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OPPORTUNITIES FOR FROZEN FOOD LOCKER OPERATORS

R. E. Schneidau
Department of Agricultural Economics

v The decline in the number of locker OPPORTUNITIES IN FREEZER PROVISION-
plants in the United States from 11, 600 in ' ING '
1951 to about 9,000 in 1960 has been a prime ' ’ ‘
cause of concern and pessimistic talk in the The number of home freezers in use
locker business. (There are now about 370 increased from about 500, 000 in 1946 to 11.3
of these firms in Indiana.) Yet at the same million at the start of 1960, almost entirely
time the number of freezer provi's’ioning | ‘a post-war industry. About 23 percent of all
firms grew from very few to over’900 in . - electrically wired homes in the United States
1960. 1/ The almost fivefold increase in had freezers in 1961. 2/
the use of home freezers since: 1950 has ST AR
undoubtedly contrlbuted to the decline in " " Annual sales of home freezgl%r re-
locker plant numbers, but total cause can- . .cent years have been nearly that
not be attributed to this one factor. Resist- of electric refrigerators, mo%n 60 per-
ance to change and the 1nabll1ty to plan and cent of room air condltlon an about one-
adjust the operation to changing economic third above annual sales o{ m/e dishwashers.
conditions were important factors in the In 1962 the retail value of home freezers
failure of many firms. sold was $289 mill f all net zero
: IR - storage space in g\% od lockers and
Even though number of firms has been home freezers ( illion cubic feet) in
declining, dollar sales by the locker indus-' ' 1960, home /fre Js accounted for about
try have steadily increased. Larger oper- 75 percent | of to;a sPace. This is why many
ators performing more services is the re- ‘operat /rs KI ta;kmg out lockers and finding
sult. Sales of meat and other frozen foods alternat/lve\p oduct and service lines. Freez-

pro@mying is one of these. Space
acated by lockers makes ideal frozen food

ag"

by the locker industry totalled about $275
million in 1954 while in 1959 they were
$550 million or an increase of 100 percent. /facilities for holding all types and
The freezer provisioning and locker indus- Dbrands of frozen meats, produce, and fruits
~ try served about one out of every seven ‘,‘/// gor sale to this large market of freezer
families in the U.S. in 1960--6.5 million, " owners. '
P G N
patrons——and this-market is growing. ( -

X
A continuing and growing market for

\

This publ1cat10n is intended: (/Iﬁ \ the services of the freezer provisioner is
point out a few of the existing a ({\nt} likely. Just to keep the same proportion of
opportunities available to the lo home freezers to families in this country
ator, and (2) to caution the opé%that means an expanding market of about 1.7
without the application of § undrm;i agement percent per year--the population growth
and managerial practic %’a to suc- rate. Estimates for 1975 put the population
cess will be bumpy if i there at all. of the United States at about 225 million. In

1/ Wilkins, P.C., and B.D. Miner. Frozen Food Locker and Freezer Provlsioning'ln‘-

dustry, 1960, Farmer Cooperative Service, Marketing Research Report 545, USDA, June 1962.

2/ Electrical Merchandising Week, Annual Statistical and Marketing Issue, Vol. 93,
No. 4,_]anuary 1961.

3/ Extracted from Electrical Merchandising Week, McGraw-Hill, New York, New York,
January 1963.




~ addition there is every likelihood that this
market will grow even faster. As our

- society becomes more affluent (disposable
personal income continues to increase),

and people value their leisure time more
highly, the sale of convenient home freezers
to an ever-expanding market exists.

Per capita disposable income in the
United States for 1962 in terms of prices
existing in 1947-49 had increased by 24
percent. Per capita disposable income
(deflated by the consumer price index to a
base 1947-49 = 100) in Indiana in 1962 was
$1,556 compared with $1, 395 in 1950. As
income increases, both the quantity and
quality of food consumed increases, but
the quality of foods consumed rises rel-
atively faster than the quantity. A USDA
study showed that a 10 percent increase in
income per person (non-farm) results in an
average increase of 2 percent in the value
of food consumed at home. 4/ The shift in
type of food consumed as incomes rise is
from potatoes and cereal products to in-
creased consumption of higher priced meats,
fruits and vegetables--products handled by
the freezer provisioning industry.

