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iling Frozen Foods in Portland, Oregon 
G. B. DAVIS, Associate Agricultural Economist 

Each year we consume an increasing amount of frozen foods.   Currently we are using over 
80 per cent more frozen fruits and vegetables per capita than we did 5 years ago.   Sales of 
other frozen foods such as fish, poultry, meats, and prepared and precooked foods have in- 
creased to even a greater extent.   These products are being offered in not only an increasing 
volume but also in an increasing variety.   This development has placed a heavy burden on 
the limited display space available in retail stores.   That is, if a store attempts to handle 
a fairly complete line of frozen foods in the face of an over-all increasing consumer pref- 
erence and an increasing variety of products, display cabinet facilities may need to be 
expanded.   If space is not expanded, the retailer is faced with the problem of limiting his 
space to those items with a high consumer preference. 

This report is intended to show relationships between cabinet space, size of store, and 
sales and gross profits that have been experienced in some of Portland, Oregon's larger 
retail stores.   It is hoped that the information will be helpful to the frozen food industry, as 
well as retail stores, in making decisions relative to the allocation of present display space 
and the advisability of increasing total space. 

The 26 stores included in the study were selected at random from a list of the larger stores 
in Portland.   Sales volume of the stores selected ranged from $30,000 to $150,000 for the 
month of June 1954.   This is the period covered by the study. 

Results 
Frozen food sales averaged slightly more than 2 per cent of total store sales (Table 1). 

Variation in percentages among the stores is shown below. 

Proportion 
total store sales Number of 
from frozen foods stores 

1% and under 2 
1 to 2% 11 
2 to 3% 13 

All stores (average 2.1%) 26 

The average of 2.1 per cent is higher than the 13/4 per cent reported by operators of large 
stores in Eugene and Salem, Oregon in 1953./1_   It is much lower, however, than shown by in- 
dustry surveys of frozen food sales in large supermarkets in the nation.   One survey reports 
1954 frozen foods averaged 4.9 per cent of over-all store sales./2_     Sales ranged from 1 to 9 
per cent.   None of the Portland stores had frozen food sales exceeding 3 per cent of total store 
sales. 

/ 1     G. B. Davis, Retailing Frozen Foods in Salem and Eugene, Oregon, Oregon Agricultural 
Experiment Station Circular of Information 537, March 1954. 

/ 2    Quick Frozen Foods, March 1955, p. 175 . 



Both groups of stores shown in table 1 had about the same percentage of sales from frozen 
foods even though their floor space utilizations were quite different.   Smaller ($25,000 to $60,000 
in sales volume) stores had 1.9 per cent of their selling space available for frozen food displays. 
Larger stores had 3.1 per cent, but a higher proportion of this was aisle space.   Expressed in 
another way, larger stores had 3.1 lineal feet of frozen food cabinet space for each$10,000 of 
monthly total store sales.   Smaller stores had 2. 7 lineal feet (table 5).   This would suggest that 
the larger stores were in a better position, relative to space, to meet the increasing demand for 
frozen foods and also the increasing number of frozen products being offered for sale. 

Table 1.   Retail Sales of Frozen Foods 

June total sales 
volume per store 

Number 
of 

stores 

Average June sales 
frozen foods 

per store 

Proportion total 
store sales from 

frozen food 

Proportion total store 
selling space devoted 
to frozen foods / 1 

$25,000 to $60,000 
$60,000 and over 

15 
11 

$ 935 
$2276 

Per cent 
2.0 
2.2 

Per cent 
1.9 
3.1 

/ 1     See table 5 for space utilization of store. 

June frozen food sales varied from $400 to $3,500 among the 26 stores.   Many factors account 
for this variation.   Size of store and the amount of selling space for frozen foods probably are 
two of the most important.   In the Salem-Eugene study cited previously, the two together accounted 
for about 90 per cent of the variation in frozen food sales.   Size of store—total sales volume—was 
especially important.   In the Portland study this type analysis was not possible because of the 
close relationship of sales volume to lineal feet of cabinet space.   Stores with larger total sales 
volumes tended to have more frozen food sales, but they also had more display space (figures 1 
and 2).   This makes it difficult to determine how much influence each of these two factors had 
on frozen food sales. 

