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- Foreword .

The. transmon year of 1975—as the Nation copes with problems of curbing inflation

and maving out of a recession—is an especially appropriate time to introduce “Service
" Industries:. Trends and Prospects.” This new publication is designed to provide the

" business community with information on growing markets for practically all types of

busmess and consumer services. - S

Part 1 detaits significant trends emerging in the services sector since the early 1960’s
and contains a general . discussion of the probable jmpact of demographic and economic
changes on service. industries in the years ahead. Part II includes analyses of 15 indi-
vidual service industries, focusmg on - recent trends and future prospects for these par-

* ticuldx industries. o '

" “Service Tndustries;: Trends and Prospects" was coordlhated by Renee L. Gallop under
the general. sypervision of Norris”A. Lynch, Director, Consumer Goods and Services
Division, Office of Business Research and Analysis. Individual industry stalements were
prepared by the following Division industry specialists: Jacob H. Bennison, Gary R. Boss,

- Wray . O. ‘Candilis, Marvin J. Margulies, Theodore A. Nelson, and Steven H. Sternlieb.
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Statistical data from the 1972 Census of Business were provxded by the Business D1v1-
sion of the Bureau of the Census. , S
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"The dramati¢ growth of the services sector of
the Nation’ s*economy- during the ‘soaring -sixties” '
was ’accompamed by rising income, strong demand
for a variety of business and consumer services, and
a growing population. : ‘

During thest years, service industries provnded

. \ d
£xpanding markets for such manufactured products

as ‘computers and advanced machinery, designed
to improve services dehvery At the same time, the
servncmg of these manufactured products plus grow—
ing needs ot manufacturers for legal, financial, and
advcmsmg services cxpanded markets for the serv-
ices sector.

Since .1970. the slower pace of the Nation’s

% economic activity has accentuated two major prob-

(

ERI

Aruitoxt provided by Eic:

lems associated with the country’s continued shxft
toward a service- orlentnd cconomy—laggmg pro-
ductivity gams and rapldly rising prices Tor services.
The issue of slow productivity gains becomes in-
creasingly sngmﬁcant when it is reatized that services
output in 1974 accounted for $589 billion of - the -
Nations gross national product, very-little of which
is cxportablc or enters into the balance of payments
accounts. Hopefully, continuing efforts to improve «
productivity in the service sector in 'the next several
years' may rcducc the above-average inflation rate
characteristic of /service-producing industtics.
Service sector\rccexpts and jobs generally are less

+ affected by business slowdowns than the mangfac-

turing sector because sick people continue togrequire
immediate medical attention, children attend.school,™
fire and life- insurance policies ‘are not. dllowed to-
lapse, and government protective serviges are con-

L

tigfed At the same time, business capltal invest-
‘ mient” and consum®r purchases- of . big-tickét items
like automobiles and appliances can be pestponed:
. Although sales and profits - for many service-
producmg mdustrles * were _disappointing during the
recession year of 1974; real personal consumption
spending for services (adjusted for pric¢ changes)
_rose modestly whilg expenditures for manufactured
goods declined. .

With economic recovery anticipated m 1976,
strong service sector growth is expected to resume
. and new, marketable service industries probably will

contmuexﬁt%emerge The growing complexities of

modern business will stimulate increased demiand
fo@' such business services as equipment rentals, em-
ployniem agencies, legal services, and systems ma_n-
agement. Home maintenance services are expected
to expand significantly. in the late 1970s as apart-
ment living continues to increase sharply. The:stead-

' ily growing proportion -of women workers. will pro-

vide expanded markets for labor-saving services.
With a sizable increase in the number-of elderly
- people in the next several years, larger markets are
expected for home health services, medical services,
~ leisure activities, small apartments, and retirement
communities in warm-weather reglons By 1980,

’

berwcé)é‘ production: probably will account for an

ut

?creasmg share of the Natlons gross national out-

%

b
! Service-producing industries include transportation, communlcnnon
puhllc utilities. finance, public aglmmislh(non. private household scrv.
ices. and nfiscellaneous services. which include hotels, repair, recrea-
tional, medzal/ legal and educational scrvices.

5
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Ry .not scrvrccs.

« . ‘ . .

1 As service industries’ have grown in v&nety and
volume a broadened definition ‘of industries. in-
+ cluded in ‘thé service sector ‘has gmerged. Private

- . sector service industries whose output consists of
. mtanglb]es*\mclude such diverse activitigs as bank-, -, i
. ing. legal services, health care, insurance, auto repair,

beauty shops. and travel agencxes, Activities pro-
vided largcly by goverament,-such’ as educdtion, ‘san-
itation, - and “protectivg services, at also service-. |
brieated i:}dustrlcs Inj addition, retal\gn holesale -
\,tradé may be consxde d servtcegprogugmg ndustreis
although thc distribution and seHing sérviges. often
+ . aré mcasured m;termp of consumer out!ays forr goods,

*‘- s R .
Sinct the early 1960's, /substantxal gams in receipts
- and employment were recorded by such‘ma;or serv-
1cc. activities  as ‘bankxng Iegal sefvices.. msurance
al estate, and- med.rcal care. In contrast, boommg
s%s of- tclevmon setsand - high- ﬁdellty equipment
for honie ehtertammcnt moderated spending for such
. STeC catlonal setvrc&’ as {novies, theatres, and “spec-
sports. Another service_ category- in “which
" ¢pnsimer® spendmg ha/levded off is personal care
Lrvices — beauty afid barbtt s‘ho S, shoe repair,

: nd laundry and cleaning. , . *. . L
‘GNP Reflects Service Sector Growth -~ *
Th service economy is

continuing shift towarﬁ‘

reflected in the significant gro of the dollar value

_of serVices produccd compared to increases in the

- output of goods. Between 1960 and 1970, the dollar
value ‘of the’ N3IOHS gross national prod ct——the'_
overall ‘measure™of goods and servrces prgtuced—
almost doubled, with the service' sectop’s growth
accounting for more than half of the n. In 1960,
the prodﬂﬂtldn of manufactured goods accounted for
more than half of atl output whilg the service sector’s -
share was only pcrceﬁt By the 1970's, the dollar
value of goods productlon arld s rvicés ouwtput had
equalized: -eagh accoynted *for niore, than two-ﬁfths
of the entire Fross hational product.», -’

Last. year, the pross _njxtnonal product reached
‘almost $1.4 trillion, with sesvices produced accounf-
ing for $589 million. It should be noted-that servnces
produccd excludgs such business service actlvmes' as -

equipment rentals and transportation costs for prod-""-

uct shipments which are 1ncludcd in tHe value of

goods output. .

- The increasing affluende of Americans durmg the

1960°s fueled a rapid rise"in consumer spendlng
- with the increase in service spcndlng outpaclng ex-’

" - Mx-

= é;;"

- . V' &

V Trends in’ Consumer

S_ection’ 1. Nature and Extent of Service InHustries in the United - Sfates,

[}

pendltures on consumer products. Tatal personal
consumptlon expenditures almost doubled from 1960
to 1970 while . s_pendmg on services more than -
doubled, 1974, consumer expenditures. on serv<
40 percent further to 'more than $369 :

ing on servicey, probably is under- .
nated - ut the ational income accounts series %
smee personal <ol _'mptlo:n expe’bdltures for servxces» r
3 udes spending’ by Federal, State, and local gov-
ments f6r- such services ,as education, public .
cglth. sanitition, secyrity,. and firefighting. Also, an .
increasing share,of government funds has been spent
‘on enyifonmental quality contro] activities “since

ctually, spe

' 1970. The Census Bureau reports that Federal,

. and local governments spent approxnmately $6°
" billion for. water.quahty control, solid was'te manage-«

ment, and air quality wontrol activities - in ﬁscal year
1972-73, about 9 .percent above year garlier levels.

i:ndmg on Sen'lces‘

In" absolute? tekms, nsumers now are spendmg
more on*se!rvtces than they spent for everything in
1960—services, durable goeds, and nondurab
such as food-and clothmg In current dollars, eo
sumer outlzws for services rose at a 7.7 percent
annual rate from’ 2960.to 1973 while personal con-
sumption enditurés “increased 72 percent an-
nually, D lng these: years, dlsposahle personal in-
come rose at al6 ‘percent ahnaal rate. YThe pomon

v

", AR
S_ector Composition of Gréss ‘Product riginating * v
' " Selected Years and Proyected »ws . — .
“(percentage dntnbutlon based on—1972 dollars)

" Sector ¢ 1960 968 ¢ 1972 1980
Total ..o iaea i, T 1000 1000 - 100.0  100.0 |
Agnculture e T49 3.6 347 24"
Mining ... 2:3 1.9 ~18° . 1.3
+ - Construction ... ¢« 19 6.0. 55 - 48
Manufacturing ............. 217.1 € 29.0 285 28.6
’Tr'msportatlon commu: ) ' D
nication. and public ‘ o R
utilities . ...l &7 9.3 10.0 11.0 -
- Wholesale and' retail NEE :
vade ol 185 186 121 18.7
: Finance. insurance, &ind = . 5
real estate ... \1‘6'.'1 .16.4
Other services ............ . 142 13.7
~'Government enterprises ‘1.5 1.7
Other ..o RS L2
tThe :)nccpt of gmss pmduct ongm'\tfng attribules to cacb industry
" only thdt part of gross national product, originating there.
Source: Burcau of Economic Analysts U.S. Department of Com-

merce, and Bureau of Labor Statistics, U.S. Depgrtment of Labor. -
' ot s
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sfgm DN sefvices. pr bably will®
years .g

f|:sonal mcomc
to grow in
As zable share " of. rhcrca‘setfconsume pcnfmg
for s vrces rcﬂects larger outlays for houseghold
1(5'?5 needed to mam“t,am and reparr hurlt -in, axr

’homes nti-apartments In addition, spending
for- utrlmcs‘and"zele‘phonc‘?ervrqes has becn gising
r.\prdly in_recent years. In 1973 almostt two-thirds

_of the»cstlmated $18.9 billiop in expendrtures on

p and rmprovemem of - residential propcrtl;s

§ spcnt by owner: occuffants of propcrtrcs corflam

fr
e
°

" ing one to. fout, units. The remainder was spent 'on

réntal propcrtles by nonresxdent owners,

..

Consumer Spendmg, 1960-73 and 1967- 73.,

. Avur.&e annual growth rate -

.o . ¢+ . *(percent)
o 19602737 1967‘73 ‘
‘ ‘ )?" Current e Copstant - Current Cormugn
.+ - . dollars - dollurs " dollars | do]l)rk
Dl\pJ\uhlL pcrsu.n‘ﬂ T . )
. Rcomte .l I% . 47 © B8
Personal copsumers. o o .
expenditures .......... ‘12 4.4 86 {
Dyjrables ...} . X8 7.4 0.1 v
Nondufables ... 6. 33 T as 30,
.Scrwul e A~ 437 -8.7 T390
N 'Snurge:v liurc::u of Egonomic’ An:i}ys'is', U.S. 'Is’cp'urtml‘m of Com-

mereer -
D . -, .
I3

- T ' Pod .o .
Increased spending | on‘ medical sg(ylc;s-and oﬁq‘-\

_personal vbusmcss services — brokerage chargcs
. bankingvand lcgal sexvices. and life insurance ex-
.pcnscs — account. for' an mcrcasmg share of the
donsumer's service dollar. In contrast, the share’ of
personal income speny for such recreational seyvices
}15 movncs “and spectator sports ,actually- declined-dur-
/}mg the * past decade as people spent ‘more Jcrsurc
hours at"home with neyly purchased telcvrsron sets
and e'(pcnsrve high- ﬁ\iellty egurpmcnt Howevcr
consumer spending incteased srgnlﬁcantly for such
leisure activitics as camping an"d quury vacatlons
ang sboating. o
The' large volume of consumer cxpendnurcs for

‘ranging from automobiles and appliances to clectric
hairdryers and shavers, has ‘resulted in p growing
problen: of consumer relations. Although many con-
isumer- complaints ' originate -from manufactyring

) . . N

v

T

%ttems of Consumer Spendmg on Servnce§‘

’ d{xlhons of dollags) .
< LR T v,’ - ' 1960 1970 1972
opgratigns . 28,622 50,669 59,996
3397 5796 6,389
13,749 24325 29.496
4,515 9,879 12,208
3,799 4830 5,021
5,198 8,719 10,436
Auto “"%E‘.CE: ...... g 1,966 3,478 : 4,561
. ’){Publlc tﬁ\-spondyon : 3,309 5,526 6‘210,
4 ,’Foreig\‘l avel . 2200 4800 5,700
. Restauramts ..zp. .. 16,182 29,286 33,261
" JPgrsonal busirest services ... 15,000 35300 41.200
" Personal care, servlcgys ............. ———— 2,354 4,129 " 4,405
N Medrcal care SErvices w.............. 14,740 38,711 - 47,739 °
L Admissions fo specmtor ' : : o
AMUSEMIENS  «eroerserrrreeerreve o eanan 1,606 °2.421 ~ 2,631
-, Privaté éducation, reSearch ........... 3,700 10,400 12,000
‘ Rchg us, welfare activities. .......... 4,700 8,600 107100 ’
) Religp R s

—_— 4 .
-1 lheludes such houschald of

Iurnmhl s, premiums for fire and theft insur-

appliances and hp
~ ance, poftage, and moving expenses that are hot shown scparately.

* unem)floyment™

repair services of all types of consumer productsJ sharply. -

“problems. the service sector is the direct and some- -

times -the only contact available to- receive, expres-.

sions of consumer’ dissatisfaction. The. increasing;

.complcxltv of manufacturcd products makcs ade-

= Auto lnsumnce less clainis paid.’
fj Source: Burcau of Economic Analysis, US Dcpanmenl of Com-
mchC—Bre'\kdown of selected pcrson;ﬂ ?emsumptron expenditures by
Ctype of cxpcndnure .o

quate repair services.more dlt’ﬁcult Icadmg to further
complamts of poor service. :

“The mpact of .the slowdown in the Nation’s
economy~in 1974 on consumer servrce industries
was uneven. For example, some po‘pular forms of
recreatipn remained unaffected by sluggish business
activity and the hlgh eost.of energy. Backpacking
and outdoor camping, which have become a way of
life” for many Am rieans in, recent years, continued
popular: ‘Because’ of the high cost of air travel «o
overseas resorts, domestic-ski resorts -attracted in-
créasing numbess.of winter holiday skiers.

Si ery postponement of automobile purchases
boosted auto repair receipts. Also, limited-job op-
. portunities throughouf the Nation lowered worker
" turnover in sot?’%fvmtensrve service industries.
(fast food chains. laundry and drycleaning estab-
lrshments hosprtals) and, in turn, lowered costs" ‘of
trammg ucw employees. In contrast, in areas of high
nd- 'rcsult nt declining personal in-
-conje, feceipts "of servic

"Strong Demand for Business Sérviees :

-

Because- the cost -of services to busmcss is pre-
sumably addcd to the final sales price of goods and
services. spencf ng on- business. services is not iden-
«tified the rLuonal_ income. accounts. However,
data cdllected. in Census Bureau surveys indicate
rapid ‘growth in services to business since 1960.

: ¢
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,establrshmcnts declmcd_
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uiness firms depend upon a variety of
 segvices, sup ficrs o ‘handle data processmg needs,

\ﬂj}"pmen.f
- Among the fas"gst growing busmes
“dng thewgpast decade were eq pment, leasing and
lcgal services. 'According to the rjcan Associa-
tion of Equxpment Lessors, the volume of leasing has
. been increasing about 15 percent annually _for sev-
eral’ Years. New equipment valued at an estimated
) $11 ‘billion. was leased solely for business in 1973
,,addmo to equipment lease,s outstanding valued

-'at an eStll:;

s/servxces dur—

dted $64 billion.”

Incrca?ingly, business’ firms prefer leasmg such-
“ittms ag oil tankers, aircraft, ships, computers, and |
heavy industry .machinery to investing. scarce capi- -
tal for the purchase of these expensive 1tems Ad-"

Hotels,

(E\ : :
) o - motels, Personal
Year courts, etc. - services
6,501 10,981

6,813 ° 11,168

7.010 11,827

6,823 11,481

7.417 12,746/

7.856, 12,965.

- 8,548 12,965

2,491 13,561

9 319 13, 793

« Somree: Burcw of the Ccnsus, u.s, Dcpar(mcnt of Commcrce

1.
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fop legal services totaled $10.9. blllxon

v .

¥y

. y . . . . ) . .
vantages of equipment leasing include reduction of

interest costs, preservatxon -of bank credit geserves
for inventory purchases,, and less risk of obsoles-
cence. Lessors include mdependent finarice leasing .
companies, {bdnks -and other financial institutions,
and manufacturers, especxally in the computer field.

"Demand for iegal services has grown markedly
in recent years because of the ‘complexities of busi-

n s._acuv:txesunvolvmg labpr union contracts, pat-

ents, securities; 3nd.-government regulatory agencies.’
The recently enacted pension legislation, for exam-
ple, requires ¢ mpames to, submxt all exxstmg and

~new plans to both the Labor and Treasury Depart-

ments. *Attempting to cutlegal costs, *some -major-
~ corporations are beginning. to monitor legal fees,
use paralegal staff for routine legal research work,

and maintain internal legal staffs. In 1972, receipts
-

Selected Servnces Recelpts, 1966-74

(millions of dollars) - )

. 2. <
Business Automotive Miscellaneous Motion pictures, .
. services services repa!r services  amusements
18,567 6,516-. - 3,939 7,498
18,356 7,023 4,085 . 7,159
23,367 8,109 3,687 8,689
25,406 8,647 - 3,885.7 8,677
31,082 - 10,040 4,602 10,256
31,398 11,113 5,368 10,529
34,165 12,266 6,190 11,876 .
37,716 13,891 7.396 . 12,270
15,190 8,439 14,189

42334




O

ERIC

Aruitoxt provided by Eic:

and

-airlines, insurance. and real estate has a

N
' .

. .

A ‘fajor’economic consequence of a services-dom-"
inated gconomy. is- the mﬂatroSary pressure on pr’lces

charged for services. The upward push of costs for,

service suppliers reflects rising wages in this highly
labor- intensive séctor as well .as increased costs for
such items: as real estate, ‘maintenance upkeep, and
equipment needed to deliver services. In recent years,
sékvice Sector investment in expensive caprtal equip--
ment has grown significantly.’ .
From 1963 to 1973, the price index. for con-
sumer services rose 57 p@tcent while prices for dur-

able goods advanced 25 percent. With sharply rising - -

costs for ¢nergy boosting prrces -for services during

1974, -prices for consumer services rose 9.3- pércent’

and prices-for durables increased 7.1 percent. For

cxam’plc ‘higher costs of such items as utilities, lmen‘ h

upkeep furnituré, and food in 1974 accounted in
part for the steadrly rising prices of hotel and_motel
accommodatlons and of restaurant food.: _

Prices and outpu1 of service- producmg. mdustrres
arc greatly influenced by "developments’ in manufac-,

turing industries which supply equipment, 1mproVed

nfaterials, and new technology to the service sector.
Medical services ‘have been transformed durmg the
past, detade with the intrbduction of such modern’
stly lifesaving - products as krdney dialysis
units, radiographs which can process X-rays in 90°
seconds and manufactured~ heart valves. Similarly,
the growing use of computéf technology/in banks,

ation’ systems that. record
trieve data.® : &

. business,
‘ahd other amusement and recreational

Consumer Price fhdexes for _Various Servrce lndustnes :

_-Sec’tion'kZ. Tmpact ‘of Inﬂlaltioriton Service Industries Sy

2
B o . ES
l . 3

the cost‘and quahty of these sefvices. Mz{ny routrne ’
business atétncmes — accountmg payrolls, and in-.- -
verLtorles -~ are now handled’ By expénsive informa- -
transmit, store, and re-:_,; .

- According to a survey’ conducted by the Cetfv
sug Bureau, the gross value of fixed assets for- se-_
lected service industries (hotels and ‘motels; personal N
and repair r:;servxces, and motion picture’
services) .
amounted to about.$50 billion at the.,/start. ‘of 1973. -

[y
- v

- Consumer Price. Index.

- ('1967:100) o v
Year ¢ All items Services Commodities
.. 88.7 83.5 BT S
896, 852 92.0
90.6 86.8 92.8
917 88.5 . 93.6
92.9 90.2’ 94.6
794.5 92.2 95.7
972 - 958 . 982
... 100.0 100.0 1009
v 1042 1052 - 103.7
109.8- 112.5 " 1084 s
116.3 121.6 113.5 °
121.3° . 128.4 - 117.4
.. 1253 133.3 . . 1209
. 1330 139.1 - 129.9
1477 - 145.5

152.0

ed to "bOt}v Source: Bureauof ‘Labor Statistics, U.S. Department of Labor. "

PR

LR . . . . (1967_‘100)

o 1967 1969- 1971. 1973 1974
Rent (far shelter) ..o 100.0 105.7 115.2 . 1242 130:2
ReStUant meals ..o, 100.0 116 126.1 141.4 T 1594
Aufomobile repairs and mainte#Ange .................... 100.0 1122 129.2 1422 . 'ng? .
Public transportation . 100.0 112.7 137.7 1448 ° 14 Q[
Medical care services™.. 100.0 116.0 133.3 1443 7 1591
Personal cire Services b e 100.0- 1109 120:0 130.6 . T 141.5
Reading and. recreation . 100.0. . 1087 S 119.3 1259 ° 133.8
Fuel and utilities ® oo oo 100.0 1013 115.1 126.9 150.2
A Also includes hntel and motel sales not shnwn semmlcl\ ' . ’ L)

2 Also includes residential telephones, fiiel ail, coal, water, and scwerage scrvrce ‘not shown <epar'\tclv

Soirce: -Bureidu of Labor Suhsllcs U.S. Dept wrtment of Labor. ,
T2
< " hd
ot . <, o O
' " o ~
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Today, two out.of three~workers holds a j()b in a

 Service-producing mdustry m a broad spectrum o
.occup.mom ranging -from n‘nmtmancc workers,
truek d’nvers,\'md retail clcrkk to physxcmns, com-
_nnd tclcvmon announcers. LI _
960 on]y thrco-ﬁﬂhs of the\employcd populatlon

WL r¢ working-in service- -producing industries.
% During the 1960's,- employment in all industries

“]LerSLd 20 percent, with-most of the gilins in the ..

@

—~serviee sector., Employment in professional .md re-
fated services rose 66 percent, employnjent in busi-
ness and ermr services increased 40- percent. and

' ”lll lm.llldt.\ Alaska and Hawaii hc}-lnnmg in 1970.

R . )
Sectlon 3 Servnce lndustry mployment Trends Smce 1960

- d -

Mame'd Women in the Workarce ' S

AU S v

(ontrlbutmg to rising family i mcomcs has been the
steadily increasing number of married" women -who
_are working outside the: home. In 1973, “about 19
mllhon or 35 percent of all families reccived apnual
earnings of $15.000 or more comﬁred with 6 mil-

“lion or ‘12 percent of all families in this income

bracket in 1960.

Today, almost half of the w:ves in husband/wnfe
families receive money from earnings compared to
about 36 pcrcent in 1960. The proportion of chil-

there ‘was an 18 percent increase in entertainment A dren under 18 whose mothers were employed out-
and recreation jobs. Because of .a sharp drop in . side the home reached 40° percent last year. About
private. houschold service  workers during "these - - a third of all employcd mothers have children of
years, meloymcnt in" the persanal service sector preschool age. As the numbcr of working wives in-
declined .15 percent.” Excluding. private household  creascs, markets expand: for a variety of services
servige (houstchmg maid gcrwcc ete.), however, mcludlng child care and restaurant services, beauty
.-personal services employment 1‘%0 7 percent @urmgv Pparlors, and apphancc and rep"ur services.
the decade. Among the factors that contribute to the addition
Fmploymmt in thC finance. insurance? and real of large numbers of women to the job market during
estate  industrics increased 36 percent and public  the 1960's was that the bulk of rew job opportuni-
administration employment (Fedcral, State and local “ties occurred mostly in the service-produciag indus-
govL‘rnmcntS) rose 32 percent. trics where women traditionally have been employed
Largely reflecting the dramatic employment growth  — teaching, retail trade which offers flexible: hours
- In the service- Pdel'C'"g industries from 1960 to  and opportunities for part-time work, and nursing
1970. median family incomc rose from $5.620 to and other health service occupations. Other develop-
$9.867. After adjustment for inflation, median family . ments encouraging participation of ‘women in. the -
income rose 35 percent during the decade. By 1974, workforce in recent years include better education,
- Mediap family income (in current dollars) reached . increasing social acceptance of working women, and,
$12.840. the decline in the fertility rate.
v 3
Fmplowees on Nonfarm-Pavrolls, by Ma;or Sectors, Selecled Years ' (000) : .
Sector ‘ ' 1960 1965 1970 1974
Total® e 54,234 60.815 70.593" 78,337
Gouds-producing -20,393 21,880 23,352 24,674
Mining ........................ 712 632 623 672 -
Contract construction ... . 2.885. 3.186 3,381 3,984
Manufacturing oo, 16.796 - 18,062 19,349 20,017
Service-prodCing oo 33.840 . 738,936 . 47.342 53,664
Tf.\nsport‘\txon and «publu utilities . 4.004 _ 4.036 4.493 4,699
Wholesale trade wooosemmeoee . 3.004 - 3312 3.812 . 4,261
© RO trade «oveereeree e 8,388 - 9.404 11,102 12,749
Finance. insurance, md real umlc . 2669 © 3,023 o 3,688 _ 4161
Miscellaneons m.nucs 7.423 9,087 11,612 - (‘//‘, 13,508
(murnmc.m ............................ 8.353° 10.074 12,535 14,286
*Federal oo _2.27() 2.378 2.705. 2,728
State and-local ... 6.083 '_/,(,9'(, 9.830 11,561

P Bata excludes proprictors, the self- -cmployed. farm workers, md domestic \mrkcm .in households.
'ln\lmlc\ hotels, repaf, houschold, recréationyl, personal, .medical, business, lcgn and cducational scrvices.

" Includes only civiliangemployees: military personnel are cxeloded.
Somree: Rurean of -1, lhm’ Statistics, U.S, Department of Labor.
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. Marned Women in (he Labor Force by Presence of Cluldren \
’ ' ) Total "Presence of child;cn under 18 years
« ' o o married women : ‘Under
Year ) ' (husband present) ~ None _6-17 Years 6 years
Labor t’or‘ce (thousands) . S
1960 .: A 12,253 5692 - 4,087 2,474
1965 ~14,708 . 6755 Tt 4,836 3,117
1970 18.377 © 8,174 ' ' 6,289 3,914
1972 19.249 8,797 - 6,706 % 3,746
1974 “ 20,367 9,365 6,792 - 4,210
Participation rate* T —
1960 ....... 30.5, 34.7 39.0 ° 18.6
w1965 e e 34.7 383 42.7 233
1970 il 40.8 422 - 49.2 36.3
1972 e Yo 41.5 - 427 502 30.1
(L7 2 RO S 43,0 . 430 512 ° 36.0 -
" U Number of women working of secking work. ' ’
Source: Bureau of Labor Statistics, U.S. Departmdnt of Labor
Young Adults Will Dominate Workfodce in' 1980 In 1960, the workforce includéd almost Qnillion-

Tomorrow’s -labor force will be better educated
han ever beforc as young people continue to devote
nore of their early adult years to getting an educa-
ion in licu of.a job. In line with population growth
satterns, labor force growth in the early 1970°s has
»een concentrated in the 20- to 34-year age group °
vhich numbered more than 34 million in 1974 com-
»ated to 30 million in 1970 and only 23 million 10
rears carllcr

more 35- to 54-year olds than 20- to 34-year olds.

Today, each of these labor force groups total about -

34 ‘million. By 1980, the younger group is’ expected
to outnumber the older group by almost 7 million.
With increases in soc_:ial' security and other pension
benefits, the number of workers aged 65 and over
is expected to remain constant during the 1970's
despite a numerical increase in the age group.

Labor Force and Employment, Selected Years and Pro;ec(ed 1980, 1985

(in millions unless otherwise mdlcnted)

.abor- force, toml et et et
16 to 19 years ..o
20 to 34 Years .ovvvenrerinin..,
35 to-54 years .........
55 years and over ......
Median age in years .,
Imployment, total o e
. White-collar and Setvice WOrkers ...oooovevvvvveencereennnns
Professional and technical ... - ‘ .
Managers and administrators ..............c.c... e .
" Sales WOTKETS .l s
Clerical workers .............. .
Private houschold workers .
Other servite workers
Blue-collar workers ...
Craftsmen and kindred workcrs
Operatives
Nonfarm laporers
Farm -workers ............

Sourcc “*The United ﬁlmc‘ Economy in 1985,

NG
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- Actual Projections
1960 1972 1980 1985
72.1 89D  ~ 101.8 107.7
52 8.4 83 )
22.7 v 32,5 422 44.8
316 © 0 C 337 32.5 39.5
126 . 14.5 16.1 . 163 °
37.2 352, . 358
65.7 - 81.6 95.7 ' 101.5
36.7 , 500 62.0 67.1
7.2 11.5 X 15.0 17.0
74" 8.0 - 10.1 10.5
4.2 54 . 6.3 6.5
9.5 14.2 17.9 19.7
2.0 1.4 1.3 ' 1.1
6.4 9.5 11.4. 123
23.8 28.5 317 . 32.8
8.7 10.8 12.2 13.0
11.4 13.5 15.0 15.3
3.7, 4.2 . 4.5 4.5
5.7 3.1 7 . 2.0 1.6

* Monthly Lnboi; Review, .Dcccmbc.r 1973, Bureau of Labor Statistics, U.S. Department of Labor.
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Section 4, Productnvnty in the Service Sector

With a high proportlon of the workforce employed
in the service sector, efforts to increase productivity

‘in service industries are essential to offset risings

wages and costs and to improve profit margins. From
1963 to 1973, manufacturing sales more than

- doubled, yet the number of employees fose by less

than 3 million or 17 percent. During the same 10-
year period, the dollar value of services sold (ex-
cluding government services) grew at a slightly faster
rate, but a 43 ‘percent employment increase, or an
additional 1.5 mllllon workers, were nceded to
achicve these gains, st ~—

Productlvny“,alns generally tend to. run above'
average when ‘output is expanding and below aver-
age when output slows. With the decline in gross
national output in 1974, productivity in the service
scctor actually, declined since such service employees
as retail clerks, barbers. lawyers, apd stock brokers
serviced a declining volume of sales. In addition,
lower speed limit regulations last yéar resulted in

and trust and loan depar_tmcnts,‘bank output has

‘been rising sharply. Between 1960 and 1973 the

volume of checks handled through Federal Reserve
banks (accounting for one-third of all banking oper-,
ations) rose from 3.4 billion to 10 billion, reflecting
an annual growth rate of 8.3 percent. During the
same period, employmient incréased by only 4.5 per-

. cent annually, less than the rate of growth in the

sloweg or less productlvc truck freight deliveries of

supplies to both manufacturing and nomanufacturing
industries.

B

Produclivily Measurement Problems

Lagging productivity gains during the buoyant
1960’ in a number of service industries underscorgd
the need to improve cfficiency through application
of lngor_saving devices and modern management-
techniques. However. it should be’ recognized that
part of the slow productivity gains in the service
sector reflect problems of measurement since output

- often is measured by statistics on employment and

wages. The use of employment data rather than man-
hours may underestimate productivity levels in such’
labor-intensive industries as retail trade, personal
scrvices, hospitals. and hotels/motels because a large
portion” of the workforce is employed on a part--
time basis. In the education field, costs for additional
teachers and matcrials tailored to meet the special
Jearning problems of inner-city disadvantaged young-

Volume of deposits, checks, and other bank services.

Examples of productivily gains in other services
are numerous. Today, some illnesses which mvo,lvcd
many patient visits in past years can be cured
quickly with antibiotic treatment, taking less of the
physician’s time. The widespread use of copiers has -
given secretaries more time for non-typing duties.
In retailing, some stores employ pagt-timers to work
only at peak-periods during the day'in order to im-
prove both-productivity and:the quality of service.
In the laundry and drycleaning business, two oper-
ators ﬁsing the latest pressing equipment now can
iron 85 to 90 shirts.an hour compared with 65 .
shirts an hour several years ago.

Computer Applications Aid Productmty

‘Increasingly, the' computer is bemg utilized in a
variety of service industries. The "introduction of

ccomputerized records has reduced - manpower re-

quiremenis and sharply increased productivity in
finance, airlines, insurance, and real estate.. Com- -
puters have revolutionized aitline  reservation sys-
tems and the nnimenancc of library archives. In the
health services industry,” computer technology has. .
climinated endless clerical tasks and is cven being
used to automate physical examinations. Similarly,

<recently developed electronic bank -teller teriinals
-offer fast deposit, withdrawal; and funds transfer

sters cannot be effectively measured in terms. of out- ‘

put until these young people reach adulthood.

Productivity Gains in Some Service Industrics

Productivity levels vary sharply within the service
sector. depending upon the type of service rendered.
For cxample, trends in output and employment in
the banking industry suggest improvements in‘ pro-
ductivity during the past decade. Measured in terms
of mcrmsmg volume of checks,. depuosit accounts.

services, reducing long lines in front of tellers’ win- °
dows. To monitor warehouse inventories, visual dlS-
play terminals are capable of i increasing order- select-
ing productivity and reducing warehouse opcratmg
costs. In Tacoma, Washington, a computerized court
scheduling “system saved about 40 percent in police
overtime costs durmg the ﬁrst 13 months of opera-
tion. . . .

" In the retail field, a few supermarket-chains are

" testing an automated pricing and checkout system

,that identifics priees, adds a-customer’s bill and, at

the same time, offers instant inventory control and'a - -

- method to check results of thg store’s sales and pro-

10

motion campaigns. The key to the operation is a
product coding system under which thousands of |

. .
!

i~
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capital to help them achieve success.
decade of the 1960's, the dramatic growth of .fran-

RIC

. .
grocery. items- are identifiéd by 10-digit numbers by
food packagers. Optical scanners installed in com-
puterized "checkout couhters are connected to a
computer programmed with the store’s current prices.
The scanner identifies each item’s sales price on a
digital display screen and grocery orders can be

‘checked ‘out in about half the time of lraditiondl ‘

cash registers. The estimajed $125.000 cost. of in-

' stalling the system could be "offset by estimated

annual S'nmgs of '340 000 in an cight-lane super-
market. ¢ -

d +

~ Franchising Improves Efﬁcieﬁcy‘of'Snmll Businesses

Under the franchising system. franchisors offer.
management cxpérlisc and rescarch marketing Ye-
sources to small business enterprises ‘with limited
During the

chising in a broad range of service industries —
gasoline stations, fast food. hotels and mol'cls,_auto

:mq( truck rentals, “rct'liling and campgrounds — sig- _
nificantly changed the traditional -distribation system °

for consumer goods and ‘services. According to a
recent survey conducted by the Burcau of Domestic
Commerce on the cxtent of-franchising, an estimated

cnwronmcnt o ‘ - F

.

444,000 cstablishments wefe engaged‘ in franchnsmg

business in 1974 with estimated rccelpts of dlmost '

$162. billion.

\
In recent years, the growth sector of the restaurant

industry has been the franchised fast-food business.
Fast-food franchises. expanded rapldl)’ «during’, the

1960's providing opportunities for franchfsees to own

a business with a relatively small investment and_
- decreased costs rcsultmg from automfmon standard

menus. and strict portion control.
service; convenient locations, and easy parking, fast.
food units sell inexpensive meals-of chicken, ham.
burgers. roast beef sandwiches, pizza, et¢- Uu]lzmg
market research techniques ‘to survey poleptlal cus-
tomer demand, some fast-food franchisors have ex-
tended the limited menu technique to chefless din-
ner restaurarits which serye such items as roast beef,

k3

Despite a-current slowdown” in franchising ex.
pansion, long-range prospects are favorablc since the

«

Oﬁerlng quick

steak, or lebster in a more quunoUS restaurant

franchising concept has proved to be @ Succmful‘
method to ¢reate efficient new businesses tO qccom-v

modate thc, nccds of thftmg consumer markets.

2
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trends of Births, déaths. population distribution, labor
force, ““Q family forrgzition offer insights into con-
sumer and business markets. During the 1960's, over

- Section 5. Impact of Demographic Changes on Service Inil/ustries/'y-
quidCS'ianmC levels, US. spending habits are : ]

’f‘ﬂUC“CCd by population age-mix, birth rates, educa-
_ tional achievement—amd-housing Ppatterns. Statistical -

four-fifths of the Nation's growth occurred in metro- -

politan-areas [argely - within suburbs outside central
cities. About 70.percént of the 213 million Ameri-
€ans now live jn- metropolitan areas. Latger num-

The population mix is changing as the very large
school age population of the 1960's reaches adult-

. hood d‘“’ing this decade.. Today, more - than Ralf of:

‘ and proportions of the population are now
completing high scheol and college than ever before!

.— 40 percent of the 5 -

VIS

s /

/

is lengthening with medical advAnces. Furthermore,
many more unmarried persong, both. young adults
and elderly people, are maintgining separate house-
holds. Non-husband/wife hou eholds./accourit for an
increasing proportion of new household formations
million /new households*
formed between 1970 and/1973. In the under 35-
year age bracket, huspan /wife families fell from
79 percent of all family households in 1969 to only
70 ‘percent in 1974, AN
Future Directions S ’ . -
"Because of the cha gipg -i}fe-mix Ia"'nd life styles

of the populition, there are o number of expected
developments in spending fof- consumer seryices in_

" the years ahéad. Families in the under 35-year age

all Americang petween th‘c.'_aggsiof '20_ and 55‘are

"pn‘dc:r'».BS. These young, adults, havin® been raised
".inan affluent society, are likely to spend an increas-

ing share of jjncome on such luxury services as air-
conditioned apartments, travel. entertainment, -art,
books, and recreation.” The sharp dccline in the

- birthrate during‘the past 10-years has resulted ina

'dCCl'CilSC in the proportion of preschoolers: and an
INCTEASt in the proportion of school-age. children’

“The  typicg) family has "¢hanged significantly in '

recent. years' pecause marriage is occurring later.
couples’-are having fewer children, and the life span

Changes in personal Consumption Expenditures
{percent distribution based on 1972 dollars)

. Projected
. 1960 1968 1972 1980
Personal Cnnsumpnnn
cexpenditurey 100.0 '100.0 100.0 100.0
Durable good, ... 16 146 162 16.0
Nondurable gi0ds 461 427 413 394
Services 423 427 426

“44.4

Source: Bureay of Economgic Aralysis, U.S. Department of Com-

meree. and Bureg,, of Labor Siatistics, Department of Lahor,

tﬁ%cket,probably will account for more than one-
third. of all retail salds in 1980 compared to about

one-fourth in 1970, . .

-

T

. ST L T
With the ‘trend toward condominiugys and apart- *

‘ment .rentals accelerating because of the high cost

of home ownership, an increasing proportion” of
young adult households and families will rely on
commercial home and grounds maintenance services
instead of the homcowner “maintenance upkeep of
the 1960’s. , ' :

Other fast-growing service industries iri the next
several years will be medical services, utilities, tele-
phone service, domestic and foreign travel, personal .

~*business services, and recreation. At the same time

outlays for educational services probably will slo
significantly because of the declining birth rate an
because the population of college-age youngsters Eril.
be growing less_rapidly. T
~ Another service category for ‘which the ‘rate o
spending will be slower in -the next few yeary

personal care. Consumer spending in barbershops,, -

beauty parlors, and drycleaning establishments has
increased relatively littl¢ in the past few years and is
unlikely to change. markedly by 1980 because of the

-« Population by Age Groups (as of July 1)-
'-(\\ . P (millions of persons) - )
“Total ‘ Age groups . .

Mo population  Under s, S-19 - 1839 40-64 65 and over
1960 1807 20.4 442 Ste i and o
1963 194.6 20.4 500 54.6 S1.5 18.2
1970 204.9 17.2 52.5 611 53.9 202
Projections ; . -
ows 213.9 s 168 50.0 70.4 54.5 2.3
1980 241 18.6 46.3 80.2 55.0 24-1
19KS ... 235.7 206 P ss o 24

“Source: Bureay o the Census: Serics E (lIow series) projection. .

3
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emphasns on the “natural look” and development of
~ synthetic materials- which do not require drycleaning
service. :

- Although incomes ‘are not expected to risc as

_rapidly in the next several years-as during the 1960's,-

a slower projected ratc of population growth \wll

‘:by 1980 ln terms of sales and cmployment the
" service Sector is* expcctcd to grow more rapidly than

: manufacturmg However, ufless major efforts are

" made to improve productivity in the service sector,

rcsult in h\ghcr per capita consumer buying power

¢

a large part of the sincrease in sales will be in B
<= Prices,

1eflecting the continued influence of some
labor-intehsive, low-productivity service industries.

"....-The Growing Young Adult Workfonce....

%

55 yrsi\
and over

72 Million s

>

Source' Bureau of Labor Statistics, U.S: Department of Labor.
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llluslrahve Projections of Money Income Sizé_.Dislri_-
butions, for Families and . Unrelated Individuals.
Serics P-23, No. 47, February 1974, -Burcau of the

Ccnsus uUs.. Dcpartmcnt of Commcﬁc

Technological Change and Manpower Trends in SIX
Industries, 1974, Bullctm‘ 1817. ,Bureau of Labor
Statistics. -U.S. Dcpartment of Ldbor
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-than to national media.

ADVERTISING -

The advertising industry is made up of advertisers;

advertising agencies, special-purpose “establishments,
and the various media that print or broadeast ad- .

vertising messages.” In addition tg stlmul‘mn& ye-
mand for the dd\crnscr.,s products and . s;,rw%'u
advertising dollars supgort dE,L‘llLlcs and sptcml s
ice establishments that work for agencics. and the
various media organizations’ that- depend upon ad
money for the bulkfof their operating revenues.