Of substantial importance to all meat
handlers and processors is the favorable
climate for growth brought about by ever-
increasing per capita meat consumption //7 /
Total per capita pork, beef, veal and la
consumption has increased from 142
in 1940 to almost 164 pounds in 1962%
per capita consumption of veal andfl
has been tending downward, bke)/re—

maining about constant, per ce
consumption rose about 34 /nds er

capita, or 62 percent ( d%f/
: Several oth i t changes in

)

overlooked is the fact that more than one-
fourth of our working labor force consists of
married women. This represents over 23
million women who must return home and,

in most cases, prepare the evening meal
(Table 2).

Table 1. Per capita meat consumption in
the U. S. for selected years. a/

Year Beef . Veal - 'Lamb Pork Total
1940 54.9 7.4 6.6 73.5 142.4
1945  59.4 11.9 7.3 66.6 145.2
1950 63.4 8.0 4.0 69.2 144.6
1955 82.0 9.4 4.6 8 162.8
1960 85.2 6.2 4.8 ;%f 161.4
1962 89.1 5.5 5.2210 6 163.7

e
a/ Extracted from I_ii@ef%%dc;k and Meat
Statistics, 1962, AMS, ERS, USDA. Wash-

ington 25, D.C., J}Il&l , p. 289.

Table 2. Emp%ﬁé@t status, by marital

status and s h 1963. a/
No.
Manpél ié\é\tus/ & Sex (000) %
Total wos cers 67,148 100.0
Male
—r
otal (married & single) 43, 962 65.5
male
Total (married & single) 23,186  34.5
Single 5,218 7.8
Married - 17,968 26.7
a/ Source: Perrella, Vera C. "Marital

and Family Characteristics of Workers, "
Monthly Labor Review, U. S. Department of
Labor, February 1964, p. 2.

A recent study by the U. S. Depart-
ment of Agriculture of one day's meals for a
family of four shows the cost and time in-
volved through purchase of partially or com-

4/ Rockwell, G.R., Jr. Income and Household Size: Their Effects on Food Consump-

tion, Marketing Research Report No. 340, AMS, USDA, June 1959, p. IV.



pletely prepared foods as compared with
_ home-prepared meals. The cost at 1953 -
prices is $2.80 more for ready-to-serve
meals and 90 cents more for partially pre-
pared meals. However, the saving in time
for the ready-to-serve meals over the
home-prepared meals is 3.9 hours, and

2.4 hours for partially prepared meals
(Table 3). : :

Table 3. Cost and hours required for prepa-
‘ration of one day's meals for a family .
of four. a/

: Hours re-
Approx. cost, quired to
Type of meal 1953prices - prepare
Home-prepared $4.90 5.5
Partially v
prepared - 5.80 3.1
Ready-to-serve 6.70 1.6

a/ Source: How American Buying
Habits Change, U. S. Department of Labor,
Washington 25, D.C., p. 105.

The substantial increase of women
_ in the working force appears correlated

~ with the increased demand for time-saving
convenience foods. Convenience foods
cover a wide list of items, but basically
they include foods that have undergone
(prior to retailing) some preparation O

formed in 1959-1960 by the USDA showed:
that for each $100 spent in grocery smﬁ'es§

for food, $14.03 was spent for co Knce
foods--a considerable fraction of%%)o

dollar. 5/ e

Frozen fruits and
resent a convenient, ti
form of product which still yield the
satisfaction, to the home er, of having
prepared a "home-cooked meal."