Fruits, vegetables, and juices were the most profitable per lineal foot of cabinet space 
(table 2).   In smaller stores gross profits were highest for juices and lowest for fish, meat, and 
poultry items.   In the larger stores fruit was most profitable per lineal foot, and specialty items 
such as pies, dinners, and other prepared foods were lowest.   When all stores are considered, 
this is the order of gross profits per lineal foot:   (1) juices, (2) fruits, (3) vegetables, (4) special- 
ties, (5) fish, meat, and poultry products. 

Table 2.   Gross Profits for Frozen Foods / 1 

Fruit 

Gross profits per lineal foot of cabinet for June / 2 

June sales volume 
per store Vegetables Juices 

Fish and 
meat Specialties 

$25,000 to $60,000 
$60,000 and over 

$19.00 
26.70 

$19.20 
22.20 

$26.80 
25.20 

$ 9.00 
14.30 

$16.00 
12.80     . 

/ 1   See table 5 for sales of frozen foods per lineal foot. 
/ 2    Gross profit or gross margin is the difference between dollar sales volume   and cost of the 

frozen food. 
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Total   store   sales   (Thousands   of   dollars - June  1954) 
Figure 1. Stores with larger total sales volumes also had more cabinet space than smaller 
stores. For example, the trend line above shows that a store with a $120,000 total sales 
volume for the month had about 37 lineal feet of cabinet space. This represents about 3.1 
feet per $10,000 of total sales. For a $40,000 volume store the cabinet space averaged 
about 11 feet or 2. 7 feet per $10,000 in sales. 
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Cabinet    space   (Lineal  feet) 
Figure 2. Frozen food sales increased as cabinet space increased, but as pointed out in 
Figure 1, the larger stores also had more cabinet space. The increase in frozen food sales 
then should be attributed to both the increase in store sales volume and the larger amount 
of display space. 



Space occupied by fish, meats, and specialty items received lower share of sales than other 
space (table 3).   In other words, in the larger stores almost one-half of the space was devoted 
to fish, meat, poultry, and specialty products.   This space returned only 37 per cent of the 
total frozen food sales.   The other half of the cabinet, devoted to fruits, vegetables, and juices, 
accounted for 63 per cent of all frozen food sales.   The same situation is true in the smaller 
stores, though they did use a higher proportion of space for fruits, vegetables, and juices. 
Also the same general relationship shown here was found in Eugene and Salem stores in February 
1953. / 1 

Table 3.   Sales and Cabinet Space Use of Frozen Foods 

June total sales volume per store 

$25,000 to $60,000 $60,000 and over 

Proportion frozen Proportion frozen Proportion frozen Proportion frozen 
Product food sales food cabinet space food sales food cabinet space 

Per cent Per cent Per cent Per cent 
Fruit 7 6 8 5 
Vegetables 32 31 31 28 
Juices 33 22 24 18 
Fish, poultry, and 

meats 12 24 26 34 
Specialty items 16 17 11 15 

TOTAL 100 100 100 100 

The high proportion of space devoted to fish, poultry, meats, and specialty or prepared foods 
is due primarily to the large and increasing number of these products being offered for sale. 
Some, no doubt, are undergoing tests to determine their acceptability by the customer and not 
all will prove satisfactory.   The number of products in this section of the cabinet, however, has 
not reached the stability found in the fruits and vegetables.   It seems apparent that many new 
products will continue bidding for the limited space offered by the display cabinet. 

Is the limited cabinet display space being used to best advantage?   Probably not, but it can't 
be said for sure.   The retail store operator is interested in maximizing his profits from the 
entire store.   Carrying a full line of frozen food products may contribute toward maximizing 
total store income even though it doesn't bring the largest return possible to the frozen food 
cabinet.   That is, an increase in the number of store customers, and a consequent increase in 
total store sales, conceivably could result from changing to a more complete line of properly 
displayed frozen foods. 