\dvertlsmg in '\rlodern Somety

-Advertising expenditufes totaled $26.5 bl]ll()l] in

1974 nearly twice as much as a decade ago. The °

mpnd expansion of the economy during these years,
together with the proliferafion ofnew products and
services. account for advertiStg's § percent hverage
annual growth rate since-1963. During such expan-
sionary periods as ‘the Tate 1960's. business main-
tains high levels'of advertising and is quick to in-
crease spending. However, ad.expenditures histori-
cally have increased at a slightly slower pace than
the' “Nation's  gross ndtloml product (GNP).
vertising ¢
eent of GNP. down marginally from the 2.1 to 2.2
percentages characteristic-of the past decade.
National advertising expenditures — money spent
by advertisérs in national and regional media mar-
kets (network television, radio: magazines, etc.) —
totaled $14.6 billion-in 1974, while local advertis-
ing — money spent by ddVCl'llSLl'S .in local markets

_(prmcmdl]) nuwxﬁapcri ‘lnd local broadcasting) —
‘totaled $11.9 billiop.. S

I.ocal advcrtlsmg is growing: f‘\stu than both

lldlf()l]dl.dnd m cxpcndnuru and is expected -

to surpass the national share in the late 1970's. This

‘trend reflects the increasing use of media by local

retail chains afid supcrmarkets -and the Icvclmg off
of national advertising growth.

Newspapers. the Nation's largigt “ad media, is
essentially a local medium as most s $8 billion
in 1974 ad revenue originated from local business
ources. Some of the Nation’s major national retail
chains, direct much more of their ad dolhrs to local

“The Changing Charnctcr of Ad Agencies

Once thought of as a h.wcn for creative pursunts-.

the modern full.service ad agency must be skilled in
delivering a wide spectrum of special services, Com-
petition for new .clients is severe.
advertising demands of clients require a group of

“-keceipts.,

Ad-
expenditures now represent about two per-.°

The changing’

-

profcs‘snonals whosc specialties span ddvcmsmg mar-
ket research, distribution, psychology, soci gy‘
and\ international bus/anss ‘Not every agency, ow-
ever, offers such ‘a 'variety  of multi- dxsc1pllnai“y

dlcnl Most ad '\gcncxcs are, in faét, quite sm{i"l .and .
llnntcd to dcvclopm& and preparing 1dvcrtmng mes- -

sages — the scrvncc for which ad agcncxcq ongmally

' cvolvcd

1972, about 28,580 cst'\Blishmcnts with re-
celptq of $10.6 billion, provided advcrtnsmg services,
up from 20.124 establishments with receipts of $8.3

illion. in 1967. Accounting for 98 percent of 'all

eStablishments * with paid vsmployees.:-Included in
this count are ad agencies, outdoor fldvcrtising serv-
ices (biliboard and poster specialists)§, media repre-
stntatives, . -and nmccllancous spccnallzcd orgamz‘p
tions. _ . :

Ad .Agenéies gre Competmve

In 1974, there were an estimated 5,500 '\dvcms-
ing agency companies, some with’ 9cvcral branch
offices. whase collective billings (client moncy. for
media payments) totaled $10.8 billion. About 650
.were -full service agencies handling ncarly all na-
tional '\dvcrtlsmg expenditures. The remaining 5,000,
agencies were the smaller, créative shops scrvncmg
predominantly local clients.

Despite the steady overall growth in advertising

business over sthe past decade. agency employmehnt

“declined in the early 1970's. Unlikc other .profgs-.

sional sel:gviccq where licensing and tests, of compe-
tence requirements. limit market cntry,.ad .agencies
can be established’ wnh little difficulty. Frequent
account, changes and a rigid commission rate struc-
ture characterize the industry. | - :

* A single major client account change can spell
disaster for an agegcy. For examplF, in 1971 — ¢
sluggish year for bu%iqcss and advertising — nearl

200 major advertisers moved their accounts, blllmg
$350 million to different agericies. Ageney employ-
ment rolls were trimmed by nearly 4,500, as agency
net proﬁts as.a percent of bllllngs fell to their lowest
point sisice 1963. :

_ Ouitside Pressures — Inside Changes

The advent of organized consumerism and in-
creased goverhment consumer protection regulations
have forced agencies and their advertiser clients to
be more careful about advertising claims and more
sensitive to currcnt publlc issues.. While these forces
may shave da pcned some oF the creative efyment in

however, were only 35 -pertent of. the -

'
)

N

advertising. ¢éRective advertising that avoids public

<)
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S L S Adverﬁsmg . a’
. 3 (in. mllhom “of dollars excef as noted) . )
. S e : Percent !ng(\asc . Percent increase Percent increase
. .- - 1963 1967 1963-67* 1972 1967-72+ 1974 197274 %
Total advertising e)%\l'itures 13,107 16,866 6.5 . 23.060 C 64 126,550 7.3
National advertisj g ............ 824 10,250 1 6.0 - 13,100 5.0 14,620 56
Local .ldVLrllSlﬁ ................ 49 6,616 » 73 9.960 8.5 11,930 9.5
. Number of establis ments: - ' , . ) - s :
000 LT w12 20.1 11.7. . .285 * 72 — .
Rcwlpls .................... 6.384 8.341.6 6.9 105913 - o 49 </ 112900 3.0 *
Number of cst.nhhshmcrﬁs ° e o :
with pai¥oll. ©000) .. 7.7 82 ' b . 106 - 53 —
s Receipts .00 .8 u 65250 82015 6.7 10.342.3 t 48 11,000¢ %0
Employment (000)° , ; 0 109.1. 2.1 T LS 12— / '
. S o ) -
(& umpnnnsl annual rate '8f growth, \ L .
UEstimated by BAC .. < * .
2 AS of March. : . . R \ , *
Source: Bureau Of the Ccnsu: Advu(mng Age, 'lnd BDC c " " S . - ? . oo~

\

- to ad agencies. ‘Also, public servic

* puter sophmtncatmn now are being emphasized, Tra-

"

and private criticism has posed a
advertgy
openéd up a new market segment for many fgencies,
The growing “dominance of television as the most
influential medium also has created contnnunn;,
market for creative artists. -

Within ad agcncncs cost.control concern and com-

i{cativé challenge

ditional full service dggncus —- the ones that per-
form a full’ range of services for their clients — are
faced with increased competition from independent
media buying scrvices and “creative only” agencies.

These  “special servide™ independent agencies,

spawned several years. ago, partly resulted frown-

advertiser - disenchantment over the inflexible 15-
percent-of-billing commission rate charged by full
service agencies. Also, many advertisers now absorb
more- of thc)promotlondl activities formerly con-
tracted to agencies.

Fﬁtu re Directions ,

Total -advertising volumé probably will match or
slightly trail GNP growtlr throughout the 1970's with
local advertising, scoring the greatest gains. Local
television, tadio and newspapers are expected to in
crease their share of -total advertising while direct

- mdil,-magaziges, and national newspapers will con-

tinue to lose part of their share as local advertising

slowly becomes the dominant force in advertising.

Advettisinig revenues are not expected to be appre-
cmhly affected by increased subscribgr cable tele-

- vision penetration in the next seyeral years since the

Q
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major source of cable television revenues are sub-
scriber fees.

. N . .
The larger agencics, those few hundred accounting -
~ +

jing has .

\

, N .

for nearly all national advért}sing, will grow justsas
fast, primarily because of their rapidly g pand ng'
_international business and diversification isto nont
advertising ventures. Already, foreign business of
. the very large agencies accounts for up to 25 .percent
of their sales. By 1980, some~of these agencies prob-
7 ably will have worldwide sales of $1- billion.
~.Diversificatign ‘opportunities for the-large talent-
laden agéncngarc many, especially in services such’
as publi¢ relations, research, and ,gonsultmg Stift
competition for a imifed number of Snatlonal ac-
counts will be a major influence on these " agencies
to continue seckmg foreign sales and diversification
ventures.
Public pressure for truth- m-advertlsmg and ac-
countabtllty will continue as advertisers and tHej
agencies strive to construct advertisements which re
effective’ sales tools without being objectionable” to
the many public and private watchdog organizations..

'

AiITOMOTIVE SERVICES

The 'automotive services industry contmucd its
long-term growth trend through 1974 dcspltc the
severe disruplive effects of the cnergy crunch and
generally lower levels of business activity m the
Nation’s cconomy. " Although 1974’s performance
varied by scctor, receipts for all automobile services
rrose 12.1 pcrccnt[ nually*from 1972 to 1974, par-
tially reflecting rising prices for services:In 1974,
receipts totaled $15.1 billion, more than double the
level of receipts in 1967.

In 1974, there were 116 million vehicles on thc
- Nation’s highways compared with only 79 million
10 years pr;vn(yﬁly As a result, demand rose raplgly

14
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for automobile rcpalr and such mergcnl specialized
services  as pdrklng and auto and trick rentals

leasing. In 1974, only auto rgn.lmg/lc'lsmg failed -

to register a substantial gain but this service is ex>
pected tof resume its growth withy the anticipated
business "upturn in 1976. - . ,
Establishmerits  seryipg  the  afifomotive . public
ciploy more than* 400,000 workers snationwide in
such arcas as auto repair, auto rental afid leasing.
and parking. Of the 470,000 auto service establish-
.ments in 1972, only 54 pereent werc large cnough
to employ. paid “workers, Countihg pl'()pl'ILlOI'Shlp\
‘and typieally small partnerships. the total number
of individuals ,carning a livelthood from' servicing

automobiles probably exceeds 500, 009. Except for

parking cstablishments wlich rely inercasingly on
«customer seléparking, significant employment’ gains

have accompanicd receipt increades in all auto serv-

ices scetors.
pereent nn\rlually from 196
. 7 y

Auto chzur Demand Keeps |

Despite a sharp degline, in_jiew car saled and
reduced auto wsage during 1974, demand fér auto
repair séryices continugs its long established growth
‘trend. A«u(o repair demand spll]o\u resuiting from

~numerous new car dealerships closings’and an csti-
mated 10.000 service statiop failures in 1974 prob--

abply will further incréuse business activity of the
nearly 130,000 independent auto repair establish-
mdnts in operation today. Also. auto repair shops
egntribute significandy to improved auto mainte-
nance needed to combat pollution caused by gxces-

. sive auto emissions. t is increasingly recognized that

periodic tuncups keep exhaust umqslons low und
improve gasoline mileage.

The greatest challenge facing the auto repair in-
dustry has.been its ability to maintain an adequate
pool of competent nuchamu Future prospeets of
training an additional 200, 000 mechanics needed by
1980 to meet: anticipated repair workload require-
ments 19 less than optimistic. ' Nearly half of these
auto mechanics will be required by independent auto
repair shops which generally perform about haif ‘of
Jall auto repair work. The remainder would be em-
ployed in car dealerships and gusoli_np stations. . In-
ercasing sophistication of automobiles equipped with
complicated emigsion control “and pollution equip-

~ment and the proliferation of state and local inspec-

tion requirements wilf contribute toward increasing
demand for mechanics. - A ‘ A

Major reasons cited for the past shortage of
‘qualificd mechanics include relatively low wage levels

e

Auto  servicds employment roxc 38"

dcspilé high .skill requirements, inadequate tests of
competency standards, and. a limited number of
-cffective “mechanic training ‘programs. Reporls of
widesptead mechanic incompetency: has led to in-
creasing consumer compl'unls on khc quality of auto .
repair work. _
" Efforts to upgrade the profcssxon lhrough im-
proved training programs, mechanic testing and cer-
tification, and licensing, have yiclded mixed results.
and some controvgrsy on the subject of licensing.
Until such efforts improve the mlrac‘tlw:ncss of the

- auto mechanic profc;sxon, the shortage of quahﬁcd ‘

méchanics will contmuc to b the mduslry s gl’t.illCSl

- problem. - - .

" AutoRental A.easing Popular _ S

AI!hoUgh Lhc auto rental and leasing service sector
_d;d not post a sngmﬁcanl gain in 1974 I'1rgcly be-
cause of reduced gasoline consumpuon and general
stuggish business activity, “substantial - growth has

_occurred since the carly 1960's as business and’ con-

sumer markets' for auto rentals cxp'mdcd sharply. i
Since 1963, csmbhshmcnts Fggiged in washing, rent-
ing, and leasing cars 'md trucks rore than doubled.
from 22,500 to- 46. 800. P'\%scnger car rental. espe-
cially daily redt-a-car agencies, and truck  leasing
comprise the largest subscctor, accounting for. over
haif of all establishments cng'\gcd in rcn\mg and/or
leasing.

Increasingly, busmcwcs and individuals are turn-
ing to auth lcasc/rental in licu of purchamng ve-
hicles. Advantages -of lease/rental versus ownership
include less capital tieup, a constant stream of new
cars. and fewer.repair problems under;typical main-
tenance - agreements. -For private individuals,’ leasing
autos can be cost cffective as well as less troublc-
some in teyms of maintenance upkeep and shoppmg.
time inconvenience.” Individual leasing probably will
continuc to outpace all other leasing ‘séctors,

About 12 pereent 'of new passenger car sales arc
fleet sales, 70 percent of which represgnt purchases
by lessor companies (those who lease or rent to com-
panics and individuals) and daily rental companies.

“Such purchases are taking an increasingly larger

share of new car-output as IC'mng and rentals g'un
‘in popularity. ’

In reeent years, ear quhcs h'wc cmerged as a .
slronL growth industry, '11Ehorugh their growth has
stowed significantly IQ‘thC last 2 years. Their strength

~has been built on  technalogical advancement in

19

laundering autos quickly and cheaply .along with
their suecessful on-premise’ tic-in, with sorvxcc sta-
lmns -

/ | !
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Parkmg Lo( lndustry - A .
»  Rapidly rising parking mdustry receipts [largely *
roflect higher parking costs 'since the number of

parking lots and structures actually declined from
11,300 to 10. 500 from 1963 to 1972. Rucupts dur-

ing "this period rose from $416 millidn to $725,

million. an average annual increase of 6.4 crﬁcnt
The trend toward fuvcr parking cstabhshmcnts has
not actuafly resulted in a reduction in parking.spaces
since many new establishments are multistory struc=
tures., About; 20 percent of all parking CSt'lbllSh-
ments are str;l
\L_Lht, next decade as real estate values continue to
soar and pld lots are GCldCLd by spacroumultlstory
structurts .

Like most auto service fscctors the parking indus-

ments have a work force of under 20 workers,*most
of whom are unskilled workers The parking indus-
try as’a whaole gmploys the ‘fewest number of people
~— just over 37,000 paid cmployecs - of all major
:%uto scrwqc sgctors 3 ) - \
'i‘uture Djrections - S

o

Auto scrvnce rcccrpts are expected to continue
~ rising for the next several years despite’ modetating
new car sales and increasingly cost-conscious con-
sumers. Actually, such factors may help to sustain

ctures, a percentage likely to increasé - . ‘the high growth rate of auto services. With cop-

sumers expegted: to keep their cars longer, demand
-for. automobrlc service and reépair will continue to4
_rise as cor;sumcrs strive to kecp tbelr existing ve-
“ hicles in good wgrkmg order in lieu of purchasmg a

try is daminated by small establishments. Ncarly ‘80 4, new car. Further increasing demand for auto services

percent of the Nation's 10,000 parking cst)\bllsh-

ERIC
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will be-the ﬂrcnd toward increased mandatory state

“ o . 13 .
Seleeted Automobile Services .
. o (in millions of dollars except us noted)
. .. Percent ingfease Percent increase - 1 Percent .increase
’ 1963/ 1967 © . 1963«’6%\.~ 1972, 1967-72 1974 1972-74%." .
Aum Te .nn\hops . : .. " e e . . S R
Numb - Ll ] ~ L : S
(000 145 109.9. — 127.2 — C— R
Receipfs .oooovitn e 35881 40855 . 33 7.045.1 15 ~u79.455 15.9
Number of utdhllshm:.nt\ . ’ . '
with payroll’ (000) ... $8.3 55.8 — (3 I — . =
| RCCEIPLS oo 30493 73,5050 _ 36 6.434.3 119 —
-y Payroll/year ... . 7783 9433 49 1.699.3 125 -
Paid employment * (000) .... 1844 187.9 . & 2378 4.8 — )
Automobile parking ' \ b
Number of establishments ) . . . .
(000) S 11.3 106 - — 105 - -_ = -
. Reeeipts .o T 4156, 4838 3.9 7283 8.4 T 959 150
Nunmber of “establishments - - ’ oo i :
with payroll (000 ... 9.6 93.- — 9.4 . — : —_
" Keceipts ..., e . 4041 47320 - 4.0 T4 RS T
Payroll ymr el 1143012908 32 174.3 6.1 Co—
wid empldyment ® (000) ... . 349 .. 335 -7 37.2 - 20 e
. (.|r truck rental and Ieasmg o : S P ’ L '.\ )
' s-and other services \ ‘
Numbcr of establishments : : . L
C000) s 139 18.7 — 31.2 - i= '
Receipls ... ‘ 1.440.2° 2,489.3 14.%, 43107 1.6 4773 52
-Number of establishments . . : Y g . '
wilh payroll (000) ... K 120 . — 15.6 —. — J
Receipts lnne 13948 24206 14.8 - 40833 1.0 — .
Payroll. year 2425 v 3958 13.0 679.0 11.4 . _— C
Paid employment * (000) ; 687 950 , 8.5 1182, 4.5 — - .
Total automobile sérvice . ’ :
receipts 5444 0 7.028.0 6.6 12,081.1 g 1.4 15,187 12,1 -
Puid employiment © (000) ... 296.8 . 34358 37 .- 4140 - 3.8 T
' Estimated by BDC. : * )
* As of Macch, . -
' o> Compound anuual rate of growth. - ’ '
Suuru Burean of Census and BDC. ! . . :
20 ' t
. ~~ - H *
[ N . - . R =
. 27 v LT »



| e S
¥ ’ . o
. auto inspection, enforcement tightening of safety
and- cmission control standards, gnd more techpolog-
ical,éﬂicichcy'in repair service q‘:‘aliycry.‘Rccc.nt re-
- ductions in the number of gas stitions and new.car
‘dealerships also will increase the repair load on auto
repair service facilitics. Lo
: However, the auto service field still
plagued by the c&nti.nuing shortage of gki
chanics. Lessched emphasis on ‘mechanic training: by
- the major auto makers who arc “becoming more cost
conscious may further compound this problem. Re-
cent “efforts, both voluntary .and mandatory, in up-
grading mechanic skills* via certification and/or
- licen$ing may  help: to expand the pool of quality
nuchamcs in coming years. A mimber of states havc

mltldtcd mandatory.mechanic and: repair shop licens--
ing and/or ccrtlﬁcatnon designed to reduct {automo-

*bile service complamts -and upgrade medhanical
quttllty dltlonal pressure for statc licensing and

7.

reﬁtal/lcasmg service. scctors as these
#nuc to provide essential services to
the “Nyatfon's automobllc drivers. In the future the

traditibnal parking lot will slowly be replaced by -

_multistory structures as land values increase and the
avatlablhty of city space’ diminishes. Whlle fringe
and suburban parking -arcas are stil 18t-oriented.
multistory parking structures arc gaining popularity
in these il'rcas A
R

BANKING AND OTHER. FlNANClAL

- . SERVICES '

Marketmg zmd long- zmgc plann;ng 'full servic
-banks bank holding companies, the age of consum-
erism, and electronic: funds transfer systcms were
some of the pring pal trends characterizing the bzmk-

ing system durirg thc past 15 years. They can ail'be

summarized mro one word-> cxpansion. -

- Expansion was translated in more time deposits—
$184 billion in 1967 compared with $432 billion in
1974; more demand deposits—$211 billion in 1967
compared with $316 in 1974; more asscts—3451

billion compared *with. $919 billion; and incrgased. -

employment—870:000 compared with 1,234,000.
Banking institutions have had remarkable success

“in adapting to the innumerable changes in the U.S.
economy that influence the financial community. As
a result, the financial community has anticipated .

problems-'in -the structure and operations of com-

mercial banks. As long-range planning and market-

ing technlquu have bccomc more - integrated . mto
' f . ’.

ill - be N
d me-

—

. the bank mdnagz,ment procass the banklng mdustry

is able to antjcipate problem areas before they reach
crisis proportions. For instagce, with the “age of

A'consum&:nsm" durmg the 1960 s, banks ‘expanded
consumcr(‘loan operatlons home mortgage loan ac-
tivity, and credit services, emphasized retall bank- .

ing, and expressed willingness to revise any practlces _
that, might be consndered qucsttonable or unfair to _

. consumers : . T

v

The Bank Credit Card s

A . B 2 ,. ) ". ».
One’ of the fastest -growing phenomena in <¢on- -

sumer-oricnted. banking -has been the credit card,

which was developeq in rcsponse to the consumer’s

_, need for cxpanded credit use and for. safe and fast
' funds . ‘transfer. -

An estimated 60 mtlhon Amcrtcans held bank
cards in.1974 and uscd them to'obtain $13.8 billion.
in goods services, and cash advances. Nearlg 11,400
of the Nation’s 14,000 banks are involved in some
aspect of the bank card business, but only about
1,500 actually issuc cards ‘and operate .their own
plans. The rest scrve as agents of larger banks.

*° Virtually all are affiliated with Master' Charge’. or

BankAmericard, thé two nationwide corporations:/

“that administer the system for their mémber banks.

Bank cards are accepted at more than two mllhon
retail businesses. The average card purchase is about _
$20, and the average outstanding balance: is $280.
Bank cards also are used for a cash advance at/
a bank within-'a prcarranged credlt llmlt usually?

- $400 to $600, .., .

) Anothcr form of bank card -is “the - debi: card
issued to-customers so they .may “have access tc their
bank accounts 24 hours a day, 7 days a- weck. These
cards are designed to activ Jte cash dispcnsers and

- automated tellers that are Gsually installed through
the walls .of bank buildings, Customers can depqsxt
. or withdraw' funds’ from their, thecking -or savings

accounts, or transfer funds from one account to the

-other..

Bank Holding Compames

Another form: of bank cxpansion relates to the
bank holdm& company- movement. While the num-
ber of banks has‘ remained fairly- constant since -
World War II, the number of branches and facili-
ties has grown considerably. In 1946 therc were

‘roughly 14,000 banks and 4,000 branches; by 1960 '
the number of banks and branches were almost. -

even: today, branches ohtnumber main offices by two
to one. This arca-wide cxpzmsnon was partly: due to
Ilbcrallzed branching faws. In addition, the banks

(? ’ N . .
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~ Electronic Funds Transfer System

. X

P

antcd to provrdc customcfs wrth new séreices not .
_";neccssarlly oriented to: ttaditional banking activitics

and to cxpdnd services outsidgAhe restrictive banking *

. laws and regulations. The ‘answer was the bank -
' holdrng company which, while not a mew phenome- -
‘non, made such tremendous stridés during the 1960's -

that fundamental changes reslited in the tradrtronwl
structure of banking. . o

Some .0 Lﬂthc advantages inherentin holdr,ng .com-
panies wer opportumtrcs to tap major money and
capifal ‘markets, economics of scale, .recruitment of

.+ better talent, the abrllty to plan on a longer range -

basis. and to warket ‘services more effectively. Non-

bank activities have ranged from mortgage, ﬁnance,
'

credit card, fdctorrng or leasing companics, 1t0}

" .viding bookkecpmg data procéssing, and rnvestmcnt
. services. Some areas bemg considered by the Fed-

eral Reserve Board as permissible activities f r bank

. holding’ companies include ‘leasing real property,,
B undcrwrntlng mortgage

uarantee insurance, oQperat-
ing savings and loan associations and armored car

services, and providing management consulting serv= v

ices to non-affiliated banks

Holding company operatrons are cxpcctcd to grow
- vigorously over the next few years, particularly in "

Statés which restrict or prohibit branching. However,

~ with the recent trend towards the Irberahzatron of

branchmg laws; thc real potential for growth prob—
ably Ties in the arga of additional nonbank activitics
that" may be pcrmlttcd by thc Fed rather than in
the number of bank holding companies. .

The growmg volume of checks has long ‘been tht;

’ (}ubject of discussion and apprehension on-th¢ part
¢

of regulatory authorities and: the bankmg industry.
To avoid a total collapse of the system under ane
avalanche of an estimated 45 billion checks by 1980
and a 7 percent annual growth in €cﬁrcckwrttmg,
banks exténded their automation capabrlrtrcs consid-

« crably in the 1960's and are lookirg forward to the

development of paperless entrjes that must inevitably

culminate “in a cashlcss and checkless: monetary

system. : -
-According to results of a 1972 survey conducted
jointly by the American Bankers ASsociation and

’f'the Bank Administration Institute, S& pereent of all

banks were using computer facilities that year com-
‘pared to a mere 7 percent in 1963. In addition,
banks have startecf using  automatic “tellers and cash
drspcnsmg machines, a' form of expansion that car-
rics Lnbrmous possibilitics dcpcndmg on future im-

, provements in methods and equipment. '

.

i comndermg, implemienting SCOPE systgms.

‘service”

‘powers.

+

An eloctro‘hrc funds transfer sy,stem however m-
volves more than the use of computers, It baslcally'

‘means the debmng and crediting of funds by elec-

tronic methods: ra’ther th#in by the ‘use ‘of checks.

The first banker group to develop-a noncheck pay-
ments systerh was the California Special Committee,
on Paperless Entries (SCOPE) formed by the Los-

,Angeles and San Francisco Cleakjng House Associa-
. tions in 1968, Located in the Los Angeles and San

Francisco Federal Reserve offices, SCOPE began to

"handle funds transfers in 1972 A smnlarj%payments
'system ‘began operating in 1973 at’the Atlanta Fed-

eral Reserve}ank and two mgte groups. if - -New
England and ® the . aneapohs Saint Paul area-
joined ‘the system in 1974. Many ‘more -areas are

* Another form of computeand payments_system
is the point-of-sale (POS) mechamsm located ‘in re--_'_:

tail establishments' and connected to the computers .

of a bank or credit card organization. When a sale
takes place, the. computer debits  the customer’s.
account and credits the merchants account for the

. amount of the transaction. The POS potential for-
’ cvcntually replacmg checks obvnously is consrdcrable

¢

' The Future ‘ o AT e V2

™ Durmg the -next few years the maglc w0rd in the

.- field. of banking.will be competition, As thrift insti-

tutions enter new fields of endeavor unrelated to
housing finance, as industrial and retailing corpora-
tions venture in fields such as. insurance, consumer
and business ﬁnanclng, mortgage ‘banking, and other

.financial servtces and as consumers become increas-
lngly more dcmandlng competmon for bankmg cus-~

tomers-will tend to 1ntens1fy

The “Financial Institutions Act”_iJnder considera-
tion in-the Congress would develop ‘mutual savings
banks and savings and loan associations into “full
institutions, oﬁcrmg customers the samc
servrccs"that'“full service” commcrcral banks now
offer. Based upon the recommendations- of a special
Prcsrdentml commission on financial structure and
regulation, the Act would provide. checking -account

-and credit card authority for.mutual savings banks

and savings and loan assocmtlons, check clearing
authority ‘similar to that of thc Federal Reserve
System for the Federal Home Loan Bank Board and

“its members, broader powers for mutual savings

banks and savjngs and loan associations in the area
of consumer loans, federal chartering for mutual
savings banks, and liberalization of credit union
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1 . Commei'cml Bankmg, 1967-1974 (selected years) oL
Ay : ) " (in billjons. of dollars except otherwxse noted) L RN
N : SR Perccnt mcrease ) Pcrccnt increase ) Percent incrgase
. U ) 1967 - _1972 1967-72" '1973" - 1972-73 l97ff . 97374
ASSEtS e : 451, 104 ¢ 835" 13.0- . 919 + 101,
Loans ... L 236% 12.0 b495 19.3 - 539 10.9.
fnvestments- ... 124 8.2 ‘o8 27 195 - 32
Demantt deposits ... T 211 , 71. 310 - a4 316 1.9
,T:mc deposits .......... 184 - 319 117 372 16.6. 432 16.1:" -
"Employment (000's) 8704 1.105 - 4.9 1.162 5.2 1.234. 6.2 :
Women, (percent) .. 62 64 — .65 - 66 , S = J
Establishments ......... . 13,721 13940 — 194 —7 14961 —
l(,ompuun'd .mnual r.m of \'dwth\ ~‘ . o ) ) T . . . (S
Source: Bonrd nl Governord af the {'—'\deral Reserve System, Btlrcau of Lal_aor\Slatistics. - : ..7”: . . . \\4’
. K - . Lo S MR A e B “
t '~', . : .

Sub]ects relating to commercnal bank"”wlll also/:

probably be included in bank legislative propOsals 1{1
the near future. Examplc’s include the- removal o
interest rate ccilings fro t\me and-savings deposnts,_-
the granting of interes té demand deposits, the
expansxon of lending and ir vestment powers in thc
rea]”cstate and community Wclfare and development
areas, the’ |ntroduct|on of corporate savings accunts,
.and certain reorganlzatlonal spects of(he Federal.

‘Reserve System, the' Federal Depos:t Ingurance Cor-

poration, and the Admlmstratér of National Banks.

In the years ahead, some largc nationwide, multi--
unit, department stores that h’ave become servnce‘v'
conglomerates may ‘establish themselves as the chief
competltors of commercial bank§ in the field of con-
sumer finance. These retail compames have demon-
strated thelr Stdblllty and earnlrigs capaclty to- the
financial community, and have adcess to large sums .
for financial _needs, In, addition, thexr reputation’;is
“well ¢stablished, they’ are. able to reorult outstandmg\
fmancml staff, and are- far. less r%gulated than de-
posntory lnstltu,tlons Feo

- The helghtenmg of competltlve act|v1ty w1ll m-
tenslfy even more in the years aht;ad as potential )
L‘onsumerlsm problems catch up’ w;th the banEmg
mdustry and as banks become. mcreasmgly oriefted
towards socictal - rather: than strictly l)usmess related -
activities, . 5

Some indication of the legislative c0nccrn for pro-_
tecting consumers’ rights can be’ clearly percelved ‘
from-yecent trends in both-Federal and State bank-
ing legislation. The passage of the Trith in Lending

Act, the Fair Credit Billing Act, and the Fair Credit”™

Reportlng ‘Act, the establishmdpt of the :National”
Business - Councxl for Consumer Aﬂ‘;urs cand, the"
National Commission on Consumier Fmance plus
a.number of pending bills before Con ress, are all
mdlcatlons of the fundamental changes that are
tal\mg place for the purpose of sxmphfymg financial

-
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»
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" insurance compames

”early 1960's include a record number:

pl:ocedures and of guardmg consumers agamst un-
favogdble practices. ) ‘
At.the State level, several leglslatures have passed :

'consumer protectlon Jaws, ranging from sweepmg
-~ mew, consumer credit- acts to more narrow enact- -

ments such as a coolmg oﬁ ‘penod thhm which

"a consumer -may’ cancel;a” h0me solicitation sale \
. Some States have. legislated in the area of credit card”
activity,” have modnﬁed the “holder in due’ ceurse” s
-doctrine, of have enacted consumer-oriented, mort-

gage laws coverlng sich areas as closing costs, un-
fair. escrow practncesr*‘and services provided by tltle

EDUCATIONAL SERV;ICES e

,Slgnlﬁeant galns achieved in education since the ..
“high school
and- college graduates 1mprq¥ed schoo construction

:. and educational equipment; incteased efforts to adapt

curficula to -student needs,’ and improved teacher
education. .

-Duting thls per|od “the busmess communlty has
become increasingly ‘involved with the educatlonal

. enterprlse both as ‘suppliers to school markets and
as employers of schopl graduates. Traditional teach-

ing has been supplemented by such "devices as com-

.puter instructional systems, closed circuit television,-

and film strip projections, Préfabricated “‘packaged

. classrooms” supplement. customary school structures

.

in some school districts.
With the increasing number of workmg mothers,

~,bU$"1e$S, firms have entered the growmgﬁ‘}ield of
“early_childhood education through the estab

shment
of day -cake, ¢enters with modern learning and play
equxpment Desplte a declining blrth tdte, enroll-

) .nents -in nursery schools tripled from 1964 to 1974,

— from 470,000 to 1.6 million — and prxvate nurs-

ery schools account for about three- fourths of all

preschool enrollments
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Spending on educational scrvtcea more
triple@ during the past 10 years. Despite declining
elementary- school “enrollments since 1970, educa-

. tional expenditures havé continued to rise because of

mcreased enrollments .at the more cXpenswe -per-
~ pupil high school and college levels and higher costs
“for _salarics, teaching materials, maintenance /Serv-
. ices. and utilities. In the 1974-75 school year, ex-

than

. -
¢

a.people finish hlgh school ‘and more than half of all

high school graduate¥ enter a degreeicredit program

_in a college or university. In the early 1960’s, only

pendltures for public and private schools, including

colleges, were estimated at $110 billion, réflecting
a 9.6 pcrccnt annual increase over 1970-71 levels.

New Technology Beneﬁts Schools- -

‘ﬂncrcasingly. modern technology is bcing/a'q::ptcd

to school nceds. The use of computer techniques to

.ing each year, eliminating necdless retesting and re-
immunization of students. IMobllc vans equipped
with tcchmcal teaching aids move among county
schools .in many, rural areas.:

Expcnmcntal efforts are undcrway to detcrmme
whether a satellite can .provide a practical ‘means of

delivering education to, students in isolated regions.

" In the Rocky Mountam States, for example, 4,900
junior high school children are watching satellite-
-beamed. career education programs each weékday
‘morning. ’

Teachers i eight Rocky Mountdin States — Ari-
zona, Colorado Idaho, Montana, Nevada, New
Mexico. Utah. and Wyoming — can now order and
receive any of 460 videotaped programs‘listed in a

catalog for use. in classrooms. In about half of the-
‘56 participating~ schools in this experlmental pro-

gram, special- equipment .provides. a‘ 2-way "audio
capacity by which teachers  and students can talk
- -directly, via satelhtc, to.the program originators' in
Denver. Colofado.” - o =7

.; N 4

Changing Enrollment Pattems Lo

€Because of the high birth rat/e\gfﬁ 950's and

early 1960's, enrollments in regular public and pri-

_vate schools at all grade levels, including college,

rose from almost 51 million in 1963 t0.59.2 million
in. 1970. Between 1970: and 197_4: enroliments
dropped to 58.2 million, reflecting a 2 percent de-
cline in elementaty school enrollments due to lower
blrth rates in recent years. High school and college

about two-thirds of American youngsters graduated
from high school. -

Employmeit ¢

Employment in educatlonal services ‘s estxmated o

at about 6 million. Regular élementary and sécond- -
ary _schdols “employ nearly 2.4 million classroom

- teachers and more than 300,000 principals, . super-
- visors, and other professional staff members. The
. number of professional ‘staff members jn colleges

and -umiversitiés totals about 900,000, of whom

. 620,000 are instructional staff. The remainder are

" store student academic and health records is grow- -

nonprofessional “workers cmployed in school sup-
portive. occupations.

Teaching staffs of schools and colleges ex anded
at’ a rapid rate during the mid- and late 196Q’s in

- ‘order to .keep pace with burgeoning enroll ents.

With the decline in total enrollmcnts since

970,
there has been a continuing 1mprovement in the
pupil-teachef. ratio in public schools. In the fall*of
1974, there were about 21.1 pupils per teacher com-

- pared with 25:1 pupils per, teacher 10 years earlier.

The - largest item in scﬁ‘éol budgets is teacher:

‘salaries.” Salary increases in recent years ‘reflect’ ef-

forts of school systems to keep. salaries in pace with
the ‘rising cost of‘living. Average annual salary of
classrooq}teachers in public elementary and second-
ary schools was estimated-at $11,300-in the 1974-75
school year compared with $6,195 in 1964-65. The

, average salary of full-time faculty members in 4-

year colleges and universities has been rising about
5V4 percent annually in recent years and was esti-

~ mated at about $15,200 in 1974-75."

“Since 1970, the supply of trained teachers seek-
ing employment has exceeded the number of ‘posi-
tions available, Coupled ‘with the diminished demand -
for teachers has been the graduation of, record num-

~ bers of qualified teachers. Also, because of fewer

job opportunities in the past few’ years, the rate of

"teacher loss through turnover has declined too. At "

. the start of the 1974 school year, it was estimated

enrollments continued to rise steadily during these 4 -

years,: however. as yesteryear's fast growing school

population continuéd their studies. About 3.] .mil-

lion persons graduated from high school in 1974;

the class™of 1975 is expected to exceed 3.1 million® -

Today. about three fourths of the Nation's young

)

g

that many prospective bcgmnmg teachers at the .
elementary and secondary. levels were unhkely to
Io;ate teaching - positions. ' :

Public Schools Have Money_VuVorries !

Although education has consiStently been the'
largest itemr in® State and local budgets during the
past decade and now accounts for 39 cents of every

~budget dollar expended, the main crisis confronting

“ .
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public education today is financial. Expenditure per
-pupil in average daily attendance in the Nation’s
91,000 publlc elementary and secondary schools
more than doubled during the past decade, rising
from about $485 in 1964- 65 to more than $1,200
.in 1974-75.

Frnancrng problen1s are especially -acute in the
brg cities. Because of the movement of the affiuent

to 'suburbia in recent years and the increasing con- .

centration of low-income "families in urban areas.
State  legislative efforts continue to find ways to
channel more- resources to inner city schools’ where
needs are high'in relation to the tax base. In April
1975, the Department of Health, Education and
Welfare proposed regulations for Congressional re-
view that would reimburse States for ‘the cost -of
developing and implementing plans for equalizing
school finances— transferring money from wealthy
'school districts to poor districts. -

‘Rising costs in offer communities have resulted

in austerity programs— cafeteria closings, curtail--

ment 'of music and art programs in elementary
schools, elimination of-summer school ehrichment.
programs, and cutbacks in 2|arntenance services.
The 1973/74 energy crisis ahd subsequent higher
)prlces for heating fuel and electricity brought fur-

ther money problems to school administrators. A

variety of approaches have been used in the Na-

tion’s schools to consérve energy,- 1ncludrng longer
winter vacations in schools locdted in cold climates,
-reduction in.the required number of school s per
schoel year in some States, a ‘4-day school we®R, and
less frequent field trips.

Also plagued by rrsrng,costs and resultant ﬁnancral
problems, many private elementary and secondary
schools have closed in recent years. From“1964 to
1974, private school enrollments declined from. 15
to 10 percent of, all elementary school enroliments.

Changing Role of Colleges _
During the past IOLyears, the Nation’s colleges

have changed from being exclusive institutions to

servrcrng a large portion of the population. With the
rapid growth of 2-year colleges, work/study college
programs, and off-campus course offerings in urban’
areas. there has been a major trend toward decen-
tralization of higher education. Incre¢asingly, adjunct
professors from the professional community offer
post secondary or college level.courses in such sub-
]CC[S as banking, computer programming, -and film

tunities have been extended to increasing numbers
of Americans.

The proportlon of women afd older persons in the
college population has been increasing significantly
in the past few years. Continuing a long-term trend,
women accounted for 44 percent of 1974 college
enrollments. Since 1970, the number of 18 to 24

‘year old college ‘students increased 9 percent while
enroliments of persons 25 to 34 years of age in--

creased 63 percent. Furthermore, enrollments of
persons 35 years and older — mostly part-time
students — rose 30 percent to one million from

1972 to 1974.

Rapid- Growth of 2-Year Colleges -
" At the start of the 1974-75 school year; degree-

credit college enrollments totaled 8.5 million, almost
double the number of such enrollments in 1963..

Higher education -expenditures' were estimated at
$39.5 billion for the.year, twice the level of spend-
ing than 7 years. earlier.

Two-year colleges accounted for nearly three-
fifths. of the 500 new colleges established during the
1960's and enrollments in these colleges more than
tripled during the decade. While the overall growth
of degree-credrt college enrollments has slowed
since 1970, enrollments in community and junior
colleges — mostly conimuter colleges with low tui-

_ tion fees — continued to rise rapidly.*

Two-year’ colleges generally offer both academrc
transfer programs and associate degree programs in
a variety of technical and semi-professional fields
such as law enforcement, fire science, food service
management, data processing, and practical nursing.

Empty Spaces in 4-Year Colleges

Empty student spaces in 4-year. colleges are in-
creasing, mostly in high-tuition private colleges but
also in State-supported schools.
freshman  places in baccalaureate programs in -col-

leges and universities across the country have been -
. declining since 1970,
lems for colleges. With faculty positions already filled

intensifying financial ptob-

and the need to maintain facilities, student vacancies

have resulted in higher costs ‘per pupil. Contribut-

ing to declining applications in the past few years
were changes in the draft law that exempted college

students, the high cost of a traditional 4-year college

education, and the weak job market for’ recent
college graduates.

