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RETAIL DISTRIBUTION: 1929

CHAPTER 1.—GENERAL SURVEY
OF RETAIL DISTRIBUTION IN THE UNITED STATES

INTRODUCTION

This is the first of three parts, comprising the volume
on retail distribution in the United States, published
as @ result of the first Census of Distribution, which
was taken as a part of the Fifteenth Decennial Census.
The data were collected in 1930 and cover business
activities of the year 1929,

After a trial census of 11 cities, in 1926, thig first
nation-wide census of retail distribution was taken by
complete field canvass in 1930 and reports the business
of the year 1929. Not only does it establish the
foundation for future censuses of this character, but
at the same time it provides a mass of data for current
use by retailers, wholesalers, manufacturers, publishers,
advertisers, and students of distribution. It is for-
tunate that the base or reporting year was 1929, for
no subsequent year to date would have provided what
might be described as & normal comparison between
the various kinds of business and between the States,
which is essential for the initial retail census. A
census in 1933 would measure the nature and extent
of the changes which a serious business depression
brings about, but thé 1929 figures provide a better
picture of the normal interrelations within the retail
field, relative costs of doing business and the nature
of commodifies sold, and are of maximum use in the
formulation of current business plans.

The final statistics compiled from the data collected
for 1929, were originally published in the form of
individual State reports, containing detailed informa-
tion for counties sand incorporated places, and a sum-
mary containing statistics for the United States by
States, as well as data for cities having 30,000 or mozre
inhabitants,

Scope of the census.—The three parts of this volume
contain information on number of stores, personnel,
pay voll, stocks, sales, operating expenses, seasonal
employment characteristics, credit businéss, receipts
from sale of meals, receipts from repairs and service of
automobiles, merchandise manufactured by retailers,
returned goods and allowances, country buying, retail
sales of manufacturing establishments and whole-
salers, sales to other retailers, forms of organization,
and sales by commodities. Whenever possible, these
data were classified by kinds of business, type of
operation, and size of establishment.

Part 1 presents all of this information summarized
for the United States, for the most part by States.
However, the greater portion of Part I is devoted to

the presentation of statistics relative to number of
stores, personnel, pay roll, stocks, and sales, by
counties and incorporated places (Table 13), and num-
ber of stores and net sales for counties and incorporated
places, by kinds of business (Table 14). These
tables have been consolidated in Part I for ready
reference, especially for those engaged in analyzing
the marketing organization and its operation in the
various areas of the country.

 Parts II and III present detailed statisties for the
individual States on all phases of the Retail Census
with the exception of the data contained in Tables
13 and 14, Part I, virtually comprising a combined
reprint of the individual State reports, omitting
Tables 13 and 14 for each State.

Retail distribution, as covered in this census, is the
process of purveying goods to- ultimate consumers
for consumption or utilization, together with services
incidental to the sale of goods. The function of the
retailer is primarily to anticipate the wants of the
consumer and to make available, at the right time
and at o convenient place, a reasonable selection of
goods capable of satisfying those wants, The dis-
tinguishing characteristic of a retailer is that the
business is done in n retail manner, in a place of busi-
ness open to the general publie. -

(@)—The census does not include wholly service
businesses, such' as laundries, dry cleaners, barber
shops, and the like, nor does it include the professions,
such as medicine and the law, nor does it include public
utilities, such as water, gas, and electricity. Some
semiservice businesses, such as garages, which sell a
substantial amount of merchandise in addition to
service, are included. In such cases the service in-
come is included in the same total with the sale of
merchandise, but is shown separately in later analyses
in this report.  (Table 9.) :

(b)—Bakerics, planing mills, power laundries, and
cleaning and dyeing establishments for many years
have been included in the census of manufactures,
and, therefore, they were not reported by the enumera-
tors as part of the census of distribution. Bakery-
goods stores shown in the retail reports are those
which do not produce their own goods, or which
produce them in quantities too small to be ineluded
in the census of manufactures. Lumber yards which
manufacture their own lumber and millwork are-like-
wise excluded, as are hotel dining rooms. - All of these
classifications, which have been excluded from . the

13
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vetail census, and which sell produets and service at
retail, are shown in Table 11 of this report.
(c)—Some stores report that they sell a certain pro-

portion, but less than half of their goods to other -

retailers. Such “wholesale” sales are included but
are shown separately in Table 10 of this report.
Similarly, some wholesale establishments report that
they sell a certain proportion, but less than half of
their goods, at vetail. These retail sales are not ex-
cluded from the wholesale census. This is an im-
portant consideration in some kinds of business, such
as hardware stores, where a storve that is popularly
known as a retail store actually may be doing more
than one-half of its business at wholesale and, there-
fore, does not appear at all in the retail census, . For
this reason Table 11C, showing the retail sales made
by wholesale establishments, has been included in this
report. . ;

(d)—Supply bouses, including artists’ supplies,
barbers’ supplies, and dental supplies, have been in-
cluded in the wholesale census rather than in the
retail censns except in a very few cases. So, too,
have most machinery dealers and dealers in iron and
steel products, leather and findings, and junk. Under-
takers are included only when their receipts include
the sale of funeral supplies.

Method of taking the census.—The Census of ‘Dis-
tribution was taken by enumerators who personally

visited each establishment engaged in retail trade and -

secured reports on the appropriate schedule forms.
In- the rural districts and places having less than
10,000 inhabitants, the field work was done by the
enumerators engaged on the Census of Population
and Agriculture. In cities having 10,000 or more
inhabitants, special enumerators were appointed. to
take . the Census of Distribution: Six  forms. .of
schedules were used to canvass establishments engaged
in retail trade. Copies of these schedules appear in
the appendixes. (See p. 980.)

Method of tabulation.—The retail schedules when
filled out by the enumerators were examined by the
supervisors in the field and forwarded to the Bureau
of the Census, Washington, D. C. Upon receipt of
the schedules by this bureau, a large force of trained
clerks in the Distribution Division were assigned to
the task of editing them to make sure that the items
had been properly entered on the schedules. The
-punch-card system of tabulation was used.’

How stores are classified.—The information in this
report is shown ‘under kind-of-business classifications,
and then according to types of operation. The busi-
ness classification, although usually related broadly to
the kind of merchandise carried, is not synonymous
with a merchandise or commodity classification. For
instance, grocery-store sales are not exclusively sales
of groceries; ready-to-wear stores sell accessories and

~ever possible.

sometimes shoes in addition to outer apparel; drug
stores sell many lines other than drugs; furniture stores
sell floor coverings and electric household appliances;
and department stores sell furniture. Stores are classi-
fied according to their principal commodities or accord-
ing to their popular designation. Types of operation
are principally independent types and chain types,
shown in detail in Table 5.

The complete classification list, based upon the kind
of business, contains approximately 250 separate
classifications, into which all returns are divided.
Each return is coded in accordance with its detailed -
classification. However, in some cases, particularly
in some of the smaller cities and in some States, it is
necessary to combine as few as 2 and as many as 20
specific classifications into o smaller number of what
are known as condensed classifications in order to
avoid revealing the figures of individual concerns in
the particular kinds of business in which only a few
concerns are engaged. The full list is used with few
exceptions in the State reports and for the cities when-
(Table 1.) However, in order to pre-
serve and maintain a uniform method of combining
the different kinds of stores, a condensed classification
groups the 200 and more separate kind-of-business
classifications into 59 condensed kinds. These 59.con-.
densed classifications are used as subheadings in all
tables in which the separate classifications appear,
thus malking it possible to combine the kinds of busi-
ness. 10p01ted for the States and larger cities into the
same groupings.

A later section is devoted to definitions of each of
the 59 classifications mentioned above, describing also
each classification contained in the complete list (these
definitions appear in the order in which the classifica-
tions are listed in the tables), and to a descmptlon of
the various types of operation.

Sales nearly $53,000,000,000.—In 1929, the busmess
year covered by this census, the known total sales at
retail approximated $53,000,000,000.

Of this total, more thfm $49,000,000,000 is the aggre-
gate of sales in the 1,543,158 retzul stores analyzed in
detail in this report; direct consumer sales. by manu-
facturers, including dyeing and cleaning establish-
ments, totaled more than $2,400,000,000; retail sales by
wholesalers amounted to nearly $700,000,000; and
meals sold in hotel dining rooms totaled $358,000,000
in addition to the restaurant sales included in the.retail
census.

In addition to the nearly $53, 000 OOO OOO total,
there is a large volume of supplies and equipment sold
by wholesalers to ultimate consumers for utilization
rather than for resale, sometimes called “end sales.”’
Receipts of - strictly service establishments are not
included. Bales by peddlers having no established
place of business, farm products sold direct from farms
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to consumers, and drugs dispensed by physicians are
not covered by the census. It is to be expected that
in many individual cases the sales of retailers who went
out of business during the census year, or operated
only seasonally during the year, were not obtained.

~ Below is a summary of all known sales at retail.
Further detail as to each item can be found in the
several tables to which reference is made herein:

NATURE OF THE BUSINESS Total sales (1820)

Total sales in all retail stores included in the Retail Census
Table 1) - oaoemamccammean

At(lditional milk-dealer sales {(developed by direct correspond-
ence sinee complelion of the field survey) (Table 11-E).......

$49, 114, 833, 269
129, 500, 822

40, 244, 154, 001

- 9,426, 016, 035
680, 817, 082

368, 301, 060

52, 718, 288, 208

Direct; consumer sales by manufacturers (includes power laun-

dries and dyeing and cleaning establishments) (Table 11-A)_.
Retail sales by wholesalers (Table 11-C)
Sales of meals in hotel dining rooms (Table 11~A) e wenmceraan s

STORES ANALYZED BY SIZE OF BUSINESS

With more than 1,543,000 stores and total sales of
$49,114,653,269, it would appear that the average store
does an annual business of about $32,000. The fact
is, however, that only about 22 per cent of the stores
do that much business. More than 75 per cent
of the stores sell less than $30,000, but the com-
bined sales of all such stores are 25 per cent of the
total. ILess than 25 per cent of the stores do 75 per
cent of the retail business of the country.

. In extreme contrast, 25 per cent of the total business
is done by 1 per cent of the stores, each of which
does more than $300,000 of business annually.

More than 43 per cent of: the stores do a business of
less than $10,000 each, and their aggregate sales are
5.69 per cent of the total.. The 50 per cent of the
stores having the smallest sales do only 8.6 per: cent
of the total business, an average per store of some-
what less than $5,500 annually. The average per
store for the remaining 50 per cent is $58,000 annu-
ally, and their aggregate sales 91.4 per cent of the
total. : =

One-half of stores do 8.6 per cent of total business.—
For brief analysis, the stores of the country may be
considered in two great classes, each embracing more
than 770,000 stores. No one of the very small stores
in the first group does a business exceeding $12,000
annually, and the averageis about $5,500. The second
group starts at $12,000 and includes 2,059 stores which
do an annual business of more than $1,000,000 each,
with a few stores exceeding $35,000,000 and one close
to $100,000,000. The average sales per store of this
second group of 770,000 stores is -$58,000 per
annum. '

- A store doing $12,000 of business can make a modest
living income for its proprietor, provided the proprietor
(1) works in the store in lieu of a paid employee, (2)
knows the business and can sélect and sell merchandise
with average ability, and (3) has a sufficient' amount
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of his own capital invested to cover the average invest-
ment in merchandise fixtures, and accounts.. The
latter is essential because there is insufficient margin
in a $12,000 business to cover interest on borrowed
money, and because enough working capital is neces-
gary to take advantage of every available cash dis-
count and maintain a sound credit standing with the
stora’s sources of supply, whether they be wholesalers
or producers.

