f equal magnltude.;-_ R
~ D ‘ '. ) . . . “ ‘Ay' ‘- .
L Lalwdm e U ' ' RPN
Y The tetms unbranded and supermarket, as’ used above,. are.
deflned resgectively: ds belng as. unldentlflable as to packer
: and a chaln,afflilated ‘foo store.
- This ' meat: breakdouﬁ/l ‘that of a spec1f1c chaln and may

not be an exact representat1 n, of other chalns. .

A O
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[ TABLE 5,1:WUNBRANDED RETAIL MEAT ITEMS CARRIED ti.AN EDMONTON .~ .-
"' @SUPERMARKET INCLUDING UNBRANDED RETAIL MEAT ITEMS y
‘o - TOAMPLED, SUMMER; 19701 ‘ o -0

: R T . " Total No. ‘% Share of #x Share of No. of Cuts.. % of - % of -
R Ar‘t:dgnodvity““;Cutu"_*”_.‘r‘f' T of Cuts . All Meats  Commodity in Su}s_{,le Commodity Sample

>

a T 18

) ’ et v . ‘ ‘ ‘ ’ " T | ' ” .
o rork® L presh cutsdye o 2§ 18.8 P g4 5 1 L d T a5,
o Hamgd® . 9. . 48 15,2 1 ; T e
Co © Picnic Shidl 6 3.2 10.2 1
. - Cottage Rolls6 ’ 4 L2 6.8 -
el Virdety Meats .5 . R o 8.5 -
a0 Total 59, 3LT L 1000 .21
Beef . Steaks' - | "L\ 27 14 36s 1
) - Roasta” o @Y 230 Fogp7 ~A3L1 9
Stews - T HMLR.y. g 48 12.2. - A
. Grd. Beef Wi -5 . 95 6.8. 2
- Variety He’aes‘,’?; " 10, , 54 13.5 By
o .- Total . - .. 74 39.8 . 100.0 26
‘Chicken Eviscerafegia - 2_3"‘",'4,_: 12.4‘ e R
v cat-upd. S S -t ;28,1 -3
: CTotal .32 1702wy, P400,0 °s
‘Laab ] e T 65 7 ospi .
» - 'ozen 4.8 .., 42.9 ‘2
A 00" ‘.~'4 . llsa : 100 .0 s 2
- — '1‘00'0'> - R
e : - - G
LTS SR

R - r'. R .‘"_‘"2"-' N . O “ e “.”-': u = T Eha
Source: R, McKee, Direct_or,',‘m Operations, Horne and Pitfield Led.,- Rqetg'il/@ngpar;mgnt :
S .»”a"Px;odl,\qt idst, Ap'r‘i?.;-':flf!’-m. L e oo e e ST

LES " meat department of a typical supermarket carries ;abbf‘ox"lma‘te’ly,400"jmeat-and fish items.

o " of which about 185 are fresh 'unbranded meat ‘items.. -
T2 s table. does fotim: lugde:the commodity veal or its cuts basically for two independent

‘ ‘reasohs,:-fir}st;‘;tl‘p-‘fpéi capita consumption of veal is reTatively small; second, its -
_presence. onr gle'rkr,e‘tai.l‘meajt counter is Jinfrequent. = .. . - o '

'.ndéd‘comodity"items, pr‘oducts'su,t‘:h. as Baéon were‘;
-d;iffver.entia:tied ’qnd.merchahdi,sed.'pr_imari1y as a brand

and also includes ground!pork. o

' X i TS I S

1
i
BT IN
o
o
i

3 iSinc_e}this study was coficerfied 'wi'th'..,
. nhot included because t-he$'e'm;q,ducts: ,
e, ol e

o . .

" Inél'u'dég‘ one processed jtem

. y h:,’*lis‘i ’ Y
This, section {s made. up. of unbranded. bpne-in and boneless. hams.

- - H . !.‘ .
N < I R o R . N P Y Lo -
Ve .f‘y"*meatc include items such as liver, kidrey , heart , tong ‘,’etc.i._';The products .
© sampled did not include these varjety. meatssihc@}he study was concerned with-the different

P commodity carcass cuts.

* S oo - Y ¢ v Vool el SRR
7 Includes steakettes, =~ = - - "' ; f‘ e - ’3 : BN
o ceel . C . A - . . o ) N TV
¢ Jhis section. includes. chicken » fowly: turkey and specialty items such-as geese, icks, .game hens, .
P :etcl.(f ‘The products sampled from this section were fryers 3s they-were the ’fnajdr_competiitor.for
Coporks B S T S A
9 -

Includes ‘cut-up chicken and edible offal such as chicken 'Vivérs, gizzards, etc. ‘ .
The fresh ttems are mainly Alberta lamhb. products and were not {ncluded in the sample bécause
‘of the lack.of continuity, of- w_eelg_ly.supply._).l- S o e . T

4 -

of . consi stgnt supply and reasonably competitive price. .

[

'  "", '.The-fi'o'zén_i t_efn.é are "prliniai'li]y. ﬁnported New,Zeél‘a‘ﬁd,'larﬁb arAi_d.are '1nélhdéd-_1'n t‘he',b_sfan;b]e beca_ujshe"-

“a.



1.in both directions? Hhat influence upon ccnsumer purcha51ng

decisions' does "income and ethnlc background have? Is

commodity*promo!;on“”important3.~»Does-commod1ty promot1on\“

I

' affect each cut equally? ~Dces’ commodity promotion affect.

4 other meats and to vhat magnltude? Is promotlon at the

', retail level a desirable and useful tool for thelgmoducer to
. - I S c . .

'utlllze ‘in attempting vtorimprove’his positi
. : PR |

_varlous other guestions ~uarrant vansiers{b \ Fresh . meat
interrﬁlaticnships by commodlty and by cut are examined,
]
followed by an aralysls aof’ the effectlveneSS’ of"the .pork

.Y

R promctlon Undertaien by the Board.

.,
s «

"' ' ,' ’ . K . . . i | ’ .
- - -, R - _-1,‘ ] . S .

. M Overview f the étaif-ueat’Sale?* L e
== =I=2XIS¥ of LRE Re =S 2ss=2 .o =

‘-e' 'The retail .meat" counter sales voluue by commodity 1s¢;

-

WE': 1llustrated 1n Table 5 2.A From\the table it can be - observed.1
¥ ‘that- there GXIStSlede fluctuatlons in sales for the varmous:

| .commodltles, however, pork sales were the most stable of the

:1;" 4

fresh meats' stqdleﬁ" gfﬁe lmportance of soc1o-e¢onouuc

aaaaaa

-diﬁfereﬁces\\1n' meat’ consumptlon patterns is also ev1d%nt'

ntlh relatl'vely hlget beef sales 1n the hlgh soc1o-econom1c

-

areas cem ated wzth relatlvely greater pork and poultry_
.sales fin\ the' louer soc1c-ec¢nom1c areas. Further 1n51ght_v.
. : T . .

- into ,retall meat reIatlonshlps maya be -achleved ‘ when.'

~ . ' .
’ ' o

T comparlsonc are made 1n percentage terms as 1llustrated 1n.

Table -,3.' The most - 1mportant eommodlty for all. stores ’in
. |

f the survey vas beef’ wrth total sales of approxlmately 60‘

v . . D

- . . ¢ ' N . . Al
\' . R . D . i - .\
M . . N g - . - .
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“! -H1gh Group

82

©TABLE 5.2: MEAT SALES VOLUME BY COMMODITY, IN POUNDS'

: . S SN , ‘4-' ) S .
o Volume Y ) S

. L1969 C 1970 '

Group & Mont .. Pork Poultry —~Beef - Pork.  PouTtry  <Beef

——

- All,Stores o B g A ¢il |
- June . L 19,7257 41,723 ¢ 59,103 21,602, 40,153 . 66, 221j~
duly, - 21,005 21,912 68,888. 23, 018 319, 024~ "68,144
' August ., . 19,504 15,370  .91,39] 4255 485" 20,986 83,505
3 Month Tota] 60,244 79,005 219,382 *70, 105~ 70}163 : 212,870,_

A4

1.5;199 29 397 9,698 -}16?]68“ : 3'5';045
307,713 09,493 © 7,695 + 38,109 ...
19,590 & 11,222 . 12,040 . = 44,557
T, 700 30 413 35, 903 . n7 700}

. dune T . 7,046

uly 10,489 11,003 o
. August. . ‘8, 64563,
'3 Month Jota] 25 5765 1

P

L .
3

_Low_Group,, . O A PRI PES T S S
", June - .12 679 ‘ 26 524,: ,29;706 11,904 -.13,985 31,178 - -
S duly’ .- .0, 606 10,909 ;175 13,525 7, 11,329 30,035 -

» August- - --10,975 8, 807 4 801 14,263 = 8,946- 38,948

. - ) . ‘..,...‘~ 1 &) N
E “ -

7 ,_3_quth-Tota1‘ .34,260f~'46;240 105 682 39,462’1 34 260“0 100 16]

e - - . . B N :‘
o Al] unc1ted tab]es are composed of Q{lb’"a} data mon1tored 1n thg surgpy.
N

N e -l R S
L T ' 'r_'»‘ ST e e
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.percent of alI- fresh neat sales vlth a range durlng the‘

‘ v

L
r)n»'

survey perlcd from 56 W t5'64 2 percent. Pork and poultry

¢
v g

;—““:jmranked*“"approx1mately—“—“egual”’““*each"“accounting “for"

t

P approxlmately 20 percent of total meat sales and having a*.

rangetﬂlf_ 18.3_‘t,.b20y9 percentlgnd 16 1 to 25, 6 percent,

J

reSpectively.i o T L Aj : '
e .k ) . -' o ‘Ul\l T . - . - )
. ‘ . B ".‘ o ' et ‘ “% ; : ‘,'
yﬁ'{~ - 5cme cf the soc1o—econoyic influences caﬁ also be noted
”’:. ) W*)ﬂ: . ‘r\‘ )
1n Table 5. 3.' The consumptionmpatt%fns of. the -higher income *
] K 4 -

area resndents -rndlcate that ;

01.

heef than the overall average;'
1 -~

'ﬂconsumed relatlvely ﬁere

'iahqpe (approxlmately 6u
Lpercent, ‘of total fresh meaﬂ,f;i,“s, in 1970), and.thrs.