< Future Directions

mkmg—vWIth part-time students out-nfimbering full— _

time students this past year college learning oppor-

25

Today’s seventh graders will be among- those en-

tering the teaching profession in the mid-1980's,
knowledgeable ~ about environmental

Applications for .

problems,

1
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(in millions) -

b

1963 1967
TOIAl e e 509 56.3
" Elemenilary® 343 36.2
Public ...... 293 31.6
Nonpublic 5.0 4.6
Secondary 12.1° 13.7
“Public ....... 10.9 1237
Nonpublic. 1.2 1.4°°
Higher educalion, degree-credit ... 4.5 - 6.4
4-year colleges ................iveeveeene. 39 5.3
2-year colleges ...................... . .6 1L

t K through 8th grade. _
# Grades 9-12. A

Enrollm_ent in Publt}nd Nonpubllc Schools, by Instructional Level, Selected Years )

' L

-

Source: National Center for Educatmnal Stntistics, Ofﬁcc o( Educntlon HEW.

v

s‘t:'hooled from textbooks yet to be written, an’d welli

-trained in the use of audio-visual materials. School
‘finance reform will be needed in the years ahead

to- keep - pace with rising costs of school services
and high.budget school projects necessary to imple-
ment successful, innovative teaching programs. -

By the end of this decade, school children prob-
ably will be learning metrics in arithmetic lessons.
A recent Départment of Commerce survey of State

Percent - Percent, Percent-
‘change change change
1963467 1970 1967-70 1974 1970-74
T .. 59.2 5 58.2 -2
6 36.7 S 7342 -7
8 . 326 L3 30.7 -6
-8 % -10 3.5 *~15
13 . 7146 7 ‘155 6
13- 133 . . 8’ - 143 .
7., ~13 -7 1.2 -8
42 7.9 .23 < 85 8
36 63 .19 T 6.6 5
83 1.6 45 1.9 19
b

education departments indicated that efforts already
are underway in. most States to prepare for teach-
ing métrics in thé Nation's -public schools. In Dela-
ware and California, the State Boards of Education -
plan to introduce the metric system in the public
schools by the 1976- 77 school year.

Because of limited employrmant opportunities for
liberal arts college graduates in today’s technolog-
ically oriented socnety, it is llkely that enrollments in

[

Educatlonal Servnces. Expendltures, Publlc and Nonpubllc, by lnstructlona] Level, Selected Years \

(in billions of dollars except as noted) _ 8 i \
’ ) - Percent “Percent Percent .
‘. increase over ‘ increase over increase over
l963 64 1967-68 1963-64* - 1970-71 1967-68 * 1974-75 " - 1970-71*
Tolal ' e 35.8 56.9 12.2 76.4 10.3 110.1 © 9.6
Elemeniary and secondary 24.5 37.0 - 10.8 493 10.0 - 70.6 9.4
Public ..o 214 33.0 11.4~ - 443 10.3 - 638 9.6
Operaling expenditures * 17.6 27.7 12.0 -37.9 . 11.0 56.7. . - 10.6 .
. Capilak-outlays * 3.1 43. 8.5 5.1 5.8 5.2 -6
Interest paymenls 0.7 . 1.0 9.3 1.3 6.8 19 10.0-
Nonpublic ..ol 31 4.0 - 6.6 5.0 7.8 6.8 8.0
Operaling expendilures® .......... 2.6 3.4 7.0 43 8.1 6.1 * 9.1
-+ Capilal oullays® 4 5- 5.8 .6 . 63 = - .5 4.6
Inlerest paymenis ............ccevcuun. .1 .1 — 1 — 2 19.0
Higher education ............cocoovevennene. 113 19.9 15.2 27.1 108 - ° 395 9.9
Public ..........c.co..... 6.4 12.3 17.6° 17.7 12.9 "26.1 10.2
Student education ... 3.0 6.2 19.9 - 109 17.3 15.3 11.2
Organized research ....... 9, 14 11.7 23 18.0 33 9.4 .
Other operaling expenses . 1.0 2.4 240 2.7 4.0 -5.0 166 -
Capilal oullays® I 23 113 2.7 5.5 W 2.5 =20
Nonpublic ................ 4.9 7.6 11.6 - 94 7.3 13.4 9.3 -
Siudent education ............c........ 2.0 .34 14.2 . 4.7 N 11.4 7.0 10.4
Organized research ................... Y10 13 6.8 .16 T2 2.1 1.0
Other operating expenses . 9 1.8 19.0 2.1 753 3.4 128 -
Capital oullays ™ .....c.ocovveennnns 1.0 - -1 ) 2 6 1.0 -9 9 ,_2 6

t Includes public mnproﬁt clementary and sccondary schooh (K- 12). plus institutions of higher cducatmn offering degree credlt courses

and a small number of technical and profcsslonal schools. |
= Excludes repayment of loans.

4 Construction costs. ‘expenditures for land ncqumtinn and plant cqu:pment and rcpmr

* Compound annual rate of change.

Source: N1l|onnl Center for” Educational Stntntncs, Office of Education, HEW.
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_career-oriented courses in both- 2-year and 4-year

colleges will continue to rise “in the next several
years.
,have introduced 3-year bachelor’s programs which
help to reduce the cost of education for-students
and c(}llcg?s With many of ,today’s college-bound
- students having studied college level material in high
school, the 3-year curriculum can shorten. the school-
ing pCl'lOd for those planning graduate studies and,
at the same time, ease the colleges’ financial burden

of prov:dlng additional facilities to accommodate

~

stcadlly rising ¢nroliments.

HEALTH AND MEDlCAL SERVICES

The dramatic growth of the health scrvqccs indus-

try since the mid-1960’s reflects the Nation’s popu-
_lation growth, increased longevity, rising prices per
unit of sefvice, and rapid- advances in mcdlcal
-knowledge and capabilities. In addition, rlsmg levels

“of income and education have contrlbﬁtcd to. in- .

creased consumer demand for more and. lmproved
medical care which is largely finarced through pri-
viite and government health insurance plans.

Estimated health and medical service spending in

1974 topped $110 billion, 11. percent above 1973
levels ‘and.almost three times the level of spending
in® 1965, the year before the Medicare/Medicaid

programs were implemented. In.terms of gross na-

tional product, health expenditures increased from
5.9 percent in 1965 to 7.7 percent since .1972. -

The Nation’s expanding health cafe industry has-

provided a growing market for manufacturers of
“health related products and suppliers of health re-
“lated services. A large share ‘of the medical dollar
is spent on such manufactured goods as furniture

and linens for hospitals and nursing 'hom‘cs,--clos,cd _\

circuit television for training health workers, com-
puters Wthh speed hospital recordkeeping and such
biomedical equnpmcnt as kidney dialysis units, radlo—
graphs, and {nutomatcd -analyzers for bloocL'Stcsts
Caterers provide-food service to many hospitals and
“meals-on-wheels™ to the cldcrly in some communi-

tics. Cleaning and maintenance companies contract

their services to. hospitals and nursing hémes: In-
crczmngly business firms are providing capital and
management’ expertise through aoquisition and - op-

eration of nursing homes and other health facilities. -

A Unique lndustrv'

Unlike other scrwcc industries, dccisions to pur-
chase vatious types of medical servicés generally are
not made by the consumer but are determined by

i

i

In" addmon many of the Nan‘ons collcges o

" coverage also increased rapidly. Last year,

27 .
50

physicians who prcscrlbe medlclne ordg‘ clinical
laboratory tests and X-rays, instruct, patients on fur- .
ther office visits, and may suggest hospitalization. -

_Thus; the. physician is both a provider of medlcai'.

carc and an advisor on how much medical care’ .

should be purchased. Furthermorc medlcal services -

are distributed on' the basis-of need rather than the
ability to pay and a large portion of payments are -
made by third parties. Thus, hospital care, the most

,costly sector of the health services industry, is pro-

vided by one set.of- institutions while payment for
these services is’ made through anothcr set of ln-"
" stitutions. : T v
Following the cnactmcnt of Medlcarc/Medlcald
Jegislation in 1965, the sudden addition of billions

-of dollars worth of putchasing power to the limited .-
- resources of the health services industry pushed '

prices yp and, at the same time, provided funds for
" technological atlvances in medical care, - By fiscal, .
1974, Medicare/Medicaid outlays reached $225
billion, more than 20 percent over a year earlier and
almost twice the level of public sector spendmg for
health care in 1967.

The introduction of new and expensive, treatment
procedureg to improve health care services has
tended to increase rather than reduce staff require-
-in hospitals. Technical staff and additional
re essential to- help operate such complex
devices as physiological monitoring equip-
electronic flowmeters that regulate the =
flow of blood during heart-lung operatlons In con-
‘trast, tcchnologlcal advances which increase output
of manufacturmg industries usually rcsult in reduced
manpower needs. - . v

Impact of Thlrd Party Payments

Thxrd-party payments now account for the bulk

of medical ‘care outlays since third parties together

— government, private health insurance companies,

- philanthropy, and .industry — finance almost two- .

thirds of the Nation’s personal health bill. More than
-90 percent of hospital bills and about 60 percent of
physician fees are now paid by private hcalth in- -~
surers or from public funds. : '

" Nearly all of the public financing of ‘medical
spending since 1967 — the first full year of Medi-
care and Medicaid programs — has been to pay
hospital, physician, and nursing home bills for the
elderly. During these years, private health insurance. -
' some
four-fifths of the population under 65 years of age
were cnroilcd in varying private insurance plans
covering hospital care and almost three-fourths were

3
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,enroIled in insurance programs whxch met some of

" the “cofts of surgical serviccs. By 1974, third pames
were paying am estimated 65 “percent of the total
‘health bill, -with the government share at 38 percent
and private health insurance, 26 percent. In" 1960,
third-party payments accounted for about 45 percent
of personal health care spendmg

Cuttmg Medlcare/ Medicaid Costs

In ‘recent years, there has bee& a marked trend
toward tighter government regulation of publicly =
:ﬁnanced medical programs. Implementing the 1972
) amendments to the Social Security Act, the Depart-
ment of Health, Education and Welfare (HEW) is
_‘devclopmg a netw0rk of physxcxan-dommated pro-
~fcssxonal standards review organizations (PSRO’s) -
“to momtor the cost. and qualily of. medical care
under Federally financed programs. Strmgent audit-
-ing -by medical review professxonals is expected to
ehmlnate unnecessarily lengthy hospital stays, need-
less injections, and other uneconomical procedures,
‘and result in slgnxﬁca.r'n dollar snvnngs in Medxcare/
Medicaid expendxtures

In addition, HEW is now implementing the health
plannlng regulation legislation (S. 2994) enacted in
_early 1975 which provides for establishment of a
national network of health planning agencies respon-
sible for developmg short- ‘and long-term health
_ plans tailored to the health needs of particular areas."
. The agencies will make recommendations on con-
'structxon of new health facilities and determine how
Federal resources authorized under the Public Health
Service Act arc-used in their jurisdiction, S

Other efforts to cut costs and increase efficiency
in health services delivery include the availability

of Federal funds to support establishment of health .
maintenance organizations (HMQ'’s) which provide-
enrollees, including some Medicare/Medicaid recip-

ients, with comprehensive medical services for a
fixed fee and reimbursement limits for préscription
drugs for Medicare and Medicaid patients to the
“lowest cost at which g drug is generally available.”

Hospital Costs Conlmuc Up ’ o

Public' concern about” rising health care costs has »

focused on hospitals — the largest single medxcal
services expenditure scgment. From 1965 to 1974,
spending on hospital care: increased at an annua!

rate- of 13.8 percent, reaching an estimated. $43.5 -

billion last year. While hospital admissions have been
rising steadily since 1966, the average length of a.
hospital" stay declined from a ‘high of 8.1 days in’
1968 dnd 1969 to 7 4 days in 1974.

o . . e
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‘I'Despite shorter hospital stays, hospital expenses
per patient day continue to.rise rapidly, reflecting
-expensive diagnostic tests generally admlnxstered in
the first 2 days of a hospital stay, as well as a sharp .

increase in such nonpayroll expenses as rent, Inter-

est, ‘equipment, and utilities. Also, because .of -a
shortage of family physicians in many. areas, hospital
emergency rooms increasingly are serving as general

- health facilities. Between June 1970 and June 1974, A

there was a 35 percent increase in patient visits to

. emergeticy rooms nationwide compared with only

an. 11 percent increase in hospital admissions. As-
emergency rdom activity has Jincreased, community
hospxtals have begun staffing emergency departments
with full time, salaried physicians. Nationally, total
expense per ad]usted ‘patient day in cofmunity hos-
pitals was -$118 in 1974 up. from $105 in 1973 and
$78 in, 1970.

In early 1975, decreasing hospltal occupancy rates
further boosted hospital expenses. Routine costs -do
not decline apprecxably because an unoccupxed bed
costs two-thirds as ‘much to maintain as an occu-
pied one. Among the factors accounting for empty
hospital beds are lower utilization rates in maternlty
departments - because of declining birth rates” and
postponed elective surgery because of lapsed: health
1nsurance pohcnes of, .laid-off workers. Furthermore,'

some cities, hospitals and welfare authoritie$ are
coplng with unexpectéd costs of the sxck but med- ,
ically indigent unemployed.

Shared Scrvices Reduce Costs =~ °°

The hospital industry is making a concerted eﬁort
to reduce costs through shared services which lower
capital outlays, eliminate duplicate facilities, and
better utilize. personnel and facilities. According to
amr American.’ Hospital Association survey, about
two-thirds of the 4,725 responding hospitals re-
ported instances of services sharing. The five. most
frequently shared services were blood banks, pur-
chase of medical/surgical supplies, data processing, -
disaster plans, and laboratory professional staff. In
“addition, such administrative services as ambulance,

* food service, housekeeping; laundry, medical library,

and motor pools frequently are. shared..
Medical Prices Rosc Sharply in 1974

From 1965 to 1971, medical care service prices
_increased at am annual rate of 7.3 percent while

' prices for goods and services rose at an annual rate

of 4.2 percent. A slower rise in medical care prices
from late 1971 to early 1974 because of the Eco-
nomic Stabilization program was followed by steep .
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‘increases .in prices’ durlng 1974 after ‘wage-price .

controls ended. Consumer prrces for medical care
services rose 12.4 percent last year compared with
5.2 percent a year earlier. Slmrlarly, hospital charges
rose 14,2 percent in 1974 compared wrth only 4.3
percent in 1973.

1

Increased lgngevity due to advances in medical

knowledge and changing social and ‘family attitudes, .

together with the availability of Medicaid and-Medi-
care ‘funds for nursing.home care, have resulted in a
tremendous ‘expansion, of nursing home facilities
during the’ past decade. Today, there are about
23,000 -nursing . homes with about 1.2 million beds.
Expenditures on nursing home care totaled an esti-
mated $8 billion in 1974 compared with-$4.3 billion

‘in 1970 and only $1.3 billion. in 1965, -Although-

aboul o-thirds of nursing home revenues come

)

halation therapy assistants, biomedical technicians,
and ‘medical transcrrptromsts ) ‘

All types of nurses — regrstered nurses; hcensed
practical nurses, and nurse aides — continue in great.
demand in hospitals, nursing.
maintenance organizations as well as in physicians’
offices. Although the number of physicians in the
United States contrnues to increase each year, height-.
ened demand for medical services, coupled with in-
creasing specialization, has resulted in shortages of
family physicians, especially in rural areas. Several

+ medical schools have undertaken programs whick

" than are normally required.

from public funds, most nursing homes are prrvately o

owned franchise or chain operatrons, leasing arrange-
ments, or independent enterprises.. -

- Because nursing -homes are required . to meet

varying standards. established under Medicare and
Medicaid programs in order to qualify for reim-
bursement, facilities may be divided into- three cate-
gories. Medicare-qualified home§ are clgssified " ds

“extended-care facilities, (ECF) and provide 24-hour

nursing services and medical supervision as an ex-

tension of hosprtal care.’ Medicaid-qualified homes
include lntermedrate care facilities for .people who
need some nursrng supervision in additioh to per-
sonal care assistance. Skilled nursing homes provide

round-the-clock nursing services for residents sick.
enough’ to. require them. Nursing homes may be -

certified in one, two, or all three categories.

Growmg Health Worker Needs

Growing needs for all types of healfh -service
workers have accompanied the tremendous expansion
of the medical services industry during receht years.

enable persons holding doctoral degrees™ rn the biow

.logrcal physical, or engrneerrng sciences to become

M.D.’s or dentists with shorter periods of training

\
-

A

Computer-arded Patrent Management

‘In the past few years, the use of computers for

“scheduling hospital admissions and recordkeeping

has become widespread. Increased’ use of computer

- technology has eliminated. many hospital *clerical

tasks and is widely used to automate clinical labora-
tory tests and to assist in diagnosis procedure% Mul-
tiphasic screening centets . can process 30,000 pa-
tients a year on an z-hour day and double -that num-
ber on a 16-hour day. Through the screening clinic;:
the physrcran can vbtain an rmportant chmcal profile
of a patiernt." ' . . '

In some -areas, computerized systems -have been
developed to provide a single expert physrcran with
patient information - necessary to make therapeutic
decisions at distant lpcations. F6r example, the Com-
munity Electrocardiographic - Interpretive Service in
Denver, Colorado, services 20 hospitals in 3@ 4-State
area. The Denver Center can 'process an electro-
cardiogram- and transmit its analysis to the attending
physician or nurse at a remote hosprtal within 6

minutes.

From 1960 to 1970, health services employment N

rose from-2.8 million o 4.6 million, In 1974, em-
ployment reached an esfimated, 5.5 mjllion. About

/ ke . : . <

Future Directions -

_The ‘volume of health care - spendrng in’ the next-

' several years will be partly influenced by the growth

60 percent of the.persons employed in health caret,

occupations work in hospitals.-

Large numbers of trained supportive staff health
workers  have been required to keep pace with
developments in ‘medical tecfinology and advances

‘in patient care. New allied health occupations in-
" clude physician .assistants, nurse practitioners, intra-

venous' technicians; physician therapy/assistants, in-

N

o

artd success of health maintenance organizations that-
emphasrze preventive medicine practice and -tend to
eliminate costly, fragmented medical services, Also,

medical .costs may be reduced through lncreased

surveillance of publicly financed medical care ‘pro-
grams; improved health facrlmes construction plan-

4mng, expanSron of multlphaSIc .scpeening centers;

the training of ‘addmonal physrcrans, nurses, and

omes, 'and health _ .
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'Health and Medical Services Industry. ~

(in billions of dollars except as noted)’

. / 4 o Percent . /.Egrccnt Percent 8 Percent
} : _ increase ' increase . ingredse L increase
1960 1965 1960-65* 1970 1965-70* '1973 1970-73* %1974" 1973-74
> TOMAL rgteretrsee e 26,895 40,468 85 72,962 125  99.069 107 110,400 114
- Health services and supplies 37,087 8.0 67,748 12.8 . 92,327 10.9 103,175 11.7 -
. Hospital care ....oiveveverieverenerenns 13,605 8.2 27,444 15.0 38,270 117 * - 43,465 13.5
'Physicians' services ... 8,745 8.9 14,306 10.4 “ 18,200 8.4 - 19,895 9.3
Dentists’ services ....... 2,808. 73 4750 111 - 5970 19 4,475 8.5
O(hvcr,profclssiona] sérviccs ,,,,,, . 862 ) 1,038 ~3.v8 1,462 7.1 -1,900 9.1 2,055 8.2
Drugs and drug sundgjes * 3,657 . 4850 58 7,409 . 88. 9300 7.9 10,140  9.0.
* Eyeglasses and app]iances 776 - /1,230 9.7 - 1,787 7.7 2,091 , 5.4 2270 .85 °
Nursing home care® ........ 526 11,328 20.0 4333 260 7,050 " 17.6 . 8035 - 14.0
Expénses for prepayment and . | © ' ' _ o S o -
. administration ..........cc.o...... 861 1.293 8.4 2,111, 10.3 3,998 24.0 4,520 13.0
- Government health activities .. 414 . 698 _ 11.0 1,568 17.5 1,905 - 6.7 2,385° 25.2
Other health services ............... 1,336 1,492 22 2,578 11.5 3,643 12 2 3,935 8.0
Resedrch and medical fdcxlmes» 45 \\/ . . .
construction .. 3,38 14.5 5214 9.1 6,742 9.0 7,225 7.2
.Research ? .......... " 4,469 \ 173 1,848 4.7 2,484 7.7 2,735 10.1
Construction 1,912 . 12.8 3,366 12.0° 4,258 8.1 4490 © 5.4
Medical caré services—Consumer ’ ' )
price index (1967=100) .......... 74.9 87.3. o Zi\42 144.3 " 162.2
Personal health care Coe . . .
" expenditures ® .....ieeoererinnns 23,680 34,821 8.0 3,652 2.7 85,894 10.5 — —
Private direct payments .... . 12,990;: 18.053 6.8 25137 . 6.8 31,243 7.5 — _
" Private insurance benefits ....... 4,996 8,729 ° 11.8° 15,744 12.5 21,614 11.1 —_ -~
Public funds ...coovvvverreeeerneene 5,157 7,342 7 73 21,840 240 31,859 13.4 _ ¥
-¢ Compound annual rate of growth. . ~a o . -

3 Research cxpenditures of drug companies included in drugs and ‘drug sundrics and excluded from rcscarch cxpcnd:lurcs
3 The definition of -.nursing homecare has been changed to include all facilitics that prov:dc some level of nursing care. Revisions have been madc

for all yeafs.

‘lncludcs hospital carc physicians’ and dentists’ services. drUg= othcr profcssnonal sefvices, nursing homes, care, eyeglasses, npphanccs, etc.
“ Includes OED health activigies which have been transferred to the Department of Health, Education and Welfare. .

oth‘er’health personnel; and possible researchi -break-
throughs to .treat costly chronic illnesses. Further-
inore, home-delivered health and’ medical services
are now being increasingly recognized as an alterna-
tive, less expensive way to offer care to the elderly

‘sick who do not require continuous institutional nurs-

ing care. In some arecas, community home health

, HOTELS AND MOTELS

The lodging industry has demonstrated steady
growth over -the past decade. Lodging industry re-
ceipts and payroll more than doubled between 1963
and 1972 and rpcelpts totaled an estimated $10.1

. bllhon by 1974, The sharp decline in the number
of hotels and the-modest increase in the, number

care programs providing .such services as visiting

nurses, physical therapy. medicines; and “meals-on-
wheels” have reduced hospital stays and cut costs to
patlents "and third-party payers.

Legislators, chambers of commerce, labor umons,

‘hospital and health insurance cxecutives, physicians
.and public health officials, and consumers cgntinuc )
"to work tdgether to seek new ways to finance and-

deliver quality medical care to all Americans. Expe-
rience with l\(lcdicare and Medicaid has shown that
a mechanism that simply pays bills is not the an-
swer to:a problem calling for better systems of
delivery. Health care proposals now before Congress
would: generally provide greater health benefits but

differ with regard to paymcnt mechamsm and extent "

of coveragc

of motels and motor hotels during these years re-
flects the growing trend toward larger motels and
motor hotels, developed mostly by franchise orga--
nizations. In 1972, motor hotels accounted for less

_than 10 percent of -all motels and motor hotels but

for about one-fourth of all receipts.

During the.1960’s, rising’ personal income and
increased leisure .time resulted in a highly mobile
population. For example, the ‘number of *person

" trips .on” which at least one night was spent away

30

from home rose to-458 million in 1972 from 361
million in 1967. Busimessmen continue to be ma]o:‘
users of commercial lodging facilities but their share
has béen -declining because of increased pleasure
travel as well as the greater use of air transportatlon
for. one-day trips without overnight stays.
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7 Most of the grogth in the “lodging indu'strey in

recent years has been through franchise chains. Pro-
motional marketing techniques of franchxsors. to-
gether with chain-wide reservations systems,
vidgd expanding ‘markets for franchlsqed hotels and
motcls since the early 1960's. ™

Lodgmg Market Segmcnted .. )

The lodging market is really ‘a number of markets,
_including sports enthusiasts, sightseers, luxury seek-
“ers, commercial travelers, vacationing families, and-
. budget-conscious - travelers.

All
quirements and. no one facility can successfully

pro--

have definite re~

cater to all types of guests. Hotel and motel man-

agers generally key their accommodations to meet
the needs .of glosely defined market segments rather
than attempting to appeal to broad markets. Those

- with adequate facilities for hosting coaventions work

closely with business groups to find ways of attract-
ing conventions to their cities. Because of the “new
money" introduced into the local gconomy by -out-

the convention hotel. A large number of lodgihg
facilitics augment restaurant sales by drawmg hcavxly

from the local . population.
" The position of chains and franchise groups which .-

expanded significantly during thegg past decade re-

- mains- strong. The economy motel is playing an

increasing role during the current cconomic slow-
catering particularly to transient families
travehng on llmlted budgets. :

. Impact of Encrgy Crisis ;

During .the early months. of 1974, the energy
crisis caused severe dislocations in the lodging in-

“dustry: With gasoline stations closed "during the
--weekends of the 1973-74 winter. months, occupancy,

rates at some motels along interstate routes and in

" winter resort arcas declined sharply. Since then, the

higher cost’ of gasoline, together with shorter gaso-

line station hours, continued to havé a restraining -

cffect on lohg:automo'bbile trips~an'd“motcl occupancy
7~ .
Domestic™ Travel !

. : 1967 1972

Niimber of person trips (000) ................. 36).2 - 4585
Number of perspn nights (millions) .......... 1.579.9 17819
Number of person nights in . ) ! .

commercial lodgings (millions) ... 489.8 -606.5
Numbex_ofpercod miles (hllhon\) .............. 3VLR 369.6

4 lncludc:, travel by all modu of lrmcporlnllon— ’llll()ﬂthIlL lr'nn
bus, airplane, ete. - ’

- Soumye N'mnml Survcy of TI"\VLI Censuy’of Tr1n<por(1uon Burcnu

of ‘the Census.

C

-of-town guests, the community benefits as well as -

*

. R
rates. In some parts of the country. decreased tounsL
- traffi¢ or excessive capacity due to. overbuilding | have
resulted in extreme price competition. . In contrast,

“hotels in down

.enjoyed improved occupancy. Also, many resort

- hotels were ﬁlled to capacity during vacation seasons .,

" in- 1974 as vagationers sought nearby accommoda-
tlons in lieu ol travelmg abroad

[y

v Employmcnt

Employment in the Iodgmg industry rose modestly. _
, during’ recent years, reflecting the fast- growth of -
éls and motor hotels which generally furnish

mot
- fewer sgrvices for guests than do hotels. In addi-

tion, many. large city hotels, have reduced the level
of services rendered- bgcause of lowered ocE’upancy.

" rates and rising labor costs.
Except for a few occupatlons. lodglng mdustry

maids, housemen, cleaning staff, who constitute
the bulk of the -#dtkforce, are usually trained on
the job. Electricians and other maintenance techni-

workers are usu?ot highly skilled. Chamber-

"~ cians may either learn skills on the job or -through

apprenticeship .programs. Increasingly, skills of cleri=
cal workers are being.upgraded because computers
. are being installed in increasirig numbers to handle
reservations and bookkeeping chores.

Future Directiohs : " e
Future trends in

influenced by many
shortage has eased in

e hotel-motel industry will be
act Though. the gasoline
(}):ast year, increased prices

for fuel and the general economic slowdown will

* adversely affect long highway travel. _ .

The recent trend towards budget chains and fran-.

chlsmg operations will probably continue strong with
the independent owner/operator having .a “smaller
share of the market imthé years ahead. The traveler
is less likely to be ‘nﬁakingvhi's own réservations, pre-
ferring to have some type of referral or reservation
association service. The use of computers in the
-.reservation area will continue to grow. '

To attract new customers, hotels and motels will
- bé& trying such new marketing- devices as discount
-rates for. senior citizens as well as children. This
‘move, coupled- with an increased push to capture the”
fast-growing group travel tours, should help boost

< occupancy rates in the future. -

.The move of many motels to mclude restatirant
facilities will continue in an effort to strengthen their
survival capabllltles in times of reduced’ travel. In

many areas, these restaurants have become favorite

»

wn' areas and resort hotels wnthln‘
'a 4- or 5-hour.drlve of large population centers havc -

3
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. o Hotels an(l Motels

*
e (in mitlions of dollars except as ‘noted)
é » Co . Percent increase ' Percent increase Percent increase
: - 1963 S1967 1 1963-67% . . 1972 % 1967-72* 19741 1972-74*°
Hotels . : . T - - .
Number of cstdbhshmcnts e 22,692 23,625 C— 13,989 — — ~
< Receipts ..o, 3,005.7 3,823.2 6.2 - 4,7943 4.6 5,274.0 49
Payroll ........coommriiornnl, 1,035.1 127207, S8 . 1,601.8 47 . - '
Paid emplpyees? (000) ............ N.A. 378.0 — 347.0 — —
Motels, mofor hotels, and ' . "
tourist courts ‘ X : .
Number of establishments ...... 41,584 41,954 o 44,699 — —
Receipts ............. rereeer et 1,661.4 | 2,709.6 13.0 " 52935 143 :5,823.0 29 - .
Payroll ..........coooeveciveeei, - 3379 622.6 . 16.5 1,275.9 154 v — .
~ Paid ¢mployees * (000) ............ ‘N.A. 2226 .. — 364,] — —
* Compound annual rate of growth, R ; . '
! Estimated by BDC, o R
7 For one’ week including March l2 °
N.A.—Not available. - - <

Source: Bureau of the Census'and BDC

eating spots of local residents and serve to offset

reduced highway traffic.
pected to continue exps
surrounding major citjes i r to attract business-
men visiting industrial par S growing in these areas.

. LIFE INSURANCE '

AlthOUgh the prlmary functron of life insurance
is to provide financial protection for famrlres of
deceased policyholders, other

estate taxes and debts of the deceased, to compen-
sate a corporation. for the death of g'key executive,
and to provide retirement income for the policy-"
holder. Incréasmgly, fawily heads rely on'the grow-
ing conv&tible cash :Slbe of most ordinary, life

- insurance policies to supplemengithelr Social Se-

~.

curity afdd private pension paym

In early 1974, some 145 million persons — two
out of every three peopie in the country — ‘were
insured by some type of life insurance policy. Life
insurance %n force soared from $798 billion in 1964
;to nearly $2 trillion. in 1974, reftecting an #hnual
_increase of 9.5 percent, During-hese years, life in-
" surance purchases more than doubled, ffom $105

" billiord” to $268 billion,- and premium receipts ad-

vanced from almost $23. bxllron to almost $53 bil-

llon At the same tlme, life msurance ~company

assets grew from $l49 billion to morc than $263
“ billion. - .
Policy Mix Changing -

From 1964 to 1974, group life insurance —
mostly <overing employer-employee groups — ‘en-

l?;s have evdlved in-
_recent years — to provide cash for payment. of

tels are generally éx-
. in, suburban areas.

32 percent to 42 percent. Group life insurance in
force reachéd $828 billion last year. In contrast;

total ordinary life .insurance valued at $1 trillion in-

1974, accounted for 51 percent of all life insurance
in force, down from 57 percent 10 years earlier.

"Many group lifé plans provide coverage on the lives
of dependents’ of ‘members as well.as coverage in

§

f
M

hrged its share of all»lee insurance I(x/\force from

1

32

.reduced amounts for retirées. Some plans mclude
provrsrons for annumtles to survivors,

Life !nsnrance Pension Plans Grow

-The numberpof Americans enrolled in pension
-plans " with llfeG

feceiving pension benefits, those who had Jleft their
jobs with vested pension benefits, and those still
employed and accumulating pension credits.

nsurance companies in garly 1974 -
totaled 13.6 million. Included were retirees already

The |

number of persons: covered by private ‘retirement -

plans with life insurance companies, as a percentage

“of all persons enrolled in all types of private plans,

‘increased from about 23 percent in 1963 to abou
33" percent in 1974.=The recently enacted Federal

Pension Reform Act probably will boost the life in-

surance share of
The rising impor

te retirement plans. further

. -spurred a numberfof co pames ‘to review the mar-

ket potentlal of these prdgrams with-a view to ex-

panding “services and préfits. One large firm has-“ .

created a separate- individual pension trust depart-
ment, :

Mutual Life Companies Dominate

~Although more than 90 percent of the mare than
1,800 insurance companies (required by State legis-
lation to maintain minimum cash reserves) are owned
by Stockholders, fewer than 200 large mutual life

;.‘ ) 35 .’ ) . c‘#



i .'

compames account for more thin half -of all hfe

‘insurance in force and own about two-thirds of all.

life'company assets. Companies are located in'every
~ State, ranging from one in Alaska.to 399 in Arizona.

However, companies based . in New York, New

Jersey, and Connecticut -account for the greatest
, proportion of life insurance in force ‘

Employment Rrsmg Steadily

' Llfe insurance employment chmbcd steadrly be-
-~ tween 1967 and’.73 from: 740,000 to an estimated
888,300; about “one-third were sales pefsonnel —
chiefly ,aggpts, brokers, and others who sell policies

" to "individuals and business firms. Over half of all
- life~insurance company employees work in c'leﬂéaal
and related. jobs, maintaining records and handling
services including ‘benefits paid to polityholders.

. Because of increased efficiency.in recordkeeping re-
~ sulting from the introduction of computets, employ-
Jment has increased at a far slower rate than salés in

recent years. S

~ Investment Eammgs Add to lncome>

”e

years, pollcy loan grqwth outpaced the growth in’
total assets. The unuspally high interest fates avail-
able on market investments in 1974 were an induce-
ment-to policy olders’ 1o borrow on the cash values
.of their life. insut\ace policies af the relatlvely low
rates set in their pylicies. )

Industry Achvg in Public Interest
Durinig recent years, the life insufance mdustry

" has made contributions to the public interest in ways”

»

beyond its traditional services. For example, the m-
dustry initiated a $2-billion Urban Investment Pro-
*gram which financed' new housmg projegts and job-
creatmg busmesSes or commumty enterprises for
..central-city residents. An outgrowth of this activity
was the formation of the. Commrtgee on Corporate
Socral Responsrbrhty, to - further the industry’s ip-

" volvement in such areas as Fealth, environment, and

community development and a Committee on Con-
sumer Affairs. Furthermore, the -Life Insurance

- Medical Research Fund, in ekistence for many years,

4

Premium receipts account for about three-fourths _

of the annual income of life insurance companies¢

Because @ portion of each.premium is available for

investment in-the Nation’s economy, a significant

_ share of income — about 20 percent —'is derived -

from such investments as bonds, notes, government
debentures, stocks, mortgages, real estate, policy

loans,-and short-term debt issues. Rising investment .

' earnings help to cut the cost of life¢ insurance to
policyholders and the average policy cost has de-
" creased ‘significantly in recent years despite infta-
tionary. pressures. According to industry sources, the’

avérage premium payment for each $1, 000 of life

insurance in force decreased from '$26.90:in the
early 1950's to $14.70 by ,1970. N
- Life "insurance companies were ‘the source of
$15.4 billion to money and capital markets in, 1974,
" accordmg to the Amerrcan Life Insurance Assocla—
» tion. Corporate bond investmients and nonresidential
mortg'\gc loans each accounted for a $5.2 billion
increase in life company .portfoljos. However, net
purch'\scs of corporate stock declined to $2.1 billion
"in. 1974 from $3.6 billion in 1973.
Outstarrding policy .loans increased during 1974

by an estimated $2.7 billion, surpassing the previous

record high of $2.5 “billion' in ¢1969. Total value of
" policy loans in 1974 was $22.9_billios: about 8.7
- percent of all assets of U.S. life insurance compames
In 1964. policy toans accounted for less than S

percent of total asscts. In all but 2 of the past 10

~
e

* has awarded millions of dollars in" research grants

. to institutions and«to medical students workmg in.

heart research

Consumer Attitudes Changmg

Results of a 1974 life insurance industry survey.
of consumer- attitudes toward life insurdnce showed -
that about 7 out of 10 people surveyed:thought that
the insurance agent is influenced primarily by the
size of the sales commission rather than the custo-

"mer’s needs. About 42 percent of the respondents

preferred to purchase insurance from a bank .or
other financial service institution than from an in-
surance agent, up from 31 percent in 1971. Al-
though most respondents considered life insurance.a '
‘necessity, 4 out of 10 had misgivings about whether
their purchased policies were the best they could

. have for.the money. .

Another problem confrontmg the life insurance
industry is the steadily rising rate of “dropouts”
lapsed policies. According to a recent Senate Sub- .
committee study of 60 leading life insurance com-
panies, nearly one-fourth of whole life policyholders.
discontinue their policies within the first year of pur-

"«chase ‘and .46 percent allow their ‘policies to, lapse
- ~within 10 years. Only about one-third of all policy-

- holders keep their pohcres into old age. ,

_ Future Directions : K

33
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_ already have' announced a new,

In the next several years, life insurance companies
will continue to introduce new kinds of policies to
accommodate changlng consumer needs. Some firms
low-cost, “non- -
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smoker™ drscount:pollcy. chargtng lower premrums

to abstainers. Another |nnovatne ‘type of policy of-
fers lower premium rates to women because-of their
' greater 1onge\\fvty Orne life company recently an-

nounced a new policy series that includes a speC|a1

. :ti‘tlec't “The_-.Role of -Private Pension Fun
. ings and Cap_ital Formation in the Unitéd States.”

term contract, renewable annually.for 7 years. which

provides for a 20 percent discount on the first year 5
premium if the premium is paid at the time: of appli- .-

ntial for life
spitalization
s .for. both

cation. Two, general area$ of great p
insurance companies are health and
policies” and ‘insured" pcnslon progr
groups and individuals.: ' ~

Policy loan demand reglsterlng a prOnounced up- :

surge during the past 2 years, is Ievehng off now.
However, this situation has promptbd at least three

- large .mutual life companies to raise interest tates on
policy 'loans from the 6 percent level to a maximum

of 8 percent where State law permits: This action is

bound to. trigger similar_action by other life com=,

pames Raising the pohcy léan interest rate is ex-

pected’ to’ lessen future pohcy loan demand, to im-

‘and to benefit policy-
holders with hrgher drvrdends or lower premium
charges. "~

Because of the hfe insurance mdustrys concern
with continying inflation and problems of financing
capital formation, the American_Life Insurance As-
sociation is sponsonng two specral research projects..

.

MOTION PlCTURES

Reﬂectmg the mcreased popularlty of motion

‘ prctures both in’ theaters and om televrslon screens,
. receipts for-.motion picture product;on :and allied

services — film prodyction and rentals castmg bu-
reaus, "educational and industrial motion® pictures,
commercials for television — reached ap.estimated

- $3.3 billion in 1974 compared with $2.9 billion in

1972. Similarly, increased movie attendanceé and
higher admission fees, together with the continued

. construction of new and better eqmpped theaters in.

convenient neighborhood shdpping centers since
1972, have contrrbuted to rapidly rrsmg movie
theater recei ;

-In 1974, be ofﬁce and concessionaire recerpts“of

.ntotibn picture - theaters totaled an estimated $2.5

billion compared with $1.8 billion:in 1972. Box

. office receipts generally account for about three-

One project will examine the impact of double digit - .

inflation on ﬁnancral markets and various- forms of

savings, including life ihsurance; -as well as the con-.

sequences of redistribution of real income among

- various sectors of the population. The second project

will examine and analyze the future role, of private
pension plans in mobilizing grivate savings'and allo-
cating these savings ‘among.its optional uses in

financing capital formation. The report will be en-

Life ‘lnsanelecled Years)
(in billien¥ of dollars excepl as noted)

te o Petcent
- “increase !
‘ 1964 1974 1964-74
Tolal premium receipts ... 227 526 88 °
_New life insurance purchascs ... 105.0 268.5"‘,

Life insugance in force in thé®

" United States .....0....... e 7978y 19857 - 9.5
Assels of USS. life companies ... 1494 2633 " 5.8
Employment (000°S) ................. 4746 5388 1.3

.................... 43 —

Womcn (pcru.nl) . 46 A -

" * Data cxx.ludcs $29.4 hllhon of servicemen’s group life msumncc
t Compound annual rate of grifih

Source: Institute of Life Insurance and Burcau of Labor ‘Statistics.

.98 .

*

fourths of gross theater income. Also, average: re-

-ceipts for indoor movies are higher than for seasonal
- drive-in theaters. Mqvie attendance topped one bil-

lion last year, the hi}thest since the mid-1960s.
About one-fourth c(Eall motion picture industry
réceipts are “Spent on\:payrollg.: In1972; xndustry
employmentn totaled approximately 192,000; about
two-thirds were employed. in: motion picture houses

as managers, cashlers, concession attendants, ]an-. :

itors, prolecttonlsts, and ushers; Except for man-
agers and prOJectlonlsts many movie theater workers
are pait-timers” Women accBunt for' about one-third
of all employees. Only .about 8 percent of all movie -
houses have no paid employees. . .

-

New- TheatGrs Built .

There were 12 699 theaters in operatron in 1972;
about 30 percent were drive-in theaters.. Although
there has been. very little change in the number. of
theaters’ srnce the early 1960’s,.new construction of
multiplex and minitheatérs in shopptng centers with
parkgng facilities have replaced many unprofitable or

a4

* marginal theater gperations ‘located in downtown

city areas. In addition, many large theaters have -
been remodeled into minitheaters during recent years.
Multiplex theaters generally consist .of two to four
minitheaters, each 'acéommodating an audience of
less than 400, and can be operated ®ith a minimum

-of personnel. In these theaters, starting times are .

staggered to permit a common ticket-selling lobby.

.

.Sav- & .

P
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> ’ . v _ Motlon Prcture lndustry

(m millions of dollars except as noted)

A _ Percent increase . Percent increase - Percent increase,
. . e 1963 1967 - 1963-1967* 1972 1967-1972% 1974 1972-1974**
Motion’ pictire production and . - : ) N
». = .allied services . - ) y
Number of establlshments ...... 3,729 4,565 . — . 8555 —_ —_ . - A
C RECEIPHS ovvreercrcerernse s 1,520 2,183 9.5 12,920 .59 3334 T 68
Number - of -establishments . A ' o
. with payrSll .o 02,829 - 3,375 ;o 4,704 — —
"Receipts .. 1L,510.. 2169 .95 2,857 5.6 3,243 6.5
Payroll 479 699 9.9 795 2.6 — :
P lfi emplgyees® .......cooreerenne 48,806 64,581 _— -~ 64,660 - — —
Motion pic theaters - ST ‘ . : : »
Number of establlshments ...... ' 12,652 12,187 . — 12,699 - - , ‘ L
RECEIDIS oveoricerrrcrs st 1,063 1,293" 5.0 1833 . 72 348 164
Number of establishments _ ‘ . L E e
with payroli ...... 12,040, . 11,478 — > 1&,6&_@ R Coe
Receipts ........ 1,057, * "'1,283 - 49 . 1,816 7 %2 L 2,463
, Payroll ... .- 250 2810029 0 ¢ f3g1 62 - _
Patd employees ................... 112,521 112,'10,9 ’ L 127,4 —ii — -
. Compound annual rate of growth.” ) B R ‘ ’
A1 Esumated by BDC. * . .
- 3 As 'of March except ifi 1963, as of Novelmber, * ‘

- Source:" Burenu of thc Census and BDC.

