RETAIL TRADE:

1939

United States Summary and Special Subjects

INTRODUCTION

Statistics in this volume.—This volume presents
the United States summary tables of all retail trade
data for 1939 which was published previously in more
detail by States and other areas, and certain other
retail data for the United States not published by
smaller areas. It also includes tables giving data by
States and citics on retail employment by months and
by sex; basic data analyzed by types of operation
(independents, chains, etc.); by legal forms of organiza-
tion (proprietorships, corporations, ete.); stocks on
hand; credit sales and receivables, including install-
ment credit; by size of cities; the extent and nature of
negro proprietorships in retail trade; and certain other
data as shown by the table of contents. The text
points out significent trends in retail trade and contains
comparisons with previous census data to show the
nature of changes in the decade from 1929 to 1939.

Retail Census publications for 1939.—The Retail
Census reports for 1939 are contained in Census of
Business, Volume I, a part of the Sixteenth Census of
the United States. This volume is in three parts:
Part 1 contains United States summary and special
subject tables; part 2 presents data by States and
cities on retail sales by commodities and an analysis
by geographic divisions and States of basic data by
size of stores based on dollar volume of sales; and part
3 contains tables by kinds of business for all States,
counties, cities and other incorporated places, and rural
areas in cach county. Comparable data for 1929 were
published in Distribution Volume 1 (in three parts)
of the reports of the Fifteenth Census of the United
States: 1930. Less formal reports were published in
booklet form covering retail trade in 1933 and 1935.
United States summary tables by kinds of business and
by States for 1929 and 1935 are reproduced in Appendix
D for reference.

Subject reports and trade reports.—Special subject
reports were published from time to time as data from
the census were completed, and many more were
planned which could not be completed because of the

pressure of wartime activities of the Census Bureau.

Those published are reproduced elsewhere in' this
volume, and are listed in the table of contents.’

Also planned was a series of trade reports which
were to have brought together for convenient use the
pertinent census facts concerning each principal retail
trade or kind of business, for past and current years.
This series of trade reports was abandoned entirely
because of the war.

Meaning of the census.—The Census of Business is
a carefully compiled tabulation of basic business data
concerning every place of business within its scope
known to exist during 1939, except the relatively few
which came into existence and went out again before
they could be enumerated. In addition to retail trade,
data for which are presented in the three parts of this
volume, the Census of Business, 1939, covers wholesale
trade, the distribution of manufacturers’ sales, the
construction industry, service establishments, hotels,
laundries, cleaning and dyeing plants, tourist courts
and tourist camps, motion-picture theaters and other
places of amusement, and sales finance companies.!

Unlike most surveys or sample studies in the field of
business, Census data represent complete coverage,
hence are much wider in scope. Survey statistics fre-
quently are confined to a limited portion of the universe
studied, whereas Census data cover the entire field.

"Relatively few items are generally covered in surveys or

sample studies, while in the Census, data are presented
on many phases of business such as number of stores

‘or cstablishments, sales, employment, pay roll, inven-

tories, cash-credit business, and the like. Census
statistics are bdasic and fundamental and provide a
dependable base or bench mark for evaluating and
projecting current data of a more. limited nature.
Published data are limited to aggregates of at least
enough establishments to conceal effectively the figures
of any one.

Included in this volume is a study and analysis of
significant changes in retail trade in the decade pre-
ceding 1939, which are disclosed by comparison of the
1039 and 1929 censuses, with frequent reference to
interim censuses of 1933 and 1935.  The schedules used
in gathering the data, descriptions of the various
classifications, and definitions of terms are presented
in the appendixes to this volume.

History of the retail census.—The first census of
retail trade was taken as a part of the Census of Distri-
bution of 1929, which followed a trial census of 11
cities in 1926. The second retail census was taken as
a part of the Census of American Business of 1933, and
the third as a part of the Census of Business of 1935.

In this report 1939 data are compared with those for
the census years 1929 and 1935. The data represent
the operations of retailers during the years 1939, 1935,
and 1929, respectively. The figures were collected by
the Bureau of the Census during the year following that
to which they pertain in a complete field canvass of
retail stores in every State, city, and county in the

1 Included as a special subject in this volume.
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United States. In the appendixes are descriptions of
the kind-of-business classifications and a table which
compares the classifications used in 1939 with their 1935
snd 1929 equivalents.

Scope of the retail census.—Insofar as it is possible
in a comprehensive nationwide canvass, every place of
business primarily engaged in selling merchandise in a
retail manner to personal and houschold consumers is
included herein, as well as eating and drinking places
and filling stations. Mail-order houses sclling from
catalogs, house-to-house sellers, roadside stands, and
public markets are included, as well as the more con-
ventional types of retail stores in all kinds of business.
Selling in a retail manner is selling in individual units
or small quantities to personal and household con-
sumers, from established places of business, for con-
sumption rather than for resale.

Wholesalers selling to retailers for resale and to indus-
trial users for business consumption are not included
but are covered by the Wholesale Census.  Wholesaler-
retailers areincluded in their entirety in whichever of the
two censuses the major portion of their business applics.

Service ‘businesses, primarily engaged in selling per-
sonal and commercial services rather than merchandise,

are not included in retail trade but are covered by a

separate Census of Service Businesses. The borderline
between services and retail trade presents some prob-
lems in classification which are resolved on the basie
principle that each separate establishment is included
in its entirvety in whichever census the major portion of
its business applies.

Contractors and builders engaged in the construction
industry as a business (in contradistinction to private
builder-owners) are covered by the Construction
Census. There are few borderline problems between
the retail and the construction field, but in such cascs
the same principle applies—that each place of business
or establishment is included in its entirety in whichever
census the major portion of its activities applies.

Manufacturers are covered by the Census of Mana-
factures. Many manufacturers sell a portion of their
products at retail. If sold from a separate establish-
ment, whether under the same name or that of a subsid-
iary, the retail establishment is classified as a retail
store.  When a manufacturer sells entirely or principally
at retail from the same place of business as his factory,
the volume of retail sales exceeds the factory value of
the product and he is classified as a retailer. A separate
manufactures schedule is obtained, however, if the
factory value of his product exceeds a minimum, which
in most industries is set at $5,000. Many retailers
produce some of the goods they sell and the same pro-
cedure is followed—a separate schedule for the Manu-
factures Census if the value of products exceeds the
minimum. : .

The distribution of manufacturers’ sales, however,
is within the scope of the Census of Business. Manu-

facturers schedules contain a special section calling for
8 report of the channels of distribution of the manu-
facturer’s sales for the year—how much was sold to

wholesalers for resale, how much to retailers, how much

to personal and household consumers, how much to
exporters, ete. This special seetion when reconciled is
detached and transfeired to the Census of Business,
where the information is compiled and reported in the
Business Census under the title: “Distribution of
Manufacturer’s Sales.”

Changes in scope, 1929—1939.—The first business
census, Distribution Census; 1929, did not include a
Servicq Businesses division; consequently certain auto-
motive services such as repair garages, painting, tire
and battery repairing, ete., were included in the Retail
Trade division. Later when the Serviece Busincssses
division was organized these services were dropped.
Other slight modifications in scope have taken place,
none of particular importance exeept to the trades
involved and none affecting totals by as much (in the
aggregate) as one-tenth of 1 pereent.  Elsewhere in this
volume (Appendix B) is a table reconciling minor
changes in classifieation, whicl also indicates the nature
of the changes in scope,

The canvass.—The canvass of retail stores was begun
on January 2, 1940, and was conducted by the regular
field organization of the Burcau of the Census.  Reports
were obtained for each vetail place of business in every
State, county, and city in the continental United
States,? in the form of schedules for each store, whether
independent, chain, or other type of operation. A
retail store is, for census purposes, the place where the
business is conducted if readily recognizable as a place
of business. ‘

Every eoffort was made to insure a complete field
canvags, It is possible in isolated instances that some
establishients were not enumerated, but the effect of
any such omissions on kind-of-business totals for the
United States or individual States is insignificant.

Schedules used.—In the enumeration two retail
schedule forms were used—a short form und w long
form. Copies of these are included in the appendixes of
this volumie. The short-form retail schedule (Form'20)
was used for all independent stores with total sales for
the year 1939 of less than $20,000.  The longer schedule
(Form 21) was used for larger independent stores (with
total sales for the year of $20,000 or more) and for all
chain-store units regardless of sales volume. Consoli-
dated reports were accepted for two or more retail
stores under the same ownership or management and
in the same kind of business, if they were located within
one city or town or in one county outside the corporate
limits of cities or towns. In these cases, however, an
additional report on a listing sheet (Form 21A) was
required, showing data on sales, employment, and pay
roll for each store.

# Separate reports have been issued for Alasks, awaii, and Puerto Rieo,
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Classifications.—Area classifications in the Census of
Business follow the geographic pattern used throughout
Census reports. The minimum size of incorporated
places is 2,500 population (as of the 1940 Population
Census). Places of less than 2,500 and rural arcas
within each county are grouped in a single total called
“Remainder of county,” In the area volume (volume
I, part 3) are shown the number of stores and their
sales for each incorporated place of more than 2,500,
remainder of each county, total of each county, and
total of each State. United States totals are aggre-
gates of State totals. -In some New England States
are also shown separate totals for towns or townships
characteristic of that part of the country. In Louisiana
the areas corresponding to counties are known as
parishes. In several States are cities embracing parts
of two counties, and there are four cities on State lines
which must be reported in two totals cach to keep
State totals intact. In this volume, however, the

parts are also brought together to show city totals,
These interstate cities are Texarkana, Texas—Arkansas;.

Bristol, Virginia-Tennessee; Bluefield, Virginia—Woest
Virginia; and Union City, Ohio~Indiana.
Kind-of-business classifications conform to current
business usage in previous classification practice with
minor exceptions. Definitions of classifications have
appeared in previous publications of the Retail Census
and are included in the appendix to this volume,
Although comparability in the data has been maintained
between the various censuses, some of the data may
reflect changes in classification of individual establish-
ments as well as developments in distribution. Each
place of business is classified according to its major
kind of business. A change in sales emphasis of
borderline establishments may shift the establishment’s
entire business from one clagsification to another within
the Retail Census or from the Retail to the Wholesale
or Service Census. For example, a distributor of auto-
mobiles may be engaged primarily in wholesale trade
at one census and, at another census, the greater pro-
portion of his sales may be at vetail. Similarly a

retailer-wholesaler of hardware may be classified as a

retail store for one census and as a wholesale establish-
ment at another.

The shift in classification, between kinds of business
within the retail census, may be due to a shift in the
store’s business. On the other hand a change in a
store’s classification from its 1935 to its 1939 classifica-
tion may be the result of the hetter basis for kind-of-
business classification which was provided by the com-
modity data obtained in the 1939 Census of Retail
Trade. For instance, many general stores designated
as such on their schedules, and classified as such in 1935,
were classified as food stores in 1939 on the basis of
analysis of their commodity sales. Stores designated
as general stores on their schedules were classified as
food stores only if more than two-thirds of their sales

were accounted for by sales of food. This classification
was made possible by the use of the so-called block
system (see sample schedules reproduced in this report)
which required the stores to furnish the dollar volume
of sales for cach of a limited number of related com-
modity classifications,

Type-of-operation classifications remain unchanged
from previous censuses. The three major groups are
independents, chains, and other types. The first ave
stores merchandised and operated as single units, or as
a local branch system of small stores surrounding a
large nucleus store. Chains are groups of four or more
stores in the same kind of business, under one ownership
and merchandised and operated centrally, The “other
types’” are described in detail on page 845.

Legal forms of organization are principally indi-
vidual proprictorships, partnerships, corporations, and
cooperative associations. The latter are organized

“under special laws in most States intended to provide

limited liability to members of cooperative associations
which oporate stores or factories. ‘

Size classifications are based upon dollar volume of
sales, size of city, and upon the number of employees.
Tables herein show analyses of retail trade under cach
of these three size concepts. Comparability with pre-
vious years makes it possible to note significant changes
in the decado between 1929 and 1939.

Reconcilialion of clagsifications.—For most purposes
there is no need to adjust previously published figures
of carlier censuses for comparability with the current
census, This volume includes numerous comparative
tables in which adjustments have been made. For de-
tailed study, however, there is incorporated in the
appendix a table of reconciliations between detailed
classifications as used in 1929, 1935, and 1939.

COMPARISON WITH PREVIOUS YEARS
(Tables 1A and 2A)

The dollar volume of retail trade in the United States,
which. the first Retail Census showed to be close to 50
billion dollars in 1929, declined nearly 50 percent during
the depression of the carly 1930’s to a low of about
25 billion dollars in 1933, rose to $32,791,212,000 in
1935 and in 1939 reacked $42,041,790,000; or within
13 percent of the 1929 peak.  Data for 1939 on stores,
sales, personnel, pay roll, and stocks are shown by
kinds of business in detail in table 2A herein,

The cost-of-living index, reflecting principally retail
prices and rent, was 19.2 percent 3 lower in 1939 than
in 1929, which would indicate, with the 13 percent de-
crease in dollar sales, that the physical volume of goods
sold at retail in 1939 may have been as much as 7 to 8
percent greater than the physical volume 10 years earlier.
Population” meanwhile increased from 122,775,046 to
131,669,275, or 7.2 percent.

3B, L. 8, index for June 1920—122.1; for June 1030—08.6, a decrease of 19.2 percent,
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SALES BY MAJOR BUSINESS GROUPS: 1939
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There was a progressive increase in the number of
stores during the decade, from 1,476,365 in 1929 to
1,587,718 in 1935 and 1,770,355 in 1939, The largest.
proportionate gain in stores in the 10 years following
1929 was in small towns under 2,500 population and
rural communities, resulting from the growth of small
filling stations and eating and drinking places serving
the motoring public. The gain over 1929 is entively
in independent stores and some miscellaneous types
such as direct-selling (house-to-house), cooperatives,
utility-operated houschold appliance salesrooms, and
State liquor stores. Chain stores declined 19 percent
in number but gained in sales ratio (percent of total
sales). The facts are shown in detail in table 3T
herein, a summary of which follows, and in tables 12A
to 12G by size of cities:

SuMMmaRY COMPARISON OF STORES AND SALES
("Tablos 1A, 3F, and 12A to 12G) .

192013
1939 19351 o
. «(::n}(z\ar- Original
Total number of SOres. ..o 1,770,355 | 1,687,718 1 1,476,365 | 1,513,158
Total sales (add 000} .. .ueevennnnn. $42,041, 700 ($32, 701, 212 |$48, 320, 652 ($40, 114, 653
BY TYFES OF OFERATION
Independents; Number of stores..| 1,024,605 | 1,435,064 | 1,313,027 | 1,380, 007
oreent of total soles.. .. . 4, 73.3 77.3 77.8
Chalns: Number of units 123, 195 131, 430 151, 599 151,712
Porcont of lotal sales. .. 21.7 23.3 20,0 20.3
Othar types: Number of sto 22,405 21, 234 10, 839 10, 839
Percent, of total salea. .. 3.8 3.4 2.1 2.1
AY BIZE OF CITIES
Total number of stores...o........ 1,770,885 | 1,663,001 | 1,476,305 | 1,543,108
Cltfes over 30,000 populatlion:
Number of stores. . ......c.... 760,103 724,103 E’) 683, 751
 Pereont of totalsales. coeeo. b67.1 57.2 2) 58.0
Citley of 5,000 to 30,000 '
Numbor of stores.....cvveeeas 811,410 278, 371 (3 208, 862
Percent of tolal sales..... 2.0 19,0 2) 18,5
CHidos of 2,500 Lo 5,000
Number of stores.... 108, 070 96, 608 (9 09, 2568
Percent of total sales. 5.0 5.7 ® 5.8
Places under 2,600: :
Number of stores..... 581,772 550, 584 () 401, 207
Toreent of total sales. ..cuaoues 17.3 18.1 (%) 17.7

1 Figuros for Lypes of aperatlon revised Lo exclude data for service garages and other
automotive businesses. Revised figures, by size of clties, not avallable.

1 Data requirod for revislon of 1029 by Lypes of operatlon are not avallable. Prob-
ably most of tho 66,708 service garages and other automotive service businesses ex-
cluded (beeause now Included in Service Consus rather than Retall) were independ-
ents oxcept 18 garage chalris with 113 garages and sales of $4,500,000, Forcomparizon
with subsequent years the remainder might be deducted from the 1,380,607 inde-
pendents shown for 1029, The column headed “Comparable” is computed on that
nssumption. Revised figures not avallable by size of cities.

More than the net increase in number of stores is
concentrated in cight kinds of business. Also worthy
of consideration are six kinds of business in which there
has been & decline in number of stores since 1929,
These are summarized in the following table.

Changes in specific kinds of business.—Some obser-
vations on the kinds of business which have registered
the greatest changes sinco 1929, and the trends in retail
distribution which they reflect, are contained in the
paragraphs which follow. (See also table 1A herein.)

Supermarkets.—Combination  stores (groceries-
meats) accounted for 36 percent of the total food store
business in 1029 and 54 percent in 1989. This great

increase in combination stores, and a reciprocal though

NUMRER OF STORES Sales change
KIND OF RUSINESS 1939 vs. 1029
1939 | 1920 | Change || (Percent)
Total, all kinds of business..... 1,770, 355 11,476, 365 |4-293, 990 —13
Major increases in stores:
Combination stores (grocerios-
meats). . fetmemncamiencenen—- 187,034 | 1185, 548 | 471,486 441
Flll[ng station: 241,868 | 121,513 |4-120, 345 +58
Eating places.... 169,762 | 134, 203 | --35, 499 No change
Drinking places 135,804 | ... +-135, 594 || No compar.
Liquor stores (packaged goods 19,186 | oo... 419,136 || No compar.
Tuel, ice, fuel-oil dealers.... 41,172 19,118 | 422,054 No change
Florists. .o ooooineeinnn.n 16, 055 9,328 s —
Women’s ready-to-wear sho 25, 820 18,268 | 7,567 -7
Major decreascs in stores:
General stores (with food)........ 30,688 | 104,080 | —64,401 08
Furnlture stores.. ... _.oo- 19, 002 26,153 | —5,251 —38
Accessory, tire, hattery dealers. .. 18, 526 22,313 | 3,788 —13
Feed, farm, and parden supply
SEOTeS . v e am e 21, 087 27,134 —5, 447 —30
Jewelry stores. ..o oo oiaaanan 14, 558 10,008 | —5,430 —33
Cipar stores, cigar stands. _...... 18, 504 33,248 | —14, 744 -40

only partly rclated decline in country general stores
(selling general merchandise and food with about equal
emphasis) reflect one of the outstanding developments
in food retailing in the decade between 1929 and 1939—
the growth of the supermarket.

Although no precise definition is yet recognized by the
trade, it is generally accepted that o supermarket is a
large cash-carry combination food store ($100,000 per
year of sales is the usual minimum) with its merchandise
arranged in open displays permitting individual selec-
tion without the assistance of salespeople, whereby
operating expense is kept to-a minimum by restricting
sales service, delivery, and other customer services
including credit. If services are available, a charge
usually is made for them in addition to the selling price
of the merchandise. A special report on supermarkets
is included in this volume.

Supermarkets have displaced many grocery stores
and the latter have displaced many country general
stores, cither by putting them out of business through
the force of competition or providing the pattern by
which they have. been reconstituted. During the
docade the transition has been gradual but persistent.
While combination stores increased 62 percent in
number and 41 percent in sales, grocery stores increased
hut slightly in number (from 191,876 to 200,303) and
sales deelined 35 percent. :

The substantial increase in the number of combina-
tion food stores (62 percent in 10 years) is the result of
many forces, notably the following:

(1) The addition of fresh meats in many former groc-
ery stores.

(2) The eflect of widespread automotive ‘use -and
meodern roads.

(3) The trend toward specialization in country
general stores. Expansion of variety chains, general
merchandise chains, and food chains into smaller com-
munities has introduced keener competition which has
forced general stores (gencral merchandise and food in
substantially equal proportions) to concentrate on one
field or the other, usually becoming small combination
food stores or small variety or general merchandise
storces, '
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CHART 2. COMPARISON OF RETAIL SALES BY MAJOR BUSINESS GROUPS:

1939,
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(4) The consclidation of many relatively small groc-

ery and combination stores into a smaller number of
larger stores, especially by chains. The increase in
importance of combination stores may be measured by
these chains’ proportion of combination stores’ sales,
which inereased from 32.2 percent to 38.4 percent.
" General stores (with food).—General stores de-
clined in number from 104,089 in 1929 to 85,839 in
1933 to 66,701 in 1935 and to 39,688 in 1939, while their
sales do(‘hne | 68 percent in the 10 years.

Though no complete matching of schedules was undvr-
taken, it is established from spot comparisons that a
major portion of the stores which disappeared from the
“gencral store (with food)” classifiention had not gone
out of business but were classified elsewhere because of
a basic change in the nature of the business. . The kinds
of business to which most such stores were transferred
are grocery, general merchandise, and filling stations.
The trend toward greater specialization, resulting from
the incidence of keener competition, has caused many
former country general stores to shift their sales em-
phasis, either to general merchandise or to food. ‘The
change results in a corresponding change i in the census
classification,

Filling stations.—A basic change since 1929 in the
automobile supply field is reflected by an increase of

nearly 100 percent in the number of filling stations with
8 58 percent inercase in sales, and o decline in the num-
ber and sales of auto accessory and tire stores. Though
the 1929 covernge may not have been complete, much
of the increase in filling stations resulted from competi-
tion between large oil companies to establish as many
single-brand independent outlets as possible, and to
retire from the retail ficld except for o relatively few
owned prestige stations in choice locations.

Filling stations increased from 121,513 in 1929 to
241,858 in 1939, Some 864 chains operated 30,038
of these stations in 1929 and did $629,024,296 or 35.2
pereent of the total filling station business. In the
intervening 10 years, the number of chain stations
dropped to 10,291 and sales to $288,370,000 or 10.2
percent of the total sales of all filling stations.

Stations operated by cooperatives (farmer coopera-
tives and consumer cooperatives) are a development of
increasing importance in this field. Sales of 1,017 such
stations totaled $35,304,000 in 1939, or 1.3 percent of
total filling station business. The corresponding ratio
in 1929 was 0.2 and in 1935 was 0.5 percent.

The great majority (95 percent) of all stations, how-
ever, are independonts.  As set forth in the text of the
1929 report of the Retail Census;* a large proportion of

11929 Distribution Volume 2, Retail Distribution Part 1, page 28,




RETAIL TRADE: 1939 7

the stations rated as independents are in fact agency
stations of the larger oil companies, confining their sales
to the products of some one company. Sometimes the
0il company owns the station and leasesiton a gallonage
basis to the independent operator.  Sometimes the land
is owned by the operatar, the oil company builds the
station, and the operator pays for it on a pallonage basis.
Or the station is owned entirely by the operator, who
contracts to handle one company’s product exclusively.

. In all these cases the operator falls w1t111n the
clasmﬁcatlon of an independent.

Accessory, tire, battery dealers.—As the auto-
mobile improved mechanically and more accessories
were built in, the number and sales of automobile acces-
sory stores declined. Meanwhile the increased number
of cars in use produced a wide market for tires and bat-
teries. At first the tire business took the form of inde-
pendent dealerships in which the importance of service
was stressed, and only incidentally were tires sold over
the counter in auto supply stores and department stores.
Later several manufacturers developed private brands
which were sold through mail-order and auto supply
chains in direct competition with the manufacturer’s
own franchise dealers. Other unsound trade practices
and price inequalities eventually discouraged tive dis-
tributors and many independent dealers went out of
business, while several rubber companiecs established
chains of owned retail outlets, classified by the Census
ag manufacturer-controlled chains,

By 1929 there were 128 accessory, tire, and battery
chains with 2,049 units and sales of $122,032,000 (about
20 percent of the total), By 1939 the number of chain
units had doubled and their sales had increased to
$235,961,000 or 45 percont of total sales of all accessory,
tire, and battery dealers, while the number of independ-
ent dealers decreased 5,756 or 28 percent and sales de-
creased 40 percent. A summary follows,

Accussory, TIRE, AND BATTERY DEALERS

TOTAL INDEPENDENTS " ciams
YEAR !
Nﬁ‘c‘:" Sales I“&T‘ Sales Units | Sales
18, 625 |$523, 685,000 || 14, 508 |$287, 724,000 | 4, 017 {$235, 061, 000
22,313 | 509, 205,000 (| 20,204 | 477,263,000 | 2,040°] 122, 032, 600
Porcent chunge. -] -1 -13 —28 —40 | 96 3

" The chain units referred to above include 2,401 units
of tire chains in 1939 and 1,137 units of tire chains in
1929. A comparison of the business ot tlre chains for
the 2 years follows.

The high mortality among independent dealers re-
sulted from the attempt to compete with chain units
of the very manufacturers who were supplying them
with their merchandise. Since the start of the war,
trade conditions and practices have been completely
upset, but the record persists as a graphic example of
the results which follow when a manufacturer retails
his product directly in competition with dealers of his

AvromosiLe Tmme CHAINS

1939 1929

Number of clmms ...................................... 20 07
2,401
$130, 232, 000

1,187
Total sales. ... ... $68, 381, 000

Credit snles. ... .. .| $108, 441, 000 38, 283,000
Number of exnploye 5, 106 0, 903
Total pay roll .. $20, 409, 000 $8, 723, 000
Iay roll cost per ?:1()0 of sales. .. $14. U8 $14, 94
Stocks on hand at cost, ond of year. $11, 322,000 Q)]
Accounts receivable, end of Zu Y $23, 081, 000 M

1 Not available,

brand, or markets similar brands at widely different
price levels through competing retail channels., In
this case the competing channels are independent deal-
ers, manufacturers’ chains of own retail stores, and mail-
order and auto supply chains selling private brands
made to specifications similar to the manufacturers’ own
brands but at lower prices,

Drinking places, liquor stores (packaged
goods).—Repeal of prohibition against alcoholic bey-
erages has added 135,594 drinking places and 19,136
liquor stores sclling packaged goods; meanwhile the
number of eating places has increased in 10 years by
35,499 or 26.4 percent. In comparison with sales in
eating places in 1929 of $2,124,890,000, the combined
sales of cating and drinking places and liquor stores in
1939 were $4,106,403,000, an increase of nearly 2 billion
dollars, or 93 percent. On the other hand, there has
been & sharp drop in the business of cigar stores, with
14,744 (44 percent) less such stores and stands than
in 1929 and 49 percent less sales. The cigarette busi-
ness appears to have gone to drug stores, grocery
stores, and eating and drinking places.

- Other specialized businesses.—Women's ready-to-
wear stores inereased in number and relative sales im-
portance in the decade since 1929, though the general
price level declined about 30 percent, The Census for
1939 shows 25,820 women’s ready-to-wear stores with
sales of $1,009,494,000; compared with 18,253 such stores
in 1929 with sales of $1,087,601,000. = Sales in 1939 were
only 7 percent below the 1929 peak. The 41 percent
increase in stores was the only increase in any kind of
business in the apparel group.

Furniture stores lost 32 percent in number between
1929 and- 1935, declining from 25,153 to 17,043 as a
direct result of the depression. Between 1935 and 1939
there was an increase of 2,859 stores, resulting in a neb
loss during the decade of 5,251 or 21 percent. Sales
declined 54 percent between 1929 and 1935 and re-
covered in 1939 to 64 percent of the 1929 level. The
10-year net loss of 36 percent in sales was greater than
the decline in the general price level of commodities
sold in furniture stores  (furniture, floor coverings,
household appliances, ete.), according to such retail
price information as is available, and it is to be noted

_that furniture sales have increased in department stores

and mail-order houses.
Jewelry stores followed somewhat the same pattern
as furniture stores. In number they fell from 19,998
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in 1929 to 12,447 in 1935, but increased to 14,559 in
1939 for a net loss of 27 percent. Jewelry store sales
in 1929 of $536,281,000 (1.1 percent of total retail
sales) declined 56 percent to $234,893,000 in 1935 and
recovered to $361,595,000—a net decline in 10 years
of 33 percent. There is no representative index of
jewelry prices, so it is impossible to state how much of
the loss in dollar sales represents a decline in the price
level.

Hay, grain and feed stores declined 22 percent in
number and 37 percent in sales between 1929 and
1939 due partly to the general depression in agricul-
ture and partly to the increased use of motor vehicles
and tractors on the farm. On the other hand the sales
of farm and garden supply stores increased, and in 1939
were 21 percent higher than in 1929. They operate
primarily in cities and sell principally to household
consumers. .

Fuel-0il retailers who supply and service domestic
heating plants constitute another kind of business which
has developed largely in the decade following 1929.
Statistical data on the subject are incomplete because
fuel-oil dealers were combined in 1929 Census tables
with ice and coal dealers. The two kinds of business
are closely related, fuel-oil distribution being often
an outgrowth of the older fuel and ice business.

Changes in consumer preference in a decade.—
Comparison of the relative sales importance of leading
kinds of business before and after the decade from 1929
to 1939 provides a good over-all index of changes in
consumer preference, both as to merchandise and as to
the kinds of stores in which consumers prefer to
buy.

This preference as to stores applies to (1) kinds of
business, such as variety stores and food stores versus
general stores (general merchandise and food); (2) types
of operation, such as chain stores versus independents;
(8) customer services such_ as credit and delivery versus
cash-carry; (4) size of store, such as large versus small
stores; and (5) size of city, such as stores in larger cities
versus smaller home-town stores. It is proposed to
point out the census data which throw light on signifi-
cant changes in these pre-war preferences, for its value
in planning the return to a normal economy after the
war.

Changes by kinds of business (tables 14 and
24).—Outstanding is the fact that there has been prac-
tically no change in the relative proportion of the con-
sumer dollar spent in food stores, general merchandise
and drug stores and women'’s ready-to-wear stores, but
relative expenditures in eating and drinking places and
filling stations have doubled. The principal losers are
furniture, household appliance, lumber, and hardware
dealers. Automobiles, men’s wear and jewelry con-

sume less of the consumer dollar because of substan-

tially lower price levels in these lines of merchandise
since 1929 and reduced physical volume in some lines.

An interesting sidelight on the rapid changes which
often occur in buying habits is a reduction by nearly
one-half in the number and sales of cigar stores and
stands, during a decade in which consumption of to-
bacco products has increased. The business has shifted
largely to food stores, drug stores, and restaurants, and
many of the remaining cigar stores have added foun-
tain-lunches, packaged liquors, sporting goods, and
men’s furnishings in the effort to replace lost sales of
tobacco products.

During the same period when this once highly spe-
cialized cigar store business was losing public favor, an
equally radical transition was taking place in country
general stores, caused more by the force of trade compe-
tition than by any direct change in consumer preference.
The old country general store, selling general merchan-
dise and foods, was the antithesis of specialization.
But the expansion of food chains, variety chains, and
general merchandise chains into smaller and smaller
communities introduced new forms of competition
which in many cases became models rather than con-
querors of country general stores, causing them to drop
oné or the other of their hybrid lines and specialize
on foods or general merchandise.

A study of the census returns shows that many of
the stores which disappeared from the ‘“general stores
(with food)”’ classification between 1935 and 1939 ap-
pear in the census for 1939 as food stores or variety
stores or general merchandise stores (without foods).
Statistically they appear as casualties in one classifica-
tion and new stores in another. This trend from a
general into a more specialized classification is not
marked in other retail trades; instead the opposite
trend is evident in the growth of such kinds of business
as combination food stores, department stores, variety
stores, and the recently developed hard-goods stores,
in comparison with the retrogression of meat markets,
shoe stores, cigar stores, household appliance, radio
dealers, and auto supply stores.

The following summary comparison provides a meas-
ure of the changes which occurred between 1929 and
1939 in the place of expenditure of that part of the,
consumer dollar which is spent in retail stores. The
1935 eolumn shows some of the interim results of
restricted expenditures during the economic depression,
which continued beyond 1935.

