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THE RETAIL DISTRIBUTION OF EGGS IN 
CLEVELAND, OHI0-1950 

RAYMOND E. CRAY 

Many changes have occurred in the retail methods of marketing 
foods during recent years. The gradual change from the small neigh
borhood stores to the large super markets surrounded by plenty of 
parking space, the increase in the use of refrigerator display cases, the 
growth in the use of self-service, the increase in pre-packaging of foods 
-the selling of foods on a grade basis and many other changes in the 
methods of retailing have doubtless had an influence on the present 
retail methods of merchandising eggs. 

Studies of consumer preferences, practices and buying habits in 
purchasing eggs have been made in different sections of the country. 
Likewise, studies have been made of the methods of marketing eggs 
used by farmers and the movement of eggs through market channels 
from the producer to the wholesaler, but relatively few studies have 
been made of the retail distribution of eggs. 

PURPOSE OF STUDY 

This study was designed to secure data on: ( 1) The type of retail 
stores that sell eggs and the relative importance of each from the stand
point of volume of eggs sold; (2) The relation of egg sales to total retail 
sales: ( 3) The source of egg supply and sale of branded eggs; ( 4) The 
method of holding eggs in the stores; ( 5) The labelling of egg cartons 
to indicate size, quality and color of eggs; ( 6) The grades of eggs sold; 
( 7) The relation of display, location in the store, and merchandising 
methods to volume of eggs sold; ( 8) The relation of services rendered 
by the store to the volume of eggs sold; ( 9) The relation of type of store 
to prices and retail mark-up on eggs; ( 10) The relation of price and 
mark-up to average weekly volume of egg sales. 

Footnote: Acknowledgment is made of the valuable assistance 
given by Mahlon Sweet, former Extension Poultryman, Ohio State Uni
versity in the planning and development of the study as well as the 
actual collection and summary of the material. 
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REVIEW OF THE LITERATURE 

While there have been relatively few studies of the retail market
ing of eggs, much of the material gathered in the consumer studies 
pertains indirectly to this field. 

Winter, of the U.S.D.A. (1939) estimated that about 80 percent 
of the total volume of eggs moved through retailers in the United States. 

Stiebeling and Phi pard ( 1939) reported that the increase in the 
purchase of eggs was fairly steady with increased expenditures for all 
food among wage earners and clerical workers in the United States. 
They also report that egg consumption varies enormously by regions 
throughout the United States, with consumers in the southern states 
purchasing the least number of eggs. 

Cron ( 1939) showed that nearly all stores that sold food products 
in Baltimore also sold eggs. This study also indicated that retail stores 
and dealers in the public markets sold nearly one-third of the eggs 
purchased by consumers. 

Tupper and Harries ( 1950) found that the volume of eggs handled 
by many retailers in Peoria, Illinois was so small and such a small part 
of the total business that it did not warrant the attention of the retailer. 

A U.S.D.A. study showed that in the spring of 1948 eggs took 
about 4.4 percent of the family food budget in urban communities also 
that the average number of eggs used per person was 6.8 eggs per week, 
or 353 eggs per year. 

Tupper and Harris ( 1950) found that over half of the stores in 
Peoria, Illinois bought eggs from farmers in bulk with no control of the 
quality at the source of supply. They found that the small stores 
bought eggs too infrequently. 

Curtis (1940) found that retailers in Syracuse, New York, during 
November bought 40 percent of their eggs from packers and 38 percent 
from farmers and dealers and 18 percent from farmers, while in June 
17 percent of the eggs were bought from packers and 35 percent from 
farmers. 

Rice ( 1949) found that the most significant factor explaining the 
difference in quality of eggs sold in retail stores in Delaware was the 
type of supplier. Eggs secured directly from farmers averaged highest 
in quality, followed by chain wholesale warehouse and poultry and egg 
distributors. 

Cron (1939) found that wholesalers handled about one-third of 
the eggs marketed by retail stores in Baltimore. 
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Prewitt ( 1949) found that grocery stores were the source of eggs 
purchased by 70 percent of the negro families studied in Columbus, 
Ohio, while Dobson, the same year, reported that only 25 percent of the 
consumers interviewed in the Upper Arlington residential section of 
Columbus purchased eggs from grocery stores. 

Cron ( 1939) showed that 35 percent of the retail stores in Balti
more held eggs under refrigeration during the summer and 25 percent 
during the winter. 

Curtis ( 1940) reported that more than half of the lots of eggs 
offered for sale in Syracuse stores had no refrigeration. 

A study made by the U.S.D.A. in 1948 showed that many retailers 
displayed eggs without refrigeration and had no refrigeration facilities 
for holding the excess supply. 

Rice ( 1947) reported that the grade used by Delaware stores to 
indicate quality could not be relied upon. Less than 30 percent of the 
eggs labelled Grade A could meet the specifications. 

Curtis ( 1940) reported that in Syracuse 70 percent of the eggs 
were offered for sale as Grade A at an average price of 39 cents; 15 per
cent as Grade B at an average price of 34 cents; and 14 percent as 
Grade C at an average price of 29 cents. 

Tupper and Harries ( 1950) reported that in Peoria, few retailers 
sold eggs on a size basis and still fewer sold eggs on a quality grade 
basis. 

Mortenson ( 1946) found that 80 percent of the consumers inter
viewed in Milwaukee preferred Grade A quality and large size eggs. 

Carter et al. ( 1946) reported that there had been little or no 
acceptance for graded eggs in Texas. 

Prewitt ( 1949) found that 80 percent of the negro consumers 
interviewed in Columbus, Ohio reported purchasing Grade A eggs. 

Dobson (1949) reported that 53 percent of the housewives inter
viewed in Upper Arlington, Ohio bought eggs that were ungraded for 
quality because the majority of the purchases were made from sources 
other than grocery stores. 

Baker et al. ( 1950) reported that approximately the same percent
age of Des Moines, Iowa consumers interviewed thought AA and C 
grades were the best quality of eggs, while a relatively small percentage 
thought A or B were the best eggs based on selection by the consumer 
from a pictorial exhibit showing eggs of the four quality grades. 
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Rice ( 194 7) reported that offering high quality eggs by Delaware 
stores involved little or no additional cost over offering low quality eggs. 
The study indicated, however, that the margin of profit was higher on 
high quality eggs than on low quality eggs. 

Curtis ( 1940) found 50 percent of the Syracuse stores offering 
only one class of eggs; 25 percent two classes of eggs and 12 percent 
three or four classes of eggs. 

Many studies have been made of the shell color preferences of con
sumers in different sections of the country with varied results, but, in 
practically all of the studies reported, less than 50 percent of the con
sumers indicated a preference for a specific color of shell. 

Curtis ( 1940) found that independent retailers in Syracuse sold 
an average of 70 dozen eggs per week while super markets sold slightly 
more than 300 dozen. The volume of large-size eggs sold was about 
two and one-half times larger than the volume of medium-size eggs. 
The average markup on eggs was 6.4 cents per dozen and varied little 
in the different types of stores. 

Rice ( 1949) found that in Delaware retail stores, there was little 
relationship between quality and price; quality and sales margins; or 
quality and shell color. 

Winter of the U.S.D.A. ( 1939) found that the farmer received 
75.7 cents of the consumer's dollar spent for eggs; the 24.3 cents of the 
consumer's dollar that went for marketing services was divided as 
follows: local buyer-2.8 cents; shipper-6.6 cents; wholesaler-jobber 
-6.5 cents; and retailer-8.4 cents. 

The estimated cost of retailing eggs in the U.S. during 1939 by 
independent stores was 13.9 percent of sales and by chain stores 12.1 
percent of sales. 

The retail margin on eggs generally was lower than the average 
retail margin for the store as a whole. However, eggs generally have a 
higher rate of turn-over than any other grocery commodity except milk 
and bread. 

Eggs require handling of relatively few items whereas in some lines 
several different brands must be carried. 

Wiseman and Cray ( 1939) in a study of the quality of eggs 
offered for sale by retail stores in Ohio found some relationship between 
price and percentage of cold storage eggs sold. 

Cron ( 19~9) found most Baltimore consumers preferred to pur
chase eggs in sacks because they had to pay a higher price for eggs in 
cartons. 
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Curtis ( 1940) found that in Syracuse 55 percent of the eggs were 
sold in cartons; 31 percent in paper bags and 14 percent in either bags 
or cartons. Cartoned eggs sold for an average of 2.5 cents more per 
dozen than uncartoned eggs. 

Rice ( 1949) found that some stores in Delaware, especially the 
chain stores bought eggs graded for size, sorted for color and packed in 
one dozen cartons. 

In this study no merchandising practices were found that encour
aged high egg sales relative to the total volume of store business. 

Little difference was found in the average price of eggs between 
self-service stores, cash stores and credit stores or between delivery and 
non-delivery of eggs. 

The early studies of consumer complaints about eggs reported the 
finding of many inedible eggs and the great difficulty experienced by 
consumers in buying good quality eggs. The more recent studies have 
indicated a tremendous improvement in the quality of eggs sold through 
retail stores and especially few complaints from consumers where 
retailers are selling eggs actually graded for quality. 

TECHNIQUE USED IN MAKING STUDY 

This study of the retailing of eggs in Cleveland was made during 
the months of January, February, and March of 1950. Approximately 
1500 individual retail food stores were visited and information was 
secured from approximately 1200 of these stores that sold eggs. 