Bealrsm and relevance continue to- charattertze
‘Several years ago, lower budget
films predommated after several multimillion dollar

. mayibts were box office dtsasters Today, producers
. are again financing high budgeted major films which

A survey- conducted in 1973 by the Motton Picture
Association of Amerrca showed that almost’ three—

'_ fourths of all ‘movtegoers were between the ages of

are ‘sometimes released to a number of key theaters '»

at’ advanced prices on a reserved seat basis prror to
' general release

- . N

Amencan Movres Popular ‘Overseas

American films contmue to..be popular abroad

~ and frequently enjoy long runs in major foreign cities.
. According to trade sources, about half of every dol- _

lar of revenue for domestic film productlon is
. earned gverseas, -

-

' Fdreign “earnings from ﬁlm rentals-in 1973 were

estlmated at $390 million.” In’ addmon exports of

movte theater and television films were valyed at

$35 million last year whilé imports amounted to.

only $13 million, et T

Recreatronal Dollar Share Declmes

12 and 19, and that 40 percent of the patrons. at-
tended the*movies. at least .once a month. However,
the survey indicated increased’ movie attendance -
by mrddle-aged adults during the year

Lo . Y

Changes in Fllm Productlon ,

With the evolution of miniaturization of equip*
ment and newer lighting systéms, the: production of
motion ptsture films has shifted movie "making to- -
ward location sites. Lightweight cameras and small
recordirig - units have replaced mammoth equlpment

'which restrrcted motion prcture productron to studios

in’ past years. i
- Compact vans which house ne,cessary film produc—'.

. ttbn equipment serve-as a comieuren‘t means to move
- an_entire film productton unit"to; a locattonal site

Although there have been ygarly incréases’ in”

movie admissions since the"early 1960’s _receipts
have not, kept up" with “other forms of recreational

" spending. In 1960, receipts from admissions to movie
" theaters a

ounted for 5~ percent of all consumét
spendmg recreattonal activities. With a greater
share of the recreation dollar "going for -radio and
televrslon sets as “well as for sporting goods and

) games movle “receipts- accounted. for only 3 perCent

of recreatron spendmg by 1973.

35

,vrronments

quickly and easrly at reasonabl%cost adding to the :
mobility of the film production’*industry. : Many
States have initiated programs to attract film makers
to ‘produce ﬁlms within therr Partrcular scenic en-
‘ & N

~ Autoimation techmques have shortened the ﬁlm

" editing process. A new European system of editing

filnis, now being. used. Ain; the United States ,may"
reduce both. costs and edttmg time. .
The number of establishments engaged in motion

'prcture productron and allied . services almiost- doul

. reflecting a larUcrease in_independent movie-" o
R . H "_ hc s

3

bled from 1967 to' 1972 — from 4,565 to 8,555 —

o

L . 7 :
) g 2 . Y



makers and related movie service enterprises, in re-
cent .years. However, establishments ‘with paid em-
ployees, whrch account for more than 98 percent of_._v'f,
* all receipts. represent only one out of every three of ,

" employecs

R

. .
- o R
R |

ﬁ]ms probably w:ll only benefit producers, growthr '

-of motion picture exhibitofst: -receipts may. be limited

" these new establishments. Recerpts og motion pcmare_ g

film exchanges which rent-films to ‘movie theter
exhibitors rose at an annual raté of 10.2- percent .

during- this perrod and generally account for -about

40 pcrccnt of .all ‘receipts of compames wrth pald
. 4 '

Channels of Dlstnbutlon

1In the early 1960's, motxon picture d|str1butron-'-“f‘

functions were controlled by film distributors who
_assu’d the -majority of the financial risk. Since

- thena system. of bidding for films has ‘emerged

whereby the ﬁnancral responsibility is: passed on to -
the exhibitor. who ‘must in¥est a large ‘sum ‘of money- -

without viewing ‘the film’ prior to showing. This
method: often delays the showing of feature films in

- nelghborhood theaters. A new method of distribu-

b
PR

i

.people will ‘attend ‘movie theaters than in previous.

tion developed in recent years is “four-walling.”

This is 'a method whereby the distributor sells his »

own prctures through theater «leasing by renting a
~movie house for a flat fee, to include operating ex-
penses,, plus a smalk profit,

Future Directions =~ = v

Productlon of feature films is expected .to be
mamtamcd at"a ’hrgh level in the next several years
and the supply of films should be sufficient to meet

- thg”"demands of exhibitors. Multiauditoriums’ offer-

idg a wide choice of movies that appeal to diverse
ges and movie tastes probably will continue to in-

ulation of *young moviegoers and top box- office
attractions, together with continued reduced week-
end travel because of the high cost of?ncrg/ prob-
ably will" boost” box office redelpts during the re-
mamdcr of thls decade -

“As populatron trends shift , toward mére smgles

Iater martiages, “later - chrldbearrng, and fewcr chil-

dren- per-family; there will be increased léisure tinge

- for entertainment activities in evenings and on week- -4

ends. It is expected that a larger number of young

"years less hampered by family responsibilities.

[
]

v

Competition for the recreational dol r probably"
- will continu¢ and the motion picture p

dustry may enter t'hc cme;gmg cable televrsxon mar-
ket which: would provndc -additional * outlets " for
movxes besides thcaters and pay- broadcas\,televrsxon
Because increased cable tclevision playoff of feature

“t

H . :
‘g . c- .
T . o - .
: : . . L
. . . R

'crcase indoor movie attendancc The: grbwmg pop- -

uctron in- -

in' future. years. Factors which ‘may slow ‘pay-cable = * -
: ;mowe growih, huwchr include the inability of pay- -."-
television to obtain rmtral release of feature- films , ./,
‘which' are nogmally distributed first to exhibitors and
"~ the large capital outlays needed for films, projec-

tionists, and ‘equipment, and installation of ca¥les
and adapters for existing CATV equrpment

»
)

PERSONAL SERVICES

Recelpts "f personal servrces mdustrres totaled -
an estimated - $147 billion~in- 1974 compared with
$13.5 billion in 1972. These services include laun-
dry ‘and drycleaning, beauty and barber shops, shoe
repair, photographic studios, funeral services, and
such miscellaneous services as dressmaking, baby-
sitting, .and beauty spas. In recent years, price in-’
creases ‘have far outpaced increases in spending for
most personal services, indicating a probable drop

. in the volume of some types of personal services

activities.
" During the period of econotic growth and rising:
incomes in the l960’s demand for personal services

- increased steadrly as people tended to buy services -

. that they othérwise would have performed for them- .

selves or bought less frequently. The increased, num-

- ber of households and: steadily- growmg number of .

~ .

employed women had a strong impact on such’ busi-

.. nesses as automatic Iaundry and' drycle(anmg estab-

'hshments. -car and tag andstitle services, and beauty

shops Photographrc studios beneﬁted from the ris-

"ing number ‘of school graduates and- marrlageable,

adults, However, Iessened shoe répair needs created'
by the proliferation-of - mcxpenslve shoes, as well as". -

repair shops to offer a varxety of relate rvices—

by longer wearing ‘materials, promptewost_shoe :

reparr and alteratron of all types of leath® garments,

,.-handbags, and sportmg goods and custom leather ',

work. - :

. With® t’hc exceptron of mdustrral launderets, linen
suppliers, and some,’ cha\m operated beauty salons:
and. funeral homes, personal services are predoms

- inantly sfiall, independently owned businesses: -In.

1972, more than half of the 528.000 personal service

A.establrshments were operated by independent pgo-

prietors without paid’ employees. For example, more

- than half of the 655,000 lxcensed barbers and beaﬂ&’ :

ticians in 1972, operated their own business: Si

- ilarly, most'dryCIeanmg stores were owner operated.

The labor-intensive beauty sa]ons barber shops,
and Iaundry and dryc]eamng establrshments employ
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Personal Services

1

T RO N (1967——100) s ' -
ftem - L ’ - 1965 . - 1970 1972 ,1973 1974,
. Df)’tleamng. suits and dresses - 92.1 C 1129 117.7 122.0.. +1359
+: Laundry, ‘men’s shirts ... 912° "~ . 1150% 1220 129.0 Tadsz ..
“Laundry, finished flatwork -’ -192.4 J1243 ™1 o1387 148.9 170.1
Automatic. laundry SErvice . ..cc.ccoeerrereszionricnsinrienerrennnan. 981 - S1107 LU 1149 177 - 1243
Shoe repairs, women's e P S 0992 T - 1075 L.+ 116.0 122.1 - 1320
_Men's haircuts ..................... '89.7 - ‘1190, 125.3 1329 . & 1445
Beauty shop services ........ 93.1 S1139Y 7T L1213 129.1° 139.4
.Funeral semvices, adult 95.6 SoM29 0 o212 0 1264 1350
Babysitter SErvices .............o.rmmmrreifoiboninnviiseennoses 89.9 "",'1230 T136:3: . . - 1428 ¢ -

—_—
50‘"“ Bureau of Labor Statlstlcs, us. Dcnlrtmcnt ol Labor

about 80 percent of personal servrce workers on
_payrolls, but account for only-70" percent of personal,
service regerpts In contrast, funeral homes with paid
employeest account for about 17 percent. of all we-’
ceipts, but less than™9 percent of ‘employment: The
impact of yearly minimum wage increases required

by the 1967 Amendments to the Fair Labor Stand-

ard Act has been greatest'in the South where wages’
generally are lowest, Beginning on January 1, 1975,
the minimum hourly wage for most personal service
~ industries rose to $2. A large proportion of personal
servlce workers are emp]oyed’ less than a 40-hour

: week .

"I‘he growth potentral and limited- caprtal requlre-";-

165.4

3
~ . . °

““merits of many .of the personal services have at-

trdcted franchising during -the ‘past décade. Fran-
chising has made inroads in laundry and drycleanmg,
beauty . salons, and. spas.
Bureau of Domestic Commerge- survey of. franchis-
ing, there were more than 3,600 franchised laundry -
and dryclc%mng establishments with sales of about
-$235 ‘million in i373. Many offer 1-day or l-hour
setbice . on both dryci=aning and shirts. o
Although profits viry-among pérsonal, service in-

dustries and within;‘a particular industry, opportuni- ..

ties contmue for magmatrve and alented entrepre- - e gr:

_.neurs to. -prosper by offering qualxty $ervices to cons+",
sumers. Fewer opportumtles for’ mechamzatxon and

Photograpblc Studios

/

1963 1967

' 1963-67% 1967-72+ 19747 ©1972-74*
Nuniber- of establrshments (000) 195 ~° 266 _ 33, 0 - ‘ : x
RECEIPLS “..v....torovveeeres e > 502 7 745.2 103 1, 078 7 7.7 "1,212.0 ., 6.0 '
Number of establishments with - : . ’ ' : -
~ “payroll (000) ......................... ’7~.4 . 8.1 -— . 85 - .
Receipts ..., 4154 . 5966 .95 8453 72 -940.0 55
Payroll/year ..... 125.3 187.1 ""10.5 © 2367 48 ' :
Paid employeeS' (000) 336 35.8 - 38.9 —
. * Compound annual rate of growth B ‘ S
! Estiimated by BDC. . (
iAs of March, . . v
Source: Burcau of the Census and BDC: e T RN
- DRI r— - - . . e
o ‘ Shoe Repair, Shoe‘sliinc, and Hatcleaning ‘
- . v : (in mrlhons of dollars except as noted)’
N . Percent mcrease Percem increase . Perceht increase,
Nomber of estabhshments (000) 1963 1967 . 1963-67* 1972 1967-72* T 19740 . 1972-74%
REGEIDS .......ocooevers e 215 ..163 L o.— > T 129 — . T
“Number.of establiShments with . 208.1" 207 1 .- =01 . " 2099 0.2 210.0 00 - .. ™
~ payroll (000) ........... vegereons 62 53. 10 = 0LN 40, - w
Receipts ............ 12 1345 7 1.8 125977 02 51240 . 00 .
- Payroll/year ........5..cerireivenen. L3490 460 - 13 37.7 —4.0.. . - The
Paid err'rployment2 (000) ........ 129 {15 s 0 — 8.5 — . B
*Compound ‘annual rate of growth ’ _“»
! Estimated by BDC. - - : o "
- . * As of March, - N - o o : WL
‘ Source Burcau of the Census aﬁd BDC.. - A T h ‘( '
TR 5 . . < ] ~ ;"4 -
. — . 377 ¢4 0,_: .
- R ) o ‘
o ' - S it § g , ,
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: Percent increase ~ “» -

“Percent increase Percent increase
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According to a recept: .
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limited technological developments have resulted in
low productivity levels for many personal services,
However, improved productivity, together with price
stability and the timely marketing of services to meet
new copsumer needs, probably will result in a hlgher

" volume of business activity and an |mproved profit

plcturc in the 'years ahead. ' S

Family Laundry/ Dryclennmg Acllvny Slows

Laundry, dryclca‘nmg, and garment repair and
storage receipts totaled an estimated $5.6 billion in
1974, only a negligible increase over 1967 levels.
R ipts of coin-operated stores increzig_d about

8 percent annually during this period, partially

' oﬁsettmg the sharp decline in the volume of tradi-

L

tional laundry and drycleaning actwnty

from 6,350 in 1967 to about 3,100 in 1972 and

_receipts declined from $94%illion to only $670

million during this period. Similarly, because of a
decline in both drycleaning establishments and re-
ceipts during these years, the share of industry
receipts for drycleaning dropped from 39 percent in
1969 to 34 percent in 1972. “

Many enterprising laundry and drycleaning estab-

* lishments.have broadened thenr services to mclude

drapery processing, carpet cleaning, rental of {inifs
for cleaning rugs at home, alteration work, and
rental of storage space for safety from robbery as
well as from moths. Some firms offer specialized

services for fire damaged - goods where soil and

- The impact of new _textile developmcnts, im-

proved home
creased use;

been most scvcr;: on power laundries and dryclean-
ing plants. New synthetics and finishing processes
widely used in the manufacture of clothes which re-
tain their shape after home laundering have sharply
reduced the volume of family laundry-and dryclean-

aundcrmg equipment, and- the

ing at commercial establishments during the pas
decade. The number of power laundries dropped

-

in-
coin-ops since the early 1960’s have -

smoke odor create special cleaning problems.

Rental Laundry Industry Markets

Receipts of the rental laundry industry, consisting
of almost 1,600 establishments engaged in linen sup-
ply, industrial laundry, and diaper service, totaled
about $1.8 billion in 1972, Rental laundry firms ‘re
fairly large businesses which require considerable in-
vestment in -plant and equipment. According to the

Linen Supply Association, the linen supply industry’

alone processes about 5.5 billion pounds of linen
annually and spends about $30 million on buildings,

-

)

'Laundry, Drycleaning, and Garment Service

(in millions of” dollars except as noted)

-Percent increase

1963

N

Percent increase”’ - Percent change

1967 1963-67* - 1972 . 1967-72* 1974 _' 1972-74*
Industry ? total . ' :
.Number of establishments ’
(000) . 111.9 —_— 94.1 —
Receipts ... 5,432.3 5.6 5,561.8 0.5 .5.617.0 0.5
Number of ‘establishments )
with payroll (000) ............ . 650 65.7 —_ 58.7 —_
: Receipts i, 4.008.7 '5.002.1 5.7 5,103.6 0.4 5,144.0 0.4
Payroll/year (..o 16233 2,012.8 5.5 2,016.7 0.0 '
Paid employees® (000) ........ 755.0 5725 = 456.7 —
Coin-operated laundries ? and V -
drycleaning stores «
Number of establishments :
(000) oot 262 29.6 — 30.4 —
Receipts ool 372.7 557.4 10.5- 742.3 59 826.0 5.5.
Number of establishments \
with p;lyroll (000) ............ 1.7 16.0 — 16.8 —
Receipts . 225.6 407.4 159 545.6 6.0 608.0 5.8
Payroll/year ..ocoovcurveverannne 46.3 85.4 ‘13.0 116.0 6.1
Paid employees® ...cooeein. 21.7 32.2 — 41.9 e
* Compound annual rate of growth. . |
! Estimated by BDC, .
4 Coin-operated laundry machine routes are not included.
1S(‘A\I\r “cf r:::x::l"\u of the Census and BDC \
$ ce: h p Census . A
] ) (_lgi \
. 38 ;
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machinery, and equipment each year.
many hospitals have inplant laundries,
increase i nursmg home occupancy and hospital
admissions during recent years has provided a grow-
ing market for linen suppliers. In contrast, the pop-
ularity of disposable diapers, together with a de-

}\Ithough

the sharp-

“clining birth rate, has adversely affected the diaper

service industry.
Because: of rapidly rising costs of fuel,
and. delivery services in the past 2 years, industrial

- laundries and linen suppliers have attempted to cut

costs with .improved maintenance of equipment,
climination- of unprofitable routes and minimum

‘charges for route 'stops, and shortened workweeks.
" To prevent linen losses, these firms are emphasizing
. careful inventory .control systems. In some instances,

closed-circuit television networks have been installed.

New technology for industrial and institutional
launderers include sorters that can fold 1,000 mixed
size towels per hour and stack each of three different
sizes on precounted stacks on separate conveyors;

wages,

dryers which can handle more than 100 pounds of

wash at one time; self-closing hamper bags rinsing
“aids which save fuel needed to heat water; ultra-
“sonic drycleaning; and monorail systems {o transport
laundry between departments.

.
e

Environmental l:agmdry Requiremehfs

The Federal Environmental Protection Agency
(EPA) recently released a proposed draft of water
quality standards for laundries limiting the hexane
solubles and mercury allowed in water discharge.

Public hecarings on these standards will be held in

the fall of 1975. Laundry industry representatives
plan to present data showing that mercury in excess
of the proposed standards is caused by its presence
in soiled fabrics submitted for laundering and cannot
be filiered out by any known treatment system other
than . «cansing compounds. Suppliers to family laun-
dries already have changed and perfected new for-

mulations of clumsmg ‘products  without hexane .

solubles. "

The EPA also has adopted a regulatxon which
would deny Federal financial assistance to metro-
politan water treatment plants unless a dual sur-
charge is imposed on the use of water—a general

Lsurcharge for all water users and another surcharge

to large users to help defray the cost of trcatment
works,

Coin-op Store Receipts Up’

" Coin-operated  laundry and drycleaning stores
have been the fastest growing segment of the in-
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dustry, with coin-op receipts increasing at a 7.9
percent annual rate from 1963 to 1972, Receipts of
stores with paid employees rose more than 10 per-

cent;annually during- these years. By 1974, coin-op _

store receipts reached an estimated $826 million.
Commercial coin- operated laundries are used mostly
by those unable to afford the convenience of home
installed equipment—the poor, the -elderly, and
young adults living in small apartment houses with-
out laundry facilities.

According to a recent industry-sponsored survey,
coin-ops in the. western half of the country are

larger than in the eastern regions. While the per-

centage of gross receipts paid’ for rent is similar
throughout "the country, New England and East
Coast stores pay more than twice as much for utili-
ties than those in the Western States. The average

charge for a 12-pound or less wash is 35 cents, but

there is a steady movement toward 40, 45, and 50
cents because -of steadily rising costs for gas, elec-
tricity, water, rent, and attendants. The average
charge for an 8-pound .load of- drycleaning ranges
from $3 to $3.50. L

Today, about half of all coin-op stores are
-equipped with- drycleaning machines compared with
about 20 percent a decade ago. Increasingly, coin-
ops have added pressing and ‘dropoff services. Also,
vending machines for soft drinks, coffee, popcorn,
and candy add to ‘profits- and help customers pass
the necessary waiting time for the washer or dryer
cycle to be completed

Prices for coin-op Iaundry/drycleamng probably
will continue upward, reflecting the probable higher
costs of natural gas and electricity in the next sev-

eral years. In order to conserve energy, ‘it is ex-

pected that new laundry equipment will be de%
signed for low water consumption, shorter cycle

time, and high extract speed. Successful c6in-ops;
in-the future probably will offer services to.supple-
ment the home laundry machme-—large capacnty rug .
economical drycleaning, and “cleagl and .
The well-equipped coin-op store |

washers,
steam” services.
will continually attract new. customers.

I\!enuty and Barber Shops

Combined beauty and barber . shop receipts
reached an estimated $4.2 billion in 1974. Beauty
shop receipts totaled an estimated $3.3 billion last

year, reflecting an average annual gain of 5.1 per- .

cent over 1967. Barber «hop receipts, slowed by
the long hair style trend in the late 1960’s declined
2 percent annually from 1967 to 1974.

4z
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Beauty and Barber Shops

(in millions of dollars except as rotéd) ) -

v
Percent increase

Percentincrease - .. ° Percent increase
e 1963 1967 1963-67* 1972 1967-72% 1974 = 1972-74*
Beauty shops ' T B - A ) .
Number of establishments : . o
L(174]1) RN 151.7 179,2 _ 189.1 . _
Receipts ...cooovernicrerirennene. 1,618.0 2,354.4 9.8 3,025.1 - 5.1 3,335.0 5.0
Number of establishments c
with payroll (000) ............ 64.1 72.8 — 79.6 —
Receipts ...ocvvvervvvvverreeean, 1,321.3 1,947.3 ° 10.1 2,417.6 4.4 . 2,630.0 4.3
Payroll/year .................. 572.9 943.3 13.2 1.164.6 4.3
Paid employees? (000) ........ 203.7 255.0 — 278.3° —_
Barber shops, : )
" Number of establlshments .
(11011 ) RSN 105.5 112.5 _ 91.8° — :
Receipts ......ocovervevrvrrrrrn, 906.6 1,020.3 3.0 884.9 (-3.0) © 957.0 4.0
Number of establishments !
with payroll (000) ............ 37.1 32.5 —_ 19.8 — v .
Receipts .oovvvevvreeeieeren 585.3 " 603.2 0.8 393.8 (-8.0) 425.0 39
Payroll/year ..........ooovvcivn.. 254.4 307.5 4.8 178.6 (-10.0) . :
Paid employees ? (000) ........ . 735, . 6712 — 38.1 —

! Estimated by BDC,

2 As of March.

* Compound annual rate of growth.
Source: Burcau of the Census and BDC,

Dominatéd-by=small, independent businesses, al-’

most 60 percent of all beauty salons and nearly 80

-percent of all barber shops are owner-operated with

no paid employees. However, beauty and barber
shops with paid employees. account for almost three-
fourths of all industry rccexpts Beauty. shops account
for more than three-fourths ‘of the 317,000 paid em-
ployees in these industrics, partly because there are
many part-time beauticians and few part-time
barbers. :
Retailing in beauty and barber shops has con-
tinued to grow in the past few years with shops
typically ‘selling such items as cosmetics, hair con-
ditioners, wigs, toupees, and a variety of related
products.
Impact of Changing Hairstyle Fashions

¥

Since hairstyling is closely linked to fashion
changes, successful beauty shops have opecrators
trained in the professional details of new styles
prior to each new fashion season. The current trend
toward short- or mid-length hair with curls has
largely replaced the simple, long straight style of the
late 1960’s and requires frequent visits to the beauty
parlor for cutting, shampoo/sctting, and perma-
nents.

While most beauty shops limit serviées to hair-
dressing, haircoloring, manicuring, and retailing
beauty products, some large expensive salons’ beauty

" treatments include such related services as saunas,

. . \ .
exercises, masgages, and facials. In recent .years; a
series of techriological improvements such as faster '

_permanents, speedy hair dryers, and coloring ma-

40

chines have made it possible to give quality. hair-
dressing service in less time. Most beauty salons
are open 6 days a week and many adjust their busi-
ness hours to’ accommodate the increasing number _
of working women. '
Because of the long hair casual style for men in
the late 1960’s, the once-a-week. visit to the barber-
shop was replaced by a 4 to 6 week interval between
haircuts and receipts of traditional barbershops were )
sharply reduced. Haircutting alone no longer pro-
vided an adequate income for barbers despite rising
prices for haircuts, and barber-stylists emerged. The
typical styling shop offers full grooming services for
men, including haircutting and stylingy haircoloring,
hair and scalp cleansing and treatments, hair straight-
ening, manicuring, as well as servicing hai'rgoods and
selling toiletries;-By 1974, the fashion of sideburns,
moustaches, beards, and long hair was: beginning to
shift toward the more traditional clean-shaven,
shorter hair look. Prospects for barbershops in the
next several years are bgighter than during the late
1960’s. :
The number of unisex shops in metropolitan areas
is increasing, boosted by the repeal of several State
laws prohibiting cosmetologists from servicing male
patrons. These shops usually cater to young adults,
mostly featuring 4ndividual haxrcut-stylmg. .
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Funeral Receipts Rising

Reflecting ycarly incr cases in the number of
elderly Americans as well' as steadily. rising prices,

funeral home_ and crematory receipts reached an -

estimated $2.6 billion in 1974, an 8 percent annual

“gain over 1967 Icvch The death rate, estimated” at

9.2 per 1,000 1974 is expected to rise to 9.4
this yedr and ¢ 9 6 by 1980.

Although mcorpomted establishments arc growing
in number. most" of the Nations 20, 800 funeral

-

transportation. supervision of services, and paper-
work. Cemetery, monument, vault, flowers, and
clergy costs arc cxtra, although these services fre-
quently are billed with the basic price. Although the
price of a standard funeral. may .vary from less than
$400 to more than $10,000, depending upon the

. price of the casket and thc type of service, the

homes are owned and operated by families who have

been in the funeral business for generations. About
three- fourths, of all funeral homes are busmcsscs.wnh
paid employees and account. for about 93 percent
of all funcral receipts. Funeral directors have sub-
stantial investments . in  faeilitics and ‘equipment

ranging from about $120,000 for funcral homes .

which conduct-fewer than 100 funerals annually to

over $600,000 for thmc with more than 300 serv-

ices a year.

Funernl ’ Chorges“\

A cofmplete funeral includes embalming, viewing, .

~ . 4

majority of adult funmerals in 1973 cost between
$1.200 and $1,500. In 1974, funeral. service charges
rose an estimated 7.3 percent.

Today’s trend is toward sxmpler funeral cere-
monies. Vlewmg frcquently is limited to a single

- evening and plain wooden coffins are more wxdcly

used

Cremation

.Although the number of cremations and body do-
nations to medical instit®ions accounts’ for less than
6 percent of -all funerals, the total is rlsmg, In
1974, the total in this category was 39,000 com-
pared with 1.9 million caskets purchased. More

other region of the eountry.

2

cremations occur in the P'\TﬁC States than in any

Tor

- . . 1963
-Numhq;of establishments (‘()00)_. 20.5
Receipts. oo, SRR 1.298.5
Number of establishments with
payroll (000) ..., 15.7
Receipts ... 1.200.4
Payroll ‘vear <. 2573
Puaid .employment * (()0()) ........ S8.8
* Compound annual rate of growth, . ’
e ! Estimated by -BDC. .
* As of March.
Souree: Burcau of the Census and BDC.
s
1963
Number of. cxt.lhhshmcntx 06Mm . 18.5
Receipts .. 279.8
. Number of establishments with
payroll (00 ... 5.0
Receipts o 2292
Payroll. year .., ... 67.5
Paid employment (000 ... 20.8

. (nmpuuml anmal rate of growth,
& ' Estimated by BDC.
T As of March.
Source: Bureau of the Ceusns and RDC

O

ERIC

Aruitoxt provided by Eic:

Euneral Service and Crematories

(in millions of dollars except as noted)

Percent increase

1967 1963-67* L1972 1967-72% 1972-74% ...
o202 - 20.8 —
1.516.6 3.9 2.218.3 7.9 2,602.0 8.3
- ) .
14.7 — 15.4 —
1.394.7 3.8 2.071.4 8.2 2,435.0 _8.4
320.4 5.6 464 .0 7.7
63.1 — 70.2 —_
’
Miscellaneous Personal Services
(in millions of dollars except as noted)
[;crccnmt increase Percent increase Percent increase
1967 1963-67* 1972 1967-72* 1974 1972-74%
323 — 64.6 _— .
T 4743 14.1 1.381.8 30.0 1.642.0 9.0
5.5 — 13.7 — _
325.0 9.2 1.032.6 33.0 1.272.0 11.0
105.7 11.8 338.5 33.0 '
246 ° _ 96.9 —
4]

(YN

Percent increase

1974

Percent increase



Miscellaneous Personal Services

Receipts for misccllaneous personal services more
than doubled between 1967 and 1972 and totaled

an estimated $1.6 billion in 1974. Growing miscel--

lancous personal services include such varied activ-
itics as babysitting bureaus, all types of dressmaking
services, rug and furniture cleaning on owners’ prém~
" ises, massage parlors, slenderizing salons, college
_ clearing houses, valet parking, and car,title and tag
services. These services probably will continue, to
expand in the next several years as imaginative en-
trepreneurs develop new ideas. ;

TRADE
WHOLESALE TRADE

During the past decade, sales of merchant whole-
salers — mostly local independent distributors —
rose at a 10 percent annual rate. Since the mid-
1960’s, merchant wholesalers’ receipts as a percent
of the gross national product have increased from
about 26 percent to 32 percent in 1974,

The niajor wholesaling functions associated with
the. sale of goods include maintaining -inventories;

*extending credit; physically assembling, sorting, and
grading goods in large lots; breaking bulk and re-
distributing in smaller lots; delivery; refrigeration;
and promotional pdvertising. Functions associated
with the physical
(when the wholesaler takes title to the goods)’are
performed in warehouses operated by wholesalers.
Because retailers and manufacturers also are per-
forming distribution functions, the wholesaler is
able to act as a distributor only irr those markets

andling and distribution of goods

mcrchant wholesaling totalcd about 3 2 million in
1974 compared with nearly 2.5 million in 1967, a
risc of about one-third. From 1964 to+1974, average

weekly earnings increased annually, ranging from .

4 to 6 percent. During the same period, the average
work week has hovered around 39 hours.

In an effort to improve worker productivity, many
firms havc,mxtmtcd training programs aimed at up-
grading employee skills, and have sponsored frequent
management Seminars. The increasing use of com-
pute'rization and sophisticated equipment has opened
new cmployment opportunities and prompted special
technical training programs.

of a stralght salary or commission-only plan. The
large .wholesalers with big fleets of delivery trucks
are seeking such cost-cutting beénefits in distribution
management’ as improved route planning and the
measurement and control of route-driver perform-
ance. This effort is especially important during the
current period of high gasoline prices.

Changing Pricing Practices

‘Because of -higher operating costs, competition,
and shifting markets, wholesalers are continually

> reviewing their pricing practices. Pricing merchan-

where he ‘has demonstrated his economic cﬁicnency )

and capability.

Merchant wholesalers rcprcscnt the largest whole-
saling group in terms of sales (SI percent) and
employment (75 percent), and arc the most homog-
encous group as wcll. Between 1967 and- 1972, the

number of merchant wholesale establishments -in-.

creased from 213,000 to 290,000, up 36 percent.

During 1974, sales by merchant wholesalers rose
23 percent to $448 billion, largely reflecting the 20
percent increase in wholesale prices during the,year.
Sales of durable goods lines increased about 20 per-
cent while sales of nondurables, led by farm product
raw materials, jumped 25 percent. .

Employment Increases Ste'\dlly

Employment in the wholesale trades. has grown
_steadily during the last 10 years. Employment in

disc to reflect rising prices during the past year has
multiplied problems for wholesalers. From late 1978
through most of 1974, frequently changing product
prices caused lags in accounting systems, making it
difficult to measure the true impact of cgst factors,
pricing, and accountmg policies. In addition, strong
customer resistance to rising prices made it harder
for wholesalers to pass on their own rising costs. To
meet these problems, wholesalers have responded in
several ways:

—Improved accounting systems and a reevalua-
tion of costs. For example, some -firms are now
charging customers for such extra services as emer-
gency or late deliveries.

—Establishing or raising mmlmum order levels.

—Recognizing the inherent hlgher costs of slow-
moving items, management has lowered prices on
such items to,speed up turnover.

—In order to improve collections a@d cash flow,

_more firms are charging interest for accounts over
. due more than 60 or 90 days, as well as for credit

extensions.

Storage Improvements '

Inventory-handling, a vital functions. of whole-
saling, has changed magkedly during the past few
years. Wholesaling’s major,.largc customers—re-

.

Often, firms favor a-
. salary- plus -incentive plan for the sales force instead

.
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failcrs, institutional users, commercial dnd industrial
users—have reduced their onsite inventyr holdings
and have kept backup stock in distributors’ ware-
houses. This practice strongly reinforced the scrv-
ices which wholesalers perform. .-

““The preference of many retail custOmers for

quick turnover items that produce good volume and

profit has increased the rack jobber type of service.
by wholesalers. Providing point-of-sale merchandise
in stores, rack jobbers own the gaods up.ito the
time the goods are turned over to the retailers, thus
ruducmg retailers’ inventory investment, By rendcr-
ing such service, the wholesaler assumes complete
rcsPonstblllty for replacement needs for certain cus-
tomer commodlty lines. Rack jobbing is a large
business with retail food and drug chains.

Improving Productivity

In recent years, rising operating costs have pressed
wholesalers to sell a greater volume of goods _in
order to maintain a reasonable level of

include use of handling equipment required. for

efficiént operation; suitable layouts for various sizes
of wholesale firms in multiple-occupancy buildings;
efficient modes of transportation of products to and
from the distribution center;-and ample parking
space-and docking - facilities.

It has become mcreasmgly necessary to coordi-

" nate transportation of goods” with storage facilities

((ollar profit.
To improve their long-term profit position, many

wholesalers are expanding facilities and moderniz-

Qg their capital base through warchouse moderniza--

tion, greater reliance on and use of labor-saving
equipment, and increased use of computers.

Many warchouse operations today are simplified
by electronic equipment - that automaugally ‘reads
information from labels on cartons as they move on
high-speed conveyor belts, thus ecliminating excess
handling and improving productivity. According to a
recent survey by the National Association of Whole-
saler-Distributors, 56 percent of the survey respond-
ents reported "that they were .using computers or
planning to do so during 1975, up from about 45

percent in 1972. Smaller wholesale firms, especially.-

those in metropolitan areas, - have instituted such
cost-cutting methods as cooperatlve financing, billing,
buying, and data processing,

Since warchousing requires a hxgh percentage of

fixed costs and a high debt/equity ratio, a number
of wholesalers are cstablishing distribution centers.

These centers plan modes of transportation, storage‘

methods, layout considerations., loca:or,systems, in-
teraction of handling ‘systems, material handling
cquipment, and schedhiling of deliveries. Wholesalers
dccide the limits of service rcquircd of a distribution
center which may include somc or all of the follow-
m;_;—mél,ntory stockpiling consolidation, distribu-
tion, product-mixing, and test marketing: )

Smaller grocery wholesalers often share a distri-
bution center with ywholesalers of other products.
(‘ost-cutting' benefits/ of shared distribution centers

C

»
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and customer requirements. Increased costs of ship-
ping and distribution handling require better trans-
port utilization. In some areas of the country, how-‘
ever, deteriorating rallroad service has ‘created ship-
ping problems for regional and local distributors,

Profit-minded distributors increasingly are using the
computer order processing technique which auto-
matically reorders low stock -items from suppliers, -
selects carriers and delivery routes, and pinpoints
delays or bottlenecks.

Changing Markets Reshape Trends

The changing nature of wholesaling markets,
owing largely to the spreading out of metropolitan
areas and the emergence of new communities with
their super-size shopping centers, actually. reversed a
trend that began in the early 1960’s toward product
specialization in wholésaling. Even though many
wholesalers have retained specialized line titles, they
have broadened product bases. Also, the introduction
of thousands of new products during the 1960’s re-
sulted in a_diversification of commodity lines, fur-
ther emphasizing the need for expanded product dis-
tnbutlon

" Comipetition, a major influence on recer\lt trends
in wholesaling, also has compelled wholesalers to
vary commodity lines, expand territories, .and di-
versify operations. Manufacturers have become the
wholesalers’ greatest competition for 'the business of -
largc customers through direct selling to ultimate
users, bypassing wholesalers. However, since ship-
ping distance for wholesalers in local and regional

markets is less than for national manufacturers, lower
freight costs frequently benefit wholesalers.

Competition together with rising costs—especially
fixed costs—which continually narrow gross margins,
have spurred wholesalers to seck ways of improv-
ing services as a .means of boosting sales. Some
have extended more generous tredit arrangements
to their customers; others advise customers on store
locations, on store layout, and on effeetive display.of
merchandise. Still others provide product Jpromo-
tional material and notify customers of new products
coming on the market.

Increasingly, a variety of small manufacturers are

\
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" Future Directions -

providing new business for wholesalers. Small man-

ufacturers look ,to wholesalers in a variety of lines . -

to find outlets for their products and to move them

nerally have the resources to hire a sales force of
the size necessary to tap markets. The wholesaler-
distributor knows sales areas and has the technical
know- ho»g_\)for handling, storing, and moving mer-
chandise, - S

//% end-users and to retailers because they do not

Changing market conditions agd varying custo-

mer needs will demand more sophisticated operating
methods and scientific management of wholesaling in

“

the future. Adjustment to future changés' will neces-
sitate expanded capital bases which will, in turn,

probably result in fewer and larger wholesale firms’
selling and servicing a variety of retail outlc;ts, other-

industries, and institutions.
The number of companies using computers is ex-
pected to increase and the purposes for which com-

. puters are used will also multiply: Distributors may,

utilize the computer in market’ analysis and sales
strategy to tie in with a total systems approach to
fulfilling customer needs. Simulation models will
probably be used td forecast markets and to provide

~alternat|ves for marketmg and managcment deci-

sxons g

Wholesale Trade—Establishments

Percent increase Percent increase

1963 1967 1963-67 ) 1972 1967-72
Wholesale trade. total ........oocooiiiiiiiiiiiiinnen. 308,177 311.464 1.1 -+ 369,792 © 18.7
Merchant wholesalers, tqtal e 208,997 212,993 2.0 289,980 _ 36.1
Whalesale merc.h'mt distributors ................ 199,946 204,783 24 274,733 . ?{1 .
Importers ... . 5.754 5171 -10.1 6,786 1.2
EXPOTers ........ccoovvvee.o. 2,664 S 2,272 -14.7 2,650 l6.6
Manufacturers' sales branches and dffices, ! -~ _
total- , 28,884 30,679 6.2 47.191 53.8
Sales branches, with stock ... 16,408 16,709 . 1.8 - 32,611 95.2
Sale$- offices, without stock ........ccoovoeni.n 12,476 13,970 11.2 14,580 4.4
Merchandise agents and brokers, total 25,313 26,462 4.5 32,621 . 233
Brokers for buyers or sellers ......coooovviennnn.. 5,083, 4,373 -14.0 4,770 9,1 .
Commission merchants ........cccccvvvvevvvneennn, 3.416 - 5,425 - 58.8 6,940 28.0
Manufacturers' agents ..........ocooiiviiivrieiii, 11,189 12,106 8.2° 16,529 _36.5
Import agents .............. 393 270 . -31.3 265 -1.9
Export agents ... 544 548 1.0 440 -19.7
Source: Bureau of the Census. - ! .
) . Wholesale Trade—Sales , i
) (in millions of dollars except as noted)
Percent increase Percent increase Percentincrease "
, 1963 1967 1963-67* 1972 1967-72* 1974 1972-74*
Wholesale trade, .total .................. 358,385.7 459,476.0 6.4 695,830.3 11.0 875,000 15.2
Merchant wholesalers, total ........ 15%,391.8 206,055.1 6.9 353.316.0 14.4 —
Whaolesale merchants, : - o :
. distributors ..., 136,866.7 181.775.7 7.3 305,181.5 13.8 448,127 - 21.0-
Importers ... 9.243.3 . 10,354.0 29 23,0924 -, 220 — .
Exporters .., 8.281.9 9,507.7 35 13,601.4 " 9.4 —
Manufatturers sales branches ' ‘ '
and offices, total ... 116,443.3 157,096.5 7.7 255,562.8 12.9 — g
Sales branches with stock ...... 54.&57.4 67,174.6 9.9 124.458.5 16.7 —
Sales offices, without stock .... 61,5859 '89,921.9 9.9 131,104.3 . 9.9 —
ferchandise agents and ) ' S i
brokers. total ... 53.245.0 . 61,347.0 36 86,951.6 9.1 —
Brokers for buyers or sellers .. 13,854.5 14.030.5- 3 20,397.8 ° 9.8 —
. Commission merchants ............ . 9,524.0 14,068.0 6.4 18,.970.9 - 7.8 — .
Manufacturers agents ..... 10,941.3 15,257.0 8.6 23,344.6 11.2 ’ — i
- Import agents ...... .. 21120  1,790.7 -4.0 3,618.8 19.2 — *
Export agents .............ccoovevis . 2,1789 3,372.0 11.5 4,694.1 8.7 — .
# Compound annual rate of growth. *
! Estimated by BDC.
‘Source: Bureau of the Census and BDC. *
. 1]
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Changing market conditions will require -contin-
ual adjustments in the type. variety. and quality of
products carried. Emphasis will be on operating
economies and retaining customers. For example,
wholesalers are attempting to trim costs and improve
efficiency through “route engineering,” a technique
of mounting importance in a futare that promises
higher fuel costs. This method requires an analysis
of the route man's activities, from the time he leaves
the watchouse o the time he returns, including the
schedulmg of deliveries and work content of each
delivery man’s route. ~

Always alert- for new ways to retain customers
and expand sales. wholesalers generally seize oppor-
tunities to pass on to customers the. benefits of cost
savings and price reductions by manufacturers.
Growing: competltlon among wholesale distributers,
continual  product changes, introduction of new
products. and shifting consumer preferences will fur-
ther increase wholesalers’ efforts toward product line
diversification. >

If conditions warrant—that is, if the economy
improves substantially—wholesalers will plan new
branches or additions to present facilities. Decisions
concerning new facility locations will b¢ influenced
by the level of retained carnings: the cost of borrow-
ing. land prlces. and proximity and access to cus-
tomers.