R

, I L R 3,",-3“_ 1‘ 1) . . , s
v increased.heef‘cg Binption wag': Py expensea o2

,—

pork (only 170percent of totéj ‘T-ﬁ»ealﬁ aias'ip;nggpxl

Slmllarly, the lqwer 1ncome, mcre %arled ethnlc areas,, as_

2;?3” rqpresented an the Low Group %% Table Se 3, purchased less.
‘beef (apprcximately 57 percent in 1970 more POTk~ﬁ(Ulth
- . . -'7¢ '7. N2

a . market ehare vof .more than ip percent rn 1970) than the%

- R v s L R N
: . . ../ ’ ' A < I\JA » . . B S .
"3: ; The ‘overall ‘shnfts 1n the Hakeup of total fresh meat

k . . v

Y

\‘_caies hetugen 1969 am& 1970 .can also “be: seen ;n Table*-S 3. fnc

¢

c1ty averagevy

AN

. Overaiﬁ heef and pcultry sales percentagés decllned vhrle

the pork sale= pef%enf‘ge 1ncrea§%d 1n 1970. Pork gainSA';f.[

. . . ".4«
-~ RN T, , - ‘)__ ,4.

" el o . _
1" These' fzgures are for the year'1970 51mlla& flgures, éor‘ .
. 1969 -are shcéwn inp Table %3¢ o

2 The variation in- ‘poultry sales from the average for . the v
tvo grecups in-1970 was approximately 1 percent, with- the‘Tﬁw_

-~ droup belng hlgher than the average. , )

o ~"‘.“



| TABLE 5.3: COMMODITY. BREAKDOWN OF TOTAL MEAT-SALES, IN PERCENT

"_. . aj} R "~: _ T . !
: 1969 9700
Store Month & Monthly %.of Total Sales.. . . % of Total Sales :

Tota1s JPork Poultry ~Beef PorkLA'Pletnx beef -

- e T A w
) s T R

A]] Stores | S
June . - " -16.,4 . T 25.6 1
July 8.8 61.6 20.9 17.3 67.8 ,*
August <. .. r  .1504 . - 72.4 ’19 6 6.1

3 Month Total” | . 16.8 ‘2g.o ) 2, 19. 5,‘: 19:6 - 50,8~

49.0° - 18.3

4,
9

N oY Oy

. .
¢ ¢ . T +

“n, e .

: H1 h Group T

” gune R =13, 6 & 29 4 a5, 9 : .5 57

July . 'ﬁ' .. 18,5 «né19 é 8 - 17.2'¢ 13,9 68.

August ’ oo 13 2 '10 k’ 7\J ; 8. 65
9

] Month tha] L asas 19 o

. . . o X ' .
v “ ' R . . ¢ - N Lol Lo
: - N s g ra @

'Low Group . - . . . B AN s
June .. 18 4. '38.5 43,1 20.9°Y:, 24.,2 54,6
Wuly. .0 L1900 1906, 61.4 246 20,6, PR
August . L8 W3 ‘Q;.‘Q' ‘22,9 4.8 62,7 -

3 Month Tota] - ‘-?_’* 18.4 2448 56.8 22,8 & 19,7 .'67.5-0

A LA o
. ¢ ¢ T AT
. ] Lo ! v A ‘y-iui‘;ﬁ.i‘
x N ! -
- ” “ N \L R o -
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Luere substantidﬁ in the lou grcup and affected pr;marily the -

.- \3,,
.poultry‘sales w1th1n‘ that group._",In_uthe hlgher~—incoue‘“

"9

:ﬂareas, pork galns were chlefly at the expense of beer L

o
Ty .
.. .

v Co B - . ’ . . Y

Weekly: S _glgg zgu_iugtions- _}~

R @& L. v ’ ) «

-~

,__-lH.hen‘ commd’] sales eompar:.sons are made on (-a lreelcly '

iuﬁifg;'someuhat nore 1h51ght 1nto the retall meat tounter ls
.

e .

p0551b1e., Heekly -sales fluctuations ‘of the three:.meat
."l' ,' o~

. ¥, o'
?~commod1t1es Her§ ﬁ‘btted,and fre dlagramgtlcally represented v

g F{Lgures s.3~,~.-.u, s 5, 1506 5 7, azr? 5 8. LT
CON e K R v e o
o ‘ W e N ¥
. Th _p.wgekly fluctuatlons.fin retall pogk sales afe
g = ~1n >

tlllustrated 1h Plgures 5.3 and 5 u. : The results . Show - a

l;ghﬁo downward t;ghd of pork saLes 1n 1969 and a sllght

.&\,

. I
;upward trend of ﬂbf& sales 1n 1970 overathe tlme perlod that-

-7 i

the research'uas undertaken. Moreover, all stores tended tq°

L be 1ﬂ a more 51m11ar sales\patterp n' 1970 than in 1969

A ! - A

'.notwathstandlng the ‘somewhat vlld fludﬁuathns to hlgher

levels by c‘?oze s. It should also be note%ﬁ that ﬁpr both

,'.,

;years,

:ﬂere below the lower 1ncome areas (stores N and W)

E"an'
’f (Y "_ y . .»n . ., . l‘
C dn weekly‘%crk sales,.nu';v." N L ,/‘”L ) -

S '< o oL e . o . ; ' X -

€

Flgu;es -35 and S. 6 showlng the uﬁekly fluctuatlons inx

beef salesﬁ r *he respectlve years, 1nd1ca e results .

PR ~ vy « \

4 This point: wlll be expanded 1n ﬁhe,latter sectlons of thr
chapter.:[u BRI . D A E

’ S I e e o . « 0 : ’ A
- . / T € i kL . : . B
. ’ [T - L . g X . . .

{

b t partlculafily fér 1970, hlgh 1ncome areas (stores o

-
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) T Y . o’ : R S HESS . 'a
. ' o 1o N S i . )
v . e . N Yy X A L., D . C. . v
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W i "ﬂ'v . . l

e <comeuhat sinllar to those 1nd1cated in Figure§ 5 3 and 5, u.

;.; fBaef-salzes”tend'e‘d to" be WoTe closely grouped in "97° ' "1“‘

the sgles trend hezng aluost hcrlzontal throughout the study

:rJ L T B T . /ol
S Perlod. LT e T "§g~~~t‘, o -
W 5t' 5 ,:# S S f'(‘ S .

'

PR

y”e‘;”"*ﬂjfﬁe ueekly poultry sale= fluctuations are 111ustrated
S ln Pagbres -.7 and’ 5. 8., of the three meats studled poultry

n’

j'th wad the 'moet cc351stent among the stores.. Maklng the ]

M &

5{5.7 comparlson betﬂeen years, 1970 sales were'¢e10v 1969 sales

PN
e

%:w-'ln the early sunler~but appeared to be somewhat hlgherf.jffff

late August.,vv , .
. 1 N v 2 . . A‘,
.... 'A V » . . . . . : B : . A‘- a' -
. Géne ral Me gt g ice g_latlonshig_ ‘o ‘ Co
"7 . . C Lo ‘ - : . . e ‘ - i :
,; P:lce 1evels atwmthe_retall neat ceuater 1a.497o were - »ﬁ

cubstantlall.y ;ouer than thelr 1969 levels (noted "in Table

e~ ;l’
$L 5, 4). Gomparlng the respectlve prlces for the three month

. . !

f'campalgn, June through August,‘“the pficesi_;n 1970 were_‘

s :’approxlmately 10 3, 7. 0, ‘and 20, U‘percent low%r for pork

'~'.n : . gfﬂi
0 beef and chzcken than &1969. ' sod .
' T ' o S e -
Interztog g_gx ggt Cemparisons,t © - .. 7
. B Purther 1nclghts 1nto the ;relatlogshlps that exlst
'among fresh meat= can be galned by éiudylng the, makeup oﬁ
v -
' hthe comnodlty sales accordlng to the varlous meat cuts
. . .‘/ o . | 5 C# ¢ .
"1 The tables’ dlscussed 1n this sectl%n hage " been dereloped
/. ' from the study s prinary data. I -
. : . .8 .
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Qmerchandised. Pork‘ is the only meat commodity which is.~-

availatle tc the retailer in a seml-prooessed form (1.9., it
is wholesaled primarily by the cuts rather than by - the
'icarCASs)., Ihe breakdovn df retail pork sales as illustrated

"hy Table 5 5 1nd1cates that over the two year study period,

" the major pcrk cuts vere lclns, and, to a lesser degﬁee,
R _

» v

' .;hams,” shoulders and Spareribs. It should be noted that ‘the

\ 3,

\Jmonthly volumes for these cuts uere more stable 1n 1970 than‘-

o piu 1969. Eeef, cn the other hand, was primarlly wholesaleh -
s .“ ) o - "
- by the .side and vas cut-up«at the reta;l leVel. Table 5.

- \‘

‘flllustrates the magnitude ‘of the dlfference betveen these o
commodltles_ Hlth -srdes accountlng \for approximately 50 °
percent of sales 1n 1969 and 1ncreas1ng to - mbre than\ 60

.percent ""i'n 1970. | Poultry‘a‘t the awholesale level is.

‘primarlly 1n the fcrm cf whole birds as noted in Table 5, 7.,

' ‘uA major change 1n the composrtion ofv'retall poultry sales -

Ny .-“v

~'occurred 1n 1970 wlth chlcken cales volumes 1ncreasiﬂ§ vhzle.

[_;turkey volumes decllned substantlally.

e 1 [ L .
O S . -4 4 . . -

égcid-EcOngmic;Qlf;erencg

-

.

ueat ccnsumpt;on patterns vary ut 1y gﬁthln a c1ty he

'51ze cf Edmonton .and depend upon*the v ious soc1q—econom1c
: [ 3 % t .

' reglons found‘throqghou; its ‘area.., The tuo soclo-economlc

S : _" R ;f ‘. .

- 1 For dzscu551cn purposes 11n this. sectlon; the commodlty'
saleés will te tlckes dewn- intc uholesale cuts ‘'wvhich ‘are

-_avaiIahle tc: the retaller.

. S0 .- . . . - - P -‘
. N o . N . -
- . - e . .. . - .
f
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RN
L-DEEF SALES FOR ALSSTORES STUDIED,

TABLE 5.6:  COMPOSITION
.y IN PERCENT®

T . ]

Year & Total , Boneless Edible:
Month Beef Sides Hinds Fronts Hips Chucks Bull Offal Misc.