Similar data was secured from chain organizations operating 379 
individual stores in Cleveland. 

The information on chain store operations was secured from the 
main office of each organization and was given on the basis of the aver
age of all the individual stores operated by each organization, rather 
than for each individual store. 

Not all of the information requested was available from all of the 
individual independent stores visited, hence the number of stores listed 
in the various tables in the report will vary considerably. 

In order to make certain that every section of Cleveland would be 
covered in the study, a "route list" of the retail stores was secured from 
the Cleveland Press. This "route list" prepared in 1946 divided the 
city into 40 routes. While many of the stores listed were out of business 
at the time of the study, there were, of course, a few new stores operat
ing that were not in existence when the "route list" was made. 
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The sampling of the stores in the study was properly randomized 
by selecting sections of each route at random before the study was 
started and an effort was made to visit at least one-third of the total 
number of stores listed on each route of the Cleveland Press "route list." 

In order to show the adequacy of the sample, the following table 
gives the number of independent voluntary chain and chain stores 
included in the 1946 Cleveland Press "route list" and also the number 
of each of the same type stores included in this study. 

Every one of the stores included in the study was visited by the 
writer or Mr. Mahlon S. Sweet, poultry extension specialist of the Ohio 
State University or by one of two students majoring in Poultry 
Husbandry at the university. The two students were given consider
able training by visiting stores with the writer or Mr. Sweet before 
being permitted to go on their own. 

The schedule was given a preliminary test and necessary revisions 
were made in it before the actual study was started. 

The owner or the manager of the store in practically all cases was 
interviewed in order to secure authentic data. Less than ten retailers 
refused to give the information requested. Most of the owners inter
viewed were very cooperative; and since the study was made at the 

TABLE A.-Comparison of the Distribution of the Sample of Stores in the 
Cleveland Market Study (1950) with the Stores Listed in the 

1946 "Route List" Issued by the Cleveland Press 

Number of Stores in Number of Stores in 
Type Cleveland Press Retail Cleveland Market 

of "Route List" (1946) Study (1950) 
Store 

In- Volun- In- Volun-
depend· tary depend· tary 

ent Chain Chain ent Chain Chain 

Grocery-Meat Produce 1,032 75 189 333 27 292 
Grocery 697 22 117 311 4 87 
Delicatessen 611 252 3 
Meat Markets 275 150 
Bakeries* 239 39 
Produce Markets 90 32 
Confectioneries* 396 25 
Egg and Poultry Stores 23 
Dairy Stores 11 

Total 3,340 97 306 1,176 34 379 

*Many bakeries and confectionary operators interviewed d1d not sell eggs. 
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season of the year when reports were being made out for Federal 
Income Tax, most of them knew very accurately the total volume of 
business done during the previous year and were well informed to 
answer the other questions in the schedule. 

Many of the retailers had questions about the production and 
marketing of quality eggs, which the interviewers were able to help 
with, thus enhancing the prestige and good will of the Experiment 
Station. 

ANALYSIS OF STUDY 

A vast amount of material was secured in the study but only the 
more important items pertaining to the retail merchandising of eggs are 
presented in this report. 

1. Types of Stores Studied: A total of 1,589 stores were 
included in this study, although data was not secured on all phases of 
the study from all of the stores. Complete food stores represented 41 
percent of the entire group studied, grocery stores 25.3 percent, deli
catessens 15.9 percent, meat markets 9.6 percent, and the other 8.2 
percent of the stores studied were divided between bakeries, produce 
markets, confectioneries, egg and poultry stores, and dairy stores. 

TABLE 1.-Distribution of Retail Stores in Cleveland Market Study, 
on Basis of Type of Store and Type of Management 

Type Type of Management Total of All Stores 
of 

Retail Voluntary Super 
Store Independent Chain Market Chain Number Percent 

Complete Food 317 27 16 292 652 41.0 
Grocery 311 4 87 402 25.3 
Delicatessen 252 252 15.9 
Meat Market 150 3 153 9.6 
Bakery 39 39 2.5 
Produce Market 32 32 2.0 
Confectionery 25 25 1.6 
Egg and Poultry 23 23 1.4 
Dairy 11 11 .7 

Totals 1,160 34 16 379 1,589 100.0 

Percentage of Totals 73.0% 2.1% 1.0% 23.9% 100.0% 
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Fig. 1.-Many things have changed since this farm couple set off for 
town with the case of eggs tucked in the buggy. Better methods of 
cooling, quicker transportation and modern retailing methods bring 
consumers a better product now. 
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A total of 1,160 or 73 percent of all the ~tares studied were oper
ated as independent stores. Twenty-four percent of the stores were 
operated by chain orgamzations, 2 percent as voluntary chains and 1 
percent of the stores in the study were super markets. 

2. Yearly Gross Sales: At each store studied, If the manager 
was available for an interview, he was asked to indicate mto which of 
four classifications of total yearly volume of business, the store fell 
during the previom year. 

The four classes of total yearly volume of bm,iness per store were 
(1) under $25,000; (2) $25,000 to $50,000; (3) $50,000 to $100,000; 
and ( 4) over $100,000. 

A total of 12.1 percent of the Complete Food Stores had total 
annual sales of over $100,000 during the previous year, 8.9 percent of 
the independent meat markets, 2.9 percent of the grocery stores and .9 
percent of the delicatessen stores were in this class. 

Fifteen percent of the egg and poultry stores also reported over 
$100,000 gross business during the previous year, but each of these 
stores also operated a wholesale business which accounted for a large 
part of the total sales. 

It is interesting to note that 90 percent of the confectionery stores 
included in the study did less than $25,000 worth of business during the 
year. Sixty-one and one-half percent of the delicatessen stores and 
59.1 percent of the bakeries also did less than $25,000 business during 
the year. Only 13 percent of the meat markets, 20 percent of the egg 
and poultry markets, 25 percent of the dairy stores and 25.5 percent of 
the complete food markets did less than $25,000 total yearly business. 

Information on the total dollar sales volume of the individual stores 
in the chain organizations was not available, but the total sales of each 
of the chain organizations was greater than an average of $100,000 per 
store. 

3. Importance of Eggs as a Part of Total Business: The indi
vidual interviewed at each store was asked to indicate into which of five 
classifications their egg sales fell as a part of total sales. The five classes 
were less than 1 percent of total sales, 1 to 1.9 percent, 2 to 2.9 percent, 
3 to 3.9 percent and over 4 percent of total sales. 

Less than half of the store managers interviewed had any idea of 
the relation of their egg sales to the total volume of business. 
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TABLE 2.-Distribution of Independent Retail Stores in Cleveland 
Market Study on Basis of Type of Store and Total 

Annual Volume of Dollar Sales 

'total Percent of Stores 
Types of Stores number 

of Under $25,000- $50,000- Over 
stores $25,000 $50,000 $100,000 $100,000 

% % % % 
Complete Food 290 25.5 36.2 26.2 12.1 

Grocery ... 277 46.2 35.4 15.5 2.9 
Delicatessen 221 61.5 31.7 5.9 .9 
Meat Market 115 13.0 44.3 33.9 8.9 
Bakery .......... 22 59.1 36.4 .5 
Produce Market ... 24 45.8 37.5 16.7 
Confectionery . ' .......... 20 90.0 5.0 5.0 
Egg & Poultry ... 20 20.0 50.0 15.0 15.0 
Dairy 8 25.0 50.0 25.0 

Total ... 997 40.2 35.7 18.2 5.9 

In the group of independently operated stores, the egg and poultry 
markets, dairy stores, and complete food stores in the order named, had 
the highest percent of stores in which egg sales amounted to over 4 per
cent of total sales. In 90 percent of the confectionery stores studied, 
egg sales amounted to less than 1 percent of the total sales. 

Information on the importance of egg sales as a part of total busi
ness in the individual stores of the chain organizations was not available. 
However, the figures were secured for the average of all the stores 
operated by each chain organization. Egg sales in 57.2 percent of the 
chain stores averaged 2 to 2.9 percent of the total sales. In the other 
42.8 percent of the chain stores, egg sales averaged 3 to 3.9 percent of 
the total sales. 

4. Services Offered by Retail Stores Selling Eggs: Data was 
secured on services offered by a total of 1,542 stores. Of this number, 
85 percent operated on a cash basis and only 15 percent extended credit 
to customers. 

Counter service was provided by 56.6 percent of the stores operat
ing on a cash basis and 54.3 percent of the stores operating on a credit 
basis. 
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TABLE 3.-Distribution of Retail Stores in Cleveland Market Study on 
Basis of the Percent of Total Dollar Sales Contributed by Eggs 

Total Percent of Stores 
Types of Stores number 

of Less 1% - 2% - 3% - 4% 
stores 1% 1.9% 2 .9 % 3 .9% over 

Complete Food 157 10.2 8.9 27.4 19.7 33.8 

Grocery 117 18.8 23. 1 28.2 12.8 17.1 

Delicatessen 104 25.0 20.2 26.9 12.5 15.4 

Meat Market 87 15.0 28.7 25.3 6.9 24.1 

Bakery 19 36.8 21.1 15.8 5.3 21.0 

Produce Market 11 9.1 9.1 18.2 36.3 27.3 

Confectionery 10 90.0 10.0 
Egg & Poultry 16 100.0 

Dairy 4 25.0 75.0 

Total Independent Stores 17.9 17.7 25 . 1 13.3 25.9 

Total Chain Stores . 57.2 42 .8 

Fig. 2 .-This old general store is a thing of the past in most places 
but it gave a generous and prominent display to the stack of egg cases in 
the center of the photograph. Today's refrigerated display cases are a 
vast improvement. 
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A larger percentage of the stores operating on a credit basis used 
semi-self service than was true of the stores operating on a cash basis. 

