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Grocers eye customers

food mar-

Owners of

kets, trade assoclatlons and a con-
sultant In the industry are split on
what Impaet the acquislition of Great
Scott supermarkets by Kroger wlll
have on Independents.

Rome speculated that a portlon of
Great Scoit's customers, who ace
count for an 8-percent Detroit arca
market share, could take a closer
look at independents, espectally if
those stores are convenient to the
home or wark place,

Others, citing the neighborhood
niehe carved by many Independents,
prajected little or no gain In thelr
customer base,

Stllt others suggested that as few-
er big players get in the game and

he

als up, indep
wlil have to work hard to keep the
cusiomers they now have,

“As long as independents have
cenmpetitive prices and good service,
they may do better,” sald Jerry
McVety, a West Bloomlleld consult-
ant in the hospltality Industry.

“SOME CONSUMERS loyal to
Greal Scoft, when the flag goes
dawn, they may go somewhere ¢)se,”

Bob Coleman, owner of Bob's of
Canton, and Willlam Welch, an
owner of flve Hollywood Markets in-
cluding one In Troy, believe the
merger presenis opportunitles for
thelr businesses.

"They {large chains) can’t give the
service I do," Coleman said. “Kroger
is known for slow checkout. Three
things I dwell on — cleantlness,

ir quallty and price. Qual-
ity and price are one."

“The perception was Great Scott
was high (prices), Kroger, too,” sald
Welch. “That should leave room for

me.

“I would hope to think that some-
one left out In the dark . . . would
give Wollywood Market a shot,”
Welch sald. “That could concelvably
hapoen.”

JERRY ZAJDEL, owner of Your
Better Market in Redford, Isn't as
optlmistle as Coleman or Welch.

“1 don't think there will be any
change,” he sald, “They'll stay right
there, unless they close the store.”

Linda Gobler, president of the
Michigan Grocers Association,
doesn't expect that independents will
reap a windfall as a result of the
Krnger/Great Scott marriage.

"“I'm not sure a merger or buyout
impacts on smaller stores,” she satd,
"Most Independents really create a
niche far themselves, You get Into
different neighborhoods, and re-
tallers are accepted and become
part of the community."”

Gobler sees more competition
among the three large remaining
chalns, ALP/Farmer Jack, Meljer
and Kroger/Great Scott, than be-
tween themn and the ind;

"Some
consumers
loyal to Great
Scott, when
the flag goes
down, they
may go
somewhere
else."

-Jerry McVely
Consultant
—_——

“Kroger would absorb Great Scatt
unlts and go through merge and
purge locatlons , . . if they have two
slores close to cach other,” Mathews
said, “Typleally, independents can
de well in those situatlons with niche
marketing.

"The worst case scenario Is
Kroger has made a firm commit-
ment to the Detroit market, will
keep the majority of stores, open
new unlts and get very aggressive
marketing.” Mathews expects
Kroger to come out fighting,

“Convenlence Is a key to Independ-
ents’ survival,” sald McVety,

Edward Deeb, presldent of the
Mlchigan Food and Beverage Assocl-
atlon, mentloned a couple of other
factors,

“INDEPENDENTS ARE a little
more fiexible,” he sald. “Smaller op-
cralors usually offer some kind of
unlque service you can't get at chaln
stores.

“Independents usually don't have
buylng power or cash flow. They
have to find ways to compete. Usual-
ly they compete very well in fresh
meats and fresh produce.”

“Independents are In an excellent
position to compete if they get ag-
gressive themselves,” Mathews satd.
“They have to become more respon-
sive to the market, maybe more spe-

“‘THE INDUSTRY Is very compet-
itive , . . and operates on a 1-per-
cent proflt margin,” she said.

Ryan Mathews, cditor of Grocery
Marketing, cnvislons two possible
outcomes with recent local develop-
ments,

clalized Peaple are
willlng to shop If you can provide
them access to unlque products and
services.”

Stepped-up advertising may be In
the independents’ future —~ especial-
ly In thelr Immediate envirens — not
only to attract new customers, hut to
retaln the old, Deeb sald.

By Gerald Frawley
stalf writer

And some people thought all the
Detroit area has to offer was the
automobile,

The largest robotics show and
conference in North America i3
coming to the Mator City June 5-7
at Cobo Hall with three days of
seminars and nearly 200 manufac-
turers and service suppliers.
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Robotics conference coming

“This Is an important issue —
once of the things Michigan has
wanted to do Is to attract high-tech
businesses and the fact that we're
here is a reflectlon that (to some
degree) the state hes succeeded,

“That's one of the reasons we're
(holdlng the show and conference)
It here,” he sald. Another, para-
doxleally, is that the largest cus-
tomers of robatics

the Automated Imaging Associa-
ton, and the Engineering Soclety
of Detroit.

THERE MAY be some things of
interest to the general public, but
for the most part the exhibits and
presentations are geared to the
corparate executlves, englnecrs,
rescarch and development people

and service providers is atill the

for
the Robotlcs Industry Assoclation
(RIA), which Is located In Ann Ar.
bor, said Michigan has strived for
years to become mora than just an
automotlve-dependent state and
the growing robotics manufactur-
Ing Is evidence of that.