It needs to be emphasized that sales by kind-of-
business classifications are only roughly indicative of
sales by commodities. Primary commodities of one
kind of store may be sold as secondary commodities
in other kinds of stores. Food store sales are not all
food sales; conversely food is sold also in other than
food stores, such as general stores, department stores,
feed stores, and some others. Only about one-half of
drug store sales is of commodities peculiar to drug
stores which are not widely sold in other kinds of
stores.
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SarEs AND SaLes Ramios, Major Business GRrOUPSs, AND
PrincipaL KiNDps oF BUsINEss

SALES, 1939 SALES, 1935 SALES, 1929
KIND OF BUSINESS
Amount | Per-| Amount | Per-| Amount | Per-
(add 000) | cent| (add 000) | cent| (add 000) | cent
Total, all stores .......... $42, 041,790/100. 0,832, 791, 212(100. 0|$48, 329, 652100.0
Food group. . ccemewmceanannnn 10, 164, 967| 24.2| 8, 362, 425 25. 5 10,837, 421| 22. 4
Combination stores (gro-
cories-meats) . . ... -...-...| 5 496,318/ 13.1| 4,149,813 12.7| 3,903 662 8.1
General stores (with food) .. .... 810,342| 1.9 1,110,403| 3.4| 2,570,744 5.3
General merchandise group ....| 5 665,007 13.5| 4,619,751 14.1| 6,444 101} 13.3
Department stores.......... 3,974,998| 9.5/ 38,311,070{ 10.1| 4,350,008 9.0
Variety stores 6,801 2.3 780, 819| 2.4 904, 147| 1.9
Apparel group. - o ooccamcoannen 3,258,772| 7.8| 2,656, 242| 8. 1| 4,240,803 8.8
Men's-boys’ clothing stores
(and furnishings) ......... 773,312 1.8 659, 617| 2.0 1,192,723| 2.5
Women’s ready-to-wear
stores.......... 1,000,494 2.4 794,992 2.4 1,087,601 2.3
Shoe stores (all kinds)...... 617,064] 1.5 511,399 1.6 806,820 1.7
Furniture — household — radio
fra 0151« J 1,733,257| 4.1} 1,280,806 3.9| 2,754,721} 5.7
Automotive group..... ... 5,548,687| 13.2| 4,236,586 12.9| 7.043,386) 14.6
Motor-vehicle dealers. .. ....| 5,004,035 11.9| 3,847, 642| 11.7| 6,407.512| 13.3
Accessory, tire, battery
dealers. - ..occoiiiiinaans 523,685 1.2 373.910| 1.1 599, 205/ 1.2
Filling stations. .. ......ccennn 2,822,405\ 6.7| 1,967,714/ 6.0 1,787,423} 3.7
Lumber—building group. .. .-| 1,761.205] 4.2/ 1,105 296| 3.4| 2,621, 064 5.4
Hardware group.. - cccceocvana-- 973,709| 2.3 758, 979| 2.3| 1,224,560| 2.5
Eating places..... 2,135,020| 51| 1,666, 899) 5.1/ 2,124,800 4.4
Drinking places. . 1,385,032 3.3 723,961 2.2|.. ciceinefanno-
Drug stores... ... 1,562, 502| 3.7| 1,232 593| 3.8| 1,690,399 3.5
Liquor stores (pac) . 586,351 1.4 328,307 10| ....ociini]inan
Other retail stores. . ............ 3,496,437| 8.3| 2, 618,820/ 80| 4,841,982 10.1
Fuel, ice, fuel-oil dealers.....| 1,013,542 2.4 859,018| 2.6/ 1,013,369 2.1
Feed, farm, and garden
supply stores............. 779,289 1.9 599,138| 1.8] 1,119,164] 2.3
Jewelry stores. . ......o.onn- 361, 505 .9 234, 893 7 536,281 1.1
Cigar stores, cigar stands. .. 207,781 .5 182,950, .6 410,064] .9
FIOriStS. o e crveec e 148, 7411 . 4 98, 718 .3 176, 201 .4
Second-hand stores. .. .......... 138,007, .3 113,340, .3 148,068 .3

For further detail see table 1A, p. 57.

Despite this qualification it is evident from the above
table that the public prefers to pay less of its retail
dollar for motor vehicles and more for gasoline and oil
to operate them; it is spending less for men’s wear
and jewelry and more for women’s apparel, and buying
more in department stores; that drug stores and food
stores have captured much of the tobacco business
formerly enjoyed by cigar stores; that less is being
spent for furniture, radios, household goods, and build-
ing materials than in 1929, and more in restaurants,
drinking places, and liquor stores. These conclusions
are further supported by analyses of sales by commodi-
ties, presented in table 18 and described later herein.

Changes in geographic distribution of sales (table
2B).—In the decade following 1929 the most pro-
nounced change in the geographic distribution of retail
sales has been the growth of the South Atlantic States
and California. '

In every Atlantic Coast State from Delaware to
Florida the sales ratio or proportion of total retail
sales was greater in 1939 than in 1929, while in several
States the volume was greater even in dollars during
1939 than during 1929. The latter is true of Delaware,
Maryland, the District of Columbia, Virginia, South
Carolina, and Florida. This is the more remarkable
because the general price level as measured by the
cost-of-living index was about 19 percent lower in 1939
than in 1929. In no other section of the country was
dollar volume greater in 1939 except in the scattered
States of New Hampshire, Louisiana, Idaho, New Mex-
ico, Nevada, and California.

In ratio to total business, four geographic divisions
improved their positions, four showed losses and one
remained unchanged. They are:

DisTrIBUTION OF RETAIL TRADE GEOGRAPHICALLY,
1939 vs. 1929

DIVISIONS SHOWING INCREASE IN RATIO DIVISIONS SHOWING DECREASE IN RATIO

P?rtc%n}: Percent

of tota of total
Rela- Rela-
Division sales tive Division sales tive
———-——=| change change

1939 | 1929 1939 | 1929
New England..._._.| 7.9 7.7 +0.2 || Middle Atlantic.._._. 24.5 25.9] —1.4
South Atlantie.”. ... 10.4/ 8.6| -+1.8 || East North Central._| 22.0| 23.0 —1.0
Mountain....._.___.| 3.4 3.1} 4.3 || West North Central..| 9.8 10.7 —.9
Pacific. ............ 10.2| 9.0f 412 || West South Central.| 7.4 7.6] —.2

UNCHANGED

East South Central..| 4.4 | 4.4 |.._....

The changes by States form a pattern which indicates
that highly industrialized States such as Massachusetts,
New York, Illinois, and Michigan are losing in sales
ratio to the South and the Pacific Coast, as well as to
Idaho, Colorado, and New Mexico. A comparison of
the sales and sales ratios in 20 States for 1939 and 1929
follows:

CHANGES IN DISTRIBUTION OF RETAIL SALES IN CERTAIN STATES

FERCENT OF
SALES (adq 000) TOTAL
STATE
1939 1929 1939 | 1929

United States.. .o ..ooroio i $42, 041, 790 '|$48, 329, 652 |100. 0 | 100.0
Massachusetts.. ...... . , 737,680 | 2,031, 4.1 4.2
New )’0rk e 5, 578, 159 6,968,931 | 13.3 | 14.4
Illinois. ... 2,857,646 | 3,658 560 | 6.8 7.6
Michigan................. 1,820,798 | 2,202,405 | 4.3 4.6
Missouri.....ooooaeaniinan 1,102,503 | 1,422,449 | 2.8 2.9
Kansas . ooowoeeoecimanann 473, 551 730, 11 1.5
Delaware. . 110, 052 101, 861 .3 .2
Maryland . ......o...o...o. 619, 273 610, 967 1.5 1.3
Distriet of Columbia. . 402, 768 332,303 | L0 7
Virginia . ........ 628, 172 501,763 | 1.5 1.2
North Carolina. 633, 240 642,550 | 1.5 1.3
South Carolina. 332,224 296, 674 .8 .6
Georgia.. ... 624, 765 627,171 15 1.3
florida. . .. 614, 464 493,886 | 1.5 1.0
Idaho ..... 175,873 165, 352 .4 .3
Colorado. .... 409, 103 457,413 | 1.0 .9
New Mexico. 125, 765 116, 833 .3 .2
California. .. . .| 3,187,809 | 3,142,643 | 7.6 6.5
Oregon.. ... P e - 442, 160 443,303 | 1.1 .9
Washington. .. ....eemm e 668, 790 745,891 1.6 L5

Note—Vol. I, part 8 (the area volume) contains detailed break-downs of stores ane
sales by kinds of business, for each State, county, city, incorporated place of mord
than 2,500 population, and remainder of counties. Sce also “Additional area data,”
p. 849. Appendix C.

Sales trend toward small cities.—Elsewhere herein
(page 17) is an analysis of sales by size of cities which
throws further light on what appears to be a modest
but well-defined trend of retail business toward the
smaller cities (5,000 to 30,000 population) with com-
pensating decrease both in the larger cities and the
small or rural communities. This appears to be &
reversal of a trend toward larger cities which is said to
have characterized the preceding decade, concerning
which no Retail Census data were available. Detailed
tables will be found to support the following summary
comparison:
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POPULATION, STORES, AND SALES IN LARGER VERSUS SMALLER COMMUNITIES

POPULATION NUMRER OF STORES SALES (millions)
. .dcrrv sszl )
ased on population]
¢ por 1940 Percent 1930 | Percent 1939 Percent 1929 Percent 1939 Percent 1929 Percent

Total, United States...... 131, 669, 275 100. 0 [122, 775, 046 100. 0 1,770, 355 100.0 1, 543. 158 100. 0 $42, 042 100.0 $49, 115 100.0
Cities over 30,000 ..« ccveomcena- 50, 982, 378 38.7 | 47, 550, 538 38.8 759, 103 42.9 683, 751 44.3 24,023 57.1 28, 486 58.0
Cities of 5,000 to 30,000.......... 18, 415, 413 14.0 | 16, 686, 695 13.6 311, 410 17.6 268, 852 17.5 8,423 20.0 9,079 18.5
Cities of 2,500 t0 5,000. . ........- 5,025, 911 3.8 | 4,717,590 3.8 108, 070 6.1 99, 258 6.4 2,341 5.6 2,839 5.8
Places under 2,500-. . ... cooo. - 57, 245, 573 43.5 | 53,820,223 43.8 591, 772 33.4 491, 207 31.8 7,255 17.3 8,711 17.7

One reason for the increase in retail sales in cities of
5,000 to 30,000 population may be the marked improve-
ment which has taken place in merchandising and
storekeeping in such cities throughout the country,
especially by smaller independents confronted with the
competititon of new stores of well-managed chains, in
modern store premises.

During the decade many national and sectional
chains have grown greatly, by horizontal rather than
vertical expansion. There is no evidence of any supe-
rior merchandising ability which gave their older stores
a greater sales increase than that of independents, but
there was steady expansion of the chains geographically
into the smaller cities. New chain stores in a small
city usually have required the construction of new
premises. Because they were new, the premises often
were more attractive physically and better equipped
than were existing independent stores. Almost always
the new stores opened in this decade were managed at
thle start by experienced managers trained in alert mer-
chandising methods, who were better merchants than
their independent competitors and better than the size
of the stores justified. '

To meet such competition, independents were forced
not only to modernize their premises but also to adopt
better merchandising technic—selection, pricing, dis-
play, advertising, and selling. Cities long devoid of
modern shopping districts thus became alert, attractive
trading centers and the local public seems to have found
them as satisfactory as the larger cities which for a time
had drawn trade away from the smaller towns. Much
of the transition, which is restoring the former balance
and offsetting the earlier effect of automobiles and good
roads, occurred during the decade under review and is
measurable in the comparison of sales by size of cities.

Changes by types of operation (tables 3A, 3B, and
3C).—A second principal change in consumer prefer-
ence, referred to earlier herein, concerns the type of
operation of the kinds of stores which show sales in-
creases. The major types are independents, chain’
stores, mail-order (catalog) houses, direct or house-to-
house distributors, and cooperatives.

In the decade under review, chains increased their
proportion of the total retail business from 20.3 percent
in 1929 to 21.7 percent in 1939, after having reached a
25-percent ratio in 1933. Independents accounted for
77.6 percent of the total business in 1929 and 74.7 per-

centin 1939. The remainder is represented by increases
in the relative position of mail-order houses, cooperative
stores, house-to-house selling, utility-operated stores in
which gas and electric companies promote the sale of
power-consuming household appliances, and State
liquor stores operated directly by several States and
municipalities.

Below is a summary comparison of stores and sales
for the 2 years, showing also (by inclusion of 1933 and
1935 sales ratios) the effect of the depression in the
temporary increase in popularity of chain stores and
house-to-house selling:

Summary CoMmMPARISON OF STORES AND SALES BY TYPES OF
OPERATION

NUMBER OF
STORES

PERCENT OF TOTAL

SALES (ADD 000) SALES

TYPE

1939 1929 1939 1929 1939 | 1935 | 1933 | 1928

Total, all types._[1, 770, 3551, 543, 158|$42, 041, 790| $49, 114, 653|100, 0/100. 0)100. 0/100. 0

Independents. . ... |1, 624, 6651, 380, 07| 31,409, 859| 38, 124, 430( 74.7| 73.3| 71.2| 77.6
Chains 123,105 151,712 9,105, 825] 9,964, 547| 21.7| 23.3| 25.2 20.3
Utlhty-opemted

StOres. .......... 4, 836 4,053 151, 539 163, 371 4 4 .8 .3
Direct-selling

(house-to-house). 5, 199 1, 661 153, 397 93,961 .4 4 77 .2
Mail-order (cata-

log) houses..... .. 434 271 537, 413 515,237] 1.3| 1.3 1.0/ 1.0
Comimissaries or

company stores . 2, 007 1,347 148, 248 115,583 .3 3 .4 .8

Farmer and con-
sumer coopera-

tives. .. ... ... 3. 698 1,709 224, 375 116,995 .5  .3|..... .2
State liquor stores 2,618 ........ 249,430) ... ..ol B LBfeeean
Other types of op-

eration.......... 3, 703 1, 798 61,704] 20,5200 .1 .2 1.2] .1

Effect of chain tax restrictions.—During the
decade many States enacted restrictive tax legislation
designed to force large multiunit operators to curtail the
number of their stores. One result normally to be
expected should have been a sharp reduction in the
number of chain units; another indicator would be an
increase in the sales size of the average remaining
units, since the number of units rather than sales
volume was the criterion for taxation in such legislation’

The total number of chain units decreased steadily
during the 10-year period since 1929. Average sales
per store increased. But analysis by kinds of business
shows that two kinds of chains alone account for more
than the entire over-all change, and both kinds of busi-
ness were affected by forces which had little to do with
tax restrictions.

Excluding these two, which are filling stations and
grocery or combination stores, the remaining totals
show no indication that the tax restrictions reduced

[ p—
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the growth of other chains, in units or in sales volume.
On the contrary, the number of such chain units in-
creased 2.9 percent, sales decreased 8.3 percent com-
pared with the over-all sales decrease of 13 percent for
retail trade as a whole, and the size of the average chain
unit decreased $10,100 or 10.9 percent. A summary

follows:
SumMary CompaRrISON OF CmaiNs IN Principar KiINDs oF
BusinEss
[Tables 3A and 3C]
NUMBER OF AVERAGE SALES

SALES (ADD 000)

CHAIN UNITS PER STORE
KIND OF CHAIN
1939 | 1929 | 1939 1929 1939 | 1929
Total, all chains.___[123,195 [151,712 |$9, 105, 825 |$9, 964,547 |$73,914 | $65, 681
Filling stations........... 10, 201 | 28, 617 288, 370 605,204 | 28,022 | 21,148
Grocery stores (without
fresh meats) . ........... 20, 093 | 35, 369 720,427 | 1,576,252 | 35,855 | 44,566
Combination stores (gro-
ceries-meats)............| 20,257 | 17,249 | 2, 112,002 | 1, 257, 727 |104, 265 72,916
All other chains. .........| 72,554 | 70,477 | 5,984,936 | 6,525,364 | 82,489 | 92,589
All other chains, ratio to | Percent | Percent| Percent Percent | Percent| Percent
1929 .. i 102.9 100. 0 91.7 100. 0 80. 1 100.0

Grocery and combination chains account for 33 per-
“cent and with filling stations account for 41 percent of
all chain units, and thereby tend to dominate con-
clusions based on totals only. The size of the average
chain combination store increased 43 percent, and the
size of the average chain filling station increased 33
percent. However, the average chain grocery store
decreased nearly 20 percent in size and chain variety
stores decrcased 12 percent. Department stores,
another important chain classification, increased the
size of the average unit 22 percent, but this kind of
chain was little affected by restrictive tax legislation
because of the small number of stores in any one State.
Filling station chains.—Filling station chains appear
to have been affected most by restrictive taxation, hut

other evidence indicates that the tax-induced movement |

to transfer ownership of all but compact groups and
prominently-located units, to managers or other in-
dividual operators, revealed an economic advantage
of independent ownership not previously realized.
It was found that the individuals as owners were
able or willing to operate on less margin in dollars than
they had received previously in wages as salaried
managers, and soon supplemented this with additional
revenue from repair, service, and accessorics sales.
It is impossible to measure how much this phenomenon
influenced the large oil companies to contract their own
retail operations in favor of single-brand independent
stations; and not all of the 10,291 chain stations in 1939
were operated by oil refining companies, since many are
small local chains, However, filling stations other than
chains increased in number from 92,896 in 1929 to
231,567 in 1939 or 149 percent, while chain units
decreased from 28,617 to 10,291 or 64 pereent.
Combination store chains—Equally remote but at
least distantly related to State tax restrictions on
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chains were the developments of the last decade in the
so-called food chain field, partly shown statistically in
the preceding text table. Chain grocery stores de-
creased more than 15,000 in number and chain com-
bination stores increased about 3,000 in the 10 years
since 1929, while their combined sales remained sub-
stantially unchanged.

Two forces were at work simultaneously, one a
transition by many chains from the strictly grocery
field (stores without meat departments) to the combina-~
tion store field (grocery stores with meats), and the
other the growth in popularity of supermarkets.
The latter appear in the census as combination stores,
and are described at length later herein (pages 817 to
836). Whether the attempt to meet tax restrictions by
replacing many small stores with fewer large units
developed the supermarket, or whether this new kind
of food store was a parallel development which hap-
pened to coincide with the other cannot be determined
statistically, but the fact is that many large chains
adopted the characteristics of the supermarket (large
units, self-service, cash-carry, departmentization, and
aggressive promotion) during this decade and now
greatly outnumber independent supermarket opera-
tors. This 'is the principal cause of the 43 percent
increase in average size of chain combination stores,
though tax restrictions may have influenced to some
extent the widespread adoption by large food chains
of the supermarket type of large store to reduce the
number of store units.

Growth of other types of operation.—Direct sell-
ing (house-to-house).—The house-to-house type of retail
selling doubled in relative importance in the decade
since 1929, meanwhile having reached a peak of even
greater sales importance during 1933. It constituted
0.2 percent of total retail sales in 1929, 0.7 percent in
1933, 0.4 percent in 1935, and 0.4 percent in 1939.

It has been characterized as a ‘“hard times business,”’
but in fact is composed in part of a solid foundation of
regular business conducted year after year by well-
established national distributors of such commodities
as sewing machines, vacuum cleaners, hosiery, cos-
metics, and remedies, and a fluctuating superstructure.
of spasmodic house-to-house selling of almost any-
thing which happens to be available in excess at dis-
tress prices. It is the latter type of business which
accounted for a large part of the increase to 0.7 percent
in 1933 and a part of the 0.4 percent in 1935, whereas
the 0.4 percent in 1939 represents substantial increases
in the business of regular distributors and the intro-
duction into the field of new national distribution of
houschold appliances, floor coverings, silverware, and
similar commodities of relatively large unit sales which
can be limited in variety or selection.

Mail-order  (catalog) houses—~Mail-order sales from
catalog rather than from store stoeks grew moderately
during the decade, having inereased from 1.0 percent
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of total sales in 1929 and 1933 to 1.3 percent in 1935
and 1939. There has been a steady increase in the
number of catalog houses, from 271 in 1929 to 311 in
1933, to 378 in 1935, to 434 in 1939.

Mail-order chains operated only 25 of the 271 houses
in 1929, but these 25 houses accounted for 77 percent
of total catalog sales. Chain units in 1939 numbered
42 and accounted for $402,273,000 or 75 percent of the
total sales of mail-order houses during that year. De-
spite their growth it is apparent that independent mail-
order houses grew even more. The mail-order classifi-
cation does not include the chains of department stores
operated by certain large mail-order companies, which
in the census are classified as national chains.

The following summary comparison indicates the
growth in number of houses and the fluctuations in
sales, employment, and pay roll in the decade from
1929 to 1939:

MaiL-orpER Housgs, SaLEs, EMPLOYMENT, AND Pay RoLL

[1939 compared with 1935, 1933, and 1929]

1939 1935 1933 1929

Number of mail-order houses. . ........... 434 378 311
Catalog sales (add 000)........... $537,413 | $420, 027 |.$244, 381
Percent to total retail sales. . 1.3 1.3 1.0

271
$515, 237
1.0

Number of employees.. ... 50, 955 40, 969 " 43, 321
Total pay roll (add 000)..... $58,487 | $30,888 | $24,786 | $45, 408
Pay roll percent to sales 10.9 9.5 10.1 8.8
Number of proprietors 257 195 199 190
1935 to 1933 to 1929 to 1929 to
1939 1935 1933 1939

Percent change: —_
Number of ROUSeS. - < cacoceoaeiaaao +14.8 +21.5 +14.8 +60. 1
Catalog sales.. ... cociiioiiiaan.. +27.9 +71.9 —~52.6 +4.3

1 Data not available.

Since mail-order is a type of operation and not a kind
of business, it is necessary to classify each house in
some one kind-of-business classification most nearly
descriptive of the principal business or the commodi-
ties sold. A break-down by kinds of business is shown
below. Thus a catalog house classed as “department
store” is one which sells a general line of merchandise
somewhat similar to that sold by department stores,
with the variety required: to' meet the definition of a
department store as given elsewhere herein (page 839).
If the merchandise is limited to that sold in a dry goods
store, the mail-order house is classified below as “dry
goods.” The four houses classed as “family clothing”’
sell men’s and women’s apparel, whereas houses sclling
only men’s clothing and furnishings or only women’s
apparel and accessories are classified under their appro-
priate kinds of business. The same principle is followed
throughout the list, so that all houses fall under the
business classification most nearly descriptive of the
variety of merchandise sold.

The following table illustrates the nature and wide
variety of merchandise sold by mail, and the relative
importance of the four principal kinds of business which
account for 94 percent of total sales but only 21 per-
cent of the number of houses:

MarL-orpER BusiNEss, 1939 anp 1935

[By nearest approrpiate kind-of-business designation]

NUMRER OF
YOUSES CATALOG SALES (Add 000)
KIND OF RUSINESS
Per- Per- Per- Per-
1939 o1 £1935) Lopyy| 1939 cent| 1935 cent
Total, all houses...........__|434 [100.0| 378/100. 0;$537, 413/100. 0{$420, 027/100. 0
Department store merchandise....| 24| 5.5 33| 8.7| 464, 280| 86.4| 386, 200 91.9
Dry goods (soft lines) . ............ 7089 (M| M 14,657 2.7] () O]
‘Women's apparel, accessories. ... .. 12/ 2.8/ 6/ 1.6/ 18,646/ 3.5 6,346 1.5
Farm and garden supplies......... 36| 8.3 16| 4.2 8251 1.5 4,203 1.0
Shoes. .. .o 8 18 7| L8 3649 L7 1,600 .4
Men’s clothing, furnishings. . ... .- 15| 3.5/ 16| 4.2| 2,336] .4 3,047 .7
. Radios.............. o128 7 L8 1,625 .3 628 .1
Jewelry, silverware S| 1y 2.5 4 1.1 1,663 .3 331 .1
Drugs, remedies. .. _._..... o| 18] 3.0 19| 5.0 3801 .1 450 .1
Hardware, farm implement: o 11 2.5( 4] L1 798 .1 427 .1
Family clothing......... o4 9 4 11 236 .1 2000 .1
Other kinds of business. . .........| 272| 62.8| 262 69.4| 20,883] 3.9 16,686 4.0
BOOKS. .- ool 46| 10.6 6,503 1.2
Cigars, ete. .. ......... .- 15| 3.5 857 .2
Novelties, souvenirs.. . 12 28:) 1 (@ 43 .1 2)
Sporting goods. ..... .| 8 L8 990 .2,
Other. ..o 191! 44. li 11, 790 2.2l
1

! Included with department stores.
2 Not available.

Farmer and consumer cooperatives.—Farmer coopera-
tives are primarily marketing associations operated to
sell the products of their members, and as such are a
part of the Wholesale census. Some farmers’ coopera-
tives, however, operate retail stores to purchase and
distribute supplies and general merchandise required by
their members, and they usually sell also to non-mem-
bers. Such retail operations of farmers’ cooperatives
are included in the Retail census. Since the stores are
not substantially different from those of consumer coop-
eratives, they are grouped in census reports with the
latter.

These 3,698 cooperatively operated retail stores re-
ported sales in 1939 of $224,375,000 or one-half of 1
percent (0.5) of total retail sales. The number is more
than double the 1,709 cooperative stores reported in the

1929 Census, the sales volume of which totaled $116,-

995,000. The interim census for 1935 showed 1,801
stores with sales of $119,827,000.

Data are not available for 1929 to show the kinds of

- business in whieh the 1,709 coopérative stores of thas

year were engaged. Of those reported for 1935 and
1939, more than two-thirds are filling stations, feed
stores, and farm and garden supply stores. A summary
by these prineipal business classifications follows.

State liquor stores—Of 19,136 liquor stores in the
United States in 1939, 2,618 or 13.7 percent were so-
called State liquor stores, which type included not only
the package-liquor stores operated directly by 15 States
but also a relatively few operated by counties and mu-
nicipalities in 5 other States. Sales of these so-called
State liquor stores in 1939 totaled $249 430,000 or 42.5
percent of the total sales of all package-liquor stores.
The remaining $336,921,000 or 57.5 percent of the busi-
ness was commetcial, in the sense that it was conducted
for profit by private entreprenecurs, in 16,518 stores.
Such business was prohibited in 1929.

B e p—— R
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FarMER AND CONSUMER COOPERATIVE STORES

[By principal kinds of business, 1939 and 1935]

PERCENT OF
TOTAL
NUMBER OF SALES IN
STORES SALES (add 000) | g, g k1D
KIND OF BUSINESS OF RUSI-
NESS
1939 | 1935 1939 1935 1939 | 1935
Total, all cooperatives.._._._._. 3,698 | 1,801 ($224,375 | $119,827| 0.5 0.3
Iﬁ‘illing st_ationg o ShoresT T }, (I)H 204 gg, ggg 10, 187 lé. g .5
ay, grain and feed stores.......... , 103, X
Farm and garden supply stores.....| 331 }1' 082 { 25, 583 |§ 85,424 {16.5 } 14.3
Other kinds of business. ............ 1, 206 515 | 59,759 | 24,216 |......| ...
General stores (with food)......| 261 14, 538 1.8
Dairy products, milk dealers. .. 108 14, 239 1.9
Combinations food stores.......| 241 10, 015 .2
Grocery stores (no meats)...... 219 4, 255 .2
Lumber, building-materials
dealers. - -c.oiiai i 67 |} () 3,950 [O] .3 "
Hardware, farm implement
dealers. ..o oieiaaann 44 1,813 t.2
Restaurants, other eating places. 55 1, 555 .1
Fuel, ice, fuel-oil dealers. ....... 36 861 !y .1
Others not classified ............ 175 8, 533 | e
1 Not available.

Stores and sales of this type—State liquor stores—
were distributed by States in 1939 and 1935 as follows:

State Liquor StorEs Savres, 1939 anp 1935, BY STATES

NUMRER OF SALES PERCENT
STORES (add 000) OF TOTAL

STATE

STATE LIQUOR

STORE

1939 1935 1939 1935 SALES,
Total, United States.... 2,618 2,080 | $249,430 | $163, 381 100. 0
Alabama 87 |uemaeaeann 9,063 |. .. ..... 3.6
Idaho........... 122 110 3, 622 2,256 15
Towa. ... 173 120 11, 454 6, 314 4.6
Maine. 39 25 5, 396 3,316 2.2
Maryland (counties). ......... 14 1,038 149 .4
Michigan. .. ......... 98 101 21, 121 15, 277 8.5
Minnesota (municipal). 153 54 3, 685 1,289 L5
Montana......... .- 171 168 5, 549 , 680 2.2
New Hampshire. 34 25 3,882 2,709 1.6
North Carolina (counties) 84 47 5,710 1,452 2.3
North Dakota (municipal) .. .. P G 207 | .1
Ohi 313 44, 970 31, 386 18.0
160 157 8,733 6, 042 3.5
582 474 74, 585 55, 929 20.9
76 32 1,026 290 .4
95 100 3, 959 1,823 1.6
24 14 2,117 1,315 .8
91 69 16, 743 12, 241 6.7
180 172 14, 296 11, 856 5.7
131 120 12,274 5,058 4.9

Utility-operated stores.—Retail stores operated by gas
and electric utility companies, to sell household appli-
ances whose use increases the power load of the com-
panies, increased nearly 20 percent in number in the
decade. Sales were lower in dollars in 1939 than in
1929, but higher in the physical volume of appliances
sold because of a drop of nearly one-third in the retail
price of comparable products. A summary comparison
follows.

Commissaries or company stores.—Commissaries op-
erated by manufacturing, mining, transportation, and
other companies, for the primary purpose of supplying
their own employees with merchandise at retail, in-
creased in number and sales in the decade following
1929 despite restrictive legislation in several States de-
signed to discourage, or at least correct the alleged evils

UtiLiTy-OPERATED STORES, 1939, 1935, aND 1929
Number | Sales (add | Fereent of
of stores 000) total retail

sales

Year:

1030 . e 4, 836 $151, 539 0.4
3, 936 123, 242 .4
4,053 163, 371 .3
Percent of
sarlne kind of
hus:

By kinds of business, 1939: ._.E.EES_S...
Household appliances............_........ 4, 449 138, 635 47.1
Radio—household appliance dealers.... ... 123 7,436 3.9
Heating, electrical dealers .. .._.......... 82 1,517 1.2
Fuel, ice, fuel-oil dealers .- 43 1, 064 1
Not elassified. . ... 139 ) 887 [

of, this type of store. Though the use of scrip and the
practical monopoly which company stores formerly en-
joyed have been largely ended since 1929, such stores
increased from 1,347 in 1929 to 1,888 in 1935 and to
2,007 m 1939. The latter is 49 percent greater than
the number operated in 1929. Sales increased 28.3
percent in the 10-year period.

The principal kinds of business conducted by com-
missary or company stores are shown in the following
summary: '

Kinps oF Business OPERATED BY ComMmissaRY OR COMPANY

STorEs
NUMBER OF STORES | SALES (ADD 000)
RIND OF RUSINESS —_——
1939 1935 1939 1935
Total, all company stores.........._.. 2,007 1,888 | $148,248 | $113,126
Grocery stores (without fresh meats). . ... 307 349 4, 597 2, 982
Combination stores (groceries--meats).... 166 94 6, 557 3,355
General stores (with food).....ccoauiannes 981 90, 041
General merchandise stores. .. .....ocoo... 268 36, 802
Filling stations. ... .ccocoeemiaaiaane . 72 O] 2,715 (0]
Eating places. . ... ... 88 2,810
Other kinds of business........... 125 4,720

1 Not available.

Leased department operations—Leased departments
are separate enterprises conducted within a store of
another kind, by operators who are not a part of the
management of the main store. Typical examples are a
millinery department in & department store or a meat
department in.a grocery store or a supermarket.
Usually such leased departments are confined to some
one kind of goods which, for one reason or another, are
considered difficult to merchandise by the main store.
proprietor or merchandising organization.

Leased department operators are, as a rule, specialists
in the merchandise or service which their departments
sell. They may be individual operators confining their
effort to one location, or multiunit operators, in which
case if they operate in more than three locations they are
classified as leased-department chains.

Both independent operations and chains increased
greatly in number and sales, in the decade under review.
Leased-department chains operated 3,675 units in 1929,
3,976 in1935,and 5,568 in 1939.  Sales increased 31 per-
cent in 10 years, from $129,702,000 in 1929 to $170,-
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368,000 in 1939. Independent operators numbered
7,661 in 1939 with sales of $136,988,000, considerably
more than twice the number and sales of 1935. For
1929 the census showed 596 independent operators with
sales of only $24,321,000. The apparent sales increase
of 463 percent between 1929, and 1939 does not represent
the true situation because. of the difficulty encountered
by the field organization of the Census Burcau in
identifying and obtaining schedules from such operators
at the time of the initial Business Census.
A summary of the available data follows:

LEASED DEPARTMENT OPERATIONS

NUMRER OF LEASED

DEPARTMENTS SALES (ADD 000)

TYPE OF OPERATION AND FKIND OF
BUSINESS

1939 | 1935 | 1929 | 1939 1935 1929

Total, independents and chains. |13, 229| 7,679| 4,271{$307,356,$162, 4185 $154, 023

Independent operators........... 7,661 3,703] 596 136,988 49,377 24,321
Chains (more than 3 units).| 5, 568 3,976| 3,675 170, 368] 113, 108 128, 702

By kinds of business:

‘Women’s ready-to-wear depts. ... 386 225 31,705 13,257
Shoe departments. ..._..____._._. 1,522) 892 52,549) 32, 269
Radio—household appliance depts 301 6, 661

Grocery departments. .. 280 10, 726

Meat departments. . . . 2, 742 53, 747

Fruit and vegetable depts. . 1, 162 21, 662

Eating places ... .......... 1, 085 " 13, 491 )
Cigar departments. .. ... 1591 (O 1, 543 M)
O;)tmal goods departments. .. 241 4,309
Women’s accessorics depts. ....... 520 8, 135
Millinery departments. . . . 2,077 45, 623

Jewelry departments. . .. - 189 2, 666,

Other kinds of business........... 2, 565 56, 539

1 Not available.

Changes in development of customer services.—It is
difficult to measure statistically, from census data, the
changes in customer services which have developed as a
result of consumer preference in the decade under
review. Outstanding indications of the changes are:
(1) An increase since 1935 in the proportion of open-
account and installment-credit sales, restoring the eredit
ratio which existed in 1929; (2) increased popularity of
department stores, which generally provide the maxi-
mum of customer services; (3) growth of combination
food stores and supermarkets at the expense of meat
markets and grocery stores; (4) a substantial increase in
the number and sales of eating and drinking places in
cities and along the highways, the latter in conjunction
with a similar increase in filling stations; and (5) a well-
defined trend of retail business toward the smaller
cities (5,000 to 30,000 population) with a corresponding
decrease both in larger cities and in small or rural com-
munities. The latter may indicate a reversal of the
former trend toward larger cities; a discussion of the
probable causes was the subject of an earlier section of
this report (page 9).