A total of 17.4 percent of all the stores operated on a cash basis 
and used complete "self service". Only 1.1 percent of all the stores 
operated on a credit basis and used "self service". 

Complete food stores accounted for almost all of the stores oper
ating on "self service" basis both credit and cash. 

5. Source of Egg Supply: Chain organizations operating a total 
of 75 percent of the chain stores relied upon a single source for their egg 
supply. The other 24.8 percent of the chain stores used more than 4 
different sources of egg supply. 

In the independently operated group of stores, 87.6 percent pur-
chased their eggs from one source of supply, 10.2 percent from ~ sources 
and the remaining 2 percent from 3 or 4 sources. 

TABLE 4.-Distribution of Independent Retail Stores 
on Basis of Type of Service Offered 

Type of Service 
Type Type 

of of Cash Credit 
Management retail 

store Counter Semi-self Self Counter Semi-self Self 
service service service service service service 

Independent Complete Food 93 123 46 35 38 16 
and Grocery 134 90 3 48 32 1 

Voluntary Del1catessen 163 49 12 13 
Cha1n Meat Market 101 21 1 19 3 
and Bakery 26 7 2 

Super Produce Market 21 5 3 3 
Market Confectionery 20 2 2 

Egg & Poultry 15 5 
Da~ry 8 3 

Independent 
and 

Voluntary Total 581 300 50 126 89 17 
Chain 
and Percent 50.0 25.8 4.3 10.8 7.6 1.5 

Super 
Markets 

Chain Total 160 219 

Stores Percent 42 2 57.8 

All Total 741 300 269 126 89 17 

Stores Percent 48.1 19.5 17.4 8.2 5.8 1.1 
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TABLE 5.-Distribution of Retail Stores in Cleveland Market Study 
on Basis of Number of Sources of Egg Supply 

Retail Stores 
Number 

of Independent, Voluntary 
Sources Chain and Super Market Chain Stores 

of 
Egg Number Percent Number Percent 

Supply of of of of 
Stores Stores Stores Stores 

One 1036 87.6 285 75.2 
Two 120 10.2 
Three 25 2.1 
Four .1 
More than four 94 24.8 

Totals 1182 100.0 379 100.0 

6. Source of Egg Supply for Retail Stores: All of the chain 
stores purchased eggs from wholesalers and the same type of dealers 
supplied eggs to 69.6 percent of the independent retailers included in 
the study. 

TABLE 6.-Distribution of Retail Stores Using a Single Source of 
Supply of Eggs on Basis of Type of Supplier 

Source of Egg Supply 

Farmer 
Trucker (Jobber) 
Wholesaler 
Farmer and Trucker 
Farmer and Wholesaler 
Trucker and Wholesaler 
Farmer, Trucker and Wholesaler 
Wholesaler and Retailer 
Processor 
Co·Op 

Total 

Type of Management 

Independent, 
Voluntary Chain 

and Super Market Chain Stores 

Number Percent Number Percent 

92 9.6 
126 13.2 
666 69.9 379 100.0 

26 2.7 
14 1.5 
25 2.6 

.1 
3 .3 
2 .2 
2 .2 

957 100.0 379 100.0 
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Truckers were the source of egg supply for 13.2 percent of the 
independent retailers and farmers supplied eggs to 9.6 percent of the 
retail stores. 

7. Number of Times Eggs Were Supplied to Stores Each Week: 
In the group of individually operated stores, 52.9 percent of the stores 
were supplied with eggs once a week, 39.7 percent twice a week, and 
the remaining 7.4 percent were supplied more often. 

In the chain group, 69.1 percent of the stores were supplied with 
eggs twice a week and the other 30.9 percent of the group secured eggs 
4 times a week. 

8. Brands of Eggs Sold: In the group of stores individually 
operated, a total of 73.6 percent did not sell branded eggs and only 1.0 
percent of the stores sold eggs under their own private brand name. 

In the group of stores operated by chain organizations, all of the 
stores sold branded eggs, 72.6 percent sold under their own private 
brand name, while 27.4 percent of the stores handled other brands. 

9. Processing of Eggs by the Retail Stores: The entire group of 
chain organizations operating 379 individual stores bought all their 
eggs completely graded, packaged and ready for retail sale. 

TABLE 7.-Distribution of Retail Stores in Cleveland Market Study 
on Basis of Number of Times Eggs Supplied to Store Each Week 

Type of Management 
Number 

Times Independent and 
Eggs Voluntary Chain Chain All Re~ail Stores 

Supplied and Super Market 
to 

Store Number Pertent Number Pertent Number Pertent 
Each of of of of of (Total) 

Week Stores Stores Stores Stores Stores 
(Total) 

1 541 52.9 541 38.62 
2 406 39.7 262 69.1 668 47.68 
3 58 5.7 58 4.14 
4 9 .9 117 30.9 126 9.00 
5 1 .1 1 .07 
6 7 .7 7 .49 

Total 1022 100.4 379 100.0 140.1 100 0 
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TABLE B.-Distribution of Retail Stores on Basis of Brands of Eggs Sold 

Number of Stores Percent of Stores 
Class of Retailer 

No Own Private Other No Own Private Other 
Brands Brands Brands Brands Brands Brands 

% % % 
Independent, 
Voluntary Cham 
and Super Market 857 12 296 73 6 1 0 25.4 

Cham 275 104 72 6 27.4 

Total 857 287 400 55 5 18 6 35.9 

In the group of independently operated stores, 73.6 percent of the 
stores bought their eggs completely prepared for retail sale. Twenty
five and eight-tenths percent of the independently operated stores 
bought bulk eggs and packaged them in one dozen cartons in the :,tore. 
Only .5 percent of the independent retailers candled the eggs which 
they sold and only .1 percent sorted eggs for size. 

10. Facilities for Holding Eggs in the Stores: All of the store:, 
operated by the chain organizations held eggs under refrigeration in the 
store:, during the summer months. During the winter months seventy
five percent of the stores held eggs under refrigeration and the other 25 
percent held part of their eggs under refrigeration and part where they 
were offered for sale in the store. 

TABLE 9.-Distribution of Retail Stores in Cleveland Market Study 
on Basis of Processing of Eggs in the Retail Store 

Processing Done to Eggs 
in Retail Stores 

No processmg 
Pack m one dozen cartons 
Candle and pack m one dozen cartons 
Sort for s1ze and pack in one dozen cartons 

Total 

17 

Retail Stores 

Independent, 
Voluntary 
Chain and 

Super Market 

Number Percent 
of of 

Stores Stores 

894 73 6 
313 25 8 

6 5 
.1 

1214 100.0 

Chain Store 

Number Percent 
of of 

Stores Stores 

379 100.0 

379 100.0 



In the group of independently operated stores, 59 percent of the 
stores held eggs under refrigeration during the winter and 87 percent 
during the summer. Most of the retailers that did not hold the eggs 
under refrigeration simply kept them where they were offered for sale 
in the store. 

11. Place Eggs Were Displayed in the Stores: In all the chain 
stores studied, eggs were kept on display in refrigerator cases, but in 
order to stimulate sales, a small number of eggs were also frequently 
displayed elsewhere in the store by 24.8 percent of the stores. 

Many of the independently operated stores follow the same prac
tice as the chains of displaying eggs in the refrigerator and other places 
easily accessible to customers. At the time the study was made, a total 
of 54.2 percent of the independently operated stores had eggs under 
refrigeration. 

Eggs were displayed in closed visible refrigerators by 84 percent of 
the independent retailers using refrigeration, and in open refrigerators 
by less than 12 percent of this group. 

Displays of eggs on the floor, on top of the meat counter, on a shelf, 
and on the counter, were the most common places used for egg displays 
by the independently operated stores not using refrigeration. 

TABLE 1 0.-Distribution of Retail Stores on Basis of Facilities Used 
for Holding Eggs in the Store During Summer and Winter 

Facilities for holding eggs 
in the store 

Refngerator & Basement 

Refngerator 

Basement 

Backroom 

Store 

Showcase 

Refngerator & Store 

Counter 

Refngerator & Backroom 

Refngerator & Basement 

Totals 

Independent, 
Voluntary Chain 

and Super Market 

Winter Summer 
percent percent 

of of 
stores stores 

% % 
100.0 100.0 
58 8 86.8 

.7 .7 
2.6 1.7 

36.2 9.1 

1.2 1.0 
.1 .1 
.4 .4 

.1 

100.0 100.0 
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Chain Stores 

Winter 
percent 

of 

Summer 
percent 

of 
stores stores 

% % 
100.0 
75.2 

24.8 

100.0 

100.0 
100.0 

100.0 



12. Retail Grades of Eggs Sold: In the group of independently 
operated stores, a total of 78 percent sold Grade A large white eggs, 
28.5 percent sold Grade A medium white eggs, and 15 percent of the 
stores sold Grade A large brown. Of the other 6 grades of eggs offered 
for sale by the independent retailers, the grade sold by the largest 
number of stores was Grade A small eggs, which were sold by 6.4 per
cent of the stores. 