Analyzing a $12,000 store.—In most kinds of busi-
ness the gross margin on a $12,000 volume of sales
ranges between $2,500 and $3,500, and the average
does not exceed $3,000.  That is, the cost of the mer-
chandise which must be replaced as it is sold is about
$9,000, and $3,000 is left to cover all expenses.

- About $750 of this $3,000 is required for insurance,
taxes, repairs, and upkeep of premises, light, heat,
power, communication, sometimes a little advertising
in one form or another, and other essential and un-
avoidable operating expenses, before taking into con-
sideration the largest items of expense, which are pay
roll and rent. Rent averages more than 4 per cent of
sales, or about $500 a year for a business doing $12,000.
It makes little difference in this expense whether the
premises are leased, and the expense is actually in the
form of renf, or whether the premises are owned by
the proprietor and the equivalent of rent must be met
in the form of fixed charges, depreciation, and interest.
More than 72 per cent of the total business in the
country is done in leased premises. ' :

The $500 for rent and $750 for essential operating
expenses leave a margin of about $1,750-for pay roll
and a possible profit. A store doing $12,000 of
business requires at least two sales people; If the
proprietor and members of his family are competent
to serve in this capacity, it is possible for them jointly
to realize from the business a total incomse of the full
$1,750. If the proprietor alone works in the store, he
must reinforce his own services with the services of
one full-time employee and usually one part-timer.
The proprietor then realizes, for his own services and as
profit on his working capital, only that partof the $1,750,
which is left after paying the wages of his employees.

It is evident, therefore, that even an efficiently
operated $12,000 store can provide but a limited
wage for any of the people employed in it, whether
they are employees or members of the family or the
proprietor himself. o S
- Of the 770,000 stores in the first bracket (those doing.
$12,000 -or less) only a few approach the $12,000
figure. - The average is only about $5,500 per store;
419,000 do a business of less than $5,000 each, with an
gverage of less than $2,500 per store. I

Three classes of very small stores.—There ig little
provision for wages in- the operation of these
very small stores, unless a considerable part of their
receipts is for repairs or service. They may be divided
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roughly into three classes; stores selling merchandise,
but which are merely secondary activities of their
proprietors; those which sell services as well as mer-
chandise; and, finally, those which are hopeless and
exist only until their meager capital and credit are
consumed in expenses.

The first class are often operated (1) to give employ-
ment to individuals otherwise incapable of employ-
ment, whose living expenses are met from sources
other than store earnings; (2) to obtain wholesale
prices on supplies (usually foodstuffs and clothing)
used by the proprietor’s family, the proprietor being
primarily engaged in other activities; (3) to sell the
products of the farm or dairy or manufacturing business
in which the proprietor is primarily engaged; (4} to
occupy the spare time of the proprietor and/or mem-
bers of his family who are primarily occupied otherwise
or are employed in highly seasonal occupations.

The second class of stores able to operate on a very
small volume of sales are largely personal service
businesses in which merchandise sales are incidental,
such as automobile paint shops or repair shops or
caterers, or they are small delicatessen stores or lunch
counters or refreshment stands or other similar kinds
of business, in which the margin normally required for

 preparation or conversion or serving of the basic
commodities of sale is necessarily a substantial pro-
portion of the final sales dollar. * By doing all of the
work personally, the proprietor often can realize
enough margin from a $2,5600 business of this kind to
equal the wage he could earn by performing a part of
the same services in a larger business.

Although the 419,378 smallest stores do only 2 per
cent of the total business of the entire 1,543,158 stores,
and one-half of all the stores do only 8.6 per cent of the
total business, it does not follow that stores of less
sales volume than $12,000 per year, or less than $5,000
or $2,500, are necessarily losing enterprises or
are economically unjustified.  They offer little harmful
or unfair competition to other stores. Except when
they are operated by incompetent proprietors who
depend entirely upon the sale of merchandise in the
same form in which it is bought, these very small
stores can survive. Certainly they perform a useful
service in increasing the number of contact points
between commodities and consumers, making both
merchandise and service more readily available.

On the other hand it is pointed out that the cost of
wholesale distribution fo these smaller retailers is
excessive. It is contended that when they are scat-
tered and hard to reach they increase the wholesalers’
selling expense, that the cost of handling their small
orders is almost as great as the cost of handling large
orders, that the credit risk is greater and collections
are slower, and that altogether their business is
unprofitable to the wholesaler. . The fact remains that
they continue in business year after year and that the
wholesalers continue to sell them.

RETAIL DISTRIBUTION

Why very small stores can survive.—Competition
in the retail business is severe, and as to any kind of
merchandise there is just enough margin between the
average purchase price and the retail price to cover
the necessary operating-expenses of the average store.
Stores making a profit are those which can purchase
below the average price or can operate below the

average ratio of expense.

The very small retailer

who is merely turning over goods bought in the same
form in which they are sold is restrained by competition
to about the average selling price, unless he operates
in noncompetitive neighborhood locations or in hours
when competing stores are closed. But there is noth-
ing except his own ingenuity and sound credit standing

to hold down the cost of the goods which

he must

purchase, and nothing but his own ability to hold

down operating expenses.

Every mistake in buying or in selling, and every ex-
pense incurred, necessarily must be met from the slim
margin between the selling price and the replacement
cost of the goods, when nothing but merchandise is
sold, But when the selling price includes a margin
for processing or converting the goods into a form
other than that in which they are bought, or when the
income consists of the sale of services primarily and
supplies incidentally, the business provides a much

larger margin for the services of the proprietor.

The

heavy mortality in small stores comes from the other
class—those who depend solely upon the sale of mer-
chandise in the same form in which it is bought.

The other 50 per cent of stores.—The 771,607 stores
constituting the other 50 per cent, each doing an
annual business of more than $12,000, with average
sales of $58,000, transact 91.4 per cent of the total
retail business of the country. Summarized briefly,

there are:

2,069 stores with annual sales of more than $1,000,000 each and

' total sales of m——

4, 524 stores with aonual sales af $500,000 ta $1,000,000 each and
total sales Of . oo e

8, 467 stores with annual sales of $300,000 to $500,000 ench and total

111 IS

12,066 stores with annual sales of $200,000 $o $300,000 each and total

sales of.

216, 000 stores with annual sales of $12,000 to $20,000 each and total
SB10S Of . tomeeccmcmmmaan

$6, 061, 841, 000

3, 080, 040, 0D0
3, 192, 534, 000

3,121, 806, 000

. 6,780, 586, 000

8, 745, 541, 000
6, 748, 325 000
4, 200, 105, 000

3,010, 000, 000

771, 807 (50 per cont of all stores and 91.4 per cent of total sales)

44, 890, 778, 00D

A store doing $200,000 or more of business annually

is a large store.

There are 28,016 such stores (1.82

per cent of the total number of stores) and they do

31.47 per cent of the total business.

These larger

stores are more prevalent in the Pacific Coast States
and the Mountain division than elsewhere in propor-
tion to the total number of stores in each such division,
with the West North Central, South Atlantic, and
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South Central divisions much below the average.
Interesting comparisons, by States and by geographic
divisions, are contained in Tables 4C and 4D herein,
while Tables 4A and 4B show comparisons between
the various kinds of business for the United States
as a whole,

TYPES OF OPERATION

Heretofore there has been almost no attempt to clas-
sify stores as to type of operation except to distinguish
between so-called independents and so-called chains.
. However, no such simple demarkation coincides with
known facts and the attempts in that direction have led
to confusion.

Much of the confusion arises from lack of uniform
definition of terms. What one person may mean by
the term ““chain’’ is not conveyed to others with the
same oclarity, and local stores often are classed as
chains which are not chaing at all and have none of
the characteristics of chains.

What constitutes a chain.—A chain is a group of
reasonably similar stores in the same kind or field of
business, under one ownership and management, mer-
chandised wholly or largely from central merchandising
headquarters and supplied {from one or more distribut-
ing warehouses or directly from the manufacturer on
orders placed by the central buyers. Mere ownership
is not the distinguishing feature, and there are many
financial mergers of stores without central merchandis-
ing or buying which are not chains. Change of
ownership does not necessarily change the methed of
operation, and as long as stores continue to plan and
buy independently they are independents as far as
type is concerned.

Nor does an independent proprietor become a chain
operator if, in lieu of adding to the size of his store, he
adds one or two bhranch stores and continues to manage
and merchandise them as if they were all under one
roof. The stores become a chain only when mer-
chandise planning and buying are centralized apart
from the stores, and a warehouse or other central
point or points are employed to accumulate and
distribute merchandise to the stores.

For the retail census it has been necessary to set
an arbitrary limit of three stores beyond which an
independent proprietor is classified as a chain operator,
simply for the reason that the individual returns on
which the census is based do not reveal whether
multiunit stores are centrally merchandised or not. .If
data on this point were fully and uniformly reported,
it would be possible to distinguish between chaing and
multiunit independents even beyond the arbitrary inde-
pendent limit of three stores. In the census, however,
all groups of four stores or more are classified as chains
except a few local branch systems, which are groups of
small suburban and neighborhood branches which have

been developed around a dominant downtown parent
store and which are merchandised from, and largely
supplied from the stocks of, the parent store.

The principal types of operation shown in the
census are:

Single-store independents,

Two-store and three-store independents.

Local branch systems (operated from a dominant
parent store).

Local chains (four or more local stores, centrally
merchandised),

Sectional chains (with stores in more than one
city but entirely within one geographic divi-
sion or section of the country).

National chains (with stores in more than one
section of the country).

Other types of lesser importance are listed in Table 5
and are defined on page 38. ‘

Relative sales importance of chains.—Nearly 80
per cent of all stores are single-store independents, and
they do 64.11 per cent of the total business. Multi-
unit independents do 8.84 per cent of the total, and
local chaing account for another 6.71 per cent. These
two local multiunit types, sometimes described as
““unchained chains,” together aceount for 15.55 per
cent of total sales, which is considerably more than
the total sales of all sectional and national chains.

The sales of sectional chains amount to 4.46 per cent,
and sales of national chaing amount to 8.06 per cent
of total sales.

Unusual types of operation.—In most cases the
remaining types of operation could be classified also
as independents or as 'chains. They are separately
shown to emphasize the greater significance of the
methods of operation-which they represent. The two
most important are mail-order houses (catalogue
business only) and manufacturer-controlled chains.

Selling from catalogue aggregates $515,237,2345,
slightly more than 1 per cent of total sales. The retail
stores of so-called mail-order houses are not included
herein but are classified properly as units of national
chains.

Manufacturer- controlled chaing replesent the effort
of manufacturers, either separately or in groups, to
sell their products directly to the public through their
own stores or sales offices. Typical of the commodities
thus sold are some plumbing fixtures, typewriters,
some electrical appliances, tires and tubes, shoes,
automobiles and other products usually in the nature
of specialties which, for one reason or another, the
manufacturer believes he can market directly to the
public to better advantage than through established
retailers. The census includes 3,431 units of manu-
facturer-controlled chains with total sales of $389,618,-
089, or about three-fourths of 1 per cent of total
sales,
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~Direct selling (house-to-house) accounts for less than
one-fifth of 1 per cent of total sales, or less than
$100,000,000 in the entire country. Hucksters and
peddlers with no fixed place of business often could not
be located by the field enumerators. Could these ad-
ditional sales have been recorded they would have
added substantially to this $100,000,000 reported.” In
the few kinds of business which employ the direct-
selling type of operation almost entirely, such as direct
sellers of brushes and brooms, aluminum ware, coffee,
tea, extracts and perfumes, the expense table shows, by
the high expense ratio of such business classifications,
that this type of operation is as costly as that of es-
tablished stores which could sell the same merchandise.
The census shows 1,661 establishments classified as
direct-selling. These are the local sales offices out of
which the erews of canvassers work, About 31,000 peo-
ple are employed, with average earnings of $1,071 each.