1969

June 100.0 44,5 2,6 16.6% 7.4 3.9 3.6 7.4
- July * 100.0 48.5 1.4 13.3 \ 9.9 20.5 1.7 2.8 1.9
Pugust 100.0 58.4 1.7 ~ 7.6 .2 19.3 2.0 1.8 4.0
3 Mo. . . -
Avg. 100.0° 50.5 1.9 12.5 7.5 17.9 2.5 2.7 4.4
1970° S _
* June 100.0 60.1 2.6 6.2 7.0 15.0 1.5 2.6 5.0 .
~July = 100.0. 68.7 2.8 2.9 7.7 11.5 1.4 2.3 2.7
August 100.0 57.9 3.0 5.4 4.8 21.0 2.4 2.0 3.4
3 Mo. | | : o ‘
Avg. - 100.0 62.2 2.8 4.8 6.5 15.8 1.8 2.3 3.7
/.\ . . .
/
e
> '%
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| A

regional categoriés were examined with respect -to their“

'particular meat ccnsumption patterns. (See Table 5\\, 5 9,
and.5:10) The higher-ranked regions favor' the. cheice »pork "’
cuts, nith loin cuts and hams accounting for approxinately
30 percent and‘ 20 percent ot“}j@ir pork purcnases;
respectively. Cn the‘ other hand,  in the Albwer‘rangzd
regions, consumer purchases included nmore of the 1lower
qualigy cuts such as shoulders, riblets, hocks and picnics, -
The-fimportant difference in beef Consumption patterns was
that the retailers. in the high-ranked'regions vere able to
merchandise all cuts and therefore primarily ordered sides,‘
“which accounted for 70 percent of sales.\ The consumers inll
the 1lcwver-ranked regions purchased a wigher propontlon df"
ithe lo;er guality cuts from frcnt and chuck primary cuts
and,_ @s a result, only about 55 percent were sides, Hlth'
fronts and chucks accounting for approximately 10 and 17 SM_J
percent of =ales, respectively., Poultry sales. patterns uerd'
more‘ cimilar than for pork or neef in the two regions. In
both regions'. the major poultry .purchase was ,chicken and;'
primarily whole - A" which accounted for appr011nately 60
Fercent of poultry sales, ‘Turkey sales accounted- for’ iess
than 20 percent of poultry sales, however, there vere
noticeaktly conpcsition»'differences‘ as approximateiy 70

.perant of the turkey sales were utility grade birds in the'

lower—ranked region while in the higher-ranked region 70

Fercent were grade TA birds.

.
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Fork, Its Eromotion And The Retail Meat Countef,

~ The ’g}ééé;iih; sections of this ‘Ena'pksé{h;vé's‘r*'i'é‘f“‘i}"*"
cﬁfllned and rev;eved the makeup of the retail meat. counter
;andl the 1nterrelatlonsh1ps uhlch ex;st among ‘its varioué
‘commodity'ccmpopents.‘«Given tgiS'background; the followihg
"éectién ﬁili be c0ncerné& ~with the examination of what
effect, if any, commodity_proﬁqtionvhas upgi the commoﬁity
itself Zas ueli'as‘uhegher it affecis.the entire retail nmeat
counter, bThis examination Qi;@ Aéomp#:e the . diffe;ences {
. between cChSunption \péftefns over the thégé'mqnth\siﬁdj
périodsf(ahne«through'Aﬁgust)lduri#g.1969 and 1970. - R 'J

4
™ . ’ ’ . ..

An indiecaticn of the possibie influence of a changé Jin

Infer-goﬁmgditnyffecgg

market §trategy, such as the pork promotlcn undertaklng, onnf
the market place can be obtalned only ~upon accountlng for
the eifect of changes-vin the . respectlve prices, iJes,
aééounting for . the  price agd ' crossc>"elasticity

relaticashigs,t = - - &
. | .-

t  As this study could rnot develop its own demand

interrelaticnships at the reta-il level, the  restlts of a
- study wmade by E.S. George and G.A. King, Consuner Demand
for Focd Commodities in the United States with Projections
for 19891 ‘Giannini Foundatiom uonograph Number 26 (Berkeley: .
.Unlverelty of california, March, 1971), was utilized. PFor
the purgoses of this analysis it was assumed that consumer
“demands “in Alberta and Edmonton would not be 51gn1f1cant1y
dlfferent from those in the Unlted States. i )




The analysis of the changes in quahtity over the study

~ period was carried out by naking u-e of the elasticrty‘

figures shown in Table 5,11 and thescompar tive retail meat
'pricesl for the 1969 and 1970.study'peric s as reported in
Table 5.12. Table 5.13 illustrates , in rpercentage terams,
the exnected change in guantity purchased as a \result of the‘

" lower 1970 meat prices. Upon comparison ofAth-seccw’wvted

-

figures with the observed quantity figures, as il ustratated

-

.in Table S 1“, 1t can be observed~that for all s# res the'

Y
A\

guantity' cf pork sold was nuch higher than expecrOd, glven-
" the respective.price and . CLOSS elast1c1ty - relationships,
The - retail meat/ price declines registered - shbduld have

resulted in increased pork"saies of approximatély 5.5

percent. However,‘ actual pork sales, incregsed aluost-15 5

-

_Fercent, With retail’ meat prices explaining only .about one-

o

third cf the increase in pork sales, the remaining 1ncrease

was 'due-to factcrs othef'than-price, of which promotion vas -

one,

Before exanining thé soc1c-economic differences vithinf
-Ednontcn, uhat changes in guantity have taken place for the-
cther meat commodities?‘ Beef sales should have-remained at
similar _levels .in 1970; fhowever; they did 'decline by
slightly less'than 1 percent. Poultry méats'registered ‘the
. most significant change in - consumer. buying ‘habits as
consuners purchased_more.chicken and less turkey than



104 -

. JSource

N
}TABLE 5.11:“‘RETAIL DEMAND INTERRELATIONSHIPS!
Quantity _ . Retail Price , '

.[Demanded of - . Pork: J/" Beef - Chicken Turkey

Pbrk"v {| =0.413013 0.076284 - 0.035251 0.005037 .

| Beef" . 0.082609 -0.643800 * 0.067566 0.007526
1 Chicken 0.120758 “ 0.197067 -0.777330 0.083745
Turkey 0.065280.:: 0.097580 0.400000 | -1 ,555329.

]The figures represent the respective change in quant1ty from a
one percent change 1n pr1ce._ . )

Consumer Demand for Food Commod1t1es in.

‘Projections for 1980, G1ann1n1 Foundat1on Mo
, Numger 26, March |§7|. : ) .

the United: States wath

TABLE -5.12:  EDMONTON-RETAIL MEAT PRICES DURING THE STUDY PERIOD
. Average!ReEe11”Pr]ce : (cenfs/Tb,)
{Year Pork Beef - Chicken  Turkey
1969 120.0 103.5 . - 1. " 48.0 49.0
1970 101.0 99,0 39.0 41.0
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~ TABLE 5.13 EFFECT ON ME‘AT DgMAND RELATIONSHIPS N PERCENT S
’ D B 1 Change’in Quant‘itv Due to: 0veral1
.- ||Change in Price af: [Price of | Price of | Price of | Price of|| - Change in| .
IC dity ‘ Pork Beef Chicken | Turkey Quantity,
. - a = ) - . * - )
Pork : -15.83 +6.54 -0.33 -0.66 -0.08 || +5.47
Beef |l = -4,35 . [l-1.31 | -%:80 | -3.27 |/-0.72- | +0.10
Chicken || -18.75' -1.91 | -0.86 [ +14.57 | -1.37_[| +10.43
l Turkey . : --16,33. _ -1. 03, . =0.42 : -7 50 ~| +25.40 +16.45- "”":
. ] Percent ghang_es of 1970 prices from 1969 prices, ovef the study’ perfod
. 5
v ’

kBLES,_M: QUANTITY CHANGES ‘IN RETAIL MEATS, IN PERCENT

| gxgegeg&ggéngé  Observed Change
B - . u serve ange:
"C‘iz-'v'omty Price Declines-||3 mo. period (June-Jul.Aug.) 5
E:k +5.47 46,37 |
Bef. || +0.100 || <7- 0.69
Chicken | +10.43 |l ez ] . 0
Turkey'} [ +16.45 ! : B -6000 | 'L,
—
J
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oy y{’,/ o , ; .
' f%:pecte£. from, ~the- _respective price changes. ' Chicken
. . J 2

~;'purchasés 1ncreased ‘more: than 20 percent and turkey volumes

ﬂeCIIned sharply ulth sales 3OV~ 60 ~percent, < i gt e

' \ 4 . ..
Co S _
H _ Upon exaninatlon of the guantlty changes for the 1ntra-

s
-

_C1ty scc19-econom1c groups, the followlng obserVQﬁlons,_ as
g ‘llustrated r:in Table 5.15, can be made., Pork sales

increased in similar magnltude for -hoth””groups-“ however,‘

¢

cnly turkey sales deci;ned in ¢h>ahlgh soc1o-econom1c areas._
“In the lou soc1o-econom1c ar

S, both beef .and turkey

'_volumec decllned, ulth the latter falllng over 70 percent.
It would appear that ~,‘91th the lou socio-economlc areas
. * - . \_ ' . )
hav1ng 11m1ted purcha51ng pover, an 1ncrea$e ~in pork dJ
e oo

chlcken is- somevhat offset by a decline in- beef and turkey

‘purchases. Morecver, ~con=umers inl W97O -have ‘apparently

altered thelr poult Y meat preference ‘in favor of chlcken

- , . . - .
- and away frcm turkey. .-' o S T .
. . S s ‘\S‘\ :

Have these guantlty changes~raélected similar changes
Y :

ig. ‘the comnodrty composatron - of r;kall meat sales? In;

: !E compar1ng the respectlve- saies ~compos£tlon for 1969 and'

e

B ,19ﬂ0, - as. shown« in Table 5. 16, 1t can be ogserved that,f
o L.

ithongh the,,ccmnodltles renalned

' heif'<;respectrve'

2t1cns .(i.g{g in order ‘of - elative igportance:

L.

ﬁﬁéf,berk cﬁlckeutand turkey), pork {nd chzbken 1ncreased

thelI market share at the expense of beef and 1n\Partlcular
w
tnrkey.. Hdreozer, some 1ntere=tlng developnents can be -

¢ . et : : N - .

R 4

Lot ‘ » . ¢ - -
\') » . . < /\ Yo
A . . . *‘ a T

-
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T
\\\\ TABLE 5.

T

16: CHANGES IN RETAIL MEAT SALES COMPOSITION,

IN PERCENT -

|/

Cgmmodit" T°t§1 Surveyi High Soc1o-Ecou3?1p>§roupLOW'Socio-Econom1§ Group
" 11969~ 1970 Changel 1969 1970 Change 1965 1970 Cnange
lPork '_16.9?, 19,70 16,57 15.15"-15.51 18,98 © 18.53 23.06 24.45
. [Beef | f61.12 60.74 -0.62f €5.91 63.98 -2.93" 56.69 57.33 1.13
. [chicken [13.08 16.00 ,22.32| 14.17 16.11 13.69 12.06 15.87 31.59
’ Turkey |8.90 .2.56 -60.00] 4.78 3.40-28.87 . | 12.72 3.73 -70.68 Hh
. . . .- ¢
« & ! . i ) . '
L~

ya L AREAS IN PERCENT
ébm/ddity' High_.Socio-Econ.omic Group| Low Socio-E;onomic Gro’ﬁp

' pork . '-+]'6.6] "+ #15:18 |

* /Beef +3.88 o622

- Chicken [[° +21.27 +23.31

| Tuﬁkey B ~24,07 . -72.49

g T r . ‘ . ’ L@
) ] o :
| T



&
expense of turkey. -

" pukch

.