Retail credit.—Credit business, roughly one-third
of total retail sales, constituted 34.3 percent in 1929,
fell to 29.5 percent in 1935 and returned to 34.2 percent
of total sales in 1939. Two-thirds of ceredit business is
conducted on open account and is primarily a service
to customers. It is significant that 24.8 percent of

total sales in combination stores in 1939 were credit
sales, despite the inclusion in this classification of cash-
carry supermarkets, and that nearly 24 percent of all
food sales were on credit. Furniture stores and house-
hold appliance dealers show the largest ratio of retail
credit sales—78.5 percent and 78.0 percent respectively
—while other kinds of stores which do more than one-
half of their business on credit include dairy products,
milk dealers; furriers; radio dealers; motor-vehicle
dealers; accessory, tire, battery dealers; the entire
lumber—building group; farm implement—hardware—
tractor dealers; fuel, ice, fuel-oil dealers; jeweclry stores;
book stores; and office, school supply and equipment
dealers.

Installment sales—Installment credit averages 33.1
percent of total credit sales in 1939, compared with
approximately 38 percent of total credit sales in 1929.
The amount includes down-payment, if any, at time of
purchase; that the practice of requiring down-payments
is widespread is indicated by the fact that they averaged
27.4 percent of the total amount of installment sales
in 1939. They include the trade-in value of used goods
taken in trade as well as any cash payment at time of
purchase. That the high ratio of 27.4 percent is
influenced by trade-in allowances far more than by
down-payments in cash is shown by the fact that the
ratio of down-payments is only 8.1 percent in depart-
ment stores and 8.8 percent in family clothing stores,
for instance, where trade-ins are rare, in comparison
with 38.1 percent for motor-vehicle dealers, 32.5 per-
cent for boat, airplane, and motorcycle dealers (“other
automotive”’), and 33.3 percent for farm implement
dealers, in all of which trade-ins constitute a common
form of down-payment.

Accounts receivable—Installment receivables in a
representative group of 60,525 installment credit stores
stood at $1,184,010,000 at the end of 1939, cquivalent
to 43.4 percent of these stores’ total 1939 installment
sales of $2,728,490,000. Open charge accounts receiv-
able in 258,241 credit-granting stores, including the
60,525 installment credit stores, totaled $1,790,649,000
at the end of 1939, equivalent to 22.5 percent of these
stores’ total 1939 open-account sales of $7,965,264,000.
The total number of stores reporting that they ex-
tended eredit in 1939 was 786,755, and their total cus-
tomer receivables (accounts and installment notes) at
the end of 1939 amounted to $3,277,686,000.

A further discussion of retail credit and receivables,
and comparisons with previous years, may be found,
beginning on page 38 of this volume.

Popularity of department stores.—Less than
4,100 department stores, compared with the 354,683
stores which may be considered similar in merchandise
sold, accounted in 1939 for approximately 4 billion
dollars or 9.5 pereent of total retail sales, or 39.3 per-
cent of total sales of competing kinds of business as
listed in the table below. The corresponding ratio of
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business done by department stores in 1929 was 9 per-
cent of total sales or 29.5 percent of the sales of com-
peting or related kinds of business. Thus the 39.3
percent ratio in 1939 is one-third higher than the 29.5
percent ratio in 1929. ‘

It is believed that this increased preference of the
public for department stores results from the shopping
convenience of bringing together under one roof and
management what is in effect a number of related stores
in various kinds of business, with uniform policies and
services to shoppers including charge accounts and
deliveries. The grouping also permits of the provision
at small cost of many shopping conveniences not ob-
tainable in small stores, employment of a higher grade
of merchandising and advertising personnel, and more
effective use of newspaper space. Some of the same
advantages are attained by supermarkets and large
drug stores, which likewise are gaining in public favor
as measured by their increasing proportion of total
competitive sales.

Increased chain penetration of the department store
field is a development of the decade under review.
Whereas in 1929 chains operated only 1,964 of the
4,221 department stores of that year and accounted for
one-sixth of their total sales, the chain sales ratio in-
creased to 26.7 percent in 1935 and to 30.0 percent in
1939. In the latter year chains controlled 2,672 of the
4,074 department stores. The sales ratio of mail-
order (catalog) and other types remained practically
unchanged, moving from 11.2 to 11.8 percent, so the
gain by chains was directly at the expense of independ-
ent operators, whose sales ratio dropped from 72.1
percent in 1929 to 58.2 percent 10 years later. A
summary follows:

DEPARTMENT STQRES, 1939, 1935, 1929

1939 1935 1929

KIND OF BUSINESS

Sales Sales ' Sales
Stores (add 000) Stores (add 000) Stores (add 000)

'I‘otal all kinds of busi-

1,770,355,$42,041,790|1,587,718|$32,791,212/1,476,365| $48,329,652
39, 688

810,342| 66,701| 1,110,403| 104,089| 2, 570, 744

713,208| 28,709 527,862 38,305 1,189,856
976,801 11,741 780,819| 12,110/ 904, 147
3,258,772 95,968| 2,656,242 114, 206 4, 240,893

hold—radio group...| 52,827| 1,733,257 45,215/ 1,289, 80| 58, 041| 2,754,721
Hardware stores...... 20,147| 620,276| 26,996/ 467,217| 25,330| 706,053
Drug stores...c......- 57,903| 1,562,502 56,697 1,232,593 58,258| 1,690,399
Jewelry stores-....... 14,559 361,595 12,447 234,893 10,098 536,281
News dealers. __...... 7,407 72,427 17,071 61,655 10,285 149,866

Total, 9 related kinds of
busine 354, 68310, 118, 180| 351, 545| 8,361, 580| 441, 612|14, 742, 960

Department stores........ 4,074| 3,974,998 4,201| 3,311,070 4,221| 4,350,008
Ratio of department store
sales to:
Total all kinds of Percefst Perr:e]'r(zt1 Perce'rét
Total 9 related kinds
of bUSINeSS..---— - |- eecnne 39.3|-ieeens 39.6|-cannn- 29.5
Chain sales ratios of de-
partment stores:
Independent stores. . 1,371 58.2| 1,711 6l.4| 2,166 72.1
Department store
[0 71:9 1 T- T 2,672 30.0| 2,423 26.7) 1,964 16.7
Mail-order  (catalog)
houses and other
chains. .- . co.o... 31 11. 8 67 11.9 91 11.2

518413 0 - 43 -3

1939 15

Growth of varietly stores.—Variety stores also have
increased substantially in number and relative sales im-~
portance since 1929. They have abandoned their for-
mer 5 and 10 cent limitation on prices, have added more
lines of merchandise, and many have developed a foun-
tain and lunch business equal to 10 percent or more of
total sales.

The commodity analysis (table 18) shows that com-
modity groups which account for more than 10 percent
each of variety store sales include apparel and acces-
sories, dry goods, home furnishings, -hardware, toilet-
ries and drug sundries, and fountain-lunch. In the

- following summary, the kinds of business which most

nesrly measure the sales of those commodities are com-
pared with variety store sales for 1939, 1935, and 1929:

Varigry STores, 1939, 1935, axp 1929

1939 1935 1929

KIND OF BUSINESS

Stores Stores

Sales Sales Sales
(2dd 000) (add 000)| Stores | add 000)

Total, all kinds of busi-
DOSS - - e emm e aan

1,770,355($42,041,790(1,587,718|$32,791,212/1,476,365 $48,320,652
General stores (with

100A) - v 39,688| 810,342| 66,701| 1,110,403 104,089} 2, 570, 744
Department stores.... 4,074| 3,974, 998] 4,201 3,811,070 4, 221/ 4, 350, 008
Dry goods, general

merchandise stores..| 29,247/ 713,208| 28,709 527,862 38,305/ 1,189,856
Apparel group........ 106, 959 3,258, 772| 95, 968| 2, 656, 242| 114, 206| 4, 240, 803
Home furnishings—

other. . ....coueen-a- 12,012 226,727| 9,776 156,005 8,820 303,430
Hardware stores. .| 20,147| 629,276| 26,996 467,217 25,330| 706,053
Drug stores._...... ..| 57,903| 1,562,502 56,607 1,232, 503 58, 258 1, 690, 399

Eating places......... 134 203

Total, 8 related kinds of
bUuSINess. .« v mavmcanann-

169, 792 2 135, 020| 153, 468/ 1, 666, 899 2, 124, 8%0

448, 822|13, 310, 845| 442, 51611, 129, 281| 487, 61217, 176, 363

Variety stores. ....... 16,946 976,801 11,741| 780,819| 12,110] 904, 147
Ratlo of variety store sales
Total all kinds of Percent Percent Percent
bUSINesS. «ccummrwnnfmamaaas 2.8 cnaans 2.4| e 1.9
’I‘otal 8 related kinds
Of DUSIDESS e oe o | eceme A1 P, 7.0| ceneene 5.8

Thus the relative importance of variety stores has
increased substantially in the decade. The sales ratio
is 21 percent better in 1939 than in 1929 in relation to all
retail sales (2.3 percent versus 1.9 percent) and 38 per-
cent better in relation to the sales of competing or re-
lated kinds of business (7.3 percent versus 5.3 percent).

Hard-goods stores.—Largely since 1929 there has
developed in retail trade a new kind of store which for
want of a better name is called a “hard-goods store.”
It is an outgrowth of the automobile tire and acces-
sories store plus shelf hardware and paints, electrical
household appliances, radios, some home furnishings,
and some farm and garden supplies. For census pur-
poses the store must show by its commodity analysis
that it sells automobile accessories, household appli-
ances, and home furnishings but that no one of the three
accounts for as much as 51 percent of total sales. Some
518 stores were identified as “hard-goods stores,” with
sales in 1939 of $58,900,000. Data for thic classifica-
tion have not been presented separately in the kind-of-
business tables, but have been included under the classi-
fication “Other retail stores.”’
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Popularity of supermarkets.—The apparent pref-
erence of consumers for stores which bring together
related commodities for greater shopping convenience
is further indicated by the disproportionate growth of
combination food stores in comparison with grocery
stores, meat markets, and fruit-vegetable markets, of
which supermarkets are a composite. A separate sec-
tion on supermarkets is contained herein, page 817.

Supermarkets constitute the principal part of the
‘“‘combination stores’” classification, which increased

from 36.0 percent in 1929 to 54.0 percent in 1939 of
total food store sales. Grocery stores without fresh
meats, and frequently without fruits and vegetables,
decreased in relative importance from 31.8 percent in
1929 to 21.9 perceny in 1939, meat markets from 12.3
percent to 7.4 percent, and fruit stores and vegetable
markets from 2.9 percent to 2.2 percent during the
decade.

The several kinds of food stores compare as fol-
lows:

CERTAIN FOOD STORES COMPARED: 1939, 1935, AND 1929

1939 1935 1929
KIND OF BUSINESS Sales Sales Sales
s Nu;nber of N u?ber of Nuxtnber of
stores stores 1  stores
Amount ‘| Amount Amount
(add 000) Percent (add 000) Percent {add 000) Percent
All food stores, total.. ... . ... 560,549 | $10, 164,967 100. 0 532,010 $8, 362, 425 100.0 481,891 | $10, 837,421 100.0
Combination stores (groceries—meats) ... .. ....c.._...._. 187, 034 5,496,318 54.0 166, 233 4, 149, 813 49.6 115, 549 3,903, 662 36.0
Grocery stores (without fresh meats) . ... ..oo_...._...._. 200, 303 2, 225, 435 21. 9 188,738 2. 202, 607 26.3 191, 876 3, 449, 129 3.8
Meat markets, fish markets........ - 42, 360 750, 797 7.4 39,474 612, 451 7.8 49, 865 1, 336, 958 12.3
Daijry products, milk dealers.... - 16, 834 740,011 7.3 16, 380 576, 351 6.9 8,478 726, 961 6.7
Fruit stores, vegetable markets..... 27, 666 222, 239 2.2 32,632 215, 965 2.6 22, 904 308, 379 2.9
Other food stores. 86, 352 730, 167 7.2 88, 553 605, 238 7.3 93, 219 1,112, 332 10.3

Growth of eating and drinking places, liquor
stores, and filling stations.—Another indication of
far-reaching changes in consumer preference in the
decade following 1929 is the great increase in number
and sales of places in the personal convenience class,
exemplified by eating and drinking places, liquor stores,
and filling stations.

Despite the diversion of nearly 2 billion dollars of
consumer purchases into drinking places and liquor
stores, which did not exist in 1929, sales in restaurants
and other eating places were greater in 1939 than in
1929, and the number of such places was 26 percent
greater.

Many of the more than 35,000 eating places added
since 1929 were located along the highways, as were
many of the more than 135,000 drinking places. The
distribution by counties and cities is shown in the area
tables (tables 15, 16, and 17) published in detail for each
State, Census of Business, Vol. I, Part 3.

Filling stations nearly doubled in number in the
1929-1939 decade, and sales increased 58 percent. The
area tables referred to above show also the geographic
distribution of these filling stations, more than the
majority of which are located on highways in small
towns and rural areas. Of the 241,858 filling stations
in 1939, nearly 130,000 were in places of less than 2,500
population, or rural areas, and their sales constituted
34.7 percent of total filling station sales.

The four kinds of business referred to herein more
than doubled their proportion of the retail dollar in
the decade under review, increasing their dollar sales
by $3,016,585,000 or 77 percent. A summary follows.

Changes in size of stores.—The 20 percent increase
in the number of retail stores in the decade is almost
entirely reflected in an increase in small stores. Statis-
tical presentation of the facts is complicated by differ-

Eamine aND DrINKING Praces, Liquor STores, AND FILLING
StaTioNs—CoMPARISON OF SaLes: 1939, 1935, anp 1929

1939 1935 1929

KIND OF RUSINESS Sal Sal 8al
ales es ales
Stores (add 000) Stores (add 000) Stores (add 000)

Total, all kinds of busi-

NS oo 1,770,355($42,041,790 1,587,718 $32,791,212' 1,476,365 $48,329,652
Eating places. ........ 169, 792| 2, 135,020 153,468 1,666, 899; 134, 208| 2, 124, 890
Drinking places.... ... 135, 5941 1,385,032| 98,005 723,961 .. ... ccoceenn-
Liquor stores......... 19, 136| 586,351 12,105 328,807 .. ceoo|iceenmannn
Filling stations....... 241, 858| 2, 822, 495! 197, 568| 1,967, 714! 121, 513 1,787,423

Total, 4 kinds of business.| 566.380| 6,928, 898 461, 146, 4, 686, 881| 255, 806/ 3,912,313
Ratio of 4 kinds of busi- Percent Percent Percent
ness to totalretailsales. ... i3 14.3| .o 8.1

ences in the price level, in that a store in any given
size class in 1929 could appear in a smaller size group
in 1939 even though it were selling the same physical
volume of merchandise, by reason of the lower dollar
value of most commodities. As stated previously
(page 3), the cost-of-living index for 1939 was 19.2
percent lower than for 1929; it was much lower in 1935.

Comparisons by size based on dollar sales, therefore,
do not reflect size changes in physical volume. Dollar
volume, however, is the accepted measure of size in
the trade.

Stores with more than $300,000 of sales in 1929
numbered 15,029 or 1 percent of all stores, and ac-
counted for sales of $12,323,766,000 or 25.5 percent of
total sales. In 1939 stores of this sales size numbered
12,630 (0.7 percent of the total) with sales of $9,-
855,631,000 or 23.4 percent of total sales. The decrease
conceals the fact that in two major groups the number
of these large stores increased. There were 886 more
food stores with sales over $300,000 in 1939 than in
1929, and 317 more department stores in this size
group. ‘ o
Stores in the next size group, $100,000 to $300,000,
decreased in number and sales. They numbered 62,009
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(4.2 percent) in 1929 and 50.097 (2.8 percent) in 1939;
their sales totaled $9,786,669,000 (20.2 percent of the
total) in 1929 but fell to $7,955,285,000 (18.9 percent)
in 1939. Comparisons by kinds of business and by
States are available in tables herein (tables 10 and 11,
including sub-tables), which also distinguish between
independent and chain stores.

Stores in the size group between $30,000 and $100,000
also decreased in number and in relative sales impor-
tance. In number they dropped from 300,417 (20.3
percent) in 1929 to 226,539 (12.8 percent) in 1939; in
sales from $15,248,966,000 or 31.6 percent of total sales
in 1929 to $11,471,710,000 or 27.3 percent of total sales
in 1939.

The stores in the next smaller size group, $10,000 to
$30,000, increased in number and sales in the decade.
This size group included 468,885 stores (31.8 percent
of all stores) in 1929 and 522,117 stores (29.5 percent
of the total) in 1939. Sales totaled $8,349,491,000
(17.3 percent of all sales) in 1929 and $8,938,632,000
(21.3 percent of all sales) in 1939.

Stores with annual sales of less than $10,000 show
a substantial gain in numbers, increasing from 630,025
(42.7 percent) in 1929 to 958,972 (54.2 percent) in
1939. Sales increased from $2,620,760,000 or 5.4 per-
cent of all sales in 1929 to $3,820,532,000 or 9.1 percent
of all sales in 1939. The tables referred to above show
in which States this growth occurred, and the kinds of
business which account for the increases.

Changes in retail trade by size of cities.—Except for
a slight increase in the relative sales importance of
smaller cities in the 5,000 to 30,000 population range,
previously discussed herein (page 9), and a relatively
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large increase in the number of highway filling stations

"and eating and drinking places (as well as some other

kinds of stores) in places under 2,500 population and
rural areas, there has been no significant shift in retail
trade as between the major city-size groups in the
decade under review.

About 43 percent (42.8) of all stores in 1939 were
located in cities of more than 30,000 population, com-
pared with 44.3 percent in 1929. The same proportion
of stores (10.7 percent) were in cities of 10,000 to 30,000
population in 1939 as in 1929. In places under 10,000
the proportion increased slightly from 45 percent in
1929 to 46. percent in 1939. None of these shifts is
significant. ‘

In terms of relative sales volume the only change of
consequence is in cities of 10,000 to 30,000 population,
where the proportion of total sales increased from 11.8
percent in 1929 to 12.8 percent in 1939. A summary
follows.

RaTIOs OF STORES AND SALEsS CoMPARED BY SiZE oF CIrims:
i 1939 vs. 1929

NUMRER OF STORES SALES
SIZE GROUP
1939 1929 1939 1929
Total, United States.._............ 100.0 100. 0 100. 0 100. 0
Cities of more than 30,000 ............... 42.9 44.3 57.1 58.0
Cities of 10,000 t0 30,000 .. - cceveanennn- 10.7 10.7 12.8 118
Cities of 5,000 to 10,000. ... e 6.9 6.8 7.2 6.7
Cities of 2,500 to 5,000.. ... - 6.1 6.4 5.6 5.8
Places of less than 2,500, .........ocoo.o.. 33.4 31.8 17.3 17.7

The number of stores in each major city-size group
and the volume of sales for 1939, 1935, and 1929 are as
follows:

STORES AND SALES BY MAJOR CITY-SIZE GROUPS

1939 1935 1929
CITY SIZE Stores Sales (millions) Stores Sales (millions) Stores Sales (millions)
(Based on population) g
Number | Percent | Amount | Percent | Number | Percent | Amount | Percent | Number | Percent | Amount | Percent

All stores_................. 1,770, 355 100 $42, 042 100 | 1,653,961 100 $33, 161 100 | 1,543,158 100 $49, 115 100
Cities over 30,000................ 759, 103 43 24, 023 57 724,103 44 18, 968 57 683, 751 44 28, 486 58
Cities 10,000-30,000. - coneeeen . 189, 174 11 5, 404 13 171, 400 10 4, 060 12 164, 871 11 5,815 12
Places under 10,000. ... ..c..oo... 822, 078 46 12, 615 30 758, 458 46 10, 133 31 694, 536 45 14, 814 30

Table 12A herein presents 1939 data on stores, sales,
personnel, and pay roll by 11 city-size groups, for the
United States and for each geographic division. Table
12C shows stores and sales by kinds of business, by
city-size groups, whereas tables 12D and 12E show the
same data for independent and chain stores respec-
tively, all for the United States as a whole. Table
12F and 12G break the data down further by geographic
divisions, limiting the kind-of-business analysis to the
11 major business groups and 5 separate kinds of busi-
ness but distinguishing between independents and
chain stores.

It is possible with these tables to arrive at a very de-
tailed picture of retail trade throughout the United States
as it was before the impact of war. Great differences
are shown between the various sections of the country
as to independents versus chain stores, small versus
large stores, public preference for certain kinds of stores
as against other stores selling the same merchandise
(exemplified by the virtual absence of delicatessen
stores in some sections, prevalence of grocery rather
than combination food stores in other sections, spotty
popularity of variety stores, and the like), and other
seeming inconsistencies which result from the inde-
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CHART 3. COMPARATIVE EMPLOYMENT BY MONTHS: 1939 AND 1935
(Full-time and part-time employees combined)
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pendent status and varying customs of the several
States.

A further analytical description of retail trade by
sales size is contained in vol. 1, part 2, pages 7 to 10.
Tables 10 and 11 in the same volume (pages 686 to 900)
show break-downs of the basic data for each kind of
business, independents and chains separately, by
geographic divisions and States. Very small inde-
pendent stores (under $10,000 per year) are further
analyzed therein in table 10A. Very large stores (over
$300,000 per year) are likewise analyzed in table 11D,
by geographic divisions and States.

EMPLOYMENT AND PAY ROLL IN RETAIL
TRADE (TABLES 6A TO 6L, INCLUSIVE)

More , than 7,000,000 persons were employed full-
time or part-time in retail stores in the United States in
1939. Of the total, 4,600,217 or 64.4 percent were
paid employees; the remaining 35.6 percent were self-
employed, consisting of 1,613,673 proprietor-owners
and 923,878 unpaid members of their families.

An additional 111,335 persons employed in the central
offices and warehouses of retail chains are not included
in the total of store employees.

Though total employment (full-time and part-time
employees) shows a substantial increase in the 10
years between 1929 and 1939, the gain has been in the
use of part-timers. In the east and north there has
been a small decrease in full-time employment, while
in the south and west the number of these employees
has increased, with a net result for the United States
as a whole that the total number of full-time employees
is practically identical for the two years—a difference of
less than one-twentieth of 1 percent. All geographic
divisions without exception show substantial increases
in the number of part-time employees, resulting in a
total increase for the United States of more than
300,000, or 56 percent more than in 1929.

The number of paid store employees in 1939 compares
with that in 1935 and 1929 as follows:

RETAIL STORE PERSONNEL —COMPARATIVE SUMMARY
[For 1939 data by kinds of business, see tables 6E and 6F]

PAID PERSONNEL ? SELF-EMPLOYED
YEAR ]
Total Full-time | Part-time | Proprietors xf:mr@n&%
1939_ ... 4, 600, 217 3, 730, 932 869, 285 1,613,673 923,878
1035 ... 3, 808, 258 3 3) 1, 440, 108 (*)
1929 ... 4, 286, 516 3,729, 442 557,074 1,434,704 @)

1 Index of data on retail employment—data on store employees and proprietors by
kinds of business and by States, are contained in tables 2A and 2B herein; by legal
form of organization in table 4A; by months in tables 6A and 6B; by occupational
groups in table 6E; by size groups based on average number of employees in tables
6H and 6J; by size groups based on sales in tables 10C to 10F and 11A to 11D; by
city-size groups in table 12A; for negro proprietorships in tables 13A to 13D.

A special summary of proprietors and members who draw regular weekly or
monthly compensation, related to the sales volume and kinds of business of their
siigres 3%% the number and compensation of paid employees, is contained in tables
6K an .

Data on famjily members who work full-time or part-time in lieu of paid employees
are shown by kinds of business in table 6F and by States in table 6G.

In addition there is contained detailed employment data for each State separately,
by kinds of business. .

3 Exclusive of 111,335 in central offices and warehouses.

3 Not available.
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Although the term ‘“‘employment’” usually connotes
only paid employees including officers, in retail trade
the extent of self-employment is so great both numeri-
cally and relatively that the services of proprietors and
unpaid members of their families cannot be disasso-
ciated from paid employment, since the one is in lieu
of the other.

Retail margin normally includes provision for pay
roll, which may be 40 to 50 percent of total operating
expense. In unincorporated family stores if the nor-
mal margin is not absorbed by higher-than-usual rent
and other expenses, or offset by inefficient merchandis-
ing, the proportion intended for pay roll is available
either as wages of employees or as compensation to
proprietors and family members who may work in lieu
of paid employees. Proprietors are the owners of such
unincorporated businesses, whether sole proprietorships
or partnerships, and the 1,613,673 proprietors reported
are those who devote the major portion of their time to
the business. Silent partners and others financially
interested but who do not devote the major portion of
their time to the business are not included. Members
of the families of proprietors (wives or husbands, sons,
daughters, etc.) who are regularly working in the busi-
ness, but paid no stipulated wage or salary, are separ-
ately reported (and shown elsewhere herein) but are
not included in the count of proprietors. In 1939 they
numbered 923,878, of whom more than one-half worked
full-time.

In retail trade the number of proprietors actively
devoting all or the major portion of their time to the
business exceeds 43 percent of the total number of full-
time store employees. Considering only proprietor-
ships and partnerships, the number of active proprie-
tors is nearly equal to the number of full-time paid em-
ployees. The number of part-time family members
exceeds the number of part-time employees. Thus in
unincorporated businesses the over-all situation is that
for each store there is one proprietor-owner and one-
third as many full-time family members, for each
proprietor-owner there is one full-time paid employee,
and the fluctuations in trade are met by the use of
part-time paid employees and part-time family mem-
bers. Incorporated businesses likewise employ part-
time workers, but of course have no unpaid family
members or proprietors. A summary follows.

SumMMaRY OF SToRE PERSONNEL BY CLassEs OF EMPLOYEES

PAID AND UNPAID PERSONNEL
CLASS OF EMPLOYEE
Total Full-time Part-time
Total, 1939 ... iiaeaoe 7,137,768 5,811, 998 1,325,770
Paid employees. - cccoeccimomnaaaas 4,600,217 3,730, 932 869, 285
Proprietors. o .vooococeamiicieaaaaaa 1,613,673 1,613,673 |oceeemmemcaeas
Unpaid family members............... 923,878 467,393 456, 485

Detailed data on these three classes of personnel, by
kinds of business and by States, are shown in tables
6F and 6G herein.
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ANALYsIS OF STORE PERSONNEL BY LEGAL ForMs oF ORGAN-
1ZATION AND BY TyPEs oF OPERATION

[Unpaid family members excluded]

PAID EMPLOYEES
LEGAL FORM OF ORGANIZA- Number Total Proprie-
TION stgrfes e:;%lgg i Part; tors

Full-time time
Total, all stores...____ 1,770,355 | 6,213,890 | 3,730,932 | 869,285 | 1,613,673
Pr%grietorships and partner- | 1,547,034 | 3,719,242 | 1,711,874 | 399,075 | 1,608,293

ships.
Corporations................ 210,570 | 2,453,828 | 1,980,148 | 464,680 |..........
Other forms of organizations. 12, 751 40, 820 29, 910 5, 530 5,380
TYPE OF OPERATION

Total, all stores..._.___ 1,770,355 | 6,213,890 | 3,730,932 | 869,285 | 1,613,673
Independents........ -| 1,624,665 | 4,925,384 | 2,803,145 | 519,302 | 1,602, 937
Chains. .......... 123,195 |11,121,476 794,965 | 323,409 3,102
Other types. .. cc.ocoooceoao. 22, 495 167,030 132,822 | 26,574 | . 7,634

1 Does not include 111,335 employees of central offices and warehouses.

Part-time employment.—The number of part-time
employees in retail stores has been increasing, both
actually and relatively. Between 1929 and 1939 the
number increased more than 312,000, from 557,074 in
1929 to 869,285 in 1939 or 56 percent, while the number
of full-time employees was practically identical in both
years.

During the depression which intervened, when full-
time employment fell from 3,729,442 in 1929 to
2,703,325 in 1933 or 28 percent, part-time employment
increased. The Retail Census for 1933 showed 730,327
part-time employees, which was 31 percent higher than
in 1929. Comparable part-time figures for 1935 are
not available. ~

A part-time employee is defined by the census as one
who is employed less than the full number of hours of
the workweek. Extras and contingents employed for
limited periods, but who work the full number of hours
of the workweek while employed, are classified as full-
time employees, but their effect on the total is pro-
portionate to the time so employed, because of the
monthly reporting method used. The method is
described later herein.

Proportion of time worked.—It is possible to
establish the approximate proportion of full-time
worked by part-time employees, by comparing their
average annual earning with the average annual earn-
ings of full-time employees. Thus in 1929 the average
part-time employee was paid 21.5 percent of the average
full-time wage, while the corresponding proportion was
34.2 percent in 1933 and 32.5 percent in 1939. It is
fair to assume that these proportions represent also the
approximate proportion of the full week worked by
part-time employees in the same years. Comparable
figures for 1935 are not available.

Employment by months.—The method of reporting
employment, which calls for separate figures each
month of full-time and part-time employees on the pay
roll nearest the 15th of each month, provides the basis
for computing the average number employed through-
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out the year. Employment figures in Business Census
reports represent average continuous employment
throughout the year, unless otherwise noted. This
average results from adding the 12 amounts obtained
from a count of names on the pay roll each month and
dividing the total by 12

Table 6A in this report, which shows the number
employed each month as well as the resulting average
and the proportion of men and women employees,
measures the extent of fluctuation in retail employment
from month to month and by kinds of business. In the
food business, for instance, such fluctuations are rather
small whereas in seasonal businesses they are pro-
nounced. There are marked seasonal differences be-
tween States, as shown in table 6B. But it is one of the
attributes of the retail business that such differences
between kinds of business and States tend to offset
each other, resulting in an extreme variation from the
annual average of only 13.1 percent in December,
much of which is part-time salespeople. A summary

follows. :
MonTHLY VARIATIONS IN STORE EMPLOYMENT, 1939
[See tables 6A and 6B]
NUMRER OF EMPLOYEES
Percent
MONTH Z(l:fe ;%ee?f part-time
’ to full-time
age Total Full-time | Part-time | (quarterly)
Average for the
year... . ... .. 100.0 | 4,600,217 3,730, 932 869,285 23.3
January. ... ...._.... 93.4 | 4,205,041 3, 553, 948 741, 093
February.......__..... 93.3 | 4,292,430 3, 542, 591 749, 839 21.3
March.. . 95.5 | 4,301,377 3, 508, 858 792, 519
CApril o 97.5 | 4,484,033 3, 650, 6 833, 404
BY e 98.5 | 4,529,835 3, 680, 858 848,977 23.0
June.. 99.7 | 4,584, 3,724,877 859, 956
July 99.3 | 4,567,789 3,728, 592 839,197
August_..__ 99.4 | 4,570, 3,734, 884 835, 522 22.9
September. 102.3 | 4,704,217 3,802, 629 1, 588
October. ... . 103.5 | 4,758,959 3, 835, 651 923, 308
November............ 104.8 | 4,821,806 3, 870, 195 951, 611 25.8
December............ 113.1 | 5,201,828 047, 467 | 1,154, 361

Similar information by kinds of business and by
States is available in tables 6A and 6B herein. Monthly
employment data by kinds of business for each State
and each city with a population of 500,000 or more are
contained in table 6, pages 340 to 540.

Fluctuations moderate.—The number of full-time
employees in February, the month of lowest employ-
ment, was only 188,341 less (5 percent less) than the
annual average. The peak in December was only
316,535 (8.5 percent) more than the annual average. A
part of the December increase, both full-time and part-
time, was caused by a general upward trend in sales
volume of major proportions which began in September
of 1939 and continued into the summer and fall of
1942.

With the exception only of February, each month
in 1939 provided increased full-time employment over
the preceding month. With only two minor excep-
tions—dJuly and August—part-time employment also
increased each month over the preceding month.
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Employment figures clearly indicate that the sales
increases toward the end of 1939 were not then recog-
nized as the start of a sustained upward cycle and were
being met on a temporary basis by the employment of
more part-time employees rather than full-time perma-
nent additions to the staff.

The proportion of part-time to full-time employees
increased from 21.3 percent in the first quarter of 1939
to 25.8 percent in the final quarter. In 1933 the ratios
were 25.0 percent in the first quarter and 28.7 percent
in the last quarter. Corresponding ratios in 1929 were
14.9 percent as of April 15 and 16.3 percent as of De-
cember 15. No such data were reported for 1935,
though total employment by months (full-time and
part-time combined) is available.

Because of this tendency of retailers to cushion
changes in employment by first increasing or reducing
part-time employment, it would seem to be possible to
forecast or at least recognize the start of a major busi-
ness cycle, if reliable sample data were available monthly
on current changes in the proportion of part-time and
full-time retail employment. Enough background is
provided in the several retail censuses to date to measure
and discount purely seasonal fluctuations, permitting
of a sensitive index which might be of value in detecting
major trends as a check on sales indexes.

Proportion of women employees.—Of the 4,600,217
store employees in 1939, women totaled 1,566,545 or
34.1 percent. The general merchandise group, and
particularly variety stores, reported the greatest pro-
portion of women employees, exceeding even the
apparel group as a whole. Within the apparel group,
however, four kinds of business exceed variety stores in
this regard.