Utility-operated retail stores, of which there are
4,053, engage primarily in the sale of appliances which
consume gas or electrical energy generated by the
utility companies which own and operate the stores.
Most of the $163,000,000 of total sales represents the
sale of electrical and gas household appliances includ-
ing refrigerators, ranges and heating appliances. It is
by no means the total sales of such appliances. . This
type of operation has been growing in relative im-
portance. It originated before the World War, at a
time when the power companies felt that there was
lack of interest and apggressiveness on the part of
retailers in the sale of power-consuming household
appliances. There is no present trend on the part of
the utilities toward the discontinuance of their retail
stores, although their operating expenses-appear to be
higher than those of other stores which sell the same
appliances.

Industrial stores (commissaries) are separately clas-
sified' because primarily they are not operated for
profit but rathér as a convenience to industrial estab-
lishments and’ their employees Their combined sales
are $115,583,000. T

Leaged departments.—Leased departments are sec-
tions of a store managed and merchandised, not by the
proprietors or operators of the store itself, but by
outside operators, who may be independents or chains.
It is to be expected that many leased departments
operated by individuals were not identified separately
from the store in the census, but 596 such operations
are included in which less than 3,000 people are
employed, and which have combined sales of nearly
- $25,000,000. In addition there are leased-depart-
ment chains which operate 3,675 such departments
and do ‘a total business of $129,702,000. The great
majority of these leased departments are in apparel
and department stores, and to a lesser extent in food
markets. At least the two largest national grocery

chains are now operating leased grocery departments
in the stores ‘of two of the largest department store
chains. There are three millinery chains which
operate millinery departments in hundreds of apparel
and ‘department stores throughout the country, and
beauty shops are operated similarly by at least six
national chains. .

All of these miscellaneous types of operation, how-
ever, account for but a small proportion of the total
sales of ‘the country. Principal types are: Single-
store independents, 64.11 per cent; multiunit inde-
pendents, 8.84 per cent;local chains, 6,71 per cent; and,
sectional and national chains, 12.52 per cent.

KINDS OF BUSINESS

For almost any commodity desired, the retail pur-
chaser has a choice of several kinds of stores in which
he or she may make the purchase. The habits and
preferences of consumers as to the kind of store in
which they elect to malke their purchases vary greatly
in different cities and in different sections of the
country, and vary as to the commodity or article or
service.

There is no constant or uniform relationship be-
tween the sales of a given kind of store in com-
parison with any other kind of store in different citics.
They vary greatly between cities of the same size,
between suburban towns.and towns of equal size
which are not within the zone of influence of & large
city, and even more do they vary between cities and
rural areas. Hence thers is little value in estimates
which have been made in the past, enlarged from:small
samples based upon the situation in some one ““ typical ”
city, because there is no such typical city.

. 'The habits and preferences of the buying public are
the controlling factors in determining :the kind of
stores where given commodities: are sold, and the
relative sales volume of different kinds of stores.
These habits and preferences are influenced by price
policy, credit facilities; delivery and other customer
services, aggressive advertising, reputation for fair
dealing’ and satisfactory quality, convenient location.
of the store, store hours orlength of the business day,
popularity of the proprietor, lpcal civic and political
consideration and sometimes exclusive sale of popular
branded lines, such as automobiles or tires or electrical
appliances.

In some places, f01 instanee, country geneml stores.
sell more foods than do the strictly grocery stores.
In some cities, combination grocery-meat stores have.
become as large distributors of fresh meats as are: the-
specialized meat markets, In many cities the de-
partment stores are increasing their sale of furniture.
faster than are the furniture stores, and their aggres-
sive promotion of apparel, radios, and electric house-.
hold appliances has made them formidable competi--
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tors of specialized stores in those lines. In other cities,
department store sales are far below the average ratio
and often they have not developed the sale of special-
ties with the success shown by specialized stores.
- All stores are classified according to the principal
commodities which they sell, or according to their
popular designation. They are then brought to-
gether into a small number of major groups. The
primary lines of merchandise are usually indicated by
the name of the store, such as drug store, furniture
store, grocery store or shoe store, but related lines may
be of a nature far removed from that indicated by the
- store name. Each State report carries a table showing
the nature of the commodities sold by the various
kinds of stores so far as data are available, and the
relative sales of each commodity. Because of the
related commodities, the relative sales importance of
the store groups can not be made to coincide with the
relative sales importance of commodities.

The food group, for instance, does 22.07 per cent of
the retail business of the country, hut food as a com-
modity is more nearly 30 per cent of the total. A
small part of the 22.07 per cent of food store sales is
not of food, but on the other hand at least one-half
of the sales of country general stores, most of the
sales of the restaurant group and some of the sales
of other kinds of stores are sales of food.

The restaurant group (restaurant and other eating
places) does 4.33 per cent of the retail business of the
country. The total is divided about equally between
restaurants providing full table service and other
eating places with varying degrees of service or none
at all. These other eating places, in the order of their
popularity as measured by sales, are lunch rooms,
cafeterias, lunch counters, fountain-lunches, -refresh-
ment stands, soft-drink stands' and box lunches.
Lunch rooms combine table service and counter
service. Sandwich shops are classed as lunch counters,
because of the absence of table service. Automats
are classed as cafeteriag,’ _

In addition to the regular eating places, there i is an
increasing sale of fountain drinks, ice cream, and
lunches in variety stores, drug- stores, cigar stores,
department stores and some kinds of food stores.

Beside meals the restaurants sell bakery produects,
candy, ice cream, fountain drinks, and tobacco prod-
ucts in increasing proportions.

The automotive group does 19.58 per cent of the
retail business of the country, but this also includes
related commodities. On the other hand, such auto-
motive equipment and supplies as tires, accessories,
gasoline and oil are sold by variety stores, department
stores, hardware stores and many kinds of country

stores which operate gasoline pumps as an adjunct to
their principal business.

The general merchandise group, which does 13.12
per cent of the retail business of the country, consists
of department stores, dry goods stores, variety stores,
and stores selling & general line of merchandlse with-
out particular emphasis on any one class of commodi-
ties. Department stores sell 7.95 per cent of the
national total of retail sales, variety stores 1.84 per
cent, dry goods stores 1.35 per cent, other general mer-
chandise stores 1.07 per cent and the sale of general
merchandise by mail amounts to 0.91 per cent of total
retail sales.

The apparel group does 8.63 per cent of the retail
business of the country. Only a small proportion of
this is from the sale of commodities unrelated to the
apparel fleld, but a great amount of apparel is sold
by other kinds of stores, especially those in the Gen-
eral Merchandise Group. The principal stores in the
apparel fleld are men’s stores, women’s specialty
stores, shoe stores, and millinery stores. There are‘22

classifications in all.

The furniture and household group does 5.61 per
cent of the retail business of the country, of which the
furniture store ratio is 8.07 per cent. The sales ratio
of stores specializing in-the sale of electric and gas
household apphances is 0.77 per cent, and that of
radio stores is 1.15 per cent. In both instances, the
commodities from the sale of which these specialized
dealers derive most of their business are also sold in
large quantities by other kinds of stores. About one-
half of the stores specializing in the sale of electric and

"gas household appliances are owned and operated by

public utility companies, prim&rﬂy to promote the
greater use of apphances wluch increase the consump-
tion of power.

'Of general stores (country), less than 3}2 per cent do
as much as’ $100,000 of business per year, and 64 per
cent do less than $20,000 annually. Usually they
are small general stores selling food and general -mer-
chandise, or food and elothing, or food and dry goods;
usually located in small towns and rural areas. Some-
times they are operated in cities, in which case they
are often located in sparsely settled neighborhoods or
on the outskirts. Seldom. are these stores depart-
mentized, nor are records kept of their sales by
commodities; Few were asked to supply data as
to the proportion of their business which represents
the sale of food and the value: of other commodities
which they sell. - From fragmentary data it appears
that the food proportion varies from about 40 per cent
to 70 per cent. Commodity breakdowns obtained
from 424 country general stores in all parts of the
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country, with aggregate sales of $48,512,000, show
considerable variation but the average is as follows:

- COUNTRY GENERAY, STORES
COMMODITY With gro- “;ig‘f gro- ng-gg"'

cories 1es, orie
and dry clothing, [and gan-
00d§ and eral mer-
& apparel |chandise
Per cent | Per cent | Per cend
Groceries t . oivenennen 60,3 51,0 42.4
Meats and fish R 7.0 10.5 12,2
Dry 200ds and noHODS. ..o oo eeeeeeemmeemeeas 20,4 12 7.8
Moen’s clathing and furnishings. _..ocoocumeneoo. L5 18,8 7.4
‘Women's apparel and ac008501188. o eecvnnananne 2.7 9.0 4.0
BhO0S. e e 4.0 6.2 4,4
All other merchandise 2. coeveceeeununan 3.5 4.3 22.0

! Includes also bakery goods, confectionery, fruits, vegetabies, ice, milk, and
bottled beverages. -
"% Hardware, furniture, drugs, toiletrles, smokes, feed, conl, and gasoline,

The lumber and building group does 5.34 per cent
of the total retail business of the country. This group
consists of lumber yards selling principally at retail,
building material dealers, electrical shops, heating and
plumbing shops and paint and glass stores. Allied
with: this group, but separately classified, are hard-
ware and farm tmplement stores which do 2.5. per cent
of the total retail sales. ‘ '

- These two groups border on the field of supply-and-
equipment dealers. The supply-and-equipment field
is the borderline between retailing and wholesaling,
in that although such dealers sell to the ultimate con-
sumer for utilization rather than for resale, the busi-
ness is done in a quasi-wholesale manner. The stores
and dealers included in the retail census are those

which report that the greater part of their business is

done at retail and that they are regarded in their
trade as retailers. Other dealers who are popularly
regarded as refailers, especially many lumber yards
and hardware dealers, are included only in the whole-
sale census because their reports show that more than
one-half of their business is done at wholesale. The
lumber and building group includes only those dealers,
therefore, who ‘are primarily retailers. Others who
do.a large proportion but not one-half of their business
ab retail are reported in the wholesale census, which
also shows the proportion which is done at retail.
Farmers’ supply stores, as a group, do 2.29 per cent
of the total retail business. There are 10 classifica-
tions, inecluding principally seed stores, - fertilizer
dealers, harness shops and feed stores. Many feod
stores also sell coal and groceries.
- Drug stores do 3.44 per cent of the total retail
business, of which one-third to one-half is the sale of
drug commodities and the balance is fountain sales,
tobacco products, candy, books and miscellaneous mer-
chandise. Chain-store competition has popularized
the sale of an ever increasing list of related commodi-
ties, even in independent drug stores, and the stores
are attracting more and more of such business because
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of their long hours and convenient locations, Con-
trary to general belief, more than 50,000 of the 58,258
drug stores are single-store independents and only
18% per cent of the total business is done by chains.
Of the chain store proportion, nearly 40 per cent is
done by local chains which operate all of their stores
in and around one city, and are strictly local enter-
prises. ‘ : '

Coal, wood, and ice dealers do 2.06 per cent of the
tobal retail business, and this proportion varies greatly
in different sections of the country. It varies pri-
marily because of climatic conditions, but also because
of two other factors. Oneis habit and the preference’
of consumers as to where they find it most convenient
to buy these commodities. The other factor is the
degree of acceptance of electricity, gas and oil burners
in place of coal and wood, and mecheanical refrigerators
in place of ice. '

There are no national chains in' this field, but of
19,118 places of business 1,401 are units of sectional
and Jocal chains and such chains do 18% per cent of
the total business.