NONFOOD RETAILING
DEPARTMENT STORES

Department store retailing' in the 1970's is
markedly changed from only a decade ago. During
the past 10 years. department stores have followed
customers to suburban-areas, opening stores in cli-
mate-controlled shopping malls which frequently
house motion picture theaters; hotels. and offices:
More and more. merchandise offerings are geared
to the Nation’s fast-growing young adult population
accystomed to spending an increasing share of in-
‘ome on luxury items—Ssports equipnent, books.
high-fidelity sets. As the number of working wives
has increased, markets have expanded for such time-

! Standard Industrial Classification Manual definition: Rct”nl stores

:arrying a gencral line ofs apparcl, such ag suits. coats, dresses, fur-
rshings: home furnishings, such as furniture, floor coverings, curtains,

traperies, linens. major houschold appliances; and housewares such as-

able and kitchen appliances. dishes, and utensils. These and other
nerchandise lines are normally afranged in separate sections or depart-
nents with the accounting on o departmentalized basis. The depart-
nents and’ functions /@ integrated under a single management. The
itores usually provide their own charge accounts, deliver merchandise
md maintain open stocks.

IS

"and labor-saving purchases as dishwashers,

g

hair
dryers cosmetics, and pocket calculators for balanc-
ing household acgounts,

In recent .years, rapidly growing department’ store -
sales exceeded the growth rate of all retail sales,
with discount department stores contributing signif-
icantly to the steady upward trend. Sales of depart:
ment store chains (11 or more stores) now account
for the bulk of all department store sales. Depart-

_-ment store chains are now advertising on television

and radio- in addition to traditional advertﬁmg in
newspapers. Apparel, home furnishings, and custos_ .
mer . service are favored subjects for Ioca] colop
television advertising. > o

Keeping pace with changing consumer needs
through new merchandise offerings and innovative
retailing techniques is essential to. department store
retdiling success. Department stores have resporided
to the special needs of working .women through
longer store hours, Sunday openings, and upgrading
women’s fashions. Home improvément negds are an
important sales area that many department store re-’
tailers are finding lucrative. With repairs of all types

becoming -increasingly costly, more people are learn-
. ing to make home/giparrs the\lgs);lves and are seeking

product information from kn
sons as well as merchandise.
More people are taking a greater interest-in sports
activities, thereby increasing sales of television sets,
sporting goods. equipment, and clothing. Sales of
spgrting goods equipmerit covering a wide variety of
activities rose rapidly during recent years. Depart-
ment stores and their mail order divisions are in a
good position to accommodate these needs through
merchandise selections in their stores, via their mail
order departments and through specralrzed stores

ledgeable salesper-

~ selling these products.

45

Rapid Sales Growth

‘In recent years. department stores® sales growth
outpaced the growth of all retail sales, largely re-
flecting the strong gains of both traditional and
discount chain departmgnt stores. In 1974, depart-
ment store .sales totaled an estimated -$62 billion
compared to $51 ‘billion in 1972, From 1963 to
1972. sales more than doubled. reﬂectmg high levels
of consumer spending as well as the addrtron of
about 3,500 new department stores. .

From' 1963 to 1973, sales of chain department
stpres almost quadrupled. About half of the sharp
risc in sales growth, however, reflected price in-
creases over the period. Discount’ retailers experi-

enced rapid expansion m the decade of the 1960’s. ’

o
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accounting fora peak sales volume of 11 percent of

department storc salcs in 1970. In the past 2 years,
scvere competition among discounters’ operations
because of overbuilding, overextension of financial
resources, and: high interest rates’ caused some of the
Nation's large disqounters to bcggm'c ‘bankrupt or
reduce operating units. Despite thes¢ problems, con-
tinued price consciousness assures a viable market
for dmcount -type dcp'\rtmcnt stores:

l' mployment Gains
¢

Reflecting department store expansion from 1963
to 1973, employment rosc frgm about 1 million to”
almost 1.7 million. an- average dnnual increase,of
percent. More than two-thirds of dcpartmcnt
store employees are women, who generally hold the
greatest proportion of sales jobs, and such clérical
positions as bookkeepers, cashiers, and office work-
crs.. About half of all ﬂlupusons are part-time
workers and/om thpomry salesclerks hired during

“such peak. sclling periods as the .Christmas season.

Part-time sales” job opportunities have increased in
recent year$ as suburban shopping center stores are
generally ‘open severat nights each week. -
Staffing requirements at the executive level in
today's department store requires a variety of skills
besides a background in merchandising. The intro-
duction of. sophisticated clectronic equipment to
monitor inventory and- credit accounts requires

trained technical staff. Large multiunit stores employ-

professionally qualificd persons to supervise cen-
tralized departments of advertising, publlc relations,
accounting, and pcrsonncl

* Suburban Shopping Center Growth

. sales in

During the 1960’s, shifts of population to sub:
urban area$ and the growth of circumferential high-
ways improyed the profit potential of retail stores
located in arcas surrounding citics. Climate-con-
trolled malls scrving as fetail centers arc generally

‘dominated by four department stores and provide
one-stop shopping for customers. Vertical construc- -

tion of shopping malls permits additions to selling
and parking spacc on smaller areas of land than is
required for- traditional shopping centers. With the
focus of shopping now “centered in suburbia rather
than downtown city stores, the volume of retail

suburban mall} accounts for about two-
thirds of all retail sales. :

Department stores now require about 3 ycars lead

¢

. time from the decision to build to the dctual -opening

of the store because of the complexities involved in
sitc sclection, financing, construction, and delivery

- of merchandise stock. Department stores generally
“{-)ccomc ‘anchor” unit§ in a regional shopping center
where ‘the typical general merchandisc store is
smaller in size and less demanding with regard to
store fixturing and furnishing.

2

Managing Inventory ‘Buildup

. Levels of retail inventories have a major |mpact
on the cconomy s production and cmploymcnt levels.
Large inventorics in the manufacturing and whole-
sale sector are often. reflected in-equally high retail’
inventories. Excessive .inventories stem from bugi-
nessmen’s expectations outpacing reality and result
in a “ripple” effect in terms of reduced purchascs
from wholesqlcrs and fewcr orders from manufac-
turers,

Retailers in many mérchandising’catcgories found

themselves with excessive inventories jn the summcr .

and fall of 1974. The ovcrstoclq situation dcvcloped
because of supply dislocations resu]tmg from' eco-
nomic controls and an oversupply of petrochemical
based products in the aftermath of the oil embargo,
as well as a decline in consumer demand accompany- -
. ing the recessionary cycle, '
In November 1974, dcpqrtment store inven'tories -
were 25 percent over the previous year level: How*
ever, as a result of heavy. pre- -Christmas sales at
lower than usual markups, department store man-
agement climinated overstocked merchandise and -
reduced. substantial inveéntory carrying costs. By
February 1975, department store inventories were
only about ‘6 percent higher than the previous year.
The problem of inventory accumulation.and. de-
cumulation is a familiar one to the department store -
sector. Aided by computers, point of sale inventory
devices and early warning systems, department stores
have béen better able to r#nage this problcm Be-
tween 1963 and 1973, the sales’inventory ratid was
‘about 7.7, varying less than half a- puccnt during
“the entire period. :

Impact of Rising Eqérgy Costs

The impact of rapidly rising chcrgy costs for

~ gasoline, heating, lighting, and air conditioning has

slowed consumer spending and increased department,
store operating expenses. During the remaining years
of this decade, additional energy cost increases can
be expected as domestic petroleum and natural gas
prices elevate because of high foreign oil costs and
increased domestic oil industry investment,
Higher energy costs *have other implications for
department store management. Among these are de-
cisions concerning new construction versus eurtail-
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ment of store cxpansion in suburban growth arcas. or

the’ central citics with mass transit systems; altcra-
tions of consumcr shopping patterns associated ‘with
driving distancc and gasolinc cost; and deferrals of
home owncrshlp and fewer durable and nondurable
purch'\scs Furthermorec. the growing consumer pref-

© crence for smaller and mpre cnergy cfhcncnt housmg--
- may lcad to. reduced home floor spacc in futyre

home construction and will requite continuing re-
view and ‘modification of mcrch'mdlsc product lincs.

lmprovmg Department Store Productmty

As a scrvice inddstry, rctmlmg docs not producc
goods that can be. mc\}eurcd or quantificd. Depart-
ment store retailers en phasize news ways to produce

‘greater sales per squarc foot of selling space which

ultlmatcly increase profits. With the high' costs of all
types of construction materials, display items arc
selected w:th a view toward promotmg rcusc of

‘building’ componcents through redesign and mancu-

verability of internal display to mect the necds of
varying merchandis® lines. ) .o

In a. dcpartment store. thc incorporation of non-
sclling functions, such as storage and warchousing, -

' can maximize the use of. cxisting high-priced.selling -
_§pace. Strategically located céntral warchouses. using

§0phlstltdtcd reeciving, h'mdlmg and packaging sys—5*
tems, can specd the flow of merchandise to sales

arcas and customer deliverics. Other nonselling storc

functiens, such as customer repair serviccs, account-

ing and clerical staff operations. as well as the loca-

tion. of data processing, can be planncd for less

costly nonretail- site locations. The computer con-

tinucs to be the emglc cffcctive tool for -increasing

productivity. Before 1980 point-of-sale cash regis-

ters_linked to central computcrs should be installed

in most dcpartmcnt storcs..” As a central informa-

tion Ldthurln;_, unit, polnt -of-sale’ registers  provide

instant. detailed salcs dd[d help to reduce clerical

crrofs, and provndc on-line inventory controls. Addi-

tional bgncﬁtq include rapid cash register bal'mcmg,

a reduction u]/Audlt prcfmc and specded. credlt

authorization procedures. ‘Also, advertising and sales

promotton campaigns can be closely monitorcd and -
modified to mcet changing markct demands and
credit control! and . authorization can be aceam-’
plished with speed and accuracy as part of the

tustomary retail chukout proccdurc at thc cash

TLL,‘IS[C . 3 .

. For warchouse inventory control.-computcr-linkéd
scanners can be positioned to_read information from
cartons or tagged merchandise as it moves on highs
speed conveyor belts. This procedure helps Yo clim-

" development,

'47

inatc extra merchandisc handling and clcncal work.
Also, computer prepared shipping lists and sched-
ules serve as mvcnthy control units to check con-
tainer contents as mcréhandiS’C' is Ioaded and un-
loaded. Additional computbr-gcncratcd cconbmics
arc obtained from more cfficient ecgedulmg of truck”,
deliveries and a reduction _in down-time due to the
control and’ coordination ’ﬁtruck and automotive
cquipmcnt maintcmncc ' - ‘

o - L

Credlt Card Popular ' LT B

The w1dcspread use of credit cards often permit- .
ting customers the>option of repaying: balances on an
installment basis, has vastly extended thcjﬁvailability
of credit for retail store purchases. Since the mid-
1960s, annual cxpenditures on credit cards issued
and usable at department stores have @ccounted for
more than half of all annual sales. In the past few
years. usc of bank credit cards for- all types of con- -
sumcr purchases has risen sharply and a number of
department stores have begun to accept bank-issued
credit cards. In some instances, storc credit cards
arc being replaced by bank credit cards, ehmmatmg

~ithe ‘overhead costs of. departmcnt store credit and
“ collection departmcnts Credit cards serve to en-
“courage. impulse buying. AN

New Department Store Services

Many department stores are now engaged in
catalog sclling and offering shop-at-home services.
Printed catalogs of department storc merchandise
-which can be ordered by mail, especially benefit-cus-
tomers who. arc housebound or have limited time for

“shopping. For the past sevcral years, department

storc mail order sales havg accounted for 10 to 12
percent of sales annually. <Shop-at-home services’
usually relate to home furnishings—particularly car-
pets and drapes—enabling customers to Judge new
4furmshmgs in their home surroundmgs

Tt

. Proﬁt Game Through DlverS|ﬁcatlon

Departmcnt store d}VCl’SlﬁCﬂllOﬂ into nonretail
sales fields has expanded dramatically. in recent
years. RC'\lty ventures involving town or city plan-
ning. shopping center dcvelopment, and- llvmg ac- -
commodations -for entire communities are cxamplcs
of the types of projects large corporate chain dcpart—'
ment storcs have financed. One such real cstate joint
venture, mvolvmg two large chain dcpartment stare.
subsidiaries and a large insurance company subsid-
fary, will finance and build a new suburban city with
20.000 homes ncar Chicago. The first phase of the
complcted in' 1974, is. a $35-million:

‘0‘
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- high cost of energy required for heating/co

Shopping center-which will benefit the retail sponsors
who_may take advantage, of the contract sales tech-
niques to sell such items as carpeting. furniture. and -
appliances for‘lhn planned residential housing. Other
"depargment stote corporations own and’ operate’ nu-
merous

States, :
Some- rge chain dcparlmenl stores offér to seH
subsjdiary-pperated financial services such as insur-

ance ‘ands plorigage loans on store premises. Other
department store complexes huve entered the field
of. manufdclurm;, (paints, houschold dectergents,
Jawnmowers, and cash rcgr;tcrs) lhurcby cantrolling
quahly and*specifications for a’variety of products
from the manufacturing proccss through rcmrl digt
trrbutlon L o

Future Dlrectlons DO

Department store rlellub will contmuc lo\adapt
changing consumer needs in the years ahead.
mployment will probably increase more moderalcly

ty/

and the increasing use of computers to perform times
~consuming sales and bookkeeping procedures. How-
ever, there wrll ‘always be a continuing need for ,
" highly trained. experienced saléspersons with product
knowledge to demonstrate and sell blg ticket. high
quality merchandise. -
Business costs for department ‘store opera
expected to continue upward, partially

lighting. Broader product linés needed to ‘sell to
expanding ‘consumer murkcts will . re@ire, more in-
ventory investment. As shopping centers are expen-
sive to build. there will probably be more vertical
dcvclopmcnl and mulllpurposc use of commercial
buildings. lncrc‘mm.ly developers-are adapting the
shopping center idea to céntral business districts;
using redeveloped. land or existing sites of retail
establishments. Aiding in the effort to conserve gaso-
line supplies, customers can come to downtown one-
stop shopping centers via public transportation.

. Multiunit chains. emphasizing mass distribution
of merchandise To the cost-conscious consumer. will
continue to predominate and inercase their share of .
the total dedl’lanl store market in the years-ahéads -
These chains. which include many old.line stores as

cwell as regional and local companics. now account
for 8Y percent of department storg sales. The con-

tinuing growth .of this group will not entirely "dis- "~ -
place the family-owned department store in the,
Tuture. The single-unit store will remain & potent
market force. providing specialized merchandise se-

than sales bcc'\usc of the trend toward seif-service ;‘

-

lu:uons personalrzed service, and ‘a knowledge of
regionai or individual preferences that the muluuml
or national chain cannot always duplicate.
Attracting and retaining new executive talent is a
problem for individual firms, which do not offer the

shopping centers throughout the United ,@broad ba];d employment benefits of multiunit com-

panies. Mechanical or cost-intensive hardware fo-
improve productivity and output. and specialists to

cadvise on important antangibles including inventory

levels and borrowing capability, are critical to viable
oper'mons and are not generally  supported to~
Jarge extent by family-owned units. Store traffic .

. dislocations, because: of subway construction or. the

altering of hrghway interchanges, will affect con-
sumer shopping patterns and some smgle -unit stores
in the years ahead.

Department stores will probably continue to.di- -
“versify retail and nonretail activities. While many

department.stores attempt to ;provide one-stop refail
shopping, larger chains will offer a similar array

_.of financial services. These may include insurance.

(automobile, property, liability, life, and unusual
l'lSk) mutual funds, and the origination and servrcmg
of mortg'\ge loaris on resrdentlal property Increasmg
use Of sales techniques to maximize facilities and to
reach the “at-home” customer will broaden the fu-

."ture sales base. Emphasis-will be placed on shop-at-
- home services, catalog mail order sales, and tele-

48

-ou,

" ° phone sales. Expanding international trade may-pro- .

vide potential for.overseas expansion of catalog or
‘mail order operations. b

\
- By the 1980, the. use of bank credit «cards in

licu of cash for sales transactions may increase sub- ,

slanlxally Aulom'\ted banking and point-of-sale ter- -

minals in retail establishments wil]. ‘allow direct trans-
actions and retail*purchases without a monetary or
check exchange. Retailers should benefit by greater
sales' generated through increased store traffic; by
i’mproved cash flow attributed to a reduced float in
the payment of outstanding customer bills; and by
'\ddmg to ﬁn'\ncnl services already offered.

'MAIL ORDER AND DIRECT SELLING

Incrcdsrngly businesses are-engaged in direet sell-
ing and ‘mail order m'\rkctmg—sellmg techniques
_that reach many customers far “from the neighbor-
hood or suburban stores as well. as people with
limited time for Shoppmg In past years, mail. order

- dnd door-to-door selling.involved highly specialized .’

products such - as cosmetics; sewing machines,

klt\chcnwarc books, encyclopedias, magazines, and

educauonal courses. More recently. large mail order
- .

a b .
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houses wrth no retail outlets include a varlety of
,relatcd products in their catalogs, and advertise cata-

/ logs for sale in ?tlonal magazines. Direct selling -
€

companies also offer a selection Jf consumer prod-
ucts through their neighborhood representatlves )

~Mail Order House Sales Gaining

" In 1972, sales of 5,410 mail .order houses with
paid-employees accourited for 99 percent of all mail
order sales which totaled $4.5 billion, reﬂectmg an

8.2 percent annual rate of increase over’1967.: An.

addrtlonal 2.572. owner-operated mail order busi-
' nesses reportcd sales  of abgut $45.8 million for the
year. By 1974,.5sales of mail order compames
reached an estimated $5.2 billion. . :

Advantages of Mail Order Selling .

A mail order selling business appcals to lndrvtd-
uals secking additional income by. working on a part-
or full-time basis from the home. Entry into the field
requires a siall investment in inventory. The mails
are used to advertise and deliver mcrchandlse and
rising postage rates have increased Costs.,

Consumers favor mail order sales as an additional
shopping vehicle: that brings:new iflcas and products

brochures or catalogs at their. leisure, comparing
products. and prices with items- advertised via tele-
vision. radio, magazines, and newgpapers.
- store prices tend to fluctuate, items listed in a catalog

are generally nvallable at a specific prrcc for a pre-
rlctable period of time.

‘Large mail order houses are almost complctely"

automated. using computers-to maintain and update

mailing lists, to secek out potential customers based
on age, sex or income, maintain inventory records,'

“and process ordérs and brlhng with a mmlmum of
delay. :

Mail Order Prescnptlon Handlgng

According. to a recent survey conducted by the

-Department of Health, Education ‘and Welfare, the

mail order volume of prescription drugs involves . :

about -17 million prescriptions annually compared
with ‘the more thanp one billion prescriptions dis-
pensed by retail pharmacies. Nonprofit government
and private orgunizations account for almost two-

“thirds of the mail order prescriptions volume. Custo-

mers tend to be elderly people with chronic condi-
tions. living -in rural arecas who are high volume
'ption users. Special precautiom usually are

into the quiet of.thelr own home. They can peruse -

While

Drrect Sales Increasmg

Whl]C the numbgr of direct selhng estabhshments
rose 82 percent to almost 141,300 from 1967 to
1972, small owner-operated businesses accounted
for the bulk of thé\ increase. In 1972, a total “of
8,864: companies with paid employees accouh’ted for
59 -percent of the $4 billion in sales during the year.
In 1974, sales ‘reached-an estlmated $4.5 billion. .

Direct Sellmg Methods\

Direct sellmg serves as a prlmary source of - dis-
tribution or an additional ‘means of extending prod-
uct sales and ‘market penetration for some corpora-
tions. Direct selling is accomplished through house- -
to-house .canvassing or the party plan—sellmg mer-
chandise through demonstratrons in: prospectrve cus-
tomers’ houscs B : -

To be successful in the direct sellmg busmessv
involving many part-timers who are not necessarily

_retail experts, the products sold are usually items

that everyone needs—detergents soaps, car waxes,

vacuum ° cleaners, vitamins, , aluminum

cookware, and other _commonly used Yousehold and”
personal products. One large cosmetics corporation

with annual sales-of more than $1- billion, involved

in" direct selling for many years, generates sales

through representatives throughout the country who

are given lists of former customess in their neighbor-
hoeds. Howagver, with more women working away .
from the home, there are fewer prospective custo-

mers in the daytime and more problems in recruiting
representattves

Efforts to Regulate .Direct-S_eilers.
Currént Federal Trade Commission regulations

require that door-to-door sales signed contracts must

ment” which jpermits buyers to cancel transactions
without penalty or obligation within 3 days-of the
completed sale The Direct Sellmg Association has

be ac'compan,i(d by a “notice of cancellation state-

‘requested an opinion on conflicts between State and

Federal cooling-off requirements in mstances where
the cooling-off period varies.
In the 1974/75 legislative year, over 55 bills con-, -,

‘cerning six major direct selling tssues—coohng—off

licensing, franchise regulation, pyramid selling, con-
sumer complaints ,and remedies, and’ teleph®ne soli- -
citation—have been introduced in State legislatures. .

-In addition, several’States have introduced legisla-

tion to enable local governments to enact ordinances
requiring the licensing of peddlers, solicitors, and/or
transient merchants. With increased emphasis being -
plgtced on the rights of the consumer in the market- -

¢
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place, it is reasonable to expect that goveziment'

efforts wrll focus on direct seiling in the futdre:

" Future Directions

‘Direct and mail order sales wrll continue®to ex-

.. pand rapidly. A more affluent and older population,

Nonfood Retallmg e

- Apparel“$tofé “sales 'in 1974+reached an-estimated -

vat a 5.5 percent annual ‘rater from 1963 to 1974.

_4 $16.4 billion. Specialized apparel stores generally

with limited time for shopping at a retail storey will

prefer to make purchases in the home. Ease of entry

into direct selling should continue to offer enter-.
prising people -and companies an opportunity to

provide a viable service. The mail “order ‘field is
expected "to remain dommated by large firms using
modern sales’ fnanagement and production tech-
niques. About’1 percent .of these: -establishments
should continue to' account for almost 50 percent

- of mail;order,sales. However, the diversity of prod-
* ucts adaptable to the mail-order technique will pro-

Sc

_ vide smaller firms the opportumty to grow rapidly.
'Consumers will continue to favor buying by mail

order because of its convenience, higher gasoline
costs, growmg price consciousness, and the interest-
ing and unique merchandise offered. - C

’ APPAREL STORES

Dcspite growing competition for the apparel dol-

lar from department stores and the home sewing:

market, sales of men’s and women’s ‘apparel stores
contmued upward durmg the past decade, mcreasmg

-

can offer mord personalized attention to Customers
and ‘adapt inventories rapldly to new style trends.
Part-time workersfoften employed by apparel shops,
help improve* elﬁgo

full-time workers employed durmg slow perlods

Apparel’ Stores Move to Suburbu;

Apparel retailers account for a substantial portion
of the movement of stores from downtown areas to
suburbdn shopping centers,
conservative styles and clothmg for the family have
béen partlcularly active in suburban areas. Many of
these are branches of long-established downtown

.

C , LT Ain mllhons of dollars except as noted) T ' i Tt
LA : X . Percent increase Percent increase - vPercent"ihc_rease
» : : 1963 1967- 1963-67* 1972 19/;4‘72* . 19747 1972-74*
Department. stores : . T : e
R L 20537.3 32,3440  12.0 51.088.5 ©9.6. 61,7100 , 99 .
- Payroll .2,941.9 46734 — e T225T — C e b e
"“ 'Number of esmbhshments AR ' o . o AR .
with payroll ...... porveriens reeeren < 4,251 5792 T 8.1 7,742 6.0 o e — T
Employment (000) ........ . 1021.2  1,3240 6.7 1,594.0 3.8 - 1,680.0 27
Women a percent of total‘.'. , 693 69.0 —_ 69 0 - —_— . —

Mail order houses .- . : ‘ B
Sales ....oooviivenriirrnn, 2378.5. 3,083.8 . 6.7 .4, 574 1 8.2 5,214.0 6.7 |
Payroll 13600 - 5585 ° 736.8 — s —
Number of éstablishments - : - . > ‘ .

with payroll ..c..c..ocoeun..... 3,172 4430 8.7 5,410 6.9 — -
- Direct selling ' - . . Y
< Total sales .....cccormmrrrvon... 23727 2,4943 -+ 1.3 3,983.4 - 9.8, 4,541.1 68 -
All establishments ................... 66,223 = 77,632 43 141,294 J127 0 T =
Sales: of establishments with KIS T .

o PaYroll 1,721 1,719 _ 2,349 6.5 2,675.6 167
Payroll .............. SR, 362.2 330.0 — . 483.8 - —_ —
Number of establishments ' P .

with payroll ............ccocrmrveeres 9,323 6,‘9?"1 — 8,864 49 — -

*&ompound annual rate o!'grow(h, ¢

1 Esumg(ed\by BDC. @
- . hY

ency by limiting the number of ..

Stores carrying -more -

stores, while others are small, independent one- or .

two-store companies. New stores opening in down-

- town areas t¢nd to featureithe newer styles, catering

‘to young smgle adults. and-young couples without

children. Such’ groups of customers tradmonally,

than do older individuals or families with children
and therefore- constitute a desirable market. Compe-
tition for this market is keen.

Casual Cloth.efs are Popular

Apparel rétailing has grown rgpidly in. recent
years, as a result of high levels of disposable in-

-spend’ larger portions of their incomes. for apparel -
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'_Futime Direétions I -

:omes Couplga\@vith wider stylé ranges of apparel.
Reflecting changing life styles, widely diverse cloth-

ng -styles have cmcrg‘é)a Sportswear, in partrculap- -

1as ‘been ‘a growth area as clothing has become Jess

ormal, even.for on- the~job wear. In cqntrast, there
ire lndlcauons that young people on college cam-.

»uses vtend to dress up more.
-Even older customers are buying more sports

vear for their leisure activities, specially dcqrgned:"

or participation in a partlcular sport such’as tennis,
nowmobiling, boating, ‘or bicycling: More generally,
iowever, such . sportswear "as slacks, pants suits,
we.ttcrs, and sport’ Shll‘tS, are worn for all- but the
nost formagoccasions. o

One, widely accepted new style is the leisure suit
or men, consisting-of matching ]acket and trousers,
yut cut>from fabrics gcnerally considered suitable

N

Changmg life stylis ‘of, the American consurer .
through -1980 ‘will be characterized by increased .

leisure, mopre free time, and more travel. Informal

llvmg istyles .will be reflected in apparel*lines- by .
increased emphasis.on sportswear,and garments that
can'be used for a combination o} events. As styles

'co;nttnuc to.develop, the. market “will probably be-

vtend\
: .- population. . -

comé more specnalrzed since today’s apparel ‘store:
to concentrate on partrcular segments\ of the

Apparel storcs are expected ‘to multiply in. the

’ years ahead as clothing stores continue 'to” diversify ”

or work clothing. Thé cut -also resembles working. -

ipparel, often’ with a western- wear influence.
Women’s apparel rs showing a -swing :‘teward
eisurc-oriented wear as well, bt ‘the long dress" han
Iso reestablished itself for more formal occasnons
fhe effect is to significantly widen the rangé of stylds .
surchased. by cach customer. Apparel stores are
ible to take advantage of rapid style changes and
ustomer preferences, with executives mamt‘unmg
Jose contact: with customers. Since Stores catér  to
1arrow” market segments, apparel retailers. keep in-
ormed on clothes available” fronr manu(acturers
vhich would  interest their, clientele.
‘hains of apparel stores pinpoint particular market .
ectors an?l' md\{c quiekly;tvith' swings in fashion: .

(in millions-

. " erc

1963

L
. v 1967 63-67* 1972 1967-72* 1974 1972 74*
Aqmen’s apparel and accessory . : ‘/4 CL : L T
stores and furriers - : . o B : Lok
Number of establishments . & *
with payroll ... 37826 36,748 — . 40.631 . -
SaleS wo 54823 . 6,361.4 34 Y 91728 ®6 10,447.Q
Payroll & . .../ 803.0 _948.0 ‘4.3 1.362.5 7.5
Employméht (000)* ... . 281.4 280.7 — 3325 — "
tlen s and bays' apparel stores -
Number sof establishments o o . a N
with payroll ... I L1147 16,681 — 21,017
Sales’ L 2.743. 3.385.4 4.3 5,496.7 10.2
Payroll L. o 41(1/? 5208 6.1 860.5°  10.6
~'mp|o\'m¢n( 000 * " H), 7 146 e — s 1485 e
“Compoung annual rate of grosith’ ‘ ! o
' Estimated by B . ’ -
£ As of Murlc]:, e . w‘ N }
Soutce:-Bureau of the Census and BDC. ; .
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and specialize. Although faced with increasingly stiff
competition from; department ' stores and catalog

h@uses their adaptability, close contact wlth custor

mers,,and wrllmgncss to stock quantmes of styllsh
merch/andrse will help them “maintain therr share of

‘the a$parel market. The formation of stores selling

denim wares and items made of leather aref§Rnmples
of shops that did not exist 5 years ago. In“addition
to providing specrahzed products and extepsive se-

. lectionsy clothmg specialty shops also offer addi-

“ By the 1980s, changes in ¢onsumer apparel pref-"

( mcrcasc
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tional service in the form of merchandise groupings.
- that cater to

“Smalls”vgnd, “talls,” generally not
offeted by department or:family clothing stores. -

etences may occur, with a trend toward more formal
dress. Con.}umers may even ernulate their Vlctorran
counterparts of a century ago in their dress hablts

. y :

4 7y

£

pparel Stores _ C : S o
f dollars’ cxc"pt dﬁ ‘noted) - N

Percent increase
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Percent mcrcqse .
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' FOOD RETAILING
GROCERY STORES

Y
L

Grocery ‘stores continue to represent the lion’s
share of retall food sales, accounting for more than
- 92 percent of all food sales. Durin'g the past decade,

e
P

- sharply. Employment rose from 1.1 mllllon ‘in No-

" grocery store - sales, employment, and wages have .-

risen substantially, reflecting a mixture of.real growth
and inflation. The grocery store operation which has
remained unchanged for many decades is now -on
. the. threshold of major technologlcal advancement"
which promises to significantly improve productivity
and management control.

: Grocery Store Sales Grow Sharply

‘per establlshment

vember 1963 to 1.5 million in March 1972, indicat-
ing an increase in the average number of employees '

‘The number and prop ‘of women workers
employed' in grocery “stores have increased. -From
‘1963 to 1974, the number of women employed in all
food stores;" including grocery stores, rose from

"356,000 or 29 percent of the workforce to 627,200

or 36 percent of total employment.' Contrrbutmg
to the mcreased employment of women in food
stores was the general increase in the number and
proportion of women in the workforce as wellsas the
growing opportunities for part-time employment in

“local neighborhoods for housewives, with. chxldren,'

Grocery store sales more than doubled from 1963

" to 1974, rising from almost $53 billion to more than

$111 billion. Accounting for-a large portion of the

increase in sales were prices which rose at a mod-
_erate 3.1 percent annual rate during 1963-72 and”
then accelgrated to an annual rate of 15.6 percent

who were unable to be employed full-time.

Wages in the food industry have risen substan-
tially while the- workweek has fallen slightly. Aver-
age weekly earnings almost doubled from 1963 to
1974, ihcreasing from $67.74 to $120.34. Average

“hourly earnings rose from $1.93 in 1963 to $3.68

between 1972 and 1974. The price- rise between )

1972 and }974 exceeded the entire increase in prices
-from 1963 to 1972 .because of sharply higher raw
material, marketing, prdduction, and distribution
costs ‘since’ 1972. Between 1963 and 1972 grocery
store sales rose 6.6 percent annually, from $53 bil-
lion to $93 billion. In the 1972-74 period sales rose
9.2 percent annually, albéit on a larger base. Grocery
stores with paid employees account for the bulk of
grocery store sales — 96.5 percent of all grocery
store sales in 1972 compared with 95 percent in
1967 and 94 percent in 1963.

In 1972, there were 194,300 grocery stores, down

21 percent and more than 50,000 fewer stores than

in 1963. This reflects the demise of “mom and pop”‘

stores, the famrly-operated neighborhood grocery
store. Establishments with payroll declined only 3
percent from 132,100 in 1963 to 128,100 in 1972.

‘The size of grocery stores has grown. In 1963,

in 1974, reflecting sharp wage gains under collective
bargaining, especially since 1970. Average weekly
hours declined from 35.1 in 1963 to 32.7 in 1974,
reflecting the growing number of part-time workers, -
a trend likely to continue into the future.

-
-

Major Factors Affecting Industry Trends
Among the factors contributing to grocery |store
sales growth during the past decade were population
increases and rising incomes. The per capita: fopd
consumption index rose from 96.6 in 1963 to=a hrgh
of 103.5 in 1972, and then declined slightly to 102.9
in 1973. Sales also were influenced by changes in the
product mix, reflecting consumer preference for con-
venience and processed foods and increased con-
sumption of meat, poultry, and fish. ,
Grocery stores have been’ greatly ‘affected by the

- shifts.in population in recent years. Successful store

the Progressive Grocer’s annual report of the grocery .
industry indicated that the average store area was .

19,900 square feet. In contrast, average area in 1974 .

was 30,000 square feet. Growth in store size was

influenced by several factors, including greater land”

‘availability in the suburbs where. many stores were
built, the addition of new lmes of nonfood’' merchan-
dise; the ‘proliferation of the number of food items,
and the desire to achieve economies of scale. «

Employment Gains

A
With the growth of large supermarket ‘operations
-since 1963, grocery .store employmeént” mcreased

52

operators attempt to’anticipate and follow popula-
tion shifts in opening néw stores. Although the num*
ber of establlshments with payroll has -remained
stable, the location of these stores has changed con-
siderably and is n concentrated in suburbia. Store
operators are continually ning new stores and
closing those that have becoMe marginal operations
or unprofitable. ‘ '

1 These data, puhhshcd by the Burcau of Labor Statistics, reprcsent
SICs 541-3, grocery, meat, and vegetable stores. Grocery store em-
ployees, based on a comranson of Burean of the Census and Buretau
of Labor Statistics total employment figures for a comparable March
1972 period. represent 90.2 percent of grocery. meat, and vcgctable.
store employees.

05
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Factors affecting ciirrent grocery store operations
include: inflation, health consciousness, and govern-
ment rcgulauon The effect of inflation on grocery
store mcrchandxsmg is yet to be fully. felt. - Higher
pnccs may lead consumers to return to basics from
convenicnce-type foods. The present and future mix
and pricing structure of grocery stores will have to
be continually evaluated. Also, the grocery industry
is coping with the greater health and nutritional
consciousness of consumers, aided by new and pro-

poscd government regulations requiring nutritional-

type information. The outcome of these develop-
ments will be reflected ‘in the mix of food products
available to.the consumernin the future. Other gov-
ernment propdsals under consideration that may
affect future industry trends are nonreturnable bev-

erage container bans and requirements that a’ price -

be displayed on cach individual item sold.

Future Directions -

Grocery stores will continue to reflect population
and income trends. Food is, of course, an essential
item, and food at home accounted for 14 percent of
consumer spending in early 1975.

The industry today is on-the threshold of a major -
technological advancement with the development
and introduction of the Universal Product Code and”
the automated front-end.’

. The Univdrsal-Product Code is a postage stamp
size symbo)/consisting of bars of varying thickness
and numbers. ‘When passed over an optical scan-
ning device, the symbol, unique for that product and
size, is transmitted to a computer. which identifies
the product, matches it with its price, and records
the transaction.

Using this system, the grocery clerk no longer has '

to key in prices on a cash register. Instead, the
clerk passes the item over the optical seanner which
reads the Universal Product Codé. The system pro-
vides' for comprchensive inventory control since
transaetions are recorded for cach specific product.

This system can result in fewer crrors, spcedier

zheckout, more informed ordering, fewer out-of-
stocks, tracking of inventory movement, identifica-
tion of products selling poorly or well, and bettci
zustomer service. Already in operation in a handful
of test stores, the product-coding. system can gen-
zrate cost savings which have the potential to cnthcr
reduce. food prices or hold-the line on them.

The retail food industry also is at.the forefront
f another major technological advancement—eclec-
‘ronic fund transgs. ‘This system, involving the use
>f telephone lines-and computers, debits the custo-

v

mer’s bank a'ccount‘ and credits the ‘merchant’s ac-
count for the amount of the transaction each time
a sale takes place. Some transfer systems allow the
customer to make deposits and withdrawals in par-
ticipating supermarkets. Supermarket operators in
several States already have developed an electronic .
fund capability. and others are considering installing
the system. It is expected that the use of these trans-
fers may become widespread in the next few years.

. There will be a greater diversity of store types in
the ycars ahead. Grocery store operators are cxperi-

_menting with new store concepts to provide food at
“lower costs. One large company has opened several

small stores, with limited hours of operation and
small staffs, which carry about 700 items, many of
them private label products. Another large grocery
chain is using previously unprofitable supermarkets |
as “‘compact stores,” offering about 1,000 fast-mov-
ing items representing the full range of product types
sold in supermarkets, except general merchandise.
_If these experiments prove successful, smaller limited
- product stores are likely to become widespread.

At fhe other end of the spectrum is the super-
store or hypermarche. Ranging up to more than
100,000 square feet in size and carrying a full range
of general merchandise as well as food, these stores
may become the flagship of the industry. Several-are
now operating in various sections of the country and
a number of supcrmarket chains are consndermg
opening others.

Not to be confused with the cxpenmental small
stores, convenience stores also are expected to grow
in number, sales, and market share. Characterized as

- small self-service stores having long hours and fea-

turing a limited product selection, convenience stores -
are expected to continue to expand their share. of
the grocery market. These stores, as their name im-
plies, offer convenience to the shopper in the form
of COntlnuous.Qr long hours and daily operation.
The long-term trend in the reduction of the num-
bcruo_f grocery stores, however, is likely to continue
in"the years ahead, The disappearing grocery stores
are generally family-operated neighborhood stores,
representing an earlier era of food retailing that has
faded in the face of today’s economics.” Although
food. retailers will continue to try to emphasize per-
sonal service, these grocers will not be able to replace
the personal rapport that cxisted at the corner groc-
ery store. ) ‘ : ‘
Energy, too, will have an lmpact on thc grocery -
industry. It may also influence decisions on the .
superstorc. as store operators focus on outlets de-
signed for maximum energy conservation. A wide

B
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range of factors will ‘be considered.in new store
construction, including lotation, size, land needed
for parking facilities, frozen food display equipment,

~store design, lighting, heat, cooling, and power §ys-

tems. Grocery stores built in the years ahead will
adopt- to changing economic conditions and con-

. sumer needs.

RESTAURANTS AND BARS

During the past decade, the Shlf[ in populatxon
from urban to suburban areas moved potential cus- -
tomers away from. downtown restaurants ;and re-
sulted in strong suburban restaurant growth. From
1967 to 1972, sales of eating and drinking places
increased 9.1 percent annually, from $23.8 billion
to $36.9 billion, and the number of establishments
rose .from 348,000 to 360.000. In 1974, industry .
sales totaled ‘an estimated $45.8 billion, with drink-
ing places accounting for 15 percent of all sales.

Reflecting the inroads made by chain restaurants
in recent years, restaurants with paid employees ac-
counted for four-fifths of all establishments but 96
percent of all sales in 1972 despite a small increase
in the number of family-owned or “ma and pa”

" type of operation from 1963 to 1972. Similarly, only

about three-fourths of all establishments primarily
serving alcoholic beverages have paid employees

‘and account for 90 percent. of all bar sales. Be-y

cause an increasing number of restaurants are sery-
ing alcoholic beverages, sales of drinking places -
reflect a shrinking market share of all rgstaurant and

"bar sales, falling from 21 percent in /1967 to 17

pes‘cem in 1972, ‘
\'] i ~ PR \.,4:

: Faét-Fbods-Lead Restaurant Growth

The most rapidly growing segment of the restau-
rant industry has been the fast food category. Sales
rose. 13.2 percent annually between 1967 and 1972
and increased its shére of total market sales from

"15 percent to 23 percent during these years. The -

fast food sector is expected to continue its rapid-
growth in the years ahead, further mcreasmg its
share of the total market. 3

Franchising organizations dominate the field with
franchise units selling everything from fried chicken,

- hamburgers, and roast beef sandwiches to pizza and

tacos. The “fast food” concept fills a basic need pro-
viding quick service and nutritious, uniform por-
tions at reasonable prices. The industry also has
provided increased- employment opportunities, par-
ticularly for people who want to work on a part- time
basxs . _ -

Chains are Growth Leaders ' .

During ‘the past decade, major sales growth in the -
food service industry has been accomplished through
multiunit expansion and through company- owned or
franchised units.