Extreme variations in the proportion of women
employees are shown by the following comparison:

Kinps or Business EmrroviNg HrieaesT AND LowesT Rario

or WoMEN
TEN WITH HIGHEST PROPORTION TEN WITH LOWEST PROPORTION
Per; Per;
cen - N cen!
Kind of business wom- Kind of business wom-
en en

Millinery stores.......cccoeeenn. 94.3 || Tires, accessories, parts (second-
Corset and lingerie shops........ 92.7 || hand) ... eeaaas 3.4
Hosiery shops.....covaeeeananan. 88.1 || Filling stations...__._ ... .. ...... 5.0
Womens’ ready-to-wear stores...| 86.5 || Used car dealers......_............. 5.6

Variety stores. ... .o.o.cooooeo.. 86.4 || Motor-vehicle—farm  implement
Women’s accessories stores. .| 83.1 dealers. .. ..oooeoieciciciiiiaan 6.0
Other apparel stores. .. . 82.0 || Bicycle shops...oooon oo ool 6.1

Candy, nut stores 76.8 || Faimm implement—tractor—hard-
Dry goods stores..... 73.3 ware dealers . . ..o 6.3
Department stores............. 66.2 || Accessory, tire, battery dealers..... 6.5
Lumber yards. ..o cceouceaeanaana. 6.8
Milk dealers. . .....c..oooooiciiaaa. 6.8

(1) Meat markets, (2) Motor-ve-
hicle dealers (new and trade-in)..| 7.0

There is a considerable difference between States in
the proportion of women employed in retail stores. The
extent of such difference is shown by the following
comparison of extremes:

StateEs Wit HiGHEST AND LowesT PROPORTION OoF WOMEN
EMPLOYEES
FOUR WITH HIGHEST PROPORTION OF FOUR WITH LOWEST PROPORTION OF
WOMEN WOMEN

Percent Percent

State women State women
IROIS. <o e e 30.1 || South Carolina.___..._...... 26.5
Pennsylvania. 38.9 || New Mexico. - 26.7
hio......... 38.6 || Nevada.._oocceomeoaaaaonon 21.6
Minnesota. ... 38.2 || New Jersey.omecmummmccceanea- 28.0

Further details are shown in table 6B herein. Similar
data in full detail by kinds of business for each State are
contained elsewhere in this volume.

Compared with 1929 the proportion of women in
retail stores has increased slightly, from 32 percent in
1929 to 34.1 percent in 1939. In the interval the pro-
portion of women fell to 31 percent in 1933 and 30.5
percent in 1935.

In the central offices and warehouses of chain store
organizations, women constituted 33 percent of the
total number of employees in 1933, and 36 percent in
1939. Data for 1929 and 1935 are not available.

No data on proprietors by sex are available, except in
the 1929 census, which showed that 91 percent were
men and 9 percent were women.

Employment by kinds of business.—Retailing of
food, meals, and drinks account for more than 40 per-
cent of total retail employment. It includes food
stores (17.4 percent), eating and drinking places (17.5
percent), about half of general stores with food (half
of 1.3 percent) and the fountains and lunch counters of
drug stores, variety stores, department stores and many
cigar stores.

In the 10 years from 1929 to 1939, retail employment
has shifted significantly from stores specializing in
durable goods to the casual, repeated-purchase busi-
nesses such as filling stations and eating and drinking
places.

Food stores, drug stores, apparel, and general mer-
chandise stores have remained substantially unchanged
in relative employment. Food stores (including 50
percent of the employment in general stores with
food) and drug stores are identical in both years—
18.0 percent and 4.1 percent, respectively, of the total.
The general merchandise group (including half of the
general stores with food), accounted for 19.5 percent
versus 20.6 percent in 1929, while the apparel group
employed 8.5 percent of the total compared with 9.2
percent ten years before.

Such durable-goods businesses as furniture and house-
hold appliance stores, motor-vehicle dealers, and the
lumber—building—hardware group report considerably
fewer employees in 1939 than in 1929, numerically as
well as proportionally. The furniture—household—
radio group accounts for 4.6 percent compared with 6.2
percent in 1929, the automotive group 8.5 percent
versus 9.6 percent in 1929, the lumber—building—
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hardware group 5.5 percent versus 7.5 percent, and the
“other retail stores’’ group 8.7 percent compared with
10.5 percent in 1929.

The big increases in employment have been in filling
stations and eating-drinking places. Filling stations
report about 91,000 more (63 percent more) employees
than in 1929 and, in proportion to total retail employ-
ment; have advanced from 3.4 percent in 1929 to 5.1
percent in 1939. Eating places report about 128,000
more employees (27.5 percent more) than in 1929.
Drinking places, nonexistent as a classification in 1929,
employed more than 212,000 persons in 1939. A com-
parative summary follows:

ReraTive EMPLOYMENT BY MaJor Business Groups

1939 | 1928 1939 | 1929
KIND OF BUSINESS per- | per- KIND OF RUSINESS per- | per-
cent/cent centicent
SUBSTANTIALLY UNCHANGED REDUCED EMPLOYMENT
Grocery and combination Furniture—household—radio
1700 O J R, 117 (10.1 BIOUD. - e oo ccmccecccecmae 4.6 | 6.2
Other food stores.......-... 5.6 | 6.3 || Automotive group--.......... 85| 9.6
General stores (with food)..| 1.3 | 3.1 || Lumber—building—hard-
WAre grouP.ovoooommeecacaaon 55| 7.5
Department stores.......... 12.3 [12.7 || Other retail stores group......{ 8.7 | 10.5
Other general merchandise :
StOres. . c.cococeon ..| 6.5 | 6.4 INCREASED EMPLOYMENT
Apparel group... ..| 8.5 | 9.2 || Filling stations._......._._.... 5.1 | 3.4
Drug stores...... 4.1 | 4.1 || Eating—drinking places....... 17.5 | 10.9

General stores (with food) are listed in the first
column above for the reason that many country general
stores, having evolved in recent years into either pre-
dominantly food stores or predominantly general mer-
chandise stores, are so classified in 1939; they have not
gone out of business. As a separate kind of business
they dropped in number from more than 100,000 stores
.n 1929 to less than 40,000 in 1939, and their employ-
ment dropped in about the same proportion. The
shift in classification is unavoidable since it merely
reflects a change in the nature of the business. For
further detail see tables 6C and 6 D herein.

Employment geographically.—Though shifts in em-
ployment from one geographic division or State to
another during the 10 years between 1929 and 1939 have
been relatively insignificant in comparison with the
shifts which have occurred since 1939 as a result of the
war, both the South and Southwest and the Pacific
Coast States reflect in their relative share of total
retail employment the gains in sales which they have
made in relation to the remainder of the country.

The South Atlantic, West South Central, and Pacific
Divisions in 1929 accounted jointly for 25.7 percent of
total store employment. By 1939 their combined
proportion had increased to 28.7 percent. Except for a
small increase in the Mountain States, every other part

of the country declined proportionately. A summary
follows.
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RELATIVE EMPLOYMENT BY GEOGRAPHIC DIVISIONS

1939 | 1929 1939 | 1929
DIVISIONS per- | per- DIVISIONS . per- | per-
cent | cent centicen
U.S.total..__.__.___. 100.0 |100.0 || South Atlantic.._...._._.__. 1.3 | 8.3
East South Central_._.._.___ 4.6 | 4.6
New England...__._._._._. . 8.2 || West South Central.._...... 791 7.6
Middle Atlantic.._... - 24.8 || Mountain...._._.._.._._.... 3.2 3.0
East North Central_._____.| 22, 23.1 || Pacific.. oo 9.5| 88
West North Central . _._._. . 10.6

Employment by types of operation.—Independent
stores employ about three times as many persons as
do chains, in addition to which they utilize the services
of about 75 percent as many unpaid proprietors and
family members as the number of their paid employ-
ees. Over-all totals are shown in the text table on page
25 herein, and further details are shown in table 6H.

Exclusive of.the services of proprietors, independents
employ 72.2 percent of all paid employees and do 74.7
percent of total retail business. Including proprietors
and paid employees, independents utilize 79.3 percent
of the total store personnel other than family members.
Single-store independents alone make 65.2 percent of
total sales, employ 61.7 percent of all paid employees,
and utilize the services of 70.5 percent of total store
personnel including proprietors.

Chains do 21.7 percent of the total business, employ
24.3 percent of the paid employees, and utilize 18.0
percent.of total personnel if proprietors are included.
Various other types (direct-selling, mail-order, etc.)
account for the remaining 3.6 percent of sales and 3.5
percent of paid employees. More detail is available
by types of operation in table 3 A herein. See also &
paragraph on employment by types of operation, on
page 30.

Employment by occupational groups.—Except for
small stores in which there are no fixed occupational
duties and each employee does whatever work is
required, some 388,466 stores reported an analysis of
their employment by occupational classes. The group
classifications are: Executives and salaried corporation
officers, managerial and supervisory, office and clerical,
selling, waiters and waitresses, and all other employees.
Proprietors are not included in the count of executives
and officers, but are separately reported.

The 388,466 stores in most kinds of business which
constitute this major sample had total sales in 1939 of
$28,031,513,000; their 3,241,353 employees constitute
70.5 percent of all paid store employees. Of the total
reported in this representative sample, 2,681,877 or 82.7
percent are full-time and 559,476 or 17.3 percent are
part-time employees. The detail by kinds of business
is shown in table 6E herein. _

More than 55 percent of their employees are selling
employees, including waiters and waitresses in places
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CHART 4. EMPLOYEES AND PAY ROLL BY OCCUPATIONAL GROUPS:

1939

(Figures for week ending October 21, 1939, or other representative week)

NUMBER OF EMPLOYEES
(FULL-TIME ONLY)
2 68! 877

- $QR-EORA

297%

N\

which serve food and drinks.
tive direction require 8.1 percent.
occupational groups follows.

Supervision and execu-
A summary by

Paip EmproyMENT IN 388,466 STORES, BY OCCUPAIIONAL

Grours

[Total sales of these stores in 1939, $28,031,513,000. Total pay roll for one repre-
sentative week, $67,431,512, Size of employment sample, 70.5 percent]

PAID EMPLOYEES
OCCUPATIONAL CLASS Number of | Percent
employees | of total
Full-time | Part-time
All paid employees (sai ‘i)le) ....... 3, 241,353 100.0 | 2,681,877 559, 476
Executives and salaried officers,
exclusive of proprietors........... 73, 365 2.3 73,865 | eeeeecans
Managerial and supervisory....... 5.8 186, 607 2, 153
Office and clerieal.. ... coemoeennn. 8.4 250, 493 22,323
Selling. - .o 48.8 | 1,109, 570 380, 649
‘Waiters and waitresses. - 3 6.6 176, 052 38, 188
All other employees ................ 911,953 28.1 795, 790 116, 163

Detailed data by kinds of business are shown in
table 6E herein.

Employment by size of store based on number
employed.—Fifteen percent of all paid personnel are
employed in 2,173 stores having 100 or more employees
each, and more than 50 percent in the 80,478 stores
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which have 10 or more employees each. These stores
constitute but 4.6 percent of the total number of stores
but do 41.7 percent of total sales volume. The reason
for the seeming discrepancy between 49.3 percent of the
employees and 58.3 percent of the sales in the smaller
stores is that stores of this size account for 98 percent of
the proprietors actively engaged in retail stores. When
proprietors and employees are considered together, the
80,478 stores with 10 or more employees doing 41.7
percent of the total retail business of the country
account for 38 percent of total personnel. If proprie-
tors in one-man stores with no employees are elimi-
nated, the remainder proportion is 43.5 percent of total
personnel or practically the same proportion as their
sales.

Stores with one paid employee (or fraction on the
monthly average basis), number 401,164, or 22 7 per-
cent of all stores, do 9.8 percent of the total business and
account for 7.5 percent of all employees and 23.7 percent
of all active proprietors. Stores without paid em-
ployees, relying entirely upon the services of proprietor-
owners and unpaid members of their families, constitute
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753,293 or 42.6 percent of all stores, are manned by
785,854 active proprietors (48.7 percent of all proprie-
tors) and do 9.2 percent of the total retail business of
the country. A summary follows:

EMPLOYMENT BY SIZE OF STORE BAsEp oN NUMBER EMPLOYED

STORES SALES PROPRIETORS | EMPLOYEES

NUMBER OF EM-

PLOYEES PER STORE Per-

cent

Per-| Num-
cent| ber

Per-| Num-
cent| ber

Num- | Per-| Amount
ber cent| (add 000)

Total, all stores.|1, 770, 355(100.0{$42, 041, 790|100. 0|1, 613, 673{100. 0|4, 600, 217/100. 0

100 or more. . ..._... 2,173 .1| 4,631,083] 11.0 108|. ... 687, 831| 15.0
20 to 99 27,573 1.6| 7,499,654| 17.8 7,382 .4| 975,384 21.2
50,732| 2.9| 5,428,733[ 12.9| 23,086 1.5 667,871 14.5

,446] 1.8 1,005,740 4.8 15,559 1.0f 238,421} 5.2

, 762] 3.4 3,243,046 7.7| 40,101| 2.5 388,008/ 8.4

121, 914| 6.9| 4,447,498| 10.6/ 88,304| 5.5 532,703 11.6

122 357| 6.9] 3,160,777 7.5 96,683 6.0 36306171 7.9

201 9411 11.4| 3,670,135/ 8.7 172,531| 10.7| 398,696 8.7

11 - 401, 164 22.6| 4,103,592 9.8 383,075| 23.7| 347,686 7.5
No paid employees..| 753, 203| 42.6/ 3,851,632 9.2 785 854| 48.7| ceenen]annan

1 Or fraction oa monthly average basis.

Detailed tables of the ubove data, by kinds of busi-
ness and separately for chains and independents, are
shown in table 6H, and by States in table 6J herein.
Pay roll data are included.

How wholesale and service busmess employment
compares with retail, by size of establishment, is shown
in the tables which follow:

- EMPLOYMENT BY SiZE OF WHOLESALE ESTABLISHMENT, BASED
oN NumBEr EMPLOYED

ESTABLISHMENTS
NUMBER OF EMPLOYEES PER Nuniber of
ESTABLISHMENT employees
Percent of
Number total
200,573 100. 0 1,561,948
1, 396 .7 264, 845
16, 060 8.0 604, 226
20, 581 10.3 278, 402
8, 597 4.3 72, 643
14,712 7.3 94, 737
23, 218 11.6 102, 979
18, 762 9.4 N
25, 729 12.8 51,153
39, 558 19.7 36 919
31, 960 159 |ocmcoeaaan

1 Or fraction on monthly average basis.

EmMpPLOYMENT BY SizE OF SERVICE ESTABLISHMENT, BASED
oN NumsEr EMPLOYED !

ESTABLISHMENTS Number of
NUMBER OF EMPLOYEES g{%ﬁgﬁ Number of
PER ESTABLISHMENT Number | Percent of | porated employees
total businesses
Total ... ... 646, 028 100. 0 652,491 1,102, 047
7,758 1.2 3,035 480, 871
12, 087 1.9 8,147 139, 990
, 863 15 8,212 62, 836
22, 290 3.4 19,613 96, 787
26, 846 4.2 24, 743 79, 509
54, 076 8.4 51,036 108, 242
147, 865 22.9 146, 466 126, 812
365, 243 56. 5 391,239 |..cooeooooo

1 Includes personal, business, mechanical repair, and similar service businesses.
2 Or fraction on monthly average basis.

Employment by size of store based on volume of
annual sales.—When stores are analyzed by sales size
it is found that 12.4 percent of all paid employees are in

CENSUS OF BUSINESS

stores doing more than $1,000,000 of annual sales
volume and another 11.5 percent in stores doing
$300,000 to $1,000,000. In contrast only 8.7 percent
are in small stores with sales under $10,000 per year,
though such stores do 9.1 percent of the total retail
business and account for 57.8 percent of all proprietors.

Chains employ more salespeople and indirect em-
ployees per dollar of sales than independents. One
reason is apparent from the break-down by kinds of
business (table 11A), in that the major business of
chains is in such fields as food, drug, and variety stores
in which the size of the average sales transaction is
small. Another contributing factor is that while
store managers of chains are included in the count of
employees, the corresponding store head in most
independent stores is reported in a separate classifi-
cation as proprietor.

There is a marked difference between States in the
proportion of employees in the several sales-size
groups, as shown by tables 10D and 10F and tables 11B
and 11D. Whereas stores with sales over $100,000
account for 46 to 47 percent of all employees in the
Middle Atlantic and Pacific Divisions, the ratio de-
creases to nearly 34 percent in the East South Central
Division. Within divisions there are significant differ-
ences between States, caused partly by the presence or
absence of large cities with large stores and partly by
local differences in habit and retail custom. Within
the same kind of business, however, there is remark-
ably little difference between stores of different size in
the number of persons required per dollar of sales,
whether the personnel consist of employees on the
pay roll or proprietors and family members not on the
pay roll. The trend, such as it is, is toward the
employment of more persons per dollar of sales in the
larger stores, as a result of their greater attention to
scientific merchandising and their search for new
merchandise and better sources of supply. Cost
comparisons published annually by Harvard and by
the Controllers’” Congress have shown repeatedly that
the higher expense is offset by a lower proportionate
cost of goods and the opportunity for a larger margin.
A summary by sales size follows.

Employment by size of city.—The four tables enu-
merated in the paragraph immediately preceding the
above summary give the distribution of retail employ-
ment by States. Similar data are available in other
tables herein to show employment by size of city, by
all cities of 10,000 to 25,000 population, by all cities of
more than 25,000 population, and by 140 metropolitan
districts.

Table 17A shows total employment in each of the 398
cities of more than 25,000 population. Table 17B
shows total employment in each city of 10,000 to 25,000
population. Table 17C shows total employment in
each metropolitan district, with the districts listed in
the order of sales rank. Detailed analyses of the retail
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Stores, SaLEs, AND PERSONNEL BY Sares Size

STORES SALES PROPRIETORS | EMPLOYEES
ANNUAL SALES PER
STORE
Per-| Amount | Per- Per- Per-
Number cent| (add 000) | cent Number cent. Number cent
Total, all stores___|1,770, 355/100. 0/$42, 041, 790|100, 0|1, 613, 673(100. 0|4, 600, 217(100. 0
$1,000,000 and over. . 1,530 .1| 4,509 541} 10.7 153 572,440| 12. 4
moawwiwes i 3 imE il ml o B
) ,999_ ’ . . , 274,837 8.0
Total over $300,000: ' 8
Independents. . ... 8,171 .5 6,981 790| 16.6 2,735} o| 761,712 16.5
Chains.._......... 4,450 2| 2873841 6.8 odlf 2| 340,277 7.4
$100,000 to $209,999:
Independents. . ... 33,449 1.0 5306,171| 12.6/ 21,310| 1.3| 518 672} 11.3
Chains.._........ 16,648 .9| 2,649,114 6.3 (J | () | 318252 6.9
$50,000 to $99,999:
Independents. .. 67,640 3.8/ 4,505,122 10.9| 58,148| 3.6| 488,939| 10.6
Chains............ 25,678 1.5 1,709,581 4.3 () | () | 212,759 4.6
$30,000 to $49,999:
Independents ..... 107,704) 6.1 4,084,207 0.7| 104,062 6.4 449,879 9.8
Chains........... 25,517 1.4 992,800 24 () | () | 119,322 2.8
$20,000 to $20,000:
Independents. - ... . 123,5771 7.0 3,017,280| 7.2| 123,408/ 7.6| 339,308| 7.4
Chains............ 17886| 1.0 445421 L1 () | () | 60,024 L3
$10, 000 to §16,566:
Independents. . . .. 363,086 20.5| 5 211,663| 12.4| 367,808 22.8| 544,972| 11.9
Chains............ 7 1.0 264268 .8 () | () | 45308/ 1.0
Less than $10,000:
Independents. . .. 943,533| 53.3| 3,739,732 8.9| 933,100 57.8| 378,361 8.2
Chains............ 15430 .9 80,80 .2 ) | ()| 21,52 .5

®

1 3,102 proprietors of chains not available by size groups.

business in each metropolitan district, previously pub-
lished in a series of booklets, not included in any of the
three formal parts of the retail census volume, showed
stores, sales, personnel, pay roll, and stocks by kinds of
business and totals for each city and the sub-areas com-
posing the districts.

Self-employment (see tables 6F to 6L, inclusive).—
Self-employment in retail and service trades is so closely
related to the subject of paid employment that proprie-
tors and family members necessarily have been referred
to frequently in the preceding discussion. There are
additional data, however, which justify the treatment
of self-employment as a separate subject.

In retail trade self-employment consists of the gainful
employment of proprietor-owners who are actively en-
gaged in the operation of their stores, and the gainful or
at least active employment of members of their families
to whom no stipulated compensation is paid through the
medium of the pay roll.

As was shown in previous summary tables, more than
2,000,000 (36 percent) of the 5,811,998 full-time workers
in retail stores and 456,485 (34 percent) of the 1,325,770
part-time workers are proprietors and unpaid family
members. The great majority are employed in small
stores, and it has been shown in other tables above that
785,854 proprietors (48.7 percent of all proprietors) are
working in 753,293 stores in which all the work is done
by them and unpmd family members—there are no paid
employees in this number of stores. Another 383,075,
or 23.7 percent, operate 401,164 stores with the help of
347,686 paid employees or less than a ratio of 1 employee
per store. More than 83 percent of all proprietors are
in stores which have no more than 2 paid workers each—
most of them none at all.

Compensation of proprietors.—Compensation of
proprietors may be in the form of a regular drawing ac-
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count or designated periodical stipend in cash, but the
majority have no stipulated compensation. Actually
as owners they earn whatever the business earns (or
their share of it in the case of partnerships) regardless of
what they may designate as “salary’”’ or drawing ac-
count. Usually a part or all of their compensation is
in the form of frequent withdrawals of cash or mer-
chandise for personal and household uses, supplemented
by the payment as business expense of numerous items
of personal and household expenses which may include
rent, supplies, telephone, gas and electricity, heat and
the like.

Of the 1,613,673 proprietors shown by the census,
731,656 reported regular withdrawals in the form of
stipulated weekly or monthly so-called salaries. The
total of such so-called salaries or withdrawals in 1939
was $905,860,000 or an average of $1,238 per proprie-
tor—a little more than $100 per month.

" The $905,860,000 of proprietors’ withdrawals com-
pares with $931,073,000 of pay roll in the same stores
for 908,748 full-time and 199,593 part-time employees.
In some kinds of business the pay roll far exceeds pro-
prietors’ withdrawals; examples are milk dealers, depart-
ment stores, motor-vehicle dealers, and restaurants. In
the great majority, however, proprietors report higher
compensation (withdrawals) than the amount of their
pay roll. Data on this subject are shown by kinds of
business in table 6K herein and by States in table 6L.

Unpaid family members.—Available data on un-
paid family members do not indicate the size of the
stores in which they are employed nor the number of
paid employees in such stores. Table 6F shows the
number of such unpaid workers, full-time and part-time
separately, by kinds of business. Table 6G shows the
same data by States. A summary by major business
groups follows.

About half of the 923,878 family members worked
full-time, the remainder part-time. There are few
kinds of business, however, to which this average ratio
applies. A detailed study by kinds of business shows
many extreme differences between the proportion of
full-time and part-time family workers, and the ratio of
such workers to the number of active proprietors.

No data are available as to the compensation of
family members nor as to the form of such compen-
sation.

Retail pay roll.—Retail pay roll in 1939 exceeded
$4,753,000,000 in stores and chain store central offices
and warehouses combined, of which 95.3 percent was
store pay roll.

Pay roll follows closely the pattern of employment
described heretofore, with a few broad exceptions which
may be summarized “briefly in three categories as
follows:

1. By kinds of business, the pay roll ratio is higher
than the employment ratio in stores wherein the major-

ity of employees require special skill or training, such
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UNPAID PERSONNEL—PROPRIETORS AND FAMILY MEMBERS
[See table 6F for detailed data by kinds of business and 6G by States]

NUMBER
UNINCORPORATED BUSI-
NESSES ONLY
Family members (No stipulated wages)
KIND OF BUSINESS OR GROUP Total unpalid Actiy(te pro-
personne; prietors .
Ngﬁ?:; of Salgzo()add Total Full-time | Part-time
Total, all unincorporated businesses. ... - cocoecemomaanaaa. 1,553,937 | $21, 837,335 2, 537, 551 1,613,673 923, 878 467,393 456,485
Food group....ooooeoeo oo 505, 655 6, 319, 378 885, 608. 516,976 368, 632 179,719 188,013
General stores (with food). 36, 326 556, 975 68, 056 38, 646 29,410 12, 967 16,443
General merGhandise group.. 36,325 653, 847 59, 317 36,362 22, 955 12, 160 10,795
ApPArel Broup. ... ..o 81,005 1, 875,120 116, 175 82,329 33,846 17,754 16,092
Furniture—household—radio group._................... 38, 490 750, 007 60, 597 42,491 18,106 9,772 8,334
AUtomotive group. ... ..o cieciiiieeeiaeaaan R 45,362 2, 657, 503 64, 964 51,238 13,726 7, 591 6,135
Filling stations. . .oooooooo_._. 227, 951 2,392, 081 331, 009 231,475 99, 534 45,673 53,861
Lumber—building—hardware group.... 58,129 1,277,745 , 65,755 12, 520 12,168
Eating places... 158, 932 1, 484, 175 284, 926 170, 002 114, 924 69, 544 45,380
Drinking places 131, 594 1, 274, 975 229, 993 136, 217 , 77 50, 472 43,304
Drug stores..... 48,632 957, 035 78, 742 49, 673 24,069 10, 049 14,020
Liquor stores. ... 14, 559 250, 856 20, 557 13,670 , 88 3,607
Fuel, ice, fuel-oil dealers. - 35, 528 422, 621 49, 955 37,210 12,745 6,119 6, 626
Cigar stores, cigarstands. . ._..__.._...__._. R 16, 692 137, 183 ) 16,748 y 3,912 4,807
FIOTISES .o e oo e oo e - 14, 990 115, 625 26, 875 16,074 10, 801 , 434 5,367
Other retail stores. ... o iiaaao R 80, 824 1, 099, 350 116, 455 , 793 31,662 15, 403 16, 259
Second-hand STOXeS. . ... w ..o oo e e 3 112, 859 33, 322 24,014 9,308 5,024 4,284

as jewelry; or the unit of sale is exceptionally high, such
as automobile dealers. It is low in businesses wherein
the earnings of service employees in contact with the
public are customarily augmented by gratuities or tips,
such as eating places.

2. By geographic areas, the pay roll ratic is higher
than the employment ratio in communities wherein the
cost of living is higher such as the New England, Middle
Atlantic, and the Pacific States, and in the larger cities
versus smaller cities and rural areas. Among States
with the highest average annual pay per employee are
Nevada, California, New York, Connecticut, and
Washington.

3. By types of operation, chains show higher average
pay roll per employee than independent stores in the
same kind of business because store managers, whose
salaries are higher than average, are included in the
count of chain store employees whereas the correspond-
ing heads of most independent stores, the proprietors,
are not counted as cmployees nor is their compensation
included in pay roll. Some 1,154,457 of the smallest
stores employ only 347,686 employees but account for
1,168,929 or 72.4 percent of all proprietors. Practically
all are independent, since the 123,195 chain stores of all
sizes account for only 3,102 proprietors not on the pay
roll.

Pay roll as reported in the census does not include the
compensation, in whatever form it may be realized, of
proprietors and the members of their families, except
that of regular employees paid a fixed wage or salary
who may happen to be members of proprietors’ families.
Proprietors’ compensation may be in the form of regular
drawing accounts or frequent withdrawals of cash or

merchandise, or partly in the form of personal and

household expenses paid as business expenses; but what-
ever its form or amount it is necessarily limited in fact
to the operating profit of the business. Some indication
of the value which proprietors attach to their services is
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shown by tables 6K and 6L herein, wherein the average
annual drawing account is $1,238 and by kinds of
business the variation is as much as $768 for lunch
counter proprietors and $4,347 for department store
proprietors.

Full-time proportion.—Full-time pay roll in retail
stores in 1939 totaled $4,210,768,000 as compared with
$318,731,000 of part-time pay roll. The latter, how-
ever, is more than double the $156,682,000 of part-time
pay roll in 1929.

The annual earnings of full-time employees averaged
$1,129 in 1939 compared with $1,311 in 1929. Mean-
while they had dropped to $19.56 per week or at the
annual rate of $1,017 in 1935. The latter is computed
from the reported earnings of a representative week in
October, since in 1935 the actual annual pay roll was
reported in a single item without distinction between
full-time or part-time employees.

Largest pay rolls.—Department stores lead all other
kinds of business in the amount of annual pay roll.
Kinds of business in each of which pay roll amounted to
$100,000,000 or more in 1939 include the following:

Kinps orF Business Wira Pay Roun Exceepine $100,000,000

N 1939
Pay roll-1939 | Pay roll-1935 | Pay roll-1929
KIND OF BUSINESS (add 000) (add 000) | (add 000)

Grocery stores (without fresh meats). ... $110, 663 $125, 802 $183, 439
Combination stores (groceries-meats) 354, 140 04, 254,
Dairy products stores, milk dealers 157, 970 114, 994 114, 610
Department stores.......a..-. .- 611, 706 468, 910 620, 990
Variety stores- .. ...... cacecooo- . 121, 804 91, 205 95, 362
‘Women'’s ready-to-wear stores. .. .. 132, 674 103, 047 134, 582
Furniture stores.. . ... ... R 146, 311 102, 065 196, 577
Motor-vehicle dealers (new) . ...... - 420, 588 314, 274 537,.208
Filling stations. ....ccoccenocaioaananaa-n 108, 934 177,128 159, 212
Lumber and building-materials dealers.. 177,271 108, 801

Eating places e - 405, 896 312, 232 396, 075
Drinking places 159, 689 101,488 |ocnimni o
Drug stores.........-. 172,733 143, 354 195, 742
Fuel, ice, fuel-oil deale: 123,783 106, 066 121, 347

Pay roll by occupational groups.—Based on the
pay-roll analysis of a sample of 388,466 stores in all
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kinds of business, for week ended October 21, 1939, or
other representative week, full-time selling employees
averaged $21.82 per week, office and clerical employees
$20.75, managerial and supervisory employees $43.34,
and executives $66.17. Waiters and waitresses, who
look to gratuities or tips for the major portion of their
earnings, averaged $12.10 exclusive of such gratuities.
Employees other than those mentioned above (deliv-
ery, stock room, housekeeping, mechanics, porters,
etc.) averaged $21.40 per week. The average for all
classes of full-time store employees was $23.67.

These rates for 1939 are substantially higher than
for 1935 except for office and clerical employees, whose
weekly average was the same in both years. No com-
parable data are available for 1929. The rates for
1939 and 1935 compare as follows:

WeexkLy Wace BY OccuparioNaL Groups, 1939 anxp 1935
(See table 6E)

SIZE OF SAMPLE Average

weekly

Number of full Full-ti 11 \rmﬂg%per

umber of full- ull-time pay ro; ull-time

OCCUPATIONAL GROUP time employees (add 000§ employee
1939 1935 1939 1935 1939 | 1935
Total analyzed...._... 2, 681, 877|2, 641, 041{$63, 475, 958|$51, 660, 716|$23. 67|$19. 56

Executives and salaried cor-

poration officers........... 73,365| 107,342| 4,854, 552) 5,277,424| 66.17| 49.16
Managerial and supervisory

employees................ 186,607 (1) 8,088, 468 O] 43.34| (1)
Office and clerical employ-

[ JI .-| 250,493| 217,887| 5,198,716 4,522, 567| 20.75| 20.76
Selling employees 1,199, 570(1, 230, 132| 26, 170, 892| 24, 169, 988| 21.82| 19.65
Waiters and waitresses 176,052 301,106| 2,131,002| 3,488,788| 12.10| 11.50
All other employees. ... 795,790) 784, 574| 17,032, 328| 14, 201, 949| 21.40| 18.10

1 Divided in 1935 between executives and selling employees. Weekly wages in
these classifications therefore not directly comparable between 1939 and 1935.

There are substantial differences between different
kinds of business in the average weekly wages of similar
classes of employees, due to wide variations in the
nature of the duties and the degree of specialized train-
ing required. The.differences are only partially re-
flected in broad totals, but are indicated by comparison
of a few extremes as follows:

SUPERVISORY, SELLING, AND Orrice Waces COMPARED, BY
SeLectEDp KinDps oF BUsINESS

[Average full-time weekly wage for one representative week]

Manage- Office
KIND OF BUSINESS rial and su-| Selling and
pervisory clerical

Average, all kinds of business............... $43. 34 $21.82 $20.75
Grocery stores (Without fresh meats) - 36.43 18. 81 17.93
Combination stores (groceries-meats) . - 39.46 20. 22 17.81
Dairy products stores, milk dealers . 43.06 35.35 24. 81
Meat markets, fish markets. ..... . 39. 11 26. 39 18.70
Department stores........ R 59.19 20.00 19.82
Variety stores - 50.41 13.03 18. 95
Men’s-boy’s clothing stores (and furnishings)..... 51.34 28.45 20. 86
Women’s ready-to-Wear Stores. . ...-..ocveceancen- 45.46 18. 64 19.38
Furriers, fur ShOpS. -« nveueemmennx 57.46 30. 64 22.78
Shoe stores. . ......... 41.04 24, 34 19.44
Furniture stores............. 51.44 29. 38 20. 90
Motor-vehicle dealers (new) 42.09 28.71 21.83
Filling stations. .................. 31,60 21.08 19.25
Restaurants, cafeterias, lunchrooms 35. 50 19.38 18.70
Soft drink, juice, ice cream stands.. 34.04 17.32 23.19
Drinking places. .. .covoueoanen-- . 36.25 24.06 20.99
Drug stores...... - 39, 61 19.85 19. 51
Jewelry stores. . . . 54. 36 29. 27 22.39
© OPHICIANS. o oot e en 58.25 35.66 21.23
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Pay roll by size of store.—Analyzed by size of store
based on the number of paid employees, total store
pay roll is divided among the several size classes as
follows:

Pay RorL BY Size oF STorRE Basep oN NUMBER oF EMPLOYEES
(See tables 6H anD 6J)

PAYROLL Per- PAY ROLL | por.
NUMRER OF EM- ce?t NUMRER OF EM- oe}at
PLOYEES o PLOYEES o
Amount | Per- Amount| Per-
(8dd 000) | cent| Sa1eS (add 000) | cent| S21€S
All stores... .. $4, 529, 499/100. OlIOO. 0| $372,0685/ 8.2 7.7
s 481,483| 10.6| 10.6
100 or more._.._.._-. 804, 972| 17.8 11.0| 312,814| 6.9 7.5
1,060, 089| 23.4| 17.8 18,1 7.0 87
703,361 15.5( 12.9 234,731 5.2| 9.8
241,831 5.4| 4.8]| None.... ooooiofoomunifunnns 9.2
Pay Roir BY Size oF Store Basep oN DorrLar SALES
PAY ROLL | pgr. PAY ROLL | por.
SALES SIZE "S?t SALES SIZE cg;;lt
Amount | Per- sales Amount| Per- sales
(add 000) | cent (add 000)| cent
All stores..... $4, 529, 499/100. 0{100. Of| $30,000 to $49,999. .| $531,378| 11.7| 12.1
$20,000 to $20,999. .| 336,006/ 7.4| 8.3
$300,000 and over. .. | 1,370, 695| 30.3| 23.4|| $10,000 to $19,999..| 422,083| 9.3| 13.0
$100,000 to $299,999 . 937,853| 20.7| 18.9|| Less than $10,000.. 208,500 4.6/ 9.1
$50,000 to $09.999_ .| 722, 894] 15.9| 15.2

It is obvious that the smaller proportion of pay roll
in the smaller size classes is due to the proprietors and
family members who work in the smaller stores in lieu
of paid employees. The facts were presented previously
herein under the subject of self-employment.