Jewelry stores do 1.09 per cent of the total retail
business of the country, in 20,000 stores. Of this
number 837 are installment jewelry stores, who base
their appeal primarily upon ease of payment by means
of long-term installment credit. These stores do 17%
per cent of the total jewelry store business at an ex-
pense rate only one point (3 per cent) higher than that
of the old-line jewelry stores.

Chains operate only 370 jewelry stores and do 6.4
per cent of the total jewelry store business, most of
which is in the installment field.

All other kinds of stores not included above do 4.71
per cent of the total retail business. The book store
ratio is 0.24 and the cigar store ratio is 0.83. « The
ratio of florists sales to total sales is 0.36, news dealers
0.31, office and store appliance and equipment dealers
0.66, and secondhand stores 0.3. A detailed list of
the other kinds of stores making up all but 0.63 of the
total of 4.71 per cent may be found in Table 1 of this
summary. Classifications so combined in the sum-
mary, aggregating 0.63 per cent of total sales, may be
found elaborated in the Connecticut, Massachusetts,
and Ohio reports, which provide a basis for a further
breakdown of this item in other State reports.

FORMS OF ORGANIZATION

T

The four forms under which all stores are organized
are sole proprietorships, partnerships, corporations,
and cooperative associations. In retail census reports
the first two are combined under the classification of
proprietorships, signifying stores operated by their
owners whose compensation necessarily depends upon
the earnings of the stores. Proprietors are reported
separately from employees, and their drawing ac-
counts are not included in the pay roll. In lieu of
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the amounts of drawing account which they reported,
many of which were fantastic in proportion to sales
and which afforded no sound basis for computation of
operating expenses, there is added in the census reports
a wage value for proprietors’services. This wage value
is computed on the basis of the average annual wage
peid to full-time employees in the same kind of busi-
nees, in the same State.

The stores which are organized as proprietorships
constitute 84.07 per cent of all the stores and do 51.4
per cent of the total business.

The corporate form of organization covers 15.77 per
cent of the stores, and these stores do 48.23 per cent
of the total business. Practically all of the chains are
corporations, as are a majority of the larger independent
stores.

Negro proprietorships, or stores operated by Negro
proprietors, are classified separately at the request of a
number of organizations of colored people.  In each
State report the number and sales of such stores are
shown. -In all States in which there are enough such
stores to justify analysis, a further table is added which
shows the stores classified by kinds of business.

There are in the United States 25,701 stores operated
by Negroes, and their sales aggregate $101,146,043.
The principal classifications are:

Grocery stores.

Filling stations.

Restaurants and lunch rooms.
Cigar stores and cigar stands.
Drug stores.

Another form of proprietorship which is shown sep-
arately is that of oriental mutuals. This classification
includes all stores which could be identified as stores
operated by Chinese or Japanese proprietors. Many
oriental mutuals report scores of names as proprietors.
For the purpose of this census the number shown as
proprietors has been scaled down to a figure in propor-
tion to the sales of the store. The largest number- of
oriental mutuals in any State is in California, and the
Californis report includes an extra table analyzing such
stores accordmg to kinds of business.

v~ There are in the United States 3,865 stores classed as
oriental mutuals, and their sales awgregate $88,578,405.

RETAIL OPERATING EXPENSES

The average cost of doing business as shown by
the expense figures reported to the census, is $24.83
per $100 of sales. . If an interest return is to be allowed
on the store’s capital invested in merchandise, fixtures,

 and accounts receivable, an interest rate of 6 per cent
would add 1 to 14 per cent to the 24.83 per cent. A
margin for profit, which averages less than 2 per cent,
brings the total to about $28 per $100 of sales, the
remaining $72 bemg the net cost of the goods Whlch
are sold. :

This is a brief summary of the average situation
throughout the country. Of this expense, 57 per cent
goes for wage cost and about 16 per cent for rent, or
the equivalent of rent in the case of owned premises
(for about 28 per cent of the total business is conducted
in owned premises). The remaining expense goes for
advertising, supplies, heat, light, power, communica-
tion, travel, taxes, insurance, interest on borrowed
money, repairs, and depreciation (or its complement,
which is the cost of modernization). Delivery and the
extension of credit are functions or customer-services
involving two or more of these natural expenses,
including wage cost.

Expenses vary greatly with different kinds of busi-
ness, and so does the proportion of the sales dollar
which is required to replace the goods sold. Expenses
also vary considerably in different sections of the
country, as shown by comparison of State averages,
and they increase with the size of the city.

Although the average expense ratio is 24.83 per cent
of sales, one-half of the business is conducted at a lower
ratio and one-half at a higher ratio.

The major groups provide a broad measure of the
variation in expense. The lowest expense of any
group is that of country general stores, with an average
ratio of 13.59 per cent. The food group is second with
19.5 per cent. The automotive group follows with
22.06 per cent. The ratio of the lumber and building
group is 25.99 which iz followed closely by that of the
general merchandise group; 26.81 per cent. The
apparel group averages 30.64 per cent, the furniture
and household group averages 32.51 per cent, and the
restaurant group averages 40.04 per cent. - The “other
stores’” group averages 27 per cent and includes such
classifications as hardware stores with 26.63 per cent,
drug stores 27.1 per cent, news dealers 27.09 per cent,
cigar stores 27.9 per cent, book stores 32. 46 per cent,
and jewelcy stores 85.5 per cent. -

Group' averages, which must bo very: general at
best, as is- true of all expense averages shown in the
census reports, do not show the extreme variation
which exists between different kinds of stores, or
why some retailers can operate at a ratio as small as 11
per cent while others require more than 50 per cent.

The variation depends largely upon the factors of
value of the unit of sale, extent of conversion or proc-
essing, or the addition of service, individual attention
required in selling, technical or popular knowledge of

the merchandise, cost of delivery, installation and

maintenance, degree of specialization of the linescar-
ried, - proportion. of related commodities sold and effi-
ciency of management. Merchandising and buying
efficiency, although having a slight effect on expense,
affects mainly the margin between selling price (which
is fixed largely by competition:of the most efficient
stores) and the cost of goods sold, by reducing the
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latter. 'This margin is known as the maintained or
realized margin. It is not a part of expense, but pro-
vides the fund out of which all expenses must be met.

Ratios under 15 per cent.—Feed stores selling feed,
flour, grain, and sometimes coal, groceries and farm
implements, operate at a lower average expense than
any other kind of store.” The average expense ratio
for feed stores is 10.82 per cent, fertilizer dealers 11.07
per cent, feed stores selling groceries 12.13 per cent,
snd feed stores selling coal 13.23 per cent. Grain
elevators which sell grain at retail operate at 8.78 per
cent. , v

Principal reasons for the very low expense of feed
stores are: Low value and low rent of sales premises
(rent-averages about 1.2 per cent of sales), minimum
of advertising and selling salarios, practically no de-
livery and large unit of sale. The business has dis-
tinct seasons of heavy sales and many commodities
are delivered directly from railroad sidings. Credit is
an important service rendered to their customers by
feed stores, and the average account runs longer than
that at most other stores. Feed-store expense is
strong evidence in favor of the conclusion that retail
credit, properly managed, is not additional expense
but is offset by savings in other directions. There is
strong evidence -of this in the expense ratio of othe
kinds of stores as well. y :

General stores -constitute the only other store
classification whose expense ratio is less than: 15
per cent of sales, These general stores average 13.59
per cent expense, or 25 per cent more than feed stores,
Rent averages 1.47 per cent, which is also nearly 25
per cent, higher than feed stores, for better store plants
are required, in better locations. The unit of sale is
much smaller and more attention of salespeople is
required. Usually these stores do very little adver-
tising, but & large part of their business is on credit.
The work in the stores is divided: almost equally be-
tween proprietor-owners and employees. Seventy per
cent of the premises are owned by the stores which
operate therein. :

Ratios between 15 and 20 per cent.—There are 14
kinds of stores which operate at an expense rate be-
tween 15 per cent and 20 per cent. A study of these
stores and their characteristics throws much light on
the question of what are the elements which make for
low-cost operation of retail stores. ‘

The lowest-cxpense classification in the group is
that of combination grocery stores (grocery stores with
fresh-meat departments). The average ratio is 15,78
Per cent of sales. It is significant that the grocery
store ratio is 17.36 per cent while that of meat markets
is 18.96 per cent. Another kind of combination store,
that of meat markets with groceries, operafes at an
average ratio of 17.21 per cent. The combination
grocery store ratio, however, is. lower than that  of
either the straight grocery store or the meat market.

An underlying reason for this analogy is the effect
on expense of the low cost of selling related merchan-
dise. " In this case, meat is a related commodity.

Most customers enter the stores for groceries, and buy

meat because it is more convenient for them than to
go to another store for meat. In the same way these
stores have developed large sales of fresh fruits and
vegetables, dairy products, and bakery goods. Typ-
ically the combination grocery store to-day sells about
2% per cent of bakery goods, 6 per cent of fruits and
vegetables, 17 per cent of meat, and 15 per cent of
milk, ice cream, and dairy products in addition to 55
per cent of canned goods and other groceries.

Only about one-third of the combination store busi-
ness is done by chains, but most chains in the grocery
field have developed the combination kind of store,
either entirely or in part. In spite of the fact that
these stores handle a great number of small transac-
tions, with the average sales check less than 50 cents,
and that many of the stores extend short-term credit
and make deliveries, the nature of the commodities,
the fast turnover of stock and the advantage of selling
o large proportion of related merchandise (which
typically sells with less sales effort and at a lower
expense than primary commodities) make the com-
bination grocery store onme of the most economical
distributors of food in the retail field.

The general merchandise store with foods operates
ab an expense ratio of 16.17 per cent. It compares
closely with some kinds of country general stores,
except that usually it is located in the larger towns
and in the cities, and sells more general merchandise
than groceries. General merchandise stores without
food departments operate at an average expense ratio
of 21.66 per cent and partake of the nature of small
department stores. Army and Navy goods stores are
another form of general merchandise stores and operate
at an average ratio of 24.98 per cent. As a rule they
sell the lower priced lines of clothing and furnishings,
apparel and accessories, bedding and blankets, house-
hold supplies and ecamping and sporting goods. They
should not be confused with stores of other kinds which
advertise membership in a bhuying club known as an
Army and Navy stores association. :

Another low-expense business is the sale of automo-
biles. Although used-car dealers average 21.76 per
cent of sales as expense, néw car dealers average 17.71
per cent. The latter sell new cars and trucks pri-
marily, but also such used cars as have been traded in
on new-car purchases, The automobile dealer who
also sells farm implements operates at an even lower
ratio of 16.18 per cent. The reason for the difference
between this classification and that of automobile
dealers is primarily the increased cost of doing business
in larger cities. Most automobile dealers who also
sell farm implements are located in comparatively
small cities and towns, whereas a large proportion of
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automobile dealers in the main ' classification are
located in large cities and in the suburbs of such cities.
The cost of business increases with the size of the city.
Another factor to be considered, but of less importance,
is the fact that many dealers who sell farm implements
carry little stock, selling l&rgely from sample and
catalogue.

One reason for the relatively low cost of selling auto-
mobiles is the size of the unit of sale. Another is the
custom of requiring purchasers to pay a high rate of
interest on deferred payments and the cost of insurance
against loss by reason of fire, theft, and defalcation.
The result of this. custom, which originated in the
automobile field and is limited almost entirely to that
field, is that the dealer can transfer the installment
contract, and the premium which he collects from pur-

chasers, to an outside finance company and be relieved |

of all expense incident to deferred payments. Thus
he enjoys many of the advantages of doing a credit
business on virtually a cash basis of expense, with the
additional advantage of ‘sales in large units. Off-
setting those expense advantages somewhat is the cost
of conditioning, demonstrating, and maintaining the
cars before sale, and any repairs which may be required
during a guarantee period. The loss on trade-ing is
not s part of expenso, but is considered a cha.rge agamsb
the gross margin on sales.