According to an industry-sponsored survey, the
25 largest companies in the field increased their
aggregate market restaurant share from about one
fourth to almost one-third between 1964 and 1973,
As a company expands, economies of scale in pur-
chasing and advertising, as- well. as. the  ability to
attract and retain competent management, often

‘provides a competitive advantage over smaller unit

groups. For companies that operate on a national

Gmery Stores

(in. millions of dollars except as noted)

Vo

T ) . Percent increase

Peércent increase Percent increase

- . 1963 1967. ~  1963-67* 1972 1967-72* . 1974° 1972-74* .
Grocery stores—all.. - . :
establishments N o
Number of -establishments . ¢
(000) ’ 244.8 218.1 : 1943 :
Receipts : . 52.'566.0 65.073.7 ° 5.5 . 93,327.5 7.5 111,347.0 9.2
Establishments with payroll ' .
Number of establishments .
(000) ...oooveerre 132.1. 128.7 . 128.1 . :
Receipts .. .. 49.186.9 61,770.6 5.9 90,048.2 7.8 107,434.3 9.2
Payroll ......coovevvevverinrs, .. 3.693.3 4.897.5 7,845.7 :
Paid cmployecs 000)° ............ 1.080.9 . 1,241.8 1,471.7

* Compound annual rate of Browth.

' Estimated by BDC. ‘

21963 data are for the workweek nearest Novcmbcr 15, 1963. 1967 and
1972

1972 data are for the week including March 12, 1967, and March 12,
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Eallng and Drinking Places o .

t. ° . C e

. . @ (m billions of dollars exccpt as noiled) !

- ‘ ' . : . Percent increase ~Percenl increase Percent increase
R . 1963 1967 1963-67* 1972 1967-72* 1974 1972-7[4"l
Ealing places c * . !

Number of esiablishments . o .
O N 2239 2366 — s Y
. * oo ... 13,919.0 18,879.0 ~ 79 ". 30,385.0 . 10.0 38.741.0 12.9
EsiaBlishmenis wilh payroll ’ ) %, o '
(000) ..., 180.9 189.4 — ., 208.9 —
©Sales s, 13,3290 17,955.0 7.7 29,313.0 10.3
* Payroll ............... 3,371.0  4,555.0 7.8 7,620.0 10.8
Employmeni ? (00 1,490.0 1,737.0 — 2,317.0 - —_ ]
Drinking places : )
Number of establishmenis .
HO00) ... . 1106 111.3. R 106.4 —_—
Sales ..o, 4,493.0 4,964.0 2.5 6.482.0 5.5 7,020.0 -
E\labhshmemsrwnh payrofl ' ' ’ :
(000) . S 83.1 81.8 — 78.4 — -

Sales ....... \ 4,001.0 4,263.0 1.6 5,735.0 6.1

Payroll .......ccovevereevennnnn, 694.0 839.0 48 1,114.0 6:1 .

Employment-#(000) .............. 296.0 317.0 —_—

272.0

— .
! Estimated by BDC.
3 As of November 15 in 1967 and 1963; . as of March 12 in 1972,
* Compound annual rate of growth.

Source: Bureau of the Census and BDC. )

basis, a fqmlhar corporate image results in ready

consumer acceptance when new units are opened or

new geograhic areas are penetrated. ,
Opportunities for moderately priced restaurants

thdt provide a variety of menus, quality food and

efficient service are also expanding. Although there
will always be a.demand for gourmet prepared foods,
higher priced luyury” restaurants have been affected
by declining expense account business and less osten-
tatious spending by younger adults.

Future Directions >

The successful “restaurant chain is flexible in its
approach to the type of meals it sells, offering
different specialties at different locations. Today,
Americans consider eating out a  “fun experience”
and incréasingly seek foods that represent culinary
delights of different ethnic groups—Chinese, French,
Italian, German; etc. When restaurants are planned
in a cluster setting, economies in ordering, delivery,
and advertising can be maximized.. Standardized
preparation methods have resulted in greater effi-
ciency. portion control,
“chef-less’; restaurants. More family-type full serv-

a4

" served in an atmosphere designed to create repeat

- mobility.

ice restaurants will probably offer Iess varied: menus
in the years ahead. The trend toward menu specnah-
zation—steaks, roast beef, seafood, or chicken—has
already begun. In recent years, medium priced res-
taurants have sought to accommodate the ‘middle
American” consumer by offering a quality product,

sales. N

Restaurant and bar sales are expected to increase -

in the futurée because of changing American Jife
styles that stress increased leisure time and greater
Retirees and the growing young adult
population with a high proportion of working women
will be eating out rather than preparmg food _at
home.

Flexibility by food management in their approach'

" ta, the needs of the consumer also will provide for

and lower labor costs for

55

increased sales in the future. Recent innovations in
the fast food group include the addition of a break-
fast menu and an increased number, of entrees avail-
able. In the restaurant, area, changing the restaurant
decor and type of food served and new menu selec-
tions will provide ‘the means to adapt to changing
consumer preferences.

N

Y




TECHNICAL NOTE AND SELECTED CENSUS TABULATIONS o

Data from the Bureau of the Census which supplement individual mdustry statements in this publlca-
tion are based on 1967 Standard Industrial Classxﬁcatlon Manual definitions in order to-compare selected
data from the Economic Censuses conducted 'in 1972 and 1967.

The following statistical tables from the Bureau of the Census are based on *the 1972 Standard Indus-
trial Classification Manual "definitions and are ‘not necessanly comparable to the 1967 Census,
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S / SELECTED SERVICE INDUSTRIES

- @ v
" - ' ’ . : . ’ . ‘ “
. ) : United States, by Kind of Business: 1972 e ) B
. . . . . v .
. . i . .
' ' All establishments ‘ Establishments with payrol)
- ) . Number Receipts Operated by unincor- Number Receipts f“alyleull, :’_aylloll, :’:‘::
97, . : ' C potated businesses : i s oyees ¢
SIC code - . Kind of business . ) b | year { quarter !m week
: S : . ) . Sole’ Partner- L ) : lan2 u‘"“:'l"zl ~
- propnie- | ships . . arc
. torships
P ) 4. (81,000 (number) | (number) . {§1,000) ($1,000) ($1,000) {number)
- - -
SELECTEO SERVICES, TOTAL. . . . , s .., |1 590 248|112 970 301 1083391| 109 254( 683 614|103 236 989) 33 u24 ouof 7841 935{5 30518,
HOTELS, HOTELS, TRAILEAING PANKS, CAMPS ' ' C
. R ’ . H
701,3 TOTAL 4 4 v iy 4 s a o v s o e e e e 79 685( 16 538 153| 41 €7 8 327) 46 509| 10 197 2u0| 2 970 e23] a1 42| 726 577
T011 HOTELS, MOTOR WOTELS, Amd, MOTELS, . . 58 6301 10 087 8191 " 26 403} ¢ 672 40 837 ¢ 833 Bju| 2 BY7 693| 666 325| 711 051
7011 PT, HOTELS, v 0 v v v v o d v v v v v e e e s ot 13 939 4794 2a9| 4 973 1652 10 750| w745 013| 1 601 790| . 380 129] 3ue gas
T011 PT HOTELS, 25 OR MORE GUEST ROOMS, e e e e e e (L] - Coaw - 7 382 4 962 484 | %60 777 370 T4y 333 716
7011 PT, HOTELS, LESS TNA‘N 25 GUEST ROOMS, P - - - 2 .. 3 368 182 529 41 013 .9 88 13 239
7011 PT, MOTELS, “OTOR HOTELS, ANO TOURIST COUATS, . . . 44 699) 5 293 530 21 430 5 020 730 087| s 0ag mo1| 1 275 903 286 196 364 096
7011 PT, HOTELS, TOURIST COURTS. " 4o o ¢4 & o v o o o] . o . . se| 27 739] 3 85y 4yl 932 3701 207 355) 273 ose
To11 PT, MOTOR HOTELS. 4 v 4w 4 o s 4 0 0 o o's s o o s L L .- *s| 2 348] 1 238 330( 343 033[.. 78 B4} 91 040
1032 SPORTING ANO RECREATIONAL Ca®PS , o , . . . 4 4 . 7 203 265 965 UL R we2. 3 165 224 537 66 525 10 247| . 10 s2u
7033 . TRAILERING PARKS AND CAMPSITES FOR TAANSIENTS , .| . 13 789 284 369 . 10 825 1193 2:507 138 889 ' 26 0S|’ 5 170 5 002
) . PERSONAL SERVICES -1 - e .
12 TOTAL s d s e as e ve v o 0w o o] 303 378] ‘14 ouo 320| 382 9s1| 27 208] 196 9ss] 1, 692 013( 4 324 Yuzl1 066 388 o76 709
121 "|LAUNDRY, CLEANING, OTHER GARMENT SERVICES . . . .| . 97 340] 5 &co 430| 5§ 083 9 273 6148201 5 334 057 2 078-7%50| 519 610] 48 264
1215 COIN-OPERATEQ LAUNDRIES AND ORY CLEANING, o+ » . 31.642 B7e 641f 18 607 3 815 17 350 673. 361 142 708 38 160 46 110
1215 PT, COIN=OPERATED LAUNDRIES AND DRY~CLEANING . Lo : e
STORES 4 4 4 v v a 'y 4 o o 0 0 o o s s o o s ... . .. L33 16 767 545 614 116 032 31 358 41 928
215 PT, COIN-OPERATED LAUNORY MACHINE ROUTES. o . o o . . . 783 127 747 26 876 s 802 4 182
121 EX.7215]  OTHER LAUNDRY, CLEANING, ANO GARMENT SERVICES .| 65 698] 4 921 789 5 u58] 43 870 74 80 696 17936 ow2| ws1 uso| w2z 154
211 POWER LAUNORIES, FAMILY AND COMMERCIAL® , o . . T e 3 094] e70 273 353 310 87 568 80 688
216 DRY=CLEANING PLAMTS, EXCEPY RUG CLEANINGS . . . sel 28 422 1 759 use 718. 504 182 295 186 701
212 GARMENT PRESSING ANO AGENTS FOR LAUNDRIES AND ) : B :
.7 . ORY CLEANERS 4 4 4 4 4 4 4 o o 4% 0e s o 4 uu 180 330 55 955 14 8D0] . 15 069
218 - INOUSTRIAL LAUNOERERS®S, o , o 4 o\ . 4 4 o o . -1 020 782 228 298 968" . 73 702 48 859
213 LINENgSUPPLYe , [ [ " .. 1314 927 480 385 065 92- 638 65 622
214 OLAPER SEKVICE® , , , , , + o 4 , , . 250 59 968 25 727 6 476, 4 393
217 CARPET AND UPHOLSTERY CLEANING, . N Y 2 655f . 177 134 62 235 14 307 . 11 u4u9
219 OTHER LAUNDRY AND GARMENT SERVICES, - N 2 671 103 797 36 282 9 647 9 ue3
22 PHOTOGRAPHIC STUDIOS, PORTRAIT, o o \ 4 4 o « o & 29 973 767 850 25 688 875; 75 796 542 u2e 136 009 32 102 26 394
23,4 BEAUTY AND BARBER SHOPS , .., , < o+ov el 2808961 3 910 0611 232 1450 11 993[ 99 3sr[ 2 m1y w33| 1 343 23] 320 222| 317 s22
23 BEAUTY SWORS. , , , . oo s o] 189 102] 3 025 143 180 189 8 399 79 367| 2 417 669 ‘1 164 596 278 B1u 279 331
24 BARBER SHOPS, , | . ¢\ o v v v s o v v v v vt 91 794 88u 918[ 81 976 3 594l 19 794 393 764 178 647 45 708 38 191
25 SHOE REPAIR, SHOESMINE, AND HAT-CLEANING SHOPS, , 12 924 209 945 10 810 477 4 ou3 125 9us 37 690 9 457 8 Se0
26 FUNERAL SERVICE AND CREMATORIES', , , , . , . ... 20 854] 2 218 289 8 952 2 187 "15-448| 2 071 uuz 463 954] 110 673 707191
29. MISCELLANEOUS PERSONAL SERVICES , . , '\ o . 4 o 61 3911 1 143 236| 51 333 2 403 10 921 806 707 265: 096 70 324 85 758
29 PT, REDUCING SALONS AND HEALTH CLUBS, EX. RESOATS . . . . 1978 . 215 467 . 68 252" 16 83> 16 802
29 PT. OTMER PERSONAL SERVICES, N,E.C, , . & o s o & . . . 8 9u3 591 240 196 84y 53 492 69 156
BUSIMESS SERVICES . -
) TOTAL & v 4 v v w v o s e e e e o] 326 0770 37 801 941 211 974 125 40uf 35 493 uael 12 249 07| 2
3 AOVERTISING , , , , . . . . . c e e et . 26 440| 10 605 327| 18 0Qu 10 016} 10 342 27s) 1 287 659
511 AOVERTISING AGENCIES. ., 4 o o 4 o« v v o v o o s .| . we 7 188| 9 393 006 961 562
L I¥] OUTDOOR AOVERTISING SEPVICES, , , . . . » =. . I . Py 1035 414 994 112 492
313 PT, RADIO, TELEVISION ADVEOTISING REPRESENTATIVES . . . . 35% 108 2u3 1 278
$13-PT. 4| PUBLISHERS' ADVERTISING REPRESENTATIVES , , , . . . e 555 203 898 104 672
19 7| MISCELLANEOUS ADVERTISING , o o T . 4 . v « o o . . . 879 222 138 57 685
W SERVICES TO DWELLINGS ANN OTHER BUILDINGS , . o . 51 263 2 529 wno| 36 984 21 3060 2 306 912| 1 312 410
141 WINDOW CLEANING 4 . W W v 4 o o « o o o o o ot . . . 1210 71 128 39 186] '
42 OISINFECTING ANO EXTERMINATING SERVICES . . . . Lo e . 4 604 513 988 228 091
49 OTHER CLEANING AND WAISTENANCE SERVICES . . .+ -~ . <o, . 15 492 1 721 798] 1 049 133
17 COMPUTER ' AND DATA PROCESSING SERVICES , . . , , . 8 653[ 1 auc 331 2 s39 6 o16] 3 410 923 1 324 307
72 COMPUTER PROGRAMING AND OTHER SOFTwARE SERYICES I’y . .. 1 5962 970 789 497 967
74 PT, DATA PROCESSING SERVICFS, EXCEPT FACILITIES et . .
MANAGEMENT . . &\ v v v 4 s o o » © b eTe v a e s 37 " - - 3 598 1 667 48s 628 660
74 PT, COMPUTER FACILITIES MANAGEMENT, , . & . . . . . o3 . L . 247 221 %22 80 330
79 COMPUTER RELATED SERVICES, N.E,C. . &+ o o v o . . . . 809 550 726 117 350 27 498 10 881
92 MANAGEMENT, CONSULTING, PUBLIC RELATIONS SERVICES 81 902{ 4 257 049| 64 268 1 susl 17 787] 3548 739 1 539 105 367 s88| 143 219
92 PT. MANAGEMENT ANO CONSULBING SERVICES, , . , . . . . *s| 15 516] 3 259 356 1 425 768| 4o 765] 133 263
92 PT, PUBLIC RELATIONS SERVICES , 4 , & o & o v = o + . . 2271 289 383 113 337 26 823 9 956
. . . o
o4 " |EQUIPMENT RENTAL AND LEASING SERVICES , , , , . - 21 786 2 389 727 1 223 9 373| 2 205 23¢ 561 879 127 673 60 799
S4 PT, EQUIPMENT RENTAL, 4 0y 4y 4w o o s o s v o o o-4 Cew : . . 5 590| 1 053 469 250 353 58 721 30 762
94 PT, EQUIPMENT LEASING, EXCEPT FINANCE (EASING . . . . . . 1513 422 706 a6 612 19 830 9 637
o4 PT, LEASING, RENTAL OF WEAvY CONSTRUCTION EQUIPMENT . .
o WITHOUT OPERATORPS, & 4 4 4 4 s s 4 4 ¢ v a o & . . LT I T 1 204 311 078 82 461 18 063 8 258
94 PT, RENTAL OF MEAVY CONSTRUCTION EQUIPMENT w{Th
~ I{ Tomerators. v CONSTHUCTION EQULPKEN SR I . . . ool 1 068 w17 985l 138 Us3] 31 059 12 1us
. s . .
Standard Notes: "~ Reprements zero. D withheld to avold.diacloaure. NA Not svajleble. X Not applicable, ° - -
Ter-ktmtot oS TR T P TTONE TOY CTEATNETT OT PIRAT GutTetaT . b ~

-

ERIC

Aruitoxt provided by Eic:

<spData not proviged becmuse esntablishments with no payroll sre fied only at the next brosder kind-of-buainess lovel. .

flncludes onlv establishments for which legal form of organizetion known. Those for which 1t could not be determined account in total for sbout 9 percent of -all establishmenis
ahnut 7 pergent of total sales and receipts in the United Stptes.” These percentages, however , may vary conaiderably by geographic arcs and kind-of-bustness cla
*Recelpts include repayments of cash advances which were no part of the cost df the complete funeral service.
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ERIC

Aruitoxt provided by Eic:

v - - ~ .
¢ . - A ’ . . ) N - 'i
‘ - 'SELECTED SERVICE INDUSTRIES .
- . . . . . . .
T United States, by Kind of Business: 1972 cContinued
All establishments alahllshme_ms with payml'l -
Number Recetpts Operated by unncor- | Mumber | Recenpts ::n’:::"' ray'mll :::30
oo f rated businesses! . L yees
. SIC code Kind of business P . year quarter for week
: - . <71 Sole Partner- 1anz ;‘":'“:'1"2’.
. proprie- ships , , i
forships . - .
(51,000 {numben) | (number) (51,000 . (51,0000 {$1,000) {numbet)
s
BUSINESS SFRVICES--CONTINUED . !
OTHER 73 OTHER RUSINESS SERVICES W v e e e el 13303310 600 O17 | 78 348 6 8391 60 906 | 13 679 397 | 6 224 -247 |1 a6u 421 | 983 005
732 P, ADJUSTMENT AND COLLECTiON AGENCIES, e . .. 4 201 422 187 189 098 44 525 30 415
732 PT, MERCANTILE REPORTING AGENCIES , . .. . . 3a1 17% 385 91 812{, 23 306 11 638
732 P1, CONSUMER CREDIT REPORTING AGENCIES, . . e .. 1 662 206 606 | 104 479 24 870 21 079
7331 DIRECT MAIL ADVERTISING SERVICES, , ., & 4 o + & .. 1 758 537 603 200 640 48 217 33 313
7332 BLUESRINTING AND PHOTOCOPYING SERVICES. . . + . ! . 1413 227 029 78 258 18 209- 11 492
7339 PT, STENOGRAPHIC, COURT REPORTING, TYPING SERVICES, .e 1 616 120 877 46 687 11 352 7 548
7339 PT,. DUPLICATING(SERVICFS, EXCEPT PRINTING , , &+ « o .. --i 742 a3 098 30 972 7 612 4741
’ . . i .
7333 ° COMMERCIAL PHOTOGRAPHY, ARTs GRAPHICS, AND !
RELATED D T i 6 055 as1 613 319 316 75 @856 35 063
7333 PT, COMMERCIAL PHOTOGRAPHY, | o v &y v 4 v s 4 » 2 o84 302 414 103 195 24 741 12 968
7333 PT, COMMERCT [T S ST 1 387 213 756 87 162 21 065 8 185
7333 PT, | OTHER T 1 984 365 443 128 959 30 050 13 910
735 . NEWS SYNDICATES . s e et e e e s 269 |* 195 512 78 120 17 3%50 5 89
7361 | PRIVATE EMPLOYMERT AGERCTES © o o . L o . . .. 6 378 | 504 855 2#2 836 53 547 i1
7362 PT, | TEMPORARY OFFICE MELP SUPPLY SERVICES . .. . » + 1709 475 024 353 471 79 418 120 034
7362 PT, | TEMPORARY HELP SUPPLY, EXCEPT OFFICE WORKERS, .. 1 2447 443.189 327 394 70 314 59 136
7369 i PERSONNEL SUPPLY SERVICES, NLE,C. o , . 4 « 4-W | 797 | 814 504 484 220 ‘110 997 49 482
7391 | COMMERCIAL RESEARCH, DEVELOPMENT LABORATORIES , | 2021} 17764 057, "908 595]| 219 132 72 536
7397 ! COMMERCIAL TESTING LABORATORIES e e e .1 813 393 004 193 486 45 627 22 515
7393 PT, | DETECTIVE AGENCIES AND GUARD SERVICES . & . . . P03 49D ; 912 252 669 064] 159 630,176 315
7393 PT, i ARMORED CAR "SERVICES, e e e e 1019 232 464 142 021 34 709 21 26Q
7393 PT. | BURGLAR AND FIRE ALARM SYSTEMS, . . o » o . . » 717! 274 785 119 219 28 981 14 382
7395 - © * PHOTOFINISHING LABORATORIES®, , ., , . + 4 , 4 & © 1979 1 165 297 300 889 72 527 88 917
7396 i .TRADING STAMP SERVICES (SALES ‘OFFICES), o.. . | ! 2exi 57Q 397 . 28 aee 7 36u 3 559
7399 PT, . SISN PAINTING SHOPS . , 4, v o o o o o o o s & P sue 105 529 38 193 8 953 5 748
7399 PT, | INTERIOR DESIGNING, SN e L1 697 241 191 63 413 15 180 6 792
7399 PT, | TELEPHONE ANSHERING SERVICES. . . o o . . . . t2 403! 204 8ao 101 677 24 683 26 112
7399 PT, | WATER SOFTENING SERVICES, , c e e e e e v 593t 227 552 76 3811, 17 745 10 091
7399 PT. | PACKAGING AND LARELING SERVICES & o . o o 1 . . i 701 217 119 79 723 19 107 14 238
7399 PT, | MISCELLANEOUS BUSINESS SERVICES, N.E.C. o . o ¢ : {13 444 2 204 388 955 435 225 210 137 079
| Auronorivz‘napun, SERVICES, AND GARAGES oo : X #
o1 . ~ | . i !
75 i Y TOTAL W b e s s e s e s e s a s 1680959 12 081 100{ 14 wo! o0 536! 10 928 961| 2 553 377| 606 759 | 392 aga
753 | auTOMOTIVE WEPAIR $ndP§ | . e e e e s s s 1272030 TOM5 122 1 65 498 & 134 262 | 1 699 338| "398 475| 237 865
7538 | GENERAL AUTOMOTIVE REPAIR SHOPS .. & o © ' | | ' 3175 673! 6 . 30 652 2 569 121 653 285( 152 518 98 238
7538 PT, | GENERAL AUTOMOTIVE REPAIR SHOPS, Ex, DIESEL , > LLE! 29 175; 2 343 642 591 777{ 138 423 90 479
7538 PT, | DIESEL REPAIR SHOPS , o o v o o o o s o o o v .| 1477 225 479 61 508 14 095 7 759
7531 i TOP AND BODY REPAIR SHOPS . o , '\ y 4 4 v s o s, 1 776 468, 3 i 2931 1 577.588 485 953| 115 396 65 659
L : : | . -
7534,5,9 | OTHER AUTOMOTIVE REPAIR SHOPS .. .. 2 092 2 16.553 1 | 987 573 560 100 | 130 .561 73 968
7534 { TIRE RETREADING AND REPAIR shops, | . .l 2 056! 485 541 110 769 25 973 15 648
753% ! BAINT SHOPS , . .. .. 2 463, 232 365 77 907 18 635 11 470
7539 PT, | AUTO ELECTRICAL AND FUEL svsnn SERVE .. 1522 133 441 36 528 a8 541 5 281
7539 PT, ! RAOIATOR REPAIR e e . 2 058 | 156 073 42 614 9 578 5 922
7539 PT, | GLASS REPLACEMENT AND REPAIR. .. .1 811 266 694 72 725 17 240 8 760
7539 PT, | BRAKE, FRONT END, ANN wHEEL ALluNHFNY T 2 )oui 243 247 79 992 18 Sa4 9 936
7539 PT, EXHAUST SYSTEM SERVICES (MUFFLER suops; . 1 128! 170" 656 44 028 9 540 4 885
7539 PT, | TRANSMISSION REPAIR SMOPS e e 2 449 215 702 70 762 16 670 8 728
7539 PT, OTHER AUTOMOTIVE REPAIR SHOPS, NLELCL o » . o 762 ¢ 83 854 24 775 5 800 3 338
751. " AUTOMOTIVE RENTAL AND LEASING, WITMOUT DRIVERS, .7 :90? 3 886 812 482 550 | 117 298| 62 687
7512 PT, | PASSENGER CAR RENTAL, wIThOUT DRIVERS , , , , 2 332 1002 209 161 651 39 692 24 761
7512 PT, | PASSENGER CAR LEASING, EXCEPT FINANCE LEASING, 1 4510 755 199 62 038 14 948 T 7 282
7513 PT, . TRUCX RENTAL, ®]THOUT DRIVERS , , . 939 ! 451\ 554 58 296 13 595 7317
7513 PT, | TRUCK LEASING, EXCEPT FINANCE LEASING . . 2 326 1 241 aos 194 835 47 739 22 525
7519 UTILITY AND HEGREATIONAL VEMICLE RENTAL :uz} 35 645 5 730 1 320 832
. .
752- . AUYOMOSILE PARKING o). 9 389, 711 368 174 762 43 095 37 295
7523 PARKING LOTS, A 7 396 430 770 94 949 23 390 22 990
7525 PARKING STRUCTURE e e T1 993 290 598 79 813 19 70% 14 305
758 . AUTOMOTIVE SERVICES, EXCEPT REPAIR, . o o . 2 037i 8 259 596 899 196 727| 47 895 58 651
7542 CAR aASH, [ ! 6 267 429 394 136 072 33 692 a5 267
7549 OTHER AUTOMOTIVE SERVICES & o &+ o v v 4 o i 1992 167 505 60 655 14 203 9 384
' ! o '
| HISCELLANEQUS REPATR SERVICES \ : : i j
! ; i .
76 . TOTAL |\ o s 0wy s s s s 0 0 4 s a s s 148 925 | 5°858 906 | 117 399 6 632! 46 677. 8 835 956 1 585 687 369 029 206 882
762 ELECTRICAL AND ELECTRONIC REPAIR SHOPS, | . , , , 53 :571 2 162 Y i 23701 16 565: 1 729 261 573 148} 135 103 78 8482
7622 RADIO -AND TELEVISION REPAIR.SHOPS , . , . . . ., 34 8101 1 0as 1 563 9 851 820 349 260 327 63 061 38 015
7623,9 OTHER ELECTRICAL AND ELECTRONIC REPAIR, _ , , o 18 5471 1 oS5 807! 6 714 899 912 312 821 72 082 36827
7623 REFRIGERATION AND AIR-CONOITIONING REPAIR , - es | 2 868 308 996 89 606 19 793 10 278
7629 ELECTRICAL AND ELECTRONIC REPAIR, N,E.C, LI *s i 3 846 594 als 223 215 52 2849 26 153
764 REUPHOLSTERY AND FURNITURE REPAIR , , ., , , . . , 24 499 | 490 1136 ‘6 821 338 249 106 377 S 191 19 139
| . . 1
| B ! i .
763,9 , OTHER RESA]R SHOPS AND RELATED SERVICES , , , , . ‘ 3 222 3 1264 23 291 2 772 446 906 162 2p8 735 113 261
763 | WATC4, CLOCK, AND JEWELRY REPAIR, e e e . . 1 525 89 340 27 321 612 4 256
769 | MISCFLLANEOUS REPAIR AMD aanEo ssnvlczs [ ! e’ 21 766 2 683 106 878 aa1, 202 123! 109 005
7692 | WELDING REPAIR, , e e e e e e ! el 4 o313 387 303 119507 26 419 15 857
7694 ARMATURE NEWINDING SNOPS . - | se] 2473 . 606 087 201 243 45 991 21 868
7699 PT, EARM MACHINERY AND EQUIPMENT REPATR SHOPS : H - 906 76 915 17 149 3913 2 701
7699 PT, LA#NMOWER, SAW, xNIFE, TOOL SNARPENING;REF'AXR | 1 396 1100762 27 8a1 6 265 3 905
7609 PT, SEWER AND SEPTIC TANK CLEANING.SERVICES o .. . ' ! 1311 $122 197 43 u78 9 492 5 217
7699 PT, OTHER REPAIR AND RELATED SERVICES, N,E,C, ,", H 11 3671 1 uoo @62 469 583| 110 043 59 457
Standart Motea: - Represcnis zera, D Withheld (‘a avald diaclosure. NA Mot avallable, X Noé appltcable. ®

-+Data not provided becauswe petablishments with no payrall are cimnestficd only at the next hroader Klnd-of-burincas lnvel,

'fneludes only estahliahmen

and about 7 percent of fotul sales and faceipta (n the Unlted Staten.

for which legal form of orkanlzation ls known,
TheRe percentagen,

=

60

“

61

Those for which Lt could nof be defermined account (n total for about 9 percent of lll estsblishmonts
ho!"'v:-r, may vary conaldnrahly by geographlc srea and kind-of-buslness claasificatlon,



[ ,
SELECTED SERVICE INDUSTRIES ; ’
N
g + - _ Umted‘States. by Kmd of Busmess- "1972—Continued B
. L : . . \ i All establishments - : Establishments-wilh payrofl
- e . .
Number Receipts Operated by umﬁcm,- Number Receipts ::lyl::"' ;’asyt:ull :ma:»Tnyees
. . . | ) I} :
1972 [ o . Kird of busmess -\ - - |, paraled businesses yeas quaiter for week -
SIC code o . . N
R . 19712 ncluding ¢
. y Sole Partner- March 12
i . . propre- ships ,
. forships .
. . (51,000) {number) | (number) ($1,000) (§1,0000 | (51,000, | (numben)
AMUSEMENT ARD RECREATION 'SERVICES, y
INCLUDING MOTION PICTUNES . . -
v = . . N + . ~
8,79 TOTAL , feT ot "sEnbiies lns 983 13 845 050 | 84 276 7 960 | 66 g6a | 12 660 113 |3 848 259 | aeo ass | 653 g7
81,2 MOTION PICTURE PR IbUT1ON, "SERVICES 2 920 415 3 A31Y 4 704 | 2456 799 795 490 | 192 314 6
813 MCTION PICTURE PROPUCTION, EXCEPT FOR TV, . , . . 1392 238 517 217 911 517923 16 941
elu MOTION PICTURE, TAPE PRODUCTION FOR Tv, , , , , .. 1138 4e4 473 241 094 57 996 15 106"
ai1s {7 SERVICES ALLIED TO MOTION PICTUHE PRODILTION. ., .. avs 389 416 148 478 33 965 11 975
823 ¢« . MOTION PICTURE FILY EXCHANGES - o 2 & o o o o o . 877 | 1 3A1 491 135 023 38 852 |- 15 110
824 FILM 09 TAPE DISTRIBUTION FOR ‘Tv, e .- 151 319 648 33 301 8 7u4 2075
820 SERVICES ALLIED TO MOTION PICTURE DISTRIAUTION, .- 291 63 253 19" 683 4 794 3 453
- i ' N ,

83 . MOTION PICTURE THEATERS , P 12 699 | 1 832 968 2 321 v~ 9931 11 670 }.1 815 916 3al 065 90 306 | 127 435
832 MOTION PICTURE THEATERS, 't XCEPT ORivE-In. . - . . e - 8 325°| 1 402 7%8 300 039 73 208 | 101 737
833 "DRIVE~IN MOTION PICTURE THEATERS. , , , , . o b - b AL .3 34217 a13 158 a8l 026 17 09# 25 698
92 - " PROUUCERS, ORCHESTRAS, ENTERTAINEAS .« . 47 727 1 435 063 41 4uy 1'225 7 641" 1 110 505 473 861 112 854 58 359
929 PT, ™[ DANCE WANDS, ORCHESTRAS, EXCEPT SyGphoAy. . . .. .- e e 3 018 109 624 58. 303 14 122 15 880
929 PT, SYMPHONY ORCHESTRAS, ornsk cussxcn MuSTC A%D” , - .

il DANCE GROUPS .. 309 85 497 82 671 20 914 9 659
929 PT, OTHER ENTERTAINMENT pﬂfssﬂnlms faCL, VARIETY .. 1795 297 677 92 P12 21 261 9 327
922 PT, PRODUCERS OF LEGITIMATF THEATER , , . . 934 277 209 99 ‘842 23 357 10
922 PT, PRODUCERS OF RADIQ AND Ty SHOAS, EXCEPT TAPL. . - 258 1 . 82 842 30 360 7177 27399
p22 PT, THEATRICAL SERVICES , , e L 1 249 257 456 109 873 26 023 10 872
02 -PT, ARTISTS' AND ENTERTAINENS ! MANAGFRS 0a' o, . . .

AGENTS, CONCEPT HUREAUS, ROOKINA AGENTS, . , .. .. 809 156 362" 55 860 13 202 | 4 396
322 PT, OTHER THEATRICAL SERVICES 4 4 4 v , 4 4 o & » . - e 440 99 094 54 013 12 821 6 076
73 ‘Uaoums ALLEYS, BILLIARDS, POOL A AN 14 301y 6 898 1112 2 o0u8| 1 142 266 324 056 84 513 94 377
32 " BILLIARD AND POOL' =sunuwnsms. . 5 847 4.088 472 2 51 a1 004 20 115 5 415 ! 6 463
33 ‘BOSLING ALLEYS: o v v u e v v v b e ar o8 usu 2 810 640 6 517 | 1 061 262 303 941 | 797093 | &8 41

. : + . N
? EX,792,3 OTHER AMUSEMENT AND vEcﬂEAnon WERVICES , , . e | 62701 30 439 4 199 | 33 001 S 734 627 | 1' 873 787 380 901 307 716
3 DANCE HALLS, STUDINS, AND SCHOOLS , , . .+ ., V. . e e - 23701 89 515 33 252 oo4 10 756
i1 PT, 2 PUBLIC DANCE MALLS OR BALLROOMS , | | . , 4 , ' . P . 339 23 905 7424 1 804 2 7139
NPT, DAMCE 'SCHOOLS, IMCLUDING CHILDRENIS ARD . ; : - .

PROFESSIONALS' v v 4 v 0w v v v 0 0w v v o, .. .. 65 610 25 828 6 880 8 017
W (COMMERCIAL SPORTS |, . 4 4 u % o u o v 4 o 4 s s .. 1520 279 433 u4s0 92 4bk | 48 308
[T PROFESSIONAL SPOPTS CLUbS, MGRS,, PROMQTERS , v .. 512 904 207 019 4% 53% ' 14 518
w1 -PT, o AASESALL CLUBS. ., . 4 4 s o o 4 s o o o o & o (1] 120 207 60 %45 9 207 3 Quy
w1 PT, FOOTBALL CLUBS T R R R T S .. 144 440 63 244 11 101 1 509
Wy PT, OTHER PROFESSIONAL SPORTS .., , , . e e 151 193 55 138 17 997 5 707
1 PT, * MANAGEMS AND PROMOTERS, 4 . . . , o + & & o | . 97 064 28 092 7 230 3 358
43 ; RACING, INCLUDING rancx OPERATION , , . . . 1 007 375 226 431 46 951 33 793
48 PT, b PACETRACK CPERATIO “ e e s N L1 . 893 241 194 327 39 44 1 27 888
wa PT, | AUTO RACETRACK OPERATION. PN . .- . 102 989 16 342 2 667 1. 4201
|8 PY, HORSE PACETRACK NPERATION , , . . . . . .. 684 232 1g> 860 31342 | 19 894
e PT, i NOG RACETRACK QPERATION , , , , , , N - . 106 020 4 125 5 335 ) 791
e PT, ! RACING STABLES, RACING, MefCo | , . . ., .- s 114 134 32 104 7 607 S 907
192 PURLIC GOLF COURSES, EXCEPT MUNICIPAL PPN .- .. T 257 363 82 724 14 402 2 785
197 MEMBERSHIP SPORTS AND RECHEATION CLURS, . . , . .. .. 1 se8 528 680 661 | 127 S46 | 116 S46
193 COIN-OPERATED AMUSFMENT DEVICES , IREEEE . . 297 406 -72 027 16 940 10165
196 AMUSEMENT PARKS e e . - 487 718 159° 043 26 343 20 399
199 PT, | CONCESSION OPERATORS'OF AMUSEMENT DEVICEs,RlnES P . 112 832 27 w7 4 ool 3 893
'99 PT, 0 CARNIVALS, CIRCUSES 4 4 4 4 4 o o 2 4 o = o o » . .. 97 585 19 726 2 12 3 205
99 PT, FAIAS , e e . .. 60 521 15 971 2 517 2 688
199 PT, OTHER co-mEch'L RECR:AT!O\' AND AHl)SFHEMS. P e . 1 232 900 380 sSa6 85 210 78 971
DENTAL LASORATOMIFS
-
72 TOTAL & ot ot v i v o o o o s s a s e s s 8 543 573 126 5 095 L 22 31N 518 579 218 376 52 238 29 ¥27
. : . ! !
« LEGAL SFRVICES l :
* TOTALue 4w v W u wu o ms o w u o w s e o) L44 452 110 938 178 | 95 820 | 25 488 | 77 262 | 9 724 199 | 2 317 848 | 537 016 | 267 656
£ { . -
| ARCHITECTURAL, FNGINEERING, AND ot
LAND-suRvsva SEXVICES .
TGTAL e e e e . 7 588 117 . 41 576 5 304.1 29 022 .7 186 439 | 3 355 721 768 927 | 202 38 gy

ARChnrcTuRAL SERVICFS P .. . L] - I3 10 544 2 203 993 869 426 197 251 73 68)
ENGINEERIN SERVICES, . , o » . 4+ .. . . 13 676 | 4 567 .369 [ 2 275 521 | 525 448 | 190 906
L VEYING _s_E_avxcEs cav s e .. . A 4 8c2 415 077 |- 210 774+ 4s.22¢ 27 998

Standard Notus. - Represents zero.

f1ne ludes only establishments for which legal form of organlzation in known.
1 about 7 pereent of total sales and receipts In Lhe Unlted States,

ERIC

Aruitoxt provided by Eic:

D Withheld to avoid discloaure.

NA Not available,
*"Data not provided because establlshments with no payroll are clanaifled only at the next broader Kind-of-bustness lovel.
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X Nat applicahte,

Those for which it could not be determined account tn total for about 9 percent of
These parcentagen, however, may vary considerahly’hy grographic arca and kind-of-buniness cla

11 establisbments
Ificatlon.