Geographical distribution of pay roll.—Distribu-
tion of pay roll by size of city is shown in table 12A
herein, for the United States and for each geographic
division separately. Total retail pay roll is shown for
each city of more than 25,000 population in table 17A,
for each city of 10,000 to 25,000 population in table
17B, for each metropolitan distriet in table 17C, and
for each State in table 2B.

TYPES OF OPERATION
(Tables 3A, 3B and State Tables 3)

Principal types of operation in retail trade are inde-
pexidents, chains, and miscellaneous other types.

The Independent group includes single-store independ-
ents, multiunit independents with two or three stores,
local branch systems consisting of a large downtown
store and smaller suburban or nearby branches operated
as a unit, market and roadside stands, and leased
departments operated by independent operators. The
latter are usually separate departments in stores of a
different kind, such as meat departments in grocery
stores, millinery departments in department stores,
shoe departments in women’s specialty stores, etc.

The Chain group includes local chains in which all
units are located in and around a single city, sectional
chains in which all units are located in the same section
of the country, national chains which operate in more
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CENSUS OF BUSINESS

CHART 5. COMPARISON OF SALES OF INDEPENDENTS, CHAINS, AND OTHER
TYPES: 1939, 1935, AND 1929

1939 SALES
$42.041.790.000

INDEPENDENTS

1935 SALES
$32.791.212.000

)

1929 SALES
$49.114,653,000

INDEPENDENTS

CHAINS

2.1%

%

KX

than one section or geographic division, manufacturer-
controlled chains whose principal function is to distri-
bute the products of one or more manufacturers who
own and control them, and chains of leased departments.
The latter differ from independent leased departments
only in the number of units operated. All chains by
definition consist of four or more stores in the same
kind of business, owned and operated by a single indi-
vidual, firm, or corporation. R
The Other types group consists of utility-operated
stores whose principal function is to sell and promote
the use of household appliances which consume elec-
tricity or gas; direct selling or house-to-house retailers;
commissaries or company stores; farmer and consumer
cooperative stores; so-called State liquor stores which
are owned and operated by States, counties, or muni-
cipalities; mail-order houses selling from catalog; and
miscellaneous other types not otherwise classified.
Independents and chains.-—Sales of independent
stores in 1939 amounted to $31,409,859,000 or 74.7
percent of the $42,041,790,000 of total retail sales in
the United States. Chains accounted for $9,105,-
825,000 or 21.7 percent and other types accounted for

the remaining $1,526,106,000, or 3.6 percent. The

following summary shows the number of stores, sales,
and inventory of these principal types of operation:

INDEPENDENTS AND CHAINS COMPARED

[Stores, sales, and stock]

Naah cal Ew%ks oré Percg;xl*té sof total
umber es and, en
TYPE OF OPERATION of stores | (add 000) | of year
(add 000) | 1939 | 1935 | 1928

Total. ... ._._ 1,770,355 ($42,041,790 | $5, 116,583 [100.0 |100.0 | 100. 0
Independents........_.... 1, 624,665 | 31,400, 859 4,048,753 | 74.7 | 73.3 77.6
Chains. . . ceoeeeeeea. 123,195 9, 105, 825 876,948 | 21.7 | 23.3 20.3
Other types. oo ooo... 22,495 1, 526, 106 190,882 | 3.6 3.4 2.1

Note: For an analysis of types of operation by kinds of business sce table 3C herein.
For an analysis of kinds of business by types of operation see table 3A.

Independents outnumbered chains 13 to 1, and
accounted for 1,624,665 or 92 percent of all retail stores.
There were 123,195 units of chains, or 7 percent of all
stores, and 22,495 other types or 1 percent. Annual
sales of chain stores averaged $73,914 compared with
$19,333 for independents. See table 3G for details.

Independents accounted for 74.7 percent of total
sales in 1939. This compares with 73.3 percent for
1935 and 77.6 percent for 1929. The chain store sales

NO—




RETAIL TRADE: 1939

CHART 6. SALES OF INDEPENDENTS AND CHAINS
BY SALES-SIZE GROUPS: 1939

INDEPENDENTS
SALES: $32.935.965,000
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ratio, on the other hand, increased from 20.3 percent
in 1929 to 23.3 percent in 1935, and returned to 21.7
percent by 1939, about half way between the former
extremes. The change in relative importance of other
types of operation did not affect appreciably the pro-
portions of these two major types. An analysis of
independents by each independent type is shown in
table 3D herein.

Chain types compared.—Sectional and national
chains in 1939 operated more than three times as many
stores as did local chains, and accounted for more than
four times as much sales volume. This is a consider-
able change from the relative importance of these types
10 years before, when sectional and national chains
operated less than twice as many stores and did less
than twice as much business as local chains. The four
types of chains compare as follows:

SIZE OF STORE

CHAINS
SALES: $9,105.825,000
2.9 % NN\
CuaiN Types oF OrErATION CoMPARED. (See table 3F)

PERCENT OF

STORES SALES (add 000) | TOTAL RE-

TYPE OF OPERATION TAIL SALES

1939 1929 1939 1929 1839 1929
All chain types__......... 123,195 151, 712|$9, 105, 82589, 964, 547 21.7( 20.3
Local chains. . o coooovomoinans 25,455| 52,465| 1,581,386| 3,298, 800( 3.8 6.7
Sectional and national chains.._| 82,049 92,141 6,771,009 6, 151,337 16.1| 12.6
Manufacturer-controlled chains.| 10,123 3,431)  583,062| 389,618| 1.4 7
Leased-department chains...... 5,568 3,675 170,368 129,702 .4 .3

Other types compared.-—A significant increase in the
sales importance of other types is partly concealed by
the relatively small number of stores involved (only
22,495 in all) and their small sales ratios. Types of
operation such as utility-operated stores, direct-selling,
cooperatives, mail-order or catalog houses, and State
liquor stores accounted for only 2.1 percent of total
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sales in 1929 and 3.6 percent in 1939 but the increase
in sales ratio in the decade was 71 percent. Cooper-

atives more than doubled their sales ratio, increasing

from 0.24 percent to 0.53 percent of total retail sales.
House-to-house selling nearly doubled in sales ratio,
increasing from 0.19 percent to 0.37 percent. Com-
missaries increased by about one-half; mail-order houses
and utility-operated stores increased their proportion
of total sales moderately. A summary of the changes
in the decade follows.

Oraer TYPES OF OPERATION COMPARED

STORES SALES (add 000) | FenoEaR OF
TYPE OF OPERATION
1939 1929 1939 1929 1939 | 1929
Total, other types..._.._._ 22, 495/10,839 ($1, 526,106 |$1,025,667 | 3.63 | 2.12
Utility-operated stores........ .. 4,836 | 4,053 | 151,539 163,371 | .36 .34
Direct selling (house-to-house)..| 3,199 | 1, 661 153, 397 93,961 | .36 .19
Commissaries or company
[ 700 L 2,007 | 1,347 148, 248 115,583 | .35 .24
Farmer and consumer coop-
erative stores. ................ 3,608 | 1,709 224, 375 116,995 | .53 .24
Mail-order houses- - ... - 434 271 537,413 515,237 | 1.28 1.07
State liquor stores. .- .cocoeeon.. 2,618 |._..... 249,430 |...__ ... 59 ..

Other types of operation..._.... 3,703 | 1,708 61, 704 20,520 | .15 | .04

Stocks on hand.—Of $5,116,583,000 stocks held by

retail stores at the end of the year, $4,048,753,000 or

79 percent was attributable to independents, $876,-
948,000 or 17 percent to chains and $190,882,000 or
4 percent to other types. The fact that chains ac-
counted for a smaller portion of stocks than of sales is
at least partly explained by the fact that chains are
predominantly in kinds of business where low stock-
to-sales ratios are characteristic, such as the food and
variety fields. These totals do not include stocks held
by chains in central warehouses, which totaled $167 -
122,000 additionally. Stocks are valued at cost and
are as of the end of 1939.

Employment by types of operation.—As described
elsewhere herein in more detail (see page 22 and tables
6H and 6J,) independents account for 3,322,447 of the
4,600,217 paid employees in all retail stores, 1,602,937
of the 1,613,673 proprietors, and all of the 923,878
unpaid family members. Chains account for 1,118,374
paid employees in stores and 111,335 in central offices
and warehouses, as well as 3,102 proprietors. Other
types account for the remaining 159,396 paid store
employees and 7,634 proprietors. More detail on em-
ployment and pay roll is available in table 3A herein
and in a later section on chains.

Sales ratios of independents and chains, by States.—
The chain sales ratio varies greatly between States
and between kinds of business within States, as shown
by the State and city tables 3 included herein. For
summary comparisons between States without regard
to kinds of business, table 3B provides & convenient
reference. ‘

This table shows chain sales ratios, compared with
a United States average of 21.7 percent, as high as

26.3 percent in Massachusetts, 26.6 percent in the
District of Columbia, and between 24 and 25 percent
in Rhode Island, Michigan, Pennsylvania, Missouri,
Georgia, Utah, and California. Illinois with 32.5
percent is materially affected by the inclusion of mail-
order houses in Chicago which necessarily are com-
bined with chains to avoid disclosure of individual

“operations.

In contrast to these higher-than-average ratios are
several States in which chain sales are far below the
21.7 percent average, such as Mississippi with only
10.9 percent, Arkansas with 14.4 percent, two other
States in which the chain sales ratio is less than 17
percent (Wyoming and New Mexico), and six in
which it is between 17 and 18 percent. The latter
are Montana, North Dakota, Nebraska, Wisconsin,
Nevada, and Alabama.

Data for a study of independents and chains by size
of cities are contained in tables 12D and 12F herein.

Sales ratios by kinds of business.—The sales ratio of
independents, which decreased from 77.6 percent of all
retail sales in 1929 to 74.7 percent in 1939. nevertheless
increased in some kinds of business, notably grocery
stores without fresh meats, variety stores, family
clothing stores, and filling stations. On the other hand,
independents became less of a factor in such retail fields
as combination food stores (groceries with fresh meat
departments), department stores, shoestores, and to a
lesser extent jewelry stores and women’s ready-to-wear
stores. A summary of some of the more pronounced
changes follows.

SarEs Rarios, INDEPENDENTS: 1939 anD 1029

Percent of Percent of
total sales total sales
inaro Wind o
ind of ind o
KIND OF RUSINESS business KIND OF RUSINESS business
1939 | 1929 1939 | 1929
Grocery stores (without : Combination stores (gro-
fresh meats)._......._... 67.0 | 53.6 ceries-meats). ........... 61.3 | 67.6
Variety stores............. 13.2 9.8 || Department stores........| 58.2 | 72.1
Family clothing stores.._.. 82.1| 715 || Women’s ready-to-wear
Filling stations.........__. 88.4 | 66.0 51703 ¢ - J I 68.8 | 74.3
Fuel, ice, fuel-oil dealers...| 84.6 | 80.1 || Shoe stores................ 41.2 | 53.5
Jewelry stores............. 89.0 | 93.0

The chain sales ratio increased in the 10 years from
32.2 percent to 38.4 percent for combination stores,
from 16.7 percent to 30.0 percent for department stores,
from 38.0 percent to 49.7 percent for shoe stores, and
from 25.1 percent to 27.1 percent for cigar stores. The
average for all kinds of business increased from 20.3
percent to 21.7 percent. In several kinds of business
no direct comparisons are possible because the informa-
tion for 1929 is not available, but the sales ratios for
most. kinds of business are shown in more detail in
table 3A herein. '

Grocery and combination stores compare for the
years 1939, 1935, and 1929 as follows:
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GROCERY AND COMBINATION STORES BY TYPES: 1939, 1935, AND 1929

NUMRER OF STORES SALES (ADD 000) PERCENT
TYPE OF OPERATION
1939 1935 1929 1939 1935 1929 1939 1935 1928
200, 303 188,738 191, 876 | $2,225,435 | $2, 202, 607 | $3, 449, 129 100.0 100.0 100.0
179, 335 165, 381 154,757 | 1,491,473 | 1,349,675 | 1,848,733 67.0 61.3 53.6
20,093 22,702 35, 369 720, 427 843,849 | 1,576, 252 32.4 38.3 45.7
875 5 1,750 13, 535 9,083 24, 144 6] .4 .7
187, 034 166, 233 115,549 | 5,496,318 | 4,149,813 | 3,903, 662 100.0 100.0 100.0
166, 276 140, 367 98,020 | 3,366,153 | 2,517,437 | 2,638,128 61.3 60.7 87.6
20, 257 25, 619 17,249 | 2,112,092 | 1,624,786 | 1,257,727 38.4 39.1 32.2
501 247 280 8,073 7, 590 7,807 .3 .2 .2
Retail chains.—Chains as used throughout this Craiv STorE ORGANIZATIONS IN 1939 Summarizep By TyrEs
. . . . oF OPERATION
report include local and sectional or national chains,
manufacturer-controlled chains, and leased-department TOTAL SALES Number
hains. These terms are described in the appendix. Num- Pro- | Ofem- | mytq | Stockson
C a’. These e © s € PP d TYPE OF OPERATION ! bree“;a"i'l Per- Drlig- p{“‘g‘e? ! Dayorgll’ ha‘f,’? g'a
Basic data for chains (number of stores, sales, personnel, Uinits | Amout | cent | tors | GG | (add 000 | (3
. - . : o]
pay roll, and stocks) are shown in detail by kinds of total year)
business for each State separately and for the largest Tl G9% or
. . . . ¢ B -
cities (over 500,000 population) in a series of State and ganizations)......|132, 763/$10,104,713| 100.0| 8, 154|1, 228, 161(S1, 215, 540/81, 012, 903
city tables 3, herein. A summary for the United | Localchains.._..._.. 25,455| 1,581,386 15.6] 2,081| 192, 943) 207,430(0 143,462
. . . - Sectional or national
States is shown by kinds of business in table 3A and iheims o oo......| 82,040) 6,771,000 67.0 80| 830,320 767,908 662,734
in one-line totals by States in table 3B elsewhere plolledchains. .| 10,128 583,02 5.8 6 70,414 L7l 65623
. ased-departmen
herein. chains_ . __...... 5,568 170,368) 17| 146 24,607 22,987 14,920
. . . Total chains (as
Chains as a major type of operation, and as defined shown in  table
. o . , . . S M 123,195 9,105,825| 90.1| 3,102]1, 118, 374) 1,000,106 876,048
in detail in the appendix hereto, do not include multi- Other typesof multi
unit organizations of special types separately classified | iRt organizations:
as “Other types” because of their special significance— pOreS... oo 3,084 115,085 L1..... 22,252 23,878] 17,790
types such as utility-operated, direct-selling, coopera- | (howseto-house).| 1,653 121,379 12 9 82821 35,25 404
tives, State liquor stores, mail-order houses, etc. poompanysiores...| 678 67,843 .7 5 559 67 7,319
These other types may include groups of four or more sumer coopera- |
. . . . tive stores........ 522 40, 219 B | PR 2, 828 3, 688 3,102
stores under the same ownership and operation, which | Stateliquorstores. | 2,323 260,713 2.4/ 7770 7,230 10,026 17,456
technically are chains but are shown -separately for 0311315%2?0?35233- b it Tl S b B
y are ’ parately tion. ... 3g6| 11,397 .1l 38 1,810 1,533 447
greater emphasis.

Chain store organizations.—To complete the
analysis of chain store organizations, all groups of four
or more stores among these “Other types” were sepa-
rately tabulated and added to the ‘Chains’’ types. A
summary of such organizations, analyzed by types of
operation as used throughout this report, follows.

Comparison with previous years.—The 132,763
stores or retail units, as shown above for 1939, were
operated by 6,969 chain store organizations. The
latter number compares with 7,061 organizations in
1929, operating 159,638 retail units. A comparison of
the principal data concerning these organizations,
1939, 1935, and 1929, appears on the next page.

Principal changes since 1929.—In the 10 years
since 1929 the number of grocery and combination
store units decreased nearly 25 percent and the number
of filling station chain units decreased 65 percent, while
the number of units in other kinds of business increased
7.8 percent. It is apparent that the decrease shown
in the number of retail chain units is caused primarily
by the abnormal situation affecting food stores and
filling stations—the former a trend toward fewer and
larger stores of the supermarket class, the latter a sub-

518413 O - 43 - 4

"ber an

1 “Retail Trade by Ts‘r]ges of Operation '’ 157 pages, obtainable from the Superin-
tendent of Documents, Washington, , 88 & separate report at 25¢.

2 Em&)loyee@ and pay roll include pald executives of corporations but not the num-
compeénsation of proprietors of unincorporated businesses.

stantial withdrawal of oil complanies from the retail
field and the substitution of independently operated

- stations, selling the same brands formerly sold directly

by the oil companies.

In comparison with the 10-year decrease in dollar
sales for all retail trade of 13.0 percent, chain store
organizations as a whole lost only 5.9 percent, which
includes a loss to independents of 53.3 percent in
filling station sales because of the change in policy
mentioned above.

With the exception of the food and filling station
fields, chain organizations in nearly every kind of
business increased substantially in number and sales,
and in the number of retail units operated, during the
4-year period from 1935 to 1939. Grocery and com-
bination store chains increased in number of chains and
sales, but decreased in number of units (stores) by one-
sixth; while filling station chains increased slightly in
number but declined nearly one-third in sales and 47
percent in the number of stations operated.
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SumMary CoMPARISON OF CHAIN STORE ORGANIZATIONS: 1939,
1935, anp 1929

CENSUS OF BUSINESS

Errecr or Two Kinps oF Business oN CrAN-STorRE ToTAL

1939 19351 1929
Number of chain stbre organizations._ ......_.... 6, 969 8,072 7,081
Number of retail units_......._..... 132, 763 139,773 159, 638
Number of warehouses. . 1,176 2 2
Retail store sales (add 000! $10, 104, 713 |$8, 458, 837 |$10, 740, 385
Percent of total retail sales. - 24.0 25.8 21.9
‘Warehouse sales at wholesa. 000) . $64, 295 ® [©)
Billings (at wholesale) to own stores through
warehouse (add 000) . . ..o ooooiaoiinos _.--|*$2, 467,428 |$1,864,221 | $1,020,681
Active proprietors of unincorporated organiza- )
F3 ) o PO U, 3,154 (O] (O]
Officers and employees—total. ... ... ........ 1,339,496 | 1,171,377 [©)
In StOreS. oo oo e e 1,228,161 | 1,071,400
Officers, central offices and warehouses......-. 4,724
Other employees, central offices and ware- 99, 977
OUSES - - - - m com e o cmeccmcmem e mm e 106, 611
Pay roll—total (add 000)... $1,439, 117 |$1, 210, 669 ®
In stores (add 000)..... $1,215, 540 |$1, 022,728
Officers, central offices a
....................................... $37,620 |] .
Other employees, central offices and ware- $187, 941
houses (84d 000) - - e necnimcaeaaaas $185, 948
Accounts receivable at warehouses, end of year
8dd 000) - .o $7, 444 ® [Q]
Stocks, end of year, at cost (add 000). ... $1,180,025 | $953, 522 (O]
In stores (8dd 000) .- .o coeoommoa e $1,012,903 | $860, 051 (*)
In warehouses (add 000) .. - cooomeeoiaonat $167,122 $93, 471 $98, 840

1 Revised to exclude data for 7 garage chain organizations with 37 units and
$1,774,000 sales.

2 Comparable data not available.
oo RS MUl Ll e e, et onnine
would increase this amount to approximately $2,726,428,000. Not directly related to
ie:g;t;alue of sales, which may include much merchandise not billed through ware-

Most chains have increased.—The table in the
next column shows that, except for two kinds of business
noted above, chains increased 17.9 percent in number,
their retail units were expanded by 14.1 percent, and
their sales by 25.8 percent between 1935 and 1939.
The two kinds of chains which are exceptions are
affected by forces unrelated to growth trends.

Most of the food chain stores which have disappeared
in recent years have been disposed of or closed and
usually replaced by a smaller number of supermarkets.
Most of the filling stations which have disappeared as
chain units have been transferred to independent
operators and continue in operation. Because of the
large number of such food stores and filling stations
formerly operated by chains, inclusion of these in the
chain totals has the effect of distorting the general
over-all conclusions. Therefore, the last column in the
table which follows is more nearly representative.

Elsewhere in this volume (table 20) is included a
table analyzing the 132,763 units of the 6,969 chain-
store organizations operating in 1939, by detailed kinds
of business. Reference is made to this table for further

All chai Gx('iocery Fill
chain- | and com- illing
store organ-| bination | station Ac],l_.lgfggr
izations store chains
chains
Number of chain organizations:
1939 6, 969 789 774 &, 406
6,072 775 710 4, 587
2! 7,061 807 864 , 390
Percent change, 1939 vs. +14.8 +1.8 +9.0 =+17.9
1939 vs. 1929 R —-1.3 —2.2| -10.4 +.3
Number of retail stores of such organi-
zations:
1939 132,763 40,519 | 10,397 81, 847
1935... 139,773 48,440 | 19, 629 71, 704
1929 159, 638 53,607 | 30,038 75, 903
Percent change, 1939 vs. 1935. ... —5.0 —16.4 | —47.0 +14.1
1939 vs. 1929 ... .. —16.8 —24.5 | —65.4 +7.8
Store ggg.;e of chain organizations (add
$10, 104, 713 |$2, 841,410 [$294, 007 |$6, 969, 206
8,458,837 | 2,484,298 | 432, 849 | 5, 541, 690
929 10, 740, 385 | 2, 887,479 | 629, 024 | 7,223, 882
Percent change, 1939 vs. 19, +19. +14.4 | —-32.1 +25.8
1939 vs. 1929 ... —5.9 ~1.6 —53.3 -3.5

detail as to the 5,406 organizations with 81,847 units
shown in the ““ All other chains” column above.

Comparison of identical chains.—Census reports
on chain-store organizations in previous years have con-
tained comparisons of identical chains, as well as the
over-all comparisons. Each year the number of iden-
tical chains thus compared has been increased. On the
basis of identical chains rather than total chain opera-
tions, comparisons show that the loss in sales volume
between 1929 and 1933, the low year of the business
depression, was 24.8 percent, that chains increased
their business 21.9 percent from 1933 to 1935; and that
in the 4 years from 1935 through 1939 they increased
their sales an additional 18.8 percent. A summary
follows below.

Central offices and warehouses.—The operation
of central buying offices and warehouses of chain-store
organizations is closely related to the retail field but
such unrelated activities as separate wholesale houses,
canneries or other factory operations, hotels, and con-
struction enterprises do not come within the scope of
the Retail Census.

Frequently stores are operated in kinds of business
other than the principal business of the organization;
for example, grocery stores (without fresh meats) are
often operated by combination store (groceries and
meats) chains, and general merchandise stores by de-
partment-store chains. Moreover, secondary store op-
erations may be classified in some instances as ‘“other

COMPARISON OF IDENTICAL CHAINS

Number of identical chains.
Number of units..........
Store sales (add 000)- ...

Percent change........_.
Employees, average number.
Store pay roll (add 000)........
Pay roll per $100 of store sales.
Average sales per chain
Average sales per unit

1939 1935 1935 1933 1933 1929
3,749 3, 749 3,495 3, 495 517 517
108, 892 114, 544 120, 194 133,776 61, 161 62,011
$8, 954, 401 $7, 536, 055 $7, 536, 770 $6, 180, 684 $3, 846, 847 $5, 117, 368
+-18.8 21.9 " —24.8
1,090, 228 954, 448 953, 190 884, 705 526, 477 521, 656
$1, 068, 110 $894, 025 $914, 883 $764, 621 $428, 041 $506, 118
$11.93 $11.86 $12. 14 $12.37 $11.13 $9. 89
$2, 388, 477 $2, 010, 151 $2, 156, 443 $1,768, 436 $7, 440, 710 $9, 898, 197
$82, y $62, 705 $46, 202 $62, 897 3
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types’’ even though owned by organizations which are
primarily chain-store” operations. Two outstanding
examples are those of department-store chains which
own and operate mail-order houses in addition to their
retail stores, and food chains which engage in house-to-
house selling of coffee, tea, and spices; these latter ac-
tivities, in each instance, are considered as mail-order
and direct-selling, respectively.

Of the 6,969 chain-store organizations, 2,604 reported
that they operated warehouses or separate central of-
fices. Warehouses are for the purpose, in addition to
storage of reserve stocks, of receiving goods from sup-
pliers, breaking bulk, and delivering in smaller quanti-
ties to the companies’ retail stores. Frequently the
buying offices as well as administrative offices are lo-
cated in warehouses, with no accounting separation of
personnel and expenses; with other companies the
warehouse operations are entirely separate.

The 2,604 organizations operated 2,203 separate cen-
tral offices, 374 separate warehouses, and 802 combined
central offices and warehouses—a total of 1,176 ware-
houses and 3,005 central offices, including the 802
combined with warehouses.

The warehouse and central office personnel included
4,724 officers and 106,611 other employees—a total of
111,335 persons in addition to those employed in the
companies’ retail stores. Of this number 64.3 percent
were men and 35.7 percent were women. .

Pay roll totaled $223,577,000 in 1939, of which
$37,629,000 was paid to officers and $185,948,000 to
other employees, both full-time and part-time.

In addition to deliveries to own stores, goods to the
total value (at wholesale) of $64,295,000 were sold
through warehouses to other retailers. Accounts
receivable on the books at the end of 1939, representing
the balance due from others (not accounts with the com-
panies’ stores) totaled $7,444,000.

Stocks of goods in warehouses at the end of 1939
totaled $167,122,000. This is independent of store in-
ventories. It is higher by $409,000 than inventiores at
the beginning of 1939.

The above facts are shown in detail, by kinds of busi-
ness, in tables 2 and 4 herein. A brief summary follows.

Value of goods handled through warehouses.—
The value of merchandise handled through warehouses
enroute to stores is not particularly significant in rela-
tion to operating costs because of wide variation in
practice as between kinds of business and different
sections of the country, in the proportion of drop ship-
ments or direct shipments. A wholesaler may drop-
ship or deliver directly to the local stores of a chain with-
out expense to the warehouse, though the goods pass
through the warehouse books as if physically handled.
A manufacturer may ship directly to one or more stores
of a chain and bill the warehouse, in which case there
would be no warehouse expense though the value of
goods would be included in the amount of billings from
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CENTRAL OFFICES AND WAREHOUSES
SuMMARY FOR THE UNITED StaTEs: 1939
[For data by kinds of business and States see tables 21A and 22)
Number of chain organizations reporting central
offices and warehouses..___.________________ 2, 604
Number of central offices—total. . .. __________ 3, 005
Central offices only. . _______.______ 2, 203
Central offices and warehouses_ - _ . _ 802
Number of warehouses—total. _______________. 1,176
Warehouses only (199 chains) . _____ 374
Warehouses and central offices com-
bined (644 chains) - .___._________ 802
Employees, central offices and warehouses— (week
of Oct. 21 or other normal workweek) . ______ 111, 335
Other
Officers  employees
Central offices only.____._ 3,386 47, 175
Warehouses only..._._____ 35 18, 048
Central offices and ware-
houses combined_.._.._.. 1, 303 41, 388
Sex of employees—male (64.3 percent) .. ______. 71, 588
female (35.7 percent) _____.___ 39, 747

Pay roll, central offices and warehouses—total._.
Central offices only “(add

000) - - oo $26, 837 $91, 504

Warehouses only (add 000) $233 $25, 100
Central offices and ware-
houses combined (add

(000 $10, 559 $69, 344

$223, 577, 000

warehouse to own stores. Many chains are unable to
report the wholesale value of goods moved through
warehouses because their records show only retail
values.

However, 167 of the 199 organizations reporting
separate warehouses and 536 of the 644 organizations
reporting warehouse-central offices (combined) were
able to report the value of billings through their ware-
houses to their own stores. A summary follows by
kinds of business, showing the relationship between pay
roll, stocks, and the wholesale value of billings to stores.
Billings through the 322 warehouses of the 167 com-
panies with separate warehouses are also related to the
total sales (ab retail) of the stores of those organizations,
providing a measure of warehouse operations and pay
roll in ratio to sales of the stores supplied (in part) by
the warehouses. These data are not elsewhere pre-
sented and are not available in greater detail.

Domicile of chain organization, by States.—
New York State contains the home offices of more chain
store organizations than any other State, followed by
California, Illinois, Ohio, Pennsylvania, Texas, Massa-
chusetts, Michigan, and Missouri, in the order named.
Below is a table showing the number of organizations in
each State, the number of retail units of such organiza-
tions, and their sales. The latter do not represent
chain store sales in the States of domicile, but rather the
total sales everywhere throughout the country of the
organizations so domiciled.

For example, 915 organizations have their offices in
New York State; they operate 38,706 units but many
are in States other than New York, while organiza-
tions with headquarters in other States may operate
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VaLuk oF Goops Birrep 7o OwN StorEs THROUGH 322 WARE-
HOUSES

[At wholesale value, related to store sales at retail values]

Value RETAIL STORES
of §oods OPERATED
billed

Num. | Num- | house | to own |at cost
beror | berof | pay. | stors |endot
ehains | poyses | (add | whole- | (add |Num- Sales at

000) ﬁale()1 000) |ber (add 000)

KIND OF BUSINESS

Total, 167 chains. ..

-
I
@
B

$22, 794|$868, 400 |$68, 657/16, 354|$3, 447, 869

Grocery and combmatlon.

store chains. - 47 04| 12,387| 416,888| 21,603] 808 599,897
Other food chains. 7 10 609| 19,389 1,424] 381 45, 909
General store chain: 5 7 114 5,440 771 141 18, 701
Department store ch - 6 30| 2,975| 156,497 15,967| 3,226| 1,522,471
Variety store chains....... 20 24| 1,684| 43,515 8,286| 4,725 765,296
Other general merchan-

dise store chains._....... 4 4 35| 1,104 251 41 3,726
Apgarel chains (except

0e chains)_..._..._._. 4 5 11 1,108 56 87 2,219
Shoe chains. .._......_. 10 10 538| 49,024| 3,152| 1,639 83, 599
Auto accessory chains. 8 21 634, 21,065 3,630 611 49, 638
Lumber—bulldmg—-ha

ware chains. . ...._.... 4 4 112] 2,905 470 103 8,345
Restaurant, lunch coun-

ter chains. .____......_.. 14 43 422| 6,709 583| 583 38,391
Drug store chains..__..... 28 42| 2,466| 92,894| 9,673| 1,802 222,760
Cigar store chains._.._.... 3 4 600| 38,828| 2,047 974 56, 544
Other kinds of chains..... 7 24 207| 13,084 744| 1, 233 30,373

VALuE oF Goons BirLep 10 OwN StorESs THROUGH 689 WARE-
HOUSES

[No retail sales figures available. Pay roll includes also central offices operated in
same establishments—no separation possible]

Pal Value of

rol alue o

. Num- | Ware- 0ods B‘Sttgg!:ts
Num- | 10¢ house | billed to end of

EIND OF BUSINESS ber of and |own stores|

chains | W88 | central | (at whole- | 7 ook
houses | “offos | sale) (aad (ad

000)

Total, 536 chains.___..._.._..._.. 536 689 |$72,498 (81,599,028 | $88,683
Grocery and combination store chains. 149 253 | 47,595 | 1, 196, 745 | 55,583
Other food chains._ _ ..o ... 28 28 997 1, 598 790 .

