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FIGURE 1. 

80 QUESTIONNAIRES WERE RECEIVED 
FROM 18 STATES. REACHING OVER HALF 
THE POPULATION OF THE UNITED 
STATES. 

FIGURE 2. 

POSITION AND EXPERIENCE OF THE 80 
MEN ANSWERING THE QUESTIONNAIRE. 
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Modern Trends in the Retail Ice 
Cream Store 

R. J. COOLEY AND w. H. E. REID* 

As a means of acquiring information in regard to methods of 
operation, costs, and other factors relating to the retail ice cream 
stores, a questionnaire was distributed to the representatives of the 
National Association of Retail Ice Cream Manufacturers during its 
annual meeting at Chicago in October, 1939. The data compiled from 
the questionnaires represent an interesting study of the present day 
retail ice cream stores and their relation to the entire ice cream in­
dustry. 

An investigation of exclusive and specialized retail ice cream 
stores (l)t located in 19 states was made in 1933 by the Dairy Prod­
ucts Institute. The facts presented were ascertained by investiga­
tion in the :field and included observations on packaged ice cream 
sales, store location, store arrangement, selling and operating methods, 
and actual reports on stores visited. 

The International Association of Ice Cream Manufacturers (2) in 
1935 made a survey of the number of manufacturer-owned retail 
stores and the increase in the number of retail manufacturers in the 
same territory by a questionnaire answered by 304 replies. It was 
found that the increase in company-owned stores parallels, but slightly 
trails, the percentage increase in retail manufacturers in the same 
territory. 

"How to Operate Retail Ice Cream Stores" (3) is an attempt to 
provide better accounting, control, and management in the retail 
ice cream store. 

SURVEY RESULTS AND DISCUSSION 
Figure 1 shows the states represented in this survey of 747 retail ice 

cream stores. The stores are located from the Atlantic Ocean west to 
the Rocky Mountains and from the Great Lakes south to the Gulf of 
Mexico. Over half of the population of the United States lives in the 
area of the eighteen states colored black. 

Figure 2 presents a classification of 80 men who operate these 747 
stores. 

Figure 3 indicates the newness of the retail ice cream :field. Seventy­
three per cent of the retail operators were not engaged in retailing 
ice cream eight years previous to this survey. 

*"The authors wish to express their appreciation to the members of the National Association 
of Retail Ice Cream Manufacturers whose splendid cooperation made possible this publication. 

tNumerals refer to "Bibliography" page 28. 
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The greatest increase in numbers of men entering the retail ice 
cream business occurred during the most serious phase of the recent 
depression. Business failures due to the depression made numerous 
vacant store sites available at low rentals. The result was the estab­
lishment of numerous ice cream stores where, on the basis of greater 
volume, larger servings and more flavors could be offered the public. 
The ice cream manufacturer also learned that he had control of the 
quality of his product direct to the consumer. Ice cream dispensers 
could be more closely supervised and trained because the management 
was there to sell ice cream. 

FIGURE 4. 
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Figure 4 shows the importance of the retailer. The circle on the 
left shows a 1933 estimate of the commercial ice cream gallonage sold 
by retailers. An analysis of the U. S. Census Bureau report for 
1935 shows 76.7 per cent of the ice cream sales as wholesale, and 
23.3 per cent as retail sales; with 11.8 per cent directly to households, 
and 11.5 per cent through company-owned stores. 

The trend toward retailing ice cream through specialized stores is 
in accord with similar developments in other businesses. In 1929, 
there were 23,000 confectionery stores in the United States; in 1939, 
55,000. Restaurants in 1929 numbered approximately 124,000; by 
1939, 251,000. This increase in numbers of retail outlets seems to be 
the new approach to volume sales and especially for purchases of ice 
cream. 

PAST, PRESENT, AND FUTURE IN TYPE OF RETAIL STORE 
Figure 5 shows that 612 of a total of 747 retail ice cream stores 

operate on a twelve months' basis. This fact suggests that the sum­
mer cone shop which was equipped to handle only cone and packaged 
sales is being replaced by more stable year-around retail outlets for 
ice cream. 

Figure 6 shows that 60 per cent of the retailers surveyed are op­
posed to summer cone shops. The second stage in the retail merchan-
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FIGURE 5. 
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dising is the operation of the complete dairy products store. Ice 
cream has a prominent place in these stores but is not so dominant 
as it is in the cone shops or in the third type of store. The fountain 
service store emerged from the second retail type of store. It i.s 
equipped with cone dispensing cabinets, display and package cabinets 
and complete fountain equipment with ample seating arrangements. 
This type of store concentrates its merchandising efforts on ice cream 
and ice cream products and may be successfully operated on. a year 
around basis. 
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FIGURE 7. 

