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Lear Sir:

I have completed my investigation of the sub-
ject of marketing a shoe polish in New England for
the Boston Blacking Company, Cambridge, Masszachu-
sette, and herewith submit my thesis.

I wish to express my appreciation particularly
to three sources: first, to Mr; F.K. Leatherbee, of
the Boston Blacking Company, who has very obligingly
given assistance and advice while the recearch was
peing carried on; seccond, to the jobbers, advertisers,
shoe repairers, and retailers who have kindly given
their time, information, and opiricns; and third,
to Professor W. E. Freeland, of the Magsachusetts
Institute of Technology, Whose.guiding influence and
. helpful assistance from a practical pcint of view
has made this thesis possible.

| Finally, to all of these I am very thavkful for
the knowledge and experience I have geained during
this work.

Yours truly,

tg).C.Eibo?y-
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INTRODUCTION

PURPOSE
| The gurpose of this thesis is to devise 2
plan for warketing a shoe polish in New England;
the investigation is to determine particularly
the sdvisability of advertising énd to obtain
figures which will be of assistance in the actual
marketing of this product.
METHOD

The method pursued in this thesis may be
divided inte four steps: first, data were obtained

from census renorts, directories, and periodical
! » ’ Y

publications to obtain a background of the bladking,

| stain, and dressing industry; seccnd, different
classes of people, several types of retail establish-
ments, and concerns manufacturing polish were either
wfitten or interviewed to obtain a generszl view of
T the ‘market; third, jébbers and advertisers were in-
terviewed for the practical application of any plan
of marketing; and fourth, from the information ob-
teined from the above sources, the advisability of

% advertising, figures tc be of assistance in marketing,

i and a plan for marketing were determined.
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In addition tc the above sources of information
text books and lectures given in the subject of
Business Management at the Massachusetts Institute

of Technology were consulted and followed closely.
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LTHESIS

HISTORY

The concern for which this work was carried
on is the Boston Blacking Company, East Cambridge,
Massachusetts. Besides having a plant in Cam-
bridge, the company has about eleven other plants
located in the United States and foreign countries.
For about forty years this concern has been manu-
facturing blacking, stains, and dressinge for shoe
manufacturers throughout the world. At the present
time it is one of the largest concerns of this kind
with a well estzbiished trade tc¢ shoe manufacturers;
the business is carried on through the activity of
their own salesmen. |

About three or four years ago a step was teken

by this company to enter the retail trade in addi-

tion to the manufacturing trade. Many products were

sold to the retailers which had been sold for many

years to the manufascturers. Even though the cémpany
has méde these products for the retailers, there has
been 1little progress towards getting some of them on

the market. Among these is the shoe rolish.
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THE PRODUCT

At the present time the company makes four
shades of shoe poliéh: namely, red, light and dark
tan, and black. These are put up in round and flat
tin cans weighing three and one-eighth ocunces. (See
Appendix A.) Furthermore, the company wishes to
sell only in this size of can. The shoe polish is

to reteil for twenty-five cents per can.



PRODUCT ANALYSIS

BACKGROUND
Appendices B and C will show that the bleck-

ing, stain, and dressing industry has followed very

closely the boot and shoe industry in regard to its

s S

rate of increase in capital of establishment and

R

value of manufesctured products; however, the black-
irng, stain, and dressing industry has nct tended
toward lsrge capitalized esteblishments as has the
boot and shoe industry. This is shown by the fact

/ that in the boot and shoe industry the value of
products and capital have increased while the number
of establishments has remained about the same in the
last few years. In the blacking, stain, and dress-
irg industry the value of products and capitsl have
increased, but the number of establishments has in-
creased too. Consequently, one would expect to find
& large nunber of small esteblishments in the blacking,
stain, and dressing industry.

Appendix E will show that Massachusetts and New

York States are the leaders in the blacking, stain,
tJ - and dressirg industry. From the charts it appears

that Massachusetts produces a larger volume of ’




products than does New York in proportion to capi-
télization; however, there is probébly another factor
which would explain this, but the essential thing
to learn is that the center of the industry is in
 §’ ' New York and M¥assachusetts.
‘; . THE COMPANY'S POSITION IN THE INDUSTRY

Appendix F will show that the average capitsal
of blackirg, stsin, and dressing establishments is
$59,200.  With a wealth of twelve and six-tenths
times the averzge the Boston Blacking Company is
one of the largest in the industry.
METHODS OF COMPETING CONCERNSV
L . A letter (See Appendix G) was sent to the
Shinola Company, Rochester, New York, and to the

F.F. Dalley Company, Buffalo, New Zork,- the latter

is maker of 2 in 1 shoe polish,- to obtain an idea

of their methods of marketing and results of adver-

tising. The Shinola Company anéwered promptly
(See Apperdix H), but no letter was received from
the other company. |

