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SUMMARY

In the retail food industry a major problem is the determination
of a most economical store size. With strong competition and rising lab-
or and promotion expenses, unprofitable stores cannot be tolerated.
Therefore, the objective of this investlgatlion is to identify an optlmum
supermarket size i1f one exists.

Manufacturing plants, werehouses, insurance companies, cities, and
schools have been investigated for possible optimum sizes with varying re-
sults, but no studies on this specific subject have been encountered.

The literature survey and the observations of the writer while working for
four months in five supermarkets of varying size led to the decision that
a macroscopic problem approach would be appropriate.

Sales, expense, profit, and total floor area data were collected
for the full year of 1957 from the performance records of 40l stores oper-
ated by a large food chaln. The stores were grouped into 10 size classes
and the expenses were classified into fixed and variable to facilitate a
break-even analysis. For the median store in each size class, the sales,
expense, profit, and break-even figures were plotted and analyzed. It
was concluded that there exists an overall optimum supermarket size near
16,000 square feet of total store area.

It was recommended that the significant varisbles affecting super-
market size for a particular location be identified and further that
construction cost, customer comfort, efficiency of labor, and the display

of merchandise be considered separately in future studies on this subject.



CHAPTER I
INTRODUCTION

Is there an optimum supermarket size? If so, what is it?
This study wlll attempt to answer one or both of these questions.

What is a supermarket? Retall food stores range in size from
1,000 to over 100,000 square feet and may have annual sales in excess
of $3,500,000. For this etudy, however, a supermarket is defined as
8 self-service food store with no limit in floor area but with an
annual sales volume of at least $375,000. Stores of the sbove des-
cription comprised 10 per centl of the total focd stores in operation
during 1958 and accounted for 68 per cent of total U. S. food sales.
Thus 29,900 supermarkets produced 1958 sales totaling $32,900,000,000
which means average annual sales per supermarket of approximately
$1,100,000.

This statement of performance ylelds an incomplete picture, how-
ever. Competition in the retsil food industry is intense. New stores
in excess of 25,000 square feet have frequently failed 4o reach expect-
ed sales and profit objectives and the crowded conditiona in storea with
sales exceeding the designed capacities disturb the customers and gener-
ate inefficient work. It seems necessary, then, to determine the most

economical store size to insure a profitable operation.

Lﬁhis and other deta in this paragraph were tesken from a compre-
hensive survey of food retailing for the year 1958 which sppeared in the
Progressive Grocer, Aprll, 1959, pp. 53-73.




A detailed problem desexiption with a discussion of past and
expected trends in supermarket operations is presented in the second
chapter, In Chapter III, a brief review is mede of previous research
on enterprise size. The perscnal observations of the writer, after
working in five supermarkets of varying size, are discussed in the
fourth chepter. Chapter V is a presentation of the operating results
of 401 stores when analyzed with respect to varylng store size. Fine

ally, Chapter VI contains 8 number of conclusions and recommendations.



CHAPTER IT
THE SUPERMARKET: PAST, PRESENT, AND FUTURE

The purpose of this chapter is to provide background in the
problems of supermarket size.

Since the perliod covered in this review of supermarket develop-
ments approaches one hundred years, it seems appropriate that the
material be presented in outline form. Figure 1, which is a chronologi-
cal ordering of trende in the retail grocery industry for the years 1960
through 196X1, is a one page summary of the salient points discussed in
this chapter.

With Table 1 as a guide, one thesis to be established by this
chapter 1s that supermerket silze has steadlly increased with time as a
result of many forces.

Retail distribution of food in 1860 was sccomplished primarily
through the so-called specialty stores. Typical of these were the meat
market, the stralght grocery or staple goods store, and the produce
stand. It was not until almost 60 years later that the combination of
these specialized astores was effected on a large scale, This atep immed-
iately preceded the innovation of the supermarket and the simple
combination of these sales activities naturally produced a store larger

than each of the separate units.

e Pigure "196X" is used to refer to an indefinite time be-
tween 1960 and 1969.



1860

1920

1930

1940

1950

1958

196X

Food sold primarily through specialty stores—-meat markets, prod-
uce stands, straight grocery stores.
One A & P store.

Introduction of the combination store--with meats, produce, and
groceries sold in one store. Store size begins to grow.
4,621 A & P stores.

First supermarkets opened in Los Angeles.

Massive displays introduced.

Self-service in grocery departments of supermarkets.
Approximately 1,000 items handled.

15,737 A &?P stores.

Supermarkets grow in numbers and size.

Three to four small stores closed for each supermarket opened.
10,000 square feet near maximum store size.

Approximately 2,000 items handled.

7,230 A & P stores.

Trading stamps and premium merchandise first introduced.

Self-gervice spreading to meat and produce departments.

Postewar migration to suburbs brings construction of shopping
centers with larger stores resulting.

Approximately 4,000 items handled.

4,500 A & P stores.

Approxinmately 3,000 shopping centers.

10,000 square feet near minimum in store size.

Items handled reaches 5,600,

Strong development of the "Midget market" (small, drive-in food
store). .

Reassessment of rapid growth.

Strong movement toward non-food items.

4,200 A & P stores.

Technological changes may have been responsible for a small,
heavily automated food store with 100 per cent self-gervice.

Repid growth of discount houses may have resulted in mergers of
food, drug, clothing, and general retailers with stores of
100,000 square feet in which almost any commodity can be pur-
chased.

Flgure 1. A Chrenological Outline of Food Industry Developments with

Respect to Size, 1860-196X.



By 1930 the supermarket had been introduced in the Far West and
in 1933 there were some 260 Los Angeles supermarkets which accounted for
an estimated 35 per cent of that city's grocery business. The idea
spread quickly, for it was economically sound. With the unstable econ-
omy of the depression years, the emphasis was on low cost operation.
Consequently, self-service, the elimination of credit purchesing and
delivery services, and the speciallzation of labor, all features of the
new supermarkets, were welcomed by the food merchants.

In 1930 an estimated 1,000 items were handled in supermarkets and
by this time the Great Atlantic and Pacific Tea Company (A & P) had
15,737 stores.

According to Lebhar {1), three to four small stores were closed
for every supermarket opened in the early forties and 10,000 square feet
represented the approximate maximum in store size. In the ten years
from 1930 to 1940 two noticesble movements occurred. As shown in Figure
1, A & P had reduced its number of stores by 50 per cent and the estima-
ted number of items carried in supermarkets had doubled. This lncrease
in items offered for sale and the corresponding rapld development of
larger stores, ususlly of the supermarket type, caused thls drastic re-
duction in mmber of stores operated by any one concern.

Table 1 shows the effect of increasing store size on the growth
pattern of several leading food chains. For six national food chains,
number of stores and annual sales are tabulated for the yeara 1925, 1935,
and 1957. In each case the replacement of small, service~type units with
large, modern supermarkets resulted in a decreased number of stores and

a concomitant increase in total sales volume.



Table 1. Growth of Six ILeading Food Chains, 1925-1957

1925 1935 1957
Chains Tuber Annual Number Anmual Number Annual

of Sales of Sales of Sales

Stores in Stores in Stores in
Millions Millions Millions
American Stores, Inc. 1,792 108.9 2,806 115.9 903 799.9
A & P Tea Co. 1k,034 440.0 14,926  872.0 %,200 " 4,769.0
The Kroger Co. 2,559 116.2 4,250 229,9 1,k21 1,674.1
National Tea Co. T61 46,5 1,224 63.1 883 681.1
Safeway Stores 330 13.h 3,330 294.7 1,958 2,117.7
First National Stores - —a¥ 2,623 111.3 607 507.4

*Data aveilable from 1927 only.

Source:

Lebhar, G. M., Chain Stores in America: 1859-1959.




Since the last war, populaetion migration to the suburbs and the
continuoug introduction of non-food lines into supermarkets have combin-
ed with the continual increase in food items to necessitate larger stores.
By 1958, there were approximetely 3,000 shopping centers according to

Chain Store Age (2) with from 8,500 to 10,000 being expected by 1965.

Ten thousand square feet had become the virtual minimum in store size,
with items handled reaching 5,600. While total annuel sales continued

to rise A & P had dropped to 4,200 stores, almost one-fourth of their
number before the birth of the supermarket. The small store, 1,500 to
5,000 square feet, has again become important In food distribution in

the last few yeara. The financlal success of these drive-in and mldget
markets and the failure of many luxury supermarkets of the 30,000 square
foot area and beyond have resulted in considerable interest in store size,
An illustration of this interest appeared in a recent newspaper article
(3) in which Mr. Joseph Seitz, president of Colonial Stores stated, ". . .
food retailers still do not know what is the optimum size for efficient
supermarket operations with or without non-food sections.”

Posaible future influences on store size, though not fully deter-
minable, seem to be of two types., The first is the expected introduction
of automated merchandising in which assembling of purchasea and computat-
ion of total cost would be done through electronics. It is felt that
this influence would result in small, efficient stores with prime features
of rapid service at low labor costs., The other concelvable movement would
result in glant stores of the 100,000 square foot size. This may be one
possible result of the present trend toward genersl merchandising. Con-

tinued growth of discount housea could force food, drug, variety, and



apparel retailers to merge as s defensive measure. In essence, a con-
sideration of the future simply adds greater complexity to the question

of supermarket size.



CHAPTER IIT
PREVIOUS RESEARCH ON ENTERPRISE SIZE

Professional and trade Journals, economics text books, personal
correspondence, and publications of retall trade associations were the
chief sources of the literature survey. Of these, the professional
Journals were of greatest value, for they ylelded all of the factual
studies reviewed. The literature studied seems representative of that
available on this problemn.

Three major conclusions were revealed by this survey. First,
there was no evidence ¢of previous research concerning the optimum size
of a supermsrket. Second, there were few empirical studies on economics
of scale although these were of high quality. And finally, there was no
pattern in the conclusions presented by the authors except the division
of these conclusions intoc two groups -- those which could be interpreted
to show that in certain circumstances optimum enterprise size was deter-
minable and those which show the opposite. The literature surveyed has
been grouped according to these divisions.

Sloan and Zurcher (4), in a dictionary of economic terms, state
the following concerning returns to scale, " . . . 28 expansion continues,
additional increments of the factors may produce a disproportionately low
rate of inereased output because of lack of intimate first-hand knowledge
of operation on the part of management, delegation of responsibilities,
inevitable delays in rendering decislions, and, in general, the complica-

ted routine associated with very large organmizations.”



Bowvmen (5) investigated an ice cream firm having ten plants.
Using an opersations research approach, a mathematical model for optimum
output was developed with cost per thousand gallons of product as the
meagure of effectiveness., Through a year of data collection the nec~
essary cost figures were sccumulated and optimum volume for each plant
was compeared with the actual volume. Of the ten plants, one was above
optimm, five near S0 per cent optimum, and four below one-half of the
optimum size. This revealed, if the model was valid, that the present
totel sales of the company could be produced with virtually one<half
the number of plants.

Bownan (6) also mede a comparison of predicted cost (using the
model) at actual volume to predicted cost at optimum volume. It was
Tound that a plant which operates at 50 per cent below optimum Incurs a
five to eight per cent cost increase whlle one operating at 50 per cent
above optimum incurs only a one to two per cent rise in cost. Therefore,
optimm plant sizes were determined and it was observed that of the exe
tremes, too blg or too small, the former was less costly.

A study of optimm city size by Clark (7) revealed that a city
between 100,000 and 200,000 people is near optimum in_size when provisg=-
ion of services is the criterion. Building and construction, commerce,
transportetion, education, and public administration were the services
considered. Within this study another investigator (8) was reported to
have found that per capita cost for municipal services rose for popula-
tions above 150,000 and rose sharply for numbers beyond 300,000. This
study was extensive in nature, using historical data from American, Brit-

ish, and Australian citles. Here a vague optimum was established but the



work showed that increasing and decreasing returns to scale were ob-~
served. on elther side of thls optimum.