An analysis of the grades of eggs sold by different types of stores 
shows that over 80 percent of the individual groups of complete food, 
egg and poultry, dairy, delicatessen and confectionery stores sold Grade 
A large white eggs. Seventy-six percent of the grocery stores sold 
Grade A large white eggs and a substantially smaller percent of the 
meat markets, produce markets and bakeries sold this most popular 
grade of eggs. 

TABLE 11.-Distribution of Retail Stores in Cleveland Market Study 
on Basis of Place Eggs were Displayed in the Store 

Place 
Eggs 

Were 
Displayed 

In 
Store 

On counter 

On shelf 

Top of meat 
counter 

On floor 

Other places 

Open visible 
refngerator 

Closed vis1ble 
refrigerator 

Closed refrig· 
erator not 
visible 

Total 

Eggs Under Refrigeration 

Independent, 
Voluntary 

Chain, 
Super 

Markets 

Chain Stores 

Number Percent Number Percent 

70 11.6 379 100.0 

504 83.9 

27 4.5 

601 100.0 379 100.0 

Eggs Not Under Refrige"ation 

Independent, 
Voluntary 

Chain, 
Super 

Markets 

Chain Stores 

Number Percent Number Percent 

101 

119 

125 

140 

22 

19.9 

23.5 

24.7 

27.6 

4.3 

507 100.0 

94* 100.0 

94* 100.0 

*Shelf display in addition to display in refngerator during winter only. 
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The second most popular grade of eggs sold was Grade A medium 
white, which were sold by 40 percent or more of the egg and poultry 
stores, produce markets, and complete food stores. Less than 20 per
cent of the dairies, bakeries, delicatessen stores, meat markets and con
fectionery stores sold this grade of eggs. 

White eggs of at least one of four different grades were sold by 
1,382 independent stores while brown eggs of one of two grades were 
sold by only 258 different independent stores. 

In the group of chain stores studied, 100 percent of the stores sold 
Grade A large white and Grade A large brown eggs, 58 percent sold 
Grade A medium white, 55 percent sold Grade B large, 42 percent sold 
Grade AA large white and 26 percent of the stores sold Grade A 
medium brown eggs. None of the chain stores sold Grade A extra 
large, Grade A small or assorted grade eggs of either color. 

Grade B large eggs were sold by 55.7 percent of the chain stores 
and by only .2 percent of the independent stores. 

Fig. 3.-These wire baskets offer a practical way to cool eggs before 
they are put in cases to be sent to market. The partially open platform 
also facilitates cooling. 
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Grade A large brown eggs were sold by 100 percent of the chain 
stores and by only 15 percent of the independent stores, while only 26 
percent of the chain stores, and only 16 percent of the independent 
stores sold Grade A medium brown eggs. 

13. Labelling of Eggs For Size, Color and Quality: The State 
Egg Law in Ohio requires that all retail egg containers must be labelled 
to show the quality and size of the eggs in the package. 

Only 36 percent of the independent stores in the study sold eggs in 
cartons on which the size of the eggs was marked, only 9.8 percent of 
the independent stores sold eggs in cartons that were marked to show 
the color of eggs and only 37 percent of the independent stores sold eggs 
in cartons that were marked to indicate the quality of the eggs con
tained. 

TABLE 12.-Distribution of Retail Stores on Basis 
of the Grades of Eggs Sold 

Type of Retoil 
Store 

Complete Food 
Grocery 

Delicatessen 
Meat Market 
Bakery 
Produce Market 

Confectionery 
Egg llt Poultry 
Darry 

Total Independent 
Stores 

Total Chain Stores 

Percent of Independent, Voluntory Chain and Super Morket 
Stores Selling Eoch Grode of Eggs 

Grode 
AA 

White 

Grode 
A 

Grade 
A 

Brown 

Grode Grode 
B C 

Lorge Lorge Medium Large Medium Lorge As-
or 

Totol G~ode 
number A 

of extro 
stores Jorge 

% % % 
860 7.2 84.7 39.4 
315 9.8 76.2 31.1 
252 6.0 80.6 17.5 
153 7.2 68.0 17.6 

39 10.3 56.4 12.8 
32 15.6 65.6 40.6 
25 4.0 80.0 20.0 
23 4.3 82.6 43.4 

11 81.8 9.1 

1,210 7.8 77.9 28.5 

379 41.7 100.0 58.3 

21 

% % 
20.0 10.8 
16.5 6.3 
4.8 1.1 

15.0 3.3 
5.1 2.6 

15.6 3.1 
12.0 
47.8 36.4 

9.1 

15.0 6.4 

100.0 26.4 

% 
.6 

2.6 

.2 

55.7 

sort• 
ed 
or 

small 

% 
4.4 
4.8 
1.6 
2.0 
7.7 

8.7 
9.9 
9.1 

3.8 



Twenty-two percent of the independent stores displayed signs indi
cating the size of eggs sold, .8 percent the color of eggs sold, and 11.5 
percent of the independent stores in the survey indicated on signs the 
quality of the eggs sold. 

In many of the stores it was possible for the consumer to see the 
eggs and thus judge the size and the color, but there was no way in 
which the consumer could get any indication of the quality of the eggs 
sold when the quality was not indicated on the package or sign. 

A sizable group of stores kept the eggs under the counter or in a 
closed refrigerator making it impossible for the consumer to see the eggs. 

In 57 percent of the independent stores included in the study, there 
was no indrcation to the consumer of the size of the eggs sold, in 17 per
cent of the stores, no indication of the color of the eggs sold and in 51 
percent of the stores there was no indication of the quality of the eggs 
sold. 

14. Type of Packages in Which Eggs Were Sold to Consumers: 
All of the eggs sold by the chain stores in the study were packaged in 
2 X 6 cartons. Seventy-two percent of the chain stores used devisable, 

TABLE 13.-Distribution of Independent, Voluntary Chain and Super 
Market Stores in Cleveland Market Study, on Basis of the Labelling of 

Cartons to Show the Size, Color and Quality of Eggs Contained 

Method of 
Indicating 

Type of 
Eggs Sold 

lnd1cated on carter, 
only 

Indicated on carton 
and s1gn 

lnd1cated on s1gn 
only 

V1s1ble to customer 

Not VISible, no s1gn or 
md1catlon on con· 
tamer 

Total 1 nd1cated on 
carton 

Total no md•cat1on on 
s1gn or conta1ner 

Total 

Stores Distributed on Basis of Labeling of Egg Cartons 

Number of Stores 

S1ze of Color of Quality of 
Eggs Eggs Eggs 

382 

43 

78 

429 

252 

425 

681 

1184 

104 

12 

33 

830 

205 

116 

1035 

1184 

22 

372 

57 

134 

621 

429 

621 

1184 

Percent of Stores 

Size of Color of Quality of 
Eggs Eggs Eggs 

32 3 

37 

66 

36.2 

21.2 

36 0 

8 8 

1 0 

2.7 

70 1 

17.4 

9 8 

57 4 87 5 

100 0 100 0 

31 4 

48 

11.3 

52 5 

36 2 

52 5 

100 0 



sealed cartons which were also stamped with the Government Grade of 
the eggs they contained. Twenty-five percent of the stores used the 
divisible sealed cartons which were dated to show approximately when 
the eggs were packed. 

Methods of Packaging Eggs 

chain store I 000000 I 
_000000_ 

Independent 
Stores 

100% 2 x 6 Containers --. ........... _ 
11 a s....;.. r ), '\ 

0000 
0000 
0000 

Paper Bags 
34.6% 

3 x 4 Cartons 
25.4% 

000000 
000000 

2x 6 Cartons 
21.5% 

Fig. 4.-Chain stores surveyed in this project used the 2 X 6 egg 
container for packaging eggs. Although the independent stores used 
the 2 X 6 and 3 X 4 containers, the most popular, percentagewise was 
paper bags for delivery of eggs to consumers. 
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In the independently operated stores the most popular method of 
packaging eggs was in paper bags which were used by 34.6 percent of 
the stores, 25.4 percent of the stores used 3 X 4 cartons, and 21.5 per
cent used 2 X 6 divisible cartons. Only .6 percent of independently 
operated stores had the Government Grade of the eggs stamped on the 
carton and only 1.5 percent of the stores sold eggs in cartons that were 
sealed and dated. 

15. Type of Advertising Used to Promote the Sale of Eggs: 
Only 15.4 percent of independently operated stores used any kind of 
advertising to promote the sale of eggs. In this relatively small group, 
window advertising was the most popular type of advertising being used 
by 6.8 percent of the independent stores; window and store advertising 
was the next most popular type of advertising, being used by 2.6 percent 
of the stores. 

About half of the small group of super markets used advertising to 
promote egg sales with 18.8 percent of the group using newspapers, and 
12.5 percent using window advertising and 6.2 percent using a com
bination of both. 