Industry,

Unllke the North Amerlcan Auto
show, (he Rabotica & Vislons Auto-
mation conference show Is more of
a marketing than entertainment
event, he sald. The show s belng
cosponsored by the RIA, the Na-
tional Service’ Robot Assoclation,

and plant who wlll use
the products,

Sales of robotle grew steadily
from their introduction almost
three decades ago untit 1985, when
sales fell sharply. After a two year
slump, sales have grown consist.
ently and industry watchers her.
alded the booming yeara as an in-
credible comeback,
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Advertising buyer finds

By Gerald Frawloy
stafl writor

Media buying in a male-dominated automoblle
arca like southeastern Michigan can be tough — es-
pecially for a home town woman.

Karen Ritchle, senior vice president, director of
media services at McCann-Erickson Detrolt in Troy,
Is the exception to the rule, Ritchie was chosen as the
advertising woman of the year by the Women's Ad-
vertising Club of Detroit because she has made great
strides In an advertising market, which even as late
as the 1970s, was dominated by the automotive com-
panles and men.

Not bad for a young Mount Clemens woman who
was to leave to pur-
suc a media carcer in a city more fricndly to women,
Rlichle said. “I've done a lot of things In my life, and
later, I'll probably do more, but right now I'm having
alot of fun dolng what I'm dolng.”

Her ascent to the top of her ficld as a local person
may be a slgnificant factor in her being chosen ad-
vertising woman of the year.

“I'm not the first woman media director, nor am !
the first one on a blg automotive account, but I may
be the first woman to make It this far in her own

hink there’s some of that in it,” Rltchie contin-
ued. "My appolntment may be considered a victory
for the home town woman.”

Regardless, it is a personal vietory in which she
takes great pride, she said.

RITCHIE BEGAN her media career in 1975 at
Campbell Ewald as a sceretary and literally worked
70 hours a week until her supervisor noted her devo-
tlon and made her a media buyer.

Ritchle continued to Llake on added responsibllitles
with the firm untll 1930, when Ritchie was promoted
to media supervisor, which culminated in her taking
part in the introductions of the 1982 Camaro and Ce-
lebrity autemoblles.

Later that year, Ritchle moved to the firm Batten
Barton Durstine & Osborne Ine. In Southfleld, as vice
prestdent, media director, Dodge cars and trucks.
White there, she was Involved with the launch of the
Dedge Caravan.

Ritchie returned to Campbell-Ewald (now
Lintas:Campbell-Ewald) in 1984 as senjor vice presi-
dent, manager, media planning for Chevrolet passen-
ger cars and trucks, She was promoted to group me-
dla dlrector in 1988,

In 1989, she joined McCann-Erickson Detroit as
senlor vice president, director of medin services,

success attainable here

T H

YAsS Karen Ritchie
g':‘!'h‘\ Woman of the Year

where she supervises a stalf servicing the accounts
of General Motors, Bulck Motor Divislon, GMC
Truck, as well as Champlon Spark Plug and Kelsey-
Hayes.

“In many ways, we're the nuts and belts of the
agency. Once the ad is correct you have to get it to
the peaple so it will be scen. We're like the wheels on
a car — it can be beautiful, but it won't go without
wheels.

“What I do is buy time and place — I guess it
sounds real cosmle,” Ritchie said. Essentially, her
Job Is 10 elficlently frame a product or message in a
place and time so i is brought to the desired audi-
ence,

A DIRECTOR of media services can be both a cre-
ative and administratlve posltion, Rltchie said.
ne thing we're always struggling with is that
w trying to make It a science, but It's really an
art,” she said.

“You try to buy hy the numbers, but how do you
know what’s hat? How do you know what the public
will acccpt? Unless you have an intuitive sense,
you're going te fatl.”

Intultion, she said she has found, can be taught, but
it can also be drummed out of a person In the wrong
environment. “What we're really talking about Is
popular culture.” Media buyers are, more than any-
thing else, students of popular culture, she said.

“Which means I work in everything from televi-
sion to matchbook cavers,"” he said.
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'SAVE 60¢
DAIRY MART
CUSTOM SLICED

SAVE 60°
HORMEL SPICED
LUNCHEON

MEAT

¢2°

PETER S BEST
ROAST BEEF 5399 18

CONTINENTAL D=L
AMERICAN FAVORITE

COOKED

AND
WATER
PRODUCT

ALL FLAVORS

FAYGO

SAVE 90¢
BREWSTER

4 PREMIUM DELI
N SWISS CHEESE

3 LB.
HOFFMAN
$2.99 LB.

SWISSON RYE

SANDRIDGE GOURMET
COLE SLAW

LAWSON

STRAWBERRIES N CREAM 3/99 :

SPECIAL OCCASION|———=—77
ICE CREAM

BEVERAGE
12 0Z CANS
FULL CASE
oty
NESTLE
CANDY

sZ199
ASSORTED
BARS

FROZ FRUIT

YOGURT|

2.79:

SANDRIDGE GOURMET
CHICKEN SALAD $3.79 LB.

SANDRIDGE GOURMET
HAM SALAD . . ..52.96 1B.

WE SELL
LOTTERY TICKETS|

99

HALF

GALLON

PRESTO WHIP 1002 . $1.69

BAR

AT PARTICIPATING STORES ONLY

PRICES EFFECTIVE
THRU JUNE 9, 1990
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WE SELL
| MONEY ORDERS

. -