James B. Conant (9), Harvard's President Emeritus, was reported
recently to have recommended that our netion's 21,000 high schools be
reduced to 9,000 for better utilization. Only 4,000 of the present
21,000 schools have graduating clesses numbering over 100. Conant's
recommendations may be interpreted as an attempt to find the optimm
nunber of students per school. |

In the second division of the literature, Hensley's (10) empiri-
cal study on economies of scale 1n non-life insurance companies may be
mentioned. It was hypothesized that between classes (by size) of fin-
ancial enterprises the difference in average expense ratios (incurred
expenses divided by premiums written) was zero. With a study for the
period 1950 to 1954, Hensley concluded that the hypothesis was false and
further that the expense ratios decreased as the size increased. This
investigator questioned the existence of an optimum firm size in this
field of economic activity, and since the expense ratios were lower for
larger firms it was deduced that further economies are likely with fur-
ther increases in size, &ll else being equal. The economies were
attributed to management specialization and lower costs for services
(particularly legal and sales) when secured in volume. It was concluded
that there was no upper limit on firm size in the activity inveastigated.

Samuelson (11), in the latest edition of his general economic text,
cerefully uses the word law in reference to the "law" of increasing re~-
turns. ¥o general law of returns to scale including decreasing returns

is submitted nor 1s there any discussion of decreasing returns beyond



some optimmg.

- In an economics text by Due (12) the following statement was
mede: " . . . whether or not an ultimate decline in output per unit is
inevitable, or is confined to those fields in which management problems
are particularly serious, is open to question. Empirical studies are
very limited in scope.” Further, Due states that there is little evidence
to prove or disprove the bellef that average costs rise as the scale of
operations rises beyond a certain optimum but that clear evidence exists
for the proof that average costs decline as the acale 1s increased from
a very small size. This approach by Due is wisely cautious and has
certainly been proven as a realistic assessment of the problem area as
verified by the literature surveyed in this thesis.

Finally, Penrose (13), in a theoretical discussion on the limits
to the growth and size of firms, attacks traditioral economic theory
vhich attributes decreasing returns to scale to the increased problems
of large scale management by the following argument:

(1) There is no evidence that large, decentralized firms
regquire supermen to run them.

(2) There is no evidence that the abilities to £ill high
administrative posts are excessively rare.

(3) That central government (control) can be dispensed with
over wide areas has surely been amply demonstrated by
many large firms in the present day monopoly, and that
the end 138 not yet in sight is generally accepted.
Neither the conception of a fixed factor nor the analysis
of the diseconomies of scale is relevant in these cir-
cumstances.

Though no factual evidence was presented to support these observations,
they should not be discounted. %Yo the contrary, these may prove sig-

nificant as the body of knowledge on returns to scale inereases with

continued research.
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The article by Hensley (ilt) wes helpful in presenting a list of
Posesible meagures of the relatlonship between size and efficiency. They
are:

(1) Physical productivity (output per man-hour).

(2) Statistical cost curves of manufacturing plents or business
unita.

(3) Profits or profit rates.

(1) Estimates of synthetlic costs (englneering approach).

(5) Actual unit cost (most widely used).

In summary, the apparent disagreement among theorists and research-
ers concerning economics of scale, together with the growing influences

on retail store size, indicates the need for additional factual studies.
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CHAPTER IV

SOME OBSERVATIONS ON

SUPERMARKET SIZE

For a 15.5 week period the writer worked in five supermarkets
of from 5,000 to 25,000 square feet in total store area. From this
experience and from personsl conversations with customers and store
planning executives, some of the variables affecting store size have
been identified and are dlscussed in this chapter.

Population and population lncome, existing and expected compe-
tition, consumer preferences and buying habits, number of items to be
offered for sale, and occasionel "prestige" factors are the variables
influencing store size as identified by the writer.

To provide & foundation for the work done in the following chap-
ter and to assist in discussing the varliables just mentioned, Table 2
is presented. This iz a tabulation of specific dsta on the five super-
markets in which the writer worked. The material is presented in
increasing magnitude of store size and no attempt is made to draw con-
clusions &hout optimum supermarket size from this data.

In Store 1 of Table 2, average weekly sales and the average week-
ly sale per customer are very low. Population shifts have left only low
income families in the market area of Store 1. Were the question of
store size under consideration in this case the decision wouwld likely

be to ebolish any store building plans for this market area. In Store

5, the influence of competition hes been so strong that the large store



Table 2. 1959 Performence Data on Five
Supermarkets of Varylng Size.

15

1 2 3 b b
Store Size - sq. Tt. L, 704 9,11k 9,240 11,074 24,769
Average Weekly Sales¥ $ 5,439 $20,708 $35,901 $36,327 $50,110
Average Weekly Sales/sq. ft. $ 1.15 $§ 2.27 $ 3.90 $ 3.28 $§ 1l.22
Average Weekly Actual Man-Hours¥ 343 825 1284 1349 1202
Average Weekly Sales/Man-Hours $ 15.85 % 2hk.bo $ 28.00 % 26.90 $ 25.00
Average Number of Customers Weekly* 5,4k 5,055 8,268 6,555 L,239
Average Sale/Customer $ 1.00 $ L.10 $ L.3h $ 5.5 F 7.10
Number of Registers 3 5 5 T i
Average Weekly Sales/Register $ 1,815 4,150 7,180 5,190 4,450
Average Weekly Customers/Register 1,816 1,013 1,650 940 605
Pretax Net Profit** ($ 6,383) & 5,653 $23,090 $17,798 $ 6,259
Pretax Net Profit as % Sales ( 10.05) 2.37 5.52 k.19 1.80
Sales Space-sq.ft. 3,312 6,160 6,930 7,797 13,686
Sales Space as % Total 70.0 78.0 75.0 T70.0 55.5
Number of Weeks Observation 1 5 L L 6

¥  TFor the week ending March 21, 1959.

**% TFor the first guarter ending March 21, 1999.



16

has been unable to reach the volume of sales expected of a 25,000 square
foot store. Had it been possible to accurately measure the expected
growth of competition in this case, a smaller store would have been con-
structed.

Consumer preferences for a variety of items and for spacious
supermarkets have an Iinfluence on size. The data in Table 2 does not
readily illustrate this but it was observed that Stores 3 and % 4id not
have the available space to stock and display the variety of items nec-
essary to adequately serve the customers. The overcrowded condition in
these two stores not only adversely affected employee efficiency snd saf-
ety but seemingly drove customers away. If store size were presently
being considered in these locations, number of items to be offered and
the need to at least create the impression of spaclousness would be im-
rortant.

The final identified variable found to Influence store size is
the "prestige" factor., Teble 2 cannot assist in confirming this observa-
tion but it has been noticed that leading food chains ocecasionally con-
struct a large supermarket in new shopping areas for prestige reasons.
There seems to be an advantage in having the largest food store in a partic-
wlar shopping center. Further, some supermarkets are bullt because it
is felt that the company must be represented in a shopping area in order
that thelr name continue to appear before the buylng public.

Based on these observations, it was felt that the initial contri-
bution to the study of store size should be a general analysis. The
significance of the problem variables will not be determined but the

performances of actual stores will be studied in an attempt to find an



LT

answer to the question--Is there an optimum supermarket size? Following
this approach, the research procedure presented in the next chapter was

designed.
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CHAPTER V

AN ANAYYSIS OF THE OPERATING

RESUITS OF 401 STORES

This chapter falls naturally into three parts. The data col-
lected for the study are discussed; then & presentation of the analysis
procedures used follows. Finally, the results of the analysis are pre-
sented and explained.

The decision to use a macroscopic approach to this problem, based
primarily on the observations discussed in Chapter IV, influenced the
data collection and analysis phases of the study. Since store perform-
ance records were available it wes decided that the ssmple of data should
be complete rather than partiel. Consequently, the data collected covers
401 stores of a leading food chaln which had 473 stores in operation
when the study was commenced in January of 1959. The sample size of 401
resulted when it was decided to collect data for all the stores of the
co-operating company which operated for the full year of 1957. The year
of 1957 was selected because 1t was the most recent year for which data
unaffected by the 1958 business recession were available.

It is now necessary to refer once again to the definition of a
supermarket, for not all of the UOL stores studied are supermarkets as
earlier defined. Fourteen of the 401 stores or 3.5 per cent have annual
net sales less than $375,000. All fourteen of the non-supermarkets were

less than 9,000 square feet in total store area with 12 having total areas



19

less then 4,500 square feet. With 96.5 per cent of the data representing
supermarkets as defined and with the remaining 3.5 per cent not spread
over the complete size scale, it was decided to use the total of 40l stores
for the study. The data were c¢ollected from company asccounting records
which were unchanged durling the period studied.  The range in annual net
sales was from $284,889 to $2,713,207 while total store area spread from
2,645 to 43,788 square feet. The stores sampled conducted business in
11 states east of the Mississippil in which approximstely 240 communities
were represented. |

It was assumed that the management policies of the company were
consistently applied in each of the LOl stores, and that the store operat-
ing regults reflect the collective influence of population and consumer
income, customer preferences, number of items offered, and certain "pres-
tige" factors.

| To study the performance versus size relationship for a large

sample size a simple and reliable analysis tool was needed. It was decid-
ed to make a detailed break-even analysis of each store and to analyze
the resuwlts for possible answers to the question of optimum supermarket
size. The data were compiled to facilitate the bresk-even analyslis. Net
sales, varliable costs, fixed costs, and pretax net profits were deter-
mined for each store. Net sales and varilable costs, fixed costs, and pre-
tax net profits were then computed on a per square foot of total area hasis.
These figures and the computations of variable and fixed costs and pretax
net profits as a percentage of net sales are presented in Table 3 of the
Appendix. The calculated break-even points may be found in Table k.

Figure 2 in the Appendix explaing the breakdown of store costs into



variable and fixed categories and an explanation of the break-even com-
putations is presented in Figure 3.

To begin the statistical evaluation of the continuou52 date
collected, ten size classes were establighed with a class interval of
4,500 square feet. Frequency distributions by size class of the eight
previously mentioned store attributes (net sales/sq. ft., variable costs/
sq.ft., fixed costs/sq. ft., pretax net profits/sq. f£t., variasble costs
and fixed costs as a percentage of sales, pretax net profits as a percent-
age of sales, and the break-even percentage) were made and are presented
in Tables L-11 of the Appendix. Since 80 distributions (8 attributes
and 10 size clasges) resulted, with numerous variations in central tend-
ency, general variability, distribution symmetry, and kurtosis, the
choice of statistical measures was made difficult. It was observed that
99.25 per cent of the data fell into the first six size classes and fur-
ther that classes two and three accounted for approximately 77 per cent
of the sample. Distributions of the store attributes for these two
classes followed consistent patterns, with class two usually baving a
positively skewed unimodal dAistribution and class three belng represented
with multi-modal distributions with positive skewness and some wide varia-
bility.

With many distributions to consider it was decided to arrange

the datae in order of increasing annual net sales per square foot for each

27his means that the data are such that they can take on any
values within a given rapge., This is in contrast to discrete data which
are typified by integral or whole numbers.
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gize class and thus determine the median store for each class. The
velues of the other store attributes were determined for the median
stores of the first six classes and are shown in Table 12 of the Append-
ix. Since only three stores fell into the last four size classes, these
classes were eliminated from the analysis. ¥From the tabulation of Table
12, Figures 4 and 5 were plotted and from these presentations the study
conclusions were made.

To check the reliability of this median and accompanying attribe
ute value method of determining central tendency, the mediens for the
attributes were determined from the frequency diatributions in Tables
}4-11 and the general patterns of plotted values were found to coincide
favorably with those in Figures 4 and 5. Also, the representations in
Figures 4 and 5 are realistic since for any size class the variable cost,
Tixed cost, and pretax net profit figures can be added to total the net
sales figures as shown. This was not the case when the medians for all
the attributes were determined and plotted.