A visit was made to the Whittemore Erothers
Corporation, Cambridge, Massachusétts, fdr the same

purpose of obteining an idea of their methods. About

seventy-five per cent of this company's trsde is




carried on through the jobbers; however, they have
a direct retail trade which has been established for
some timg. Other channéls aie through commission
merchents to care for export trade. This cowpany
has a few missionary salesmen throughout the country.
CONTAINER

Appendix A gives a picture of the contaliner.
The round and flat tin can is the customary container
for shoe polishes, Some concerns have recently
adopted tubes, but this has not become very popular,
and people have not been educeted to use this type
for shoe pclish as yet. Some of the smaller cans
have devices on the side of the can which enable the
user to open the can easily, but the larger cans do

not have this. The operstion necessary to oren

the large can is to insert a knife under the edge

~ of the cover and dréw the knife around the entire

edge. When this is done, there is not so much dif-

ficulty to remove the cover.

Appendix I will show the dimensions of the can.
When the cover of the can is in place, there is
very much more surface to tzke hold of on the top

of the can to remove the cover than there is on the
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lower part. This is rather inconvenient and makes
removing the cover difficult. If the proporticns
of these twe surfsces could be altered so that the
upper and lower surface were the same, removirg the
{ _ cover could be made a less difficult task. The
thickress of the can could remain the same.

At the present time the majority of shoe polish
cans have‘as much pfinting and pictures as can be
placed on their surfzce. Furthermore, there seemé
to be a tendency to overdb the decoration of the can.
Aprendix J gives a suggested form of printing for
the contairer. The zdvantages of such a form are:
first, the name which is to be remembered and adver-
tised is in the most important place on the top
surfece or three-fifths the distance up from the
bottom of the circle;* second, the trade mark appears

at the top for the protection which this offers; third,

TVv,,W T St

the kind of shoe polish appears in a position which
~is seen quickly; and fourth, the name of the manufzc-

v turer is given for reference. With Jjust these four

*Scott, W;D., Psychology of Advertising, Boston. Small

Meynard & Co., 1917, pp. 26-37.

b
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items on the cover a person can detect readily the
most important facts he wishes to krow. Psychology
proves to us that at a glance a person cannot re-
tain more than four items in an advertisement; con-
sequently, the cover of’a can designed in this way
could be used in advertisements.

The bottom of the can tells what the polish is
for, how it 1s opened, how to use it, and cauticns
how to preserve it. Possibly the directions might
be prirted in other larguages toé; but the general
opinion is that this is not nécessary.

| The side of the.can‘contains the net weight,
the brsnd of the polish, and the order number. The

drewing shows three of the names, but, if these

‘were limited to only two, there would be less ten-

dency to "overdo" the printing. The net weight is
given for reference, and the order number is placed
on the bottom to remain with the product until it
is used up. If the order number were the net weight,

it would be advisable to put the net weight on the

- bottonm.

The same colcors of the enamel as now used could

be used for each shade of choe polish. Possibly one
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color of enamrel could be used for all the shades of
polish provided the one color was very distinctive.
However, people are educated to have the color of
the can intimate the shade of shoe polish so the
present colors of red and light and dafk brown seem
to be advisable. With the black shoe polish, there
A is a white enamel surfsce on the top and most of the
| bottem. Therprinting on the top and bottom is black.
The side znd part of the bottom are of black enamel
with white printing. This design is the same as

of another brand of shoe polish,- Kelly's,- and is

not distinctive. | It would be much more individual

} to use some other color scheme.

% It is not expected that the proposed design be

A - adhered to, but it 1s hoped that it will be a sug-
gestion toward individuelity for this product. Fue-
thermcre, decorations ha?e been left out, for funda-
mentel design was aimed at particularly. Incidentelly,
some polish cans lesve parts of the surface without

| any enémel to form printing and pictures; this

&é causes reflection of light and mekes the wording dif-

fon _ ficult to read.
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TRADEMARKS

The policy of the United States is to require
all trademarks to be registered. There is a rule
which has a bearing on that of the Boston Blacking
Company. No trademarks carn be registered which
"econsist merely in words or devices descriptive of
goods with which they are used, or of the chafacter
or quality of such goods, or merely of a geograph-
ical pame or ierm....,. 01ld marks may be registered
irrespective of the above rules, on proof that they
have been aetually and exclusively used as a trade-
mark of the applicant‘or his predecessors from whom
he derived title in such commerce as aforesaid for
ten years before the 20th. of April, 1905."*

From the above it is seen that the law dis-
courages all names of geographicél places to be
uéed as trade names. Consequently, another trade
name might bte coined to be used in place of the word
Boston. The essentlal qualities of a trade name

are: first, it should be short; second, it should

be easy to proncunce; and third, it should be

*Encyclopedia Britsnnica, 11th. Ed., Vol. 27, p. 134.
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striking to be remembered.* One writer has told us
that one of the best of such coined trade names is
Kocdak, which is well known to all. The company uses

the coined word Bos-Bla-Co; while this word is good,

there could be anocther which would be easier to pro-
rounce.  Even BOBLAK would be a better trade name,
but even then some people would ask for "bob lack."
Names of persons are not considered tc be good

trezde names; for another person of the same name
could use it too. Often coired words which "convey
an idea of quality or utility or some other charac-
teristic of the article will help sales,MWkx*

Even at the present time Whittemcre Brothers
Corporation, Boston, Massachusetts, use the word
"Bostonian Cream" on several shades of their shoe
dressing. This is an embarrassment tc both concerns

where one uses Boston and the other uses Bostonian.