9 9 268 2 932 303
Department store chains. ... 7 7 530 6,113 729
Variety store chains. ... ... - 27 27 | 1,112 6, 991
Other general merchandise store
.............................. 16 19 476 6,087 572
Appare] chains (except shoe chain 86 87 | 5,238 81,352 | °2,881
Shoe chains. . _......... 46 46 | 3,973 71,080 4,762
Furniture—radio chains - 12 24 | 1,420 17,199 1,705
Auto accessory chains...._._._._.._. 23 23 | 1,282 15,072 1,968
Lumber—building—hardware chains. 20 20 513 4,454 535
Restaurant, lunch counter chains. ... 16 23 822 3,815 190
Drug store hAMS. oo 57 61 | 3,206 44, 566 5,608
Liquor store chains. - 20 3L | 4,504 108, 537 8,645
Cigar store chains_. - 5 5 72 488 21
Other kinds of chains . . .. ... 15 26 490 12,436 3,310

many stores in New York State. Other tables herein
show the number of chain store units operated in each
State, county, and city, and the kinds of business con-
ducted therein.

Ownership groups of department stores.—Related
to chains, but lacking the chain characteristic of central
merchandising, are thirteen groups of department stores
classified as ownership groups. They are not re-
ported as a separate type because they are not operated
uniformly, nor are the stores within a group uniform
as to policies, price classes, consumer credit practices,
or even sources of supply of merchandise. Each store
has its own staff of buyers, in addition to the group’s
central buyers.

Ownership groups are similar in many respects to the
holding companies, characteristic of the utilities field.

DowmiciLe oF CHAIN STORE ORGANIZATIONS, BY STATES

W | sal e | sal
[s) r es 0 T es
STATES  lorgan-| of | (add 000) STATES  lorgan- of | (add000)
za- | retail iza- | retail
tions | units tions | units
United States, Nebraska...... 87 | 1,084 32,021
total.___..... 6,969 [132,763($10,104,713|| Nevada........ 3 31 3, 6
{ New Hamp-
Alabama._ ... 51 787 43, 439 shire......... 14 147 8,735
Arizona......_..| 20 132 13,187 || New Jersey....| 158 | 2,581 102,779
Arkansas. | 48 453 17,204 || New Mexico...| 11 60 , 633
California__...| 525 (10,409 774, 565
Colorado--.... 64 466 23,743 || New York..._. 915 (38,706 | 3,448,216
Connecticut...| 92| 954 | 6971 || North Caro-} o o5, 630
Delaware, .| 9| 1l 5,63¢ || North Dakota.| 16 | 145 4,618
i Y01 ag | gos | 50,437 || OhiO--.o......| 403 |13,018 | 767,910
6 730 45: 605 Oklahoma.....| 113 | 1,258 48,859
126 | 1,807 | 9L 23 || regon. ... 5 | 746 | 38,701
325 14,491 || Pennsylvania..} 491 | 9,171 600, 348

24

520 | 9,664 |1, 686 682 | RhodeIsland..| 41 275 32,819
161 | 1,896 4, 959 South Caroli-
131 | 1,507 67 871

127 | 1,135 39 023 21 153 6, 636
Kentucky._._..| 63 768 26, 860
Louisiana._ . 93| 1,230 | 48013 A B g
Maine.......-. 33 203 | 16, 521 a7 | 494 ot
Maryland. ... 88 | 1,071 45, 904 18 134 :
Massachusetts.| 327 | 7,204 433, 006 88 | 1,083 71,741
Michigan.._... 310 | 4,368 382, 269
Minnesota... .. 165 | 2,680 134,697 || Washington. .. 80 | 1,119 509, 735
Mlssxssi?pi..._ 30 291 9,198 || West Virginia.| 69 619 39,628
Missouri....... 308 | 4,026 253,580 || Wisconsin..... 145 | 1,365 60, 971
Montana.._... 28 461 18,579 || Wyoming__..__ 13 94 3, 251

They were created by taking over old-established de-
partment stores under various names, usually but not

always continuing the names under which the stores'

were known locally. The holding company may own
all or merely the controlling stock of the separate cor-
porations under which the various stores are operated,
or may hold title to the stores without an intermediate
corporation.

In two groups the names of most of the stores have
been changed to that of the holding company, but even
in these groups some stores are still known locally
under the old names. In the other groups the old
store names have been retained. No ownership group
operates all of its stores under a single name. There
is no common denominator except stock ownership, and
the stores are generally regarded as local enterprises.

Stores separately merchandised.—The principal
difference between an ownership group and a chain is
that the first represents centralized financial control
and the second centralized merchandising and operating
control. Standardization of merchandise, central buy-
ing by a staff of chain buyers in contrast to individual
store buying, limitation of price appeal in all stores to a
definite stratum of consumers in contrast to the variety
of price appeal found in the various stores of an owner-
ship group, and uniform cash or credit or cash-credit
policy mark the principal characteristics of a chain in
contrast to an ownership group.

Essentially, the units of a chain are,outlets for mass
purchases; in contrast, the stores of an ownership group
are not “‘outlets” at all, have not the obligation to dis-
pose. of centrally-bought merchandise whith may or
may not meet local needs, and are free to buy what the
trade of each store wants, as interpreted by the store’s
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buying staff. Determined and costly efforts have been
made by ownership groups to substitute central buyers
for their armies of local store buyers, without success.
Today not more than 5 to 10 percent of the merchan-
dise sold in the stores of ownership groups is centrally
bought, and much of this is negotiated and selected by
committees of store buyers rather than by separate
central-office buyers.

Transition since 1929.—There were 14 ownership
groups in 1929 of whieh 1 was dissolved before 1933,
most of the stores having been sold back to former
owners. The remaining 13 groups have continued
since. They operated 129 stores in 1933, 130 stores in
1935 (5 of which, belonging to one group, failed to
report in 1935), and 148 storas in 1939. Of 23 stores
added since 1935, 17 are suburban branches, 2 are new
downtown stores in large cities, and 4 are established
stores acquired by one large group. Five stores were
disposed of during this time.

The following is a summary of the changes between
census years in thé number of stores of ownership
groups:

Groups S8tores Groups  8Stores
1929—total.._____ 14 135 | 1935—total_______ 13 130
Group dis- Stores dis-
solved.__._. 1 4 posed of__. _____ 5
Stores dis- Existing stores
posed of .____._. 7 acquired. . _.__. 4
Stores added._..__ 5 Downtown
1933—total.._.... 13 129 stores added._.. .. 2
Stores dis- Suburban
posed of _____.___ 10 branches
Stores added..... 11 added.__._..._. 17
1939—total..____. 13 148

Identical groups compared.—1It is possible to make
direct comparisons between the years 1929, 1933, and
1935 for 109 identical stores. ‘'Three of these stores
were disposed of between 1935 and 1939, and it is not
now possible to adjust 1929 and 1933 totals to include
only the 106 remaining stores. Therefore the 106
identicals are reported separately for 1935 and 1939.

The composite comparative summary—stores, sales,
credit sales, employment, pay roll, and stocks for the
four census years follows.

ComrarisoN or OwnersEIP GROUPS: 1939, 1935, 1933, and 1929

lov- Stock
ploy- tocks
Sales -Csfﬁgsn ees (Payrolll end of
Groups | Stores | (add (add (full- | (add ear
000) 000) time add
part- 000)

time)

1039, . oo 13 148($824, 065|$402, 021(121, 772|$150, 189|$101, 220
Identicals (1935-39). .. ... 12 106| 764,809 370, 415113, 144| 139, 537 91, 97
Others!.___.______ - 1 42| 59,256 31,606 8, 10,652] 9,250

1935 e ceean 12 125| 717,407| 292,375(113,473| 121,241 04, 515
Identicals (1933-35). .. ... 12! 109| 681,362| 271,391|108, 095| 115,685 88, 718

Identicals (1935-39).. 12 106| 667, 762| 268, 320105, 498| 113,380 , 504

Disposed of (1935-39).|........ 3| 13,600 3,062| 2,597| 2,305 2,214

thers. ool 16| 36,045 20,984} 5,378 5,556 5,797
13| 129| 645, 342| 280, 143/110, 107| 113,075 95, 489
12 109| 598,163| 254,381/103,987| 105,886/ 87,105
1 20| 47,179 25,762| 6,120/ 8,089 8,384
14 135(1,003,603| 442, 242(128, 248} 161, 442| 133, 008
12 109| 952, 333| 420,012|121, 219| 153, 688( 123, 989
2| 26| 51,270 22,230( 7,020 7,754 9,019

1 Includes data for one group of five stores which did not report for the 1935 Census.
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LEGAL FORMS OF ORGANIZATION
(Tables 4A to 5B)

All stores are classified according to the legal form of.
organization under which the business is operated.
The four principal forms are individual proprietorships,
partnerships, cooperative associations, and corpora-
tions.

Of the 1,770,355 stores in operation in 1939, more than
76 percent were sole proprietorships owned by individual
entrepreneurs. This form of organization accounted
for 1,357,403 stores with sales of $16,524,970,000 or
39.3 percent of all retail sales, an average of $12,174 per
store. There were nearly as many proprietors as
stores, since nearly all are single-store operations. In
addition to proprietors and unpaid family members,
these stores employed 1,629,636 full-time and part-time
employees to whom was paid $1,255,330,000 in salaries
and wages. The pay roll does not include the com-
pensation of proprietors or family members. It is of
interest that 1,253 of these proprietors, operating
10,567 stores, are classified as chain store operators.

Partnerships of 2 or more individuals operate 189,631
stores, or 10.7 percent of all stores, with total sales of
$5,198,901,000 or 12.4 percent of all retail sales. The
average size per store is $27,416. Active proprietors
who devote the majority of their time to these stores
total 323,458 or nearly 2 to a store. They employ
481,313 full-time and part-time employees to whom was
paid a total of $413,995,000 in salaries and wages (which
is in addition to proprietors’ compensation).

Some 210,570 stores were organized as corporations or
owned by corporations. Their sales in 1939 totaled
$19,810,302,000 or 47.1 percent of total retail sales,
nearly 20 percent more than the total amount of busi-
ness of the 1,357,403 stores of individual proprietor-
ships. The corporations employ 2,453,828 full-time
and part-time employees and their total pay roll in 1939
was $2,824,095,000. Officers and executives, who
correspond approximately to proprietors in stores which
are organized as proprietorships or partnerships, are in-
cluded in the count of employees and their compensa-
tion is included in pay roll.

Cooperative associations operated 3,230 stores with
total sales of $144,723,000, or one-third of 1 percent of
total retail sales and employed 12,709 full-time and
part-time employees to whom was paid 2 total of
$12,549,000 in salaries and wages. Cooperative asso-
ciations are & special form of organization partaking of

o | the characteristics of both corporations and partner-

ships, usually with strictly limited liability. The laws
of many States provide for this form of cooperative and
give it practically the status of a nonprofit corporation
in which the financial liability of members is limited to
the amount invested in shares or certificates, and does
not extend to liability for debts incurred by the associa-
tion beyond its ability to pay. To this extent it differs
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from a partnership, in most of which the liability of
partners is unlimited as against innocent third parties
for value. The majority of stores operated by this
special form of cooperative association are rather
sharply limited to food stores, general stores (with food),

CENSUS OF BUSINESS

filling stations, lumber and building-materials dealers,
hardware stores, eating and drinking places, and feed
and farm supply stores.

Below is a summary of all retail stores analyzed ac-
cording to legal forms of organization:

LEGAL FORMS OF ORGANIZATION, 1939

STORES, SALES, PERSONNEL, AND PAay RoLL

Numb Sal Act NUMBER OF EMPLOYEES PAY ROLL (ADD 000)

umber of ales ctive

LEGAL FORM OF ORGANIZATION stores (add 000) proprietors )

. Total Full-time Part-time Total Full-time Part-time

Uniteci States total_______________ 1,770,355 | $42,041,790 1,613,673 4,600, 217 3,730,932 869, 285 $4, 529,499 $4, 210, 768 $318, 731

Individual proprietorships......._..... 1, 357,403 16, 524, 970 1,284, 835 1, 629, 636 1, 311, 968 317, 668 1, 255,330 1, 148, 343 106, 987

Partnerships. ..o .oooooo. 189, 631 5, 198, 901 323, 458 1,313 399, 906 81,407 413, 995 385,978 28, 017

Cooperative associations_..___.______._ 3,230 144,723 | oo 12,709 10, 613 2, 096 12, 549 11,898 651

Corporations. ... oo 210, 570 19,810,302 |-ccoceoaamaaan 2,453, 828 1,989, 148 464,680 2,824,095 2,642, 213 181, 882

Other forms or not reported............ 9, 521 362, 894 © 5,380 22,731 19, 297 3,484 23, 530 22,336 1,104

CHART 7. STORES AND SALES, BY LEGAL FORMS

STORES
1,770,355

Kinds of business.—Elsewhere in this volume (table
5A) is an analysis by kinds of business of the stores
classified as individual proprietorships, partnerships,
corporations, cooperative associations, and other forms.
The so-called ‘“‘other forms’ are primarily special kinds
of organization provided by the laws of certain States,
and are not strictly corporations nor partnerships;
typical of these are Massachusetts trusts.

By States.—An analytical table herein shows the

OF ORGANIZATION: 1939
SALES
$42.,041.790.000

bk L L L LLLLLLLLL

number. of stores in each State which are operated by
corporations in comparison with those operated by
proprietorships and partnerships, and also by cooper-
ative associations. There are wide differences between
States in the popularity of the corporate form of
organization, and in the relative importance of partner-
ships and individual proprietorships. Reference
is made to table 5B herein for data on these
differences.
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STOCKS ON HAND (INVENTORIES)
(T'ables 7A and 7B)

Stocks of merchandise on hand for resale at the end
of 1939 totaled $5,116,583,000, about 2 billion dollars
lower in dollar value than the inventories at the end of
1929 when the value of goods on hand was $7,199,656,-
000. Stocks are reported at cost, not at retail value.

Although a part of the 2 billion dollar reduction
in the 10-year period is attributable to the lower level
of retail prices, this factor does mnot fully cover the
difference. It is apparent that retailers were operating
in 1939 at a more rapid rate of turn-over than in 1929
or in 1935. Accurate turn-over figures require that
both the sales and the opening and closing inventories
be expressed in like values, either cost or retail. No
data on the retail value of stocks are available, nor do
the census schedules call for the cost value of goods
sold, or mark-up.

Sales-stock ratios, 1939.—Another method of ex-
pressing the speed of turn-over, when both factors are
not expressed in the same values, is by the use of sales-
stock ratios—the relation of sales at retail to stocks at
cost. On this basis the inventory at the end of 1939
represents a sales-stock ratio of 8.2, comparable ot
ratios of 7.7 for 1935 and 6.7 for 1929.
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The relation of sales to stocks varies greatly between
different kinds of business, and moderately between
States, the latter being influenced primarily by the dis-
tance from principal markets. It is apparent that the
sales-stock ratio of food stores would vary less, for
instance, than the ratio of hardware, furniture, or
department stores, the majority of whose merchandise
is not locally produced in most sections of the country -
and therefore must be received and stocked in larger
quantities in more distant States than in States near
the principal sources of supply. The farther a store is
from its sources of supply, the more investment is
required in merchandised stocks in proportion to sales.
The effect of the nearness of food supplies to the stores
in such States as Maryland, Massachusetts, and Illinois
is apparent in the sales-stock ratios of those States, as
compared with a State like North Dakota whose prod-
ucts are highly specialized and largely shipped out of
the State, requiring the importation of much of the food
consumed within the State and consequently a lower
sales-stock ratio.

Below is a summary comparison of sales-stock ratios
in selected kinds of business, which illustrates typical
differences caused by the nature of the business, followed
by a similar comparison by States which illustrates
typical differences caused by geographic location or
varying distances from principal markets.

SALES-STOCK RATIOS: 1939

SALES COMPARED WITH STOCKS (AT COST, END OF YEAR)

SELECTED KINDS OF RUSINESS

SELECTED STATES

Kind of busi Sales Stocf:ks, end Sglaf{- Sta Sales Sto‘qks, end E&Ig]s{-
ind of business 3 of year stocl ate f of year

(add 000) | (24d 00 ratio (add 000) | (344 000) ratio
Total, all SEOres. .. ... .o..ooowoeoaennns $42,041,700 |  $5,116, 583 8.2 || Total, all SEOreS. .. oweowceoomecoceamane $42, 041,790 |  $5, 116, 583 8.2
Filling stations. .. ..o oo 2, 822, 495 99, 401 28.4 || Maryland.__....... 619, 273 61, 590 10.1
FOOd ZrOUD A wneee o eeeeetee e 10, 164, 967 589, 938 17.2 || Massachusetts. ... 1,737, 680 176, 600 9.8
Liquor stores (packaged g00ds). .. ........ 586, 351 66, 203 8.9 || Tnois. ..o 2, 857, 646 337, 898 8.5
Automotive group.... .. 5, 548, 687 554, 960 10.0 || California. ... 3,187, 809 383, 765 8.3
Department store 3, 974, 998 561, 403 7.1 || New York... 5, 578, 159 679, 706 8.2
Variety stores. .. . 976, 801 139, 654 7.0 || Washington. . 68, 760 81, 527 8.2
Drug stores...... 1, 562, 502 304, 883 5.1 || Florida....... 614, 464 76, 748 8.0
Apparel group - 3, 258,772 674, 674 4,8 || Pennsylvania. 3,133,377 08, 864 7.9
Furniture—household—radio group. ...... 1,733, 257 366, 761 4.7 || TeXaS-nmmeeme e 1,808,716 235, 126 7.7
General stores (with food)................ 810, 342 174, 130 4.7 || Colorado......—.... . 409, 103 53, 065 7.7
Dry goods and general merchandise stores. 713, 208 221, 031 3.2 || Minnesota._.._. . - 1,017, 195 135, 986 7.5
Jewelry Stores. .. ...oo.oiiiiiiniinanns 361, 595 182, 599 2.2 || North Dakota. ..o ooovmeeoeeceaccmen e 156, 137 27, 234 5.7

Data in more detail by kinds of businéss are available
in table 7A herein, which shows the cost value of stocks
on hand at the end of 1939 in relation to sales during
1939 and also, on a major sample basis, the relation
between stocks at the end of 1939 and stocks at the
beginning of the year 1939.

Table 7B provides the same information by States
combining all kinds of business in one-line totals fol
each State. Comparable data are available for 1935
and for 1929 in Retail Census reports for those years.

Stocks at beginning and end of year.—A comparison
of stocks at the beginning and end of 1939 was compiled

a

on a major sample of 372,772 stores whose sales of
$29,637,835,000 represent 70.5 percent of total retail
sales.

These stores reported an opening inventory of
$3,653,940,000 at cost values, and a closing inventory
(end of 1939) of $3,829,975,000. The increase for the
year was $176,035,000 or 4.8 percent, which is con-
siderably less than the estimated ratio of sales increase
for the year (census data for 1938 are not available).

Reference is made to table 7A herein for detailed
comparisons of opening and closing inventories by
kinds of business. ‘ '
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CREDIT SALES AND RECEIVABLES
(Tables 8A to 9D, Inclusive)

Cash-credit sales.—Based upon the proportions
established by major samples as described below, it
appears that credit sales in 1939 totaled $14,372,000,000,
or 34.2 percent of total retail sales. Sales for cash
constituted the remaining 65.8 percent, or $27,669,-
790,000, of which little more than one-half was done
in all-cash stores.

About one-half of all stores in 1939 did their business
entirely for cash, but their sales constituted only 35.5
percent. of total retail sales. Stores which extend
credit almost invariably sell also for cash and their
sales of $27,117,000,000 form 64.5 percent of total retail
sales. Of the $27,117,000,000 of their sales, 47 percent
is cash sales and 53 percent is credit sales. The cash
sales in these cash-credit stores, added to the cash sales
in all-cash stores, totaled the $27,669,790,000 or 65.8
percent of total retail sales for cash referred to above.

These projections are determined from an analysis
of 1,609,450 stores or 90.9 percent of all stores included
in 1939 Census, with sales of $39,405,384,000 or 93.7
percent of all sales. The remaining stores failed to
report a cash-credit analysis of their sales, making it
necessary to resort to projections based upon this major
sample. . .

The census sought to determine, by appropriate
inquiries on the schedules, the amount of retail busi-
ness done on credit, how much of the credit extended
by retailers was on open-account, and how much was
in the form of installment credit.

The schedules further called for an analysis of in-
stallment sales to show the down-payment and the
amount payable in installments. Another inquiry
asked for the total of accounts receivable on the books
of retailers at the end of 1939, and how much of the
total was in the form of retail installment notes held by
retailers (excluding those sold to finance companies and
to banks which purchase consumer paper).

Not all retailers were able to report credit sales sepa-
rately from cash sales. The number reporting a break-
down as between open-account and installment sales
was even smaller. Many who reported installment
sales failed to report installment receivables, leaving in
doubt the fact of whether they sold all their installment
paper to finance companies or omitted the amount
through oversight.

The stores and sales included in the analysis, and the
indicated totals when the same proportions are applied
to the remaining 9.1 percent of stores and 6.3 percent of
sales, are presented in the following summary:

CENSUS OF BUSINESS

Casr-CrEpIT ANaLYsis oF ToraL Sanes: 1939

Stores for
Stores an- | Per- | which no | Indicated
alyzed cent | analysis is totals
available
Number of Stores- --«o- e oeeooann. 1,609,450 | 90.9 160,905 | 11,770,355
822,695 | 51.1 |........... 904, 655
Cash-credit stores. ......_._..._.___. 786,755 | 48.9 | ... ...._. 865, 700
(Add 000) (Add 000) | (Add 000)
Sales—cash and eredit............._.._.. $39, 405,384 | 93.7 |$2, 636,406 |1 $42, 041, 790
In all-cash stores.. .. ............... 14,000,497 | 35.5 |.......... 14, 924, 790
In cash-credit stores... ... 25_,. 404,887 | 64.5 | _..._.___. 27,117,000
Cash sales in cash-credit stores..| 11,948,604 | 47.0 | .. ... 12, 745, 000
Credit sales in cash-credit stores.| 13,456,193 | 53.0 |.__........ 14, 372, 000
39, 405,384 {100.0 |.......... 42,041, 790
25,949,191 | 65.8 | _......... 27, 669, 790
13,456,193 | 34.2 |._......._. 14, 372, 000

1 Actual total, all stores, per retail census for 1939. .

Comparison with previous years.—These ratios of
cash and credit sales are almost identical with those of
10 years ago (1929) and compare with intervening
years as follows:

Casu-CrepiT RarTios CoMPARED: 1939, 1935, 1933, anp 1929

CREDIT SALES CASH SALES
Total sales
YEAR al :
(millions) |* 4 st Amount
(millions) | Pereent | iyijiong) | Percent
$42, 042 $14, 372 34. $27, 670 65.8
33,011 10, 640 32.2 22,371 67.8
25,037 6, 944 27.7 18, 093 72.3
49,115 16, 790 34.3 32,325 65.7

Break-down of credit sales.—Although more than 90
percent of all stores reported an analysis of their sales
as between cash and credit, the number reporting s
further analysis of credit as between open-account and
installment or time sales was much smaller.

Of the indicated 865,700 cash-credit stores, 258,241
provided a break-down of their credit sales. Of their
$21,081,721,000 of total sales $11,913,125,000 was
credit, and of their credit sales 66.9 percent was sold on
open-account and 33.1 percent was sold on the install-
ment or time-payment plan.

The stores and credit sales included in this further
analysis, together with the amount and proportion of
open-account and installment sales reported by them,
and the indicated totals computed on the ratios re-
ported, are shown in the following summary:

OPEN-ACCOUNT—INSTALLMENT ANALYSIS OF CREDII SALES

Stores an- | Per- | Indicated
alyzed cent totals
Number of credit stores (sample). .__........_..._.. 258,241 |...... 865, 700
Total sales of such stores (add 000) .. .- ... _.. $21,081,721 |...... $27, 117, 000
Credit sales of such stores (add 000)............._... 11,913,125 [100.0 | 14,372,000
Open-account sales (add 000) . .. .. ... _oo_...... 7,965,264 | 66.9 9, 602, 000
Installment sales (add 000) . ... -...._..._...._. 3,947,861 | 33.1 4, 770, 000
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The installment sales shown above were reported by
60,525 stores, whose total sales of $9,655,857,000
included $5,980,731,000 of credit sales. In these 60,525
installment credit stores the relative importance of
open-account and installment credit is reversed, with
installment sales constituting nearly two-thirds of total
credit sales. ‘

The stores reporting installment sales, together with
the amount and proportion of open-account and in-
stallment sales reported by these installment credit
stores, are as follows:

ANALYSIS OF INSTALLMENT SALES (MaJOR SAMPLE)
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The stores and sales included in this down-payment
analysis of installment sales, together with the amount

and proportions of down payments reported by them,
are as follows:

DowN-PAYMENT ANALYSIS OF INSTALLMENT SALES

Stores Per- |Indicated
analyzed | cent totals
Number of installment credit stores (part of the
60,525 reported above) - ... oo 42,413 | e eieaas
Installment sales of these stores (add 000)........... $2,858, 627 |........ 54, 770, 000
Down payment ! (add 000) . ... oovroameneoes 782,123 27.4 | 1,307,000
Deferred credit (add 000). ..o ooomoveeeos 2,076, 504 72.6 | 3,463,000

Stﬁ?zsegn- Percent

Number of credit stores reporting installment sales.......... 60,525 |.ocooan..
Total sales of such stores (8dd 000) - - - < oo vcmvovmomemeneaes $9, 665,857 |.oneneen.-
Credit sales of such stores (8dd 000) . . - cuv e oomeamenaaeeoan 5,980, 731 100.0
Open-account sales (8dd 000) - oo oo 2,032, 870 34.0
Installment sales (84d 000) -« e reovoemmeaec s 3,947,861 66.0

Comparison with previous years.—The ratios of
open-account and installment sales shown by the 258 -
241 credit stores reporting a break-down of their credit
sales, if accepted as representative also of the remaining
credit stores, indicate a moderate increase in the pro-
portion of open-account credit since 1929, with less in-
stallment credit than in that year but a higher propor-
tion than in 1935. Comparisons with previous censuses
follow:

CREDIT SALES CASH SALES
Total
YEAR sales Total Open- | Install- Total
(millions) account ment
. (percent) | (percent)
Millions | Percent Millions | Percent
1939...... $42,042 | $14,372 34.2 22.8 11.4 | $27,670 65.8
1035...... 33,011 10, 640 32.2 21.3 10.9 22,371 67.8
1929 .. 49,115 16, 790 34.3 21.3 13.0 32,325 65.7

Down-payment on installment sales.—Of the 60,525
installment credit stores analyzed, 42,413 provided a
break-down of their installment sales to show the
amount received as down-payment and the amount
payable in installments. The down-payment averaged
27.4 percent of the full amount of the installment sales.

This average rate of down payment, however, is not
representative since 15,672 of the 42,413 retailers were
automobile dealers (new and trade-in cars) and 1,292
were used-car dealers, both groups reporting more than
average down payments. The former reported down
payments (trade-ins and cash) of 38.1 percent, while
used-car dealers reported an average of 30.1 percent.
All other kinds of retailers, constituting 25,449 of the
42,413 analyzed, showed average down payments of
13.2 percent. '

1 Down payment may be in cash or trade-in allowance or both.

No comparable data on the proportion of down pay-
ments are available for previous years. The inquiry
was not contained in census schedules prior to 1939.

Accounts and notes receivable.—The amount of
consumer indebtedness to retailers, in the form of open
ledger accounts and notes held by retailers (in contra-
distinction to installment paper accepted originally by
retailers but sold to sales finance companies and banks),
was requested for the first time in this census. Hereto-
fore, the information has not been available, except in
small samples compiled periodically for individual retail
trades by a few trade associations, and annual estimates
by the United States Department of Commerce
in cooperation with the National Retail Credit
Association.

The 786,755 stores reporting credit sales show total
receivables at the end of 1939 of $3,277,686,000, or 24.4
percent of their credit sales for the year. If the same
ratio is applied to the small remainder (6.3 percent) of
sales of stores not reporting a break-down of their sales,
it would appear that total receivables of all retailers, at
the end of 1939, were approximately $3,506,700,000.

Instaliment notes (time paper) held by 38,160 install-
ment credit stores, of the 60,525 stores reporting their
credit sales in sufficient detail for the open-account—
installment analysis, totaled $1,184,010,000. The in-
stallment sales of these 38,160 stores were $2,728,-
490,000. Their ratio of installment receivables at the
end of the year to installment sales for the year was
43.4 percent.

The receivables reported by retailers do not include
installment paper disposed of during the year by sale or
discount to finance companies and banks. Paper so
sold or discounted becomes the property of the financing
agency, regardless of whether it is sold with recourse or
without recourse on the seller (retailer) in the event of
nonpayment by the maker (customer).

Retailers’ receivables do include, however, any
installment notes which may have been temporarily
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bypothecated with banks in escrow or trust, as security
for commercial loans.

The stores, credit sales, and receivables included in
this further analysis, and the ratio of receivables at the
end of 1939 to credit sales during the year, follow:

ANALYSIS OF RECEIVABLES IN RELATION TO CrEDIT SALES

Stores _ | Indicated
analyzed totals

Number of credit stores. ... ... ... 786, 755 865, 700

Credit sales of such stores (add 000)__ _______________ 77770 $13, 456, 193 |$14, 372, 000
Accounts and notes receivable of such stores at end of year

1939 (8dd 000) - - o e $3, 277,686 | $3, 506, 700
Ratio of receivables at end of year to credit sales during the

£ S 24. 4 24. 4

Number of installment credit stores (sample)....coooo.__.. 38,160 |..ooooouoas

Installment sales of such stores (add 000) .. - ... $2, 728,490 | $4, 770, 000
Installment notes held by such stores at end of year 1939

Ad 000) . - . oo 1 $1,184, 010 {2 $1,500, 000
Ratio of installment receivables at end of year to installment

salesduring the year. . ...l o 143.4 31.4

! Exclusive of notes sold to fingnce companies and banks during the year.
2 See text below.

Total installment receivables unknown.—The sum-
mary above indicates that consumer installment notes
outstanding on the books of 38,160 retailers at the end
of 1939 were 43.4 percent of their installment sales dur-
ing the year. The information is incomplete as to the
amount of notes which may have been held by other
retailers, who did not report the details necessary for
this particular analysis.

It is known, however, from a preceding analysis of the
sales of 60,525 installment credit stores, that install-
ment sales by these 60,525 stores totaled $3,947,861,000.
Of this known minimum the 38,160 stores reporting
data on installment receivables account for only
$2,728,490,000. The question arises whether the in-
stallment receivables ratio of 43.4 percent described
above is properly applicable to total installment sales, or
whether it must be assumed from the circumstances
that most of the notes retained by retailers (not sold to
finance companies and banks) are included in the
amount reported by the 388,160 stores. The latter
seems reasonable but not conclusive.

It is necessary to conclude, therefore, that the amount
of installment notes held by retailers at the end of
1939 was at least $1,184,010,000 and may have been
as much as $2,000,000,000, or about 43.4 percent of
the indicated $4,770,000,000 of installment sales. A
study of the data by kinds of business, as shown in
the detailed tables herein, and particularly the data
on the large proportion of installment sales of motor-car
dealers, in contrast to their small holdings of notes as
& result of the custom of financing their sales largely
through sales-finance companies, leads to the conclusion
that total holdings of installment notes by retailers at
the end of 1939 were more nearly $1,500,000,000 than
either of the two extremes mentioned above.

Sales-finance companies and banks.—In addition
to installment notes held by retailers, large amounts
of such consumer paper are bought annually and held
by sales-finance companies and banks.

CENSUS OF BUSINESS

The census of sales-finance companies for 1939 5 shows
that finance companies purchased $1,990,283,000 of
consumer paper during the year and held $1,348,824,000
at the end of 1939. Banks’ holdings of such paper at
the same date totaled $541,243,000 additionally.

Part of the latter, estimated at about one-third of
bank holdings,® or $180,000,000, was not purchased
from retailers but was created by direct transactions
between consumers and banks in the form of install-
ment loans for the purchase of specified merchandise—
primarily automobiles, furniture, household appliances,
and radios. Retailers received cash for the merchan-
dise, were not parties to the transactions between their
customers and the banks, and the sales appear as cash
sales on retailers’ books.

To relate retailers’ holdings to the holdings of sales-
finance companies, adjustment must be made of the
latter, as shown in the census of sales-finance compa-
nies,® for paper held by the finance departments of
large mail-order companies selling extensively on the
installment plan, since such paper is also included in
the Retail Census, and for $117,527,000 of paper arising
from the sale of trucks, trailers, tractors, and busses.
These are sold primarily by wholesalers or wholesale
branches of the manufacturers directly to commercial
consumers; therefore the sales do not appear in retail
trade, and the resulting paper should be deleted for
true comparisons.

Relative holdings of retail paper.—Retail install-

-ment paper arising from the sale of merchandise by

retailers on the installment or time-payment plan was
held at the end of 1939 in approximately the amounts
and proportions below:

Horpines oF RETAIL INSTALLMENT PaPER, END OF 1939

Amount” Percent
T $2, 906, 000, 000 100.0
Held by retailers (as estimated in text)................. 1, 500, 000, 000 51.6
Held by sales-finance ComMpPanies. —.m- oo ococommoomeenanan 11,045,000, 000 36.0
Held by banKs . o oo oo e 2361, 000, 000 12.4

1 Excludes $117,527,000 of paper arising from sales throuszh wholesale channels.
2 Excludes approximately $180,000,000 of paper created directly by banks to finance
‘“‘cash’ purchases by consumers, which appear on retailers’ books as cash sales.

The ratios shown above would indicate that retailers
finance about one-half of all retail installment credit,
in addition to the amount outstanding on open charge
accounts. For this purpose retailers are liberal users
of bank credit, in the form of short-term commercial
loans.