In anslyzing the plotted results the general trend was of import-~
ance. From Figure 4 it was observed that annual net sales/sq. ft. and
variable costs/sq. ft. declined as store size increased with a marked
decline beyond 15,750 square feet. Also fixed costs/sq. ft. and pretax
net profits/sq. ft. declined mildly as size was increased. In Figure 5,
variable costs as a percentage of sales retain almost a constant value
&4 size increases. Additionelly, fixed costs as a percentage of sales
¢limbed graduslly with size increases wp to 25,750 square feet while pre-
tax net profits as a percentage of salea showed no noticeable change. Of
note, however, was the general rise in the bresk-even point5 as gize in-

creased with a steep increase being noticed beyond 21,600 square feet.
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CHAPTER VI
CONCLUSIONS AND RECOMMENDATTIONS

Basged upon the date collected and the analysis technlques used,
it is concluded that:

1. Net sales per squaré foot decrease with size increases.

2. Variable coests per square foot decrease with size increases
because by classification they vary with sales.

3. Fixed costs per square foot rise slightly with size lncreases
due primerily to the greater initial and maintenance costs of the larger
stores.

k., Net profits per square foot reach 2 peek at a total store
aree of spproximately 16,000 sq. ft.

5. Breake-even points rise with size increases due to constant
or rising fixed costs and decreasing salés and varisble costs. This
indicates that as store size lncreases an increasing percentage of net
salee is required to make a zero profit or to bresk even.

6. For the co-operating company, there is an optimum store size
near 16,000 square feet of total store area. This is an optimum based
on an overall analysis meening that for a specific location there may be
an optimm size different from the one found by this investigakion.

T. The results of the study were strongly influenced by the
small number of stores with areas greater than 20,000 square feet.

8. Time 1s a determinant of optimm supermarket size. It is

expected that a study of this kind covering the operations for a year
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other than 1957 would result in somewhat modified conclusions due to
technologicel and merchendising chenges.

This has been a macroscopic study with the problem of optimum
store size being broadly defined. As a result of this study the follow-
ing recommendations are made:

l. Studies should be made to find the significant veriables to
be considered in a determination of the optimum store size for a partic-
wlar location.

2. A series of optlmm sizes could be developed through studles
ugsing the following criteria:

a) construction cost.
b; customer comfort.
o] efficiency of labor.
d) display of merchandisge.

From these & more reliable determination of the collective optimum size

should result.
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FIXED COSTS
Salaries

Wages

Vacations

Rent

Electricity

Ice

Fuel

Water

Laundry

Telephone

Repairs and Maintenance
Depreciation
Iicenses and Taxes
Insurance

Cash Over and Short

27

VARTABLE COSTS

Goods 30ld

Wrapping Supplies

Traffic

Warehousge

Other lixpenses and Income
Promotions and

Trading Stamps
Miscellaneous

Loss on Bad Checks
Advertising

Miscellanecus Store
Supplies

Figure 2. Description of Fixed and Variable Costs Used in
the Performance Analysis of L0l Stores.
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Where: = Pretax Net Profit
Net Sales
= Variable Costs
Net Sales
« Fixed Costs
Net Sales
= Bresk-even point or percentage of net
sales needed to make zZero profit.
Also: = £
l-v

Figure 3. An Explanation of the Bresk-even Analysis.



Table 3. Basic 1957 Data on 4Ol Stores Opened Before January, 1957.
Size Total Net Net Fixed Fixed &f* Variable var,  %v¥* Break Pretax PNP DPNDW¥
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
5q.Ft. Sq.Ft. Sq.Ft. % Profits Ft. Sales
1 22500 180546k 80.2F 164556  7.31 8.9 1591k50 70.73 88.1 7.8 hghkss 2,20 2.7
5 21600 1628052 T75.37 163272 T7.36 10.0 1423300 65.87 87.4 9.4 k1480 1.92 2.5
L 15000 1266029 8h.kO 134969 9.00 10.7 1108192  73.88 87.5 85.6 22868 1.52 1.8
4 15960 1053317 66.00 112761 7.07 10.7 939385 58.23 84.3 85.8 11171 .70 1.1
3 10350 1006859 97.28 975k 9.42 8.7 883951  85.41 87.7 71.3 25361 2.45 2.5
3 12480 866235 69.41  90k97 T7.25 10.4 756817  60.64 87.h 82,5 18921 1.52 2.2
3 11250 103805k 92.27 103348 9.19 10.0 914693 81.31 88.1 8.0 20013 1.78 1.9
3 13500 1025826 75.99 101826 7.54 9.9 898806  66.58 87.6 79.8 25194 1.87 2.5
h 18000 2324072 129.12 185857 10.33 8.0 2024743 112.49 87.1 62.0 113472 6.30 4.9
5 18906 1139461 60.27 130547 6.91 11.5 990008  52.36 86.9  87.7 18906 1.0k 1.7
2 8000 520875 T6.11 78310 9.79 15.0 465475 58.18 89.h 1h41.5 (22910)(2.86) (4.4)
2 817+ 627253 T77.95 67753 8.29 10.6 564129  69.02 88.5 9R.2 5271 .6k .8
e e e cesns se' pereemiage of et saies.

#%%¢ PNP represents pretex net profits.
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Table 3. Continued

Size Total Net Fet Fixed Fixed %i* vVariable Var.,  &v¥* Break FPretex PNp/ DND*¥¥
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
Sq.Ft. Sq.Ft. 8q.F't. % Profit Ft. Sales
Y 15300 911151 59.55 89968 5.88 9.9 8o2eks  s52.43 88.0 82.5 18938 1.2b 2.1
T720 760029 98.45 83598 10.83 11,0 681100 - 88.23 89.6 105.8 - (4669) (.60) (.6)
2 T200 834432 115.89 82300 11.43 9.9 730679 101.48 87.6 T9.8 21453 2.98 2.5
3 9500 824208 86.77 85696 9.02 10.4 722995 76.10 87.7 84.6 15607 1,64 1.8
2 7500 968776 129.17 8u2hh 11.23 8.7 851083 113.48 87.9 T1..9 334h9  h4.h6 3.k
3 13243 1108896 B83.73 115363 8.71 10.4k 1015909 96.71 91.6 123.8 (22376)(1.69) (2.0)
i 17250 2446315 141.82 202098 11,71 8.3 2135420 123.79 87.3 65.4 108797 6.31  L.h
Ly 14854 1598256 107.60 155296 10.45 9.7 1419234 95.55 88.8 86.6 23726 1.60 1.k
3 13500 1421762 105.32 135687 10.05 9.5 1272555 9k.26 89.5 90.5 13520 1.00 1.0
L 14347 1739011 121.21 165211 11.51 9.5 1538061 107.20 88.4% 81.9 35739 2.49 2.1
2 8900 977976 109.88 96248 10.81 9.8 870260 97.78 89.0 89.1 11468 1.29 1.1
2 540 806731 148.30 75555 13.88 9.L 17269 131.85 88.9 84.7 13907 2.56 1.7

* %f represents fixed costs as a percentage of net sales.

** %y represents varisble costs as a percentage of net sales,
#¥%%  PNP representa pretax net profits,

ot



Table 3. Continued
Size Totel Net Net Fixed TFixed %f* Variable Var. %v¥¥% Breek Pretax PNP/ PHRP¥**
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
Sq.Ft. Sq.Ft. Sq.Ft 9 Profit Ft. Sales
2 7920 940999 118.81 83266 10.51 8.8 8237% 104.01 87.5 TO0.4 33953 L.29 3.6
2 8688 801592 92.26 88535 10,19 11.1 719228 82.79 89.7 106.8 (6171) (.71) (.7)
L 17600 1h73758 83.7+ 1hk2295 8,08 9.7 1304099 7+.10 88.5 8h.3 27364 1.55 1.8
6 24000 203741k 84.89 189855 7.91 9.3 1751686 72.99 86.0 66.4 85873 4.00 h,7
5 19600 2181894 111.32 195266 9.96 8.9 1916359 97.77 87.8 173.0 70269 3.58 3.2
5 19182 1838918 95.87 209090 10.90 11.4 1644718 85.7+ 8o.4 107.5 (14820} (.78) (.8)
8 32100 2120731 66.05 244913 7.63 11,5 1868372 58.20 88.1 96.6 6946 22 .3
2 6500 543516 83,62 94925 14,60 17.5 k88413 75.1%  89.9 173.3 (39822) (6.13) (7.4}
3 11200 1189778 106.23 L0380 12.53 11.8 1046147 93.41 87.9 97.5 3251 .29 .3
3 10800 1134273 105.03 147366 13.65 13.0 1015891 gk,06 89.6 125.0 (2898Lk) (2.68) (2.6)
5 20000 566823 28.34 LOWBGO 5.24 18.5 523585 26,18 92.4 2u3.h (61622) (3.08) (1.1)
3 10000 702547 70.25 104866 10.48 1.9 639317 63.93 9.0 165.6 (41636) (4.16) (6.0)
* %f represents fixed costs as a percentage of net sales.

*#% %y represents variable costs as a percentage of net ssles.
¥¥% PNP represents pretax net profits.
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Table 3. Continued

Size Total Net Tet Fixed Fixed %I¥ Variable Var.  %v** Break FPretax PNP/ PND™**
Cless Area Seales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %

Sq.Ft. 5q.Ft. Sq.Ft. % Profit Ft. Sales

L 15600 943379 60.b7 124976 8.01 13.2 827366 53.0k 87.7 107.3 (8963) (.57) {.9)
5 22500 1281965 56,98 145067 6.45  11.3 1132789 50.35 88.3 96.6 4109 .18 .3
5 19800 1248598 63.06 154012 7.78 12.3 1095104 55.31 87.7 100.0 (518) (.03)  (.1)
3 9500 718993 75.68 112475 11.80 15.6 631762 66.50 87.9 128.9 (2524k4) (2.66) (3.5)
6 25600 1010395 39.47 147638 5.77 14.6 89709L 35.04 88.8 130.4 (34337) (1.34) (3.4)
5 20500 893722 ‘h3.6o 150976  7.36 16.9 795149 Wy, ho 89.0 153.6 (52403) (2.56) (5.8)
5 19600 2577706 131.52 229912 11.73 8.9 2235020 114,03 86.7 66.9 11277k 5.57 k.3
3 13280 2097438 157.94 187028 1h.08 8.9 181k929 136.67 86.5 65.9 95481 17.19 k.5
3 11580 1008409 87.08 105769 9.13 10.5 880082 76.00 87.3 82.7 22558 1.95 2.3
3 12750 1619993 127.06 148195 11.62 9.1 1412876 110.81 87.2 T1.1 58922 L4.69 3.6
i 13550 1776952 131.14 185386 13.68 10.4 1550618 1144 87.3 81.9 LOoou8 3.02 2.3
3 12750 1615306 126,770 166185 13.03  10.3 1414101 110.91 87.5 82.4 35020 2.75 2,2

* %f represents fixed costs as & percentage of net aales.

*x

*¥% PNP represents pretax net profits.

%v represents varisble costs as a percentage of net sales.
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Table 3. Continued

Size Total Net Net Fixed Fixed ®%f* variable Var.,  ¢v**¥ Break Pretax FPNp/ PNP¥*

Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
5q.Ft. 5q.Ft. Sq.Ft. % Profit Ft. Sales
3 11278 1581275 140.21 151540 13.43 9.6 1368621 121,35 86.6 T1.6 61114 s.k2 3.9
3 10221 1346768 131.76 125945 12.32 9.3 116255k 113.7+ 86.3 69.9 58269 5.70 4.3
'3 13125 1917883 146.12 16937 12.90 8.8 1662789 126.69 86.7 66.2 85720 6.53 L.5
3 10593 1455759 137.43 1ub281 13.62 3.9 1259745 100.04 86.5 T73.3 51733 4,88 3.6
3 10500 942213 89.73 104297 9.93 1l.1 817089 77.82 86.7 83.5 20827 1.98 2.2
3 10500 1705176 162.40 152484 14,52 8.9 1478128 140.77 86.7 66.9  Tus6h 7.10 hL.h4
2 8094 1443421 160.49 136642 15.19 9.5 1249092 138.88 86.5 T0.4 57687 6.41 4.0
L 13600 1255171 92.29 127761 9.39 10.2 1099000 80.80 87.6 82.3 28410 2.09 2.2
2 8640 687299 79.55 89450 10.35 13.0 606838 70.24 88.3 111.1  (8989) (1.04) (1.3)

w

9072 919795 101.39 87596  9.65 8.5 799157 88.09 86.9 T2.5 33042 3.61 3.6
2 6900 1273370 18k.55 118064 17.11 9.3 1111686 161.11 87.3 T3.2 43620 6.32 3.5
2 6612 658323 99.56 72645 10.99 11.0 578498 87.49 87.9 90.9 7180 1.09 1.1
2 Bo66 580603 73.10 71550 8.87 12.0 516378 6k.02 87.6 97.6 1675 21 .3
* %f represents fixed costs as a percentage of net sales.