Slightly higher in expense ratio, but still under 20
per cent, are farm implement dealers who are classified
separately as to those selling farm implements, ma-
chinery, and equipment, or those selling farm imple-
ments and hardware. The former operate at an
average ratio of 17.04 per cent; while the latter average
18.86 per cent. Both ratios are amply explained by
the nature of the business and the factors recited
above as applicable to similar kinds of business.

Egg and poultry dealers operate at a low expense
ratio, averaging 17.09 per cent. This highly spe-
cialized business has an expense advantage over dairy
products stores, which also sell milk, butter, cheese,
ice cream, and other products in addition to eggs and
sometimes poultry A popular location for egg and
poultry dealers is a stall in a food mmket Most of
the sales are for cash.” ' '

- Dairy products stores operate at an average ratio of
19.82 per cent. The business is largely for cash and
deliveries are rare. The average rent of these stores
is 8.22 per cent of sales. Milk, ice tream, butter, and
cheese make up the bulk of sales. In comparison,
milk dealers report an average rent of only 0.83 per cent
but their expense ratio averages 30.87 per cent because
of the high cost of delivery and the small unit of sale.

Mail-order' apparel houses also operate below 20
per cent, the average ratio bemg 19.23 per cent. ‘This
compares with an average ratio in general merchan-
dise mail-order houses of 22.84 per cent. ' Both apply

“each $100 of sales for necessary expenses.

to catalogue business only, and if the same companies
also operate retail stores, such stores are separately
clagsified. These ratios are typical of the cost ‘of re-
tail distribution by mail. The reason for the decline of

- meail-order distribution involves problems of merchan-

dising and the promotion of sales, rather than expense.
With the exception of lumber dealers who also sell
hardware, which is a kind of business classified sepa-

- rately. from dealers in lumber and building materials,

the above are all of the kinds of business which operate
at an average ratio less than 20 per cent. Lumber-
hardware dealers average 19.66 per cent although
dealers in lumber and building materials average 21.62
per cent. Delivery and handling of bulky materials
constitute a large item of expe‘nse in both lumber-
dealer classifications. - -

Ratios over 20 per cent. ———The great bulk -of retail
business is conducted at expense ratios between 20 per
cent and .34 per cent (the average is under. 25 per
cent) but there are 56 classifications besides. those in
the restaurant group which require more than $34: of
In: most
instances the reason is not extravagance but, like the
restaurant group, it includes the cost of conversion of
goods from one form into another plus a high propor-

~tion of selling or repair services.

Since competition in all retail fields is intense, it is
evident that the average expense ratio in any kind of
store is the measure of the essential cost of operating
a typical store in that field. Stores are in competition
not only with other stores in the same business but also
with stores in many other kinds of business, with
stores in other cities and with other magnets attract-
ing the spendable dollar, such as entertainment, recre-
ation, travel, education, and savings. What the
customer spends with the retailer is what the customer
is willing to spend for the merchandise and service
which the retailer provides, in free compemmon Wlth all
other calls on the customer’s dollar.

Most commodities are available in several qualities
of material and workmanship, and each store tries to
offer merchandise of the quality ‘and: at the price
which "its customers prefer, together with whatever
services the customers desire and are willing to pay
for. ‘This free play of selection between thousands of
retailers and their customets, in all parts of the country,
is reflected in the average expense ratlos shown in
Table 2 of this summary. * !

ngh-expense ratios and their causes.—-Bus1nesses
which require a high expense ratio may be divided into
séven groups according to the underlymg reason for the
expense. "
- First aré those businesses which mclude in then'
operating expenses the cost of -conversion or parial
manufacture of the commodities sold.  What they
sell is different from what they buy, and the change or
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conversion involves expense. - This expense is really a
part of the cost of production and should increase the
cost of merchandise rather than the expense of selling,
but there is no way of segregating the one from the
other because many of the same people and faclhmes
are engaged in both functions.

The restaurant group is a good example. EVery
eating-place classification in this group is a high-
expense business and the average ratio for the group
exceeds 40 per cent. The raw foods cost 50 to 60
cents per dollar of sales, but about 25 cents more is
required to convert these foods into the form in which
they are served as meals. There is no sharp line of
demarkation between the cost of preparation and the
cost of serving. Both are included as expense, so
that the ratio averages more than 40 per cent whereas
the “selling” or serving expense is more nearly 15 per
cent. Iven in restaurants with a high quality of
table service the serving expense is low because of the
custom of tipping or the giving of gratuities to waiters,
which results in shiffing that expense from the res-
taurant to the consumer,

-Other businesses which show high expense ratios
because of the element of conversion or partial manu-

facture are the following:
- Average °

expense
. ratio
(per cent}
Candy stores and nub sH0reS - veeueac e meise e ic———e oo a8, 40
Bakery goods stores, in¢luding small hakerles which produce and sell their

OWR ProdUEES. o e m e e m e 36,06
Caterers (high conversion cost and high serving €ost) - oo v eecaoerme oo 38,68
Picture and pieture framing stores..... 48,30
Awning and banner dealers (mostly made to m:der) .......................... 41, 87
Lamp and shade Shops. ool ool - 40,82
Glass and mirror shops (eutting, Atting, TePair) - oee o i cean 44, 52
Printers and Hthographers oo oo oo 51,15

Monument and tombastone works (making ﬁnished stonas to order, fromrough
BOCKS) o e e e mcenm s ma e e e e e e e e e m 41,88
Milllnery shops (see next PArAEIADPH) . ms e s e oo ecmc oo e e 13.76

- Millinery shops are included above because of their
high conversion costs in the process of converting
shapes and trimmings into finished hats and in retrim-
ming and altering. A large number of millinery shops,
however (proportion unknown), buy their hats finished
in the same form in which they are sold. Regardless
of alteration or conversion costs, selling expenses are
high in millinery shops because of the nature of the
business. Millinery is .a high-style commodlty, fe~
quiring a range of selection in colors, sizes, and shapes
as well as material and price. It requires careful
merchandising, expert selection, and fast-moving stocks
as well as skillful selling. The unit of sale is good,
but customer selection is slow and business is sporadic,
requiring a high grade. of sales people without being
able to Ikeep them fully occupied. Rent is high, aver-
aging 15 per cent, because (1) good locations in the
heart of the retail district are preferred and (2) many
mﬂlmery shops operate as leased departments in wom-
en’s apparel stores and department stores. There are
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several chains of such leased departments, many of
them operating on a national scale.

The second group of hlgh-expense businesses - con-
sists of those in which repair service predominates over
the cost of supplies used in connection with such serv-
ice. Since service, or labor, constitutes the main
element sold, and since the cost of such labor appears
as expense rather than as cost of goods, the expense
ratio may be as high as 50 or even 60 cents of the
dollar of gross incoine,

Body, fender, and paint shops, for instance, have
an average expense ratio of 60.82 per cent; radiator
shops, 58.65 per cent; repair garages, 44.58 per cent;
battery and brake repair shops, 41.80 per cent; harness
shops, 39.63 per cent; bicycle shops, 87.64 per cent;
and shops selling both bieycles and motor eycles, 35.17
per cent. It will be noted that the higher the pro-
portion of merchandise sold the lower is the expense
ratio. Aircraft dealers are in somewhat the same
classification at present, because sales of aireraft are
infrequent and much income is derived from repair
and service operations and instruction. The average
expense ratio is 39.58 per cent. Later, if aircraft
become much more popular and dealers are disasso-
ciated from the operation of airports, aircraft dealers
will be in an expense bracket more nearly comparable
with that of automobile deslers because of the high
unit of sale and other elements paralleling those now
applicable to the automotive field.

A third group in the high-expense field is made up.
of those kinds of business wherein the unit of sale is
small and the retailer is required to make daily or
frequent delivery over long routes. The milk dealer
is a good example. Retailers of bottled beverages
face the same expense problems, with average expenses
of 46.10 per cent. Ice dealers also have this high de-
livery cost with low-unit sales, and their average ex-
pense ratio is 43.17 per cent. ‘

Another high-expense business requiring expensive
delivery is that of dealers in single building materials,
such as cement or sand or building stone. The basic
materials which they sell are relatively cheap if they
could be used at the point where they are produced
or quarried, but every operation required to move
them to the dealer’s yard, to unload and store them,
to weigh or measure them, and to deliver them to the
user is cumbersome. and expensive, often requiring
special equipment-and the use of power. In spite of
the fact that the unit of sale is relatively large and that,
the dealer has little need for expensive location -or
means of protecting his stock from the elements, his
average expense ratio is 42.51 per cent.

Closely parallelling- this third' group is the. fourth
group of businesses, selling commodities requiring ap-
plication or installation or fabrication for which a high
proportion of skilled labor is added to the prime cost
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of the commodities in the process of selling. This
group consists of the following:

Average
expense
ratio
(per cent)
Drapery, curtain, and upholstery dealers. .moeeemcrrcocccccmrecamncnawr ammman 37,566
Btove and range dealers.... -
Roofing dealers..euacaneaaz

Electrical shops. .
Electric household applianco dealers.
Heating appliance and oil burner dealers
Plumbing shops..eaceennan
Paint and glass stores..... .
Trrigation and drainage SUPDIY A60IOrS.muummme oo cac e rrmmamc e mm o
O O O B8 . e et irn c ek adm e m e s am—hn e an
Custom tallors_.....
Drossmakers. - ..o.oooc

There are other hlgh-expense businesses which sell
service primarily which would be classified with serv-
ice businesses if the census had covered the service
fleld. One is the parking garage and parking lot selling
supplies as well as the service of parking. Their aver-
age expense ratio is 52.28 per cent, of which rent alone
is 26.40 per cent of income. Fully 40 per cent of their
receipts, however, are from the sale of commodities,
mostly gasoline and oil, Another business is that of
conducting circulating libraries. Those which also
sell books are included in the census, and their expense
ratio averages 44,12 per cent.

There are at least two business classifications in
which all or most of the dealers included are using the
direct-selling or house-to-house type of operation. In
each the cost of selling is more than 50 per cent of
sales. The merchandise is sold in the same form in
which it is bought, and none of the elements described
herein as causes of high expense exist except that of
low unit of sale. Aluminumware is retailed in this
way at an average expense ratio of 52.96 per cent, and
brushes and brooms are similarly retailed at an aver-
age ratio of 52.04 per cent. .