—

* Blanchard, F.L., Essentials of Advertising, New York.

‘McGraw-Hill Book Co., 1921, p. 292,

+*Ibid.
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MARKET ANALYSIS

Several interviews were held with various
types of jobbers, advertisers, and chain stores.
The substance of these interviews is given below.
H. R. HOLDEN COMPANY

This company is located at 134 Summer Street,
Boston, and carries on a jobbing business of shoe
findirgs iﬁ general among which about seven cr
eight kinds of shoe blacking are included. Also,
this company has abcut four salemen in New England.
Mr. Holden was interviewed personally; he mentioned
that an attempt had already been made to put Boston
shoe pelish on the market, but thought it had not
met with much success. Furthermore, on account of
the many brands which were on the market and which
he carrieif he would not think it a good policy for
him to carry Boston polish unless a demand forced

him to do so. At that time he would require the

‘following prices: $1.50 per dozen to the jobber,

$2.00 to the retailer, and $3.00 to the consumer.
COLLEISON BROTHERS CORPORATION
This concerﬁ is a jobber to bootblacks and'shoe

repairers of leather, polish, and findings and is



located =t 24 Union Street, Boston. Mr. Colleison
mentioned that he had carried Boston polish, but
while its quality was good, there were many others
on the market which were much better. He has two
salesmen working throughout New England. He said
that he would not consider carrying Boston polish
chiefly because he already had others of better
quality for the same price. He suggésted that a
twenty~-five cent size would be more popular with
bootblacks and repairers. The prices at which i£

would be taken if conditions warranted were $1.50

14

per dozen to the jobber, $2.00 to the retailer! and

$3.00 to the consumer.
H.W. RA¥SAY COMPANY

This concern is located at 77 Bedford Street,
Boston, and has two salesmen covering New England;
at the time of the interview one of these salesmeﬁ
was working the New York territory. This concern
‘carries several types of demanded polishes. Among
these is the Cleveland'polish; the company which

formérly manufactured the Cleveland polish was re-

cently bought out by the Ramsay Company. The person
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interviewed ¢of this company merticned that Boston

sary e

polish had been cn the market once before, but he
was "down on" the Boston Blecking Company for the
atteswpt it had made, the way the attempt was made,
and the product it put on the market. This same
person said that the Kamsay Company would not be
interested in carrying Boston polish. He was of
the opinion that the Boston Blacking Company should
be more original and individual in any attempt to
market than in the other attempt.  However, he
saild that a Mr. Blackman, another jobber ir the same
buildirng,would carry a line of polish when the com-
pany turned over tc him a certain amount of orders
from retailers.

S. S. PIERCE COMPANY

Mr. Eaton, a buyér for this company, was inter-
viewed. The present policy>of the company is to carry

only those brands which have a demand. The company

i - e, e,

“has about twentyéfive salesmen covering New England.

However, when a demand was created for this polish,
it would probably be carried by S.S. Pierce Company.
Mr, Eaton did not mention any definite price at which

the polish would be bought, but indicated that the
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$1.50 per dozen to jobbers, $2.00 to retailers, and
$5.001tov&§nsumérs was "about it."
COBB, BATES and YERXA

This concern is a manufacturer, jobber, and
reteiler located centrally at 222 Summer Street,
Boston, and with other retail stores ir Boston. The
concern employs four or five salesmen who work in
and about Boston. Mr., Smith, a buyer, thought that
unless a firm had extreme patience and plenty of
money for four or five years, there would be very
littie chance of success with such a product. Fur-
thermcre, he thought that the fifteen cent size of
polish would be more popular than either the ten or
twenty-five cent size. This concern would not be
interested in carrying it until there was a demsnd
for it. The profit it would require is $1.80 to it
as a jobber, $2.25 to the retailers. (The concern

does a large retail business itself.)

FASTERN DRUG COMPANY

This concern is located at 14 Fulton Street,
Boston, and employs about twenty-five salesmen
covering New England. 'Their specialty is drugs,
and a&ong the many products it handles, shoe polish

is a small item. However, Mr. Cutler, a buyer, was
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Interviewed and suggested that probably this con-
cern would handle Boston polish. He also suggested
that it was a small outlet compared t0 the other
outlets for shoe polish. The usual prices were
suggested by him: $1.50 per dozen to Jobber, $2.00
to retsiler, and $3.00 to consumer.
THE GINTER COMPANY

This company operates a largé chain of retail
grocery stores about New England; the central offices
are at 369 Congress Street, Boston. Mr, Emery, a
purchesser, was interviewed. As is the custom of
all retail chain stores, only products which have
a demand are carried. Consequently, they would
not carry Boston blacking until a demand had been
created for it. The prices at which it would be
carried are $1.50 per dozen; $2.00 to their retail
stores, and $3.00 to the consumers. Incidentally,

Mr. Emery suggested that those who live st home

.probably shine thelr own shoes more than others.