Striking increases in consumption
of frozen fruits and vegetables indicate a
relatively expanding market. From 1956 to
1962 per capita consumption of frozen,
concentrated citrus juices rose by 1 pound.
This figure represents concentrated weight.
In comparison, per capita consumption of
canned and chilled citrus juices declined
by 0.7 pounds. Even more striking is the
rapid rise in consumption of frozen vege-.
tables during this period. Per capita con-
sumption of frozen vegetables went from'
7.3 pounds in 1956 to 11.6 pounds in 1962--
a 4, 3-pound per capita increase! This com-
pares favorably with an increase of but 2.1
pounds in per capita canned vegetable con-
sumption for the same period ( 'abl /

Service is one of the‘ qr products
sold by the locker operato*r\ ervice is
necessary to provide ;sa«t s}}*&t}on to many
customers. The pr /% stocking home
freezers appears ticularly well suited
to the locker operati This is an ideal
outlet for larg;a"vo s of processed por-
tion- controlled\ cﬁstom -packaged beef and
pork othg;w ‘merchandised to a diminish-

f locker patrons. It offers

ing che
Gv/th resultlng in more efficient
of la or and facilities and lower per

uni

// /Changes in the Rural Market
N/
ord1nar11y done in the home. A study per 6%/

Though the farm clientele is still a good
market for freezer provisioners, real growth
potential exists mainly with urban and non-
farm families. The Bureau of Census re-
ports that in the United States in 1959, 55.8
percent of United States farms had home
freezers. The percentage was even higher
in the East North Central States (Table 5).
This compares with an average of under 23
percent for all homes in the United States.
Of course, such figures do not reveal an
ever-growing but small farm market exist-

5/ Hays, H.H., and Dunham, D.F. Convenience Foods in the Grocery Basket,

Marketing Bulletin No. 22, ERS, USDA, September 1962, p. 4.

)
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Table 4. Per capita consumption of frozen and canned fruits, Vegetables and ]mces,
for 1956 and 1962, a/

, Per capita consumption (1b.)
Item description 1956 : - 1962

Frozen Fruits and Juices

Total 8.8 9.7
~ Citrus juices b/ 4.9 5.9
- Strawberries 1.5 1.5
Canned and Chilled Fruits and Juices
Total canned & chilled fruits 21.8 R 23.3
Total canned & chilled juices 14.2 15.1
Canned & chilled citrus juices ‘ 8.1 > 7.4
o ~ A\,
Frozen Vegetables (( x -
Total 7.3 ///\/(\11.6
Potato products " 1.2 N 7/\/ 3.9
Peas 1.5 /& 1.8
- E’//’
Canned Vegetables ' \X
" Total | 43,90 ) 460
Tomatoes f/ 6 A =g v 4.6
Peas ) — 45\9 /Q‘ : 4,2

a/ Extracted from Supplements for 1958/’*1111@1{\\)\@21;\7; Consumption of Food in
the United States 1909-52, ERS, USDA, W @‘; 25, D.C., September 1959

and October 1963.
' b/ Weight of concentrate.

P
)
ing because of a decline in farm slaughtered. ” Management Planning Guides for Freezer
livestock. x Provisioning
Table 5. Percent of farm famﬂae&po; red For the operator planning to enter or
havmg home freezers, 1959 expand his freezer provisioning business,

the following management guides should be

o (o)

Area )) Percent helpful:

Indiana = 69.5 :

Ohio , ’ 64.3 (1) Provide a credit service with freez-
Illinois 69.9 er provisioning. Make financing for large
Michigan - 64.3 freezer orders readily available at the plant,
Wisconsin . 66.3 ~ Credit risks will be assumed at a local bank
East North Central Region 67.0 or reputable finance company. They are,
United States 55.8 in most cases, happy for the business since

a/ Source: Extracted from U.S. Census’
of Agriculture 1959, Department of Commerce,
Bureau of Census, Vol. II.

it is most likely to be a continuing and con-
stant source of customers. It may be pos-
sible to arrange for preferential short-term
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rates under this type of situation. Ina

study of merchandising practices of 21 freez-
er provisioning firms by the Farmer Co-
operative Service, it was found that two-
thirds of the firms offered customers the
benefits of installment account credit. The

- other one-third offered open account only.
Consumer credit was one of the most im-
portant factors in the successf‘ulvoperation

of these 21 firms. 6/ "

(2) Use a date file to stimulate re-
orders. Maintain a card file of customers
listing name, address, date, quantity,
quality and kind of food sold as well as num-
ber of children and adults in the family.
Make an estimate of the length of time the
frozen food supply will last. Each week
telephone calls should be made to customers
‘who are running low on freezer provisions
in an attempt to make a re-sale. Invite
customers to the plant to observe the cut-
ting and packaging of their meats.