TABLE 14.-Distribution of Retail Stores on Basis of Type 
of Package in Which Eggs Were Sold to Consumers 

Type of Container 

3X4 

2X6 

2X6, Divisible 

2X6, Sealed 

2 X 6, Divisible, sealed 

2 X 6, Divisible, government graded 

2 X 6, Divisible, sealed, dated 

2 X 6, Divisible, sealed, dated government graded 

2 X 6, Divisible and paper bags 

Paper bags 

Total 

Total 2X6 cartons 

24 

Independent, 
Voluntary Chain 

and Super Market 

Numbet Percent 

297 
99 

255 
3 

24 

7 

17 

63 

406 

1,171 

468 

25.4 

8.4 

21.8 

.3 

2.0 

.6 

1.5 

5.4 

34.6 

100.0 

40.0 

Chain Stores 

Number Percent 

10 2.6 

94 24.8 

275 72.6 

379 

379 

100.0 

100.0 



In the chain stores group all of the organizations used advertising 
to promote the sale of eggs. Window, store and newspaper advertising 
were used by 72 percent of the stores in this group and store and news
paper advertising by the other 27 percent of the stores. 

16. Distribution of Average Weekly Volume of Egg Sales by 
Types of Store: It was impossible to get a breakdown of the average 
weekly sales of eggs by individual stores in the chain store group, but 
the average weekly sales of eggs by all the stores in the chain organiza
tions exceeded 240 dozen eggs per week. 

In the group of independently operated stores, less than 4 percent 
of the stores sold an average of more than 240 dozen eggs per week, 13.5 
percent sold an average of from 91 to 240 dozen, 40 percent sold an 
average of 31 to 90 dozen, and the remaining 43 percent of the stores 
sold less than 30 dozen eggs per week. 

The average weekly sales of more than 240 dozen eggs per week by 
the individual stores segregated according to type of store shows that 
27.3 percent of the egg and poultry stores, 26.7 percent of the super 
markets, 22 percent of the dairy stores, 7.1 percent of the produce 
markets and 6.8 percent of the complete food stores fell into this classi
fication. 

TABLE 15.-Distribution of Retail Stores on Basis of Type 
of Advertising Carried on to Promote Sale of Eggs 

Class and Number of Stores 

Independent and 
Voluntary Chain Super Markets Chain Stores 

Type of Advertising 
Number Percent Number Percent Number Percent 

Window 80 6.8 2 12.5 

Store 15 1.3 

Newspapers 18 1.5 3 18.8 

Window and store 31 2.6 6.2 

Window and newspapers 7 .7 
' . 

Window, store and newspapers 18 1.5 6.2 27~ 72.6 

Handbill 12 1.0 

Store and newspapers 104 27.4 

No advertising of any type 997 84.6 9 56.3 

Total 1,178 100.0 16 100.0 379 100.0 
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The predominating type of stores with relatively small volume of 
egg sales were the confectionery stores in which 91.7 percent of the 
group sold less than an average of 30 dozen eggs per week, 78.8 percent 
of the bakeries, 73.6 percent of the delicatessen stores, and 44.5 percent 
of the dairy stores fell into this same classification. Thirteen percent of 
the egg and poultry stores, 20.9 percent of the complete food stores, and 
41.6 percent of the grocery stores sold an average of less than 30 dozen 
eggs. 

In the independently operated stores only 12.5 percent of the 
grocery stores and 15.3 percent of the meat markets sold an average of 
over 90 dozen eggs per week. 

17. Relation of General Appearance of Store to Average Weekly 
Volume of Egg Sales: Each independently operated store involved in 
the study was appraised by the enumerator on the basis of its general 
appearance as either good, fair or poor. Twenty-six percent of the 
stores were classified as good, 65 percent fair, and 8. 7 percent poor. 

TABLE 16.-Distribution of Retail Stores on Basis of Average 
Weekly Volume of Egg Sales (Dozens) 

Type of Detail Stores 

Complete Foods 

Grocery 

Delicatessen 

Meat Market 

Bakery 

Produce Market 

Confectionery 

Egg & Poultry 

Super Market 

Dairy 

Total Independent Stores 

Average of all Chain Stores 

Total 
numbe~ 

of 
retail 
stores 

325 

305 

246 

130 

33 

28 

24 

22 

15 

9 

1,137 

379 

26 

Percent of Each Type of Retoil Store 
Distributed on Bosis of Average 

Weekly Volume of Egg Sales 
(Dozens) 

0-30 31-90 91-240 Over 240 

% % % % 

20 9 47.7 24.6 6.8 

41.6 45.9 11.5 1.0 

73.6 24.8 1.6 

38.5 46.2 11.5 3.8 

78.8 18.2 3.0 

17.9 60.7 14.3 7.1 

91.7 8.3 

13.6 22.7 36.4 27.3 

33.3 40.0 26.7 

44.5 33.3 22.2 

42.7 39.9 13.5 3.9 

100.0 



TABLE 17 .-Relation of the General Appearances of the Stores 
to the Average Weekly Volume of Egg Sales 

Average Weekly Volume of Egg Sales 
Total Percent 

Appraisal of Store number of Percent of Stores 
of total 

stores stores 0-30 31-90 91-240 Over 240 

"!o "!o % % "!o 

Good 266 25 9 24.1 42.5 25 9 7.5 

Fa1r 672 65.4 45.5 41.8 98 2.7 

Poor 90 8.7 72.2 22.2 4.4 1.1 

Total 1,028 100.0 42.3 40.3 13 5 3.9 

In the group of stores that were classified as good, 7.5 percent sold 
an average of over 240 dozen eggs per week, 25.9 percent sold an aver
age of between 90 and 240 dozen eggs per week, the remaining 66.6 
percent of the stores sold an average of less than 91 dozen eggs per week. 

In the group of stores that were classified as fair, only 12.5 percent 
of the stores sold an average of over 90 dozen eggs per week, and only 
5.5 percent of the stores classified as poor sold an average of over 90 
dozen eggs per week, while 72.2 percent of the stores in this class sold 
an average of less than 31 dozen eggs per week. 

Appearance 
of Store GOOD 

Percent of stores selling over 
90 dozen eggs per week 

FAIR 

05.5% 
POOR 

Fig. 5.-Volume of eggs sales showed a relationship to the appear
ance of the stores. As shown above, 33.4 percent of the stores classified 
as having a good appearance sold over 90 dozen eggs per week while 
only 12.5 percent of those in the fair category and 5.5 in the poor sold 
that many. 

27 



18. Relation of Type of Container in Which Eggs Were Pur
chased to Average Weekly Volume of Egg Sales: In the group of 
independently operated stores, 26 percent of the stores purchased eggs 
in cartons, 58.8 percent purchased eggs in 30 dozen cases and 15.2 per
cent of the stores purchased eggs in both cartons and other containers. 

In the group of stores that purchased eggs in both cartons and 
other containers, a total of 31.2 percent of the stores sold an average of 
over 90 dozen eggs per week, only 21.5 percent of the stores that pur
chased eggs in cartons and 12.2 percent of the stores that purchased 
eggs in cases sold an average of over 90 dozen eggs per week. 

19. Relation of Type of Service Offered by Stores to Average 
Weekly Volume of Eggs Sold: In the group of independently operated 
stores there was little apparent relationship between the average weekly 
volume of eggs sold and whether or not the store operated on a cash or 
credit basis. Comparing the average weekly volume of eggs sold by 
the credit stores with the average weekly volume of eggs sold by all cash 
stores in these groups, it is interesting to note that 44.6 percent of the 
cash stores sold less than an average of 30 dozen eggs a week and 32.7 
percent of the credit stores fell in this group. On the other hand, 4.6 
percent of the cash stores sold an average of more than 240 dozen eggs 
a week and only 1.8 percent of the credit <;tores fell into thi<; higher 
cla<;sification. 

TABLE 18 .-Relation of the Type of Container in Which Eggs Were 
Purchased to the Average Weekly Volume of Egg Sales 

Type of Percent Independent, Voluntary Chain and Super Market Stores 
Container Total of Classified According to Average Weekly Sales of Eggs 

in Number Total 
Which of Number Number of Stores Percent of Stores 
Eggs Stores of 
Were Stores 0-30 31-90 91-240 Over 0-30 31-90 91-240 Over 

Purchased Doz. Doz. Doz. 240 Doz. Doz. Doz. 240 

Cartons 289 26 0 114 113 47 15 39 4 39 1 16 3 52 

Cases 654 58 8 320 254 65 15 48 9 38 9 99 2 3 

Cartons and 
other con-
tamers 170 15 2 38 79 38 15 22 3 46 5 22 4 8 8 

Total 1113 100 0 472 446 150 45 42 4 40 1 13 5 40 
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A higher percentage of the credit stores fell into the average weekly 
sales groups of 90 to 240 dozen a week than was true of the cash stores. 

When combined with other services, the cash and self-service group 
had by far the highest percentage of stores selling an average of over 90 
dozen per week, with 53.1 percent of the cash and self-service stores in 
this group. 

Fig. 6 .-This producer is speeding up the cooling of his eggs with 
this evaporation cooler. Water is poured over the canvas supported by 
the frame and the consequent evaporation helps cool the eggs. 
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The credit and self-service stores were the next highest group with 
29.4 percent of the stores in the classification having an average weekly 
sales of over 90 dozen eggs. 