Also, he thcught that the ten cent size would be
mofe popular than the twenty-five cent size and that

the grocefy store would be one of the largest outlets.
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‘S. S. KRESGE COMPANY

This concern operates several twenty-five cent
to one dollar stores and is located at 477 Washing-
ton Street, Bostoun. Mr. Sweeney, a buyer, was in-
terviewed. At the present time 2 in 1 and Shinola
are carried. Any attempt to introduce Boston
blacking should be made through the Detrocit office
of this company. |
WOOD, PUTNAM, AND WOOD

This concern is an advertising agency located
at 178 Tremont Street, Boston. Mr. Wood, Jr., was
interviewed. Some time ago this concern considered
the possibility of advertising Boston polish. An
extensive irvestigaticn was carried on, but a con-
clusion was reached to the effect thaﬁ it was noﬁ
advisable to advertise this product. The reason was
particularly that of quality of the product. Mr.
Wood, Jr., believes that each locality has its own
brand of shoe polish as is the case with mayonnaise
salad dressing.v Furthermore, advertising gets the
product into the home; quelity of the product gets

repeat business.
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TYPES OF RETAIL OUTLETS

The shoe store should be the main outlei for
shoe pclish theoretically; however, this is not the
case; Most all shoe stores carry shoe polish and
many of them carry a large variety. Ap article
appeared recently in Printers Ink* which told of how
a manufacturer had difficulty in marketirg a lubri-
cating device for springs of automobiles. His sales
were very much increased by getting automobile deal-
ers to cell the lubricator when the new car was sold.
The psychology here is that, when a person is making
a large purchase, he has less resistance to sszles
than any other time, and the spending mood may be

used to good =advantzge by the seller of "fixings."

 Consequently, the retail shoe store is the logical

place to sell the buyer of shoes the"fixing" of

shoe polish.

The 2ootblack and shoe repairers are the next

“most logical outlet. Almost every shoe repairer

shines shoes, but there are a comparatively fewer

number of establishments which shine shoes without

et caces .

*Burwen, Henry, "Making the Sale a Trailer to a
Bigger Sale Overcomes Selling Resistance," Printers!
Ink, Vol. CXXIII, No. 7, May 17, 1923, v. 33.
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répairing them. Just as ihe shoe store is a
psychological plasce to sell the shoe purchaser
with shoe polish so is the repéir shop. The re-
pairer's sale is not 80 large as with the original
purchase of the shoes, but the customer is in
another state of mind which is advantageous to the
polish manufacturer indirectly. That is, the cus-
tomer is desirous of preserving his shoes, and

polish is one way of keeping them in good conéition.

- However, since most repairers polish shoes, some

repairers would rather shine the customer's shoes

occasionally and keep the polish for those who ask

for it.

Another point of view is that the bootblack and
repairer will carry the best line of polish in order
to make the best shine for the customer. This reason-
ing is similar to that where the carpenter will use
the highest quality of hammer that he can buy. Con-
sequently, to sell the bootblack and repalirer for
their own use, the highest quality of polish is
neéessary.

The grocery store is another outlet for polish.

There is probably a feeling on the part of the shoe

store owners against the grocery stores carrying
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polish. However, convenience to the housewife is
necessary, and the grocery stroes have been forced
to earry it.

Other types of retail outlets are the department
store, the drug store, and the chain stores. Most of
the drug stores carry Jjust enough to "get by on."

The other outlets are ususlly for convenience to the
consumer. (See Appendixzx N for number and types of
outlets.)

QUESTIONNAIRE TO CONSUMERS

A cuestionnaire was obtained from consumers by
interviswing about forty people. It was first at-
tempted tQ obtain results from thrse classes of people,w
but with so small = number of people the division was
finally made in the upper and lower classes of people

based on their estimated position in life. Appendix

K will show the type of questions asked of each per-

. scn, the answers, and the type of people considered.

A variety of people was aimed at particularly. The
questionnaire does not give an sccurate figure to

work out a quota on, but a general idea may be obtained

‘whereas without it thers would be nothing to work upon

at all in this respect, other than one's judgment.

