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reached a peak in 1946 but it has slackened some-
what since that year. Cheese is the only milk
product with a continuing upward trend in output
since World War II. In 1950, only 28 percent of the

The quantity of milk used to make creamery
butter and butter sold by producers rose to a record
high in 1941. It then represented 41 percent of the
milk (including the milk equivalent of butter and

cream) sold by producers, compared with 36 percent
used as fluid milk and cream and 23 percent used in
cheese and other whole-milk products. The diversion
Of. milk from the production of butter to use as fluid
milk and cream and to make whole-milk products

milk (including the milk equivalent of burter and
cream) sold by producers was used to make butter.
About 46 percent was used as fluid milk and cream,
and 26 percent for whole-milk products.
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Table 1.- THE MARKET BASKET: Retail cost of 1935-39 average annual purchasesg
of farm food products by a family of three average consumers, farm value
of equivalent quantities sold by producers, marketing charges, and farmer's
shere of the consumer's food dollar, 1913-51

: : s Marketing :
ear : Retail cost , Fam value .,  phyroeg :Farmer's
Y : 1/ : 2/ : j ; share

: Dollars Dollarg Dollars Percent

1913-15 average ...$ 267 i21 146 45
1920 esecsesscecccees 567 241& 323 4-3
1922 '.O.l...".".: 408 162 246 40
1929 tevenccccscsnat 436 183 254 42
1933 essssssesenvess 277 90 186 32
1935-39 average e.e: 341 135 204, 40
1940 ceevevncenenant 319 127 192 40
1941 ceecevessoncnat 349 154 194 44
1942 eeesvecscccceel 409 195 213 48
1943 veevscnccsnanat 459 236 229 51
1944 evececencsaasnet 451 233 230 52
JOL5 cececcescnsened 459 246 229 54
1946 eeveceravennant 528 279 258 53
1947 seensssesesssel 644 335 308 52
1948 cevevancccncnes 690 350 340 51
1949 cececacscnnases 646 308 337 48
1950 eesssesssssveel 645 308 337 48
1950 g Sept‘ ss00cel 658 320 338 49
OCte covcecet 657 316 340 48

NOVe eeveeoal 659 322 336 49

DGC- seenvsss 681 336 BM 1&9

1951 = Jane. cesesess 709 357 352 50
Feb. 0000‘..: 726 371 3510 51

M&r. oc.o--Q: 724 366 357 51

Aprq evsceeed 718 363 355 51

May scocensel 724 358 365 49

JUNG ceeeseot 724 355 360 49

JUlY ececesset 723 352 4/ 370 49

Augo essscasd 714 355 .U 358 50

Septe ecceseet 711 357 354 50

:

;/ Celculated from retail prices collected by the Bureau of Labor Statistics
and the Bureau of Agriculturzl Economics.

2/ Payments to farmers for equivalent quantities of farm produce minus imputed
value of byproducts obtained in processing.

3/ Marketing charges equal margin (difference between retail cost and farm
value) minus processor taxes plus Government payments to marketing agencies.

4/ Reviged,
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OUMMARY

Farmer's Share of Consumer's
Tood Dollar

Farmers received about 50 cents of the consumer's dollar spent for farm
food products in October, the same as in the 2 preceding months. 1/ This
share was slightly larger than in the sume months a year ago, but below that
received in the years 1943 to 1948. '

Retail prices of farm foondstuffs increused about 1 percent from mid-
September to mid-October and svereged only slightly below the high reached
in February this yeazr. Prices received by farmers for food products also
averaged about 1 percent higher in October but were 3 percent below the
February high. Fzrm prices for food products have increased the last 3
months, following o continuous decline from February to July. Charges for
m&rketlng ferm foods in October were about 2 percent higher than in February
but below the high reached in July.

Shifts in Merket Outlets for
Oranges and Milk -

Changes are constantly tuking place in the form in which many agricul-
tural products are murketed; milk and orsnges are two outstanding examples of
these shifts. The relative quantities of these products marketed through the
different fresh und processed channels is changing in resvonse to shifts in
consumer preferences, changes in consumer incomes, technological developments
in food processing, and chenges in the totsl supply of each type of product.