¥% %y represents variable costs as a percentage of net sales.
*¥¥ PHNP represents pretax net profits.
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Table 3. Continued

S8ize Total Net Net Fixed TFixed %L* varisble Var. gv¥¥% PBresk Pretax PNP DPNPOFF
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
8q.Ft. Sq.Ft. Sq.Ft. % Profit Ft. Sales
2 8775 600935 68,48 76615 B.73 12.7 n272hk 60.08 87.7 103.3 (2924) (.33) (.5)
2 8220 749326 91,16 85961 10.46 11.5 651750 79.29 87.0 88.5 11615 1.k 1.6
2 8700 552764 63.54 70638 B8.12 12.8 h837hh 55.60 87.5 102.k (1618) (.19) (.3)
3 10587 1765950 166.80 149893 1k.6 8.5 1541297 145,58 87.3 66.9 TWT60 7.06 4,2
2 7800 925981 118.72 96581 12.38 10.4 803754 103.05 86.8 1T78.8 25646 3.29 2.8
e 8280 1296278 156.56 129107 15.59 10.0 1128613 136.31 87.1  T77.5 38556 k.66 | 3.0
2 8550 482451 S56.44  6T247  7.86  13.9 425303 49.81 88.3 118.8 (10609)(1.2k) (2.3)
3 12000 1937264 161.44 171182 14,27 8.8 1704080 142.01 88,0 73.3 62002 5.17 3.2
b 16208 1732210 106.87 165046 10.24 9.6 1531922 9k.52 88.4 82.8 3h3k2 2,12 2.0
5 19600 2713207 138.43 238919 12.19 8.8 2341160 119.45 86.3 64,2 133128 6.80 k.9
4 12000 1397009 116.42 138460 11.20 9.6 1250180 104.18 89.5 91.h4 12369 1.03 .8
6 23500 1470154 62.56 162283 6.97 11.1 1309015 55.70 89.0 100.9 (11k4) (.05) (.1)
5 20000 2161748 108,09 195225 9.76 9.0 1902822 65.14+ 88.0 75.0 63701 3.18 3.0
* %f represents fixed costs as a percentage of net sales.
% %v represents varisble costs as a percentage of net sales.

% PHP represents pretax net profits.
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Table 3. Continued

S5ize Total RNet Net Fixed Fixed %f* Variable Vvar.  %v** Dresk DPretax PNP  PNP™&%
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net 8q.
3q.Ft. Sq.Ft. Sq.Ft. % Profit Ft. Sales

2 8460 TH7886 88.40 80263 9.48 10.7 668283 78.99 89.4 100.9 (660) (.08) (.1)
3 12160 1k1hk926 116.36 156465 12.86 11.1 1247537 102.59 88.2 9hk.1 10924 .90 .8
L 15048 1668873 110.90 154852 10.29 9.3 1450816  96.41 86.9 T1.0 63205 k.20 3.8
3 11960 1598757 133.68 158204 13.23 9.9 1403551 117.35 87.8 81.1 37002 3.09 2.3
3 11110 1955903 176.05 185489 16.69 9.5 1726736 155.42 88.3 81.2 43677 3.93 2.2
T 27662 1359372 49.1h 222009 8.03 16.3 1293365 16.76 95.1 332.7(156002) (5.64) (11.5)
10 43788 1398795 31.9% 256303 5.85 18,3 13420kk  30.69 95.5 14h6,3(199552) (Lk.56) (1k.3)
1 3500 L422853 120.81 406088 11.63 9.6 374254  106.93 88.5 83.5 T920 2,26 1.9
3 9648 1099240 113.93 101139 10.k8 9.2 968600 160.39 88.1 77.3 29501 3.06 2.7
3 10760 1002415 93.16 108679  9.73 104 8T7I6TT 81.57 87.6 83.9 20069 1.87 2.0
3 12750 1149371 90,15 122968 9.64 10.7 1000364 78.46 87.0 82.3 26039 2.04 2.3
3 11700 70109k  59.92 91062 T7.78 13.0 637967 54.53 91.0 1hk.k (27935) (3.39) (k.O)
4 13775 812790 59.00 109355 T7.9% 1ih.k ThO39k  53.75 91.0 150.6 (36959) (2.68)  (4.6)

* %f represents fixed costs as a percentage of
#* 4y represents varisble costs as a percentage
#% PNP represents pretax net profits.

net sales.
of net sales.
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Table 3. Continued

Size Total Ret Net Fixed Fixed %f* Variable Var. %v¥€ Break Pretax PNP PNP#¥*¥
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
Sq.Ft. Sq.Ft. Sq.Ft. % Profit F+4. Sales
2 T426 1110226 149.53 9942k  13.39 8.8 970346 130.69 87.k 70.6 L4OUS6  5.45 3.6
2 6550 517360 78.99 k49531 7.56 9.6 456933  69.76 88.3 82.1 10896 1.66 2.1
2 L1680 . 843825 180.30 79237 16.93 9.4 Tuh708 159,13 88.3 80.3 19880 L.25 2.4
2 6250 1027872 164.45 83495 13.36 8.1 898670 143.78 8B7.4 64.3 5707  7.33 4.5
1 3200 301344 9hk.,17 32833 10.26 10.9 265485 82,96 88.1 91.6 3026 .95 1.0
3 9260 962316 103.92 83976  9.07 8.7 847883  91.56 88.1 3.1 30457 3.29 3.1
8107 803084 99.06  Th263 9.16 9.2 707431  87.26 88.1 T7.3 21390 2.64 3.5
2 6780 552711 8l1.52 55079 8.12 10.0 488241 82.01 88.3 85.5 9391 1.39 1.6
3 11500 8LkoB67 83.12 82790 7.20 9.8 7hk630 6k, 75 88.6 86.0 13kh7 1,17 1.6
3 10200 864181 8L.72 TT91 7.63 9.0 765259 75.03 88.6 T78.9 21131 2.07 2.4
3 10010 1634527 163.29 127379 12.73 7.8 1h3uh25 143.30 87.8 63.9 72723 7.27 4.4
3 11500 1384430 120.39 113938  9.91 8.2 1210952 105.30 87.5 65.6 59540 5.18 4.3
2 8184 1003391 122.60 83075 10.15 8.3 881855 107.75 87.9 68.6 38461 L4.70 3.8

4f represents fixed costs as a percentage of net sales,

*
*¥*¢ 4y represents variable costs as a percentage of net sales,
*¥% PNP represents pretax net profits.
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Table 3. Continued

Clacs hooa Seles Seies/ Coms Gosi/ | Geste Goste/ | Been mer bm 4
Sq.Ft. Sq.Ft. Sq.Ft. % Profit Ft. Sales
3 11135 1205hk53 108.26 102451 9.20 8.5 1058993 -95.10 87.9 T70.2 Lk0OO9 3.95 3.6
2 5400 609300 112.83 57352 10.62 9.4 523923 98,69 87.5 T2.2 19205 3.52 3.1
2 5530 473960 85.71  hsskl 8.2 9.6 422709  76.4h 89.2 88.9 ST 1.03 1.2
3 13490 1142628 84,70 105393 8.81 9.2 992192 73.55 86.8 69.7 hsoh3 3.34 4,0
3 9072 582946 6h.26 56433 6.22 9.7 517187 57.01 88.7 85.8 9326 1.03 1.6
1 8L 316976 T7.38 34786 T7.76 10.0 313378 69.80 90.3 103.1 {(1188) (.26) (.3)
2 8125 966085 118.90 81930 10.09 8.5 842732 87.20 66.4 65.h 11363 5.09 k.3
3 9k0o0  Ti9187T T6.50 69810 7.43 9.7 636397 67.70 88.5 84,3 1298 1.38 1.8
3 10000 1065565 106.56 91542 9,15 8.6 946810 ok,68 88.9 T7.5 27213 2.72 2.5
i 15052 845562 56.18 89137 5.92 10.5 759922  50.k9 89.9 10k.0  (3497) (.23) (.h)
2 TIO0 546101 T70.92 51658 6.71 9.5 476815 61.92 87.3 T4«.8 17628 2.29 3.2
2 8000 672961 84,12 69796 8.72 10.h 583145 72.80 86.7 T8.2 20020 2.50 @ 2.9
2 7560 706943 93.51 63922 8.46 9.0 622166  88.00 82.3 T5.0 20855 2.76 3.0

*
¥
L2 s

%f represents fixed costs as a percentage of net sales.
¢v represents variable costs as a percentage of net sales,
PNP represents pretax net profits.
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Table 3.

Continued

“Net

Size Total Net Fixed Fixed %f* Variable Vvar.  %v** DPreek Pretax PNP  PNP¥*%
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
Sg.Ft. Sq.Ft. Sq.Ft. % Profit Ft. Sales

3 10500 728342 69.37 72133 6.87 9.9 642595  6l.20 88.2 83.9 13416 1.30 1.9
3 1138k 522992 46,10 64116 5.65 12.3 - 468976 1.3%  87.9 119.k (10110} (.89) (.2)
3 9775 1134405 116,05 96015 9.91  B.5 986562 100.93 87.0 65.% 50928 5.21 4.5
3 1250 1B51269 116.57 119675 9.61 8.2 1259329 101.15 86.8 62,1 72265 5.8 5.0
5 18400 704635 38.30 73058 3.97 10.4 625979 3k.02 88.8 92.9 5598 .30 .8
3 10000 1176550 117.66 98288 9.83 8.4 101kk73  10l.k5  86.2 60.9 63789 6.38  3.h
2 7590 67hl110 88.82 62507 8.24 9.3 588402 T7.52  87.3 T3.2 23201 3.06 3.h4
1 4125 372361 90.27 38g04 9.43  10.4 333698 80.90 89.6 100.0 f2k1) (.06) (.0)
2 8840 507770 5T7.hb 52636 5.95 10.4 1449395 50.88 88.5 90.4 5739 .65 1.1
2 8725 11&6596 131.42 87718 10.05 7.7 1006186 115.32 89.8 63.1 52692 6.0k  L.5
2 46ho 547360 117.97 47789 10.30 8.7 482032 103.89 88.1 73.1 17539 3.78 3.2
3 9315 734172 178.82 66THL  T.16 9,1 6hkoshl 68.76 87.2 TL.1 26800 2.8 3.7
3 13000 1229183 94.55 103558 7;97 8. 1063261  81.78 86.5 62.2 6236k 4,80 5.1

* %f represents fixed costs as a percentage of net sales.
%v represents variable costs as a percentage of net sales,

¥*¥

*#x% PNP represents pretax net profits.
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Table 3, Continued

Size Total Net Net Fixed Fixed %f* Variable Var. %v¥*¥ Break Pretax PNP PNP##*
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net 5q. %
Sq.Ft. 8q.Ft. Sq.Ft. % Profit Ft. Sales
2 7578 660163 87.12 59881 7.90 9.1 573133 75.63 86.8 68.9 27149 3.58 h.1
1 3060 309635 101.19 29899  9.77 9.7 274780 89.80 88.7 85.8 hose 1.12 1.6

5702 369918 64.88 38808 6.81 10.5 336612 59.03 91.6 116.7 (5502) (.96) (1.5)
TOOO 864389 123.48 73343 10.48 8.5 755104 107.87 87.4 67.5 35942 5.13 k.1