.:vnoted when conparlng the different socio-economic lgréups

ulthln thic overall market. Basically, pork has a hlgher

,ﬁl" ,

'ﬁ“Proportlon of consumer meatrgurchases in  the lover SOCio-

should alsc be neted that, aithough the 1mpo$¢ance of pork

feconomic areas than in the higher soc1o-econom1c areas. It

1ncreased ~in' both areas 1n 1970 the greatest proportional,

_expanslon,'uas' in the lower socio“economlc areas. -In

additicn, hth e 1pcrease 1n sales of gérk and chlcken in the

: hlgher soc1c-econom1c areas wac coupled vith & decline in’

. ')

teef and turkey sales uhereas 1n thé lower soc1o-econom1c,

P N 4

areas all three meats 1ncreased thelr market shares\ at the

1

mitentlon ‘should also be drawn to a couga;isen of

‘sale\%l thalr general comp051t1Qh ;;2 overall quant1t1 s

:EH;\ ‘e hlgher 80c1o-ecexonic areas, “tbtaENJ

gua t1t1es purchased {\freased for pork beef, and chlcken,

eat -

but pofk and ch;cken consumptlon 1ncreaséd at a hlgher rate."

cales Hlth the ‘result that for the areas' meat .

comp\srﬂ.on, -thé :unportance of beef decllned AT_hQ lower

1purchaced ‘in 1970 with the recult that, althoudh beef ‘sales

‘ socid-econcmic areas, on the other hand ’ 'had~'less"meatf'

did decllne, the proportlon of ‘meat ‘sales “that uere, hgeff

actually increased, :1he effect upon sales in these two

’guantity‘ ehanges feri pork  vwere apgroximately the "sanme;

however, -its impcrtance in meat sales composition was ‘about .

‘differeut sarket euyironments can also be neted'ingthat the
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’ w‘b percentf\~§ss in the higher socio-economic group than in

'ﬁfthe lower sccio-economic group, |

L e S e e e e e \,,._._. e

A

. ' e
dntra-Commodity EFffects?

Upon:examlnation of .the;'coupOSition of retail pork
.sales. (see Table \§.17) and the percentage change in. pork,'
v'sales (see Table ‘5 18) the folloulng shlfts 1n pork sales
have taken place: (N -a decllne in the iuportance of
. shoulder cuts,‘hocks,\tegs and picnlcs- and (2) An increase_
) “in the sales of spareribs, riblets, h!.p and chopettes, It
should alsc be noted that although the- couﬁoSltlon of -pork .
sales during the .- three - month 'campalgd"perlod renalned
relatively static,‘ ‘the monthly comp051tlon dlfferences andf.

the salg volume shifts vere 51gn1f1cant both in terms- of
/T . '
when they ‘occurred ‘and in thelr_magnltude. The volume of

‘loin cuts increased'in June-and August, ' with July volumes

'sllghtly less in 197¢ than in 1969. Sparerib sales, on the

.. cther’ %and, 1ncreased in June "and July‘ and declined in

~
¢

‘August. The volumes qf shoulder cuts and plcnlcs vere’ down‘
in the early summer- however they dld strengthen in August.

The pork sales cqmp051tlon for June! showed a shift towards

-

the lc1n cuts, =parer1bs, hacks and chopettes and awvay from
<

the shculder cut s, hocks and picnics. By Apgust,~the

! This section will examine the shifts' that have . occurred,

with. respext tc ,° the various pork .cuts purchased -
‘ initlally r the c1ty in general and then for the dlfferent
v ,soc1o-econcm1c areas within the city. - ,

C.
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composition of retail pork sales in 1970 was sinile?'to that

_in August of the previous year. . . | l e

Heve' the ebove changes been sinilarily reflected
throughout the different sociofecoﬁomic areas within'the
citg%“ First, the composiﬁion'of pork sale; ie examined in
 Table 5.19. Fcrj the athfee month:stﬁdy peried », the low
| soc1o-econcm1c areas tended tc shift away  from shoulder 
'cﬁts, hams and p1cn1cs in favor of sparerlbs,‘rlblets, backs
and chopettes,. while in “he hlgher soc;o-economlc areas’
hems,_ qiblets, buttonbdhes and chopettes 1ncreased in
inportgqce at the eipense.of-shoulder cutg, sparerihﬁ} hocks
-and backs; It‘ is also 1nterest1ng to note; however, that'
the 101n volumes.remained relatively unchanged accountlng

for approxlnately 25 and 30- percent of retail pork sales in

the lower scc1o-eccnonlc and hlgher socio-economic areas,

respectively.,

Ccmparison of the- pereentage. change"in- pork sales
betveen the fvo,socio-econemié,gredps,b_ee.-showne’in Table
5.18, illustrates the diffefent- consumption pafferns'end
cﬁanges in fhose patterns, In{ fhe lower 'sQﬁiofecenonic_
areas, pork sales declinea' ie -June - with onlf };oiﬂs,
spareribs and riplets'up Pver 1969‘v61umes. ngy  vo1umes,
however began tc recover with‘ loins and riblets sales

\ [}
\ .

continuing to im;rojé and the volume of hams and hocks also

was increasing{- Volumes by August, for all cuts except

\ ‘ . :
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spareribs had increased some 15 to 45 percent. The shlftsﬂ '

) —
'"however were somewhat different in the hlgher soc10—econo%uc

areas, as June vclumes were up substantlally, some 37.
'percent, hdue' prlmarily to lcln cuts, sparerlbs and hams

‘o

July saIes, in ccntrast to the lover ‘5001o-ecgnom1c areas‘g
'fell below their 1969 . levels for all hut sparerlbs, hams and
riblet s August volumes however rose some 30 percent as a-4
~result of lncreased sales.of 101n cuts, hams, rlblets ande
Mplcnics.c It should. also be ncted that in the.hlgher soci%-.

‘economic’ areas tctal’ po?k salee 1ncreased more than-'in thé

lowver cocic-econcmlc areas.

Persoggl‘g;g_gt;gn Attemgts
B L . A S _,_‘:'.-_".\ s ,-

| - ) S oo
‘The purpose of these promotional undertakings ‘was ., to

"galn further : 1ns;ght’ into ‘thep various promotibﬁa[ -

f:,‘.‘alternatlvec ‘that are available tc  produncer . commodit

a groups. The attempts were concerned prlmarlly wlth studylng'
tao fcrms ,of promotlon-- 11) 1n-store promotlon, and’ (2);‘

featurev advertzsang.? Thls research, although undertaken on'-'

"q ©

! This “final section is ccncerned with a review of thew,’"

‘personal pork prcmotion attempts undertaken. by the .author, -
These trials- ran concurrently wlth the Board's Edmonton-
‘campalgn. -0
2 For .this =tudy, in-store pronotlon is defined as pronotlon
undertaken to influente the consumer after she has entered
the storej; . ana& feature advertising is defined’ as a “F¥ood
store fpromction ,hat features cnly th cuts of one -meat
commodity. oo _ , T a .

: . - . o S .

\ | . . - v'



ol .
cbservations, -

‘demonstraticn, an

a small scale, has.~yie1ded some- ihportaut and useful

In-S;o;g g;_gotiou;l Two in-store promot10na1 emprlses

_uere developed gnd, studied: (1) an '1n-person' cooklng
(2

‘) a; static visual display. " These

studies were ‘carried out in two\alfferent stores wlth each .

also having a segerate control store.

. A. Cocking Demcnstration -=- ' This form of promotion is . -

personal and - directm It is perhaps the most expensive
rromotional tccl on a dollars per consumer - informed basis,

>

-since-it iniolvec developing a demonstration display, hiring‘

. and tralnlng a hostess, purcha51ng the meats to be used . and

. en the prcducts to. be spec;aled.~4ﬂoyever, thls-tool~has,'m

prov1d1ngﬂ; recirpe and other "1nformat10nal handouts.

HoreoVer, this" ¥ernm of promotlon ‘involved = numerous °
. erternalities dto~‘the commodlty that had to be taken 1nto
accouut; such as: ‘the product is only_ as,\good as. the
':hostessigl .the"time) date,_ piace and location- of the

demonstration;lapd the regulred coordlnatlon vlth the ‘Store.

advautages‘pver the other promotion tools, ~in ‘that, it

offers ' direct »contact‘ ~with consumers, aliowing for

9

1 For reporting 'purposes the actual - 1oglst1cs of the

'promotlons will not be discussed but rather the observatlons T

made of them as. promtional tools..

2 The demcnstration dollar cost ‘wWas approx1mate1y one

hundred and twenty five dollars while the ‘display cost was
approximately forty-five dollars, with = the number - of

customers at the meat counter about - the -same for each

Fromotion.

~
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producers/product identificatzon, feedback, 1nformationaljm”;L

s I

transfer and increased opportunltles for cooperatlon.

¢ L]

How ‘are sales affected? " The immeﬂiate effects are'

n

someuhat eaeier to monltor than for other tools ‘since these o

are llmlted short-run promotlons focu51ng on spec1f1c cuts.
The study results, as reported in Table 5.20, indicate that
‘the test stcres' sales of the~demonstrated cuts did 1ncrease

substantlally, with ‘the resunlt that pork 1ncreased 1t's

markét share durlng the demonstratlon perlod by almost 5

..

:percent. In comparlson, the ccntrol stores' sales for the

same perlod remalned relatlvely statlc. However, the longer
term effects— were dlfflcult to ascertaln as thls tool was'

cnly one of the many factors 1nf1uencing consumer ‘meat

purchases.

Co . :/\ : ,
E. V1sual Dasplay == 'This tool is- con51dered to be the -

'gulet one' and is concerned with 1nfluenc1ng the’ consumer‘

vzndlrectly py the use of, promotlogal posters, cards,
»namphlets, etc-, The advantages of thls tcol over . that:-of

‘demonstraticns are.',(1) 1t§ money cost is substantlally

= .