L D
RETAIL TRADE ;
. - L . . . ) ¥
. o B rd Yy - - .
~ — +_- United States, by Kind of Business: 1972
.
{ .
All establishments Establishments with payioll .
0 N . ., N
- Number Sales Operated by Number Sales Payrolt, Paytall, _Paid’ .
912 . _ unincorporated . entire year | first employees
J6 cide Kipd of business © businesses ! . quarter for week
SIC cade v " .. o 1972 including
- : Sole Partner- March 12
propne! ships
- torships .{. . - e .
- {$1.000) (nu;n_b!r) {number) ($1,000) ($1.000) (31,000} (number)
« RETAIL TRAGE, TOTAL . (., ... .. |1 912 871[us9 ouo 436|987, 354! 149 7u2]1 264 922|4uo 221 65655 372 180[13033 237|11210 998
. s ;
hulLD]NG MATERIALS, HARDWARE, GARDEN SUPPLY, ° S
AND MOBILE HOME DELLERS : - . ,
-1 TDTA . . . PRI 83 842| 23 844 : 30 938| 8 248 62 046| 22 957 85s| 2 674 90s[ 61£~vs0| - 40s 325
521,3 RUILDING MATERTALS aN0 sUPPLY STowes. o o & o & & 38 881 15313 10 a71f 3 431 31 865| 15 027 431] 1 783 225{ 410 595 250 869
LT3} \LUMBER ANO OTHER BUILDING MATERLALS DEALERS . .| .| . - e 23 062| 13 526 507| 1 S%b 984l 3% ag6 215 555
523 . PAINT, GLASS, AND WALLFAPER STURES, 7 . , . oy - L .. 8 807 1 500 924 233 241 55 699 34 918
%25 HARDWARE STORES e 1T 2634 3 957 12 173f "3 432 18 530{ 3 634 359 490 279] 113 922 95 164
52¢ WETAIL NURSERIES, Cawn"aND "GARCEA SuwPLv STORES 8 131 829 5 109 555 3 849 694 807 121 537 26 034 22 055
527 MOBILE MOME DEALERS | . 4 s v o v o a s o o v v s 10 ase| 3 743 288| 3 183 .830 7.798] 3 601 258 278 .868 61 199 37 637
. ; >
. GENERAL MEKCHANDISE Gnnupi?onss .
53 TTAL...‘.. S6 245! 65 090 832! 17 211] 3 534 8y 409| 64 668 930| 9 036 6a7[2 082 36a| 1 887 1S3
%31 OEPARTMENT STORES'., | . & & v o o ¢ o 4 o o s o & 7 742| 51 083 522 6 31 7 742| 51 083 522{ 7 225 7191 652 637 1 437 065
533 VARIETY STORES. . . “ e e 21 852| 7 343 967 6 375[ 1 O54] -18 393| 7 220 301| 1 112 752] 268 381 290 061
%39 | MISCELLAMECUS GENEFAL MEACHANDISE STORES. e e 26 BSP| 6 663 343} 10 830; 2 44| ' .18-274 6 365 107 698 176 1617336 160 027 *
FOOD STORES )
54 @ e e e e 4 e e e e e e @ e s oa ol o267 3520100 718 864|141 389| 21 584|° 173 084 96 374 793| 8 820 188|2 088 10a| 1 722 486
541 GROCERV STORES. . o « v s s of 194 346] 93 327 525|100 097| 15 4b4| 128 115| 90 0a8 234 7 8485 656{1 858 651; ‘1 471 695
542 MEAT, FISM (SEAFOO0D) MARKETS, INCL. FREEZER PROV, 16 586| 2 809 928 © 386] 1 987 10 706| 2 so06 072 258 090 60 326 a7 686
5422 FREEZER AND LUCKER MEAT PROVISIOMERS, . o o o . : . . . 769 200 568 29 227 6 960 5 563
5423 P, MEAT MARKETS. C e e r e e e .- L34 . . ‘s 23| 1 987 828 196 878 uxo:z 36 063
3423 PT F1SH {SEAFQOD) HARKETS. « o . « s e e, - N L 1] T - 1 703 277 676 27 985 334 6 060
543 FRUIT STORES AND VEGETABLE MARKETS. . o . PR A 371 695 115 6 354 699 3 127 517 876 50 185 10 632 10 834
544 CANDY, NUT, AND CONFECTIONERY STORES.. . , , . . . 12 a72 690 961| 7 o8s 640 6 804 493 551 J6 368 18 500 25 201
. . ez i
546 RETAIL BAKERIES R 19 203] 1 663 911] 9 6621 1 642 15 Qe8| 1 sa7 2s53] 426 131 101 363 119 279
5462 RETAIL BAKERIES-IpAKinG-AND SECLING o © o o 1 | . s . *ef  es| 12 870| 1 310 262| , 383 531 90 842 106 759
S463 RETAIL BAKERIES=~SELLING ONLY 4 & . . v 4 o o o . L 2 278 236 991 42 600 10 521 12 520.
545,9 OTHER FOOD STORES s 4 W 4 4 o o o » o a o o « o o 8765 1 132 9 184 1 261 807 167 758 38 632 47 791
545 DAIRY PROOUCTS STORES & .+ 2 4 o w u v v v v v s . .o 6 015 a74 529 110 948 25 634 35 377
540 MISCELLANEOUS FOOD STORES. & 4 4 o 4 o o o « » o . ss 7 3169 387 278 56 810 12 998 12 414
. AUTOMOTIVE .DEALER ' -
55 EXx. 5354 TAL & i u e i e ae e e e s e e e . e 121 369] 90 030 255{ 49 528| 9 589 85 085, 88 490 748| 8 622 410|2 043 302| 1 035 372
.851 MOTOR VEMICLE DEALERSe_NEW AND USED CaRS. ., . . . 32 4527 73 309 214] 3 612] 2 M7 31 558| 73 253 676! 6 843 029{1 6u0 747 765 606
551 PT, DFALERS wlTH DOMESTIC CAR FRAMCMISE ONLY. . . . . . wae .- 22 574| S0 908 080] 4 573 489 I 098 8u3 521 459
581 PT, DEALERS WITH IMPOKTED CAR FRANCHISF ONLY, . . . L3 wel’ .. L1 3 939/ 6 459 353 794 507 189 535 85 149
551 PT. DEALFRS WITH DOMESTIC, IMPORTED CAR FRANCHISES. - Tew *» e LT 5 0451 15 8864 243f 1 475 0331 352 369 158 998
552 MOTOR VEMICLE OEALERS--U';ED CARS ONLY & & 4w a0 o W 31 785’ - 4 523 963 21 910 2 363 12 7548; 3 563 413 256 a8 58 867 39 a8as
~ . ) : .
553 AUTO AND MOME SUPPLY STORES s r e s e 7 542 848! 14 291 3 168 29 126| 7 271 354/ 1 103 114] 253 221 167 679
553 PT, TIRE, AATTLRY, AND ACCESSORY UEALERS. . © o o & . - 22 395| 5 526 485 885 013 203 413 131 oo4
%53 PT. OTHER AUTO AND HOME SUPPLY STORES , . & 4 « o o e . 6 731 1 744 869 218 101 49 808 36 675
555,6,7,9 [-MISCELLANEQUS AUTOMOTIVE UEALERS. o . ., . . « & » 4 658 9715 1 691 11 637 4 802 305 419 829 90 667 62 682
555 80AT DEALERS, e e e .- . 4 318 1 B6g, 308 153 555 33 189 23 617
556 RECREATIONAL ANO UTILITY TRATLER" DFALERS, .+ o . - . 2-251] 1 167 2% 82 064 17 530 11 579
- 587 MOTORCYCLE DEALEBS. o o v o« o o « « s o o o « of - - 3 4a16] 1 179 906 137 oas 29 538 20 178
559 AUTOMOTIVE DEALERS, NaEaCaa o 4 o o o o o o o & . - 1 662 494 801 47 165 10 4o0f - 7 208
GASOLINE SERVICE STATIONS ’ [
554 TOTAL & 4 v 4 4 o s e o o o @ ¢ o o o s o 33 655 378:128 8331 .18 780 183 38s; 31 480 364| 2 974 3126/ 706 a67 747 668
. . . T )
APPAREL 'AnD ACCESSORY 3TORES !
. - - A} N
56 ToTAL S e s e e e e ae 4w o 4w oo | 129-2017 24 701 37S; 41 974| 11 729| 105 717} 2a 11a 731f 3 602 359| 860 589 800 39
562,3,8 WOMENIS CLOTHING, SPECIALTY STORES, FURRIERS. . . 49 639/ 9 397 068! 16 830 4 552 40 6317 9 172 819] 1 362 su8| 326 236 332 463
562 WOMENIS READY-TO-NEAR STORES, “ v e 38 762} g us51 228; 11 8831 3 8u6 33 375 8 307 713] 1 222 012| 291 938 299 537
563 WOMEN'S ACCESSORY AND sPeanTv STOKES. 8 859 746 3621 3 a10 548 6 231 686 023 107 579 26 167 28 065
- 563 PT, MILLINERY STORES, , , @ e b e ae e ' L - - 828 64 853 11 2%2 2 137 3 254
563 PT, CORSET AND LINGERIF STOKES. . ... e . - . 833 90 942 14 528 3 550 3 565
563 PT, OTHER WOMENIS ACCESSORY, spscuuv STORES . . . . ' e 4 570 530 228 a1 799 19 880 21 246
€68 FURKIERS AND FUR SHOPS. . 0 4 o 4 4 4 o o s & o » 2 0OLH 199 4781 1 137 118 1 025 179 €83 32 957 8 131 4 861
. ¥
i
561 { MENTS AND BUYSH CLOTHING AND FUKRNISHINGS STORES . 5 %84 318] 5 4ps! > 288 21 017] 5 496 728 860 476/ 204 870 148 525
565 . FAMILY CLOTHING STORFS. P “ e B 4 924 8421 6 7981 2 110 13 845! 4 814 567 669 628/ 160 765 165 677
566 . i SHOE STORES , . e e e e s P .4 074 583; 6 6270 1 623 23 390 3 972 325 605 046 143 84y 127 923
566 PT, MENTS SHOE STORES . o o v v n v w u s v v u . . . 2 543 443 360 61 595 14 354 252
566 PT, | WOMEN'S SHOE STORES . . , & v o o o v o o sca » .- . e 5 077 944 569 156 897 37 733 15
566 PT, |  CHILDREN'S AND JUVENILES' SHCE STORES . . o & & .- . . 803 102 889 18 730 4 462 3
. 566 PT. . FAMILY SHUF STORES, . e e e aee e - . . . 18 927 2 481 507 367 824 87 292 82 414
564,9 OTHER APPAREL AND ACCESSORY STORES. . » o . . 758 sg\zz/gss 1156 6 834 658 292 ‘Lgu 661 24 8177 2% 806
564 | T CHILDREN'S AND INFANTSs WEAR STOKES | . . o o o [ . L1 3 695 406 025, 3 933 12 785" 15 260
569 ! MISCELLANEOUS APPAPEL AND ACCESSORY STOHES, . . . . - 3139 252 267 50 728 12 092 10 S46
! . .
g FURNITURE, HOME FURNISHIMGS, ANU
i EQUIPMFNT STORES - .
o TOTAL , PP 116 857) 22 533 328] S1 285 9 150 82 a73{ 21 sou 846! 3 112 854[ 734 358 a7a 594
_u_#u_&uuun_uuummnmuns sToAgd ° 66205, tu.068.001] 28 110] 5 834 7 681] 13 512 4u45( 2 059 803] 483 781, 301 683
5712 “ FURNITURE STORES, L T R Y 38 732) 10 4u2 856 13 908 3 598 30 0437 10 127 503" I SIU OF% 3559508 715730
OTHER 571 |  HOME FIRNISHINGS STORES . o + + o o 2 o o o o 4 27+973] 3 621 545] 14 205 2 236 17 638] 3 384 ou2 545 720| 126 873 85 953
5713 t FLOOK COVERING STORES |, ., ., . . [P wel . .- . 9 501 2 299 4u9 359 781 82 963 48 992
5714 DRAPERY, CURTAIN, AND 1PHO STtr(V sfouf_s . s e - L1 . - 4~ 140 478 865 89 098 21 181 17 907
5719 ! M1SCELLANEQUS HOME FURNISHENGS STORES , o o L L sl we 3 997 606 628 96 841 22 729 .. 19 054
Standard Notes -Represeats zero, O Withheld to avaid disclosure, KA Not available. X Not apphicable.
**Data not pmwiged because establishments with no payioil Jre classified only al the next broades kind-of- busmcss levet y
Heftiudes sales from catalog order desks. s
s - 5
v

Q

ERIC

Aruitoxt provided by Eic:

63



. .

RETAIL TRADE

i

United States, by Kind of Business: 1972—Continued

L W : > .
g 7 - . . : T ~
All establishments Estatitishments with payrott 4.
N ¢ - 1 e K sl
' Number Sales Operaled by - Number Sales . | Payroll, Payrall, * Paid
- unncorporated ‘. entire year tirst employees
L . businesses quarter for week
Kind of business g -
SIC code 4 : bus J - 1972 including
Sole | Pariner- March 12
- . . Wpropre- ships - . N
. f . . . lulsnlps - !
. (51.000) [e(numben) | (number) ($1.000) {81.000) ($1,000) (number)
) FURNITURE, HOME FURNTSHINGS, AND, ' '
é EQUIPMENT STORES=-~CONTINUFD o
o {
872 HOUSEHOLD APPLIANCE STORES, o & o'« 4 4 4 & 20 262 3 824 004 8 738 3 626 954 473 312| 111 244 73 238
873 HADIO, TELEVISION, AnD Music- STORES | | ... &9 £901 4 6L4 37| 14 4do 4 369 447 579 739 139 s34 99 673
5732 RADIO AND TELEVISION STORES v . o , , . . . S es 2 919 498 373 746 90 121 62 310
5733 SMUSIC STORES. o, 4 4 o s o v ¢°¢ o s « s « 1- 448949 205 993 49 413 37 33
8733 PT. HECORD SHOPS PR P . 391 133 47 447 11 269 10 iz
8733 PT, MUSICAL INSTRUMERT STORES &+ & + o o o+ + 1 054 816 158 546 38 144 26 611
- ~ - e e e - i . . A ~
EATING AND DRINKING PLACES i
58 e e e e e e, 350 524 | 36 B67 707|164 0:3| 34 778| 87 250 35 047 S77] € 734 S04iz 031 2:4| Z €34 457
s812 Enms PLACES . Cr e e . e55 136 30 385 23 986| 206 899 29 1% 731] 7 620-220[1 765 z09] & 317 425
5812 PT, RESTAURANTS AND LUNCHROOMS, . &+ .+ . . e *e|. 112 658 16 652 B26| 4 516 307:1 QN9 145] 1 353 84y
8812 PT, SOCIAL CATERERS . . , & o o s o o 4 & . .- 3 944 663 046 181 027 41 690 51 592
3812 PT, _CAFETERIAS, R .. . 8 162 1 587 166 yuuy 276 106 333 127 399
8812 PT, , REFRESHHMENT PLacs. o o L.l ) .- . 7z 850 8 937 626] 1 917 334( 431 730 €34 £13
s812 PT, CONTRACT FEEDING, . RN Ldd - 5 838 1 51% 7%% 486 B63 122 4%6 122 Qo8
%812 PT, ICE CREAM, FKOZEN CUSTARD STANDS, . & . . L 5 451 356 312 74 413 13 855} 27 770
5813 DRINKING PLACES (ALCOHOLIC BEVERAGES) , i 106 6] 6 4Bz 3U6| 95 64 10 792] © 7€ 351] 5 734 846| 1 114 4| 266 015 217 o3&
DRUG STORES AND PROPRIETARY STORES . N 9 )
591 CTCTAL L .. L, e 91 S42{ 15 596 14 380| 4 164 47 587 15 419 9Zi| 2 202 437| 531 e:v 45 9i€
%91 PT, DRUG STORES . o 4 v o + .. .o . . 46 991! 14 900 9uo| ¢ 148 576| 518 4o 439 510
%91 PT, PROPAIETARY STORES, o . & o o o v s s o o s . b . 2 596 518 982 837861 13 407 14 418
MISCELLANFOUS RETAIL STORES , , -
i . .

. 59 Ex. 591 TOTAL o 4 4 o 4« o e s s o o o o o s o s o 5C0 G801 45 959 597|347 e33] 28 186| 193 E86| 40 201 £90] 5 591 710'1 242 651 1 049 6t
89 LIQUOR STORE et e e e « 0. 41 9911 9 A7y 465! 16°594  u 383 33 6981 9 342 129 632-435! 152 459 126 637
59) @SED MERCHAND!SE STOPES [ .. 31 356| 1 494 73Z) 4 793] 2 052 11 9137 1 179 s64 207 477 S0 144 44 326
596 NONSTORE RETAILERS, . . , 4 « « o & 162 11 568 448!145 011] 1 982 19 6731 9 705 3891 1 675 348| 402 938 276 855
8961 . MAIL-ORDER HOUSES ' 7 4 573 971 3 096 417 5 410] 4 928 150 736 761| 178 863 121 976
8961 PT, “DEPARTMENT STORE MERCHANDISE! | 3 243 2 320 9 505 665| 124 174 81 388
5961 PT, QOTHER GENERAL HERCNAND]SE e © 383 547 169 38 9%5 & uby 6 893
8961 PT. Foou, . e e 142 150 727 2% 215 6 188 4 308
5961 PT, APPAREL , ACCESSOR!ES . . 104 400 823 38 S49| - 9 o84 7 198
5961 PT, FURNITURE, HOME FURNXSN!NG<, tOUIPHENT 194 283 011 32" 82" 8 094 5 702
%961 PT, © AOOKS, SEATIONERY , , , , . . . 224 187 332 15 840 3 833 2 650
8961 PT, OTHER & § v 4 v s 4 0 ws o v 0 = s 4 s . 1 060 638 154 79 995 19 306 14 170
5962 AUTOMATIC MERCHANDIS ING MACHINE OPERATORS . 12 3 glg 578 $ 399! 2 828 590 4S4 7851 110 706 69 897
5962 PT, CANDY, NUT, CONFECTIONERY: . - 8151 © 321 953 85 994 13 11 8 658
5962 PT, MILK, ICE CREAM , , . , , . 73 28 871 4 463 1 029 575
5962 PT, OTHER REVERAGES ,-, , , , . 1111 856 732 169 830 41 8%y 25 847
‘8982 PT, TQSACCO PROOUCTS, , , , » . 1 246 868 985 96.3%1| ° 23 352 13 409
s962. PT, OTHER o8y 4 v 4 e s v o o . 2 114 752 349 128 147 30 695 21 408
5963 - 'DIRECT SELLING, P L] 161 134 074 8 8o4] 2 3u8 649 483 802 113 369 84 982
S9A3 PT, BUILDING MATERTALS, HARDWAR H 0 450 99 209 19 038 4 295 2 673
5963-PT. GENEPAL MERCHANDISE . , , . . N e 450 181 473 44 699 10 383 7 290
%963 PT, MILK, @ v o o o0 = o « o o o . . 615 240 709 40 589 10 293 5 151
5963 PT, OTYER FOODS . .0 . L1 935 228 319 41 622 9 %60 °o 33
%963 PT, APPAREL, ACCESSORIES, . . . . . .o 189 66 110 8 gu9 2 014 1 457
%963 PT, FURNITURE, MOME FURNTSHINGS . v 2 360 565 554 146 42 35 ¢33 27 396
5963 PT, MOBILE FOOD SERVICE , , . . Tee 1093 227 126 46 9gfl 10 641 9 114
%963 PT, 800KS, STATIONERY ., . « . o . . 1117 398 413 70 113 16 531 13 998
5963 PT, OTHER & 4 v 4 4 o v o o o « N »a 1 65% 341 736 <66 367 14 709 11 372

- B N
598 FUEL AND 1CE DEALERS, , . , . . e e 19 9161 4 792 889, & 913! 1 096 15 276| 4 342 731 493 189 383 102 765
8983 FUEL OIL DEALERS, « e e . e . ©7 2761 2 970 438 283 115 871 56 60%
50A4 LIOUEF1ED PETRGLEUM GAS (BOTTLED GpS) DEALERS °, " e | . . 6 446 1 438 671 265 667 66 976 40 880
5982 © FUEL AND ICE DEALERS, N.E,C., . “ e b . . el 41 554 194 880 27 543 6 836 S 280
%992 FLORISTS, . PP Y . 24 dod 1604 BQ1! 14 210 16 503 1 450 3204 294 78% 69 185 71411
8993 CIGAR STORES AND STANDS . & . . . P 4 462 422 002! 2 417 2 595 357 7197 41 1% 10 065 9 213
594 MlSCELLANEOUS SHOPPING GOODS STORES ., . . ., + 162 571 11 993 15| 68 700 71 150] 10 991 838! 1 545 674 361 145 355 729
394 SPORTING GOODS STORES AND RICYCLE SHOPS , , . . 2 5351 2537 686} 13 373 12 356 2 283 851 277 139 61 932 51 284
8941 PT, GENERAL LINE SPORTING GOODS STORES, . . « 4+ . R . s 8 %08 1 629 %99 194 267 44 145 35 961
8941 PT. SPECIALTY LINE SPORTING GOODS STORES. . . « . ~” e - o 3 851 654 252 83 472 17 787 1% 323
8942 BOOK STORES 4 4 ¢ v ov o o v v o v o 0 o« o 7 820 907 0<7{ 3 715 4 991 853 833 18 080 28 385 28 703
8943 STATIONERy STORES . . . P 6 uip 753 €65( 2 310 5 108 713 281 113 938 27 382 26 328
944 JEWELRY STORES, , , S v e e e e 25 3161 3 117 780} 13 229 15 956| 2 903 574 472 968 111 749 86 a
3945 HOBBY, TOY, AND GAME SHOPS. .+ + v o viv w v o o 10 476 907 924| 7 250 4 267 81] 460 94 685 2 528 20
3946 CAMERA AND PHOTOGRAPHIC SUPPLY STORES.. . . . . 4 743 766 737| 2 131 32n 735 640 92 D28 932 15
s9u7 GIFT, NOVELTY, AND SQUVENIR SHOPS PR 24 6491 1 216 963 15 315| 12 6181 1 037 034 151 509 33 842 39 872
5948 LUGGABE AND LEATHER GOODS STORES, PO 1 810 199 943 8191 - 1169 187 066 29 733 6 932 5 836
5949 SEWING, NEEDLEWORK, AND PIECE GUODS ESe + o 19 784 | 1 585 230| 10 558 11 4187 1 468 079 194 977, 47 463 61 078

K e -
8994,9 OTHER MISCELLANEQUS RETAIL STORES . , , 4 , « « 90 LAY 4 z0% 145 | 69 195 i3 076 L 573 511 46> 0B3| 107 53z 8L 683
5994 NEWS DEALERS AND NEWSSTANDS o 4 4 o o d o o o & [ - .o z 7.0 347 079 39 71z 9 6i3 10 925
£ %999 PT, - PET SHQPS , “ et e s s e e e e - . 2 5104, 231 370 37 213 8 764 b 683
5999 PT, TYPEWRITER STURES & o 4 v v u v o . S s e . o . 962 122 431 22 478 5 383 373w
8999 PT, OPTICAL 60005 STORFS. o 4 4 o o o ads o8 o v & .. . Ry 5&7 835 136,021 3. 064 19 991
2009 py. ATHEG DETAILE ST s = - i . oe 11940 -5 344 794 225_662}--—.50 798 39 343
Standaid Notes —Represenls zero. 1] Vlltnheld ta avoid disctasure: NA Not available. X Not apnlncable
**Data not pravided because establishments with no paytall are classified only at the next braader kind-ol-bustness level. - .
Iincludes catalog store operations, ﬂ
. ~
- .
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LExcludes SIC §17, petroleum and petsoteum produtts.

Far mevchandns: agents and brokers, entrres represent commnssmns or bwlorage received,
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: 2 : WHOLESALE TRADE .
@ ’
United States, by Type. of Operation and Kind of Busmess 1972 .
. . )
Yo 's LY. - .+ Establish- Sales Inventortes, | . Dperaung upehsis, Paytoll, entire | Payoll, Paid
. - | ments N end of year 1972 ncluding payroll ! yeal - fust employees
1912 \ S . - . : quarter for week
SIC Type of operation and kind of business 197 meluding -
.code . . Amount Peicenl . Maich 12
. (umber) (81,000) (51,000) (51,000 ofsales 1 (51,0001 C6L0YY | (nunbep
B v s o E
y : A 2 . . .
- i "HOLFSALE TRADE, TOTAL, . o 4 v 4w 4 4 W W 369 792 | 695 830 319 | 45 757 319 |''66 497 355 |° 10.7(" 36 901 120 8 814 236 4 027 021 .
! . S N ) _ ; 1 . , )
; TYPE OF OPERATIA, . 4 e . !
“MERCHANT wHOLESALERS, TOTAL e e 289" 980 353315 986 | 36 779 759 | 46 531 215 13.9 | 25 917 666 : . 6-142 082 3 023 560
|+ ‘WHOLESALE "MERCHANTS AND oxsTHluuYoFS. e+ e s o |7 274 733 1 305 181 518 | 31 282 205 | 42 806 591 14.9 24 480 329 | 5 802 187 2 875 505
. GRAIN FLEVATORS (TERMINALS ANG COURTRY) , o o o 5 811 11 440 649 1.196 325 684,176 6.0 271 589 ; 62 304~ 37 857
L IMPORTERS | .t e e 6 786 23 092 407 3 260 560 2 428 268 105 © 914 269 | 217 646 -84 862
FTNEXPORTENS ey o v s 4w e h s s s 0 s e e 2 650 13 601 412 1 040 669 612 180 ;  4.5| * 251 479, 59 945 T 25 336
' . . o) . i
umu CTURF RS SALEs unmcuss BND SALES OFFICES, . ' C . |
TALY TR 47 191 | 255 562 777 7 986201 | 16 353 338 7.2 9 026 048 | 2 208 085 794 404
«muncwasﬂv SALEs BRalched-Zaith STCCK | | 32 611 | 124 458 472 7 963 280 { 11 060 613 11 6 262 440 - 1 516 122 574 886
. MANUFACTURFRS P SAEFS L OFF 1CF S==x ITHOUT ﬁTocx .o 14 580 | 131 104 305 22 921 5 292 725 4 2 783°608 | - 691 963 ~ 219 518
. | MERCHAMDISE AGENTS AND BROXEPS,.TOTAL , . . i . . 32 621 | 86 951 556 991 359 | 3 612 802. 4.2} 1957406 464 065T 7 209 057
MERCHANDISE BROKEAS FOR suye®S Ch SELLERS | | | 4 770 20 397 799, 91 221 648 368 3.2 357 512 84 506 33 933
COMMISSION MFRCHANTS v e e s e e 6 940 18 970 904 240 631 714 680+ 3.8 383 349 91 983 48 439
. MANUFACTURERS ! AGEN PR N 16 529 23 344 579 290 640 1 659 521 7.1 « 895 319 210 125 78 163
. SELLING AGFNTS, P D 1723 6 990 389 94 334 227 666 3.2 —136 542 32 952 13 634
. AUCTION COWPANIL D T I T 1 769 8 170 207 55 717 201 -101 2.5 93 435 22 574 27 124
. IMPOGRT AREATS | L s e s a0 s s 265 31'618 717 ‘138 80O 47 266 1.3 31 263 7 300 2 292
2,0 EXPORT AGENTS & 4 4 4 4w oy o o o o o s 40 o 4 4 440 4 694 104 72 535 84 090 1.9 . 42417 10 345 3 568
i PURLHASING AGEI‘TS AND PESINEST olUYERS , ., , , , 185 764 797 7 481 30 110 3.9 1 17 569 4 284 1 904
b TYPE BY KIND OF AUSINESS ) 1 .
! ) R .
@ ALL TYPES OF OPERATION N . . -
: TOTAL b e e v ah e e e e R 369 792 695 830 319 45 757 319 66 497 355 10.2 36-901 120 8 814 236 KA 027.021'
. R ' : . .
) . OURAALE £Q0D< . . .
% TOTAL 4w o v v o e i e e e e e e s e w206 126°) 341 829 S04 | 27 837 362 | 39 013 194 11.4 i 21 675 161 5 154 431 | - 2 254 712
. . ! .
801 MUTOR VEHICLFS AND AuTnnonvs PARTS. AND SUPPLIES, 36 k486 .~ 83 015 818 S 44]1 468 6 254 469 7.6 1 3 4H, 590 813 170 391 849
f012i AUTOMOBILES aND OTHER MOTOR VEHICLES, , , . . . 5 S5l 57 754 909 2 268 348 2 043 361 3.5 1 008 560 243 917 102 327
; NE® ANM USED AUTOMOBILFS AsD NOV‘RCVCLFS 2 553 48 518 964 1 285 437 1 092 273 ©2.3 412 336 99 263 39 732
; THUCKS AND TRACTORS L T 2 997 9 235 945 . 982 911 951 088 10.3 596 224 144 654 62 595
5013|  AUTOYOTIVE PARTS AND SUPSLIEC . . 27 070 19,930 433 2 599 793 3 461 860 17.4 2 009 363 477 476 246 127
; NEW AUTOMOTIVE PARTS, Accnsoﬂxzs. akp” '
EQUIPMENT-~WITHOUT MACMINE SHOP,", , . 16 704 |° 15 187 534 1 868 909 2 259 851 14.9 1 254 820 1 296 565 148 107
i NEA AUTOMOTIVE PARTS, ACCESSORIES, AnD’ . . :
. EQUIPMENT.-WITH MACHINE SWOP , . , , , , , , ‘8 252 3 869 139 654 103 1 000 167 25.8 641 318 153 868 83 544
. {ISED AUTOMOTIVE PARTS aND FQUIPMFNT , . . . . 1 522, 441 248 41216 122 225 27.7 66 153 15 756 | - 9 419
] PETROLEU PRODUCTS MAKVETI~G EuUIPRENT | [ | 592 432 512 35 565 79 617 18.4 47-872 11 287 5 057
80141 TITES AN TURES L, L L L, e u ...l +3866] 5 330 476 573 327 749 248 | 14.1 396 667 | 9t 777 43 395
%02 | FUSNITURE An) HONE Fuanwws. PR P 9 530 12 358 828 1 027 481 1778 110 14.4 925 754 219,366 96 677
5021, b FUPNITURE |, C ot e aye e e 4 093 3.934 467 289 195 643 496 .  16.4 |, 350 011 83°192 36 479
HCUSEROLS ANR Lawn'FURS ITUSEL o0 0 I 0l 1 877 2 085 611 148 610 273 613 13.1 141 612 32 864 14 389
OFFICL AND BUSINESS FUSNITL FF.. e e e 2 216 1 848 856 140 585 369 883 20.0 208 399 ‘50 328 22 090
5023 HOME FURNISHINGS, e e e S. 437 8 424 361 738 286 113 614 13.5 575 743 136 174 60 198
CHINK, GLASSWARE,. AND CROCYERY. . o o . 669 877 672 114 722 150 633 17.2 70 679 16 073 7 029
LIMENS, JOMESTICS, CUKTAINS, ETC, , , ,. 891 1 816 534 111 111 185 252 10.2 85 240 20 267 8 833
FLOOR COVERINGS .-, P 2 262 3 922 798 352 579 519 490 13.2 274 883 65 232 26 891
" OTHER HOYE FURNISWINGS o+ o o o o o' ¢ 1 635 1 807 357 159 874 279 239 15.5 144 941 34 602 17 445
. .
%03 | LUMMER ANO OTHER CONSTRUCTION MATERIALS . 15 888 28 094 594 1 793 060 3 227 642 11.5.-] 1 724 868 401 735 180 912
5031 LLMBER, SLYwNOD, AND MILLWORK , , , . 7 457 16 151 734 1 154 864 1 723 432 10.7 909 455 211°308 97 054
LUABER-=YITHOUT YARD, , , , . "1 157 2 314 108 76 450 199 411 8.6 107 774 25 005 12 325
LUMBER<-¥ITH YARD . . 2 920 6 822 308 457 379 730055 | 10,7 369 487 386 38 B48
'PLYNOOD aND "lLL'O“" thefal Bk weofy] 1D D] 3380 @ 7015 320 621 035 793 966 11.3 432 194 101 917, 45 881
5039 CONSTRUCTION MATERIALS, NMyEuCuy o o o o o 4 4 o 8 431 11 942 860 638 196 1 504 210 12.6 815 413 190 427 83 858
BRICK, TILE, CEMENT, ETC, , , ., ., 4 4 , . , . 3137 4 306 688 169 668 523 586 12,2 273 288 61 748 27 618
GLASS (FLAT, HRICK) PO T T P I TR 1-415 1 483 831 87 467 204 577 13.8 138 047 33 483 14 143
RCUFING, SIDING, ANO INSULATION MaTERIaLS | | 1 340 1 996 449 152 793 256 028 12.8 137 302 32 897 14 094
OTHER CONSTRUCTION MATERIALS, , o o & , . . . 2 839 4.155 892 228 268 520 019 12.5 266 776 62 299 28 003
. A B . .
504 | SPORTING, PECREATIONAL, PHOTOGPAPHIC, AND HOABY
; GGCODS, TOYS5, AND SUPPLIES C eie s 6 721 11 145 973 1 070 503 1 613 764 | . .59 852 251 205,179 85 312
5041 SPOKTING AND RECREATIDNAL GOODS ‘ND ‘UP”LIES. . 3 644 |7 4 4350307 648 789 637 840 14,4 307 731 71 018 35 003
5042 TOYS AND HOBRY GOODS AND SUPPLILS , ., . , . . . 1 457 "1 8864727 181 607 267 277 14.2 124 351 29 372 14 354
5043 PROTOGRAPHIC EQUIPMENT AND SUPPLIES , , , . . . 1 620 4 823 939 240 107 708 647 14,7 420 169 104 789 35 955
505 | METALS ANC MINERALS, EXCEPT PETROLEUM |, , , , , .| 7 967 43 487 997 2 646 315 2 619 778 6.0 1 358 431 324 551 126 530
%081 | - METALS SERVICE CENTERS AND OFFICES, , . 7 346 40 473 116 2 611 268 2 502 660 6.2 1 303 076 3107715 121 291
FERRDUS METALS SERVICE CENTERS ArD OFFCEs, . 5 540 30091 921 2 103 325 2 091 320 6.9 1 076 358 254 244 99 527
NONFERSOUS METALS SERVICE CENTERS 4ND oFFICES 1 806 10 381 195 505 536 . 411 340 4.0 226 718 ; 56 471, 21 764
5052 CCAL ANG OTMER HINEFNLS AND ORES, , , , . . 621 3 014 881 35 047 117 118 3.9 55 355 13 836 5 239
co PR . 606 (D (D) (D) (D (D) (D (D)
OTHER “1%eRals anD’oRgs «h e et e o . 15 (D (D) (p) | (D (D) (0] (»)
506 | ELECTRICAL G00DS, .. 21-172 | 49 349 015 3 328 937 4 888 896,| - 9.9 2 603 197 630 527 270 130 -
5063 ELECTRICAL APPARATUS® AND EuuxPuENT. anHG . '
SUPPLIES, AND CONSTRUCTION MATERIALS , .. 10 914 28 374 008 1 406 860 2 436 396 8.6 1 409 620 | 340 920 136 324
8064 ELECTRICAL APPLIANCES AND TV AND RADIO SETS . . 3 33t 12 681 194 1 289 652 | .1 423 111 11.2 = 633 088 | 156 106 62 694 -
5063 FLECTRONIC PARTS-AND EQUIPMENT, , . . . , , , ., 6 927 8 293 81) 632 425 1 029 389 12.4 560 489 133 501 58 112
507 | HARCWARE, PLIMRING, MEATING FGUIPRENT, SUPPLIES | 17 398 18 600 37 2 155 410 2 975 198 16.0 1.713 512 409 534 181 378
%072 HARDWARE , .ol s 100 6 680 & 847 983 1 095 067 16.4 642 769 154 882 | , 71 083
‘8074 PLUME ING a%iD WEAT ING EQUTPRENT "aND “SUPPL S - ¥
| (HYDRONICS) , 7 056 418 420 847 456 1 108 446 15,1 631 181 150 799 67 856
5075  WARM AIR.HEATING AND ATHZCONNITIONING €oUISMENT R ) ’
i AND SUPPLILS . e e e 4 191 3 6744613 400 022 601 693 ~16.4 339 983 80 221 33 228
5078 REFRIGERATION zauxpnsm and fupe(IEs. ) L L ! 1 051 926 908 | ¢ 59 949 169 992 18.3 99 579 23 632 9 211
Standard Noles: ~ Represents mo D Withheld to avoid disclosure, NA Not avagiable, - X Not apphicable, - N
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s : S _ . WHOLESALE TRADE : B .
L . ' - al -
‘ e
Umted States, by Type of Operation and Kmd of Busmess 1972~Contmued : .
. S -~ Lt : i .
. Eslabhsh- ' Sales lnnnlnnes, Operating expenses. &ayroll, entie | Payrol, Paid-
172 - ments : end of year 1972 ncluding payroli ! year fus) . | employens
SIC © . " Type of operation and kind of business . - ‘ 'f;;'zm ) ::::l::::g
code | - . ; ' Amount Pelﬂ"_e“_ o March 12
. - . aley
- ) (rumber) |- (81,000 CsLoon (51,000) of s (51,0001 {51,000 " (number)
- ’ TYPE 4y KIND OF BUSINESS-<CONTINUEL - | . .- S e e A
ALL TYPES OF OPERATIPN==COMTINGED . - . i . '
. DURABLE 600US-—CONT INVED
: %08 | MACHINERY, EOUIPMENT, AND SUPPLIFS, , , , . 73 752 80 692 048 | * 9 092 763 | 13 489 418 16.7 7999 774 1 893 971 800 371
5081 COMMERC 1AL MACHINES AND FQUIPMENT , "o | . 11 121 12 692 098 |- 1 030 451 3 135 842 24.7 2 176 018 ~513 796 183 482
. OFFICE WMACHINES -AND EQUIPMENT , . | [, | | | .7 669 10 542 00%- 823 638 | . 2 641 916 25.1 1 893 4191 - 446 730 152 986
RESTAURANT ANU WOTEL SUPPLIES , . , , [ [, , 1163 .. 745 879 67 °579 1 . 152 285 20,41 87 360 20 746 9 718
STORE MACHINES AND FIXTURES , , [, | 2290 | - 1 4047215 139 234 341 41| 26.31 %7 1957239 . 46 320 © 20 78
5082 | CONSTRUCTION AND MINING MACHINENY ANG EQ)IIPHENT 3917 8 037 ’ 1926 445| 1 308 808 | 16.3 745 196 177 906 67 380
5083 FARWLAND GARDEN MACHINERY AN EGUIPMCHT , , | | 15 618 12 599: 588 2 065 616 1 650. 701 13.1 929 652 215 139 123 586
5 : 123 )
5084 INDUETRIAL MACHINERY ANU EQUIPMENT, .| 15 228 17 098880 1 467 223| 2 579 123| 15.1 1 449 629 346 217 137 175
_ FB0-PROCESSING MACHINFAY AND FQU1PHENT . ©- 825 593 408 L. 53 466 112 897 | 19.0 61 488 14 939 6 212
ERAL PURPOSF INDUSTRIAL HACH,, EGUIPMFNT . 3 960 5 800 747 358 586 659 656 11.4 388 361 91 329 35 720
ALWORKING MACHINEKY AND EOUIPMENT, , , . & 2 264 2 180 838 190 856. 319 826 14.7 176 085 42 042 .15 665
ERIALS HANDLING EQUIPMENT, . 2 209 2 459 957 313 146 519 421 21.1 304 437 73 128 30 358
L WELL, OIL° REFINERY, PIPELINE EOUTPRENT. . | 3 (93 1 979 539 194 997 260 408 13.2 130 486 32 356 .13 395
YHER INDUSTRIAL MACHINERY AND ECUIPMEKT, , 3 917 4 084 391 | 356 172 706 915 17.4 348 772 92 423 35 825
5085 | INDUSTRIAL SUPPLIES . Cr e e 11 857 16 451 376 1 237 927 2 201 760 13.4 1 228 237 291 981 123 785
“RENERAL-LINE INDUSTRIAL sufplifs; . 2 130 2 298 110 304 916 447 355 19.5 271 471 64 491 :%a 463
MECHANICAL POWER TRANSMISS]OM EDUlPNENT . 1 641 2 114 547 205 662 271 641 12.8 146 488 34 713 v >639
INDUSTRIAL VALVES, mess. AND EQUIPYENT, , | ¢ 1 398 1 698 853 , 179 243 251 549 14.8 140 113 34063 3 109
WELDING SUPPLIES, , e e e 1 946 1 331 971 133 268 330 518 264.8 180 582 42 300 18 827
OTHER INDUSTRIAL SUPPLlEs T 4 7642 9 007 895" 414 838 900 697 10.0 489 583 , 116 414 | - 48 747
- b
5086 PROFESSIONAL EQUIPMENT AD stvuss 7 199 6721 940 | ' 749 083 1 382 104 20.6 804 822 192 172 89 904
DENTAL SUPPLIES . . 730 . 551 471 84 992 134 026 24.3 76. 594 18 996 8 293
RELIGIOUS AND SCHOOL SUPPLIES . © 1173 773 399 97 930 183 630 23.71 - 98 040 23 495 12 221
. SURGICAL, MEDICAL, AKD HOSPITAL § 2 194 2 399 119 267 543 457 904 19.14. 260 415 63 289 25 860
OPTICAL AND OPHTHALMIC GOODS, , , 1 663 959 764 107 856 263 823 27.5 187 887 43 897 25 063
OTHEP PROFESSIONAL EQUIPMENT, , ., 1439 2 038 187 190 762 342 721 16.8 181 886 42 495 18 467
5087 SERVICE ESTABLISHMENT EQUIBHENT aNC SUPKLIES, , 6 547 3 004 295 292 105 729 854 24.3 414 269 97 767 ' 49 602
REAUTY ANO BARRER SUPPLIES, , , , , , . , . . 1 755 639 900 85 685 180 884 28.3 102 594 25 241 13 815
CUSTGDIAL SUPPLIES, , S r e ae 1 774 638 282 58 269 193 602 30.3 ¢ 122 524 26 700 14 224
LAUNDHY AND ORY~CLEANIFG SIebLies ; | 0 7 7 | 835 [ . 442 700.(° 43 319 112 385 25.4 56 196 14 098 6 371
OTHER SERVICE ESTABLISKMENT SUPPLIES, | e 2 183 1 283 413 104 832 242 983 | 18.9 132 955 31 728 15 192
. 5088 THANSPORTATION EOUIPMENT AND SUPPLIES, ExCgPr ) L o s b T
HOTOR VEMICLES , ) 2 265 | % 086 35k 395 413 301 526 | 1237
AIRCRAFT AND WERONAUTICAL EQUIPHMENT Awd PARTS 1 266 2 149 506 207 155 292 638 13.6
MARINE MACHINERY, AND ECUIPWENT, , , | | 657 743 973 .79 788 121 819 | 16.4
OTHER. TRANSPORTATION EOUIP"ENI, R - 342 1 192 875 . 38 970 86 769 7.3
509 |MISCELLANEOUS DURABLE GOODS , . . . , . . . 15 212 | 15 084 852 | 1 281 425| 2165919 14.3] 1
5093 | SCRAP AND WASTE MAJERIALS | [ 0 [ | | | . 7 461 6 035 233 396 387 | 1 089 331 | 18.0
. IRON AND STEEL .SRRAP, . . . , .o, . . . 3 806 3407 901 247 595 604 056 17.2
~ WITM PROCESSING EQuIpMEnt | '8 ° ° . 2 D65 2 3 2 197 448 491 939% 21.0
WITHOUT PROCESSUMG EQUIPYEAT, . & . 1741 ® 178 6 50 147 112 117 9.5
WASTE aND SECONDARY »-nEnlA\f DEALERS , , | , i3 655 2 527 332 148 792 485 275 19.3
5094 | JEWELRY, WATCHES, A1aMONns, anb oTnea PRECIOUS - : ‘
STONES 4 v v o/t v e v e e i 3 340 3 291 122 500 254 437 963 13.3 223 570 53 395 23 672
5099 | OuRaRLE 600Ds, HLELC, o L . .. S e e e 4 411 5 758 497 | © 384 784 638 625 11.1 315 365 72 760 36 259
- MUSICAL INST unEMs AN 314 371 560 52 688 79 139 21.3 35 634 8 667 3 789
FOREST PHODUCTS, EXCEPT LuvgEw. | S e e 1 439 2 048 095 80 791 133 969 6.5 7 858 16 048 8 993
OTHER DURABLE GOODS . . . . , , , ,, ., .. 2 658 3 338 842 251 305 425 517 12.7 211 873 48 045 23 477
NONDURABLE GOOCS . “ . ‘(
. - .
51 TOTAL » w o v e e v e v v o . e w o w . .| 165666 | 356 D00 815 { 17 919 957 | 27 484 16} 8.91 15 225 959 {. 3 659 805 |. -1.772 309
511 | PAPER AND PAPER PRODUCTS. 4 4 iy 4 o o uw v, o s 10 714 17 280 148 867 213 | 2 201 994 12.7 1 290 920 312 726 130 498
5111 PRIKTING AnD WRITING PAPER, . [ | [, . . . . 1 458 (- 5 246 499 264 635 547 738 10.4 323 094 78 216 . .28 418
5112 STATIONERY SUPPLIES P T T, 5 393 3 949 670 271 328 - 823 406 20.8 495 779 119 077 i = 55 307
5113 INDUSTRIAL AND PERSORAL SERVICE Paber | | e 3 863 8 083 979 331 250 | . 830 850 10.3 472 .047 115 433 46 773
512 | DRUGS, DRUG PROPRIETARIES, DPUGGISTS! SUNLRIES . 4 024 12 666 327 1 072 423 1.792 711 14.2 803 325 195 784 |. 87 623
5122 VORUES: DRUG PROPRIETARIES, DRUGGISTS' SUNORIFS, 4 024 12 666 *327 1 072 423 1792 711 14.2 ‘803 325 195 784 87 623
" GENERAL-LINE DRUGS, . - 956 2 827 688 371 982 331 017 11.7 183 229 |. 45 142 23 655
SPECTALTY-LINE PHARMACFUTICALS, CoSMETics,®
AND TOILETRIES & & L 4 W 4w 4w o b s n o s 3 068 9 838 639 700 & 1 461 694 | 14.9 . 620 096 150 642 63 968
. 513 | APPAREL, PIECE GOODS, AND MOTIONS . 12 383 27 932 961 2 008 154 2 874 322 10.3 1 3a8 910 336 370 © 134 015
5133 PIECE GONDS “ e 3914 12 725 104 . 773 602 1 012 580 8.0 496 086 121 340 42 036
. PIECE 6OOD§+-JOBBERS, . . . 3 168 10 417 414 452 203 753 767 7.2 373 825 90 836 32 912
R1ECE 60ODS~-CONVERTERE | .. 746 .2 307 690 321 399 258 813 11.2 122 261 30 504 - 9124
5134.| NOTIONS AND OTHMEP DRY 6ONDS .. 1 491 2 476 459 | 265 022 336 811 13.6 166 790 39 818 16 293
1138 MENSS AND 30YS) CLOTHING ANG FUKNISHinGs. © - 2 323 4 538 690 320 271 474 287 10.4 1230 719 S5 586 24 580
5137 WOMEN'S, CHILDREM!S, ALD [NFANTS! anTleb )
’ AND ACCESSURIES: . o . . w b b v o 4 v v 4 4 . 3670 6 085 275 418 840 749 167 12.3 361 376 6 607 - 37 902
5139 FOOTWEAR, o 4 4 o o o o o o s sgue o o 4 a4 s 985 2 107 433 230 419 301 477 14.3 1\3_3 939 3 019 13 204
. . . .
Siandard Notes: - Represents zefo. D Withheld o avaid disciosure. NA Nol avaitable, X Mot aplicable, . . \ ' .
IEchudesSlC 517, petroleum and pelroteum products. “For merchandise agents and brokers, enlnes represent commissions of brokerage mgmd . "’\_\,\ .
_ , ¢ -y o /
. S .
. . ]
- &
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’ ’ Umted States, by Type of Operatlon and Kind of Busmess 1972—Cont|nued

- Establish- | Sales | In Operat Payroll, entire | Payroll, Paid

. . { ments '] end of year 1972 including payrol| ! year first emplgyees
-___ 1 \ N o : v quarler . | for,week.
sic Type of opration and kind ol buginess .’ 1972 inciuding
. ode RN . N e . Amount Percent - March 12 -
_ ‘ (rumber) | 51,000) (31,000 (5000 obsales |- gy o0p) (81,000) {rumber)
TYFE 37 RIND OF BUSIHESS--CONT.INUED A 5
. ] - - > .
ALL TYPES OF OPERATION--CONTINUED . \ . -
. NONDURABLE GOQUS==CONT INUED : B oL
B4 | GHOCEKIES AND RELATED PROOICTS. & v o e s o o o o 38 533 | 107 373 778 |. 3 744 540 9 251 982 8.6 4 842 895 | 1156 723 580 505
5141 GROCEKIES, GFNERAL LINE o o o « o o o » o » o o 2 818 21 572 586 | -1 286 676, | 1 537 118 7.1 910 723 217 858 101 281
VOLUNTARY GROUP . WHOLESALENS . o o o o & o o 4 396 6 458. 693 369 695 406 850 6.2 237 527 57 227 27,223
RETAIL COOPERATIVE WHOLESALERS, . o« o . ¢ o o 225 6 938 617 329 563 375 555 5.4 234 778 56 383 23 931
OTHER GENERAL-LINE WHOLESALERS, . . . . , ., . 2 197 8.175. 276 587 418 ° 756 713 9.2 ‘438 418° 104 248 50 127
5142 FROZEN FO07S, o o o v 2 o o v o o o o » 1955 | 6 689.874 283007 519 498 7.8 259 491 61 984 29 306
S143 DAIRY PRODUCTS, 4 127 8 885 168 153634 989. 638 11,1, 471 159 115 061 53 187
5344 POULTRY AN2 POULTRY Pngo cTS 2 468 | 3 715 602 907789 382 926 10.3 193 761 46 593 31 006
5145 CONFECTIONERY o 4 & o) o & . 2 407 3 287 282 144 617 303 296 9.2 163 261 39 416 20 916

T FISH AND SEAFOODS , ,', . . e 1711 1 661 505 86 784 193 540 11.7 98 885 22 801 15 454

'8147 MEAT 'AND MEAT PRODUCTS, . & + 4 o « & o » 5557 18 351 629 402 588 1 524 070 8.3 795 493 190 793 85 472
5148 FRESH FRUITS AND VEGETAMLES | . 4 4 & 4 o 6 861 9 654 898 169 819 1 291 531 13.4 653 744 151 132 103 34743

— — [ iy . N .