Credit data by kinds of business.—Tables 8, 8A, 9,
9A and 9C herein contain credit data by means of
which credit sales and retailers’ receivables may be
computed for each kind of retail business, by the pro-
cedure used above in computing total retail business,

5 “Sales-Finance Companies and Banks’ Holdings of Retail Installment Paper,”®
& special report of the Bureau of the Census originally published in booklet form,

isreproduced in this volume. See page 789.
6 Ibid: footnote 3, page 790.
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Unirep Srares Summary oF TABULA1ED CrEDIT DAra and are subject to the same assumption that the
samples are representative.
STORES SALES Tables 8 and 8A show for each kind of business the

Amount

number of all-cash stores and their sales, and the num-
Number | Percent (add 000) Percent

ber of cash-credit stores, with a break-down of their

Total all SIOTe8.. - oncomeeeememeoee oo 1,770,355 | 100.0 |$42,041,790 | 100.0 sal.es between cash and credit. Not all stores TePOTt_ed
this break-down, but the tables show thé number in-

Less not analyzed. ..o oo oooiciaaaann 160, 905 9.1 | 2,636,406 6.3 . 1 ; .
Total analyzed oo ooooeeem oo 1,600,450 | 90.9 | 30,405,38¢ | 3.7 cluded and the weight of sample, from which projec-

All-cash stores analyzed.....

522,005 | o1 |1s000407 | .5 | tions can be made to cover the stores and sales not in-
Cash-credit stores analyzed

786, 755 48.9 25,404, 887 64.5 cluded in the an&lysis_

e T A e O Wbt ot #3| These tables also show the amount of customer ac-

(Accounts receivable, $3,277,686,000) counts and notes receivable at the end of the year.
Credit stores not further analyzed..........| 528,514 |........ 4,323,166 |-couae- : LNy
Credit stores further analyzed. .- 258 241 |- 77| oro81 721 |1III Tables 9 and 9A show for each kind of business a

Cash sales of these stores......... .
pen-account credit sales of these stores
Installment credit sales of these stores.. |-

stess0 | w5 | further analysis of stores reporting credit sales, with
Tooo204| 7.8 | a break-down between open-account and installment

] o T credit. Again the number is incomplete, since only
Credit stores reporting installment sales: . . . s
Number and total sales_ ... .......... 60,525 |-.eoo.-. 9,655,857 | 100.0 | about omne-third of the credit stores provided this
Cash sales of these S60Fes... .........oos || oo 8,675,126 | 38.0 [ further break-down of their credit sales. The tables
Open-account sales of these stores. R cmeenaa| 2,082,870 21.1 N .
Installment sales of these stores. .......| - ... |-.--.._- 8,947,801 | €0.9 | show the weight of sample and all the data required to
Installment credit stores reporting down project the sample to cover the stores and sales not
ayment: . . .
P amber and total sales. . —............. 42,413 | 610,08 | 100.0 | analyzed. The number of stores missing from this
Cash and open-account sels........... 3,333,33 | 8.8 | analysis is large because the inqui as not even in-
Instalh’nentr sales of these stores. ... ceeeee| 2,858,027 46.2 ¥ g use the Inquiry w. m

Down payment,

72,128 | 2.4 | cluded in the census schedule used by stores with sales

eferred amount.................. 2,076, 504 72.6 R
) . of less than $20,000. The missing sales, however, are
Installment credit stores reporting install- . . . . .
ment receivables: , relatively small in all but a few kinds of business wherein
Number and total sales..........c..... 38,160 |......-. 7,096,208 |..cnnen . . .
Installment sales of these SEOTES. -_ ... |-cerereen. |neioonn 2,728,490 |.eeeneec small stores predominate, such as delicatessen, cigar
Installment receivables of these Stores..|.....o..o.|veveeen. 1,184,010 |.ceneens

stores, newsstands, and drinking places.

CHART 8. PERCENT OF SALES MADE ON CREDIT BASIS
BY MAJOR BUSINESS GROUPS: 1939

(Based on sample of 786,755 stores which reported credit sales)
MAJO';R%%%'NESS cATs%T‘/\xINSAé'FEESD’n* CREDIT SALES AS PERCENT OF TOTAL SALES
(THOUSaNDS ) © 20 30 40 50 60 70 80 90 100
Lumber-building group $1623 161
Furniture -household-radio group  $1,506,397
Other retail stores $2,569,194
Automotive group $4,839045
Hardware group $841 411
All kinds of business combined $25404,887 [0 000000000 )
Apparel group $1,657,329
Food group $4,825,120
General stores (with food) $667,370
General merchandise group $3,735,794 UNITED STATES SUMMARY
Second-hand stores $57,839 STORES REPORTING GREDIT SALES
Filling stations $1,970,023 :g—xa?_EsRALES. szsm;eii:gg
Linvor sores packaged goots) 442489
Drug stores $ 680,954
Eating places $ 238,585
Drinking places $ 150,196




42

Table 9C shows by kinds of business an additional
analysis of the sales of installment credit stores, to
determine the amount of down payment and the
amount of installment receivables in relation to in-
stallment sales.

Chart 8 illustrates the great difference between
kinds of business in the proportion of sales for cash and
on credit in cash-credit stores. It indicates, for in-
stance, that the lumber—building group with total
sales of $1,623,161,000 does 80.6 percent of its business
on credit, and the hardware group with sales of $841,-
411,000 does 54.2 percent on credit, whereas drinking
places, eating places, and drug stores do less than 20
percent and filling stations 33.4 percent of their sales
on credit.

Credit data by States.—Tables 8B and 9B show data
for each State comparable to that described above for
tables 8 and 9, except that all kinds of business are
combined in single-line totals for each State. Similar
data are shown for each city of more than 500,000
population. Computations can be made for each such
State and major city, in the manner described above.

Table 9D shows data on installment sales and receiv-
ables for each State comparable to that described above
for table 9C, except that all kinds of business are com-
bined in single-line totals for each State.

Also contained herein are detailed kind-of-business
tables for each State, identified as State tables 8 and 9.
Data for the 14 major cities are presented in the same
detail as for States. The user interested in credit sales
and receivables for any kind of retail business in any
State or in these largest cities will find in these tables
the data by which computations may be made, com-
parable to those presented above for the United States.

Limitations of the data.—The data on cash and
credit sales and receivables necessarily are samples
because most retailers do not have the detailed facts
requested. Inferences drawn from these data must be
qualified, therefore, by the fact that all stores may not
have credit business in the same proportion as the
sample, and by the fact that ratios for each individual
kind of business when applied to individual sales will
produce a different total than when average ratios
are applied to totals of all kinds of business combined.

Only stores reporting on Form 21 were requested to
submit data on installment sales, down-payments, and
receivables. This factor results in a selective basis of
these data representing larger stores and chain stores.
However, independent stores with annual sales of less
than $20,000 do only a negligible amount of installment
business and cannot affect the ratios materially.

A further qualification to be noted is that the data
for a given item such as down-payments are based on a
part of the stores reporting the preceding items. Thus
the sample upon which any set of facts is based is
partly influenced by the preceding sample.

CENSUS OF BUSINESS

The data are totals of reported data and are not
adjusted to account for differences in the degree of
coverage in the several kinds of business. This factor
may affect comparisons of State totals where a kind of
business with a high proportion of installment sales, for
instance, may be relatively less represented in one State
than in another.

Tables 8 and 8A present comparable 1929 and 1935
totals for the cash-credit analysis where such data are
reasonably comparable with the 1939 data. Strict
comparability is not obtainable.

In the 1929 Census the use of special schedules for
dealers in the automotive group, drug stores, and food
stores, and the use of the long-form schedule only in
cities of more than 10,000 population for stores with
more than $60,000 of annual sales may have restricted
the samples in such a way as to cause some variations
from results obtained in 1939.

The 1935 cash-credit analysis did not segregate cash
sales in cash stores from cash sales in cash-credit stores.
The total of cash sales in cash stores and cash-credit
stores is available, however, in Retail Volume VI of
the 1935 Census of Business.” The 1935 totals in
table 8A of the present report are unadjusted aggregates
of the data as reported for 1935, and thus differ from
the projected totals published in the 1935 volume on
credit sales.

SALES BY COMMODITIES
(Table 18)

Sales  of each kind of business shown in the Retail
Census, with the exception of a few minor classifica-
tions,® are analyzed by commodities, and presented
separately herein for the United States. Statistics for
States and for cities of more than 500,000 population
are presented in Part 2 of Volume I. Commodity data
are arranged in 11 sections, corresponding to the major
business groups used throughout Retail Census reports.
The 11 sections are:

. Food group.

. General stores (with food).

General merchandise group.

. Apparel group.
Furniture—household—radio group.
Automotive group.

Filling stations.
Lumber—Dbuilding—hardware group.
. Eating and drinking places.

. Drug stores.

. Other retail stores, including liquor stores.

Major samples.—Not all stores were able to report
sales by commodities in the detail requested. Small
stores frequently keep only over-all records of their
sales, and have no better basis for a commodity analysis

HOOWNB IR

e

7 Volume VI, Retail Distribution, Census of Business: 1935.

8 The classifications not analyzed are: ‘“‘other food stores,” “other women’s ac-
cessories stores,” ‘“‘other apparel stores,” “other home-furnishings stores,” ‘“‘other
retail stores,”” and “second-hand stores.” Each of these classifications includes
several distinet kinds of business, usually small establishments operating without
adequate commodity sales records, and a composite break-down by commodities
would be worthless.
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than purchase records or invoice files. Some cash
stores have separate cash registers, the receipts of which
approximate rough commodity classifications of sales.
Larger stores maintain commodity sales records, but
not always in the detail requested. A sincere effort was
made, however, both by the stores and by the Bureau,
to arrive at accurate analyses confined to a limited
number of commodities or broad commodity groups
appropriate to each of the respective kinds of business.
Therefore the tables presenting commodity data are
based upon reports from stores which were able to
analyze their sales in the detail requested, and constitute
major samples for each kind of business.

The number of stores included in each such sample,
and the amount of their sales in relation to total sales of
-all stores in the same kind of business, are shown in the
tables. The percent of commodity coverage is sub-
stantial in all cases, seldom being less than one-half of
all sales of the business classification and frequently
approaching 100 percent.

Each commodity shows the number of stores included
in the sample, the amount of their total sales, and their
sales of each commodity or group of commodities.
Since in most cases the coverage for this purpose is less
than the total number of stores in the corresponding
business classification, the dollar sales shown for a given
commodity are less than the total dollar sales which
would have resulted if all stores had been able to report
commodity sales. Therefore data for the stores anal-
yzed, which comprise the major sample, are shown also
in percentage form. The value and uses of these per-
centages (percent columns A and B, table 18) are dis-
cussed in later paragraphs.

Method of presenting the data.—Most stores re-
ported some kind of an analysis of their sales, but often
two or more commodity classifications were bracketed
in such a way that the analysis could not be used.
Only the schedules which appeared to contain a com-
plete analysis were included in the respresentative
samples presented in table 18 for each kind of business.
At the top of each section of the table is stated the total
number of stores in the kind of business designated,
with their total sales in 1939 and the proportion of
commodity coverage. This table then shows the
number of stores analyzed and the total sales of such
stores. The commodity coverage is the ratio of the total
sales. of the stores analyzed to the total sales of all stores
in the same kind of business. :

In table 18 the commodities or commodity groups
are listed, showing for each the number of stores re-
porting the sale of such commodity, total sales of such
stores, total sales of the commodity in such stores,
percent of the commodity’s sales to total sales of the
stores selling that commodity (percent column A), and
percent of the commodity’s sales to total sales of all
stores analyzed (percent column B).

Uses of percentage columns A and B.—The ratios !
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shown in percentage column A as above described
represent the proportionate sales of the designated
commodity in the stores which report that they sell
such commodity. In column B the ratio of the com-
modity’s sales to the total sales of all stores analyzed is
usually somewhat smaller than its ratio to the sales of
the stores which sell the commodity, since not all
stores in the kind of business sell every commodity. In
the case of commodities sold by all stores both per-
centage ratios are the same.

Percentages in column A may be used as a measure
of the proportion of sales which the commodity should
produce in sales in stores which sell it or are considering
its sale. Percentages in column B may be applied to
the total sales of all stores in the same kind of business
(shown at the top of each section of table 18) to com-
pute the approximate total sales of the commodity or
group of commodities, on the assumption that the com-
modity sample is approximately representative also of
the stores not included in the same kind of business
which are not included with the sample. To the
extent that such an assumption is true, it is possible to
compute the approximate total sales of a given com-
modity in each principal kind of business selling such
commodity, and thereby determine the relative im-
portance of each kind of business in the retail distribu-
tion of such commodity.

Method of computing the approximate total sales of
a given commodity.—To compute the approximate
total retail sales of any commodity shown, it is neces-
sary to go through each of the commodity sections and
list from table 18 each kind of business that would sell
such commodity. For each of these kinds of business,
tabulate the percentage shown in percent column B
and the total sales of all stores in the kind of business
(which is shown just above the list of commodities).
Apply the percentage figure to the total sales of the
kind of business, the result being the approximate dollar
sales of the specified commodity by all stores in the
kind of business. The sum of the dollar sales thus
derived is the approximate total sales of the given com-
modity in the principal kinds of businesses selling the
commodity. :

In addition to the amount computed by following
the above method, sales of the given commodity must
be estimated for the kinds of business in which the
commodity is sold in such small proportion as not to
be separately listed (included usually in “other sales”)
or is reported in combination with one or more other
commodities. For instance, gasoline, which is reported
as a separate commodity item for filling stations, is
combined with oil and grease for automobile dealers
and accessory stores; and with oil, tires, etc., for
grocery and combination stores. An example of the
method of computing the approximate total sales of a
given commodity by principal kinds of business
follows.
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Sares oF FLoor CoveriNGgs BY Princrparn Kinps or BuUsiNEss

Percent of sales :
of floor cover- | Total sales ﬁ%ﬁ’;f’égf;gte
%ngsfto“total oftagl sttm;:esli of floor
sales of ¢11 stores| in the state :
KIND OF BUSINESS reporting sales | kind of busi- c(%glerlln%
e Theroent | (add 000 ool 2)
ies (percen a
column B) (add 000)
Total sales in these StOres. .o | meocmommmammasfooammaaimnaan 1 $286, 779
Furniture stores....-. 13.0 $973, 157 $126, 510
Department stores.. 2.6 3, 974, 998 103, 350
Floor coverings stores. 91.3 58, 618 58, 518
Interior decOrators oo -ccemmamecanan- 10.7 27, 930 2, 989
Drapery, curtain, upholstery stores... 2.6 15, 843 412

1 Caution. This total amount is limited to the principal retail outlets for floor
coverings and should not be considered as the total sales of the commodity. Other
kinds of businesses, such as general merchandise stores, general stores, hardware
stores, ete., also sell quantities of floor coverings. In these other kinds of businesses,

however, records of sales of floor coverings are not generally kept separately but are
combined with other merchandise. To arrive at an approximate total figure, it
would be necessary to estimate the amount of the commodity sold by each kind of
business other than the principal classifications.

General merchandise group analyzed.—-There are
five business classifications in this group: Department
stores, dry goods stores, variety stores, and two kinds
of general merchandise stores—those with food and
those reporting no food except candy, confectionery,
and bottled beverages. A detailed analysis of the
data shown for each of these kinds of business follows
as an illustration of the type of information presented
in the commodity tables.

Department stores.—The 1,465 department stores
whose sales are analyzed herein by departments
account for $2,770,582,000 of sales, or 69.7 percent of
the $3,974,998,000 total sales of all department stores
and mail-order houses selling general merchandise.
Most of the remaining 2,609 stores reported sales by
departments, but so grouped that they could not be
reconciled with the standard schedule.

Of the 1,465 stores included in this analysis, 1,051
had no basement or bargain annex departments. Their
sales totaled $1,133,177,000. The 414 stores with base-
ments reported total sales of $1,637,405,000 of which
basement departments accounted for $282,460,000, or
17.3 percent. A summary follows:

DEPARTMENT STORES—MAIN STORE vs. BASEMENT STORES

Num- SALES (add 000) Base-
befr o B ment
[4 o ain ase- | percent
stores | Lotal store ment | of total
All department stores. .. ........ 4,074 193,974,998 |, oo e
Less—not analyzed........ 2,609 | 1,204,416 || ...l eifeeiaaaan
All stores analyzed. .. ........... 1,465 | 2,770,582 ||$2, 488, 122 |$282, 460 10.2
Stores without basement depart-
1,051 | 1,133,177 || 1,133,177 |.ooccio|emcnanan
414 | 1,637,405 || 1,354,945 | 282,460 17.3

Basement departments defined—Many stores have
some selling departments located in the basement, but
mere location is not the determining factor. Basement
departments as defined by the census are lower-priced
departments of which there are counterparts at regular
prices in the main store. In such stores the basement

departments account for more than one-sixth of total

sales.
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Magjor commodity groups—Women's apparel and
accessories constitute the principal commodity group
of a department store’s sales, followed by the furniture
and household departments. Men’s and boys’ depart-
ments are third and the dry goods and smallwares
departments are fourth. Other departments vary so
much between stores that they do not permit of
comparable grouping. A summary by major com-
modity groups follows:

DEPARTMENT STORES—RELATIVE SALES IMPORTANCE oOF

DEPARTMENTS
PERCENT OF TOTAL SALES
DEPARTMENT
Total || Main | Base-
store store | ment!

Total, all departments 100.0 89.8 10.2
Dry goods, smallwares (including blankets and bedding)..|  10.0
Women's and misses’ apparel (including sportswear,
house dresses, UNIformS) . . .o vammmaeemeccnaciaamcnaaas
Women's and misses’ accessories (except shoes)..
Infants’ and girls’ wear. .. .. ccommeacmieaanas
Shoes (all departments) . ... .cooouooant
Men'’s and boys’ wear (except shoes)...
Furniture and household departments.
Restaurants, candy, foods.....coeaemnen .
Other departments .. ... «.ooniomm i e e 1

©
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1 These ratios apply to total sales, all stores. The ratio is reduced from 17.3 pcrcent
by the fact that many stores have no basement departments.

Apparel —Dresses account for 5 percent of total
store sales; coats, suits, and furs, 5.1 percent; blouses,
skirts, and sportswear, 2.4 percent; aprons, house
dresses, and uniforms, 1.7 percent. Of the 14.2 percent
total, main store departments provide 11.7 percent and
basement or bargain annex departments provide 2.5
percent.

Accessories.—Hosiery accounts for about 4 percent;
underwear, negligees and robes about 4 percent;
millinery about 2 percent; corsets about 1.5 percent;
gloves, neckwear, scarfs, and handkerchiefs about 2.3
percent; handbags and small leather goods about 1.3
percent. These percentages cannot be stated exactly
because basement sales of these accessories were
reported in a single item. Of the 15.1 percent total,
main store departments provide 13.0 percent and
basement or bargain annex departments provide 2.1
percent.

Infants’ and girls’ wear departments account for
3.9 percent, of which the main store provides 3.3 percent
and the basement 0.6 percent.

Shoe departments account for 5.9 percent of total
store sales in these proportions: Women’s and child-
ren’s, 3.5 percent; men’s and boys’, 1.2 percent; and
basement, 1.2 percent.

Dry goods and smallwares—Picce goods departments
(silks, rayon, woolen, and cotton) account for about 3.1
percent of total store sales; linens, domestics, blankets,
and bedding about 4.1 percent; patterns and notions
about 1.6 percent; smallwares and art ncedlework
about 1.2 percent. Of the 10 percent total, main store

departments provide 9.1 percent and the basement 0.9
percent.




Men’s and boys’ wear.—Only 811 stores of the 1,465
stores included in this analysis have men’s clothing
departments, and only 653 have separate hat depart-
ments. In these stores, men’s clothing accounts for
3.5 percent of store sales, and hats and caps for 0.4
percent. In other stores hats and caps may be sold in
the furnishings department. Of the 11.4 percent total
for all men’s and boys’ wear, main store departments
provide 9.8 percent and basement departments provide
1.6 percent.

Furniture and household goods.—Although many
stores sell household appliances and homewares in the
basement, only 178 stores of the 1,465 analyzed herein
reported basement home-furnishings departments as
defined in a previous paragraph. This is in accord
with instructions in the census schedule, which provide
that departments wherever located are a part of the
main store except lower price departments in the base-
ment or bargain annex which duplicate main store
departments. Even if a furniture department is
located in the basement it is considered a main store
department unless there is a furniture department also
in the main store.

Furniture accounts for 4.6 percent of total store
sales, or 5.1 percent in stores which sell furniture (30
percent of the stores analyzed do not have furniture
departments); floor coverings, 2.6 percent; draperies,
curtains, and upholstery, 2.8 percent; lamps, gift items,
pictures, and mirrors, 1.1 percent; china, glassware,
and miscellaneous housewares, 3.0 percent. House-
hold appliances, stoves, and burners account for 3.8
percent; radios, pianos, phonographs, and records, 1.0
percent; hardware, tools, paint, and clectrical supplies,
2.0 percent; and basement home furnishings of all
kinds 1.0 percent. Main store departments provide
20.9 percent of the total and basement departments
1.0 percent.

Restaurants and foods.—Only about one-third of the
stores analyzed have restaurants, luncheonettes, or
fountains. In the 480 such stores these departments
provide 2.1 percent of store sales, but the ratio to the
total sales of all stores analyzed is 1.4 percent. About
60 percent of the stores report candy departments.
About 40 percent operate grocery and other food de-
partments, which provide 3.4 percent of their sales but
only 1.6 percent of the total sales of all stores analyzed.
All restaurant and food departments are reported as
parts of the main store. If there are duplicate depart-
ments in the basement at lower prices they are limited
to some part of 0.3 percent of “other basement’’ sales.

Other departments—Other departments include the
following: ‘Toiletries and drug sundries, 3.0 percent;
jewelry, silverware, cameras, and optical goods, 2.0 per-
cent; books and stationery, 1.5 percent; toys, sporting
goods, and bicycles, 2.0 percent; luggage and umbrellas,
0.6 percent. These departments total 9.1 percent.
There are several other departments which, in a rela-
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tively few stores, account for a substantial part of
store sales, but their effect on the total sales of the
1,465 stores analyzed aggregates only 4.6 percent.
Chief among these are tires and auto accessories (3.3
percent in 503 stores which sell them), farm implements
and machinery (2.3 percent in 116 stores which sell
them), packaged beer, wines, and liquors (1.8 percent
in 49 stores which sell them), building materials (1.6
percent in 101 stores which sell them), and beauty
and barber shops (1.7 percent in 477 stores which
operate them).

The accompanying tables present data for many
more departments than those mentioned above. There
are 72 classifications in all, shown in 7 groups.

Leased departments.—In 427 of the 1,465 stores
analyzed there are leased departments whose sales are
not reported in the stores’ sales. Leased departments
reported separately by their operators are classified in
the census as separate stores in their respective kinds
of business, and their sales could not be assembled and
added to the department store figures. Such leased
departments are primarily millinery, beauty shops,
shoes, cut flowers, and sometimes furs and dresses.
Had the 427 stores included their leased departments,
their reported sales of $803,243,000 would have been
increased by $68,095,000, or 8.5 percent. If adjusted,
the effect on departmental ratios shown in the accom-
panying United States summary table probably would
be an increase of millinery from the reported 1.5 per-
cent to about 1.9 percent, furs from 1.3 to about 1.7
percent, dresses from 5 to about 5.8 percent, shoes
from 5.9 to about 6.3 percent, and the scattered “‘other’
departments from 4.5 to about 5 percent, mostly in the
beauty-shop classification.

By States.—There are some marked differences be-
tween the department stores in different States in the
relative importance of departments. Differences in
climatic conditions are partly responsible, and these
can now be measured with reasonably accuracy. Care-
ful study of the figures by States (vol. I, part 2) reveals
other variations which indicate differences in the cus-
tom or habit of the stores or their customers in what
they regard as department store merchandise. The

facts could affect the marketing and advertising plans

of suppliers as well as the merchandising plans of the
stores. ‘

Variety stores.—Variety stores are analyzed in two
size groups—independent stores with sales under
$20,000 per year, and stores with sales of more than
$20,000 including chain units regardless of sales volume

Commodity coverage of the smaller stores is 34.2
percent, while the larger stores included in the com-
modity analysis account for 76.4 percent of the total
sales of all such variety stores.

Dry goods, apparel, and accessories constitute 31.0
percent of the sales of the smaller group, and 37.4 per-
cent of the larger stores’ sales. Toiletries, cosmetics,
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and drug sundries make up 19.7 percent of the smaller
stores’ sales, and 10.6 percent of the sales of the larger
stores. So-called hard lines, including homewares,
hardware, paints, tools, plumbing and electrical sup-
plies, and farm and garden supplies, make up 19.8
percent of the smaller stores’ sales, and 18.6 percent of
the sales of the larger stores.

Other sales amount to 29.5 percent in the case of the
smaller stores, and 33.4 percent in larger stores. The
principal difference is that the larger stores have higher
relative sales of candy, nuts, luncheonette, and fountain.

A more detailed analysis of commodity sales was re-
ported by 2,695 of the larger stores (average sales
$214,285 each). The data for these stores are included
in the analysis of variety stores with sales of $20,000
or more and are also shown separately in supplemental
tables. A percentage comparison by size groups of the
stores analyzed follows.

VARIETY STORE SALES ANALYZED BY COMMODITIES

PERCENT OF TOTAL SALES
Over $20,000
Stores
COMMODITY with
annual Stores
sales All further
under | such |analyzed
$20,000 | stores (2,695
stores)
I. Toiletries, cosmetics, drug sundries. . ... ccceeann- 19.7 10. 6 10.0
II. Appare], clothing, accessories, shoes, dry goods..... 310 37.4 35.7
A. Men’s and boys’ clothing and furnishings..| (1) 3.2 2.8
B. Shoes and rubber footwear. ................. (O] 1.1 .9
C. Women'’s apparel and 8¢cessories. - .o....... m 16. 6 215.8
Neckwear, scarfs, handkerchiefs. ....... ™ O] 1.9
Millinery oo cciaeeeeaas [Q)) (O] 1.3
Gloves...... ™) ) 1.6
Hosiery. ......... " (O] 6.0
Knit underwear. . ) (1) 1.6
Silk and muslin underwear, slips. 1) ¢ 6.4
Handbags, small leather goods.......... En) (lg 2.5
Girls’ and infants’ wear. ... .c.ocueeeonn- d 1) 5.6
Aprons, house dresses, uniforms. . (13 gl) 4.0
Blouses, skirts, sportswear. [} () 1.1
Coats and suits.......... ) ) 5.5
XeSSOS.n e e ccmmmaann ) (1) 5.1
D. Dry goods and other soft goods. - I ()] 16. 6 216.2
Dry g00dS. e (1) ) 5.1
Laces, trimmings, embroideries, ribbons.| (1) gl) 2.0
PR 1 1 7.6
Art needlework, art goods. .. - El; (lg 3.0
III. Household goods, housewares, music, ete 10.5 8.3 17.8
Draperies, curtains, upholstery. ... - 1) (1) 2.4
China and glassware. .. .............oocoiviaaan (1) (1) 3.3
Household appliances (electric and gas)........| (1) (1) 2.8
Miscellaneous housewares. .......... O O] 3.6
Gift shop, pictures, frames, mirrors. 0] ) 1.8
Sheet musie, phonograph records. ... [O] (O] .6
IV. Hardware, tools, paint, electrical supplies, feed,
LT 9.3 10.3 10. 7
V. Foods, candy, confectionery, beverages. ... ......... 4.0 9.2 28.9
QGroceries, foods, tobacco, ete. .. - @ ) 2.6
Candy, nuts. ..ol - [Q] 7.2
VI. Othersales......cocoommmeceeomaamoooo. 25.2 24.2 226.9
Silverware, jewelry, cameras, optical | 2.0
Toys, sporting goods, luggage, etc........ . 13.2 Q) { 4.9
Stationery, books, magazines, philatelic......._ 9.7 ) 8.1
Restaurant, luncheonette, fountain...._..._....|........ O] 10.1
Not specified. ... 2.6 O] 4.6

1 Not available separately; included in the group total above,
? Average ratio for all stores analyzed, from percentage column B of table 18.
Ratios below for individual commodities are from percentage column A.

Dry goods and general merchandise stores.—Of
the 15,628 dry goods stores in the United States, about
10 percent reported their sales by commodities. The
average sales of the stores se reporting was $62,388,
as compared with an average of less than $15,000 for
all stores, and they accounted for 42.0 percent of the
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total sales of all dry goods stores. Dry goods and
related soft goods and notions account for 52.7 percent
of the sales of the stores analyzed. Women’s and
children’s apparel and accessories constituted the second
largest commodity group with 34.2 percent, followed
by shoes and rubber footwear with 4.0 percent, and
4.0 percent for men’s and boys’ furnishings. Cosmetics
and toiletries average only 1.0 percent, though they
account for 3.6 percent of total sales in the few stores
reporting such commodities. Other sales are insig-
nificant.

Only 756 general merchandise stores with foods, of
which there are 2,737 in the United States with average
sales of $40,960, reported their sales by commodities in
sufficient detail for tabulation. The sample provides
a commodity coverage of 53.3 percent. Foods of all
kinds, including candy and bottled beverages, account
for 25.9 percent of the total sales of the stores analyzed.
Apparel and accessories, including men’s wear and
shoes, total 27.5 percent. Dry goods and related soft
goods add 10.6 percent. The commodities making up
the remaining 36 percent are shown in table 18.

Greneral merchandise stores without food are repre-
sented by a sample of about 40 percent of all stores
with 60.0 percent of total sales. Men’s clothing and
furnishings and women’s apparel and accessories ac-
count for more than half of the total sales of the 4,418
stores analyzed. Shoes and rubber footwear add
another 15.8 percent. Dry goods and related soft
goods account for 22.5 percent. The commodities
making up the remainder of 9.9 percent are shown in
table 18. '

How to estimate sales of a commodity.—The con-
clusions presented above as to commodity sales in de-
partment stores, variety stores, dry goods and general
merchandise stores are derived from table 18 as illustra-
tive of the kind of information obtainable for other
kinds of business as well, in more or less detail. From
this table the user is able to arrive at an accurate general
picture of the nature of the commodities sold by each
kind of business and in what relative proportions.

These proportions, it needs to be emphasized, are
different in stores which sell the commodity than are
the proportions for the business classification as a whole,
Always there are some commodities so fundamental o
the business that all stores of the designated kind neces-
sarily sell them. As to such commodities the percent-
ages are the same in both columns (Columns A and.B,
table 18). Grocery stores, for instance, all sell groceries
and the commodity constitutes 56.5 percent of their
sales. But some 1,752 of the 23,180 stores analyzed
do not sell green goods (fresh fruits and vegetables).
In the 21,428 stores which do, the commodity accounts
for 15.6 percent of their total sales but it averages only
13.9 percent for all grocery stores analyzed.

If the user is computing the total sales of fruits and
vegetables, the 13.9 percent ratio would be used and
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applied to the total sales of grocery stores. If he were
studying the nature of the sales of grocery stores, he
would determine that a substantial majority (but not
all) of grocery stores sell fruits and vegetables and in
such stores the commodity produces 15.6 percentofsales.

Fresh fruits and vegetables appear as a commodity
classification in several kinds of food stores.
approximate dollar sales can be computed for each.
In addition, other stores such as general stores (with
food), department stores, and others sell fruits and
vegetables but the proportion is included in a composite
food ratio, the break-down of which must be estimated
and added to the sales computed as described above.

Because a considerable element of approximation
must enter into commodity sales determinations, some
of which cannot be supported statistically, the Census
Bureau refrains from publishing its break-down of total
retail sales by commodities, leaving to each user full
latitude in making his own determinations from the
original material, which is presented in detail in table 18
herein on a national basis, and for each State and city
of more than 500,000 population in tables 18 and 18A,
vol. 1, part 2.

Description of tables.—All of the detailed State
tables 18 referred to above are included in Volume I,
Retail Trade: 1939, Part 2, and are fully described in

The
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the text of that volume. There are definite limitations
which cannot be overcome in the compilation and pres-
entation of commodity data because of the lack of
records on the part of such a large proportion, numeri-
cally, of retailers in any kind of business. These
limitations also are described in the text of Part 2
referred to above.

It is well to keep in mind, also, that the percentage
method of presenting the conclusions measures dollar
sales rather than physical volume. Therefore com-
parisons between 1929 and 1939 are further qualified
by the possibility that price changes may have occurred
in some kinds of commodities and not in others. Price
changes must be considered if dollar sales are to be
evaluated in terms of physical volume.

The summary tables contained herein (table 18,
Pages 158 to 169) present percentages computed by add-
ing all available schedules within the specified business
groups, without weighting or adjustment of differences
in the relative weight of the sample in the several
States. They are believed to be as representative as it
is possible to obtain commodity data on a comprehen-
sive basis. Small samples containing greater detail
may be superimposed upon the broad base thus estab-
lished. Many trade associations and trade publica-
tions provide such samples.

CHART 9. STORES AND SALES BY SALES-SIZE GROUPS: 1939
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ANALYSIS BY SALES SIZE
(T'ables 10C to 10F and 11A to 11D)

Basic data on all retail stores in the United States
in 1939 are presented herein by sales size (amount of
annual business) by kinds of business and for each
State in part 2 of volume I.

Size analyses are shown separately for independents
and chains in seven size groups, the two extreme groups
being further analyzed. All groups show stores, sales,
personnel, and pay roll.

The seven groups are:

$300,000 and over.!
$100,000 to $299,999.
$50,000 to $99,999.
$30,000 to $49,999.

1 A1l stores over $300,000 further analyzed in tables 110 and 11D.
2Independent stores under $10,000 further analyzed in tables 10E and 10F.