The last group of high-expense businesses can not
be included in any of the previous groups for the rea-
son that the justifieation for their high expense is not
as capable of clagsification. Some of them at least
have developed selling practices that are unnecessarily
expensive, Others pay higher rent or higher selling
salaries than the commodities may watrant. With-
out further comment here, the businesses in this last
group are listed below:

 Average

expense
(pezfl cent)
Meon's hat 8HOPS.. oo iavnmnn [ O .| ¥ - |
Fur shops. cceana. ... 83.85
Utnbrella Shops.. .. covemacaevncsnnneenmmmmanennan v mamar————mm—n 89, 86
Musleal fnstrument dealors (without radio) .. ..cemeeweoscocmncaamraasiane- 40, 88
Radio-musical instrument Aealers. .o ccevanmmecomcenamenamcmaiadommmaman - 85.98
Clgar stands (not elgar 8L0T08) . meemmaucmncaan . - 42,46
Florists. ... fen - : ; : - 43.40
Arxt and gift shops_...... ... 88,87
Novelty and s0uvenic ShoPSaceceaccmremamracocessnannsusmmnmnn . 38.17
Jowelry atores... ..+86,88
Installmoent Jewelry 810108, - cammacmnmreecnecumnnrmar e aaen e e e e . 86.30
TUZZAZE SOPS..« - - ememsemmmcxmmnsssammomaemmam e emsmnnaummmnaannn e 35,01
Dealers In accounting and legal forms..... : 35.86

Office and ators mechanical apPHANCE AORIOrS . eeenewenrmn e ccmnn e mnaanne 38,71
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Average
expense .
ratio
. " {ver cent)
Typewriter dealers - 42,24
Dealers in antique and used furniture-- ... .o--. 48.80
‘Women's exchanges (homemade foods and Nan@ieraft) vasu e caecwamoooee. 86,09
Hecondhand stores (average for the group). . 43,06

Comparisons by States—Although the average ex-
pense ratio is 24.83 per cent, there are 7 States in which
it averages less than 21 per cent. Some but not all of
these are also the States in which rental cost is much
below the average. They are Mississippi with an
average expense ratio of 18.66, Arkansas 20.06,
Vermont 20.14, South Dakota 20.41, North Dakota
20.71, New Mexico 20.81, and South Carolina 20.98
per cent. In 8 other States the ratio is under 22 per
cent and in 9 more it is between 22 and 23 per cent.

Although the average rent ratio is 4.17 per cent,
there are 7 States in which it averages less than 2.75
per cent, In order, they are Kentucky with 2.11 per
cent; Vermont, 2.21 per cent; South Dakota, 2.49
per cent; Mississippi, 2.60 per cent; Kansas, 2.68 per
cent; Arkansas, 2.72 per cent; and North Dakota,
2.73 per cent. In 10 other States the rent a,verages
less than 3 per cent of sales.

EMPLOYMENT, WAGES, AND SEASONAL VARIATION

Retailing normally employs the services of more
than 6,000,000 people and pays in wages approxi-
mately $100,000,000 per week. The average annual
payment to full-time employees is $1,312. The pro-
portion of part-time employees to total employees is
13 to 14 per cent (depending upon the season of the
year) and the greatest total variation in employment
between the season of maximum employment (Decem-
ber 15) and that of minimum employment (April 15)
is 7 per cent. Men constitute 68 per ‘cent of total
employees and women 32 per cent.

Number of retail workers.—The number of people
engaged in retailing includes not only those working
full time and those reported as part-timers, but also
such proprietor-owners as are actively engaged in the
operation of their stores. There are 3,833, 581" full-
time employees included in the census, 676,559 part-
timers and 1,510,607 active propr1etor-owners, a total
of 6,020,747 remll workers,

_ 'The food group reports the highest number, with
19.79 per cent of the United States total. Of the
1,191, 698 employed by the storés of this group,
468,301 are plopnetors Other groups are the auto-
motive group, with 15.43 per cent; the general-mer-
chandise group, with 14.54 per cent; the restaurant
group, with 10.41 per cent; the apparel group, with
8.37 per cent; the furniture’ and household group, with
5.37 per cent; the luinber and building group, with
4.74 per cent; and country general stores, with 4.31
per cent. All other retail stores account for the
remmnder, including such important classifications ‘as
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hardware stores, drug stores, jewelry stores, farmers’
supply stores and coal-wood-ice dealers, the figures for
which are shown in Table 1 herein.

Total wage cost—Total wage cost consists of pay
roll to  employees and wage-compensation to pro-
prletors The amount paid out to employees is fixed,
and is reported in Table 2 as pay roll. To arrive at a
comparable basis for proprietors’ compensetmn, the
average salary. paid to full-time employees in the
same kind: of business in the same State was used as
the . basis of computemon The amount shown as
proprietors’ compensation is intended only to cover. the
wage equivalent of the employees whom they displace.
Many concerns reported no actual salaries paid to
proprietors and others reported fantastic amounts out
of all proportion to sales. The uniform basis of wage-
value was adopted instead. ‘

The total annual pay roll of all stores, éxclusive of
proprietors’ - compensation, is $5,189,669,960 or ap-
proximately $100,000,000 per week. : The wage-value
of proprietors’ services, computed .on the basis de-
scribed above, totals $1,822,890,369, whloh is used in
lieu of the arbitrary drawing accounts of such pro-
prietors. The total wage cost is $7,012, 560 329 or
14.28 per cent of total sales. ;

This wage cost varies considerably between dlfferent
kinds of business, the higher costs reﬁecung both a

hlgher wage scale and a greater propor tion of service |

in compauson with the value of actual merchandise
sold. Thers is a pertinent discussion of this subject
elsewhere in this section” of the report, under the
heading “Operating expenses” (p 21).

The proportion of wage cost to totel sales varies
also between different parts of the. country, partly be-
cause of the difference in the cost of living and partly
because of competltlon with various industrial activ-
ities which result in competition for desirable labor
and hence higher wage scales. Mississippi, with an
average wage cost of 11.41 per cent, provides an ex-
treme contrast to Cehfornm with 15.51 per cent, or
Illinois and the Dlstnet of Columbm ‘with 15. 2 per
cent, MlSSlSSlppl also shows Lhe lowest average
annual wage of $1,017 in comperlson Wlth $1,506
in New York and $1,483 in New Jersey. Nevada
shows a still higher average of $1,593. That wage
scales alone do not control wage cost is shown by the
fact that California, with the hlghest wage cost, does
not pay the highest average wage, and that the District
of Columbia reports a lower everage wage ($1 373)
than many States whose average wage cost is much
less but whose eompensamon per employee is hlgher

- Seasonal variation.—Séasonal comparisons of em-
ployment are limited to t.he seasons represented by the
four reported dates of Aprll 15, July 15, October 15,
and December 15. For the retezl 1ndustry as & Whole,
the extreme variation between the year's peak of em-
ployment in December and the lowest reported season

is 7 per cent, expressed in percentage to the yearly
average. In many kinds of business the seasonal
variation is much greater and would increase the

| average variation but for the fact that the peaks in

some flelds coincide with the minimum requirements
in other fields.

The food group and the restaurant group show an
extreme seasonal variation of 3 to 4 per cent, in con-
trast to 11 per cent in the apparel group and 27 per
cent in the general merchandise group. The peak of.
employment in the automotive group is in the summer
months, which are least active in many stores. The
extreme fluctuation in the general merchandise gr oup
is largely the result of the holiday season peak in
Deeember, end of the more generel use of pmt -timers
m busy seesons _

Table 3A in this report shows seasonal data by kinds
of business. A similaxr table in each State report shows
comparative State data, disclosing’ some significant
differences between different parts of the country,
which are also disclosed in part by a comparison of
State averages in Table 3B herein. -

Data by sex.—Classified according to sex, 68 per
cent 'of all employees are men. Of part-time em-

" ployees, 63 per cent are men, indicating that in em-

ploying part-timers a larger proportion of women are
used than the full-time proportion. This is due to the
kinds‘of business which employ part-timers as a regular
means of meeting the needs of sales peaks, as will be
shown by a study of Table 8A. Of proprietors, 91
per cent are men, the only exceptions to the male
majority being millinery shops, infants’ wear shops,
and art and gift shops. Women’s exchanges are oper-
ated almost entirely by women. About one-half of
the women’s ready-to-wear specialty shops are man-
aged by women. There are many kinds of business
in which women employees outnumber men two to one.

RETAIL CREDIT

Oredrt sales exoeed one—thud of the total sales of all
stores in the United States, Stores which sell éntirely
for cash do 35 .per -cent of the total business. The
remaining 65 per-cent is done by stores which extend
some credit, and the figure includes both credit and
cash sales.

.In the stores which extend credit to their customers,
the credit sales constitute about one-half (52.69 per
cent) of such stores’ total sales. This is equivalent
to 34.29 per cent of the total sales of all stores, includ-
ing those which sell entirely for cash. This 34.29 per
cent includes both open-account and installment credit.

Thus, approximately one-third of the total business
is done by stores doing all of their business for cash,
one-third is cash business in stores which extend credit,
and the 1eme1nmg one-third, or about $16,820,000,000
annually, is credit business in such stores.
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. Proportion of credit to total sales.—The 65 per cent
of the total business which is done by credit-granting
gtores is summarized below: .

Por cent

Per cont
of total of total
number sales of
of stores | all stores

‘Btores which do up to 10 per centb of their business on credit.
11 to 20 per cent on credit
21 to 30 per cont on credlt
31 to 40 par cent on Creditacamencmamciniamnacn e aam e
41 to 50 per cent on credit

prproD
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51 to 60 per cent on credit - R 3 62 6. 56
61 to 70 por cont on Credite . caneinccmaneninannanen 3.85 6,37
71 to 80 per cent on eredit.e. .. coucnoinee i 4,02 6. 63
- More than 80 per cent on eredit. . __________ 6,01 14,88
50, 22 85,
-All-pash stores. — 49.78 34, 8;
' ’ 100. 00 100.00
As explained elsewhere, the term ‘““retail credit’”

means credit extended by retailers to their customers.
Some retailers, purtlculmly automobile dealers, use
outside finance companies to carry their ‘deferred-
payment accounts. The proportions above apply only
to credit extended by retailers.

Installment credit.—Because of the lack of com-
plete data, no tabulations were made of the total
amount of installment business. A test run of all
data for five States, selected to represent five widely
seattered sections of the country, indicates that install-
ment sales are approximately 13 per cent of total sales
and that open-account sales are approximately 21 per
cent of total sales. This is on the basis of credit
reported as having been extended by retailers. In
addition, there was probably $1,500,000,000 of financ-
ing of retail installment purchases by finance compa-
nies. Whether any of thisis duplicated in the approxi-
mately $6,500,000,000 of installment credit indicated
by the above o-Statc test-as having béen extended by
rotailers is unknown.
in 1029 installment credit extended by retailers totaled
close to $6,500,000,000 in addition to that financed by
outside finance companies, and that open-account

credit totaled about 10% billion dollars ($10,290,000,-

000).
Outstandings.- ———Accounbs outstandmg on the books

of retailers at the end of 1929 were not reported but ‘

are believed to have been about $5, 220,000,000, of
which $2,280,000,000 would represent the apprommate
balance of open accounts and $2,940,000,000 would
represent the outstandmg balance of mstallment ac-
counts. The total is apprommately equal to the total
amount of currency in circulation. These accounts
were paid in due course during 1930 with a loss of less
than 1 per cent, Other accounts were put on the
books, and they in turn were duly paid, with little
loss to retailers even in the difficult period which fol- |
lowed. The balance outstandmg on open accounts

It is probable, however, that

turns about four times per year, and that on install-

" ment accounts turns at least twice per year, each time

in the form of new business. Consumers have pro-
tected their credit and have continued to keep their
credit accounts in satisfactory condition throughout a
period of general business depression.

Personal credit records maintained continuously,—
To conduct and safeguard this vast amount of credit
business, the stores of the country have developed a
network of interrelated retail credit associations, with
local bureaus in every city and almost every town of
importance. This nation-wide network is store
owned, is nonprofit making and serves not only the
retailers but also the medical profession, the public-
utility companies, and the finance and loan companies,
In its files are rating cards on every person in the
United States who has a credit standing, and the record
is transferred from city to city wherever the individual
moves. In  some cities there are also privately
owned rating buresus which cooperate with the na-
tional association.

It is o charn a,cterlsuc of the retail 1ndustry tha,t the
basis for eredit is not capital primarily, but character.
Retail credit is based upon personal background, abil-
ity to earn a decent living, and. the habit of paying
bills with reasonable promptness when they are due.