,13553 (2) it is more“ ea51ly controlled (3) 1t 4can bef.

utilized in ali meat departments-’ and, (u) ,1t ‘better

_ promotes the entire comnod1ty.._~However;"1t offers 1itt1e

consumer - contact,'T' feedback  or producer/product

identification,.’ From the 'study, _moreoyer, 1ts' dlrect

affect on‘ sales was much more dlfflcult to determlne thanj:

for the demcnstratlon 51nce 1t was only one -of the market
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. , C
_forces in acticn and also because it was not ,dir,e.cte.d. e
touards any specific .cut' or cuts. Table 5,21 does,
nevertheless, indicate that daring the dlsplay perlod thev
sales cf pork vere sllghtly higher than  for the »perlods
elther befcre or after it ‘was utilized, although not-
significantly dlfferen&\ from thew‘sales pattern of the

control stcre,

-

. o " : . , i . .
Feature Advertising: This }promotional' tool was

-—a———

/v“nﬁdertaken ky all the stores' studied and 1nvolved the
featuring cf strlctly pork 1tems 1n the meat department for :

a partlcular week.l Hhat effect does a campalgn such as thls

have on the sales of the ccmmodlty and on the sales of other
_meats? Table 5,22 reports the results of the campalgn;
studied.f Fork sales 1ncreased substantlally vhlle both beef’

and poultry,sales uere‘relatlvely unchanged,.wlth the’result
thatdduring'the feriod-pork sales acoounted.for moreathah‘usf

- ;erCeht-ofrtotal]meat sales.? Of‘the- pork items. sﬁecialed
‘ the greatest. galns vere reglstered by those cuts which were

‘

featured, i« e ~sparer1bs, rlblets and shoulders._
-. . ' .V‘

1 This type of feature for pork was undertaken ‘annually by

the stores and the results of omne such program are reported

in this section. ,

2 ° In discussing these- results with ' the stores' meat
~managers, they indicated that, in comparison, uhen only beef

is featured - beef volumes increase however this increase -

tends to Le- offset by decllnes in sales of. other fresh o
- meats. : : . ;
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WEEKLY SALES OF: DEMONSTRATED PORK AND OTHER .
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CUTS, IN POUNDS

% ' Spare- . " Rib- ' Total 7 Total
eek Loins* ribs*  Shoulders Hams 1lets Hocks Pork Beef Pou]try Meat
Test Store - _ ' . . . ] ‘
Before . 225 . 75 56 180 80 43 659 2297 - 540 3496
During 373 140 . 52 194 115 4] 915 2434 .. 523 = 3872
After 292° 60 50 176 93 47 718 2519° 677 3814
Control -Store . 4 * T _ -

. Before - 230 69 45 165 75 - 24 608 2406 ' 605 3619
During 244 65 . 54 - 156 81 33 633 2387 . 587 3607
After 238 n 51 174 67 29 630 2442 . 596 3668

* PorkACUtsbused'for demonstration.

56

524

_ SRR Y
TABLE 5.21:. WEEKLY PORK SALES BEFORE DURINC AND AFTER DISPE_Y_
' PERIOD, IN POUNDS S
- oCut Spare-’ : Rib- -~ Total . Total
Week  Loins ribs ,Shqulders -Hams 1lets Hocks Pork - Beef Pou1try ‘Meat
Test Sto}e IR B L
_g:fo;e . 267 ‘120 . 54 234 70 90 . 835 2926 ' 480 4241, .
rs , o ' ) ’
Week 276 108 57 247 © 95 105 888 2497 646 4031
~Second T - T A - .
Week - 290 13N 52 - 228 89 109 = 899 2485 : 672 4056 . .
After 1 273 147 . 55 240 82 98 895 2401 = 654 3950
Control Store : . | o _ T
ggfore 240 . 97 61 198 - 55 88 738 2505 515 3759
Week = = 228 110 - 53 213 64 94 762 2631 561 = 3954
Second - e : ‘ ' , o CL .
Week 244 -84 57 - 189 61 19 74 249 533 3743
After - 237 93 . 202 SBD . 91 » 737 , 2544 3805




119

“ .
: | : | | . s3n) vm;:wmmu
. - . ¥
069 - 989 4022 L &2 0vL OLL- S8 gel  oge - eyuy

. LS. 069 v60z gekz  gg . oy OLL 898 - S6v gz, Bupang
 B6YE 99 ' op1z sge 02 S0l oz 00l 02t 0zz2 - eaoyag

M_ - Yo Augnog yaag 140d  SYIOH xS33L Swey ysusp Lmn_Lv suLoq - yoap
o Lejor , - L lejol . -qLy =Lhoys  -aueds 10y’
L o - SGNNOd NI “SINNT0A mu4<m.>4¥umz-¥xOﬁ.cu¢=h<uw 322°§.378vL




CHAPTER VI .,

oL . , ’ PR

'SUMMARY, CONCLUSIONS. AND' RECOMMENDATIONS |

eeee I say "mlght be" instead of "vould be" 7

.because I know of no technlque by which anyone can. -

. measure what selllng effort, what advertising |
appeal, or what . promotlon , method, actually
accowplishes a change in sales ‘results, But the
competltive bidding" for nsumer's alternative
sgendin is so intense that I believe agrlculture
‘canhot ignoré it; and it seems to- ne unnecessarlly_
fatalistic tc galn sales \only through prlceﬂ
concession. . '

R " H. DeGraff "Economic ASpects of' Food.

" Advertising and ‘Promotion",
‘W JsE.Ee - Vol, 37, 1955 U711,

»

' The'primarj focus of this study hasfbee

o

an. exahination

'Cf 'the’ role of an agrlcultural commodlty gr up undertaklng o

to promote the1r product at the retall/consumer{ level. ,'Itp
, - L

,is: the purpose of thls chapter to brlefly summarlze the:f-

etudy ‘and in partlcular the re=ults of Chapter v, reportlng ,
o the',conclu51ons and market 1np11catlons regardlng producerd'
tpromotlon at the retall level that haVe been .derrved from .
.’the 'fcrego;ng cbservatlons 'and analysis. “dhis 'chébter.
fcoheludes hith ‘redommehdatdons 'regardlng the - role. piof':,
.,pfoaucéfs‘ in premction and the need for further research 1h_:

"food promotlon by bommodlty grcups. ‘ L :.‘4 ‘;;

.



o - ?suuaanx»
'Chaptersd I through v provided the'nframeuor for
understanding agricultural ,commodlty group promofzén.
"Chapter ;i rev1ewed, the 1mportance _ pork,\s'to both.
agriculture}wand ‘the consumer, in' ou[dlning the need and
purposer\of';theimstudg& Chapter 11, .;ﬁ prov1d1ng a
utheoreticai: economic frameuork for advertlslng, dlscussed

°

the role, fcrms and effectlveness of commodlty promotlon.
dhe"process, of develcplng and of e;Fcutlng an agrlcultural
conm 1ty market plan for Alberta pork ’was dlscussaﬁ
_Chapter III, Hlth the. problems in evaluatl o the response ‘to

market development and promotlcn belng dealt Hlth in Chapter.

121

[y

., Chapter -V descrlbed the retall meat counter, its
composatlon, soc1o.econom1c dlfferences and the' effect of
the pcrk promot:cn on . the compositlon as Hell as its dlrect'v

7faffect= on pork sales.f' X B L e _~t

The results of the study's analy51s, 'as reported  in

mchapter v, .can be summarlzed as follovs. ,f

‘jx1; Fresh ueatvInterre;ationships'

In: general, at the meat counter, heef 1s the consumers'
prlnc1ple ch01ce,_w1th approxlnately 60 percent ~of total
"Lmeat sales.;f Pork and poultry are secondary, vith each‘
accountrng-for- about 20- percent of total meat sales.‘

However, thls ccmposrtlon varied from these levels somewhat
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’

within the city's different socio-econoniC"regionsf mﬁﬁi_uww

'consumers ’in' the lower socio-economic areas purchased more
,pork and lecs beef and the hlgher. soc1o-econom1c reglons'f

consumers purchased more beef and less pork noreover, the

—

'h1gher soc1c-econon1c reglons uere more pr1ce sensitlve ‘and

‘dld 1ncrease their pork consum;tlon. ‘
) ) N : v '-"\ / MK 44-‘..' B
- The weekly fluctuationS‘in sales for all stdres studied -

tended \%Gdﬁ%e ‘mcre szmi ar in 1970 than in. 1969 Hlth weekly

pork volume= almostQ always hlgher in the lower soc1o-

L

_ eConomlc areas than in the hlgher soc1o-econom1c reglons.
' N ¢ . . . . . & ° . .

TheA 1nter-commod1ty cut comparlsons indichted that the .

"

pr1n01p1e cuts of pork cwere “101ns,‘ hams; shoulders--and’
EParerlbs. ?he hlgher sOCio-econonic 'areas'. consumerSJ
ffpurcha51ng prlmarll;mlcaw and ham cuts, vhlch accounted fori’~
0. percent cf the areas' total pork sale5°'1n contrast pork .
.sales in the Iouer soc1o'econom1c area= vas-more broadly
jdlstrlbuted to also 1nc1ude _nore shoulder cuts, - tiblets,
lhocks and plcnlcs.. The varlatlon 1n consunptlon patterns of;
cther ‘meats for' the dlfferent soc1o-econbn1c reglons was
| <also,apparent. Tne lcwer soczc—economlc consumers purch;sed
‘a hlgher prcportlon of- the lower guallty beef -cuts~ (fronts

and chucks) and utlllty turkeys' uhereas, the stores in the.

©

hlgher soc1c-econom1c areas can nerchandlse all cuts of beef ol

readlly and thelr customere favor whole grade 'A' turkey.
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' . . > L I .
2. Pork Prcmoticn Effectiveness . s
. . . . ] <

e S e e PO

“The prlce elast1c1ty analysrs undertaken 1nd1cated that

"970 should have increased
ﬂ

pork =ales by '=14~htly more thpn o percent. However, “the

‘the‘retall eat frice changes bit

study's results 1nd1cated.that porkisales had acﬁually risen
ky mcre'than 16 percent.f noreover, the status of the other
meats"uas. generally favorable - with beef saleSﬂremaining
'relatlvely unchanged as expected; chicken velunee'were even
more posltlve than expected-ff ind only{ﬁturkegj edles vere
: substantlally‘_dcwn from the expected changls due fodmeat
Erice changes.. Conenmers"ﬁpoultry‘:preferenCes” appear to

xhave ehi ted aveyb from turkey in favor nof‘chlcken, as’

chicken sales'were'higher than was expected ~due to the .
rhange in price of chicken. R ‘

L N, | O ,

Also- apparent -.were the varlatlons\}n quantlty in the
dlfferent ncc1o-eccnom1c reglons. 7;5 genefal, “total 'meat
sales other_ than pork were not appreciably affected in the’
'higherfeqcicéeccncnic ereas{,hCGever,_in'ﬂthe lover socio- -
economic _arees,}the sales of the other fresh medts-uere
“‘affeCtEdkﬁj the incrense in‘porkvseles.- only turkey.VQlumes
‘vere\dcvn’in the.higher'SOCib-ecenomic' areas, -whereas, in

) . o \' , . . } @
the "lcver socic-economic. ‘areas both turkey and beef sales

vere dcwn,  Morecver, a comparison of the composition
‘differences revealed that -~ .th& ~ greatest proportional

expansion fcr pork was in the lower . socio-economic. areas,
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and 'ccncurrenfly;vthe inpornance of heef increased in these’
~areas. . Indicating the restricted purchasing power inm the
lower socic-eéononic‘ areas, In the_highet1socio~econonlc
‘areas,. on the other hand, the'inpontance " of beef actually
”declined as pork and chicken consumpfion-increasedvat a

faster rate than beef.