(3) Merchandise "free" services.
The locker operator or freezer provisioner,
in addition to merchandising frozen food, is
differentiating his product largely by mer-
chandising service. Frozen food may be
bought at the local supermarket--service
many times cannot. The locker operator
or freezer provisioner who does not offer
"free" delivery service is missing one'of
his greatest opportunities to build business ||
volume. . Beside offering an excellent ad-
vertising opportunity to your customer’
neighbors, it provides an opportumt)kt
make a quick assessment of your cus to}mer S
freezer stock and offers the possibi gﬁf
an additional sale. / 7.

(4) Price specials are usually more im-
portant to home freezer owners, and unless
the price special is adequately advertised
it will likely fail. It has been demonstrated

~ that advertisements carrying information of

price specials can significantly boost sales
not only of advertised meats, but other meats
as well. In a Purdue study, Baker and Farris
found that sales of ground beef, broilers,
pork butts, fish, beef 'steaks,‘frankfurters,
and chuck roasts, could be greatly influenced
by price and/or advertising. “Sales only
slightly influenced by price or advertising
included bacon and short loins. Sales affect-
ed by price or atdvertis»ing other cuts were
ham roasts, center sliced ham, %loins,
veal and bologna.

The National Associatio %od Chains
gives some hints about er }ZCIals note-
worthy of space here.{,/’i’ﬁ:ﬂ e for a fea-
tured meat item is s/)é%t; o create "a
good value." The most important aspect of
a good value is it ive price. "A meat
item is a good'valu ex\' its price is low rel-
ative to tha/ﬁa) “other cuts of meat, (b)
last paid fos{t by consumers, or (c) current-
ly cha;éed@r it by competitors." 7/ It has
also been found more advantageous to make

r} ce cut on one item than smaller

ts on $everal items because the price cut
more apparent to consumers. Price

is

,~ cuts made when the product is scarce will

probably be more effective than when it is

@X\\ 1 gﬂentlful

Lastly, it has been demonstrated for
certain food products that using different
types of promotions together (advertising,
price reductions and special displays) results

‘\ 7
6/ Miner, Bert D. Xhandlsmg Practices for Freezer Provisioners, Marketing Re-

search Report No.
7/ Economic Ef

armer Cooperative Service, USDA, Washington, D.C., June 1, 1961.
s of Price Specials for Meat, National Association of Food Chains,

1025 Connecticut Avenue, N.W., Washington 6, D.C. January 2, 1959, p. 3.

PN
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in sales greater than the sum of the gains
associated with these three methods used
separately. 8/

Advertising, price specials and other
promotions can be effective tools for creat-
ing and maintaining business volume and
business image. However, advertising pol-
icy should be carefully evaluated and check-
ed to see that it is accompllshmg these ob-
jectives.

For most locker operators modifica-
tion for freezer'provisioning is minor.
Mostly, changes must be made in the way
the business is conducted--the way the rec-
ords i are maintained and perhaps some
employee retraining.