PREFERENCE OFRETAIL COTTA6fSbBUSINESS SITES 
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Figure 7 suggests future trends in the type of retail ice cream 
store. The data show that 35 per cent of the retailers participating 
in the survey prefer the cozy, home-like, nicely landscaped, company­
owned retail ice cream cottage with parking space. 

FIGURE 8. 

\S THE RETAIL ICE CREAM STORE SUITED TO 
DUSINfSS DISTRICTS AsWettAs RESIDENTIAL AND 
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Figure 8 indicates that favored locations in business districts are 
also well suited to retail stores. However, the selection of a site de­
pends on conditions in the community. The metropolitan down-town 
shopping district is considered undesirable for a specialized ice 
cream store. In large cities the business subcenters and residential 
areas are preferable for the retail store. The 1933 National Drug 
Store Survey in St. Louis found that resident patronage offers by 
far the greatest possibility for ice cream sales and that packaged ice 
cream sales are ten times as important at neighborhood fountains as 
. .at .fountains in congested areas. On the other hand, the majority of 
. retail ice cream stores covered in this survey are located in cities of 
less than 50,000 population. Here, the business district is preferred. 
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The Transition Period 
Figure 9 shows that approximately half of the retailers reporting 

were also engaged in the wholesale phase (supplying dealer accounts) 
of the ice cream business. In the case of a diversified dairy plant, re­
tailing dairy products of the nature sold on delivery routes should 
widen the company's contacts for new business. The occasional 
shoppers may become steady customers on one of the company's 
routes if they are sold on the products. 

FIGURE 9. 
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Figure 10 shows that approximately half of the retail ice cream 
stores sell ice cream made from ice cream mix that was purchased by 
the company. 

FIGURE 10. 

DO STORES MAKE 01t BUY M lX ? 
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Figure 11 shows that fifty per cent of the ice cream production 

departments supply less than eight stores apiece with ice cream. In 
the majority of cases, retail operators found that eight to twelve 
retail outlets were necessary before it was economical for them to 
make up the ice cream mix and freeze it. It was found that retail 
organizations · included from one to 60 stores. 
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FIGURE 11. 

NUMBER OF STORES .SUPPLIED 
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Supplementary Merchandise Helps to Meet the Overhead 
Figure 12 shows that four out of five retail ice cream stores carry 

merchandise other than ice cream alone. These added lines of merchan­
dise like dairy products, boxed candy, luncheonette, sundries and 

J<'IGUJ\E 12. 
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delicatessen have been added to the stock gradually in an effort to 
operate the store profitably the year around. Seventy per cent of 
the stores .handling merchandise other than ice cream sell ·dairy prod­
ucts and half provide luncheonette service. 

Figure 13 groups the 747 retail stores by sales volumes. Only 56 
of the 80 questionnaires furnished data on the question of classifica­
tion. Fifty-five per cent of these stores do a volume of business 
varying between $10,000 and $25,000 annually. This volume is in 
accord with the average intake of about $18,000 for some 110,000 
soda fountains in the United States during 1939 ( 4). 
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FIGURE 13. 
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Investments, Leases, Rents 
Figure 14 gives the retailers' opinion of the minimum investment 

per retail ice cream store. Twenty-two retailers recommended the 
sum of $4,000 and 22 others out of the total of 66 suggested $6,000. 
In all, 67 per cent of these operators of 747 stores recommended from 
$4,000 to $6,000 as the minimum investment per retail ice cream store. 

Figure 15 shows that practically one half of the retail ice cream 
stores are trying out air conditioning in from 5 to 100 per cent of their 
stores. It was found that 60 per cent of the retailers ventured no 
opinion on what increase in sales volume might be expected as the 
direct result of store modernization by a new front. The 40 per cen~ 
who had experience with sales increases associated with thi11 im­
provement cited that an average figure would be about 20 per cent.' 
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FIGURE 14. 
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Figure 16 presents a classification of retail stores by lengths of 
leases. Three and five year periods appear most desirable and ac­
count for 60 per cent of the leases. In 14 per cent of the cases, the 
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FIGURE 16. 
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store sites were owned by the company so that leases were unneces­
sary. A comparatively new attack on the question of leases has un­
dergone preliminary tests in other retail enterprises. It is the so­
called percentage lease which merely means that the landlord shall 
be paid an agreed-upon percentage of the tenant's gross sales. 