On the other hand, 88.8 percent of the cash and counter service 
stores sold an average of less than 90 dozen eggs a week, 82.9 percent of 
the credit and semi self-service stores and 81.5 percent of the credit and 
counter stores were also in this group. Only 46.9 percent of the cash 
and self-service stores sold less than 90 dozen eggs per week. 

20. Relation of the Number of Eggs Displayed in the Store to the 
Average Weekly Volume of Egg Sales: In the group of independently 
operated stores in the study over 40 percent of the stores displayed less 
than 11 dozen eggs in the &tore. Twenty-nine and a half percent of the 
stores displayed 11 to 20 dozen eggs, and 15.6 percent displayed 21 to 
30 dozen eggs. Only 14.1 percent of the stores displayed more than 30 
dozen eggs. 

In the group of stores that displayed less than 11 dozen eggs only 
6 percent of the stores sold an average of over 90 dozen eggs per week. 

TABLE 19 .-Relation of the Type of Service Offered by the Stores 
to the Average Weekly Volume of Eggs Sold 

(Independent, Voluntary Chain and Super Market) 

Average Weekly Sale of Eggs 

Type of Service 

Counter 

Semi-self-service 

Self-service 

Counter 

Semi-self-service 

Self-service 

Total 

Total Cosh Stores 

Total Credit Stores 

Cash 
or 

credit 

Cosh 

Cosh 

Cosh 

Credit 

Credit 

Credit 

Total Percent 
number of 

of total 
stores stores 

% 

535 48.8 

290 26.4 

49 4.5 

119 10.8 

88 8.0 

16 1.5 

1,097 100.0 

874 79.7 

223 20.3 

30 

Percent of Stores 

Less 30- 90- Over 
30 90 240 240 

doz. doz. doz. doz. 

% % % % 
54.2 34.6 8.2 3.0 

33.1 44.8 17.6 4.5 

8.2 38.7 30.6 22.5 

42.0 39.5 16.0 2.5 

23.8 59.1 17.1 

17.7 52.9 23.5 5.9 

42.2 40.3 13.5 4.0 

44.6 38.2 12.6 4.6 

32.7 48.4 17.1 1.8 



Type of Sales 

Counter Sales 11.2% 1 

Percentage of Independent stores oper
ating on a cash basis sold an average 
of over 90 dozen eggs per week dis
tributed according to the type of 
service offered. 

Semi-Self 
Service 

Self Service 

22.1% I 

53.1% I 
Fig. 7.-People obviously prefer to wait upon themselves when they 

buy eggs. This was indicated by the percentage of store selling an 
average of over 90 dozen eggs per week, grouped according to services 
offered. 

In the group of stores that displayed over 60 dozen eggs, all the 
stores sold an average of over 30 dozen eggs per week, and over half of 
the stores in this group sold an average of more than 240 dozen eggs per 
week. 

21. Relationship of the Manner in Which Eggs Were Displayed 
to the Average Weekly Volume of Egg Sales: A higher percent of the 
stores displayed eggs in cartons fell into the class that sold an average 
weekly volume of over 240 dozen than the stores using any other type of 
egg display. 

TABLE 20.-Relation of the Number of Eggs Displayed in the 
Store to the Average Weekly Volume of Egg Sales 

(Independent, Voluntary Chain and Super Market) 

Average Weekly Sole of Eggs 
Number 

of Total Percent Percent of Stores 
dozens number of 

of eggs of all 0-30 31-90 91-240 
displayed stores stores Doz. Doz. Doz. 

% % % 
0-10 334 40.8 60.2 33.8 5.1 

11-20 242 29.5 43.4 45.0 10.7 
21-30 128 15.6 25.0 48.4 20.3 
31-60 87 10.7 4.6 50.6 37.9 
Over 60 28 3.4 17.8 28.6 

Total 819 100.0 41.8 40.6 13.4 

31 

Over 
240 

% 
.9 
.B 

6.3 
6.9 

53.6 

4.2 



Over 88 percent of the stores that did not display eggs and over 94 
percent of the stores displaying eggs in bulk sold les5 than an average of 
90 dozen eggs per week. 

Twenty-two percent of the stores displaying eggs in cartons and 
the same percent of the stores displaying eggs in cases sold an average 
of over 90 dozen eggs per week. The stores with two types of egg dis
plays had the highest percent of their number in the group of stores 
with average weekly sales of over 90 dozen eggs. 

22. Relation of the Location of the Egg Display in the Store to 
the Average Weekly Volume of Egg Sales: The location of the egg 
display in the ~tore was classified into 6 areas: the front, side, back, 
middle, two places, and no display. 

A little more than 30 percent of the stores in the study displayed 
eggs in the back of the store, and another 30 percent of the stores dis
played eggs at the side of the store. A little less than 25 percent of the 
stores had the eggs displayed in the middle of the store and slightly lefls 
than 10 percent of the stores did not display eggs. 

There was no apparent close relationship between the location of 
the egg display in the store and the average weekly volume of eggs sold. 

Relatively fewer of the stores that displayed eggs in the front and 
relatively fewer of the stores that did not display eggs were in the two 
classes of stores that sold an average of over 90 dozen eggs per week. 

TABLE 21.-Relation of the Type of Egg Display to the Average 
Weekly Volume of Egg Sales 

(Independent, Voluntary Chain and Super Market) 

Average Weekly Sale of Eggs 

Type 
of egg 
display 

Cartons 

Cases 

Bulk 

Two types 

Not drsployerl 

Total 

T1ttal 
number 

of 
stores 

496 

72 

299 

125 

150 

1,142 

Percent 
of 

all 
stores 

% 

43.4 

63 

26 2 

10 9 

13.2 

100.0 

32 

Percent of Stores 

0-30 31-90 91-240 Over 
Doz. Doz. Doz. 240 

% % % % 
31 0 46.4 16.1 65 

33 3 44.4 18 1 42 

63 5 30 8 50 .7 

24 8 48.0 22.4 4.8 

60 0 28 7 10.0 1.3 

42 8 40.0 13.2 4.0 



The stores with eggs displayed in two places had the highest per
cent of the number in the group selling an average of over 90 dozen eggs 
per week. 

23. Relation of the Place of the Egg Display to Average Weekly 
Volume of Egg Sales: The places in the stores where eggs were dis
played were divided into 5 areas: shelf, counter, floor, refrigerator 
and two places. In the group of independently operated stores almost 
55 percent of the stores displayed eggs in the refrigerator, 20 percent on 
a counter, 12.7 percent on the floor and 10.8 percent on a shelf. 

There was little relationship between the places where eggs were 
displayed in the stores and the average weekly volume of eggs sold, 
except that a substantially larger percent of the stores with two egg 
displays sold an average of more than 90 dozen eggs per week. 

Only 15 percent of the stores with eggs in the refrigerator sold an 
average of over 90 dozen eggs per week. 

Fig. B.-Consumers rarely see many of the behind-the-scenes opera
tions in getting eggs to the retail market. Here cases are being checked 
and labelled. 
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TABLE 22.-Relation of the Location of the Egg Display in the Store 
to the Average Weekly Volume of Egg Sales 

(Independent, Voluntary Chain and Super Market) 

Location Average Weekly Sale of Eggs 
of egg 
display Total Percent Percent of Stores 
in the number of 
store of all 0-30 31-90 91-240 Over 

stores stores Doz. Doz. Doz. 240 

% % % % % 
Front 42 3.7 57.1 33.3 7.2 2.4 
S1de 353 30.8 34.6 44 8 14.7 5.9 
Back 362 31.6 46.7 37.8 13.0 2.5 
Middle 267 23.3 42.7 39.3 14.6 3.4 
Two places 14 1.2 14.3 57.1 21.4 7.2 
None 107 9.4 54.2 33.7 8.4 3.7 

Total 1,145 100.0 42.7 40 0 13.4 3.9 

24. Relation of the Advertising of Eggs to the Average Weekly 
Volume of Eggs Sold: Only 16.2 percent of the independently operated 
stores advertised eggs, but a much larger percent of these stores sold an 
average of more than 90 dozen eggs per week than was true of the stores 
that did not advertise eggs. 

TABLE 23.-Relation of the Place Eggs Were Displayed in the Store 
to the Average Weekly Volume of Egg Sales 

Place 
eggs 
were 

displayed 
In store 

Shelf 
Counter 
Floor 
Two places 
Refngerator 

Total 

(Independent, Voluntary Chain 

Total Percent 
number of 

of all 
stores stores 

% 
114 10.8 
210 19.9 
134 12.7 

19 1.8 
576 54.8 

1,053 100.0 
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and Super Market) 

Average Weekly Sale of Eggs 

Percent of Stores 

0-30 31-90 91-240 Over 
Doz. Doz. Doz. 240 

% % % % 
28.9 42.1 22.8 6.2 
31.9 47 6 17.6 2.9 
32.1 47.0 17.2 3.7 
15.7 47.4 21.1 15.8 
47.7 37.3 10.1 4.9 

40.0 41.3 14.1 4.6 



Almost half of the stores that did not advertise eggs sold an average 
of 30 dozen eggs or less per week; 38 percent sold 31 to 90 dozen and 
only 12.5 sold an average of over 90 dozen eggs a week. 

None of the stores that advertised eggs in the store only, sold an 
average of more than 90 dozen eggs per week. 