LU VR

6875 697815 101.50 65054 9.46 9.3 621986 90.47 89.1 85.3 10775 1.57 1.6
2 8907 577623 64.85 62571  7.02 10.8 526846 59.15 91.2 122.7 (11794) (1.32) (2.0)
2 6600 548316 B83.08 MWt 6.78 8.2 483911 73.32 88.3 70.1 19634 2.97 8.5

2 5830 489864 84.02 43640  T.49 8.9 436332 ™.84 89.1 81.7 9892 1.70' 2.0
2 5800 867671 1L49.60 69129 11.92 8.0 755646 120.28 87.1 62.0 L2896 7.4 4.9
2 7500 543088 173.08 55379 7.29 10.1 480565 64.08 87.7 82.1 12144 1.62 2.2
1 3232 345778 106.99 30146 9.33 8.9 303138 93.79 87.7 To.7 12hkok  3.87 3.6
2 6600 733752 111.17 66356 10.05 9.0 643085  97.4k 87.6 T2.6 24311 3.68 3.k

2 8775 1107673 114,83 89192 10.16 8.1 971065 110.66 87.7 65.9 L4716 kLo 1.2

* %f represents fixed costs as a percentage of net sales.
*%  %v represents varisble costs as & percentage of net sales.
6% PNP represents pretax net profite.
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Table 3. Continued

Size Total Net NHet Fixed TFixed %£* Varisble Var. %v¥%* Break Pretax PNP PNP#¥*
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sa. %
Sq.Ft, Sq.Ft. Sq.Ft. % Profit Ft. Sales

2 7600 762082 100.27 TOMT9  9.27 9.2 678367 8.26 8.0 83.6 13236 1.7+ 1.8
1 3030 284889 93.71 25329 8.33 8.9 250264 8.32 87.8 73.0 9206 3.06 3.3

3 10125 1122113 110.83 101186 9.99 9.0 9871  97.50 88.0 T75.0 33782 3,34 3,0
3 10049 1432453 142.55 116682 11.61 8.1 1257808 125.17 87.8 66.4 57963 S5.77 4.1
2 6750  U97956 T3.77 51244 7.59 10.3 441583 65.42 88.7 91.2 5129 76 1.0
3 12735 818657 64.28 116676 9.16 14.3 T39S 58.04 90.3 147.4 (56344) (4.42) (4.6)
L 14016 671694 47.92 83242 5.94% 12.4 594340 ko ko 88.5 107.8 (12860) (.92) (.9)
3 13140 992834 75.56 9435k T7.18 9.5 872337 66.39 87.9 T78.5 14510 1,10 2.6
3 10200 902650 88,50 86021 8.43 9.5 846006 79.02 89.3 88.8 10663 1l.04 1.2
3 10285 842016 81.96 Toh01  7.72 9.4 743187 72.26 88.2 T9.7 20328 1.97 2.4
3 13395 1096791 81.88 97292 T.26 8.9 965055 72,05 88.0 7h.2  34bhl 2,47 3.1
3 13500 927962 68.Th 86280 6.39 9.3 813198 60.24 87.6 T5.0 16T4HT 1l.2% 3.1
3 11610 935688 80.59 89189 T.68 9.5 805170 69.35 86.1 68.3 41329 3.56 4.4
* %f represents fixed coste as a percentasge of net sales.

* %v representa variable costs as a percentage of net sales.
¥ PNP represents pretax net profits.

o



Table 3. Continued

Size Total Net Net Fixed TFixed ®f¥ Variable Var. Fy¥* Bresk Pretax PNP PNP¥*F

Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. ¢
5g.Ft. Sq.Ft. Sq.Ft. % Profit Ft. Sales

L 14050 1610124 114,60 136042 9.68 8.4 1371976 99.65 85.2 56.8 102106 7.27 6.4

3 11875 1224176 103.09 1104hh 9.30 9.0 1057308 89.0k 86.4 61.2 43330 3.65 4.6
7800 808790 103.69 73199 9.38 9.1 70900k 90.90 87.7 4.0 26587 3.61 3.2
10815 827616 T6.52 88259 8.16 10.7 16993 66.30 8.6 T9.9 19516 1.80 2.7

LMS

3 9175 1113912 123.91 100484  10.95 8.8 988951 107.79 87.0 67.7 A7h7Y 5.17 4.3
2 T 736732 95.09 65710 8.49 8.9 6440OTh 83.17 87.5 T1.2 26588 3.43 3.6
b 13900 719099 51.73 80779 5.8 11,2 626135  45.00 87.1 86.8 12185 87 1.7
3 11709 491713 41.99  5hhag 4,65 11,1 434663 37.12 88.%  95.7 2637 Ak .5
3 11250 8018kh T1.28 80493 7.15 10.0 708678 62.99 88.k 86.2 12673 1.13 1.6
3 10735 522066 48,72 51053  L.T76 9.8 460705 42,92 88.1  82.h 11208 1.0k 2.1
4 13678 999371 73.06 96282 7.0k 9.6 878628 6h.2h 87.9 79.3 2uk6l 1.79 2.5
4 17919 759721 L42.40 94607 5.28 12.5 670693 37.43 88.3 106.8 (5579) (.31) (.8)
2 7830 688310 87.91 64339 8.22 9.3 6091k6 77.80 88.5 80.9 14825 1.89 2.2

* %f represents fixed costs as a percentage of net sales.
*% 4y represents variable costs as & percentage of net sales.
#%% PNP represents pretax net profits.
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Table 3. Continued
Size Total Net Net Fixed Fixed %f* Variable Var.  &v** Break Pretex PNP  PNP™**
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. ¢
Sq.Ft., Sq.Ft. S5g.Ft. % Profit Ft. Sales
2 7998 801548 100.22 T2990 9.13 3.1 702011 87.771 87.6 3.4 26547 3.32 3.3
2 7500 516405 68,85 52252 6.98 10.1 462857 61.64 89.6 97.1 1296 17 1.8
3 9243 658815 7T1.28 63635 6.88 9.7 592172 6%.07 89,9 96.0 3008 .33 "
2 6775 693913 102,42 58034 8.57 8.4 611541  90.26 88.1 70.6 24338 3.59 3.5
3 9312 676484 T72.65 66430  7.13 9.8 600812 64k.52 88.8 87.5 g2h2 .99 1.h
2 7500 617300 82.31 56019  T.47 9.1 546555 72.87 88.5 79.1 1726 1,96 2.4
2 - 7183 355059 L9.43 LoB65 5.69 11.5 318546 W.35 89.7 111.7 (%352) (.61) (1.2)
3 10225 1007393 98.52. 89545 B8.76 8.9 890049 87.05 88.4 6.7 27799 2.72 2.7
2 7280 1021101 140.26 85071 11.69 8.3 894389 122,85 87.6 66.9 k4164l 5.72 4.1
3 11000 383517 34.87 LéTM6 k.25 12,2 349853 31.80 9l.2 138.6 (13082) (1.19) (3.4}
2 7500 556777 Th.24 59845 7.98 10.7 489908 65.32 88.0 89.2 T024 9 1.3
2 8343 72362 92,58 68578 8.22 8.9 684293 82.02 88.6 78.1 19401 2.3k 2.5
3 9500 532396 56,04 56023 5.90 10.5 L6Tho2 k9,21 87.8 86.1 8881 93 1.7
* %f represents fixed costs as a percentage of net sales.
#% 4y represents variable costs as & percentage of net sales.

*%% PNP represents pretax net profit.
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Teble 3.

Continued

Size Total Net Net Fixed rixed %i* Variable var. %v¥* Break Pretax PNP PNP##*
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sa.
Sq.Ft. Sq.Ft. Sq.Ft. % Profit Ft. Sales

4 13750 1198885 87.19 106382 T.Th 8.9 10khs525 95,97 87.1 69.0 47978 3.49 5.0
3 11639 648228 55.69  6hok2 5.50 9.9 573761 49,30 88.5 86.1 10425 89 1.6
3 12325 1183871 96.05 95579 T.T5 8.1 1022742 82.98 86.4 59.6 65550 5.32 5.5
2 6875 525877 T6.49 53091 7.72 10.1  L6LT65 67.60 88.4 87.1 821  1.17 1.5
2 5000 399482 T9.90 38706 T7.7h 9.7 351989 70.40 88.1 81.5 87187 1.76 2.2
3 11390 947125 B83.15 93368 8.20 9.9 831051  72.96 87.7 80.5 22706 1.99 2.k
3 13305 887542 66.71 109166 8.20 12,3  T77543 58.4 87.6 99.2 833 .06 .1
L 1457 669431 U46.30 72695 5.03 10.9 587562 o.64 87.8 89.3 9LTh .63 1.3
2 7815 1013540 129.69 99116 12.68 9.8 895237 1ihk.55 88.3 83.8 19187 2.145 1.9
2 8085 1274868 157.68 112124 13,87 8.8 11157+ 138.00 87.5 70.4 L6970 5.81 3.7
3 9775 994860 101.78 95280 9.75 9.6 869388 88,94 87.4 T6.2 30192  3.19 3.0
2 8120 500344 61.62 61195 T.54 12.2 437877 53.93 87.2 97.6 1272 .16 .6
1 3826 346536 90.57 33849 8.85 9.8' 305056 79.73 88.0 8i.7 7631 1.99 2,2

*

%f represents fixed costs as a percentage of

net sales.

#% 4y represents variable costs as a percentage of net sales,
#¥% PHNP represents pretax net profits.
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Table 3, Continued

Clocs Area Ssles Sales/ Comws Cosss/ | Ceste . Cests/ | mven e sq 4
8q.Ft. Sq.Ft. Sq.Ft, % Profit Ft. Sales
2 9000  W798hk2 53.32 60686 6.7% 12.6 430268 47.81 89.7 122.3 (11112)(1.23) (2.3)
3 11585 739461 63.83 75555 ©.52 10,2 683047 58,96 92.4 134.2 (19141)(1.65) (2.6)
b 14450 826940 57.23 76303 5.28 9.2 739813 51,20 89.5 87.6 1084k .75 1.3
Iy 14395 746236 51.84 81423 5.66 10.9 666980 k6.33 89.% 102.8 (2167) (.15} {(.3)
2 8500 8keT19 99.1h4 77234 9.09 9.2 Th3236 87.44 88.2 78.0 27249 2.62 2.6
2 8125 593944 T73.10 57529 7.08 9.7 522847 64.35 88.0 80.8 13568 1.67 2.3
2 7500 395396 52.72 57572 7.68 14.6 354655  L47.29 89.7 1k1.7 (16831) 2.25  L.3
2 7800 538713 69.07 58565 T.51 10.7 L4B064S 61.62 89.h 99.1 (501) (.06) (.1)
3 9155 763801 83.43 73436 8.02 9.6 675433  73.78 88.4 82.8 14932 1.6h4 2.0
3 12500 955255 T76.42 119009 9.52 12.5 855615 68.45 89.6 120.2 (19369)(1.55) (2.1)
2 7800 1038879 133.18 84503 10.83 8.1 90ok628 115.98 87.1 62.8 50108 6.42 4.8
2 9000 856464 95.16 TTTh2 8.6k 9.1 75121k 83.47 87.7 1T.0 27508 3.05 3.2
2 7884 690911 87.63 64703 8.21 9.4k 607553 77.06 87.9 77.7 18655 2.38 2.7

* %f represents fixed costs as & percentage of net sales.