OPPORTUNITIES IN THE INSTITUTIONAL
TRADE

~ In the North Central region in 1960,
25 percent of the meat and poultry sold by
locker and freezer provisioner operators
went to institutional outlets such as restau-
rants, hospitals and schools. Restaurants
and drive-ins need personal specialized
service given their trade so that they may
continually serve their clientele in a con-
sistent manner. These services include
portion-controlled meats, special orders
and fast service.

o\

Rapidly rising labor costs are in- o

creasmg the demand for more highly finis!
ed and processed foods. The need fo/r

flexible and quickly responding orga at1 n
to supply these needs is paramm%%&u
cessfully serving these customéré “drive-
in operator may have need for 1; 900 No. 4
hamburger patties in six ough it

is true that locker operato be able to
operate more efficien ithout this type of

8/ Havas, N.,

7~

N

problem, one of the reasons they are able to
secure such business is because larger,

more complex and less flexible organizations
find it difficult to give this kind of service,
especially when their plants are not located

in close proximity to the restaurant customers.
Of course, never to be overlooked is the per—
sonal business r‘elationship that develops be-
tween the locker operator, wholesaler, and
restaurant operator.

Americans are spending more and more
of their money eating out. ''The total mar- :
ket value of all food handled by eating places
in 1959 was $17 billion out of the $69 billion
total for the market value of all f&%ﬁ ‘
sumed by U.S. civilians (excluding retail
taxes and tips). 9/ This is ab@%‘i rcent
of the total value of food cozfs » In1909
estimates placed this figure

3 percent.
Most indications point (pcg ed increases
in such expenditures, fp on

mers.
Those factor% affluent society

which affect th growth of the home
freezer provaI g/busmess are applicable
to the hotel a{\ restaurant trade. Not only
is this rrﬁrl%{ growing with the increase in
populati m )\t it is growing at a faster

e, he ce, offering opportunities to the
er operator ready to put his sales and
ent skills to work.

ma

¢\ Here again, few changes in plant and
“quipment would be necessary to accommo-
date this growing market. Mostly changes
must come in management and operating
procedures. Of course, as volume grows,
plant and equipment changes become necessary.

OPPORTUNITIES IN GPECIALTY. MEATS
There is a growing opportunity for locker

operators to expand into the manufacture and
sale of sausage and luncheon meats.

and V.D. Grubbs. Combining Kinds of Retailer Promotions, ERS 65,

ERS, USDA, Washmgton, D.C.,

September 1962.

9/ Burk, Marguerite C., Trends and Patterns in U.S. Food Consumption, Ag Hand-

book No. 214, ERS, USDA, Washmgton, 25, D.C., June 1961, p. 78.



Some revival of consumer interest in
sausage and luncheon meats not obtainable
at most supermarkets appears to»have_oc'-_
curred in recent years. Supermarkets that
have installed specialty meats and delicates -
sen counters have in general experienced
varied success. Departments actively pro-
moting these products operate with margins
of 30 percent.. Good operations/ run 4 per-
cent of sales. In addition, USDA figures of

- sausage and luncheon meats production in-
dicate substantial growth.

The 1955 Household Food Consumption
Survey indicated that luncheon meats; made
largely from pork and beef, represented
about 12 percent of all meat used. The
characteristics of certain classes of lunch-
eon meats make them ideal "convenience
foods" for working homemakers. The mar-
ket for such types of luncheon meats would
appear to be growing. Data from this same
survey for one week in the spring of 1955
showed that 65.9 percent of low income
families were using luncheon meats while .
79.2 percent of medium income families

were using them. v

Though‘there‘ are significant economies
of s‘cale in sausage manufacture, the special-
ty producer does not generally have to com-
pete on a strict cost basis which is more
generally the case with such products as
bologna, pickle loaf, minced luncheon meat, / -
etc. His profits are derived from the p@
duction of a specialty product he alone pro
duces and perhaps formulates. The su%—
ful appeal appears to be in offerlng é sp?m
~ly prepared, high quality produ ot\\ge%er-
' ally available in the supermarkg%} case.
In a specific Indiana case, a § [ayne. ounty
locker operator who had rq e ﬁau/gage and
luncheon meat off and on; ing less
“than 100 pounds per wee stimulated
into significantly increasing production and
- product line. At weekly volume levels of
~about 500 pounds, the majority of supply
moves within a few days. Product specifi-
cations call only for high quality materials.
Profit margin over material cost exceeds
100 percent.