(In order to obtsin definite working results of this
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type, about 500 or 1000 people should be interviewed
in some way.) Also; the questionnaire was carried
on entirely in a city; in rural districts probably
the results in which we are intsrested would be bet-
tered. Appendix L gives the results ofrthis ques-
tionnsire.
CONSUMERS

The location of consumers is not in any one
particular place to any zZreat éxtent.' Some sections
of the world would probably have no use for shoe
polish, but in New England almost every person has
need for shoe polish. However, certain areas have
more use for shoe polish than others. Abpendix M
will show that}in more densely populsted districts | ' i
there are fewer people for each bootblack than in
the less dense arsas. In genersl then, more people
shine their own shoes in bhe rural districts. Of
course, thers is a possibility that they do not shine
them at all in the rural districtis. However, if
the assumption is correct, it would be further sub-
stahtiatsd by the fact that each booﬁblacking or
repairing’establishment in a city has probably more
ohairs‘and men actually shining shoes than each

blacking and repairing establishment in the country.
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Shoe polish is a "convenience" good in that it
must be on sale at many places convenient to the
consumer and that very probably no one would "go

shopping" for polish. Thus, it must have a distrib-

ution in many types of retail stores.

In general the polish is purchased by all ages.
The guestionnaire did not include many young people
or many old people; however, the questionnasire in-
dicates that both men and women purchase in the
upper class, and more men puréhase in the lower class.
The writer is inclined to believe that in the upper
clz3s the woman purchases shoe polish, for she buys
it when she "goes shopping" at some convenient store
where she happens to be. In the lower class the
man purchases it for the family.
LIMITING FACTORS

Weather has already been mentioned in that black
shoes ars worn and shined in the winter, and brown

shoes in the summer. However, there is need for

~ some kind of polish throaghout the year. In the win-

ter when rubbers and overshoes are worn, the shoes

are preserved; the "shine" is also preserved by rub-

bers and overshoes, but there are probably many who

get their shoes wet, and these should be shined when




1 they are dry.
( Fashion of women's shoes might have a slight
effect on,;helsale of polish. At the present time

shoes of many colors are in vogue; consedjuently,

[ —
X

there is a demand for red, green, blue, and other

colors, but the type of polish with which we are

P

<«

concerned should not be used on these shoes of many

[E—————

colors; they require a polish of different composi-
tion. However, in the summer time white shoes are
worn which require liquid dressing; this probably
causes a reduction in the sale of the shoe paste.

: Since the company desires to put up the shoe

& paste in one size of can, it is desirable to have

1 one price to be adhered to st all times. There

: might be a possibility of selling the polish for
twenty cents rather than twenty-five; of the two

* prices the twenty-five is a more "convenient® price

g and should be insisted upon.

t : Prosperity and depression times might have an
influence on the sales of polish. The logical thing

k for.a>person to do in times of depression is to shine

1 his own shoes to save the dime; however, hﬁman nature

i v would probably act in-many cases to go without the

sine and 3ave both the dime and the price of the polish.
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| MARKETING PLAN

SALES QUOTA

Appendix O gives ihé quota for Boston polish
of 398,249 cans per year for New England. The quota
first considered the total population of New England
and subtracted from this the total population of
Fairfield County, Connecticut, for this territory
is covered by New York. (See Appendix P for Fairfield
‘County.) The rest of the quota was based on the
results of the questionnaire chiefly. Another juota
was worked out where people from fifteen to sixty
years of age,- where half the people forty-five years
and over were considered to be between forty-five and

sixty (See Appendix Q for available people) and Boston

Blacking was to sell five per cent of all shoe polish

sold at rate of two cans per year per person,- and
this other juota checked the one given very closely.
The quota considers normal working for the first year.
EXPENSES

With 2 gross sale of $49,781 per year the amount
availabple for promotion, advertising, and overhead

should be about $9,228 for the first year. Two miss-

“ionary salesmen would carry on the work and turn the

orders over to the jobber. Three per cent of gross
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sales for freight charges is conservative, for
usual rates run from two to three per cent of
gross sales.
PLAN OF MARKETING

The plan proposed is to select two missionary
salssmen for work in New England. First, training
should be ziven them to familiarize themselves with
the product in all ways and to comprshend fully
what is to be done. These szlesmen could be
selected from outside the factory, but very often
those selected from inside the factory make the best
salesmen, for they are familiar with the product.
When this is dons, they are to cover the territory
of New England according to a2 definite schedule to
be worked out beforehand. The orders which these
men will takeAwill be ﬁanded over to the jobbers to
be filled by the factory. When this plan hasz been
in operation some time,.the load will be zradually
lifted by the jobbers who will receive orders through
their own salesmen. Finally, when a permanent trade
has been established, a new territory could be "opened
up" in the séme WAY. New England is considered to

be one of the "hardest markets" to sell; consequently,
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if this one 1is sold first, there should be less dif-
ficulty in selling the next.

Thers is a fault to the pian in that if the
gross sales are about $30,000 per year, each salesman
will hsve to take orders amounting to about $25,000.
If a salesman works 260 days per year he will have
1o take orders amounting to about $96.00 per day.
This is high for a new product. Consequently, use
another salesman to reduce the sales to sbout $64.00
per salesman per day. This is still quite high.
This third salesman would work in New kngland until
the Jobber trade was established and then could move
to the next territory to commence work there The
two missionary salesmen would remain in New England.
ADVERTISING

| It is a well-established principle that no pro-
duct should be advertised to conéumers until it fhas

distribution. Howewer, it would be of assistance

to this company if advertisements were used at the

same time the plan was being put into effect in order
to sell the rstailer more readily and to cr=sate a
demand quickly.