¥ %v represents variable costs as a percentage of net sales,
%%  PNP represents pretex net profits.
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Table 3. Continued
Size Total Net Vet Fixed Fixed %f¥ Variable var.  %ve* Break Pretax PNP PIP*¥
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
5q¢.Ft, Sq.Ft. Sq.Ft. 4 Profit Fit., Sales
3 13140 684231 52,07 97001 7.38 k.2 627585 Yb7.76 91.7 171.1 (%0355) (3.07) (5.9)
3 13150 843283 64,18 110559 8.h1 11.9 763331  58.09 90.5 125.3 (30607) (2.33) (2.k)
3 1314 943358 7Ti.79 112351 8.55 11.9 8574ok 65.26 90.9 130.8  (26487) (2.02) (2.8)
L 15075 1009997 67.00 116973 T7.76 1.6 88u71  59.00 88.1 97.5 3553 .2k 3
b 17000 1252393 73.67 111073 6.53 8.9 1098851 61.c5 87.7 T2k Lk2h69 2,50 3.4
3 13140 753325 57.33 93457 7.11 12.4% 661180 50.32 87.8 101.6 (1212) (.09) {(.2)
3 8125 715803 88.10 70697 8.70 9.9 63k217 78.06 88.6 86.8 10889 1.3+ 1.5
4 13800 1700689 123.24 159226 11.54 9.4 1479539 ~ 107.21 87.0 T2.3 6192k L.h9 3.6
3 10875 1377363 126.65 119286 10.97 8.7 1196646 110.0k 86.3 66,4  61h31 k.65 kL
2 85400 1781097 208.55 147749 17.30 8.3 1539892 180.31 86.5 61.5 93546 10.9% 5.2
3 9576 11020k1 115.08 101316 10.58 9.2 960884 100,34 87.2 71.9 3984 4,16 3.6
2 8L00 20373 85.76 70900 8.4k 9.8  S2651h Th.57 87.0  75.h - 22959 2.73 3.2
2 9000 596208 66.26 67243 7.47 11.3 522898 58.10 87.7 91.9 5157 69 1.0
* %f represents Tixed costs as a percentage of net sales.
::* %v represents variable cosis as a percenua"e of net sales.

PIlP represents pretax net profits.
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Table 3. Continued

Size Total Net Net Fixed Fixed ®%I* Variable var. gv¥¥* Break Pretax DPNP  PNPW*¥
Class Area Sales Sales/ Costs Costs/ Costs Cosata/ Even Net Sq. ¢
8q.Ft. Sq.Ft. Sq.Ft. % Profit Ft. Sales

3 11880 1593401 134k.12 145604 12.26 9.1 1368956 115.23 85.9 64.5 78841 6.65° 5.0
8370 1560573 186.44k 121795 14.55 7.8 1356994 162.12 87.0 60.0 8178+ 9.79 5.2

3 10080 1500612 148.87 135913 13.48 9.1 1296694 128.64 86.4 66.9 68005 6.75 h.5
3 10625 2188799 206.00 178566 16.81 8.2 188728k 177.63 86,2 59.h 122949 12.20 5.6
3 12152 1833511 150.88 1h6010 12.02 8.0 1586083 130.52 86.5 59.3 101418 8.35 5.5
3 11475 1847495 161.00 151347 13.19 8.2 1597822 139.24 86.5 60.7 98326 8.56 5.3
2 7795 1313393 164.27 111024 13.89 8.5 1136640 142,16 86.5 63.0 65729 8.24 5.0
3 10625 1837289 172.92 152391 14%.3% 8.3 1587249 149,39 T6.4 61.0 9769  9.20 5.3
L 15065 1804736 119.80 159403 10.58 8.8 156448 103.85 86.7 66.2 80885 5.5  L.5
3 10560 1341888 127.07 111742 10.58 8.3 1164205 110.25 86.8 62.9 65941 46.24 k.9
3 11138 1272830 114.28 109690 9.85 8.6 1100740 98.83 86.5 63.7 62400 5.60 4.9
3 11500 1892219 164,54 168686 14k.67 8.9 1640502 1k2.65 86.7 66.9 83031 7.22 L.k
2 8100 1097788 135.52 g8227 12.13 8.9 954311 117.82 86.9 67.9 45240 S5.47 4.2

* %f represents fixed costs as & percentage of net sales.
** %v represents variable costs as a percentage of net sales.
#% PNP represents pretax net profits.



Table 3. Continued

Size Total Net Net Fixed Fixed %Lf¥ Variable var,  %v** Break Pretax PRP  PNP**%
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
Sq.Ft. Sq.Ft. Sq.Ft. % Profit Ft. Sales
3 10500 1188182 113.16 112733 10.T7h 9.5 1026554 97.77 86.% 69.9 48895 L.65 L.1
it 15750 1538572 97.69 155721 9.89 10,1 1327681 84,30 86.3 73.7 5517k 3.50 3.6
3 11400 619400 54,33 70013 6.4 11.3 538355  47.22 86.9 86.3 11032 .97 1.8
2 7800 64536 98.02 77492 9.93 10.1 671725 86.12 87.9 83.5 15319 1.97 2.0
2 7500 718988 95.87 72772 9.70 10.1 620256 82.70 86.3 T3.7 25960 3.6 3.6
2 8125 84537k 104,05 82990 10.21 9.8 733514 90.28 86.8 Th.2 28870 3.56 L4
2 6750 TOT954 104,88 72642 10,76 10.3 616681 91.36 87.1 7T9.8 18631 2.26 2.6
2 7920  8182hk7 103.31 75461  9.53 9.2 70864 89,76 86.9 T0.2 31923 h,01 3.9
2 7370 1017987 138.12 8997k 12.21 8.8 880316 119.45 86.5 65.2 L7697 64T L.T
2 7945 877921 110.50 79052 9.95 9.0 755623 95,11 86,1 64.7 U326 5.46 k.0
2 7500 973268 129,77 94550 12.61 9.7 8s0b62 113.h0 87.k 77.0 28256 3.77 2.9
2 6270 708834 113.05 77322 12.33 10.9 616917 98.39 87.0 83.8 24595 3.92 2.1
1l 3420 550593 160.99 ko270 1411 8.9 480431 140.48 87.3 T0.1 20892 6.10 3.8
* 4%f represents fixed costs as a percentage of net sales.
#*  dy represents variable costs as a percentage of net sales.

¥¥% PNP represents pretax net profits.
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Table 3.

Continued

Size Total Net Net Fixed Fixed %f%* vVariable var. gv¥¥ Preak Pretax PNP  PND***
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even HNet Sq. %

Sq.Ft. Sq.Ft, 5q.Ft. % Profit Ft. Sales
2 5147 384430 TH.69  Luko8 8.63 11.6 339336  65.94 88.3 99.1 656 .13 1
1 2814  h74603 168.66 59131 21.01 12,5 401875 142,81 84,7 81.7 13597 6.6k 2.8
2 878k 724557 8B2.49 65837 7.50 9.1 633865 72.16 87.5 72.8 24855 2.83 3.4
1 M1k 3I77ATH 91.68 37772 9.18 10,0 332859 80.91 88.3 85.5 6543  1.59 1.7
3 10000 1188462 118.95 112895 11.29 9.5 1026969 102.70 86.4 69.9 48598 h.86 k.1
1 %180 362070 86.62 35755 8.85 9.9 315266 75.42 87.1 6.7 11049  2.65 3.0
1 2805 426182 151.9% 35081 12,51 8.2 370950 132.25 87.0 63.1 20151 T7.20 L.8
2 5572 610434 109.56 51608 9.26 8.5 533580 95.76 87.4 67.5 25246 4,53 k.1
1 3540 536262 151.49 43514 12.29 8.1 L7is52  133.18 87.9 66.9 21206 6.20 k.0
2 TG0 7617 99.81 65393 9.13 9.2 623607 87.10 87.3 T2.h 25617 3.59 k.5
1 3835  373h54% 97.38 29066 7.58 7.8 328332 85.61 87.9 64,5 16056 k.20 3.3
2 7500 557566 Th.34 h8618 6.48 8.7 495615 66,08 838.9 T8.k 13333 1.75 2.4
2 7600 982840 126,01 87222 11,18 8.9 859960 110.25 87.5 Ti.2 35658 L4.56 3.6
¥ %f represents fixed costs as a percentage of net sales.

** dy represents varigble costs as a percentage of net sales,

PNP represents pretax net profits.
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Table 3., Continued

Size Total Net Net Fixed Fixed #f¥ variable vVar.  %v** Break Pretax PNF  PNPW%
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Fven Net Sq. %
Sq.Ft. Sq.Ft. Sq.Ft. 4 Profit Ft. Sales
2 7800 1351499 173.26 103922 13.32 7.7 1172138 150.27 86.7 59.9 5439 9.65 5.6
2 5600 682316 121.8% 5372k  9.59 7.9 596013 106,43 87.h 62,7 38579 5.81 k.7
2 750 456025 96.01 42026 B8.85 9.2 Lo2ki7  74.82 88.2 78.0 11592 2.kh 2.6
2 5670 654220 115,38 53484 9,43 8.2 578 101.31 87.8 67.2 26288 Lh.7h k.0
3 11000 1282360 116.58 112902 10.26 8.8 1125051 102,28 87.7 71.5 Wiko7 k.00 3.5
3 90ok5 1320579 146,00 110602 12.23 B.4 1150271 127.17 87.1 65.1 59706 6.62 k.5
1 3822 L41k233 108,38 37T 9.88 9.1 3646 95.28 87.9 T5.2 123%0 3.22 3.0
1 3960 k73179 119.49 43039 10.87 9.1 k17722 105.k9 88.3 7.8 12118 3.1k 2.6
2 5000 445788 89.16 47120 8.1% 9.1 390780 78.16 87.7 Th.0 14288 2.86 3.2
3 10560 1937145 183.44 156368 14.81 8.1 1687307 159.78 87.1 62.8 93k70 8.7k 4.8
2 8162 604476 TH.06 55230 6.77 9.1 529953 64,93 87.7 Th.O 19293 2.36 k.2
1 L180 531178 127.08 56908 11.22 8.8 466866 111,69 87.9 T72.7 17hok 4,18 3.3
1 4500 560931 12k.65 48276 10.73 8.6 493093 109.58 87.9 Ti.1 19562 k.35 3.5
* %f represents fixed costs as a percentage of net sales.
#%  %v represents variable costs as a percentage of net sales,

¥#% PNP represents pretax net profits.
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Table 3. Continued

Chass heen. buies Dulss/ Comes Oovw) | lorta Cemiel T Been M by B
Sq.Ft. Sq.Ft. 8q.Ft. 9 Profit Ft. Sales
3 9035 823480 91.14 69545 7.70 8.k  T1kB51  79.12 86.8 63.6 3908% L4.33 4.8
3 11138 1236000 110.97 1lou6hk7 9.h0 8.5 1062uh0 95.39 86.0 60.7 68913 6.16 5.5
1 MEN3 Lg836 112,06 b8 9.2 8.4 1432970 9745  86.9 6h.1 23535 5.30 k.7
2 7600 550636 T2.45  U96TT 6.54 9.0 495373 63.86 88.1 T75.6 15586 2.02 2.9
1 2645 300788 113.72 28879 10.92 9.6 265060 100.21 88.1 T0.7T 6849 2.58 2.3
3 11016 1159192 105.23 99231 9,01 8.6 1008373 91.54 B87.0 66.2 51588 L4.69  L.b
2 6660 47539 112.24 69482 10.43 9.3 657759 98.76 88.0 T7.5 20298 3.05 2.7
2 6000 557534 92.92 50669 8.44 9.1 488909 8148 87.7 Th.0 17956 3.00 3.2
1 4180 418140 100.03 42916 10.28 10.3 368330 88,12 88.1 86.6 6895 1.65 1.6
3 131138 554118 Lg.75 80170 7.20 1hk.5 509525 MW5.75  92.0 161.25 (35577) (3.21) (6.5)
3 11138 1039321 93.31 98092 8.81 9.4 9gk2999 84,67 90.7 101.1  (1770) (.16} ( .1)
3 11620 915176 T78.76 93627 8.06 10.2 835700 T71.92 91,3 1.17.2 (14151) (1.22) (1.5)
3 11138 892365 80.12 94979 8.53 10.6 820917 73.70 92.0 132.5 (25531) (2.11) (2.6)