In the group of stores that advertised in at least two different ways 
over 65 percent of the stores sold an average of over 90 dozen eggs per 
week. 

25. R elation of the Type of Store to the Average Price of Grade 
A Large White Eggs During January and February, 1950: The retail 
price of grade A large white eggs in the Cleveland market remained 
practically the same during the months of January and February of 
1950, so that it was possible to make a fairly accurate comparison of 
the price charged by the various stores even though the stores were not 
all visited on the same day. 

Fig. 9.-Conveyors such as these speed up and eliminate much of 
the warehouse labor where eggs are handled. Eggs will be trucked from 
buying points such as these to stores. 
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TABLE 24.-Relation of the Type of Advertising Used to Promote Sale 
of Eggs to the Average Weekly Volume of Egg Sales 
(Independent, Voluntary Chain and Super Market) 

Place Total Percent Percent of Stores 
eggs number of 

advertised of all 0-30 31-90 91-240 Over 
stores stores Doz. Doz. Doz. 240 

% % % % % 

Wmdow 76 6.8 21 4 42 1 28 9 79 

lm the store 15 1 3 26 7 73 3 

Newspaper 21 1 9 28 6 33 3 95 28 6 

Two places 69 6 2 29 31 9 39 1 26 1 

Total advert1smg 181 16 2 15 5 39 8 28 2 16 5 

D1d not advert1se 937 83 8 49 4 38 1 10 9 1 6 

Total 1,118 100 0 43 9 38 4 13 7 40 

In the group of independently operated stores, 2.1 percent of the 
stores charged less than 44¢ a dozen, 46 percent charged 44 to 51¢ per 
dozen, 47 percent charged 52 to 59¢ and 4.5 percent charged 60¢ per 
dozen or more. All of the stores in the chain store group charged 
between 44 and 51¢ a dozen for Grade A large white eggs during this 
period. 

In segregating the independently operated stores into the different 
types of stores and classifying them according to the prices charged for 
grade A large white eggs, the percentage of the different types of stores 
that charged less than 44¢ per dozen did not vary too widely. None of 
the super markets or dairy stores fell in this classification, produce 
markets had the highest percentage of stores in this class with 7. 7 per
cent of the group. All the chain stores, 84 percent of the egg and 
poultry stores, 62.5 percent of the super markets, 59 percent of the 
bakeries, 58 percent of the meat markets and about 49 percent of the 
other types of stores, sold grade A large white eggs for between 44 and 
51 ¢ per dozen. 

A large number of the stores including a total of 60 percent of the 
dairy stores, 54 percent of the complete food stores, 50 percent of the 
delicatessen stores and produce markets, and 4 7 percent of the grocery 
stores sold Grade A large white eggs at 52 to 59¢ a dozen. 
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Only 4.5 percent of all the stores sold grade A large white eggs for 
more than 60¢ a dozen, but this group included 22 .7 percent of all the 
confectionery stores, 10 percent of the dairy stores, 6.8 percent of the 
delicatessen stores and 6.3 percent of the super markets. None of the 
bakeries, produce markets, or egg and poultry markets included in the 
study sold Grade A large white eggs for over 60¢ per dozen during the 
period studied. 

26 . Relation of Average Price of Grade A Large Eggs to Average 
Weekly Volume of Egg Sales: In the independently opera ted stores, 
68.8 percent of all the stores charged between 48 and 55¢ per dozen for 
grade A large white eggs during the period studied, 13.8 percent 
charged less than 48¢ and 17.4 percent charged more than 55¢. 

As the average price charged per dozen for grade A large white 
eggs increased, there was a tendency for the percent of stores selling less 
than 30 dozen eggs per week to increase, and for the percent of the 
stores which sold an average of over 90 dozen eggs per week to decrease. 

Fig. 1 C.-Eggs here are being checked and graded at an egg 
grading station so that they may be presented to the consumer by the 
proper grade and size. 

37 



TABLE 25.-Distribution of the Various Types of Stores on the 
Basis of the Average Price of Grade A Large White Eggs 

During January and February, 1951. 

Type of Retail Store 

Complete Food 

Grocery 

Delicatessen 

Meat Market 

Bakery 

Produce Market 

Confectionery 

Egg & Poultry 

Super Markets 

Dairy 

Total Independent Stores 

Chain Stores 

(Cents Per Dozen) 

Total 
number 

of 
retail 
stores 

294 

255 

220 

118 

32 

26 

22 

19 

16 

10 

1,012 

379 

Percent of Stores on Basis of Average 
Price of Grade A Large White Eggs 

During January and February, 1951 
(Cents per Dozen) 

43¢ 60¢ 
and 44-51¢ 52-59¢ and 
less more 

% 0' % % ,, 

1.4 42.4 53.7 2.7 

1.6 46.7 47.1 4.7 

1.8 40.9 50.5 6.8 

3.4 58.5 34.7 3.4 

3.1 59 4 37.5 

7.7 42.3 50.0 

4.5 27.3 45.5 22.7 

5.3 84.2 10.5 

62.5 31.2 6.3 

30.0 60.0 10.0 

2.1 46.1 47.2 4.5 

100.0 

27. Relation of the Service Offered by a Store to the Retail Price 
Mark-up Charged on Eggs: The retail price mark-up on eggs was 
divided into three classifications: less than 7¢ per dozen, 7 to 9¢, and 
over 9¢ per dozen. 

The percent of stores operating on a cash basis and supplying 
counter service increased with each class increase in the retail price 
mark-up of eggs. There was little relation between the other types of 
services offered by the stores and the average weekly volume of egg 
sales. 

28. Relation of Type of Container in Which Store Bought Eggs 
to the Retail Mark-up per Dozen: There was little, if any, apparent 
relationship of the type of container in which the stores purchased eggs 
and the retail mark-up per dozen charged by the retailers. 
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TABLE 26.-Relation of the Average Price of Grade A Large White Eggs 
and the Average Weekly Volume of Egg Sales (Jan.-Feb., 1951) 

(Independent, Voluntary Chain and Super Market) 

Price Stores Distributed on Basis of Average 
Classifications Weekly Sales of Eggs (Dozens) 

Grade A 
Large Total Percent Percent of Stores 
Eggs number of 

(¢ per doz.) of all 0-30 31-90 91-240 Over 
stores stores Doz. Doz. Doz. 240 

% % % % % 

Under 48 134 13.8 35.1 38.8 19.4 6.7 

48-51 339 34.8 38.9 43.7 13.7 3.8 

52-55 331 34.0 42.3 39.0 14.2 4.5 

Over 55 170 17.4 49.4 35.9 12.9 1.8 

Total 974 100.0 41.4 40.0 14.5 4.1 

About one-fourth of the stores charged less than 7 cents per dozen 
mark-up, one-third charged 7 to 9 cents per dozen, and 40.9 of the 
stores charged over 9 cents per dozen retail mark-up. 

The percent of the stores falling into the various classes of retail 
mark-up varied little regardless of whether they purchased eggs in 
cartons, cases or both. 

TABLE 27.-Relation of the Type of Services Offered by the Stores 
and the Average Retail Mark-up on Grade A Large White Eggs 

Percent of Stores 
Total Percent 

Type of Service number of Less Over 
stores stores 7¢ 7-9 9¢ 

% % % % 
Cash-counter 496 48.5 22.6 33.5 43.9 

Cash-semi-self-service 275 26.9 25.9 35.6 38.5 

Cash-self-service 47 4.6 36.2 25.5 38.3 

Credit-counter 110 10.8 36.4 28.2 35.4 

Credit-semi-self-service 80 7.7 28.8 28.8 42.4 

Credit-self-service 16 1.5 12.5 50.0 37.5 

Total 1,024 100.0 25.9 33.0 41.1 
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29. Relation of Retail Price Mark-up of Eggs to the Average 
Weekly Volume of Eggs Sold: In the group of independently operated 
stores, 43.9 percent of the stores charged a retail price mark-up of over 
9 cents a dozen, 34.8 percent charged 7 to 9¢ a dozen and 21.3 percent 
charged less than 7¢ a dozen on Grade A Large White Eggs. 

In the group of stores that charged less than 7 cents a dozen retail 
mark-up, 70.3 percent of the stores sold an average of less than 90 
dozen eggs per week, and only 8.5 percent sold an average of over 240 
dozen eggs per week. 

In the group of stores charging a mark-up of 7 to 9 cents a dozen, 
82.9 percent of the stores sold an average of less than 90 dozen eggs per 
week. 

Fig. 11.-This is a method used in sorting and grading eggs. Both 
producer and consumer are affected by the prices paid for the various 
grades of eggs. 
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TABLE 28.-Relation of the Type of Containers in Which Store Bought 
Eggs and the Retail Mark-up per Dozen on Grade A Large White Eggs 

Types of 
Containers 

in 
Which 
Store 

Bought 
Eggs 

Cartons 
Cases 
Cartons and Cases 

Average 

Total 
Number 

of 
Stores 

264 
612 
160 

1036 

Percent 
of 

Total 
Stores 

25.4 
59 1 
15 5 

100 0 

Independent, Voluntary Chain and Super 
Market Stores Distributed on Basis of 
Average Retail Mark-up on Eggs (Dozen) 

Number of Stores Percent of Stores 

Over Over 
0-7 7-9 9 0-7 7-9 9 

Cents Cents Cents Cents Cents Cents 

79 87 98 
141 205 266 
45 55 60 

265 347 424 

29.9 33.0 37.1 
23.0 33.5 43.5 
28.1 34.4 37.5 

25.6 33.5 40.9 

In the group of stores that charged a mark-up of over 9 cents a 
dozen, approximately 90 percent of the stores ::;old less than an average 
of 90 dozen eggs per week. 