Rents, Inventories, Parking Facilities, Store Reputation 

Figure 17 presents a classification of retail stores by the per cent of 
gross sales allowed for rental. Fifty per cent of the retailers gave 
definite figures which indicated that the average allowance for rental 
is in the range of 31/z to 5 per cent of gross sales. 

About 75 per cent of the retail ice cream store operators favor and 
recommend that the store and employees be protected by some system 
such as the Willmark Service System. These unannounced periodic 
checks on customer service, employee honesty and training serve to 
keep the organization alert. 

Only 57 per cent of the retail operators consider that they have 
provided adequate parking facilities for their patrons. This is an 
important matter inasmuch as 96 per cent of the patrons are "on 
wheels'' today. 

Ice cream retailers realize the value of specializing on one particular 
stock item to the extent that a community reputation is established 
for it. Seven out of every eight retailers considers his organization as 
''famous for'' such an item. 
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FIGURE 17. 
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Figure 18 presents a classification of retail stores by frequency of 
inventory. The interval between inventories ranges from daily to 
monthly. It was found that 31.2 per cent of the retailers took daily 
inventories, 26.2 per cent took weekly inventory, and 37.5 per cent 
made complete inventory only once monthly. 

FIGURE 18. 
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Seasonal Influence on Ice Cream Sales 
Figure 19 shows that ice cream production is affected by seasonal 

demand. Winter production amounts to only one fourth of summer 
volume. However, the fluctuation in labor used does not maintain a 
direct relationship with production because considerable employ­
ment is given during the slack production period. The efficient use 
of labor would be facilitated if greater winter sales were possible. 
One of the problems of the ice cream industry is to meet the question 
of seasonality in ice cream sales. Gains have been made in increas­
ing ice cream consumption, for in 1910 the per capita consumption was 
1 :04 gallons ( 5) as compared to about 3.00 gallons per capita today in 
the United States. 

FIGURE 19. 
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Figure 20 shows the average sale in the retail ice cream store by 
week days (6). The range in average sales was from 13.2 cents dur­
ing the first four days of the week to 18.1 cents for the week-end 
days. The average sale of ice cream or ice cream products, at 13 
St. Louis fountains (7) over the summer period ranged from 10.9 
to 17.5 cents and for the winter period, from 11.0 to 20.2 cents. The 
week-end increase in the average sale may be accounted for by the 
fact that sales of packaged ice cream are greater. 

The data further shows the increase in net profits possible if the 
average sale is increased by two and one-half cents or 27.17 per cent 
of the prevailing winter range in existing average sales. 
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FIGURE 20. 
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Figure 21 presents a solution to the problem of increasing the 
average sale in the retail ice cream store. This answer is peculiar­
ly adapted to the merchandising of ice cream because it was upon 
this adaptation that the retail store is economically justified. Through 
retail outlets the ice cream manufacturer maintains a direct contact 
with consumers. The retailer can train and closely supervise his 

FIGURE 21. 
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fountain operators. They are the ''front'' or contact representatives 
by which the business is judged. The data indicated that only about 
one out of ten retailers have provided a compensation stimulus 
in an effort to advance selling. The trend is toward increasing the 
average sale by encouraging the clerks to practice suggestive selling. 

The Store Manager 
Figure 22 classifies the retail stores by the methods used in com­

pensation store managers. Sixty per cent of the 747 store managers 
are receiving financial incentives in addition to a base pay. This ob­
servation suggests that an attempt is being made to pay store man­
agers for extra initiative that results in sales. If a similar effort were 
made to reward the clerks on the floor for suggestive selling, the retail 
sales organization would approach its potentialities. Besides increas­
ing sales, the morale is improved. 

FIGURE 22. 
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Figure 23 shows that women are considered by the majority of 
retailers to be responsible managers in the low to medium volume retail 
ice cream store. A great scarcity of capable men has developed and 
to meet this condition women have been employed behind the soda 
fountain. Incidentally, the standard of women's wages is somewhat 
lower than that for men in the retail ice cream store. 

Operating Trends in the Retail Ice Cream Store 
Figure 24 shows the makes of ice cream dishers that were being used 

in the retail ice cream stores included in this survey. Eleven differ-
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ent commercial dishers were mentioned '. by the retailers, although 75 
per cent of the retailers used one of three makes. 

FIGURE 24. FIGURE 25. 
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Figure 25 shows that there is a definite lack of uniformity in the 
size of ice cream cone servings. The size ranged from a single dip 
with a No. 30 disher to two dips with a No. 20 disher. Regardless of 
the weights involved, the consumer notices these extreme variations 
in the amount of ice cream for a nickel. The majority of retailers 
seemed to favor the double dip to the single dip cones. 