The examinaticn of ‘the 1ntra-comnod1ty changes revealed
that thene was an- overall decline in- the . importance of
shoulder cuts,l hecks, legs and plcnlcs and an 1ncrease in
sales cf sparerlhs, rlblets, hams and choppettes. The tlme
- period and magnltude of the shifts in the sales volumes of
‘the pork cuts varied cons1derab1y. June 1970 sales shoved a
lshlft towards 101n cuts, sparerlbs, backs: and choppettes and.
away from shoulder cuts hocks and plCDlCS. By August/1970,
the sales ccaposition was 51m11ar to that of Augusff 1969.

The socio-economic breakdown 1nd1cated that in the
lbwer"socic-eeonbnis areas June pork. volunes decllned with
'cnly‘lcins; sparenlbs;and‘rlblets up over A1969dmvplumes,‘f
- July‘ volumesv nedovered e,» lead by the loin cuts; riblets;.
hams‘and‘hpcks and by 3ugust, 'jolumes ivere ué 15' to _us
percent. In ccmpa:ison,AJune volumes were_np more than~35
" percent ln the higher sOcio-eccnenic'regiOns; due primarily,

to the lcin cuts, sparerlbs and hams- hcwever, July sales

fell belou thelr 1969 1evels for all but sparerlbs, hams and ,.‘

r;blets. 4August volumes rose 30 percent lead by 101ns,
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hams, riblets aud'picnics. , ,
i T R
’The personal pork prowotion attempts eundertaken
indicated tbat fer instore oronotlons, demonstratlons have a
more direct effect on sales than have displays. The sales
results "fcr both; v however, ‘were_ positive.' Featuré‘
aduertising, however, was the most effective etool - studied, .’
as ;uork esales increased substantially  and vith limited

short-run side—effects on cther meats.

CONCLUSIONS
| .

| Giveu the ahove summary, the following conclu51ons can
be drawn concernlng commodity group promotlon in general and
more epec1f1ca11y the pork producers' promotlon of pork at

\ . ‘
the consumer level.

.ggg:ﬁetai; gég§4ggun&er.

" The eﬁvironmentvof'fhe<meat‘couuter‘is such that potk.'
"at * the retail level cannot be cons;dered indepeéhent of ihe
cther meat comuodities. 'Unfortuuately; this studyvhas been
unable to- 8raw a firm conclusion as to uhethes the pork
'promotlon undertakzngs, while benefltlng the sales of- . pork,

did nct also adversely affect the other fresh meats,

_However, the 1nterrelat10nsh1p= and 1nterdependanc1es 'amoﬁg

A

-

the fresh neats remained relatively unchanged ove: the study
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period' vhich uculd 1ndlcate _that in the short-run, the

promotlon of pork did not, apprec1ab1y affect the other fresh

meats. - o ! CoL . & 2

Inportapce cf Different Socio-Ecomomic Gours

-

From examination of the. socio~economic difference it

cgn be concluded that: .4*

1{ This campaign was more effectlve in the higher socio-

economic areas. Thls may, ‘in part, be due to the barbecue

theme beinc. more readlly accepted in the hlgher socio-

economic areas. It would also\appear that the hlgher socio-

~ “ecomnomic consumer is more respcnsive to price- changes.v

"3. - The 1nterdependance at- the reta11 level among meat_

Z. The 1n1t1al short-run expan51on of demand for pork is

made in areas where it 'is less important.to consumers,

Iower income 'ccﬁsumefs“pave. somewhat - inflexible buylng

habits whereas higher . 1ncome consumers have more flex1b1e

tuying habits, .

commodltlee is' more 1mportant in the lover soclo-economlc
areasbthdh‘in the higher ,soc1o-econom1c areas, .since’ the
lower socic-ecoromic consumers have less buying flexiblity

due to their limited inconmes,

- ‘

T

.t

«,
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01_2;;9:592299;_1 Lifferepces

kThé prcmoticp; themé is‘;le prime 'impprtancel as it
directly affect= vhat will be‘prohoted.v In this case, pork
vas promoted uith a barbecue theme, with the result that the
pork cuts lending themselyes tc barbecuing showing the .most

rositive sales changes,

‘a - - . . c o \ j

Personal demcnstrations are expensive and therefore,

their. use should be limited. V1sual dlsplays are a more

useful tool for commodlty gfcups. Feature advertising can

h,,

increase pork sales in the short-run. The coordination of

promotion with feature advertising offers the most favorable

environment ' for a sugcessful program as the cénsumer‘is'not

crly being asked to purchase the commodlty but is alsop

1nfluenced Ly the more favorable cut prices. ' - E

. S
"

Producer Pork Premotion L

. N e [
The  fcllowing conclusions concerning ‘'producers as

“

Eromoters' can be made from thls study

1. Retail commodlty prouotlon is 'a useful . and

important tool in maintaininggand expanding the demand. for -

Fork. o A ! \\

2. Comnodlty promotion’ does have a placé  at the

'retall/consuner level in an L@formatlonal and édﬁéatiqpal
. . ; R ': ) - .



role since there presently exists a void in this area as the
N AN | B N - . . .

“other"sectcrs”in*the;channelfhafe'chosen“ftc“:utilfzeafotheritf”

methodsaof-prcnotion..ﬁ : L -
3. Comnodlty promotion ean~ nodify the. seagonal

demand patterns ky belng utlllzed during tradltional low

demand perlods,' thereby prOV1ding ‘1mpr9ve§, more stable

-demand throughout the year.» |

t?z" * 4, Commodity promoticu is most 1eucceesfu1, when

eqdrdinated with packer "and retia;er cooperation and
faﬁaiétance.i" | - -

5. ' The meat channel, from uﬁolesaler'tq consumer,
;aCks impertant, acqurate and ~ necessary information -
concerning pork;:,uore‘ statisties‘_ang _6ther infdrﬁatiQn;r~
'jabout its? 'productibn, 'ité"-proeeesing-and itszeonsuner -
‘aecePtance,,and cbq%eratioh of allbseetors frou,prudueer to':
eonezuer ieereguired'Beforé fundamental iuprovementeqcau.be

»

iprthccming in_increasing the cénsumptionfof pork;

'« " REcowMENDATIONS
,Siuee’tﬁie etudy ﬁas\ccucerned-uith 'tﬁe investigation
6f a* newf¥fielu ,of.‘endeavor'.for agriculture audfintfood,
marketing,fthe'guestibn'is raiéed‘ ihere do He gu fron here?.
"Ihe followlng recommendatlons are nade in thls regard.
1. ‘Retail pork ;romotlon should contlnue to be u+illzed as
‘atmarket;ng.too; by the Board,_-poreover, it should contlnue.

“ g
3 . L %



v tohbe_utilired on a short teru,'iinited objective basis,

“2:“"ThewBoard;“as~therrepresentative'of*the~pork”producers;+

. o ‘ . . - ,
should beccne a pork information 'bank' . The Boar% should

develop and make 'available 1nformational and promotlonal _
materlals tc the 1ndustry and hecome 1nvolved in, consuner'

education. In the long-run consumer’ education is the key to"

1ncrea=ed sales.
3. The Board should undertake to collect retall meat prlces

" and - guantlty data for' all areas of the1r \market on a

contlnual basrs 1n order that they, themselves become better ’

4
1gformed and able, to ev uate the operatlons of 'therr

market.»

.u.' The cocperation of all sectors of the marketlng channels

ror pcrk is éesentlal ‘not cnly,fpr,promotlon but for the

1mprovement of pork marketlng in ~ge/neral. | Therefore, th&f:_'

Board should attempt to 1mprove 1ndustry communlcatlon by-”

developlng hoth fcrmal and 1nfcrmal associations with ‘all -

‘_concerned._

5., That> the future promotronal research undertaken by the

E&ard ke more spec1f1cally deflned and have the necessaryd

2 ' o Lo
support required tovaccompl1sh those-objectlves. ' ‘ '

-~
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{ FECOMMENDATIONS FOR FURTHER RESEARCH.

v

’This' initial research into commodity "promotion has

ralsed more guestions than have been answered and in this

| regard, the followlng recommendatlons for further research

are made,

‘ 1, Retail food narketing tesearch is of relatively .
‘ A

_'recent crlgln and llttle is- kncwn ahout the operations of

cne'nof Canada's largest 1ndustr1es. uoreover, what. occurs

kﬁtueen the 'farm gate' and the ‘consumer should be of '
~ .. ) . .
%

'

,joncern tc all cf us. since ve are part of that food chain. '
n

this regard, some doors have begun to - open Hlth research'~‘

#.
studies’ such ~as this one, and it is hoped that others wlll

fcllow’in'attemptlng‘ to more. fully ‘understand ‘6u; food

marketing system,

2. More specifically; "centinued meat retailihg

\research is fundamental, not only to the ' understanding of

meat retailing, but- . also to the determination  and
develorment of marketing 3to¢1s' which - vill ~improve~'the g
marketlng p051t1cn of - agr1cultura1 producers.

3. Purther 1nvestlgat10n should be undertaken by

agr1cu1tura1 organlzatlons. as. to the poss1b1e use ~ of

agricultural” copmodity promotion in ‘competing‘ uith'non*

'agricultural Subctitutes. ualntalnlng the 1mportance of an

agr1cultura1 commodlty not only beneflts the commodlty group'
but aleo agrrculture in general. » o

4.  Research should be -undertaken. into vthe‘



L.

-operatlons of the marketing methods in the pork industry and

its application ~at the retail-consuner 1eve1. This
recommendatlon although not derived directly from the -
“'research undertaken is made as a result of observations andr

4
(dlscusslons at the retall level whlch 1nd1cate ~that the

—_—

o
&

\prgsent system is somewhat suspect as a ‘grading system'

in partlcular in regard to ‘the present gradlng 'systen amd

_ slnce 1t only vorks at the produéer-pé@ker level and not ,aff?f"

the retall,level.
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APEENDIX A R

THE ALBEETawaoswpnonucrns~uAaxET1NG~BOAPD}~nw~~

The affairs of the Board are the respon51billty of the
anrd of D1rectors which consists of nine. hog producers each-
elected ‘frcm one of nine districts for a two year term.‘fIn
each district, hog producers also elect' fipe delegates to
represent_etheu." The delegate body is adV1sory to the Board 
and has certain authorlty.v However, the Board of D1rectors

is. reepon51ble for the vast majorlty of the: affalrs of the

'«.'Marketlng Ecafﬂ"
: ThefBoard xcf' Directors annually elects from' their

numbers a Chairman who ' works closely with .the General

A N

iuanager in dlrectlng the dayiny- day -operatlons of"the

‘Harket1ng anrd.' The Board 1= functlonally responsrble For
‘,,
;settlng pol1cy on issues affectlng the hog producers as they"

market th@lr prcduct and 1t operates_ accordlng to_ the f

$author1ty delegated Q@ by the Agrlcultural Products

- >

Marketlng Act. of the _ Province of Alberta. The General_

T'vnanager _ie- a551sted by 20-25 support personnel vho prov1de;r"

 the necessary ,sales, acccuntlng,'. data g proce551ng,
secretarlat, economic. . analysis, aud"'communicatiohe

respon51h111t1es;

1 Further, more detalled lnfornatlon. concernlng the Board
" will ke -fcund in: M.H.Hawkins, J‘ﬂ‘Dawson, A,A.Warrack and
”L-QuantZ.,Lsx_lgigegr ~and 922222&22 of « &he Alberta Hog

Producers Marketing Board , Bulletin 12 {(Edmonton: Depart--
,ment “of E Exten51on, Unlver51ty of Alberta, December, 1972).