1/ The figure for Octoberl95l is a yreliminory estimate based on latest
available retail price data. Estimates of the division of the retail price
betveen farmers and marketing agencies are based on comparisons of concurrent
prices at the farm and retail levels, except for seasonal canning craps,
dried fruits, sugar, and vegetable oil products. During a period of rising
prices, the farmer & share calculated on this basis is somewhat higher then
the share which would be obtained by compsring prices received by farmers
for particular lots of productc witn prices puld by congumers for the some
lots after they have moved through the morketany gystem. The reverse is
true in periods of declining prices.
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Oranges.- A major shift in the manner of marketing of oranges has taken
place during the last decade. ‘About 63 percent of the Floride oranges mar-
keted in the 1950-51 season were utilized in nrocessed products compared with
4 percent in the 1938-39 season. The bulk of the processed products comes
from Florida, although an increasing proportion of the oranges grown in the
California-Arizona aren in recent years has been processed. The ecnormousg
expansion in the prodiuction of oranges &nd technologicael improvements in
processing them have been the principal factors promoting the rapid expansion
of the processing industries.

The rupid growtn in the output of frozen concentrated orange juice has
accounted for mogt of the increase in the quantity of oranges processed,
More than half of the oranges processed were used in the manufacture of .that
product during the 1950—Sl'bbd80n. Canned slngle—strength Juice also takes

e significent prqportlon‘of‘the orange Crop. .

Consumers are substituting processed orsnge products for fresh oranges.
However, the processed nroducts, particulaily frozen concentrated julce, are
undoubtedly enlarging the over-all market for oranges because of their year-
round availability and convenience, Consumers are currently paying legs for
processed orange products than for the equivalent quentity of juice in fresh
oranges.

Relatively lower marketing and trensportation costs for proces ed prod-
ucts have made possible more economical distribution of oranges in all areas
of the domestic market. Because processed products can be stored, the mar-
keting season for a crop has been extended beyond the period when fresh
oranges can be gold. Processed Florida orange productc are now competing
with California-Arizona Valencias, which are morketed at a time when sales
of fresh Florida oranges are negligible.

The problem of obtaining the optimum allocation of fruit among the
various types of markets is one of the most urgent problemg facing the citrus
fruit industry. Decisions about the rate of processing and shipping of fresh
and processed products must be made in advance of the harvesting season.
Some control over the movement into distritution channels is necessary as
consumption of procesgsed products is gpread over many months.

Milk.~ Butter is the only major dairy product whoge production now
takes a smoller quantity of milk than in 1940, The milk equivalent of cream
used to make creamery butter and butter made and sold by farmers represented
28 percent of all milk (or its equivalent) gold by producers in 1950 compared
viith 43 percent in 1940. The proportion used as fluid milk and cream
increased from 38 percent in 1940 to 46 percent in 1950. These changes were
asgociated with increcses in the per capita consumption of fluid milk and
cresm and of each of the major manufactured whole-milk products, and with
a decrecse in the per capitz consunption of butter., As 2 result, a higher
proportion of the nutriente in the total milk supgly are beéing consumed than
in 1940.

These shifte in utilization have caused changes in the type of dairy
product sold by farmers. Farmers now sell larger quantities of whole milk
to plants znd dezlers than in 1940, and they separate smaller quentities for
sale as cream. The increased demand for nonfat dry milk solids has been
another reason for selling whole milk rather than cream, Retail sales of
nilk by formers direct to consumers and sales of furm butter have continued
to decline,
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RECEHT bARM—RbTAIL'PHlCE SPREADS

Prelimina;x Estlmates
for October

Farm vilue of the foodg in the "murket basket" 2/ rose about 1 percent
between September 15 and October 15, 1951, to an estimated ennual rate of
$360. Higher prices for milk and butterfat, potatoes, and come of the truck
crops accounted for most of the incresse.

, The retail cost of market-basket foods algo advanced 1 percent between

mid-September and mid-October, rising to en annuel rote of £720. 3/ Increases
In retail prices of beef, dairy products, eggs, potatoes, and some of the
fresh vegetables contributed to the over-all rise. New dollar-end-cent retail
price ceilings for certain beef products became effective on October 1.

At on estimated snnual reate of $360 in mid-October, totel charges for
marketing the foods in the mdrket basket were about 2 percant higher thaon a
month earlier. Higher merketing chorges for the meut products group accounted
for most of the over-sll incrense.

Little Chenge in Furm Vailue of Food Procductg
from August to September

At an innuel rate of $357, the furm value of the market-busket foods in
September was abtout the seme a3 in the preceding month. The September figure
was 4 percent below the record high of #371 recched in February 1951 but 11
percent higher thin a yeur earlier. All commodity groups showed increases
from the September 1950 levels.

The farmm velue of the meat products grovs declined about 1 percent between
mid-August ¢nd mid-September. A 7-percent decline in the furm price of hogs
more than off'set increases in the prices of becf cattle end vezl calves. A
decrease of 4 percent, which resulted mzinly from lover prices for cottonseed
end soybeans, wus recorded for the miscellaneous products group.