$20,000 to $29,999.
$10,000 to $19,999.
Less than $10,000.2

Chains and independents summarized by types.—
Chains include local, sectional, national, manufacturer-
controlled, and leased-department chains, and also 24
mail-order houses of 5 companies which sell general
merchandise by mail from catalogs. The latter are
included because in the previously published State
reports these mail-order houses were combined with
department-store chains to avoid disclosure of indi-
vidual operations. A summary by types follows.

CrAIN UnNIiTs SuMMARIZED BY TYPES

Num- Percent

TYPE ber of Sul(a%o()aqd of total

stores “| sales
Total. . e e———————e 123,219 | $9,570,114 22.8
Local chains. ..o oo 25,455 | 1,581,386 3.8
Sectional and national chains 82,049 | 6,771,009 16.1
Manufacturer-controlled chal 10, 123 583, 062 1.4
Leased-department chains. ... .| &, 568 170, 368 .4
Mail-order houses (general merchandise) .- ...c..ccoane 24 464, 289 1.1

Independents, for the purpose of this analysis, include
all types of operation except chains and the 24 general
merchandise mail-order houses. In addition to the
conventional types of independent stores, this broad
classification also includes market and roadside stands;
leased departments when not operated by a chain,
utility-operated stores (selling appliances which con-
sume gas and electricity), house-to-house retailers,
cominissaries or company stores, cooperative stores,
State liquor stores, some 410 mail-order houses in
specialized fields, and miscellaneous other types. A
summary by types follows.

Small and large stores contrasted.—More than 54
percent of all retail stores in the United States did less
than $10,000 of business in 1939. In sales, however,
the 958,972 stores in this size group accounted  for
$3,820,532,000, or only 9.1 percent of total retail sales.
They provided employment to 933,603 proprietor-
owners and nearly 400,000 paid employees, with a total
pay roll to the latter of $208,500,000. The compensa-
tion of proprietors is frequently arbitrary and uncer-
tain, and the amount is not available.

CENSUS OF BUSINESS

INDEPENDENTS SUMMARIZED BY TYPES

Number | Sales (add |Pereent
TYPE of total

of stores 000) sales
Total o iddcecean 1,647,136 | $32,471, 676 7.2
Single-store independents... . .--|1,521, 145 | 27, 417,200 65.2
Multiunit independents..... 77,845 | 3,752,509 8.9
Market and roadside stands. . _ 18, 014 103, 162 .3
Leascd departments—independent. ... _..._...... 7, 661 136, 988 .3
Utility-operated stores._. ... . ... 4, 836 151, 539 .4
Direct selling (house-to-house) - .« ooocoeeooo . 5,199 153, 397 .4
Commissaries or company stores._..._.... - 2, 007 148, 248 .3
Farmer and consumer cooperative stores. 3, 698 224,375 .5
State liquor stores. ..o ... 2, 618 249, 430 .6
Mail-order houses (except general merchan 410 73,124 .2
Other types of operation.. . . . o oo..o... 3,703 61,704 .1

Stores with sales exceeding $100,000 accounted for
only 3.5 percent of the number of stores; however, they
accounted for $17,810,916,000 or 42.3 percent of total
sales, averaging nearly $284,000 each. Of 62,727
stores in this group, 12,630 cxceeded $300,000 each and
1,530 exceeded $1,000,000 each.

Sales by 62,727 stores of this size group (more than
$100,000 each) are still somewhat below the 45.7
percent reported for stores of the same size group 10
years before, but the ratio is considerably larger than
the 38.6 percent which stores of this size group ac-
counted for in 1935. This group in 1939 reported a
total of 1,938,913 employees and a pay roll of
$2,308,548,000.

Following is a summary of stores and sales by size
groups compared with 1935 and 1929:

ANavysis BY Size Grours (INDEPENDENTS AND Cuains Com-
BINED) FOR 1939, 1935,! aND 1929!

STORES SALES
SIZE GROUP?

Num- Per- Amount | Per-

ber cent | (add 000) | cent
0.7 | $9,855, 631 23.4
.5 | 6,879,155 20.9
1.0 | 12,323, 766 25.5
2.8 | 7,955,285 18.9
2.4 | 5,828 224 17.7
4.2 | 9,786,660 20.2
5.3 | 0,394,703 15.2
4.6 | 4,989,553 15.2
8.6 | 8,631,797 17.9
133, 221 7.5 | 5,077,007 12,1
119, 705 7.5 | 4,581,413 14.0
173, 269 1.7 | 6,617,169 13.7
522,117 20.5 | 8,938,632 21.3
415,165 26.1 | 7,114,216 21.6
468, 885 31.8 | 8,349,491 17.3
958, 972 54.2 | 3,820,532 9.1
935, 634 58.9 | 3,486,428 10.6
630, 025 42,7 | 2; 620,760 5.4

1 Figures revised to exclude service garages classified in 1935 and 1929 as retail but
included in the Service Census in 1939. )
2 Size groups for 1935 exceed the total by 987 stores and $87,777,000 of sales, to avoid
disclosures as explained in 1935 report (Retail Distribution: 1935, Vol. I, pp. 1-34).
Despite the great number of smaller stores, the size
of the average store increased nearly 15 percent between
1935 and 1939, although it is still 27 percent below the
average for 1929. In the 10-year period, however, the
number of stores increased from 1,476,365 to 1,770,355
or 19.9 percent. The number and average sales size in

1939 compare with 1935 and 1929 as follows:
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1939 ‘ 19351 19291
Number of stores. ..o o oeacaiaaaao 1,770, 355 1, 587,718 1,476, 365
Total sales (add 000) ... ... $42,041, 790 | $32, 791,212 $48, 329, 652
Average size per store $23, 748 $20, 653 $32, 736

1 Figures revised to exclude service garages classified in 1935 and 1929 as retail but
included in the Service Census in 1939.

Independents and chains.—Independents as defined
herein constituted 93.0 percent of all stores in 1939
compared with 92.0 percent in 1935 and 90.4 percent in
1929. Their sales amounted to 77.2 percent of total
sales in 1939, 75.8 percent in 1935, and 79.1 percent in
1929. Sales per store averaged $19,714 in 1939, com-
pared with $17,022 in 1935 and $27,835 in 1929.

Chains, with 17 percent less units than were in opera-
tion 10 years ago, increased their proportion of total
sales from 20.0 percent in 1929 to 21.7 percent in 1939.
Both the number of units and the chain sales ratio were
lower in 1939, however, than they were in 1935. Sales
per chain unit averaged $73,914 in 1939, compared with
859,231 in 1935 and $66,435 in 1929. In the size groups
herein, 24 mail-order houses selling general merchandise
from catalog are included with chains. These large
national mail-order companies averaged $19,345375
per mail-order unit in 1939. Average sales for previous
years are not directly comparable because of changes in
classification of certain small mail-order houses previ-
ously included. Retail stores operated by the same
companies are classified as chain-store units and are not
included in computing this average.

Summaries by type groups, for 3 census years and by
size groups for 1939 and 1935, follow.

Summary By Tyems: 1939, 1935, ANp 1929

Per-
cent

Per-

TYPE cent

1939 19351 19291

Number of stores: Lyt (RN
1,647,136| 93. 1, 460, 230| 92.0

Independents 3.0 1, 395, 000 90.4
Chain units.. 23,195, 7.0 127, 455| 8.0 148,037) 9.6
Mail-order (ge 24f..... 33| k3 | —
Sales (add 000): AR, H0 s
Independents............... $32,471, 676 77. 2($24, 855, 712/ 75.8|$38, 832, 783| 79.1
Chain units. _...._.__...._. 9,105,825| 21.7| 7,549,300 23.0| 9,834,846] 20.0
Mail-order (general mdse.). . 464,289 1.1 386,200] 1.2 447,024| .9
Sales per store: .
Independents........... ... $10, 714]..... $17,022|... .. $27,835|. ...

Chain units_ ........_._.._.
Mail-order (general mdse.) ..

73,914 59, 231 66, 435
19, 345, 375] ... ... 111, 708, 030). ... 214,420,129

! Figures for 1935 revised to exclude service garages; data to adjust 1929 figures are
?gz)tg available. Leased-department chains included with independents for 1935 and

2 Average is not directly comparable with 1939 average sales.
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Sares By Tyees, By Size Groups: 1939 anp 1035 (Tyees 1IN
1929 Nor AvAILABLE BY SizE)

SALES, 1939 SALES, 1935
TYPE AND SIZE GROUP

Amount Per- Amount Per-

(add 000) cent (add 000) cent
Independents......._........ ... ... $32, 471, 676 {100.0 {1 $24, 855,712 | 100. 0
$300,000 and over.. ... 6,517,927 | 20.1 4, 678, 850 18.8
$10v,000 to $299,999 .. 5,305,745 | 16.3 3,900, 835 15.7
$50,000 to $99,999 _ . 4,505,122 | 14.2 3, 251, 454 13.0
$30,000 to $49,099 4,084,207 | 12.6 3,414, 761 13.7
$10,000 to $29,999 8,228,943 | 25.3 6, 256,805 | 25.1
Less than $10,000. 3,739,732 | 11.5 3, 406, 957 13.7
Chains and mail order 3......._....._.._. 9, 570, 114 [100. 0 17,935, 500 | 100.0
$300,000 and over. . .....ooo.oieenn.. 3,337,704 | 34.9 2,200,305 | 27.6
$100,000 to $269,999 .. .. 2, 649, 540 | 27,7 1,927,380 | 24.2
$50,000 to $99,009. ... ... 1,799, 581 | 18,8 1,738,099 | 21.8
$30,000 to $49,099_ ... ... 992, 800 | 10.4 1, 166, 652 14.6
$10,000 to $29,999. ... ___. 709,689 | 7.4 857, 411 10.8
Less than $10,000. ..o .o oo 80, 800 .8 79, 471 1.0

1 See footnote 2 of the table, ‘“‘Analysis by size groups,”’ page 48.
.3 Includes general merchandise mail-order houses, Remainder are included with
independents.

Larger stores analyzed.—The independents and
chain units whose sales exceed $300,000 each, with
aggregate sales of $9,855,631,000 as shown above,
number 12,630 stores. They are summarized in four
size groups, as follows:

Stores Wrte SaLEs or $300,000 ANp OVER

STORES SALES
SIZE GROUP :
Number | Percent (ﬁ:ﬁo&)%g Percent
All stores over $300,000.._.___ 12, 630 100. 0 $9, 855, 631 100. 0
Over $5,000,000 each ..o 155 1.2 2,059, 234 20. 9
$1,000,000 to $4,990,999. 1,375 10. 9 2, 450, 307 24. 9
$500,000 to $999,909_ ... . 3, 844 30. 4 2, 587, 287 26. 3
$300,000 to $499,999 . - - oo -7, 256 57.5 2, 758, 803 27.9

Smaller stores analyzed.—Stores with sales of less
than $10,000 each, numbering 958,972 stores with
aggregate sales of $3,820,532,000, are shown by type,
as follows:

StorEs WiTH SALES oF LEss TrAN $10,000

STORES SALES
TYPE
Number | Percent (.:(xirao&;lot) Percent
Total oo e 958, 972 100. 0 $3, 820, 532 100. 0
Ghpendente. | e YRE| 1
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CENSUS OF BUSINESS

CHART 10. SALES BY CITY-SIZE GROUPS: 1939

(Expressed as percents of United States total)
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The independent stores in this size group are further
analyzed in the detailed tables herein (tables 10E and
10F) into five smaller size groups as follows:

STORES SALES
SIZE GROUP ‘
Number | Percent (‘:ﬁog&g Percent

Independents under $10,000.. 943, 533 100. 0 $3, 739, 732 100. 0
$5,000 to $9,999 330, 545 35.0 2,379,165 63.6
,000 to $4,909 200, 272 21.2 , 994 21.1
$2,000 to $2,999 117, 342 12.5 279,972 7.5
$1,000 to $1,999 145, 630 15.4 214,043 5.7
Under $1,000- ..o oo oo 149 744 15.9 77,558 2.1

ANALYSIS OF SALES BY SIZE OF CITIES
(T'ables 17A to 17C, Inclusive)

Ranked in the order of retail sales size, the first 10
cities in the United States are New York, Chicago,
Los Angeles, Philadelphia, Detroit, Boston, Cleveland,
Washington, San Francisco and Baltimore. They are
not in exactly the same order as their population rank,
but the first 50 cities in population are the first 50
cities in retail sales with but three exceptions.

Frrry LarGEST CrTiEs IN ORDER OF RETAIL SALES RANK

RANK RANK

Retail | Popu- Retail| Popu-
sales | lation sales | lation
1 1| Atlanta. ... ..oooo 26 28
2 2 || Rocuester (N.Y.)...._. 27 23
3 5| St.Paul._.......... 28 33
4 3 || Columbus (Ohio) 29 26
5 4 || New Orleans 30 15
6 9 || Memphis.. 31 32
Cleveland. 7 6 || Providence 32 37
‘Washington, D. C. 8 11 || Toledo.... 33 34

San Franciseo........... 9 12 || Louisville. 34
Baltimore. .oeeooooon... 10 7' || Hartford.. 35 51
8t. Louis.. o occeoeee . 11 8 || Akron......_..... 36 38
Pittsburgh. ... ... 12 10 || Richmond (Va.). 37 45
Milwaukee.. 13 13 {| Dayton.......... 38 40
Minneapolis 14 16 || Syracuse 39 41
Buffalo.._. 15 14 || Omaha.. 40 39
Newark. . 16 18 || Miami.. 41 48
Cincinnati. . 17 17 || San Antoni 42 36
Kansas City. 18 19 Blrmlnéham 43 35
Seattle 19 22 || Jersey City. 44 30
20 21 || San Diego... 45 43
21 20 || Fort Worth. . 46 46
22 27 || Worcester........ 47 44
23 29 Oklahoma City 42
24 24 || New Hawv 49 54
25 31 || Long Beach (Cahf ) ..... 50 53

A summary of facts pertaining to the cities listed
above is as follows: Total, 50 cities; population,
32,716,137 ; percent of total United States population,
24.8 percent; retail sales, $15,458,446,000; percent of
total United States retail sales, 36.8 percent.

The first 100 cities in population inciude 89 of the
first 100 cities in retail sales and the remaining 11
cities are exceeded in sales by cities of smaller size.

The first 150 cities in population include 132 of the
first 150 cities in retail sales rank. The first 398 cities
in sales rank, however, fail to include 39 of the 398
cities of more than 25,000 population. These 39 cities
are outranked in retail sales by 14 cities with less than
20,000 population and 25 cities of 20,000 to just under
25,000 population.
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Ranked in order of population the 398 cities of more
than 25,000 population (of which one is Texarkana,
straddling the State line with parts in two separate
States) account for about 40 percent of the entire
population of the United States. They are listed in
order of retail sales rank in a table which follows (page
150) Below is & summary showing how they compare
in total with the United States totals of population,
stores, sales, personnel, and pay roll.

SumMMarY oF Arn Crties oF More THAN 25,000 PorPuLATION

" 398 cities of

United Percent of

States m‘)z’g’o%%“ United

totals population States
Population. .. .. ... 131, 669, 275 | 52, 219, 329 30.7
Number of retail stores. . 1, 770, 355 781, 789 44,2
Total sales (add 000)... 2, 041, 790 |$24, 740, 996 58.8
Number of proprietors..... 1, 613, 673 682, 938 42.3
Employees (average numbe: , 600,217 | 2,914, 910 63.4
Total pay roll (add 000) ... $4, 520, 409 | $3, 121,113 68.9

Retail trade volume, however, does not coincide
with population rank. The 398 largest cities referred
to above fail to include 39 of the first 398 cities in the
sales rank. If the cities whose population exceeds
25,000, were ranked instead on the basis of the 398
cities with the largest volume of retail sales, it would
include 39 cities which are more important to trade
centers than an equal number in the accompanying
table. The population and retail sales of these 39
cities are shown in the following table:

Ciries or Lmss THAN 25 000 PorurarioN WaicE OUTRANK
(iz Sares) 39 Cities or More TuaN 25,000 PoruraTiON

Population |Retail sales
oy 1940 (add 000)
LESS THAN 20,000 POPULATION
1. Salinas, Calif. .. o e, 11,-586 $14, 262
2. Santa Rosa, Calif_. . 12, 605 13,113
3. Asbury Park, N.J 14, 617 17,100
4. Warren, Pa.... 14,801 13,248
5, Morristown, N 15, 270 14, 005
6. Mankato, Minn. 15, 654 12,778
7. Modesto, Calif. .. ... ...l 16,379 19, 802
8. Klamath Falls, Oreg.....ooococnecomenan. 16, 497 17, 321
9, Greensburg, Pa__.__. 16, 743 12, 760
10. Missoula, Mont........ 18, 449 14,475
11. Rockville Centre, N. Y , 613 14,029
12. Glens Falls, N. Y. 18, 836 14, 956
' 13. Charlottesville, Va , 400 12, 740
14. Ithaca, N. Y..._. 19,730 14,828
20,000 70 24,999 POPULATION

16, Vallejo, Calif_ . .o 20,072 12, 202
16. Freeport, N. ¥ . oo i ac e 20, 410 13,672
17. Bugene, Oreg. .. e cceuccccccac e mmecmmmnmnn , 838 8, 122
18. Hempstead, N. Y. 20, 856 25, 146
19. Reno, Nev. . 21, 317 22,873

20. Qlean, N, Y _. , 13,
21, Uniontown, P 21,819 19, 027
22. Middletown, N. Y , 908 12,896
23, Kankakee, 111 72TTTITITIITIIIIITTTTI 1 2224 14,933
2% Danbury, Conn. ..ol - 22,339 , 802
25, Freeport, Il .. oo . 22, 366 12,175
26. Cheyenne, Wy0. .. cococmmacamccmaanans - 22, 474 13,816
27. Fort Dodge, Iowa. - 2, 14, 669
28. Port Chester, N. Y. 23,073 12, 995
29. Billings, Mont.... 23, 261 18, 576
30. Champaign, Ill.. 23, 302 19, 703
31. Gloversville, N. Y. 23, 329 12,168
32. Pomnona, Galif.. .. - 23, 539 13,050
33. East Liverpool, Ohio ... o oo - 23, 555 12,575
34. Norwich, COnM ..o oo cicaacan - 23, 652 12,808
35. New Kensin, 0N, PA e - 24, 065 12, 898
36. St. Cloud, Minm .. oo iiicaaaas 24,173 2,288
37. Lockport, N. Y. 24, 379 12, 695
38. Butler, Pa._... 24, 477 16, 420
39. Pottsville, P& ... eoo e 24, 530 14, 282
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Metropolitan districts.—The Bureau of the Census
has designated as metropolitan districts 140 areas con-
sisting of one or more central cities and all adjacent and
contiguous minor civil divisions having a population of
150 or more per square mile. The metropolitan dis-
trict is thus not a political unit such as a city, but rather
an area including all the thickly settled territories in
and around a city or group of cities. It tends to be a
more or less integrated area with common economic and
social interests.

Volume I of the Population Census describes the
districts in detail, and contains the population of each
component territory or area, and a map of each district.
A series of 140 individual reports were also published
reproducing the same maps and giving the stores, re-
tail sales, store personnel, and pay roll within each dis-
trict and a further break-down of stores and sales by
11 major business groups and 5 separate kinds of
business.

The metropolitan districts contain many of the cities
listed separately in the table of 398 cities herein, but
they reflect also the amount of retail trade in the terri-
tory immediately surrounding the central cities. Thus,
though Detroit outranks Boston in retail sales within
the city limits, the Boston metropolitan district out-
rapks the Detroit metropolitan district. Pittsburgh
ranks 12th among cities, but the Pittsburgh metro-
politan district ranks 8th. Minneapolis ranks 14th
and St. Paul 28th as individual cities, but the Minne-
apolis-St. Paul district ranks 11th in retail sales.
Albany, Schenectady, and Troy are relatively small
cities when ranked individually, but the contiguous
territory constituting the Albany-Schenectady-Troy
metropolitan area ranks 23rd in retail importance
among all markets in the United States. Many similar
instances are shown in this report, of cities which loom
up as of far more retail importance when measured in
terms of their metropolitan districts than when measured
within the corporate limits of a single political
unit.

The 140 metropolitan districts, which are ranked in
the order of retail sales herein, contained within their
boundaries slightly more than one-half of all retail
stores in the United States, the sales of which constit-
tuted 62 percent of total retail sales. These stores
employ 65 percent of all retail employees and account
for more than 70 percent of total retail pay roll. Sum-
mary information for these metropolitan districts
showing 1940 population and rank; number of stores;
1939 retail sales and rank; active proprietors of unin-
corporated businesses; average number of employees;
and total pay roll is presented in table 17C, page 157.
Following is an alphabetical list of the metropolitan
areas for ready identification:

CENSUS OF BUSINESS

ALPHABETICAL LisT oF METROPOLITAN Districrs Wik Rank
BY RETAIL SALES
Retail Retail
METROPOLITAN DISTRICT sales METROPOLITAN DISTRICT sales
rank rank
Akron_ ... . ___._____ 35 | Middletown-Hamilton 110
Albany-Schenectady-Troy. .. ._ 23 | Milwaukee...__________ 15
ﬁ%%entown—Bethlehem-Ea,ston._ %3 Minneapolis-St. Paul. . 1
(o143 1 R 111 obile......__.._______ 119
Amarillo._. 136 | Moline-Rock Island-Daven-
Asheville. ... 132 10 y T 67
ﬁ{ﬂa?d-H tington. 352 Montgomery..........________. 126
anta.
Atlantie 83 | Nashville..___.____ 56
Augusta. 135 | New Bedford-Fall River 55
Austin_________ 106 | New Britain-Hartford 20
New Haven....._.._. 39
Baltimore..._......_..___ 13 | New Orleans.. 31
%ay City-tslggizzaxv T 77 Newpﬁt New: .
eaumont-Port Arthur. . 90 mouth._._________ . 4
:dethllfhelgl-Allentown-Easton._ 43 N%;v Ygrk City-Northeastern
inghamton 75 ew Jersey.......... 1
Birl%ingham_,_ 42 | Niagara Falls-Buffalo...____ .. 14
oston.._.... 5 | Norfolk-Newport News-Ports-
griggfp%t Fail 53 mouth. ... ... ... 47
uffalo-Niagara Falls 14
§ 8glltlﬁnd-s%1.t]?rancisco ........ 7
Canton. ..o 63 ahome City. .. .__..______ 52
Cedar Rapids........._ 115 | Omaha-Council Bluffs_ .. ___. 40
Charleston, 8. C....._. 127 .
Charleston, W. Va. 88 i 68
Charlotte. . 99 Phl adelphia 4
Chattanoog 78 | Fitebireh %
Cincianati. 18 | Port Arthur-B 90
Cleveland. . 9 | Portland, Maine 89
Columbia. ... 117 | Portland, Oreg____.__._._____.. 2
Columbus, Ga ... 133 | Portsmouth-Newport News-
Columbus, Ohio.-._- 29 |  Norfolk 47
Corpus Christi......... 121 | Providence.. 18
Council Bluffs-Omeaha. ... 40 | Pueblo_ . . . 140
DallasS. oo 97 | Racine-Kenosha_..._......._.. 97
Davenport-Moline-Rock ﬁ?gf,‘,ﬁ‘fﬁa"" g
Dgrltaon """"""""""""" 21 Roanoke. . 104
JrTmmmemmnes 192 | Rochester. 28
g 26 | Rockford.. 102
59 | Rock Island-Mol
© 6 port..._. 67
Duluth-Super 7 | Rome-Utica 08
Durham 139 Sacmmenﬁo- Wi _?4
Saginaw-Bay City.._.._. 7
81 st Joseph 120
105 | § 10
95 | & Pl Rpio T Io T 1
93 61
58
- 55
- 64 2
Fort Wayne.. - 81 7
Fort Worth R 51 8
Fresno. ..o 79 114
Schenectady-Albany-Troy. 23
Galveston... 131 | Scranton-Wilkes-Barre. . 30
Grand Rapi 57 | Seattle. ... 19
Greensboro. . . 130 | Shreveport. . . 96
i i 107
Hamilton-Middletown._. 110 | Shoux City.. %
Harrisburg_.___. S 70 | Spokane. ...... 71
Hartford-New Britain 20 | Springfield-Hol 32
Haverhill-Lawrence-Lowell_ ... 45 | Springfield, 11l. 103
Holyoke-Springfield........._.. 32 | Springfield, Mo 134
Houston.._......_.._. 21 | Springfield, Oh 12
Huntington-Ashland 92 | Stockton. ... .. % 103
ior- - 7
Indianapolis. .._.._......coo... 24 Sg?f{;‘;‘;m‘“_t ________________ 46
Jackson, Miss - 128 | Macoma. oo 74
Jacksonville 66 | Tampa-St. Petersburg. . 61
Johnstown. 100 | Terre Haute. .......... 116
Toledo.__... 3¢
Kalamazoo. ..o v oo 112 | Topeka. 123
Kansas_City, Mo.-Kansas Trenton. 60
City, KanS.oooomoooeeeo 17 | Troy-Alb: 2
Kenosha-Racine 97 | Tulsa... 65
Knoxville._.._...._..._...._... 87 X
Utica-ROMe. .o e eeeecne e 68
Lancaster. ... .....oooo...... 91
Lansing. . ocooevuenomnaaooon 94 | Wae0. ..o 138
Lawrence-Haverhill-Lowell. ... 45 | Washington. . - 12
Lincoln..._.__..._.._....__... 109 | Waterbury... R 85
Little Rock............... - 98 | Waterloo......ooooooocooeen. 120
e — I b es— 2
ouisville...._.__.___.____ - iehita. ... ..ol
Lowell-Haverhill-Lawrence. ... 45 %i{kes-Barre-Scranton ......... gg
ilmington. . -
Macon. ... 137 | Winston-Sale: . 124
%adis};m.t B i% Worcester... . 41
anchester.
Memphis. 37 | York..... e mme e m——————— lég
Miami. oo 38 | Youngstown_..__......._._....
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ANALYSIS OF SOURCES OF RECEIPTS
(Tables 14A to 14E)

Not all sales in retail stores are sales of merchandise
alone. Although the great majority of goods sold in
retail stores is sold in the same form in which it is
bought, a certain amount of the reported sales repre-
sents receipts for repairs, storage and other services to
customers, and a considerably larger proportion repre-
sents the sale of meals, and drinks at fountains or bars.

Of the $42,041,790,000 total sales in 1939, nearly 91
percent or $38,157,876,000 represents sales of mer-
chandise which was sold in substantially the same form
in which it was bought. Some $3,201,112,000 or 7.6
percent represents the sale of meals and receipts from
fountains and bars, while the receipts from repairs,
storage, and other services totaled $682,802,000 or 1.6
percent. It is significant that the nonmerchandise
proportion of retail sales is steadily increasing.

CHART Il. ANALYSIS OF SALES BY SOURCES
OF RECEIPTS: 1939

MEALS AND FOUNTAIN

—— REPAIRS. STORAGE,

This analysis of total retail business compares with
similar analyses for previous years as follows:

ANAvrYsis oF ToraL ReraiL SaLes, 1939, 1935, aND 1929

MEALS AND | REPAIRS, STOR-
'égzg}; MERgﬁfg;”SE FOUNTAIN OR AGE, AND
; * BAR SERVICES
YEAR
Amount || Amount | Per- | Amount | Per- [Amount | Per-
(add 000) || (add 000) | eent | (add 000) | cent |(add000)| cent
$42, 041, 700||$38, 157, 87 90,&163, 201,112| 7.6| $682,802| 1.6
-| 32,791,212|| 30,485, 945( 92.9| 1,762, 211 5.4 543,056 1.7
48, 329, 652|| 45, 620,038) 94.4| 1,774,831 3.7/ 928,783 1.9

Repairs  and service receipts.—There is a marked
difference between States in the proportion of retailers’
receipts from repairs and services, the average of which,
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for the United States, is 1.6 percent of total store sales.
Below this average are such extensive areas as New
England, the Middle Atlantic, South Atlantic, and East
South Central. Well above the average are the West
North Central, Mountain, and Pacific States.

There are differences of more than 100 percent be-
tween some States. The ratio to total sales is 1.1 per
cent or lower in Rhode Island, New Jersey, Delaware,
and South Carolina, compared with 2.5 percent in
North Dakota and Washington; 2.3 percent in Kansas
2.2 percent in South Dakota; and 2.1 percent in Minne-
sota, Iowa, Oklahoma, Oregon, and California. There
are equally great differences in the ratio of receipts from
meals and fountain or bar compared with total sales.

Comparisons by kinds of business are available in
table 14A and by States in table 14B herein.

‘Sales to other retailers for re-sale compared with
wholesalers” sales at retail.—Although 97.8 percent
of sales of retail stores are transactions with ultimate
consumers, some sales are made to other retailers for
resale. The value of these approximately wholesale
transactions totaled $928,932,000 in 1939, or 2.2 percent
of total sales of that year. The kind of business con-
tributing most to this total was motor-vehicle dealers,
many of whom though retailers are also distributors to
smaller dealers in their franchise territories. Similar
sub-agency relations exist in the sale of tires, fuel oil,
hay, grain and feed, farm implements, dairy products,
and, to a lesser extent, meats and certain groceries.

The total of $928,932,000 of retailers sales to other
retailers is offset by wholesalers sales directly to ulti-
mate consumers, which the Wholesale Census shows to
have aggregated $696,928,000 in 1939 (see table 14C
herein). The latter, however, does not include an esti-
mated $456,949,000 of gasoline and fuel-oil sales to
household consumers by bulk stations and terminals.
When these are included the total of wholesalers sales
to ultimate consumers, as contrasted with their sales to
dealers and industrial users, total $1,153,877,000, not
greatly different from the total of retailers sales to other
retailers.

SaLes 70 OTHER RETAILERS FOR RE-saLE ComPArRED WITH
WHOLBSALERS’ SALES AT RETAIL

Retailers sales to other retailers, forresale. .. .. . o oo oL $928, 932, 000

Total, wholesalers sales at retail ...« o 1, 153, 877, 000
Wholesalers sales directly to ultimate consumers (from whole-

sale CONSUS) ... oooeeens ez e emeemmmeczaeasecaoees 696, 928, 000
Wholesalers sales of gasoline and fuel oil to household consumers

(estimated by wholesale CENSUS) .o cnuomooomn e 456, 949, 000

Included in this report is a summary of the receipts
of service establishments, analyzed by kinds of business
(table 14D) and by States (table 14E). These are from
the Census of Service Businesses, and provide a com-
parison between the business of service establishments
and retailers’ receipts from service sales.
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NEGRO PROPRIETORSHIPS
(Tables 13A to 13D, Inclusive)

Nearly 30,000 retail stores in 1939 were owned and
operated by Negro proprietors. There may have been
others organized as corporations, in which the capital
stock was owned by Negroes, but incorporated stores
are not included in the 29,827 Negro proprietorships
reported to the Census.

Retail sales of these stores in 1939 amounted to
$71,466,000, an increase of 49 percent over the corres-
ponding sales for 1935 and comparable to the total of
$98,602,000 reported by 24,969 Negro proprietorships
in 1929.

The 29,827 Negro-owned stores in 1939 provided
employment for 10,220 full-time and 3,558 part-time
paid employees. In addition, there were 29,116 active
proprietors. Employment thus totaled 42,894, not
including unpaid family members who worked in the
stores on a full-time or part-time basis.

Pay roll totaled $5,386,000, not including compensa-
tion of proprietors and firm members. Pay roll
includes wages, salaries, and sales commissions, and
the total paid in 1939 is equivalent to $444 for each
full-time employee and $238 for each of those working
part-time.

The number of employees (full-time and part-time)
in Negro-owned stores represent an increase of 1,742
over the 12,036 reported in 1935, a gain of 14.5 percent.
Total pay roll increased $512,000, from $4,874,000 in
1935. While the number of retail stores and employ-

CENSUS OF BUSINESS

ees has increased since 1929, pay roll is still about
one-third less than in 1929.

Below is a summary of the basic data concerning
Negro proprietorships on a comparable basis for the
yvears 1939, 1935, and 1929:

Pay | Stocks
Negro Negro-| Sales | Pro-
YEAR popula- |owned | (add | prie- E“:,g;‘)y' (1;%131 o'igl‘fé‘d
tion stores | 000) tors 000) 000)
1939 . oo oo 112,865,518 | 20,827 ($71,466 | 29,116 | 13,778 | $5,386 | $3,042
1985 o oo 22,756 | 47,968 | 23,036 12,036 | 4,874 1
1929 . .oo.. 311,891,143 | 24,969 | 98,602 | 27,405 | 412,036 | 8,047 | 10,473

11940 Census.

2 Data not available.

31930 Census.

4 Represents full-time employees only; data for part-time employees not available.

Eating places alone constituted nearly one-third of
all Negro-operated stores, followed in order by grocery
and combination stores; drinking places; fuel, ice, and
fuel-oil dealers; candy, nut, confectionery stores; and
filling stations. These few kinds of business account
for 87.2 percent of all Negro-operated stores. Data
in more detail by kinds of business are shown in table
18A herein, and by States in table 13B. A comparison
of stores, sales, personnel, and pay roll, by major
groups and kinds of business, for the years 1939, 1935,
and 1929 are shown in table 13C, and by States in
table 13D. Reference is made to these tables for
information on the number of Negro-operated stores
in each kind of business, and in each State, the amount
of their sales, the number of proprietors, the number of
paid employees, and the amount of pay roll.




	Table of Contents
	Help with the 1940 Census