FIGURE 26. 

PR ICE STRUCTURES&.~ bNEARBY STORES 
50% 
35% 
15% 

t t t t t t tttt 
~ l l ~ ' . i ' - - = 

Figure 26 indicates that half of the retailers regard their price 
lines as higher than that of neighboring fountains. Perhaps they are 
justified on the grounds that the consumer expects higher quality in 
product, service, and related conveniences from the retail ice cream 
specialist (see Fig. 27) . 
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FIGURE 27. 
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Figure 28 shows that the retailers do not consider that the house­
to-house ice cream vender who visits the residential sections is taking 
over any material amount of the trade which normally would go to 

FIGURE 28. 
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the retail store serving that neighborhood. 'I'hey feel that he is out 
inviting new business. Actua1Iy, the vender is the retail ice cream 
store's sy1,,..tem of home delivery in some sections. 'l'hm;, in Figure 29 
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one obsc n 'es that only about 40 per cent of the stores maintain de­
d livery service in the area wl1ich they serve. Figure 30 shows that 
the majority of hom e dcliY i·y systems are maintained by a company­
owned car. 

11'JGU nE 3] . 

Figm· 31 pi ctnrcs a l1~l'Cn h ice cr am v nd 1· at the bas of the 
Ei ff l Tower in Paris, Fran re, on Bast i li e Day, 1938. 'l' il c attendant 
is seen dippin g two cones of ice cream which cost about t hree ents 
apiece. The metal b 11-jar n tit top o.E tbe two-whe led cart covers 
the ice r am. The ream was r freshing to thirsty cyclers but 
considerably below Amcr i an standards of quali ty. P r apiLa on­
sumption in Fr11ncc was one pint before the Second \Vorld '\Var began. 
Sin ce there are no soda fonnt11ins (as Americans know th m) in the 
European co untri es, ice r eH m sales are made hi fl y through such 
vend rs. 

Figure 32 shows that over half of the retail ers bcli cv that their 
winter carry-home sales o.E ice er am are great r tban th ir. summer 
sales. One third of th retail ers ar so located as to find that summer 
arry-homc sale. larger than their winter sales. The graph in Figure 

32 compares tb p r c nt of total sales arising from carry-home sales 
during the winter and summ r periods. Tbe lin repr senting the 
. umm r period is the on who e p ak is opposite the questionnaire 
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FIGURE 32. 

100 90 80 "X> 60 50 40 ~ ')[) 10 

ll#tltr3 CR.EDIT FROM 10% ~30% 
Of THIER SALES TO TH1S SOURCE 

19 

figure 25. Here it is observed that two out of every three retail ice 
crea-m stores that do a carry-home business in the summer months 
credit from ten to thirty per cent of their gross sales to this source. 
The line representing the winter period has two peaks; One is at the 
30 per cent of sales :figure and the second is at the 60 per cent of 
sales :figure which means that about 20 per cent of the stores fall in 
each major percentage classification. The need for more accurate 
accounting in retail ice cream stores is emphasized by the fact that 50 
per cent of the retailers were unfamiliar with the per cent of sales 
contributed from carry-home merchandise during the winter months 
and 30 per cent for the summer months. 

Eighty per cent of the retail ice cream stores which maintained 
systems of home delivery reported that ten per cent or less of gross 
sales were contributed by the home delivery system. The range be­
gan at one-half per cent of gross sales attributed to home delivery and 
extended to 20 per cent. 

Advertising Medias and Budgeting the Expenditures 
Figure 33 shows how the retailers evaluate nine leading types of 

advertising medias. The retailer's rating may be compared with what 
the wholesaler actually invested in the different kinds of media in 
the year of 1936 (8). Oft the retailer's side, it is noted that on the 
basis of novelties receiving· one'citation, point-of-purchase media was 
awarded eleven citations and the other nine media in proportion to the 
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FIGURE 33. 
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number of :figures following each media named. The very nature of 
the wholesale business calls for a different allocation as to kinds 
of medias used. This may be the reason for the wholesaler spending 
more of his advertising dollars for novelty and billboard advertising. 

FIGURE 34. 
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Figure 34 classifies the retailers on the basis of the optimum season 
for the majority of advertising expenditures. Fifty-one per cent of 
the retailers believe that the majority of advertising dollars would be 
more effectively spent during the seven winter months as compared 
to 40 per cent of the retailers who hold that the bulk of advertising 
should be done during the five summer months. Nine per cent sug­
gest that fifty per cent of the advertising budget be spent in each 
period. 