Metional magazines of all kinds should not be

used until the product has distribution in those terri-

tories where the particular magszine has circulation.
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Newspapers,- even Boston Newspapers alone,- could
be used while the product was being introduced to
the retailers. Also some bill boards and car cards
could be used to good advantage to remind the woman
shopper of buying polish. Finally, suggestion to
the positive rather than negative emotions would
probably be the best policy to use in the actual
advertisements.
COST PEHR UNIT TO MARKET

Mr. Lestherbee of the Boston Blacking Company
was particularly interssted in the cost per unit to
market. The expense figures show ihat after deduct-
ing the cost of the manufactursd product, there is
available 317,921 for expenses. If 211 of this
amount, is spent, the cost per unit where there ars
398,249 cans sold per year is therefore $.0450 per
can. With three salesmen the amount which is avail-
able for promotion, advertising, and overhead is
diminished, but, when the jobber trade is established,
the‘normal amount is then available. Any amount
over $17,921 which is spent would increase the cost
per unit and would be'considéred as an inﬁestment

in marketing.




29

v

CONCLUSIONS

The sources of information of this investi-
gation are confined to a narrow sphere, and the
conclusions drawn from them may not hold true for
{’ other territories. However, in New England and
| particularly in Boston, Massachusetts, the follow-
i ing conclusions are reached:

First, competition in the sale of shoe polish

is severe,

Second, Jjobbers will not carry a new line of

shoe polish until there is a demand for it.

e

Third, Jjobbers and bootblacks have little use
for the Boston polish of the present quality.

Fourth, advertising is not advisable with the
present quality of this product.

Fifth, only = product of the best quality would

meet with success on the market.

o g
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RECOMMENDATIONS

If Boston polish is to be marketed in New
England, the writer suggssts the following recom-
mendations:

First, that the quslity of the product be
improved.

Second, that a research be carried on and a
service test be made to insure that the produbt is
of the highest quality.

Third, that improvement be made in the container
in its dimensions, printing design, and color for
black polish to give the product individuality.

Fourth, that a trade name having the proper
qualities be coined\for protection against infringe-
ment.

Fifth, that production planning and control bhe
prepared, if not already, to meet the required economy
and capacity.

Sixth, that a competent advertiser be employed
to create the proper demand.

- Seventh, when this is done, that the suggested
plan for marketing in New Zngland be adopted.
Respectfully sﬁbmitted, |

w. C. %iAuf%.
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APPENDIX A.

Pictures of the contasiner.
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APPENDIX B.
Chart of number of boot sand shoe and number

of blacking, stain, and dressing establishments

since 1879.
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APPENDIX C
Chaxrt of‘value of products and capitsl of
establishments for both the boot and shoe and
the blacking, stain, and dressing industry since
1879. |

Table showing the same.
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E APPENDIX C.

Table of capital and value of products of boots and

blacking establishments since I879.

CAPITAL VAIUE OF PRODUCTS
BOOTS and SHOES
1879 $42,994,000 $166,050,000
1889 95,282,000 220, 649,000
1899 99,819,000 258,970,000
1904 122,526,000 320,107,000
1909 | 197,090,000 442, 630,726
1914 254,591,000 501,760, 458
1919 580,625,000  I,I55,04I,436
BLACKING, STAINS,
and DRESSINGS
1879 $495,000 81,491,000
1889 1,403,000 2,900,000
1899 2,719,000 4,505,000
1904 3,155,000 5,941,000
1909 4,455,000 8,419,000
1914 4,985,740 9,881,594
1919 13,080,901 25,284,072
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Chart of population of the United States and

New IEngland since 1879.

Chart of number of pairs of shoes produced

‘3ince 1900.
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APPENDIX E
Charts of number of establishments, capital,
and value of products of the blacking, stain, and
dressing industry, 1919.
!
3
I




NUMBER OF EQTABLISHMENTS |
Massachusetls N I I 56
Dew York _ W
Illinois 293
Pennsylvania N 16
Missouri- | 1%
Objio ] 13
Dew Je.rse\’ ] !
California [ 1
Marylapd [ 6
| CAPlTAL | ,
Dew York ] %5,666,120
Massachuselts 2,665, 600
- Dew Jersey NN 2,215, 16
Tllinois . 652, M2
PermS5|vq9w . ' 537,435
Ohva T . 2w, 079
Missoari ] | 138, 233
Maryland | | 15, 1%%
Cali?ornid 68, ¥83
VALUE OF PRODUCTS
Dew York ,, I %0, 129, 221
n)asmcbusetts 7,108,160
I)em J’ersesj - [, 5%, 8%6
lllinois - | 1, 58%, ™6
Penpsylvania - B | 349, 88>
Ohio n 588,55
Missoart i o | 328,810
Margland | 149, 369
Cah?oroiq [ . 131, %52

h)arketu)q Plap for Shoe Polish
\J C.Gray-CourseXvy - 1923
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" Boston ﬁiaéi}ﬁéﬂaggggnyiéfﬁ;iiggg*gg'b&gﬁmggagw
Bradstreet and its position iﬁ ﬁhéVQiébkingr&sﬁain’
and dressing industry. SRR B2
f # Bradstreet .  first grade . .$500,000 to 1,000,000
| # Dann ooov o0 8004 o 49"731'55750,000

LAY S e R T < RN R RS- Wy SR
[N B /' i L PR %4
i Lo BT m B T AR DR I I, PN

Seahdl g

.Total capital of blacking, stain, and dressing

3 establishments in I9I9 was. $ 13,080,90I.