There seems to be a direct relationship between the retail mark-up 
charged on Grade A Large White Eggs and the average weekly volume 
of eggs sold as the average retail mark-up increased the percent of stores 
that sold less than 91 dozen eggs a week also increased; and the percent 
of stores that sold an average of over 90 dozen a week decreased. 

TABLE 29.-Relation of the Retail Mark-up per Dozen on Grade A 
Large White Eggs and the Average Weekly Volume of Egg Sales 

(Independent, Voluntary Chain and Super Market) 

Average 
retail 

mark-up 
per dozen 

eggs 

Less than 7 cents 
7-9 cents 
Over 9 cents 

Total 

Total 
number 

of 
stores 

226 
369 
466 

1,061 

Percent 
of 
all 

stores 

% 
21.3 
34.8 
43.9 

100.0 
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Distributed on Basis of Average 
Weekly Volume of Egg Sales 

Percent of Stores 

0-30 31-90 91-240 Over 
Doz. Do:z:. Do:z:. 240 

% % % % 
35.8 34.5 21.2 8.5 
38.2 44.7 14.1 3.0 
48.1 41.6 8.2 2.1 

42.0 41.2 13.0 3.8 



30. Retail Mark-up Charged by Different Types of Stores: In 
analyzing the average mark-up per dozen charged by different types of 
stores, the dairy, delicatessen and confectionery stores showed the 
largest percent of stores of any of the types in the classes charging more 
than 9 cents per dozen mark-up. 

Only 15 percent of the egg and poultry stores, 20.7 percent of the 
bakeries, 31.3 percent of the super markets and 33.3 percent of the 
produce markets were in the classes that charged more than 9 cents per 
dozen mark-up when eggs sold for less than 50 cents per dozen. 

On the other hand, 62.5 percent of the dairy stores, 58.1 percent of 
the delicatessen stores, and 52.2 percent of the confectionery stores also 
fell in the mark-up class of over 9 cents per dozen. 

In the independent, voluntary chain, and super market group of 
stores, 21.3 percent charged an average mark-up less than 7 cents per 
dozen, 34.8 percent of the stores charged 7 to 9 cents, and 43.9 percent 
of the stores charged over 9 cents per dozen average mark-up when eggs 
retailed for less than 50 cents per dozen. 

All of the chain stores charged an average of less than 6 cents per 
dozen mark-up. 

TABLE 30.-Distribution of the Different Types of Retail Stores on the 
Basis of the Average Retail Mark-up per Dozen When Eggs Are 

Selling for Less Than Fifty Cents per Dozen 

Tot,al Percent Percent of Stores 
number of 

Type of Retail Stores of all Less 
retail stores than Over 
stores 7¢ 7-9¢ 9¢ 

% % % % 
Complete Food 306 28.5 18.6 36.3 45.1 
Grocery 293 27.3 27.0 33.4 39.6 
Delicatessen 229 21.3 11.3 30.6 58.1 
Meat Markets 124 11.5 24.2 39.5 36.3 
Bakeries 29 2.7 31.0 48.3 20.7 
Produce Markets 27 2.5 29.6 37.1 33.3 
Confectionery 23 2.1 8.7 39.1 52.2 
Egg & Pou I try 20 1.9 45.0 40.0 15.0 
Super Markets 16 1.5 43.7 25.0 31.3 
Dairy 8 .7 25.0 12.5 62.5 

Total Independent Stores 
and Percent 1,075 100.0 21.3 34.8 43.9 
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31. Consumer Complaints and Quality of Eggs: In the group 
of independently operated stores, 5.7 percent of the stores reported an 
occasional complaint from consumers on the quality of eggs during the 
summer, 1.2 percent of the stores reported an occasional complaint on 
quality of eggs during the winter, 93.1 percent of this group of store 
operators reported no complaints on the quality of eggs sold during the 
past year. 

In the chain store group, the management of a few of the stores 
reported an infrequent complaint on the quality of eggs during July 
and August but no complaints at any other time of the year. 

SUGGESTIONS AND RECOMMENDATIONS 

1. The average complete food store carries over 2,000 items. 
This study shows that eggs represent over 2 percent of the total sales in 
more than 80 percent of the independently operated complete food 
markets and 100 percent of the chain stores. Few retailers recognize 
the importance of eggs in their total business. Producer marketing 
agencies and allied interests should use every (conceivable) means to 
impress retailers with the importance of selling good quality eggs in 
building the sales of this most important item in their stores. 

2. The trend in retail merchandising is toward self service. 
This emphasizes the need of attractive packaging and proper labelling 
of eggs because in this system of merchandising the consumer does not 
have the opportunity to get information about the product from clerks. 

3. Since the average retail store has little refrigerator space for 
the proper holding of eggs, it is important that the supply be replenished 
frequently. Only 7.4 percent of the independent stores and 31 percent 
of the chain stores had eggs supplied more than twice a week. 

Some outstanding merchandisers of fine eggs supply their stores 
every day in order to insure high quality. 

4. All the chain stores sold branded eggs. While less than one~ 
half of the independent stores followed this practice. Egg sales, like 
the sales of practically all other merchandise, indicate the importance 
of a brand name in building volume. Suppliers of retail stores should 
impress on retailers the importance of selling a branded product in 
order to increase the volume of sales. This is particularly true in light 
of the fact that almost 75 percent of the independent stores and all of 
the chain stores do no processing or packaging of their eggs. 
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5. Much progress has been made in the holding of eggs under 
refrigeration in the stores. Distributors of branded eggs should refuse 
to sell to a retailer that does not hold the eggs under refrigeration. 

6. All of the chain stores displayed eggs in an open, visible 
refrigerator. Only ] 1.6 percent of the independent stores used this 
type of equipment, which makes it easy for the customer to purchase the 
product. Closed visible refrigerators are far better than no refrigera
tion but still a handicap to sales. 

7. Large Grade A white eggs were sold by 78 percent of the 
independent stores and all of the chain stores. Grade A Medium white 
eggs were sold by 28.5 percent of the independent stores and 58.3 per
cent of the chain stores. Relatively few of the independent stores 
handle any other grades of eggs, but all of the chain stores sold Grade A 
Large Brown eggs and over half of them sold Grade B large eggs. 

Fig. 12.-Another view of the grading operation shows how cases 
travel along the line as the operator checks the contents. 
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Egg volume of the retail stores could very likely be increased by 
carrying a wider variety of grades, especially the Grade A Large brown 
eggs. 

8. Only 36 percent of the stores sold eggs in cartons which were 
labelled with the size or quality of the eggs. Some stores indicated on 
display signs the size and quality of eggs sold, but over 50 percent of the 
independent stores had no indication either in the store or on the carton, 
the quality or size of the eggs sold. All of the chain stores labelled their 
egg cartons to show size, color and quality of eggs contained. 

Egg suppliers should urge the retailers to properly label egg pack
ages at least with the size and quality in order to conform with the state 
law and also to stimulate consumer acceptance and volume of eggs sold. 

9. All of the chain stores sold eggs in cartons but 34.6 percent of 
the independent retailers still sold eggs in paper bags. Again egg sup
pliers should urge retailers to sell eggs in cartons because of the ease of 
handling and the reduction in breakage. 

Fig . 13.-This is the final step before the consumer gets his product. 
The eggs are being placed in the 2 X 6 paper containers carrying a 
brand name and the designation of the grade and size of eggs. 
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10. The volume of eggs sold in most cases was in direct relation 
to the appearance of the store. Egg suppliers should point out to 
retailers the importance of store appearance on sales. 

11. A larger percentage of stores operating on a self service basis, 
whether for cash or credit, sold an average of more than 90 dozen eggs 
per week than the stores operating on a counter or semi-self serve basis. 

Self-service apparently tends to build consumer patronage. 

12. Increasing the size of the egg display in retail stores is one of 
the most important ways of building volume of egg sales. Eighty-two 
and two-tenths percent ( 82.2% ) of the stores displaying over 60 dozen 
eggs sold an average of over 90 dozen eggs per week. While only 6 
percent of the stores displaying less than 10 dozen eggs sold an average 
of over 90 dozen eggs per week. 

13. Location of the egg displays in the store seemed to have little 
effect upon egg sales but sales were increased where two displays were 
used in the store. 

14. The stores advertising eggs on the windows or in the news
papers sold substantially more eggs but the real increase came when the 
stores used both methods of advertising. Over 65 percent of the latter 
group sold an average of over 90 dozen eggs per week. Advertising 
aids provided to retailers by egg suppliers are a real aid in building 
volume. 

15. All of the chain stores sold Grade A Large White eggs at 
between 44 and 51 cents per dozen during the period studied, while over 
53 percent of the independent stores charged more than the above 
range. Lower retail prices are undoubtedly a factor in building the 
volume of chain store egg sales. 
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