5149 'GROC:ths AMD RELATED PROOUCTS, RUEJCTT M7, 10 630 33573 '887 1125 671 2 511 715 7.5 1 297 396 311 343 140 648
~COFFEE, TEA) AND SPICES o . o v v o o o o o & 783 4 4 305 523 32Q 587 227 682 5.3 109 833 25 243 9 930
. BREAD AND BAKED GDODS Pt e e 2 096 2 843 209 60 095 608 615 21.4 325 793 78 716 .33 420
oo OTHER GRACFRY SPECIALTIES, MJE, Ll 7 751 26 425 155 744 989 1 675 418 6.3 .861 770. 207 384 95 298
518 snn-pﬂooucr RAW MATEKIALS . PR 14 820 53 312 735 3486 745 1 706 917 3.2 713 7171 165 583 118 030
8152 COTTON, . . . N 557 1077 767 654 051 92 184 3.0. 28 317 6 811 3 29
5153 GRATN . L . o L . . P 8 529 27 040 163 1884 941 1 016 606 3.8 423 736 97 519 56 432
5154 LIVESTOCK , I PR 3 814 18 693 958 157 421 342 517 1.8 146 463 34 204 41 081
5159 FARKM-PRODUCT “RAn MATERTALS) M.E.C e 1'920 4 500 867 788 332 255 610 5.6 115 257 27 049 17 223
HIDES, SKINS, AND PELTS , ., . “ o 536 1 101 635 69 760 68 084 6.2 33.738 8 091 4,137
LEAF TnpacCo, , “ e . e 610 2 022 077 553 288 88 018 4.3 36,229 8 340 5 891
®OOL, WOOL TOPS, AND wAWALL | | PP 212 318 137 34 775 21 490 6.8 9919 2 129 1 152
OTHER RAW FARM PRODUCTS o o . . cae e 562 1 059 018 130 509 77 711 7.3 35 371 8 489 6 043
516 TCHEMICALS AND ALLIED PRODUCTS o v v o v o o & & o 6 397 24 620 '736 656 028 2 105 112 8.5 884 522 216: 913 77 863
5161 CHEMICALS AND ALLIED PRODUCTS | . , . &+ . . . 6 397 24 620 736 656 028 2 105 112 8.5 884 522 216 913 77 863
517 PET OLEUM aND PETROLEUM PRODUCTS, . “h e e 31 277 46 283 548 1 633 437 (NA) (NA) 1 546 577 388 710 | * 193 885
171 THOLEUM AULK STATIONS AND TERMINALS 25 533 33 358 040 1 336084 (NA) (NA) 1 196 742 302 538 152 132
. GASOLINE, KEROSENE, DISTILLATE, AND RESIOUALS 24 839 32 714 255 1 286 946 ?NA) (NA) 1 147 395 290 000 145 767
B . LICUEFTED PETROLEUM GAS , . 694 643 785 ' 49 138 NA) (NA) 49 347 12 538 6 385
18172 PETROLEUM AND PETROLEUM PRODNCTS, ExCERT alLx [ . .
STATIONS AND TERMINALS & o o o o « o o o » » & 5 744 12 925 508 297 353 (NA) (NA) 349 835 86 172 41753
51f | REEK, WINE, AND DISTILLEC ALCUHULIC SEVEPAGES , 7 012 19 884 855 1 431 126 2 402 466 12.1 1 185 109 273 09 110 816
5181 BEER AND ALE . 5 182 7 130 931 354 177 1 147 386 16.1 621 269 140 033 62 291
5182 PINES AND DISTILLEQ ALCoRol 1€ SEVERAGES N . 1 830 12 753 924 1 076 949 1255080 | . 9.8 563 840 133 059 48 525
WINES, OTSTILLED SPIRITS—-LICENSED OPERATION, 1674 12 259 235 1 050 004 1 237 337 | *10.1 551 789 130 511 47 212
WIMES, DISTILLED SPIRITS--STATE OPERATFD, . , 156 494 689 26 945 17 743 Jf 3.6 12 051 2 548 1 313
519 MISCELLANEOUS NONDURABLE GOOPS, . & v o o & . .« & 40 506 44 645 727 3 022 291 5 148 657 11.5 | "2 569 930 613 902 339 074
5191 FARM SUPPLIES e v e e e 20 '558 14 858 986 1 237 284 1 878 856 12.6 878 872 207 635 130 111
5194 TOBACCO anD ToRaCCO PRODUCTS. o . e e 2 432 7 760 934 418 801 556 197 7.2 287 916 70 643 37 593
5198 PAINTS, VARNISHES, AND SWPPLIES o 07w v 0 v h s 2 951 2067 688 181 928 418 015 20.2 202. 240 47 706 |» . 22 856
5199 NONDURABLE GOODS, N,.E,C, PN 16 565 19 978 119 1 184 278 2 295 589 11.4 1 200 902 287 918 148 514
POOKS, PERIODICALS, AND. NEwsnAPzws . . 2 628 3 662 460 240 281 682 882 18.6 362 940 87 716 46 064
- ART GOODS . « PRI 1 997 11146 8 s~ 151 038 275 798 24,7 132 143 31 089 16 296
FLOWERS aND FLOKIST Suplifs) . - e 2 171 1' 280 79 328 267 107 20.9 153 652 4 35 884 22 578
 GENERAL MERCHANDISE P 569 2 266 7 121 885 110 647 4.9 68 760 16 983 82
FOOD ANy BEVERAGE 8ad1é Ratedracs & ) I 0 1 . 606 3318 534 142.438 96 515 2.9 50 685 12 109 5 753
TEXTILE 2AGS, BAGGING, AND BUALAP |, . e e m 550 711 992 /) 39 879 58 068 8.2 31 601 7 499 3 928
SPECTALTY AOVERTISING {SALE OF MERCHANMISE) . 1 458 590 599 39 886 133 181 22.8 67 001 15 804 8. 325
OTHER NONDURABLE GOODS, & o 4 o » o o o o o o 4 587 7 032 545 369 543 671 391 | . 9.7 | .- 3346 120 80 834 37 281

. MERCHANT wHOLE SALERS )

TOTAL & 4 o o 4 & 4 < o« v o = o« » o o o« o, 289980 | 353 315 986 | 36 779 759 | 46 531 215 13.9 | 25 917 666 6 142 082 3 023 560

. . DURABLE GUODS . \ ' i .

- . . .

. so. TOTAL & L 4 L e i i e e e e av v u s o] 1667117 | 159 278 383 | 22 252 281 | 27 597 436°] 17.3 | 15 196 899 3.589 357 1 707 298
501 |MOTOR VEHICLES AND AUTOMOTIVE @ARTS aND SUPPLIES, 33 473 29 189 761 | &4 182 638 4 695 054 16.1 | -2 626 093 623 784 320 197 »
*012 AUTOMORILES AND OTHER MOTOR VEMICLES, . .. 4 455 12.959 134 1 689 872 1 301 313 10.0 614 682 147 562 | ~ 66 047

- NEW AND USED AUTOMOBILES. A4D MOTORCYCLES. . . 2 035 8 529 061 | .1 099 711 712 673 8.4 227 193 - 56 038 .+ 24 566
TRUCKS AND TRACTORS . & v o & o.0 o « o 4 o o 2 420 4 430 073 590 161 588 640 13.3 ‘. 387 489 93 524 41, 481
5013 AYTGMOTIVE PARTS AND SUPPLIES 0 25 579 13 556 013 2 136 570 2 845 088 21.0 1°713 160 406 912 219 435
NE# AGTOMOTIVE PARTS, ACCESSORIES, AND .
EQUIPMENT--WITHOUT RACHINE SHOP, , . . 15 118 9 201 896 1 412 292 1 674 501 18.2 974 039 229 735 | r 123 000
NEW AUTOMGTIVE PARTS, ACCESSORIES, AND - . . R
EQUIPMENT-—NITH MACHINE SHOP o 4 o 4 o o u . 8 119 3 704 034 652 815 986 527 ¢ 2606 635 268 152 386 82 864
. USEO ‘AUTOMOTIVE PARTS AND EQUIPMENT . ' 0 | & 1 465 362 455 40 613 115 399 |. 31.8 |. 63 751 15 247 9 132
" PETROLEUY PRODUCTS MARKETING EOU!"”ENT . 477 287 628 30 850 68 661 23.9 40 102 9 564 4 439
5014 TIRES AND TUBES | , £ . v u v 4 v o v ¢ o a o 3 439 2 674 614 356 196, 548 653 20.5 298 251 69 310 36 715
202, |FURNLTURE ann onE FuRNISHINGS, 7130, | 6 787 930 906 990 | 1 367 911 | 19.9 711 768 167 363 78 203
5021 FURNTTUR 2 898 2 206 848 249 265 467 140 21.2 254 880 60 314 28 126
. HOUSEMOLA AN Camn"FlpkITuiE 1 199 - 963 716 123 534 181 529 18.8 90 793 20 961 10 D25
OFFICE A4D BUSINESS FURNITHR . 1 699 1 243 132 125 731 285 611 23,0 164 087 39,353 18 101
5073 HOME FURNISHINGS, . PR, 4 232 4 581 082 657 725 880 771 19.2 456 888 107 029 50 077
CHINA, GLASSWARE, AND CROCKER v 467 542 832 104 876 123 374 22.7 56 764 12 889 5 959
3 nrafns, £Tc 663 6693215 87 914 112 504 16-8 52 513 13 411 6405
OR COVERINGS , , PRI B S 1 866 2 273 110 317 091 421 031 18.5 2247607 52 601 ~22 990
R HOME runmsnmcf/ T 1 236 1 095 365 147 844 - 223 862 20.4 118 029 128 108 16 723
Stand G ~ Represents zero. (, 1] lo(hheld to avoid disclosure. NA Nolavailable. X Not applicable. ) ;
xgmm $IC 517, petroleum and Delm‘eumpmducls For merchandise agents and brokers, endr 1esent commissions of brokerage received, »
- * t
N
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o . : WHOLESALE TRADE . '
! g B - ; ) o € - .
R T e . B .
. ) Umted States. by Type of Operatuon and Kmd of Busmess' 1972—Conmued :
- ) L/ L e
. } 1 .
i - . _ R - ? Establishe Inventories, o Operatmg expenses, . [ Pémll- enlue ‘Payrol) v Paid
l97.2- 3 %’ : . ments . end of year 1972 mcludimgepayroft ! =7 ygar fiest 7 employees  “".w
‘ L | : ) - —l ] M uatter ™ for week
SIC Type of operation and kind of business . PR 3 . lu!m ‘| including
s o code | . o~ Sy e e LA ) .. L B Amount N slm:l’e“s i | March 12 *
A e ] by 51,000) (51;000) 51,000} s 81,000} {81,000 (rumber)
i TYPE Y KIND OF BUSINFSSo-CUNTINGEW | . | i ) ) ‘ .
| : . . ; ' : o
'nsncnm’r nnot.{susns--cowmx;r. . o i o . S N - P
NURARLE G00DS--CONTINUED = . : i . Ve 7 .
. - o . T . 0 S e o )
503. | LUMBEW' AND GTHER CONSTRUCTION MATERIALS., , , . . 12 601 © 16 914 178‘,' 1419 913" 2 481 463 14.7 1 ng 157 312 058 145 131
5031 | LUMBER, PLYNOOD, ANO MILLWORK , .. , » w v o o o 6 212 11.468 154 930 676% 1 433 128 12.5 4772 882 - 178 518 83 667
. LUMBER~-wTHOUT vARo. [ N 985. ! 1730 819: 75 299 ; 177 282 10.2. 961608 22 283 ¢ 11 320
LUMBER-=#ITH Y4RD - PO 2 665 ; 5 916 B60 431 662 ; 689 439 11.7 350,030 .. 79 738 . 36 592
; PLYNOOD &N HMILLwORK' lMETAL 6" nipfng . 2 562 3 820 465 - 423 715{ 566 407 14.8 :gzs 244 76.497 | 35 755
" . . . ~ N
5039 | CONSTRUCTION MATERALS, N ,E.C. . PN 6 389 5446 0241 489 237 1 048 335 19.2 579 275 133 s4o0
T ERRedn Bl T iiiiiiil o Cimoolmems wim ol ag) Bas R
’ . e i -29. 2289 22 2
- i ROOFING, SI0ING, &NO l‘!SULATXOM FaTERTALS. ". . 1 448 1.2/5 753 123 241 | 196 381* 13.4 107716 25 157
e . OTHER CONSTRUCTION MATFAIALS, . 4 v, 4 , W1y 2 109 | 2 185 067 : 163 111, 361,279 16.5 195 .384 45 299
504 i SPORTING, 9ECREATIONAL, PHOTOGPAPHIC, AnD Nonuv, ) ' ! ’ 1 : ,
. G00DS, TOYS, ANO SUPPLIES, e 5 573 5 416 238, 878 257 ¢ . - 960 470 17.7 4717186 110 003
50u1 SPORTING AND, RECREATIONAL G0O0S AN® SUPPL . '3 108 3 104 051 ! 560 493 | 515 1631 16.6 246 '904 57 488
Sou2 TOYS AND MOBBY GOCOS ANQ SUPPLIES , , , 4, . 1193 1.145 320" 152 997 | 205 405.] 17.9 99 859 <23 267
5043 :  PHOTOGRAPMIC EQUIPMENT aNO SUPPLIES , .k . » . 1272 13166 867 . 164 7675 239 902 20.6 126 423 29 248
’ §°; HE:E";EL;NQE:\WEgAES'TE;gs’::opg:??t:gh e . - 5 427, 12,021 681 2 0S4 661 1 899 034 12,6 | 981 309 231 609
1 N ' . . ; i .
° FERROUS METALS SERVICE CENTERS dho'UFFICES. | . 3047. 11 030 373 & 936 oen.  oa ikl 1231 gedlsl  2:2 8
NOMFERROUS METALS SERVICE CENTERS ANC OFEICES 1 067 3 059 066 ! 294 996 | 262 685 7.9 L 134 923 . 30 980
: | . i { N
5032 , COAL AND OTHER MINERALS &ND NRES, , ,°, , . . 413y 863 042 | 22 673! 68 699 8.0 34 895 8 782
- COAL, & 4 v v o0 o o o s v o a son o s B 400 846 978 : - 22 442! 67 877 8.0 |. 34 417 8 656
OTHER MINERALS AND ORES , , o 4 o o o o 4 o » : o 13 16 064 - 231 | 822 5.1 478 126
S06 ELECTHICAL GOODS, ,-, Ve 2 142780 18 848 068 . 2 s15 484 [~ 2 928 311 15.5; 1 560 817 375 403
5063 ELECTRICAL APPARATUS AND EOl‘lP‘kNT, wiR[uG ‘ . [ je . + ”
SUPPLIES, AND CONSTRUCTION MATERIALS , . 7 3471 8 887 150 | 999 0781 . 1 331 497 15.0 773 738 184 792
5064 ELECTRICAL APPLIANCES aND Ty ‘an0 RAGIO SFTS | 2 385 6 734.966 ' *971 899 ! 911 223 13.5 417 268 | . 103 030
5065 | ELECTRONIC PARTS AND scum«s»r v et ey 4 546 ¢ 3 225 952 ; 544 507 685 591 21.3 369 811 87 401
B et 3 LE e Tl b | mw
5072 ROW . ' L R . 547 7 130 89
5074 PLunaxNG aNp HEATING EOUIPNE\IT *anp SUPPLIES o [ - : 7 ! .,
' tHYDRONICS), , 5 6 054 ] 5 623 211 803 930 990 488 17.6 | 562 587 ™34 1464
5075 WARM ATR HEATING aNO Aln-cohnxrloulnc EOUIPHENT \’ . 1 ! ’
ANO SUPPLIES , e e e e e % 3354, 2383 732§ 352 456 495 156 20.8! 278 968 65 465
5078 | REFKIGERATION EQUIPMENT AND qupm. LN . BAS 498 031 - 50 242 127 811 5.7, 75 354 , 17 746
i - ar ! N i . 1 =
508  MACHINBRY, EQUIPMENT, ANC SUPPLIES, , . . , 1759323 42496 792 7 117, 065 8 841 040 zo.a} 5062 257 1 192 555 -
5081 ' COMMERCIAL MACHINES AND EQUISMENT | . , . & 8 335, 3465 757 1 432 412 9gg 198 28.7 595 682 140 .018
e el DD D N L R T el s pa o dnam) e
STORE MACHINES ANO FIXTURES , , , , , , 5189 7 0 982 9271 113 R‘l’ 256 860 26.1 j 142 498 33 385
-5082 ©  CONSTRUCTION aND MINING MACHINERY AND EUUIPHENT ": 3375 5.897 241 . 1 623 99 |+ 1 075 915 18.2 | 633 639 151 57‘ - 57797
5083 ' FARM AND uAROEN MACHINFRY aNN EUUIPMENT 14 444, "8 268 413 i 1773335 ] 17364 172 16.5.i 763 641 “174 841 107 856
X . i H . h < )
5084, . XNgUSTR;:L Méc?msnvcmo couwnsgg.la"w e 10 374 8 189 787 j’ ©1083 064, 1614 047] 19.7; 904 6111 ., 214 ng . 92 %;:7‘ 4
. ' 000-PROCESSING MACHINFRY AND EQU T ow oo 597 i a 361 408 | 78 821 21.8 41 493 10 085 .
: GENERAL PURPOSE INNDUSTPIAL MaCH,, EOUIPHFNT . 2 455 2 002 192 I 403 901 20.2 ; 241 186 56 435 23 774
G e e SR L (R i WMo i Wil Bl b
N v . . 1 690 581 779 | 79 0. 223 530 2
Q1L WELL, OIL REFINERY, PIPEL-INE EQUIPHENT, | 1 391 } 1 227 350 | 158 408 12.9 | 78 838 ‘19 374 8 749
OTHER INOUSTRIAL MACMINERY AND EOUIPMENT, , 2 752 1®41, 811, 383 165, 19.7 206 625 48,436 | . 20 486
8085 ° xuousr:ul. S:EPL'X‘ES o plifst Tt 92374 7 738 848 h 1 011 212 1 674 033 ! 21.6j i 954 347 225 gaa . lg? gg; ’
GENERAL-LINE INOUsTRial SuPPLIEs. + . © o . - 971 , 2 126 455 299 341 430 434 | 20.2 | 260 829 61 776 .
- MECHANICAL POWER TRANSMISSION FQUIPMENT . & o } 23; . ;ga 405 172 ;’36' zog 5?16 . 20.7. 110 646 26 000 11 625
; INOUSTRIAL VALVES, FITTINGS, AlQ EQUIPMENT, . 940 | 893 143\ 115 847 | =174 865, 19.6 ' 98 301 23 830 9 470
i WELDING SUPPLIES, e e e 1755, 996" 099 112 936 ! 293 589 29.5 | 160 923 .37 815 16 967
i OTHEP INDUSTRIaL soPPLiES o Lo Ll 333, 2 44 740 | 310 352 ¢ 572 595 20.9.; 323 648 *76 017 34 431
5086 | PROFESSIONAL EGUIPNENT am0 s.wouss . 5799, & 731 763 ,, .643 026 1 097 031 23.2 ; 641 915 153 143 72 276
Pd '
D RELISTous b scRonL” SUPPLIES o © . . | 650 \‘g% toa Ly 5 11 | 169 508 | 3313 3 3% 3% 9% | i 21
‘ i 050 :  4671,694 g 3
. | SURGICAL, MEDICAL, AND HOSPITaL SUPPL] 1792 ] 1 6897779 | 209 385 339 933 2001 . 195 274 47 337 20 135
; OPTICAL AND OPHTHALMIC GOUDPS, . , o+ o 1 184 ! 660 483 | 81 880 191 665 29.0 °, 135 699 <1 313 17 563
| . OTHER PROFESSIONAL EQUIPMENT, ... , . 1 089 i 14196, 845 ; 174 369 267 145 22.3 | 145 714 3 185 )., 15155
5087 'ssnvlcs ESTARLISHMENT EQUIPHZNT &N SUPPLIES, , 593 {2 200 565 | . 262 328 628 861 28.6 1 < 366 316 86 389 | 44 717
| SEAUTY AvD BARRER SUPPLIES. . & 4 4 o 4 4 » o 1691 544,381 . * 82 634 | 167 1382 30.7 | 96 150 23 700 |- 13 091
L GSRSSIHMcemaii il sl waw ke deed da o B HAE o
[ - OTHER SERVICE ESTARLISWMENT SUPRLIFS. o o . & 18030 759id37 81 947 189 47 | 2419 104 928 |- 25 090 12 465
5088 | TRANSPORTATION EQUIPMENT AND SUPPLILS, LxCEPT ‘; o I :
! MOTOR VEMICLES , , , 18251 .2 odp 418 287 714 390 783 19.5 202 107 46 882 | -._ 21037
: AIRCRAFT aND AERONAUTIAAL FQUIPMENT and PadTé 1038, "1 167 923 | 186 235 229 633 19.7 113 756 26 317 |- 12 251
i MARINE MACHINERY AND EAUIPMENT, | o 4, , , , 569 623. 160 74 237 110 524 17.7 64 593 15 027 ¢ ¢ 6 273
OTHER TRANSPORTATICN EOUIPMENT, | o & , ", , . 218 . zl 335| 27 242 .50 626 23.7 | 23 758 5 538 2 513
i \
Standard Notes: - Remesenls 2600, 0- Withheld to avord disclosure, - NA Naot avnlable. : ix Not apphicable, .
. I Excludes SIC $17,- petroleum and petroteum products.  For merchandise agents and brokers, entries represent (ummu'smns or biokerage received. Lo .
i . . a s, . .
y . , . S $- _
' i 3
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WHOLESALE TRADE .
Umted States, by Type of Operatlon and Kmd of Busmess 1972—Contmued

RIC

T Eftludes SIC 517, petroleum nd petsateum products.  Far merchandise agents and brokers, entries repeesent commissions or omkemge received.

‘. N

a

J

' R | Eslablish- Sales.
. menls
1972 : :

SiIc Typé of operation and king of bustness

“code .
: -~ v - (numbel) ($1,000)
I e, B S
TYPE ay KIND. OF BUSINESS=CONTINUED
| MERCHAST WHOLESALERS=GCONTINUED
; DYRABLE GOODS-~CONTINUFD
b
%09 " nxsczn.u,ueous DURARLE Go0uS”, , , [P 13 976 11 275 326
8093 !  SCRAP AND wASTE MATEATALS , , |, [ 7 139, 5 4B1 057
X IRON AND STEEL S5CRaP, , P S SR 3 655 3 249 529
4ITH PROCESSING EQUIPMENT © v v v v 4 o o 2 004 2173 742
i WITHQUT PROCFSSING EoulPuENY L T 1 651 1 075 787
’ I WASTE AND SECONDARY MATERIALS DE.ALFKS “ . N 2 231 556
| d st
509“ JEﬂbLRY, MICHES. OIAHONDS, AND OTHER PRECIOUS .
i STONES &y 4 v ¢ ¢ o 2 4w 0 s s o W P e 3.042 |- 2 6B1 765
5090 - NURABLE 60905, N.E.C, . , . 3,795 3112 504
. MUSICAL . INSTRUMENTS & | . 280 © 212 026
FGREST PRODUCTS, EXCEPT Lu: . 1 207. 1 142 472
, OTHER DURABLE GOODS o 4 4 , 4 & o & . 2 308 .1 758 006
- ( NONOURBHLE "GOONS
Lol ‘e oL -
51 TOTAL 4 w0 v o v o 0 v v o o 070 a0 e u 123 863 | 194 037 603
! ~ E - - -~ "
511 | PaPER AND PARER PRODUCTS. ., ,., . 8 231 .8 215 972
51114  PRINTING AND WRITING PAPFR, [ , . 1157 2 951 946 |
51121 STATIONERY SUPPLIES , , , I o . . 4135 1. 908 B77
5113 INDUSTRIAL aND PERSONAL SER VlCE PAPER . , , ., - 2939 3 355 149
512 ( 0RUGS, DRUG PROPRIETARIES, 0qUGGISTS! SUNDRIES, , 3 292 6 535 525
%1221 NHUGS, ORuG PROPRIETARIES, DRUGGISTS! quME,S. © 32924 6 535 525
i GENERAL -i_INE DRyGs, , ', . . 956 2 827 688
: SPECIALTY-LINE PHARMACFuTIFALS, COSMETICS,” |
i ANO TORLETRIES & 4 4 i 4 ¢ ¢ ¢ « o 0 s & o 2 336 3 707 832
513 | APPAPEL, PIECE GOODS, AND ROTIONS o o & u o o o o 9 515" 13 433 182]
%5133, PIECE Gonps , , . . 3 166 5 707 543
' PIECE .6000S-~JOBRERS, + + & & . 2 420 3 399 853
R i PIECF GOPDS--CONVERTERS , , ol 746 2 307 690
5134, ~OTIONS AND OTHER DRY OADS e 1183 1 393 318
s136 MENTS AND R0YS' CLOTHMING ANO FURHISHXNGS ce 1751 1 986 251
9137 WOMEN'S, CHILDREN'S, AND INFANTS' CLDTHING ‘
P ANU ACCESSORIES, o v 4 & & 4 o o« 8 o a4 o o af ™ 2609 3 076 784
5139] -+ FOOTwEA®, L I O .'-l 806 1 269 286
1 ! N .
514 ; GROCERIES AND RELATED PRODUCTS, & o o o o s « : 29 917 64 617 B9O
LITT GROCERIES, GENERAL LINE , , 2 818 21 772 586
| . VOLUNTARY GROUP WHOLESALERS . 396 6 458 693
i - RETAIL COORERATIVE WHOLESALERS, i 225 6 938 617
. OTHER GENERAL-LINE WHOLESRLERS, « o+ o , | 2197 8 175 -276
. t -
5142 FHCZEN FOONS, v & « s o o o 4 0.5 o « e 1 436 3 399 613
5143 OALRY PRODUCTS, o “ e e o 2 924 3 747 477
5144 PCULTRY AND' POULTRY Panoncrs B .« 2 278 3 228 520
5145 CONFECTIONFRY & 0 s 4 4 s 4 o o o o .« -1 Bb6. 1 330 285
5146 FI5n AND SEAFO0DS .., , e e e .. a1 564 1 382 749
5147 MEAT AND MEAT PRODUCTS. MERC I NS %) 12 611 151
s;ue‘ FRESH FRUTTS AND VEGETABLES , . . 4 .2 5 877 6 868 014
5149]  GROCERIES AND-RELATED PRODUCTS, MuFoCey 4 o o o 6 307 10 477 -495
N CCFFEE, TEA, AND SPICES |, , 'y s o s o o o % 511 2 072 621
: AKEAD AND BAKED G0OOS , P 956 622 292
i . OTHER GROCERY SPECIALTIES, NiEice . o & 4 o & 4 B4Q 7 782 582
515 | FARMPRODUCT RAN MATERIALS, o o o o o o v 11 985 | 34 758 135
5152 COTTONG & 4 o s o o o v 0 s s o & o 423 2 382 756
153 GRM“.........\....’- 8 258 24 256 628
51840 LIVESTOCK |, C e 2 035 5 421 402
%159} FARM-PROOUCT AW MAIERIALS. NoFlC 1 269 2 697 349
| HIDES, SxInN§, ANO PELTS , , , 446 744 313
i LEAE TOBACCO. . 4 , o I 202 979 928
wO0L, woo TOPS, AND WAMALG . o . 166 203 728
... TOTHER Raw FARM PRODUCTS , , , 4 455 769 380
S16 | CHEMICALS AND ALLIED PRODUCTS | . v o« o o o o o o 4 204 4 586 B84l
S161 |, g CHEFICALS anD ALLIEU PRODUCTS & 4 o 4 w0 4 0 o 4 204 4 SB6.B&1
517 | PETHOLEUM AND PETROLEUM PROOUCTS, o o o o s o o & 16 636 18 194 937
5171 PETROLEUM AULK STATIGNS AND TEAAINALS 11 277 10 254 190
- GMOLWE, KEROSENE, DISTILLATE, AND RES1QUALS 10 B25 -9 B73 187
LIQUEFIEN PETROLEUM GAS , , . B 452 381 003
8172 PETROLEUM aND PETROLEUM BRODUCTSs EXCEPT BULK . .

- STATIONS AND TERMINALS 'y , 4 « s « & e S 359 7 94Q 747
518 | AELFH, AINE, ann OISTILLED ALCOROLIC BEVERAGES , . 6 539 15 323 216
%181 AEEH AND ALE T »5 03B 6 746 624
a1a2|  wINES asn DISTIGLED ALforolic BeveRases o o | ° 1 501 8 578 592

. WINES, DISTILLED SPIAITSI.{ ICENSFD' GPERATION, 1 345 8 183 903
#INES, DISTILLFD SPIRITS.-STATF OPERATFD, , 156 494 689
" Standérd -Notes: - Represents rer, O wWithheid to avoid disclosure, NA Not available,

Iaventortes,
end of year 1972

. (31,000}

——

"1 027

1 196 609
390 503
243 551
193 490
50 .061
146 952

482 149

323 957
42 B19
68 976
212 162

o

527, 478

©749 149
227 098
238 706
- 283 345

833 102
833 102
371 982

461 120

—

593 872
692 242
370 B43
321 399

197 188
228 180

304 685
171 577

167 420
286 676.
369 695
329 563

587 418 |

243 294
95 123
80 B30

-

127

354
354

715
451
430

20

274

!
{

367
340

1 000
26

X Not apphicable,

o

1

i

¥

1

Operating expenses, - Payroll, entire P:M Pad
. including payrotl 'v year furst employees
e «* quarter for week
Amount . Percent oz ;‘":'c":'lnzl
of sales i
(51.000) {$1,000) ($1,000) (number)
.
1 904 400 16.9 *966 609 228 353 123 210
1 056 978 19.3 528 740 126 512 72 498.
590 971 18.2 291 125 68 781| . 37 362
4B4 936 22.3 238513 56 327 29 688
106 035 9.9 52 612 12 454 7 674
466 007 20.9 237 615 57 731 - 35 136
399 269 14.9 204 362 48 803 21 882
448 153 14.4 233 507 53 038 28 B30
53 049 25.0 27 2251 6 795 3 089
105 662 9.2 49 533} 11 441 [ 7064
289 442 16.5 6 7491 34 802 18 677
R L? .
{
. . A
8 933 779:f  10.7 | 10 720,767 2 552 725 1 316 262
1 546 231 18.8 920 413 222 736 99 207
409 698", 13.9 247 378 60 079 22 249
5327301 27.9 318 113 76 295 -39 940
604" 232 18.0 3564 922 86 362 37 048
914 121 14.0 490 037 120 775 61 349
914 121 14.0 < 490 037 120 775 61 349
331 017 11.7 183 229 45 1142 v 23 655
583 104 1507 306 808 75 633 37 694
1 947 510 145 947 082 .227 748 87 921
721 093 12.6 348 347 85 210 31 565
462 280 13.6 226 086 54 706 22 441
258 813 1.2 1122 261 30 504 t 9 124
240 679 [+ 17.3 119 781 27 909 11 872
296 445 14.9 145 441 34 468 17 141
4B4 669 15.8 238 561 56 998 27 383
204 624 16.1 94 952 23 163 7 "9+960
6 470 775 10.0 3 458 197 820 783 437 550
1 537 118 7.1 910 723 217 858 101 281
406 850 6.2 237 527 57 227 27 223 -
375 555 5.4 . 234 778 56 383 23 931
756 713 9.2! 438 418 104 248 50 127
401 423 11.8 200 7531 47 BS6 23 651
44h 0BS 11.9; 214 684 51 775 .25 782
350 683 10.9 177 894 42 886 28 629 /
189 998 | "14.3 100 726 2 013 14 294
180 -740 13.1 « 91 363 21 055 14 690
1148 166 9.1 622 969 148 464 68 043
1 159 440 169 568 708 131 254 93 413
1 059 122 10.1 570 377 135 622 67 767
87 729 4.2 42 407 10,052 4 675,
148 151 23.7 84 189 19 940 10 247
* B23 242 10.6 443781 105 630 52 B4S
1431 767 4.1 Uszsa22] - 132 973 81 B45
84 081 3.6) ©23 7124 5 738 -2 706
990 759 4.1 406 207 93 516 54 709
161 327 3.0 57 642 13 456 11 795
195 600 .3 87 861 20 263 12 635
55 273 4 26 483 6 313 3,293
s1 212 .2 21 553 4 591 27939
19 176 | _ 4 8 238 1753 . B9B
69 939 9.1 31 SB% 7 606 5 505
781 82T 17.0 378 711 89 315 38 401,
781 882 17.0 378 711 89 315 38 401
(NA) (NA) 899 669 221 358 121 739
(NA) (NA) 613 964 151 ‘481 a5 697
C(NAY | (NA) 581 437 143 310 81 282
+.(NA) {NA) 32 527 8 171 4415
(NAY | (nA) 285 705| 69 a77 36 042
2 00 "9k 13.0 1 065 296 245 508 101 240
1 081 425 16.0 584 502 131 861 59 174
924 571 10.7 480 794 113 647 | 42,066
906 828 1.1 468 743 111 099 407753
17 743 3.6 12 051 2 548 1313
+ "
C
’
B
- ~ 3 N .
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. WHOLESALE TRADE
SN Y . ’ . . . .
: R United States, by Type of Operation and Kind of Business: 1972 Continued
o ‘| Estabjish- 11 Sales {nvenlories, k .Opeulmg expenses, Payroll, entire Payroli, Pad .
- . }.ments | end of year 1972} tacluding paysolt ! year furst employees
9 |, ! : ! . . B * .y quarter for week
SiC Type of operation and kind of busiess i s i . i | 1972 including
Code - ) i i 1 Amount i Percent March 12 .
~ : | tumser® | (51,000) L 151,000 J' ishoon | O sales | shoon (81,0000 -(number)
. ' T 1 T T T T
T TYPE 3y XIND NF ghSTAFaSesCouTIuEL T ! i , . . | ”
! [N : ! )
SMERCHANT WHOLESALERS-=CONTINUEN < ‘ ! - :
N NONDURARLE 600D S==CofTINUED v : ! T i
519 MISCELLANFOUS NONDURAHLE GNO9S. o o o . o . . 33 544 28 270'905 ' 2 395 553 3 835 497 ¢ - 13.6 1 985 949 | 471 529 276 980
5191 FARK SUPPLIES 4 4 vt o o s = o o o o o o . L7 627 - 10 263 666 ! 976 711 | 1 489 955 14, 704 a2 -165 597 108 849
8194 ' TOBACCO and TORACCO PKODULCTS. | o . o o , . 2 363! 7 267 508 | 388 111 ; 459 146 6.3 270 231 66 031 . 35705
5198 PAINTS, VARNISHES, AND SIPPLIES o o o u . . L 724 719 522! 83 877 : 185 080 25.7 100 704 23 441 ¢ 12 773
5199 NONDURABLE G000S, NeF.C,. |, o\, . & v o « o 4+ a 11 830 10 021 209 ; 946 854 ° 1 701 316 17.1 910 123 216 460 | 11
RAOOKS, PIRIOMICALS, ANM NE#SPAPERS, | | o | . s 2 069 2 135 084 } ZOt; 418 - 451 972 21.2 261 709 62 ;50 : '32 (7;2%
ART 6000S w.v 4 v & v s 4 4w b v e e e e 1 720 901 464 ; 141 769 ¢ 243 780 27.0 116 225 27 300 : 14 489
FLORFRS anfy FLOKIST SUPRLISS, & o w0 A, . . 1 974 923 773 i 76 312 245 500 26..6 138 243, 32 180§ 20 564
GENERAL MERCHANDISE ©\ . . o\ v s o o u u o . TSk 1 251 078 ! 104 262" 100 158 8.0 6l 841 ; 15 2803 7 716
FOOD AMD BEVERAGE PASIC MATERIALS | o | | ., 487 1.175 065 | 59 439 | 68 570° 5.8 36 482 1 8 188 ! 4 227
. TEXTILE RAGS, HAGGING, AND BurLAP | . _ | . . 470 275 368 | 34 788 ! 39 548 . 14.4 20 975§ 4 908 2 898
. SPECIALTY aDVERTISING (SALF OF MEAC#anpISE) , 1273 467 985 | 38 520, 118 578 1 25.3 60 459 | 145273 ! 7 590
OTHER NONOURABLE GOODS. . v 4w o v o o 0 . o 3323 2'891 392 | 283 356‘ 433 210 15.4 216 189 51 381 | 26 408
- L] [ M i !
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