%f represents fixed costs as a percentage of net sales,

*
*¥ %v represents variable costs as a percentage of net sales.
*¥¥%  PNP represents pretax net profits.
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Table 3. Continued
Size Total HNet Net Fixed Fixed '7%5347 Variasble Var. %v*¥% Break Pretax PNP  PNP¥***
Class Ares Sales Sales/ Costs Costs/ Costs Costa/ Even Net Sq. %
8q.Ft. Sq.Ft. Sq.Ft., % Profit Ft. Sales
3 9900 576590 T6.42 80322 8,11 10.1 681186 68,81 90.0 105.0 (4918) (.49) (.5)
3 11138 845096 75,88 91136 8.18 10.8 752829 67.599 89.1 99.1 1131 .10 .1
2 8625 838350 97.20 82292 9.54 9.8 757193 87.80 90.3 101.0 (1135) (.13) (.1)
2 8625 735403 85.26 75842 8.79 10.3 670068 77.69 91.1 115.7 (10507) (1.22) (1.4)
3 9775 643704 65.85 ™308 7.00 11.5 589038 60.26 91.5 135.3 (19642) (2.26) (3.0)
3 12898 1709343 132.53 143857 11.53 8.4 1478099 11k.60 B86.5 62.2 87387 6.80 5.1
3 12898 1100676 85.34% 106125 8.23 9.6 954739 TH.02 86.7 T2.2 39812 3.09 L.7
3 12800 705742 55.1%  1okiok 8.13 1k.7 606600 47.39 86.0 105.0 (L4962) (.39) (.7)
3 10800 1080829 100.08 103784 9.61 9.6 945237 87.52 87.5 T76.8 31808 2.94 2.9
3 9680 653285 67.49 64703 6.68 9.9 569613 58.84 87.2 T7.3 18967 1.96 2.9
3 11130 1245996 111,87 112964 10.1h 9.1 1076824 96.68 86.4 66.9 56208 5.0k k.5
3 12800 840433 65.66 93549 7.31 1l.4 767330 59.95 91.3 127.6 (204k6) (1.60) (2.k)
3 12800 498769 37.40 90669 7.08 17.9 4h2769 34.59 92.5 252.0 (54689) (4.26) (11l.4)
* %f represents fixed costs as a percentage of net sales.
*% %y represents variable costs as a percentage of net sales.

*¥% PNP represents pretex net profits.
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Table 3. Continued
Ciecs hve. Bawes Sukes/ Goves o/ | Gome e/ T e me e B
59.Ft. Sq.Ft. S5q.Ft. Profit Ft. Sales

3 12800 898643 T0.21 92373 T7.22 10.3 799995 62.50 89.0 93.6 6275 b9 -7
3 10700 T27152 67.33 79651 7.38 11.0 648959 60.09 89.2 101.9 14933 1.38 1.2
3 10800 TAMTT2 66.18 72875 6.75 10.2 636357 59.92 89.0 92.7 5540 .51 .8
5 20440 934954k L5.7h 12042k 5.80 12.9 826000 4o.41 88.3 110.3 (1bk70) (.56) (1.3)
3 10800 717920 66.47 7358k 6.81 10.2 626600 58.02 87.3 80.3 17776 1,64 2.5
2 6468 453081 70.05  uSW3T T.02 10.1 hOTTS9  63.04 90.0 100.0 (115) (.02) (.1)
2 7800 528651 67.78 63222 8.11 12.0 U4Bs825 62.29 91.9 148.1 (20396) (2.61) (3.9)
3 9300 733859 78.91 goosk 8.61 10.9 642332 69.07 87.5 87.2 11473 1.23 1.6
3 9595 1065929 111.09 56223 5.86 5.3 960623 100.12 90.1 53.5 149083 5.12 4.6
3 13500 1350204 100.02 120285 8.91 8.9 1180231 87.h2 87.4 T70.6 49688 3.68 3.7
2 5000 4h325hk 88.65 39413 7.88 8.9 386769  77.35 87.3 70.1 1119k  2.2% 3.8
2 6384 h3k369 68.04 Los 6.70 9.8 381696 59.79 87.7 81.0 9928 1.56 2.3
1 180 395297 88.2k 35660 8.00 9.1 345382  77.09 87.4 77.2 386k .86 3.5

* %f represents fixed costs as a percentage of net sales.

*x %v represents varisble costs as a percentage of net sales,
*¥% PNP represents pretax net profits.
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Table 3. Continued
Size Total Net Net Fixed Fixed ®%f¥ Variable Var,  %v** Break Pretax PNP  PND**¥
Class Area Sales Sales/ Coste Costs/ Costs Costs/ Even Net Sq. %
Sq.Ft. Sq.Ft. Sq.Ft. % Profit Ft. Sales
2 hroh kL3560 9hk.29 36551 T7.77 8.2 396154  8h.,22 89,3 T6.6 10855 2.31 2.5
3 9375 970010 103.h7 = 90111 9.61 9.3 851528  90.83 87.8 72.7 28371 3.03 3.9
3 9500 996842 104,93 93345 9.83  9.h 88370k  93.02 88.7 83.2 19793 2.08 1.9
3 11138 789977 T0.93 87l 7,58 10.7 690452 61,99 87.4 84,9 15051 1.35 1.9
3 12750 1282k87 100.59 117662 9.23 9.2 112k590  88.27 87.8 75.4 39335 3.09 3.0
3 12420 779988 62.80 94218 7.59 12.1 692361  55.75 88.8 108.0 (6598) (.53) (.9)
2 7500 1182226 159.63 86332 11.51 7.3 1033173 137.75 87.3 57.5 12721 8.36 5.
1 3480 452656 130.07 40816 11.73 9.0 3989754 114,58 88.1 75.6 13086 3.76 2.9
1 Lk78 385996 86.20 35165 7.85 9.1 343493 76.71 88.9 82.0 7338 1.64 2.0
3 10450 U5T5311 43.78 61765 5.91  13.5 409598  39.20 89.5 128.6 (13832){1.32) (3.0)
2 7ok 567335 1éo.61 45919 9.76 8.1 WolB61 105.20 87.2 63.3 26535 65.65 .7
2 8625 936372 108.56 95581 11.08 10.2 820128 95,09 87.6 82.3 20663 2.ko 2.2
2 8737 67T0WT2 76.7h 62020 T.10 9.3 592796 67.85 83.4k 80.2 15656 1.79 2.3

* %f representa fixed costs as a percentege of net sales.

**  dv represents varisble costs as a percentage of net sales.
¥%% PNP represents pretax net profits.
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Table 3. Continued

Size Total Net Net Fixed Fixed ®%f* Variable var,  %v¥* Break Pretax PNP  DPNP#™¥
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
Sq.Ft. Sq.Ft. Sq.Ft. % Profit Ft. Sales
2 8737 914846 10h.71  84B4E6 9.71 9.3 806248  92.28 88.1 T78.2 23752 2.72 2.6
2 6222 395832 63.55 bosk8 6,52 10,3 348005 55.93 88.0 85.8 6879 1.11 1.7
2 7920 260249 T8.31 58482 7.38 9.4 s5h7951  69.19 88.3 80.3 13816 1.7k 2.3
1 4180 426337 101.99 L4371 10.62 10.4 381067 91.16 89.4 98.1 899 .22 .2
2 k950 543807 109.86 46070 9.31 8.5 475584 96.08 87.5 68.0 22153 L.h8 4.0
2 8100 1151986 1h2.22 123234 15.21 10.7 1007200 124.35 87.4 84.9 21552 2.66 1.9
2 8075  9LOMOT 116.46 73572 9.11 7.8 819951 101.54 87.2 60.9 L688L 5.81 5.0
2 7980 1108841 138.95 98192 12.30 8.9 976233 122.33 88.0 Th.2 34416 k.31 3.1
2 8775 590502 67.29 60163 6.86 10.2 524356 59.76 88.8 91.1 5983 .68 1.0

3 11700 1106613 94.58 111340 9.52 10.1 961897 82.21 86.9 T77.1 33353 2.84 3.0
3 11340 2191932 193.29 176220 15.54 8.0 1931308 170.31 88.1 67.3 8ikoh  7.43 3.9
2 5005 641392 108.62 58585 9.92 9.1 572443 96,94 89.2 84.3 10364 1.75 1.7
3 10030 1986897 198.10 i7295h 17.24% 8.7 1712846 170.77 86.2 63.0 101097 10.08 5.1

* %f represents fixed costs as a percentage of net sales.
*% 4y represents varisble costs as s vercentage of net sales,

*¥¥%% PNP represents pretax net profits.
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Table 3. Continued

Size Total Net Net Fixed Fixed ®L¥ Variable var.  &%v** Break bretax ONP  PNPPF
Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
Sq.Ft. Sq.Ft. 8q.Ft. % Profit Ft. Sales

1 2759 360988 130.84 35117 12.73 9.7 316275 13k.63 87.6 78.2 9596 3.51 2.7
2 5073 562903 110,96 51977 10.25 9.2 Lg3ko2  97.26 87.7 Th.8 17524  3.LU6 3.1
2 4950 615284 124,30 57249 11.57 9.3 543571 109.81 88.3 79.5 1446k 2,92 2.4
2 4950 387885 78.36 43523 8.79 11.2 347030  T70.11 89.5 106.7 (2668) (.54}  (.T)
2 T830 1131948 143,46 96195 12.19 8.5 976729 123.79 86.3 62.0 5902k  7.50 5.2
2 8625 2195124 254.50 168038 19.48 7.7 1896938 219.93 86.4 56.6 130148 15.10 5.9
3 9280 2125068 228.99 162311 17.49 7.6 1851292 199.4%9 87.1 58.9 111465 12.01 5.3
3 9375 1327823 141.63 118065 12,59 8.9 1152020 122.88 86.8 67.4 57738  6.15 h.3
2 5208 570397 109.52 52976 10.17 9.3 k97702 95.56 87.3 73.2 19719 3.79 b.b
3 11936 1855537 155.46 153020 12.82 8.2 1594932 133.62 86.0 58.6 107585 9.01 5.8
2 8600 1636364 190.27 130869 15.22 8.0 1426637 165.89 87.2 662.5 78858 9.15 4.8
3 9600 855798 89.15  82u22 8,59 9.6 755527 78.70 88.3 82.1 17849 1.86 2.1
3 13750 1507676 160.81 128562 13.71 8.5 1315499 140.32 87.3 66.9 63615 6.8 h.2
* %f represents fixed costs as a percentage of net sales.

*% %v represents variable costs as a percentage of net sales.
¥¥* PHP represents pretax net profits.
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Table 3. Continued

Size Total Net Net Fixed Fixed %I* variable var.  %v** Bresk Pretax PNP  PNE#*¥

Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %
8q.Ft. 5q.Ft. Sq.Ft. 4 Profit Ft. Sales

2 6800 865093 127.22 76288 11.22 8.8 736114+ 108.25 85.1 59.1 52691 7.7k 6.1

3280 411951 125.99 3871 11.88 9.5 358231 109.22 87.0 T3.1 14749 k.50 3.5
18600 970661 52.19 87he3 L.70 9.0 8k 45.31 86,8 68.2 Lohg7 2.18 L.2
18589 1678198 90.28 173690  9.34% 10.3 1459866 78,53 87.0 T79.2 Lhshe 2.hp 2.7

9775 1252833 128.16 117326 12.00 9.4 1082488 110.74 86.h 69.1 53019 5.4k 4.2
11125 1500777 134.90 133632 12.01 8.9 1303469 117.17 86.9 67.9 63676 5.71 L2
16200 1371k25 84,66 171810 10.61 12.5 1187729  73.32 86.6 93.3 11886 .13 .9
11125 1308460 117.61 118130 10.62 9.0 1133711 101.91 86.6 67.2 56619 5.10 h.L
11656 1350468 115.87 131919 11.32 9.8 1167497 100.16 86.5 T2.6 51052 L.38 3.7
11700 732703 62.62 9117h 7.79 12.4 640923 5L.78 87.5 99.2 607 .05 .1

gh08 803180 85.37 81651 8.68 10.2 707275 75.18 88.1 85.7 1keshk  1.52 1.7
11250 1388695 123.h4 1k1136 12,55 10,2 1216078 108.10 87.6 82.3 31481 2.8 2.2

R W w W w w W W o

8355 504806 0.4z 62508 7.48 12.4 413876 53.13 87.7 102.5 (1578) (.19) (.3)

* %f represents fixed costs as a percentage of net sales.
** gy represents varisble costs as a percentage of net sales,
#¥% PNP represents pretax net profits.