-"-
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APPENDIX B

'”_‘A"”'?}”THE“BOARDS INITIAIWIRGHOTIGN"CIHfKiGN““‘“”’L"_""”

The Board initiated a promotional program for Alberta

pork in "the_‘domestiC» market in Febuary 1970, by hlrlng a

free-lanée,rconsumer consultant. Harket "research was

’ undertakenj to’ determine' precent markets for Alberta pork,

_ana consumer market problems for pork were studled and

.evaluated. When this’ primary market research was' completed,

Eromotional efferts ° were thenvfocused on:Edmonton, Calgary-

and Vancouver.

The flrst advertising and promotlonal campalgn - was

ilaunched in Edlcnton 'in' late May, 1970, and ran for 12

(

weeks. T?e seguence of events was as follows.-
uay 2€ chkoff Barbeque - ‘ 'Vr"V

‘ f:"Advertlsments in the Edmonton Journal began.
.May 28 ‘¥‘>,Radlo commerlcals began and ‘ran Frlday and’

A_Saturday of ¢ach Heek for the duratlon of the’

jcampalgn.

'Jﬁﬁa -ﬁ-6;‘} ~The Alberta Department of Agrlculturefa;
11f13’ ‘_.part1c1pated in summer promotlonal |
18-20. act1v1t1es by featurlng a demonstration"
'25-2j  ‘f traller built around a- 'barbeque-pork'

'July iG;iS ; theme. Thls traller ‘made v151ts to Seven

| ';23125’,,VA~Edmonton shopp;ng eentres Qurrng the~;'~“

. , o R e
30Aug 1 - campaign. ’ N
‘ . R ) R

. &

3
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In-store. promotion kits, 1ncluding posters, "back=-.

'ctrlps", and recipe 1eaf1ets were also utlllzed.~

With a grant from the Alberta Government, the Board vas
able ,to, extend its promot10na1 program to: Calgary in the o

latter part of June- and to Vancouver in the mlddle of July.

L

t)



- Appnpnxxtcn

B A .

There is no standard fornula which if followed will
‘fguaragyee the success of any promotlon.' Demand creatlon for

yany commodlty or serv1ce is typlcally a complex and costly

. process.

B while-a:ﬁtertbook formula" for successfdl promot10n~,
'does: not exlst, there uould afpear to be certaln procedures
_;and determlnatlons which 1f followed, wlll aid agricultural
_commodlty groups in conductlng ‘more effvcient promotlonal'
’Apr%grams. ‘The cbject1Ve of thls appendlx i's to suggest andig

"‘descrlhe certaln procedures or management practlces that can

T»be more- nffectlvely used by commodlty- organlzatlons' in~

evaluatlng tﬁe promotlon. potent1a1 of ‘their products,
formulating”’ prcmotlon.d -objectlves 1mplement1ng . and'

COntrolllng promctlon, and’ 1n evaluatlng accompllshments.?‘

©

¥

2. Ibe Promotion Potemtial - .

Promotlon should not beé regarded as a "can't miss"['
Panacea “for decllnlng consumptlcn or oversupply."
It is doubtful if promotion in and: by itself can.
be effectlve 1f the product 1tse1f 1s,not "rlght,"-‘

1 The contents of thlS Appendlx were taken from a. 51m11ar11y
entitled section of the publication "Advertlslng Procedures
and Pracglces‘ ¢f Agrlcultural Commodity Promotlon Groups"

vritten by EJE. » Frye, HiW. Boyd, Jr., and R, Westfall; =

and published by the- U,sS, . Department of Agrlculture ‘as
Harketlng Research Report No. 567 Pe 22-27 1962, o
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'if  ihadeguafe distribhtion 'prévailé,' or‘if7thé~”

- price is nqt"Atight;;wahns,f;dgricultural~»groups~~:~w

“fdéﬁsiﬁéfiﬂgw‘beIOtionf:shdu;d .ask and attempt to -
answer as realistically as possible the question, ’
"What can promoticn dc?" S Co :

N

Admittedly, this -is a difficult question 3nd one
that can not be answered uith,absolute‘certaihty.
“Hcwever, in attemrting to evaluate ' the promotion -
"pctential, the following factors,;anong,others,
should be ccnsidered, - | IR '

1. The demand for the prcduct . 1all information -
pcssible should be obtained an - dvaluated on the
nature .of - demand and - demand (trends for the . |
‘products t¢ be - promoted. This -includes such .-
‘factors as trends invCOnsumption'ofvyour .products |

- and ,ccmpetitive -products, seasbrality of demand, .

characteristics of  consumers, -and geographic
nature of demand., : T S

Y
B

2. . The pature of competition . Determine what - -
‘Products are competitive with yours, ~Take into

- -ccnsideraticn the current pPromotion effort behind

. ccmpeti tive rroducts and the possible reactibn of

* Ccmpetitors to your promotion. . - N

Sl

'5. , :Exgiigg,'llggssibiiigieé 'Q'fdr: _';groduct_
differentiaticn » . Opportunity ‘to differentiate

- .your Froduct enhances the potential of promotion,

Differemtiation may be ~acccemplished ' through'
quality control, labeling , processing, packaging,
etc, Shless some  form . off‘differentiation\,is
pcssible,  your: ' promotion . may - help 'your
ccmpetitors' products as much as your own, o

4, - ghbwvﬁggnsumér:‘attifudes and opinions about
-Jeur products . . This informatidn . will not only

" serve .as a basis for provid ing consumers with

what they want, but also will serve as a basis for
- determining if’' cofisumer ' motives for purchasing
-lend themselves to promotion expleitation. Lo

—

- 5, Zig!'pgémotibn as a component in ‘the marketing -
‘mix .

mix . ‘Prcmotion should be ‘viewed as only one of
~the components in-the marketing mix. . The. return



expected from promotion should be. comparable with

“that from the same dnvestgent in other ~components

“—in the marketing mixe "

‘6. Determine availability of promotion funds .
In the final -analysis, the guestion ‘"What can

promotion dc," can be answvered only in view of the
. 'funds available for investment. While most groups.

- will agree - that ' promotion funds are never

- adequate, a determlnatlon must Dbe made ‘as  to-

whether available resources can finance a program
~ that. will have a positive ‘and beneficial effect on
demand. A complete examinstion of the products to

. be promsted will suggest the level of - promotion

effort that will be effectlve.

7. Use ;esegrch results . 1In many;instanoes;‘e

great deal cf 1nformatlon is available in the form

" of research findings which can be " “used = in.

‘arpraising the promction - potential. Market and

demand analyses,. consumer attitudes and opinions,n
-..and distrikution studies, and many other types of

information are available from.. both private and
public sources. However, if such infcrmation does

"' nct fprove adequate, . con51deratlon should be given

tc f1nanc1ally support ing research that will at
. Aeast  provide basic information for ‘decision
. laklng purpcses.' ) SRR L :

24*.Promotiog_Objecfives.

;‘If it 1s,determ1ned that 'a - favorable promotion
pctential  exists, the next .logical step is to -
formulate tte promoticn gcals. These goals,- of

_course, Wwill ' be directly influenced by the
previous examination of the promotion potentlal of
your products,, The task of determinlng - or
establishing cbjectives as envisioned here is more

"involved  than to- srmply determine that ‘your:

'“objectlve is to increase sales or demand.

"1.. QObjectives snould be specific .+ . Objectives

should. be spec1flc in terls of:

.y

_(a) Consumer preferences or needs to be satlsfled,

(k) Market segments to be  sérved,

&



(c) Geographical coverage , and

'(d}“CusioﬂefLcIaSSifiéutioh;"‘V““’"

“

2.. ijgctiv_g should bé formalized and recg;deg
Objectives should be prepared so that everyone

. ccnnected with the. prcmotion program will  be aware

of its goals. Complete and detliled objectives

will serve as a basis for drafting an operating

program and for seriously appralsing 1t~

.

Bl Bl

© 3, »obj_crives should reflect financial *;eSgg;gegﬂ

3

. . Objectives should not be out of reach 0f funds

‘availakle fcr financing ‘promotion. In setting

spécific objectives reccgnition must be made Sf
funds available for pro mction and promotron costs ..

must be egualled wlth resources.

_spec1a112atlon.

~ .t Cs Agency Mssistance
.. ‘-“\‘, et .

Many factors should be considered 1nclud1ng the
need for the assistance of an agency or agencie
in. carrying out the promotional objectlves.
Probatly the - basic consideration is the.
availakility of spec1allzed personnel »within the
promotlon group qualified to develop and implement

a prcgram to meet the promotlon - objectives.,

Involved in this consideration is both the need

. fer and availability of =pec1a1ists, the value of
~the outside point of viev, and the'chonomics‘;of

- ) . , A, ]

L

1. Criteria for -agency selection . Matching

- skills required . with the Jjob to be performed

should be ° the - basic criterion for agency
selection. Experience and agency capability -are
ot‘lg, prime criteria., ° Other considerations

~ involved are the gkographic proximity of the

agency to the promction group's headquarters,
services the agency can perform, stability of the

dgency and agency_policies»regarding service and’,

CCStS\

2. Agg_cx selection procedures . Criteria  for

-agency. selection should te developed: through some

type of . fornalized procedures.' Thls can be done



__t,h.rou_ghv preperly constructed _,q_uisxiénnai,res and

through presentations by  agefcies. Also,

inquiries should be made cf curremt or past agency °

clients, particularly their agricultural clients,
The main consideration is that agency selection be
based cn some 'logical predetermined procedure that
will assure evaluation of all pertlnent qualifying
factors. : . _ '

- The Promotion Program

™. an' "agency is employed, ‘it will be its
gspopsibility to plan and present to the
‘Rfomo jol group a program that meets their stated
okjectiveés. Thus, the promotion objectives will
~determine - the broad nat ure of the program, that
;is; whether it is. consumer - oriented, ‘trade
oriented or a cosbination of the both. 1A group's
promotion -objectives will also exert strong
inflpence cn the specific forms of promotion

incorpcrated in the program. This+» will involve .