Selecting Advertising Appeals 
Figure 35 presents the table of advertising appeals that are listed 

in order of persuasiveness for 1939 ( 9). This table is arranged for 
all products and not for ice cream alone. The health appeal for all 
products of general groupings is more basic than the economy appeal. 



BULLETIN 420 21 

TJ\BLE OF ADVERTISING PERSUASIVE~ES5 
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Figure 36 shows the relative amounts of ice cream advertising 
dollars which were spent for each of the appeals listed in Figure 35. 
Seven basis appeals were emphasized in the ice cream advertising 
copy. They included, in order of importance from the standpoint of 
dollars spent for each, the appetizing appeal, quality of product, food 
value, healthfulness, convenience, firm's reputation, and the economy 
of the product. ( 10) 

Pacemakers in selling the dairy industry are proving that the future 
in advertising lies in consumer education. Although the average food 
dollar in the United States contains 26 per cent worth of dairy prod­
ucts, the milk and equivalents in average low-cost diets (11) in 
Chicago amount to only 12 cents as an average figure. By careful 
dietary planning and buying, much more healthful meals were pro­
vided on the same or less money as the family had been spending for 
food. In changing the diet, milk and equivalents were raised to 
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supply 29 cents of each dollar in the demonstration diet. This is a 
positive approach in advertising. 

Why Customers Are Lost 

Figure 37 shows why customers are lost by the retail store. (12) 
It was found in a survey of 1,483 retail stores that the human ele­
ment was responsible for two-thirds of the dissatisfied customers. 
High prices, operating methods, and quality of product were of con­
siderably less consequence in turning customers from retail stores 
than were the clerks and other company representatives. This fact 
emphasizes the importance of high grade personnel in the retail ice 
cream store. 

FIGURE 37. 

POOR. SAL.ESMANSH IP 
I iltllt/ll!ff?n<Je I 19noranae I /to.tt;'hbze55 li7sisienae 

POOR. SER.VICI:-
I eno1s §delays I irl<Jo/ 

HIGH PR.ICES 

SLIPSHOD METHODS 

POOR. QUALITY 

60% OF LOST CUHOMERS LEFT WITHINt1.eFIRST 
YEAR AFTER BECOMING CUSTOMER.S 

_,_Af.,;Wi:Jni/ &s!t Re9tsh Sun/ey 1,183 Sio;.1gs 



BuLLE'l'IN 420 23 

BIBLIOGRAPHY 

1. Exclusive and Specialized Ice Cream Stores, Spec'ial Investiga­
tion No. 318, Dairy Products Institute, The Olsen Publishing 
Company, 1933. 

2. Sommer, I-I. H., The Theory and Practice of Ice Cream Making~ 
Olsen Publishing Company, Milwaukee, Wisconsin. 'rhird 
Edition, page 534. 

3. Suttle, Robert, "How to Operate Retail Ice Cream, Stores", The 
R. H. Donnelley Press, Philadelphia, Pa., 1940. 

4. Chain Store Statisti'.cs for 193'?. Printers' Ink Monthly, Novem­
ber, 1938, p. 20. 

5. Bartlett, R. W., Increasfr1,g 111,ilk Conswrnpt,i:on. Illinois Farm 
Economics, March, 1940. No. 58, p. 330. 

6. Fountain Operator's Mam.wl, 1940 Edition. 
7. Handbook of Dairy Statistics, 1933 Edition, U. S. D. A. p. 64. 
8. Consumer Buying Ilabits, Curtis Publishing Company Drug 

Store Survey, 1939. 
9. "Related Selling as a Profit B'nildcr", Printers' Ink Monthly, 

April, 1940, p. 28. 
10. The Advertisfr1,g Dollar, Advertising .Analysis, International .As­

sociation of Ice Cream Mfrs., Sp. Bul. No. 54. p. 7. 
11. The Economy of Combinations of Dairy Products in Low Cost 

Adequate Diets. The Borden Company, Chicago. 1939. 
12. "Why Customers Are Lost", Better Retailing, National Cash. 

R,egister Company, Tenth Edition, 1937. 


	ageb000420p0001
	ageb000420p0002
	ageb000420p0003
	ageb000420p0004
	ageb000420p0005
	ageb000420p0006
	ageb000420p0007
	ageb000420p0008
	ageb000420p0009
	ageb000420p0010
	ageb000420p0011
	ageb000420p0012
	ageb000420p0013
	ageb000420p0014
	ageb000420p0015
	ageb000420p0016
	ageb000420p0017
	ageb000420p0018
	ageb000420p0019
	ageb000420p0020
	ageb000420p0021
	ageb000420p0022
	ageb000420p0023