A\’

Such items that are not readily avail- -
able in the supermarket case can find use, ;
in large quantities, by women's groups, L
family gatherings, and men's organizations
seeking "other than the ordinary" food dis-
plays. Wholesahng through retail stores

.and other meat markets offers potentlal for

s1gn1f1cant1y increasing volume. However,
as one successful operator points out, the
specialty sausage product can be the "draw-
ing card" for getting people to your plant.
"If you are considering wholesaling, first.
compare business lost at your plant by ‘
what you galn through 1ncreased volume by
wholesaling."

Operatlonal Hints on Sausage apd heon
Meats

1) Larger volume recﬁcﬁ}pe unit costs.
As with most productive- H;(ﬁgs/ses, the
volume of product handled bears directly on
the cost per unit of product produced. Given
a fixed amount o and equipment, the
greater the voli e-lower the per unit
fixed cost O%P gmon. Production should
continue to that pomt where cost of the last
add1t109a @gx‘oduced equals the price re-
ceived| or\t and this is at or beyond that
Vv ume\ e;fe constant returns per unit are
bser%g This is usually at an input level
Te average cost per unit is rising, not
wheré it is minimum. It should also be .

emembered that large equipment takes

\\\ pi’oportmnately less power than smaller
~—equipment and its initial cost is proportion-

ately less.

2) Greatest savings can be made through
the wise use of labor. As far as saving
money in the sausage operation, it is usual-
ly through lower labor costs that cost reduc-
tion is achieved. This can be accomplished
through lower wage rates or increased labor
efficiency. A Virginia study revealed that
the most efficient firm in the use of labor
was approximately twice as efficient as the
least efficient firm in the sausage kitchen. ~




3) It is generally a good rule to.pro-
duce a quality product.  An item of caution
is appropriate here. Stale trimmings pur-
chased "cheap' may prove to be the undoing
of the sausage operation. - The.odor may be
salted away, but quality is affected. One
such act may take months from which to -
‘recover. Sausage products are liked for
their taste and odor, but generally in mod-
erate amounts! - i,

4) A good sausage maker can be
trained in the.plant. There probably is
little need for a full-time sausage maker
in most locker plants. Evenso, he can be
‘trained in the plant. The plant operator
may want to learn to make sausage products
or luncheon meats using existing equipment.
Excellent professional technical help may
be secured from any of the better seasoning
manufacturers. Start with a basic formula
and add to it a few original ideas. Remember
to check local and state food and health laws.
Shelf life is one of the greatest problems in
the sausage business. A product may not
deteriorate on the store shelf,: but if it only
lasts a day in the consumer refr1gerator,
sales will skyrocket-—down.

5) Consumers \consider reputation
a paramount factor in store selection.
Lastly, test the product in the plant, and
in the home. Then actively promote and
merchandise the new product. Builda /

: A
reputation, the greatest factor used%% )

housew1ves in their store:selection !(c} ts.

Merchandising Sausage Products/

Merchandising the sau%§§ Broduct is
more difficult than its proﬁ /QtlQ <~ What
product is demande <1> \e”ar%a either exist-
ing or latent? What Seasonal de-

‘mands? How much be produced? At
what price and th h what outlets should

10/ Randell,

more common fresh meat itefr

the product be sold? "Usually it is better
to produce a few items and do an efficient
job than to manufacture a larger number of
items. Larger numbers of items mean
smaller batches and more clean-up. It
means more items to stock and sell and
possibly smaller, more costly deliveries".
10/ Give the customer adequate tlme for
selection. One study found that about one-

‘half the housewives mterv1ewed shopped at

only one store for the1r meat.