"deciding betweén or the combination of media and
ncn-média advertising, merchandising activities,
and public relations effort. Whether the prograre
.is developed by the promotion group or by an
agency, certain steps should be“observed.;

%

1. Deterpining  the promotion messages ,--ThlsA

1nvolves dec1d1ng on .and preparlng *.copy oOr ‘the
message 'which ~promoticn will ' deliver. This
.includes determining what to say to whom. _Product
characteristics that-are likely to have consymer
arpeal .such; as health valugs, versatility of use

"or similar attributes are ‘examples of nmessages

~ that hay be used.: -

4

2. - fel gglea gi'ca%riers; for the promotion-

message. --Selection

can bLe carried through advertising, merchandising
- /and educaticnal activity. . - o :

3. BMdvertising. --In  promotion  through
advertising, . there are tvo major areas  to
>‘cga?1der, namelx, media apd non-media,

‘-x oA

a carrier or carriers. for
the prcmoticn message is dependent on the audience .
or marketing segment to be reached. The message

152
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&

i

(2) Media. --Media selection can be 'made -only»
after--identification--of audiences “to be- reached-
-and determining the media ‘that reaches these
targets. - Alternative 'media, where available,
~.«should be appraised omn their relative suitability.
% Bcth qualitative and cost considerations must be
veighed in selectlng a medium or media that best
accompllshes the m1551on. -

4

(L) Non-Hed_g& --The same basic considerations
‘involved in media selection are also involved in
. ncn~media selection, However,® lack of readily
. availatle information on cost and coverage of
‘alternative forms of_ non-media ,advertlslng,'
probakly  makes- it more difficult to evaluate in
advance than. medla forms.

4, ‘Merchandising,. ‘~=-PEomotion , through
merchandising - ‘may take many forms. Some of theése
are distribution of in-stcre promotion materials
and dealer services activity. - o

- While . crlterla for,  advance ' evaluation of
 merchandising activities’ may be difficult @ to
establish, alternatlves should . ke evaluated
through &1l means available. Groups should be
‘ccordinated  with ‘other  promotion act1v1t1es and
‘nct considered an 1ndependent program.

(a) ;g;giggg p' otion materlé; » . ==These
materials are for use in retail outlets and must

be suitable to the trade as well as effective:
‘sales aids. __Prcduction“'of””infStore'4promt01on'¢“n
material is . gémerally. expensive, .Consequently, ‘-
centrcl shculd be imposed to reduce waste and
insure ‘maximum - use. Available ~distribution
methods ‘shculd be compared as to effectlveness 1n
plac1ng material.

(h) Dealer-ce;v1cemen. - ==The duties of -dealer
'servicemen as they ‘Telate to the total promotion
prograr should be 'spelled out. Geographic areas
- and market \segments to be covered should be
ﬁstgciﬁic;j Prkld representatives should be up o -
date c¢n the\ products Tfpromoted . and 1nformed “on
- currgnt merchamdlslng practlces and teqhnlques..g
Deggir serv1ce@en should mnot. .only be used as

Y



. sghool grougs etc. Spitably prepared information,,
©.if ‘timely, will be used by magazines, newspapers,

promotion’ agents but should be.; used as a

competitive products, other promotions, and - trade
reac¢ticn 'and attitudes. Joint arrangements with

. other, promoticn groups slould be investigated by

gioups that - because . of 'their - budgets or.
sé%sonality‘“of . the products promoted cannot’
independently maintain a field force on a year-
rcund Lasis., o a L : S

5. Educaticnal activity and editorial publicity
«--While these types of promotion do not lend
themselves teo a specific brand promotion, they do
offer many opportunities for general product or’
ccmmodity promotion. - Promotion groups should 'not

‘overlcck ofportunities to present product use and

characteristic informaticn to -consumer groups,
2]

radio, and television in their ‘consumer oriented

public service progranms, . . Do R

LR T PP . PP -

6 ggg'éggmgtig ~schedulg-.--The vériohs forhs,df
shou g.

promotion be scheduled to compliment each
other and to' best. .fit the -marketing .and
distritution . of ‘the .prcduct promoted. To the
extent possible, promotion should be scheduled in
adyance so as to permit and encourage the trade to

‘tie in  with their own fromotion effort. - Dealer

service ‘men particularly 'may find ‘an .advance
schedule on -advertising useful in obtaining better
merchandising ccoperation from wholesalers and
retailers, and in planning their - activities.’

Hcwever, the 'sthedulfng, of .. promotion should be.

flexible enough to be ‘responsive to needs that
cannot be anticipated in advance. ‘

E. Contsvol angd Supervision

. .

N¢ set pattern of organization can be suggested

that will assure the most efficient management of

promotion activity. However, sound management

practiceg that make full use of +the abilities
- pcssesse by "staff members will provide the most

favoratle environment for. success,
' L d

1. 'ggsgbnggbiliil for ngnotion .--Responsibiiity
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for all acmivity relating to pronotion whether_
of obje

"be fbrnulatio

N

L3

c;%}es, selecting an agency,
eview, working control or

155

‘program p agnlng and
- appraisal ‘of promotion - ‘effectiveness should .be .
specifically ‘stated. . .Individual. or unit
responsibility for each phase should be clear,.
_ Responclbillty . for coordination, -both of the
\} various forms of promotion -and with, ,marketing

functlcns, =hou1d be

240 As_u

with ‘the agency or agencies should be

with respect to po
promotion group and

o -y 3. ______
RV services  to P

of services to |
mlsunderstandlngs a
1upleuentat10n.

'3 promction group
‘ arpraisal and compar
.7 7 Tacdtivities. Perio
s " ccmplete appralsals
"prograte.’ Some of t
fcr continuing apgra

(1) Copy testing

(2
L(3)
()
(5)

¥&dia ard non-me

Trade ccntacts
. A
Examinat%sh

jodically, a more

e cf the appro
jectives and the o

" promotion frogranm.

Per

s mad

promoticn group and| the timing of these
should be specified.

Deater cervice rF

spec1f1ca11y prov1ded for.

-

relations .--Communicaticn procedures-

stipulated
int of contact both wlthln the ‘
agency.

«~=Jo the @extent possible
ovided by both the agency and
.services
Scheduling and cpec1f1cat10n“
be .provided will ‘reduce
a ellmlnate delay in promotion

-

2

_ggmotidn
should éngage 1n contlnulng
ison cf its specific promotion
dlcally, general or more
should .he made of the total
he pro ures that may be used
isal are: . R

&

.

dia evaluation-

sples trends or fluctuations

“complét; appraisalvshbuld _be
rriatengss of the promotion

veral ] effectiveness of the
. ThisyaBpraisal should examlne'“

3

it

Hy

T
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ww

O ‘perfornance in meetlng the detailed objectlves of
e T qts prcmoticn program. ThlS nay involﬁe.

: AN . "’){ Y ' (. .. ‘ .M‘ ‘T, . ‘o : . -
‘fi,% S 1. E;ag;gigg cogsuggtio data total, by market
< segggn$§+; gecgraphic areas, ‘tzpe of consumer -

R ==-Where| a promotion ggroup S performs. the.
' marketlng function, thezr own.. salas inforlation atn.n

e least prov1des some basms for' evaluatlon.

). . . : - . © ' . L
Y ~ ¢

4fse.ejﬁ@ 2.; De;e;gln g consgger and 3rad attltgges .é

o0 T Attitude .studies, both in respect to the pronotlon,;ﬁ

'wfo-  '<,effort and. products promoted, provides a. -measure, *' N
o ,of" approval of the promotion program and’ changes e,

that nay cccur 1n product acceptance. . L x

' I T : - o - !Q fﬂmqu.. g

3. Use of research .--Inplled ey, a1 phases of 7

promotion appraisal is the use. _of. research, -

’_ Arpraisal of promotion, should ‘be systematlc din o ) oL

that’ a determination is -made of “%the neeﬂ for‘f. S5
',,1nformat10n, and sound. procedure§ arer uged’in® ',;ff}ﬁ

. analyzing:. ~#bhis .information. = Where su idrent ‘cffh* !

;  basic informdtion'is. n " dvailable . for - an
; ~ appraisal f promotion¥~, the’ promot;ﬁn ‘groups . -,

R should, ‘consilder.. the' fea51bL11ty of, ¢conducting PR
IR research. o , R

e
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. ‘ ' APPENDIX.D oy
- o e : - A U T . .
e ~\>/" RETAIL MEAT :PRICE-SURVEY -~ =~ ~— — = =
S N S ' : : o
) . .J .
= : : —a — ; :
\St:ore No. ' - Week Ending’ :
. K . N "_,v - € K .
‘ ,, : " Prite/ ' Price/
% : * Pound Product Pound
Ay 2 *
e l*:' 'Boneless _Loin Roast'¥ - : . Beef Roasts, =~ .~
_-:" *?, - Shld. Roast (Montreal)’ . 32, Sirloin Tip" '
k 3. " ihld. Steak *, . 33, Rump --corner cut e
“4; Ham Steak , < -34. Boneless Rump .. .
5 zﬁ 5. -Tenderloin ‘ -+ 35, Prime Rib - . R
v, 7. 6. Cutlets - 4 o ® . 36. Cross Rib ° e
JY 7. Chops 'R.E. 70 - . .37.- Round Bome (Pot) .
R . Cljbps C.C. - w Bl . 38. 'Chuck. , '
"9, B and erbps' T e 3% Chuck Semi Boneless .
v+ 10, Bonelegsﬂ Chops ™ S N 40:' Chuck Boneless ' .
'11. Side té Ribs o e . o T
'+ 12. Back Spare Ribs ™ L Stew Meat.s . : .
©13. Riblets .. 41, ‘Boneless Stew - T
14.  Button Bones' - ¥ - 42, Be £ Short Ribs . L
~ '15. Hocks . . 43, sh@R . O A
16 Picnics Hoek On - 44. -Ox Tail R
g Leg of Pork P.C. ’ S S e Co
 18.  Leég of Pork-C.C. Ground Meat e R
?: ‘M. Chopettes - ' . 45, 'Hamburger = * - . "0,
o 20 . ‘Ham - RIS 1/2: skinned . - 46, ‘Chuck ™ R
YIRS : R 47. ‘Po'fk', N L
S B_eef.St:eaks i 7 \ : : o
* 21. - Porterhopse’ - o Ch:l.cken Ca e o
‘ 22., Sirloin  « e - +48. . Fryers: ,Whole A‘s .
23; T Bome . _ v -~ U T . ?3’149 _Fryers Cut’ Up R
24, Club 7 Pl o 50. "Drumsticks:. 5
. 25, Round " ) ) ~.51.° Wings ' o
» 26, anevlee,s‘; o 52 . Breasts e, o
© 27. Rib N ‘ T

" %:28. Chuck' N . D ’Lamb (Frozen) R
::-529‘. Sandwich R © . 53, Leg Trimmed S
0. Minut;@« S ' e 54, Shld Chops s(Roast) 5
31. -Stegy treg:: T N o ;
'r’.. ' » ‘_ ’ .5.



