When can’t eompete
with the huge advertising bud-
gets which the mational brand
product companies have at
their disposal, then you do the
next best thing and ride the
crest of a wave.....if one hap-
pens to be handy.

Very handy these.days is the
spreading wave of ‘“‘consumer-
ism’ and bent on riding- high
atop the crest is Consumer
Value Stores.

Founded . in Re- England in-

1963, C.V.S. is a division of
the Melville Corp., Thom Mc-
An’s pareat company, which
operates nearly 100 discount
health and beauty aids stores
in states from Maine to New
Jersey with two trial locations
in Texas.

During 1970 the chain opened
stores at the rate of one every
nine days with five new loca-
tions in downtown. Boston with-
in a period of five months.

During its seven years of
discount retailing, C.V.S. has
come to the conclusion that
you cam’t merely cut prices
on brand mame items and then
‘throw im a private label prod-

uct just to have something-

cheaper on the shelf.

Rom Young, the 27-year old
ad director at C.V.S,,
that you
on price any more” and also

- better than

finds ;
‘“can’t sell people
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roapnusibmtln of the’ adwu'-
tlaing departmont.

He points out that studies
whieh C.V.8. have cohnducted
indicated, ‘‘that the main rea-
son people are apprehensive.
about buying private label
products is -that they usually
have found them'tp be inferior
to the mtlnnally recognized
brands. We!ve changed that,"!
Young went on saying that

'C.V.5. private label products, _

“will' always be as good or
~comparable
brands.*

Operatlug under the name
of Consumer Value Labs, there
are to date 83 products on
C.V.S. shelves under this label.

According - hq\‘foung, the

‘“premise of. the whole line
is that the product is.a value
to the consumer" ;

This ha sars i.saccorupnshed
by keeping the ‘active ingred-
ients of each product- at the
same, -or nearly the same,
level as do the brand. names.
In some cases the percentage

‘of active ingredients is even

Ron Young, the 27-year old ad manager at Consumer

Value Stores im Newton,

Mass.,

belteves his company

is doing ﬂw things necessary !o satisfy the shopper as

the wave o, rism’
notes that packers’ label prod-
ucts are ‘‘basically inferior’’.
In view of this, C.V.5. isem-
barking upon a program of
quality private label products
which will continue to be sold
at reduced prices when com-~
pared -fo the national brands.
Young, who has been with

' C.¥.8. as Director of Special -

Projects for more than 4 year,

. -vecently took over the added

to mount.’

higher than some national
brands.

“The best and best-selling
national brand products will
be used as minimum standards.
They’ll be laboratory tested,
analyzed, and often improved
upon. For example, if a lead-
ing shampoo has been found
to have 289 active ingredients,
we may increase the percent-
age to 30 or 319,

ufacturer does,

‘ fantastic.

“in order

" ful in isolating a~

‘Although this may sound ex~
pensive, Young peoints out that
the consumer actually pays
more for. the national brand
product itself than: the man-
because,
‘““what they pay to make the

product is small compared to
what they pay to sell it,

‘“The cost to us is very
nominal, a fraction of a cent,’’
he _continued, ‘‘and the bene-
fits “to: the consumer will be

be spending a bit more tomake
the best possible: products, our
overall profit will remain the

same, and even a bit higher

than - many of the national
brands.....since we  will be

making profit in two .ways.

“First, we'll still'be earning
the profit our stores usually
make for selling products, and
second, we’ll'be eagning some

" According to the C.V.S,

‘theory, the brand name man-

ufacturers have ‘‘several ex-

penses’’ which the private lab- .
“‘One of

el packers do not.

Even though we will

. of the profit the national brand -
_manufacturers usually make. p

these is advertising;’’ Young "

said noting a nationally known

78¢ to produce, but which he
says has to sell for $1.59
“to. cover -the cost
of advertising the product.

“They have been success-
market
through
Young says of the national
brand manufacturers even
though the y ‘‘do not listen

to the needs of the consumer’. .

As part of its.‘‘communica~
tions program’ which is ad-

‘ministeréd in conjunction with
Bo Bernstein of

its agency,
Providence, C.V.S. plans to
be in ‘‘all media in 1971 ex-
cept magazines’’. This will
include radio and some triai
T.V. spots.

Terming the recent ‘‘mass

-movements of consumerism”
as' necessary to fill a ““void _

left by companies which have
not been responsive to the in-
terests of their customers,”
Young points out that it makes
more sense to ‘“‘harness the

.consumer movement’s interest

and energy on a produet rather
than against it".

He cited the ban on eytla-
mates, placement of seatbeits,
awareness of insecticide ham-
ards and standards of meat

.'hair preparation which costs ’

communications,’’

packing samitation as ‘‘vietor-
ies of concerned consumer
groups and the mccnmy de-
feats o! business.

‘“‘Business should be in the
forefront of these improve-
ments,’”’ he said noting that
consumer interest tn these
areas. is ‘‘strong esough to
attract national attention’ be-
yond comparison to the ““ad-
vertising budget of most
national brands.’” :

In order to remain competi-
tive in the face of vast sumsof
money being spent today inad-
vertising national brand prod-
ucts, the ingredients of which.
in most cases are under fed-

“eral regulation and differ only

slightly from one another,
C.V.S. has undertaken the ed-"

" ucation of its employees and.

its customers as to the em-—;
cncy of ‘I:IIB C.V.L. products

“Rach month ndlﬂerentc V.L.-
product is selected as “‘product
of the month’’. A gift-wrapped
sample is sent to each of the
1300 C.V.S. employees at their
homes with a fact sheet ex-
plaining the product, its back-
ground and what makes it do
what it does do as well as how
the product stacks up against
its npationally-known counter-
part.

- The theory behind this move
is that if the employee knows
the product, he is better able
.to assist the customer and
-can he “ T d the
- C.V.L. brand

As far as educating the
customer goes, C.V.5. will
distribute free ol charge via
its outlets a new monthly pub-
lication entitled the “'C. ?..L.'
Report"

mmmm

be aimed at a2 ““product of
the month.” -The ““Report"
will include pros amd cons
of the particular prodectunder
discussion as well as informa-
tion regardingits manaincture,
comparisoa tobrand-aame
items, and the product’s prep-
aration and use,

Summing up-the C.V.8. dire
ection, Young said, ““Youw'we
heard about Ralph Nader amd
his Raiders. You've heard
a lot dbout the peblic’s hew
spirit of ‘tohdumerisia® and
you're going t© be heariaga.

& lot more about it. Fromus.”’