Sausage and table-ready meats can anc
do have great attraction as impulse items.
Miake them exciting! Locate them with the
Most
makers have not touched on;; e multitude of
sizes, shapes, varieties and s that can
help sell products. Us g:a\\g;;ation' Locate
sausage, table-ready meat and cheese to-
gether--they are cor /vits Remember,
many people have ot eaten many types of
sausage. In-store ples and demonstra-

tions are ec al and effective ways
to introduce a ne

ine and boost sales.
) ) J
~ CENTRAL MEAT PACKAGING

"”\sﬁegfral meat packaging for retailers

may‘ be a service that locker operators may
advantageously perform.

The meat department of retail food
stores represents about one-fourth of total
food store sales. Handling and overhead
costs in the meat department average ap-
proximately one-third of total store ex-
pense. At present, most supermarkets are
processing fresh meat at each individual
store into retail cuts that are weighed,
priced, and packaged ready for sale for
self-service refrigerated display cases.

C.G. Producing and Merchandising Sausage in Small Plants, Farm Credit

Administration, Clrcular C-150, USDA, Washington, D.C., April 1953, p. 9.
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.- In an attempt to lower the. cost of pro-
ceSgip'g_' a;/id packaging fresh meats, sever-
al operators have been experimenting with

- central packaging and distribution of meats.
This involves cutting, packaging, and pric-
ing fresh meats at a central location for
dist‘r'ib‘utioh,to retail stores, eliminating
the need for much labor and large invest-
ments in meat processing equipment at
individual butlets . Studies have shown that,
managed properly, central packaging can
reduce costs significantly to the retail
operator. )

Situations exist in which it might be
advantageous for a locker operator to con-
tract with several retail stores to do their
meat purchasing, cutting, weighing, and
packaging where such a situation is bene-
ficial to both parties. Much or all of the
needed equipment is presently available
with little or no capital expenditure neces-
sary for the retailer. Again, though the
potential may exist, past failures may be
traced to managerial laxity and the failure
to keep adequate records--the key toa
successful central meat operation., Con-
siderable analysis and planning would be
necessary, prior to embarking on such a
venture. 11/

THE MANAGEMENT FACTOR

7
The management factor has been men-'(

_activities). Past performance cannot be

ARG

vities, financial activities and production

measured simply by looking at cash on hand.
Records must be maintained and kept cur-

- rent: Keeping and using adequate records

is usually the one major element separating
the successful from the below-average
operator. ’

Records alone may not be a very
useful tool in analyzing your operation if :
they cover too broad a base. -Locker oper- v
ators should break down their income,
their costs and expenses on a depart-
mental function, or stage of operation
basis. 12/ Without such a breakdown little
can be done in assessing the px%ty,
of critical operations and/o é%g
causes. of trouble. Profit co: ution of
individual functions or si;aé,e) must be known

if correct management%haﬁs/is is to be
(( — :

applied. il
("

Records %@ be kept at least on ¢

a monthly basis so that trouble spots can'be %
quickly spp;t&xd/corrected. . '
Oy

//Ei\a\i\ﬁlé/iness so rapidly changing,
in/clucgz\g\d\gplining numbers and profit
nargin ,analysis of current business per-
ormarnce as well as future planning is a
e ‘/ity for survival. Without these de-

tailed accounts, planning the future course v

~of the business is an even more difficult

tioned several times as the guiding hand é\f\\\,,//“/‘task. The general economic trends cited

ing the physical operations of the pl int
a day-to-day basis, the good mané}{f pernds
time analyzing past performance and plan-
ning future business activity /(&a s.agti-
P AR LT A NS e
(2
N ) )
%

keeps a business going. Besides supe&{gi%

in these few pages coupled with your ac-
counting records should help toward that
end.

3

11/ Fora detaile% is of central meat processing see: Volz, M.D., and J.A.
roce:

Mars"_cTen, Ce'ntralis@ed

sing of Fresh Meat for Retail Stores, Marketing Research

Report No. 628, AM
12/ For a detailed

SDA, Washington 25, D.C., October, 1963.
scussion see: Dickens, R.L., Management Accounting for Frozen

Food Locker and Related Plants, Ag. Handbook 220, Farmer Cooperative Service, USDA,

Washington, D.C., October 1961.
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