Losses nominal.—The extension and collection. of
credit accounts are in the hands of experienced retail
credit managers, who also direct the activities of the
local and national credit associations. It is only the
small retailer who will not bother to avail himself of
the facilities of the local rating bureau, and who extends
credit unsystematically, who finds credit business too
costly to justify its convenience, The stores of the
country extend more than $16,000,000,000. of such
credit annually, with. a normal loss of less than one-
half of 1 per cent. »

Proportion of retail credlt, by States ——The propor-
tion of credit sales to total retail sales is summa,nzed
below by States -

Por oent

UNITED S'I‘ATES-._...; 34.20 WEST N OMH LEMML Dmsxou 32,86
NEW DNG’L"AI‘VD 'DIVISI‘ON-.V_.»--.. 32, gz Mianesote 348
Maine 80.65 I0W8. .- 32,01
New Hamrishire 28, 14 Missourt.. . 30,93
Vermont 84,08.| i North Dakot 84.01
Massachusetts, 32, 66 T o —— 27,84
OConnecticut. -is 34,28 Nebrasia... 30,78
- Rhode Islend.-memscenan oreie 3220 Rnnsas. oo illedeivececes 35,00
MIDDLE ATLANTIC DIVISION...... 8L 64 | goyrm ATLANTIC DIVISION. .- ueeas 36.72
NeWw YOrKeaecomrmuravmermanss 3100 Lo LT
" New Jerseyomnnanm— mmea. 3217 Dolaward...ovewamrnls e — 38,47
Ponnsylvanis o miioeweaiii 3257 Maryland ... macinnanio=ie 87,36
: : . ) Distrlct of Columbia ... 41,32
FAsT NORTH CENTRAL DivisioN. 33,957 O ’
I )31 SR SR - 38,16
Indiana. .ucamacivnemmnamaaaan 32,80
TIHO0I8 - e e e mmmmemme 20,90
4 Michigan..._.. o ememdmanenie 36,00 |
Wiseonsin.cecemmrean wnemn-an 83,83
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Per cent Per conb

EAS’! BSQUTH CENTRAL D1VISION.. 37,29

Kentucky. , .

. 'Tennessee... 5 .
Alabama... s 3
Mississippi 36,02 New Mexico... .

Arizona 41,02
Utah 36.96

Wesr Soure OENTRAL DIVISION. 86,26 MOV emo oo 43.56
Arkeansas. .. 34,04 PACIFIC DIFIION. oo oeccmna 30,47
Louisiang.oe.ooooveoineennan 33,18 Washington. ... eecvecmuocmcae 40,00
Oklahoma 37.82 L) 7. F R 35,84
Texas. 36, 61 Callfornda. - cuvucimecmemamnnan 39, 87

Table 7, shown in thres parts in this volume, pre-
sents various comparisons between States and between
kinds of business in further explanation of the several
credlt factors set forth above.

RETAIL DISTRIBUTION BY “CHAINS

Retail chains do 21.9 per cent of the total retail

business in the United States.

There are 7,061 chain-store organizations in all,
operating 159,638 stores or units, or about 10 per
cent of all the stores in the country. Sales of these
chains aggregate $10,740,385,208, or 21.9 per cent of
total sales in all retail stores, both chain and otherwise.

‘Local, sectional, and national chains.—Classified by
types, local chains operate 52,465 stores with total
sales of $3,293,890,000; sectional chains operate 41,083
stores with sales of $2,191,250,000; and national chains
operate 51,058 stores with sales of $3,960,087,000.
Other types of chains operate the bala,nce, as shown
in & summary at the end of this section (p. 30). Chains
are classified as local if substantially all of their stores
are located in and around some one city. Sectional
chains are those whose stores are located in any one
section of the country, such as the New England
States or the Pacific Coast States or the Gulf South-
west, National chains are those whose operations
and interests are broader than those of any one section
of the country. Other classifications are self-explana-
tory. Independents who operate two or three stores,
and those who have built up small local branch sys-
tems whose stores are merchandised and supplied from
the stocks of central parent stores rather than from
warehouses or other central depots are not classified
by the Retail Census as chains and are not included
above, There are 64,814 such stores with total sales of
$4,340,026,000. (See Multiunit independents, p. 29.)

Food chains.—There are inthe United States
481,891 stores of all types classified as food stores, with
aggregate sales of $10,837,421,585. In addition, there
are 104,089 country geneml stores which also sell food

whose sales of $2,570,744,006 include at least $1,300,-

000,000 (estimated) of food sales.

In compa.rlson with this total of $12,137,000,000 and
included in the total food group, there are 1,461 food
chains, operating 61,416 stores with sales of $3,514,-

| iness only),

390,664, a ratio of 29 per cent. A swnmary below

‘analyzes these 1,461 food chains in 11 kind-of-business

classifications, showing separately the candy and
confectionery chains, dairy-products chaing, fruit and
vegetable chains, grocery chains, combination grocery
chains, meat—market chains, caterer and bakery chains,

-and other food chains.

General merchandise chalns.——In the general mer-
chandise group, principally department stores and
variety stores, there are 54,636 stores of all types with
aggregate sales of $6,444,100,907. In this field there
are 665 chains, operating 12,029 stores with sales of
$2,162,647,176, a ratio of 33.5 per cent., Of the 665
chains, 148 are variety chains, 312 are general mer-
chandise store chains, 169 are dry-goods chains, 8 are
chains of mail-order dlstrlbutmg houses (catalog bus-
and 33 are department-store chains.
Ownership groups of department stores, consisting of
dissimilar stores which have been mergéd financially
but are separately merchandised, are not operated as
chains and are not included in these figures. Their
sales total $1,003,602,600 in department stores and
$15,857,556 in other stores owned by the same groups.

Apparel chains.—In the apparel field chains do 28.2
per cent of the total business.. Of the 114,296 apparel
stores of all kinds, with aggregate sales of $4,240,-
892,577, there are 17,218 chain stores operated by
1,243 chains, and the chain business amounts to
$1,197,036,412. There are 19 business classifications
w1thm the apparel group, which consists principally

of men’s wear, women’s apparel, and shoe stores.

Automotive chains.—The automotive group (motor—
car dealers and flling stations primarily) includes 1,186
chains operating 33,554 units, with aggregate sales of
$1,378,969,750, a ratio of 14.3 per cent. However,
this ratio does not fully represent the influence of
chains in the automotive field,

Although many motor-car dealers confine their sales
largely to one make of vehicles, all but 1,290 of the
40,797 retail dealers come within the class1ﬁcat10n of
mdependents The 1,200 chain units are operated by
167 chains and do an aggregate business of $6 16,594,816,
a ratio of about 10 per cent. There are 128" accessory,
tire, and. battery chmns with 2,049 units a.nd sales of
$122,081,641.

Of the 121, 513 filling statlons in the country, 30,038
are opemted dlrectly by 864 chains, with aggregate
sales of $629,024,296. A large proportion of the
balance of the stations rated as independents are in
fact agency stations of the larger oil companies, con-
fining their oil and gasohne sales to the products of
some one company. Sometlmes the oil company owns
the station and leases it on a ga,llonaga basis to the
independent operator. At ‘other times the land is
owned by the operator, the oil company advances the
investment required for the station, and the operator
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repays it on a gallonage basis. A third relationship
commonly existing is that the station is owned entirely
by the operator, who contracts to handle one company’s
‘products exclusively in consideration of an additional
margin of profit. In all three cases, however, the oper-
ator falls within the classification of an independent.

Furniture—Household appliance—Radio chains.—
In the furniture and household group, with 58,941
stores and an aggregate business of $2,754,720,507,
there are 505 chains which operate 6,314 stores with
sales of $560,073,714, a ratio of 20.3 per cent. There
are 125 furniture chains, 29 home-furnishings chains,
262 household-appliance chains, and 85 radio chains,
A large proportion of the household-appliance chains
are operated by public utility companies, primarily
designed to sell electric and gas appliances. Of the
8,931 household-appliance stores, 4,472 are chain units
with sales of $191,547,403, a ratio of 50 per cent. How-
ever, this does not represent the chain proportion of
the total household-appliance business, as many kinds
of stores in the general merchandise group also sell
household opphances

Radio and music stores, of which there are 16,037 in
the country, do an aggregate business of $561,772,000.
In this field there are 85 chains with 864 units, and
sales of $112,801,656, a ratio of 20 per cent. Radios,
however, are sold in many kinds of stores other than
radio stores, including particularly hardware, furni-
ture, and department stores. The ratio shown above
is the chain proportion of radio-store business.

Restaurant chaing.—In the restaurant field 288
chains operate 3,392 units, compared with a total of
134,293 eating places in the country. The chains do
an aggregate business of $298,969,460, a ratio to total
restaurant sales of 14.1 per cent. In addition there
are 7 restaurant-newsdealer chains with total sales of
$36,433,958.

Other kinds of chains,—JIn the lumber and building
_group, out of 52,814 yards and stores, with aggregate
sales of $2,621,063,720, there are 8,457 chain units of
647 chains, with sales of $488,491,290, a ratio of 18.6
per cent. There are 561 chains selling lumber and
building materials, 20 heating and plumbing chains,
and 55 paint, glass, and wall-paper chains.

In the hardware field 75 chaing operate 458 stores,
with total sales of $31,695.632.

Other retail classifications in which chains are a fac-
tor of considerable importance include cigar stores;
coal, wood, and ice dealers; drug stores; jewelry stores;
news dealers, including ishose who olso operate eatmg
places and office-appliance dealors

. $35,687,655, a ratio of 6.7 per cent.

Drug stores in the United States total 58,258, with
sales of $1,690,398,682. Of these, 8,513 are operated

by 249 chains, with sales of $312,301,721, a ratio of

18.5 per cent, There are 65 jewelry chains operating
438 chain jewelry stores with aggregate sales of
Most of these are
installment jewelers, in which field the chain ratio is
31.2 per cent.

Moultiunit independents.—In addition to the sales
of local chains included in the figures given above,
there is even more business done by independents
operating two or three local stores in the manner of
single-store independents without chain characteristics.
Except for a few local branch systems with aggregate
sales of $64,440,098, located in territory immediately
surrounding old-established parent stores and merchan-
dised from the parent stores, all multiunit local organ-
izations with four or more stores have been classified by
the census as local chains, because of limited data as to
their method of merchandising. -

The dlstmgmslnng characteristic of multiunit in-
dependents is that the proprietor is operating the
same general kind of business in two or more separate
locstions instead of one, in the manner of a single-store
independent and not in the manner of a chain—the
latter implying some form of central merchandising
facilities such as a warehouse and a - central buying
office. The multiunit independent merchandises each
store separately or he buys for hig principal store and
interchanges merchandise between it and his other
store or stores. As he increases the number of his
stores, soon he is unable longer to operate them success-
fully as independent stores or to merchandise them from
the stocks of his parent stors, and he adopts central
merchandising and bécomes in fact a local chain, - The
operator is aware of the change, but it is not always
apparent to the public. The line between multiunit
independent operation and local chain operation is
extremely variable. Where unable to obtain the facts
in each case, the Census Bureau has adopted the arbi-
trary measure of four or more stores as constituting a
local chain.

Multiunit independents operate 64,814 stores with

‘total sales of $4,340,025,921.

Chains summarized by kinds of business.—Kach
chain is classified on page 28 in accordance with the

- kind of business which constitutes its principal act1v1ty

Many of the classifications are further analyzed in a
series of 18 separate booklets constituting the Mer-
chandlsmg Senes of ‘the retml census (see footnote,
p30) Do .
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RETAIL DISTRIBUTION
CHAIN STORE SUMMARY.