Teble 3. Continued
Clocs foce Setes Selss/ Coste Comt/ | Geste Gosia/ | Been Neo o o £
Sq.Ft. Sq.Ft. Sq.Ft. % Profit Ft. Sales

2 8800 585770 66.57 69322 7.88 11.8 524653  59.62 89.6 113.5 (8205) (.93) (1.4)
3 9720 694502 - TL.h5 81554 8.39 11.7 607119 62.46 87.4 92.9 5829 .60 .9
2 8986 1017949 113.28 103119 11.48 10.1 895987 99.93 88.0 84,2 18843 2,10 1.9
2 8200 13172 50.39 52358 6.39 12,7 363510  Mh.33 88.0 105.8 (2969) (.33) (.7)
2 5538 4LoB4h1 76.52  hooshk 9,36 12,2 362078 67.83 88.6 107.0 (3591) (.67} (.8)
3 9775 1979155 202.k7 168759 17.26 8.5 1720033 175.96 8.9 6h.9 90363 9.2+  L.6
3 11700 1964720 167.92 152767 13.06 7.8 171301k 1h6.M1 87.2 60.9 98939 8.k6 5.0
3 10629 1177950 110.82 115230 10.84 9.8 1025319 96.46 87.0 T75.4 3701  3.52 3.2
2 7084  L60163 66.23 48920 6.91 10.4 12231  58.19 87.7 86.0 8012 1.13 1.7
2 7800 538453 69.03 60750 T.79 11.3 468579 60.07 87.0 86.9 912k 1.17 1.7
3 9378 684018 T2.94%  T1935 7.67 10.5 600243 64,01 87.7 B86.1 1840 1.26 1.7
2 73320 78565k 107.15 71488 9.75 9.1 6878k9  93.81 87.6 T3.h 26677 3.1k 3.3
6 24236 2421130 99.90 24536910.13 10.1 2132051 87.97 88.1 84.9 4W3710 1.8 1.8

* %f repregents fixed costs as a percentage of net sales,
¥ %v repreaents varisble costs &s a percentage of nef sales.
% PNP represents pretax net profits.
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Table 3. Copntinued

Size Total Net Net Fixed Fixed @I*  Varisble var.  %v** Break Pretax FPNP  PNP™#*
Cless Ares Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sq. %

8q.Ft. Sg.Ff't. Sq.Ft. % Profit Ft. Sales

3 11250 1345511 119.60 135956 12,08 10.1 1190296 105.80 88.5 87.8 19259 1.7 1.4
3 9055 924083 102.05 94236 10.41 10.2 B19766 90.53 88,7 90.3 10081 1.11 1.1
3 11250 1294504 115,07 123350 10,96 9.5 11hk623  101.7% 88,k BL.9 26531 2,36 2.1
3 2375 862587 92.01 93353 9.96 10.8 771233 82,26 89.4 101.9 (1909) (.22) (.2)
3 10800 1395352 129,20 113611 12,09 9.k 12h1k71 114,95 8.0 85.5 23270 2.15 1.6
2 7890 769296 97.50 84863 10.76 11.0 680271  86.22 88.h 9k,8  Li62 .53 .6
2 6900 90115k 130.60 8890k 12.88 9.9 799712 115.90 88.7 87.6 12538 1.82 1.4
2 7200 532535 73.96 56661 1.87 10.6 h73672  65.79 88.9 95.5 2203 31 .5
2 6452 514233 79.70 52219 8.09 10.2 460540 71.38 89.6 98.1 7h .23 2
2 8509 1027846 120.80 93650 11.01 9.1 890877 1wok.70 86.7 67.9 43313 5.09 k.2
b 1025 1595307 113.75 143142 10.21 9.0 1363917 97.25 85.5 62.1 88248 6.01 5.5
3 9775 1164976 119.18 106886 10.93 9.2 1002346 102.5% 86.0 65.7 557k 5.70  L.8
Iy 1k025 16117h5 11k.92 153938 10.98 9.6 1379k92 98.36 85.6 66.7 78315 5.58 4.8

# 4f represents fixed costs as & percentege of net sales,

#* 4y represents varisble costs as & percentage of nets sales.
¥¥% PNP represents pretax net profits.
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Teble 3. Continued

Size Total Net Net Fixed Fixed %f* Variable Var. %v¥* Break Pretex PNP PNP#*&%

Class Area Sales Sales/ Costs Costs/ Costs Costs/ Even Net Sg. %
8q.Ft. Sq.Ft. 8q.Ft. % Profit Ft. Sales

2 5400 L9597 92.15 52397 9.70 10.5  h341h 80.40 87.2 82.0 11059 2.05 2.3

1 2646 287597 108.69 27501 10.39 9.6 253082 95.65 88.0 24.6 TOlh  2.64 2,k
3 11700 1241803 106.1% 120809 10.33 9.7 1082135 92.49 87.1 T5.2 38859 3.32 3.2
2 7800 k09515 52.50 58524 7.50 14,3 360367 46.20 88.0 119.2 (9376) (1.20) (2.3)

5800 611644 105.46 58333 10.06 9,5 5356TL 92,36 87.6 T76.6 17640 3.0k 2.9

1 3963 434758 109.70 45730 11.54 10.5 381519 96.27 87.8 86.1 7509  1.90 1.7
3 12366 1284625 103.88 123741 10.09 9.6 1113082 890.75 86.6 Tl.6 k7802 3.86 3.8
It 15808 2531338 160.13 214607 13.58 8.5 2175479 137.62 85.9 60.3 1k1252 8.95 5.6
5 20717 2037518 98.35 211816 10.22 10.4 1769111 85.39 86.8 178.8 56591 2.7h4 2.8
b 16144 1600887 99.16 156340 9.68 9.8 1393257 86.30 87.0 T5.4 51290 3.18 3.2
4 1604 2384243 148,61 208218 12.98 8.7 2091299 130.35 87.7 T0.7 8426  5.28 | 3.6
3 11616 1014172 87.31  107h6L 9.25 10.6 895426 77.09 88.3 90.6 11282 .97 1.1
I 15808 1671596 105.7+ 166114 10.51 9.9 1463148 92.56 87.5 T9.2 ho334h 2,68 2.6

* 9f represents fixed costs as a percentage of net gales.
**  dy represents variable costs as 2 nercentage of net sales.
*¥¥ PNP represents pretax net profits.
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Table 4. Distribution of Annusl Net Sales Per Square Foot by Size Classes.

Dellars Per
Year/Sq. Ft. 1 2 3 L 5 6 7 10
20.0 - 29.9 1
30.0 - 39.9 2 1 1 1
4%.0 - k9.9 1 5 3 2 1
50.0 = 59.9 6 T 6 2
60.0 - 69.9 17 16 3 2 1
70,0 - T9.9 1 22 21 2 1
80,0 - 89.9 3 18 17 L 1 1
90.0 - 99.9 6 19 11 3 3 1
100.0 - 109.9 T 17 18 3 1
110.0 - 119.9 3 15 20 6 1
120.0 - 129.9 L 11 9 3
130.0 « 139.9 2 6 6 1 2
140.0 - 149.9 6 6 3
150.0 - 159.9 2 3 3 1
160.0 - 169.9 2 3 8 1
170.0 = 179.9 1 2
180.0 - 189.9 3 1
19000 - 19909 l 2
200,0 - 209.9 1 2
210,0 - 219.9
220.0 - 229.9 1
230.0 -~ 239.9
240,0 - 249,9
250.0 - 259.9
30 151 157 39 17 L 1 1
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Table 6. Distributions of Annual Variable Costs Per Square Foot By Size (Classes.

Dollars Per
Year/Sq. Ft. 1 2 3 b 5 10
20.0 - 29.9 1
30.0 -~ 39.9 L 1 1
4.0 - 49,9 6 8 L 3
50.0 - 59.9 13 13 8 3
60.0 - 69.9 1 23 26 2 1
70.0 - T79.9 L 23 19 5 3
80.0 - 89.9 T 21 15 2 1
90.0 - 99,9 6 21 18 6 2
100.0 - 109.9 5 14 18 5
110.0 - 119.9 3 10 11 2 2
120.0 - 129.9 L 6 1
130.0 = 139.9 2 7 L 2
140.0 - 149.9 2 2 8
150.0 - 159.9 2 2
160.0 = 169.9 3
170.0 = 179.9 Iy
180.0 =~ 189.9 1
190.0 - 199.9 1
200.0 - 209.9
210.0 - 219.9 1
220.0 - 229.9
230.0 - 239.9
30 151 157 39 17 1
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Distributions of Annusal Pretax Net Profit Per Square Foot By Size Classes.
1

Dollars Per
Year/Sq. Ft.
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Table 9. Distributions of Annual Variable Costs as a Percentage of Annual Net Sales by Size Classes.

Per Cent
of Sales 1 2 3 Y 5 6 7 8 9 10
8h.0 - 849 1 2
85.0 - 85.9 1 1 b
8.0 - 86.9 1 16 45 b 5 1
87.0 - 87.9 1k 65 4o 16 L
88.0 - 8.9 | 1n 43 31 8 5 2 1
89.0 - 89.9| 2 20 12 I 2 1
9.0 - 90.9 1 2 6
91.0 - 91.9 4 9
9%2.0 - 92.9 b 1
93.0 - 93.9
94.0 - 9k4.9
95.0 « 95.9
30 151 157 39 17 k 1 1 1
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Distributions of Annual Pretax Net Profits as a Percentage of Annual Net Sales by Size Classes,

Table 10.

Per Cent
of Sales
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Table 11. Distributions of Percentage Break-even Points by Size Classes,

Per Cent
of Sales 1 2 3 S 5 6 T
40.0 49.9
50.0 = 59, 1 4 1
60.0 = 69.9 4 20 34 6 3 1
70.0 - T79.9| 12 L7 33 T 6
80.0 - 89.9| 10 5 Lo 16 2 1
90.0 - 99.9 2 12 16 2 2
100.0 - 100.9 2 1 5 6 1 1
110.0 - 119.9 T 3 1
120.0 - 129.9 2 5
130.0 -~ 139.9 L 1
150.0 - 1%9.9 2 2
150.0 - 159.9 1 1
160.0 - 169.9 1
170.0 - 179.9 1
180.0 - 189.9 1
190.0 - 199.9
200.0 - 209.9
210.0 - 219.9
221.0 - 229.9
230.0 - 239.9
240,0 -~ Above 1 1 1
30 151 157 39 17 L 1
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Table 12. Attribvute Values For the

Jedian Stores in Size Classes 1-6.

Description 1 2 3 L 5 é
Numbér of Stores 30 151 157 39 17 4
Per Cent of Total Stores 7.5 37.5 39.2 8.7 h.3 1.0
Median Net Sales/Sg. Ft. 108.53 97.20 98.52  97.69  T5.37 T3.72
Fixed Costs/Sq.Ft. 10.1%  9.54 8.76 9.89 7.56 7.52
Varisble Costs/Sq. Ft. 95.k7 87.8 87.05 8k4.30 65.89 64,35
Pretax Net Profit/Sq. Ft. 2.94 {(.13) 2,72 3.50 1.92 1.98
Fixed Costs as % of Sales 9.2 9.8 8.9 10.1 10.0 10.2
Var. Costs as % of Sales 87.2 90.3 88.4 86.3 87.4 87.5
Pretax Net Profit as % of Sales 2.7 {(.1) 2.7 3.6 2.6 2.8
Percentage Break-even 72.6 101.1 T6.7 3.7 T9.k4 83.6
Total Store Area 323k 8625 10225 1750 21600 23750
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