-~ Total number of establishments was 220, .. ..
Average capitalization: ... ..

13,080,901
ERrasEt== equals $59,300

Boston Blacking, Company 8 position 1m the industry.

. #?50 000 ,quals 12 6 tlmes the average.

# Bradstreet, Vol. 221 Aprll 1925* 546-8 Broadway, New York.

# Dunn's Reference Book Vo0l.219, Jan., 1923; 290 Broadway, N. Y.
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~ APPENDIX G

Letter sent to Shinola and F.F. Dalley Companies.
28 ¥enway, |
Boston 17, Massachusetts.
May 8, 1923.
Dezr Sirs:

At the presant time I am struggling with a
thesis on the subject of marketing a shoe polish;
this work is part of my requirements for gradué-
tion at the Massachusetts Institute of Technology,
Cambridge, Massachusettis. I find that here in
Boston you have very good distribution and very
probably in New England; cohsequently, I appeal to
you as one of the leaders to ask two questions:

First, through what mediums do you obtain your
distribution chiefly,- through jobbers, salesmen,
commnission merchants, or other mediums?

Second, is it possible that you zive me figures
a8 to how muchvyour snles were incressed over g cef;
tain period by the use of advértising?

It would be very helpful to me if you could
furnish a catalog giving the sizes and prices of your
shoe paste.

‘Finally, in order that any informstion you might
suggest be incorporated in my thesis, 1 would appre-
ciste very much a prompt reply.

Yours truly,
(Signed) W. C. Gray.
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APPENDIX H

Letter received from Shinola Company.




GEORGE M.WETMORE, Pres'T. : J.A.KREAG, Vice Pres'T & Treas. C.W.ALLEN, Skc'y X Gen't. Mag.

SHINOL:A CoMPANRY
BLAGK — TAN RocHESTER, N.Y,U.S.A.

' OX-BLOOD — BROWN
May 1lth, 1€33.

)
/2
!

T ‘Mr. W. C. Gray
1 28 Fenway
Boston 17, Mass.

Dear Sir:-

We have your favor of the 8th in regard to the general
policy in marketing shoe polish and wish to advise that
our vroduct is marketed practically exclusively through
jobbersg in connection with the work of our salesmen.

Our soods ares nct handled by commission men whatever.

: In addition to marketing through jobbers we have a vary
I large trade through the chain stores, such as Wecolworth
: ‘ Kresq and Kress and other small chains.

With refersnce to how much cur sales were increased over
a certain period by ths use of advertising, this is
gomething we could not give vou definite information on
as 1t is very hard to determine the actual results
cbtained by the use of advertising. We do know, however,
that our business has grown each year and we feel of
course that a certain amcunt of this increase should be
attributed to the advertising we are doing.

In regard to forwarding a catalocgue we do not have any
catalogue with prices listed. We are however, enclosing
a small booklet which describes and illustrates the

fferent items we manufacture The retail price is 10¢
and we make only the cne size 1n black, tan, white, oxblood
and brown, all retailing at the same orioe.

Trusting this information will be what you desire, we
beg to remain,

Very truly yours,
SHINCLA COMPANY,

WAH: MT

© CABLE ADDRESS: " S HIN OLA" ROCHESTER,N.Y. CODES: ‘A.B.C.5™H EDITION:® ‘"WESTERN UNION:- -LIEBER'S CODE:
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Drawing of container.
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APPENDIX J

Proposed design of container.




REGISTERED

BOSTON

RED SHOE POLISH

BOSTON BLACKING CO
CAMBRIDGE
MASS

DIRECTIOND

FOR POLISHING LEATRER
SHOES OF RED OR REDDISH COLOR)
TQO OPEN, INSERT KNIFE-POINT
UNDER EDGE  OF COVER AND DRAW
AROUND ENTIRE EDGE OF THE CQVER
TO POLISH SHOES, APPLY CONTENTS
WITR FINGERS  CLOTH, OR DAGLBER.
THEN COLISH WITH A BRUSH AND
FINISH PONISRING WITH CLOTH,
KEEP COVER ON TI\GWT
WHEN NOT IN OSE.

Full ~Size

No.

BOSTON

No. 4

BOOTON

NET WEIGHT 3/ QUNCES
Lgnqtt) reduced 1%

IParketing Plan for Sboe Polish
¥.C.Gray- CourseXV,- 1923




APPENDIX K
Questionnaire to upper class.