Retailers in cooperation with frozen food distributors might well consider the possibility of 
keeping their complete line, but increasing space for the fast-moving items. Total sales from 
the cabinet might be increased and less frequent stocking of these items also could result. 

Major cost items of merchandising frozen foods averaged about $6 per lineal foot of cabinet 
space for the one month (table 4). Labor and depreciation made up over two-thirds of the total. 
Costs do not include overhead and costs of backroom storage of frozen foods. 

Cabinet depreciation has been arbitrarily based on approximately a 7-year life of equipment 
with no salvage value at the end of that period.   Retailers indicated that the cost probably should 
be written off sooner because of the relatively high rate of obsolescence. 

/ 1    G. B. Davis, Retailing Frozen Foods in Salem and Eugene, Oregon. Oregon Agricultural 
Experiment Station Circular of Information 537, March 1954. 



Table 4.   Estimated Costs of Retailing Frozen Foods 

Average monthly costs per lineal foot cabinet space 
June total sales volume per store 

Cost items 
June total sales volume per store 

$25,000 to $60,000 $60,000 and over 

Labor / 1   - - -   -  - - - 
Cabinet depreciation   -  - 
Advertising -    -    -    -   - 
Electricity / 2 -     -    -   - 
Repairs and maintenance 

TOTAL $6.04 

/ 1 Includes cost of labor used in stocking and price-marking merchandise and cleaning cabinets. 
Frozen food distributor's time spent in doing these operations also has been included, though 
this is not a direct cost to retailer. 

/ 2 Estimates based on results of metering electricity requirements of retail cabinets in Eugene, 
Oregon, 1953.   Power costs calculated at 1 cent per k. w. h. 

Original cost of cabinets represents a sizable investment.   The purchase price of the equip- 
ment installed in the smaller stores averaged about $160 per lineal foot, or $2,048 per store. 
This compares to $138 per lineal foot or $4,347 per store in the larger stores.   Some of the 
more recently purchased equipment cost considerably more—as much as $200 per lineal foot. 
At this cost an initial investment of $10,000 to $12,000 would be required for the display cabi- 
nets in some of the newer stores.   Fifty or sixty lineal feet of space is not unusual in some 
newly constructed supermarkets. 

Twenty-two of the twenty-six stores included in the study had backroom storage for frozen 
foods .   Ten of these were of the walk-in type.   The balance were older display cabinets orig- 
inally used for merchandising either frozen foods or ice cream.   Even though this was older 
equipment, operators indicated that the storage was very helpful in supplementing the limited 
display space.   By cutting down on display space for each product, they were able to stock a 
fairly complete line.   Restocking from backroom storage prevented out-of-stock situations in 
the display cabinets. 

Walk-in storage generally was found in the newer and larger stores.   These particular storages 
represented an average original investment of over $1,600 each.   If their useful life is estimated 
at 10 years, depreciation would add about $160 annually to the costs of selling frozen foods. 
Other costs, including power, repairs, maintenance, etc., would be in addition to the deprecia- 
tion. 



Table 5.   Sales and Space Utilization 

Average total 
store sales 

Average floor selling area Average 
frozen food 

cabinet space 
June total sales 
volume per store 

Total 
store 

Frozen 
foods 

$25,000 to $60,000- 
$60,000 and over- - 

$ 46,867 
101,867 

Square feet 
$   4,394 

7,445 

Square feet 
82 

232 

Lineal feet 
12.8 
31.4 

Table 6.   Sales of Different Frozen Foods 

June frozen food sales per lineal feet of cabinet space 

June sales volume 
per store Fruit Vegetables Juices 

Fish, meat 
and poultry Specialties 

Average 
all 

products 

$25,000 to $60,000- 
$60,000 and over- - 

$ 83.90 
115.30 

$73.70 
78.60 

$111.10 
93.30 

$37.80 
57.20 

$68.90 
54.90 

$73.00 
72.50 