[Numbets opposite many classifications refer to report numbers of the Merchandising Series analyzing these chains in detail]

Num- | Num- | i1 nat sales | Chain Num- | NUIl- | moga1 net sales [Chatn
KIND OF BUSINESS ber of | ber of : 1 KIND OF RUSINESS ' berof | ber of of chains ratiol
: chains| stores | Ofchafns | ratio chains| stores ‘
1 total 38 (310,740, 385,208 | 21,9 || Furniture and household—Continued. '
- e e | amecm ) 8 40| )
Food group, tetal S 1,481 | 61,416 | 8,514,390, 664 1229,0 tlectrical-appliance chaing (R~61)...-- 045 , 007,
Cga?ndgl;,' nut, and confectionery chains...| 123 [ 1,461 | | , 803, 968 . Gas-appliance chaing (R-01).___..... 49 5(233 gg, gg?ls, ggg
Daliry-products chains_ . ceenu-. - 86 | 1,201 8385, 561, 369 Electricandgasappliance chains(R~61). 59 9 , 7651,
Fruit-and-vegetable chains___ 51 383 15,426, 330 Tent and awning dealer chains.......--- 4 18 1, 303, 003
Grocery-and-mest chains, total 1,058 | 86,501 | 8,028, 604,828 Radio chains, total. 85 864 112, 801, 856
Grocory chains (R-70) ... 313 | 12, 830 400, 946, 311 Radio (only) ... [} 48 " 5,812,620 |owueee
Combination-store chains (R 475 | 41,136 | - 2, 881,827,445 Radio and accessories._ . 23 261 31, 275, 610 |......
Meat-market chains (R—70). 234] 2,753 | 189,577,081 Radio and musieal instr Q| se| & 76,213,520 |-_2Z7
Fish-market chains (R-70) ... 12 31 1,540, 416 Restaurants and eating group, total... 288 [ 8,802
QGrocery-and-dry-goods-store . " Restaurant chaing (R-17)..-. 68| 523
A e Soteee - 10 187 11,331,301 Cafeteria chains (R-77) .. 38 040
Cirocery-and-feed-store chaing A g 44 3,372,472 | Lunch-room chains (R=77) 82 714
Caterer-and-bakery chains . . cwmeeeoeece- 110 1,218 40,672,088 1. Lunch-counter chains (R-7 52 0652
All other food chalns 39| 04 40,342,117 ... Fountpin-and-lunch ﬁh?ins ‘{{R - %‘4 38(73
. ~ ns (R-77) .- 1
General merchandise group,! total_. 665 | 12,0 | 2,163,547,178 | sa.p | Relreshiment-stand chains (L.T0). - 1 2,297,809 |o 00
Department-storo chains (R-74)....._. .| 88 | 2,000 | 605,172 168 |....... Tumber end buildi total o1 | 8,407 | 488,491,000 | 18.8
Mail-order chains (catalogue b : ) umber and building group, total..... “n 5 , 491, ,
onl 3 25 395, 274, 978 Lumber and building inaterial chains 561 | 6,037 418, 286, 542 |......
Dry-£00ds-store ¢ 160 | 1,336 66, 502, 876 - Other lumber and building chains......| 106 8, 686, 800 |-.....
General-merchandise-store ehalns__.__..| 312 2,661 296,749, 036 |-2.... Heating and plumbing chains (R-68)._..[ * 20 831 86, 535, 868 |-~ -..-
iety-st hai -and-10, and - Paint, wall paper, and glass store chain: ,
Variety-store chains (5-an y B - ; 55 505 95, 305, 336
"QOHAT) (RT8) < omoeecmmemmmmmmmmmciomas 148 | 5447 800,788,118 |...... -l % ] A
1T
Avpparel group, total . . cemeooado i 1,248 | 17,218 | 1,107,038,412 | 28,2 || Other chains, total.....-euoanom 1,008 | 16,758 | 1,139,906, 742 14.4
ppMen%{we%r chains, t ' 288 3, 054 270,060,214 (...... . Hardware chains (R~68)- 75 ) ¢ 4B8 " 31, 505, 63
Clothing chains (R-6( - 8¢ 803 | - 88,482,317 |...iao Art and gift chains._........ 13 1006
Clothing-and-furnishings chains (R~ Blus prints and printers (chains) 5 35
) 87 701 110, 871, 557 Bockstore ehalns. cocemancciamaae 30 349
Custom-tailoring ehains (R-60).....- 20 288 19,073, 634 Cigar-store and cigar-stand chains. . 90| 2,218
Men'’s-furnishings chains (R~60).___| 49 480 23, 588, 430 Coal, wood, and ice dealer chains... - 118 1,415
Moen’s-hat chains (R-60) ... Y 692 29,203, 367 |- Farm-machinery-dealer chains (R-68)... 11 80
‘Women's-apparel chains (R-8} o222 2,20 309, 615, 372 Fariners-supply-store ehains. ... 7 54
Family-elothing ehaing oo ceeeucemmean- 136 | 1,661 132, 246, 609 Feed-store chains. . 100 | 1,010
Millinery chains__....—--- 167 | 3,002 74, 389, 008 Drug-stora chains, total. oo oiooon 249 | 3,518
Druog stores with fountain (R-60)_._| 169 | 3,031
Bhoe chains, tofal.. coooecniommnmenannann 320 | 6,009 369, 149, 760 Drug stores without fountain (R-60). 80 482
Moen's-shog chains (R~67) 24| 50 25,510, 704 FIOTi5t CRBINS. . - <ermmomecmmmcemcmnmmann 2| 124
‘Women's-shoe chaing (R-67) - 82 85 78, 204, 100 Hateheries (chains). .- 12 87
Family-shoe chains (R—67) oo coomeen 234 | 4,744 | 285,344, 857 Jewelry chains, total - - [} 438
) Installment jewelry chains (R-85)... 41 283
All othor apparel chaing, total e moeeeene- 12| 1,102 47,670,449 |- Tewelry chains (R-66)..- o 156
Furrier chains 7 4 3,871,811 © Luggage ehains o vunoaouns (] 51
Glove chains. 3 27 1,444, 303 Music-store ehalns (without radic) 10 108
Hosiery ehalng__vocecaccmncoman 66 718 32,160,243 Monument-Gealer chaing. . .eoovooaonn 4 17 1,024, 166
Infants’-wear chains. 5 21 1,565, 083 Newsdealer, including restaurant news-
Xnit-goods chains....- - § b7 2,611, 968 dealers, tObal - cemecaa oo cmemn e 68 | 2,884 680, 741, 224
Lingerie-and-corset chains ... 20 158 4,848,373 Newsdealor cbaing (R-70) coevioenma 61 882 24, 307, 200
- “Umbrelia chalns -- . 2 48 1,183, 678 Restanrant-newsdesler chains (R~76) 71 1,802 " 36, 433, 958
Other apparel and accessories chains...! 4| 22 5 286 BIC foomenn Novelty store chaing___.....- e e 7 39 811, 537
: v ' Office-appliance chains (equipment, fur-
Autermotive group, total , 186 | 83,854 | 1,378,060,750 | 14.3 niture, and supplies) (R-75)c.m-—oono.-| 451 1,039 164, 635, 080
Mator-vehicle-dealers chains (R-71)..._ 16 ,200 | ¢ 616,594,816 ... Sci(mﬁﬂc-gmd-meéical-supply chains
Used-car dealer chains (R-71) . .comeeee| 3 5,116,484 |._____ (R-75)- . 10 68 5,171,967
Aceessory, tire and battery chains, total Optical-goods ¢hains . . ooiaeoocoioioo.o 20 148 6, 878, 233
(R-72) . - 128 [ 2,049 132,031, 641 Patent-medicing chaing (house-tp-house).| i 85 574, 997 .
Tirg chains (R-72) - Joouiineonno ot 67 [ 1,137 58,381, 233 Photo-supply chains 3 44 12, 018, 895
Automobile accessory chains (R-72). 52 855 59, 486, 300 Ruhber-goods-store chains 2 17 g
Battery chains (R-72) - 9 5 4,164, 108 Sanitary-supply ehains....-... 3 30 1,732, 81
Tilling-station chains (R~63). 864 | 80,038 629, 024, 208 Seed-store ahains 5 28 2, 087, 460
Garage chains (R-63)...... 15 01 4,061,340 Sewing-machine chains 5| 1,145 50, 134, 504
Bicycle-dealer chains... . 3 12 148,172 . Bporting-goods chaing ... -2-o—euocenaao-o 4 4 *3, 508, 125
Aireraft-dealer ehains (R-71) cmeoeeecoe 3 41 2,003, 001 : I}eaul:y-sh(gj c}i]iams (only those which :
: sell merchandise).... - 20 , 212,010 [._____
Furniture and household group, total...__.._. 505 | 6,814 560,073,714 | 20.8 ‘Stationery chaing ) i 5 323 lg, 760,616 |--222
Furniture chains (R-fd)aeosocuonssonne 1251 992 207,849,904 ... Undertaker chains (only thoss which ‘
Home-furnishings chains (other 'than sell merchandise)._ ... 1 53 2,198, 025
farniture .and electrical appliances) .- All-other chains 9 64 3: 565: 135
(RB) oo me e n e 20| 48 46,571,748 ... Secondhand:store chains._...._____.___.. %8| 20 3,139, 201
: ... | Percent . S ‘ ‘ - |Percent
Number of | Total net sales | of total . . N 7
SUMMARY BY TYPES OF OPERATION, ! ) umber of | Total net sales | of tatal
, units of chains chains SUMMARY BY TIPES OF OPERATION units |- .of chains chaing
sales sales
Total, all typesof chains.._........_] 150,038 | -$10, 740, 385, 208 100.0 1&%151&?11'?12; g?t%iif:-c;ﬁ“ﬁé" 5 ﬁgg $§gg, 273. 273 ? g
Local chains...... 52,405 [ 3,293,800,283 | '30.7 || Utility-operated chains. ... . 20| s atose| 0 L8
l\?ctt‘ ona] "h“i‘““ - 41,083 2,101, 250, 398 20.4 || Manufacturer-controlled chain: 3,431 380, 618, 089 3.6
ational chains. --- 51,058 3,960, 088, 992 36.9 || Miscellaneous minor types of ch 3,848 - 917,101, 493 2.0

1 The ratio (per cent)' of silés by chains to sales by all stores can ba shown only by groups. In com aring this summary with Table 8 it shot iz b1
s e i o et e o e S o o, Bl el e O o B
N Y BO¢ T 1 - < ns do about 50 per cent of straight grocery business, operate s fe
ggg{:g;]f E%I ggglar lt;c;tghb}gs&ggsglig gggﬂ%ﬁgg;ﬁﬁoﬁosl&%% rigaz;:;% sos{ g?g gd%ds iof stor?s shown in Table 6, the G].’lailyl ratios sh.’owl')n rin ?;I?ai? ::11)1]1: ?\trglttgé{ %:fl: %go%%lr%iggg %g
2 Relates to total sales of food group plus one-half of sales of country gen:rnlllssa)ggg.o nssifieation that may apply to the chains themselves.
3 A report ontitled */ Retail Distribution by Ownership Groups of Department Stores”
The stores are independently operated and are not included in chaln totals,

Nore,—The Merchandising Series of reports referred to above may be obtained from the Superintendent of Documents,

separately or in quantities, at 5 cents per copy. In orderin ify ¢ i i i
Orar. of Yrranos (8t sonder's isi; bt not postags stampsl.;' specify ' Census of Distribution, Retail Merchandising Serles,

(R-69) describes the operations of 14 groups with total sales of $1,019,460,156.

Government Printing Offics, Washington,
Report No, —.” Remit by check, money
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