Questionnaire to lowser class.

41



E261 - Axesmoy -hosng-m
L A.o..oa,eo:w.so%ra.u,. ro.»&fae .

. ) @b-? 0.:._
e el L o an m.no?wam
aeadoy ¢ e 1y yag W_.,__,”.,,o_a» ,. aw.apua
, ST ; sy ,,_,.g_ opin sy
1617 317 LT __ coe.. nwec.wa&
R Y | ., ,. M Sty
o%p)  jjag  say : ¢aE wwao.?m,
: x of 1056204

. 5 | : | o(y  GoGy sealiiang

~~doys ez N w.w..oao&, ITEN R - Golu ssotieng
 awdoy o ; obuoy aoliofify  }og  s9y - ajInacooy
R S S - o oN - rsopfaon_

| R B | R 3s4nN

sspday 9 ¢ hay  ypg ey Judpnge
o v R o oN S svnoﬂ

S MMz g sy akeg

¢ Ky ey ey  plapngg
€ 1wz ogsg sy abspegg
JligppliGs g sak apmaseoy
_",“.._,__sen_m S oMWY e s apmaskyy

. 0g  moigadag Hog
6§
28
© 92
L?
g
o ge
06
04
€6
o
- 6¢
G¢
1)
S¢
L7
97

meng adeg g

23090 .ﬁuo : n

)
= do

- 9a09g pdeq
wainday
07 24095 30le
T GG 2101¢ /(e

¢c  hpo1  udawday

AT dEE s daTssET AT dEE

v ol -

| NoUdud GQIHE SSYTY ¥3ddD
IV XIS LLNN0B WINYH IZS ANWD SO NMO  NOSHId 10 2aAL
,e_z,z:e,.mﬁrz..M,W_,,SQEZ.._,__,.Ezz_,cxzuuz_%




QPBL~ AN2SINOY houg9-(]

1% 20GG 4oy Gnig burgayanly

cc 1 Sassosn
82 . 1 basscugy
Gh 1 :
Gh W A24arodoy
o4 1
O4 W woaoday
97 W | .
04y W 24010 200G
o¢ W s2a0day
s W
o4, 1
Ok W s9ai0doy
G¢ W
oh LT
Oh M h..&u?.h,u
Ok W
. .ge oo}y 0} PUp g
Oh 1 «ieeosw
oc  heer orpueg

© 39V %3S
03vlticy

+

~ N

LD)

& F o or o

~ NOSY1d ¥34
(AHANOQ . WYIA Y34
CIYIMN WIGUNN

2]

N NN

IZIS

bt

lietig

Gz yeg

16tz Heg

1017 Hiog

| o»o?ﬁ:nﬁ HC

sicboply.  3i9g
107 opm

1@z He
1017 NS

pbrl  19g
1z g

161z Ha3g
1oz N9
|Gy plogsny

aNVY¥Y  iSAng
OHM -

s9)

S
s}
s9)
oy
0&»
°N
so)
oN

N

N
39
say,

oN
s9),
9|,
sy

59y
o)
oy

iSIOMS

NMo
INING

aoqg0s 2dby

: .»ara. cs,r,ocgﬂ

WM 1y
soproy
1M siy
dojtoy
A491H
42Q4bQ

© 42992% 2.@
uaqluiy
Atm Sy
4944no{H
4apyol)
STETE)
Joo)
NS
21GeGHa(y
s244ng
Pltoldsnoy
Piotasmoy

SSV1) ¥IMOT
NOCY3d 30 34AL




APPENDIX I,

Results of consumer questionnaire.

UPPER LOWER
CLASS CLASS
(%) (%)
Those shining own shoes 75 ' 75
'Of those buying: Men 50 67
Women 50 33
2 in I bought 42 856
Whittemore's 8 I5
Large size can 33 I7
Small size canu 67 83
Where bought:
Repairer 42 3645
Dep't. store 33 0
Shoe store I7 9
Grocery store o] 36,5
5 and IO cent store 0 I8
Others 8 0
UPPER LOVER
CLASS CLASS
Large cans per year |
ger person buying 2.20 I.50
Small cans per year
per person buying 3.45 3. 60

Percent of men shining their own shoes

Percent of women shining their own shoes

42

AVERAGE
(%)
75
58.5
41,5

25
75

634 6
83.4
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APPENDIX M
Graph of persons per bootblack against density

of population.
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APPENDIX N
Table of number and types of outlets by
States in New England, 1923.
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APPENDIX O

Sales quota and expenses for Boston polish.
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APPENDIX P

Map of Connecticut and Fairfield County.
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APPENDIX Q 417

Available persons in Hew England, 1920, by ages

and total available.

AGE PERSONS
15 to 19 589,138
20 to 44 2,879,855
45 and over 1,819,363

TOTAL AVAILABEES
589,138

2,879,855

909, 682

4,378,675
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