2/ 'The "murket basket" contuins quuntltlos of faram food oroducts ecual to
the 1935~-39 average annual purchases per fumily of three average consumers.
Full detcils are presented in Agricultur:l Informetion Builetin No. 4,
"Price Sprecds Between Farmers and Consumers."

3/ Total retcil cost of ¢11 foods currently consumed per fzmily of three
tverage consumers is roughly 50 percent higher than the retail cost of the
"murket basket." The market bosket of form food products does not include
impogrted foods, fishery products, or other foods of nonfarm origin; it does
not include food consumed in households on furms where produced; it melsures
the cost &t current prices of 1935-39 average prewar purchases cnd doeg not
ullow for the currently higher level of per cepite food consumption, which
i1s 10 to 15 percent above the level for 1935-39; und does not include addi-
tionsl mark-ups for preperation and service of mesls purchased in eating
places.
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A seasonal rise in the ferm price of eggs caused an increase in the farm
value of the poultry and eggs group between August and September. Farm value
of the dairy products group was about 1 percent higher. Higher prices for
apples and oranges for fresh consumption and for potatoés and sweetpotatoes
reised the farm value of the fresh items in the fruits and vegetables group
in spite of lower prices for mosgt truck c:opg._

" Small Reduction in
Retail Cost

Retail cost of the market besket of farm foods declined from an annual
rate of $714 in August to $711 in September which was 2 percent below the
record of §726 estublished last February. The retail cost in September,
however, was 8 percent abové September a year earlier. Increases were recorded
for all commodity groups, ranging from 4 percent for miscellaneous products
to 15 percent for poultry and eggs.

A decrenge of 3 percent in the retail cost of the fruits and vegetubles
group from August to veptember nccounted. for most of the reduction in the
retuil cost of the market hasket. Prices of apples, several of the fregh
vegetables, and some of the cznned items were lower in September. The retail
cost of the miscelluneous products group was slightly lower. Seasonally
higher prices for eggs increased the retail cost of the poultry and eggs
group. Chunges were negligible for other major commodity groups.

‘Marketing Churges Lown 1 Percent
from August to September

Churges for merketing the foods in the merket basket declined from
#3538 in mid-August to $354 in mid-September. This reduction resulted mainly
from lower charges for marketing the fruits and vegetables group. The dairy
products and poultry and egge group olso showed decrecses. Charges for mar-
“keting the meéct products group were 3 percent higher. . ’

Mirketing charges for the market—basketvfoodé were 5 percent higher in
September this year then in September 1950. Incresases were noted for all
commodity groups except me:xt products and poultry and eggs.

Formerts ‘hurc of Consumer’s Food Doller
Remeing ot 50 Cents in September

Farmers received 50 cents of the dollar that consumers spent for farm
foods in August end September. During the preceding yeur, the farmer's share
has varicd from 48 cents in October 1950 to 51 cents in Eebruary, March, aund
April of this year.
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SHIFTS IN MARKETING ORANGES FROM FRECH
TO PROCESSED FOLM 1/

By

William S. Hoofnagle and Kenneth E. Ojren
Agricultural FEconomists

Trends in Murketing Oranges

The rapid growth in consumer acceptance of frozen concentrated orznge
Juice has focused attention on shifts in the pattern of marketing oranges
which have been tuking place over the last decade., Prior to the 1939-40
geason, more than 95 percent of the Florida oranges marketed were sold for
{fresh consumption. During the 1950-51 season just eanded, only 37 percent
of all Floridu oranges were marketed in fresh form. This shift has necessi-
tated a reappraisal of the marketing structure in Florida. Other production
areas have been forced to increase their marketings of processed products in
order to compete more eftfectively with Floride.

More than 60 percent of the California-iArizona orange crop is in
Valencias, a julce orunge. Most of these orunges rre harvested from May to
November, a period when the quantity of fresh oranges marketed from Florida
is relatively lovw. Increased sules of orange juice processed from Florida
oranges has provided adcitional competition for California-Arizona Valencias
during the summer months. ‘fhe proportion of the Valencia crop processed
incressed from about 15 percent in the early 1940%'s to almoszt 40 percent in
the 1950-51 season. The remainder of the California-irizona crop is largely
navel oranges, which are still marketed nrimarily in frech torm. Navel
oranges are not as satisfactory for processing as other major varieties.

Several forces have contributed to the great change in the markating
pattern for oranges. The more importuint factors have been rapidly expanding
production of oranges and technologicual improvements in food nrocessing.

United States production of oranges averaged 108,869,000 boxes in the
last five seasons, beginning 1946-47, an increase of ©9 percent over the
S5~year prewar average of 064,394,000 boxes. The grester portion of this
increase occurred in Florida, while production in the Californiu-irizona area
remained relatively stable. Further increases in the production of oranges
are expected over the next several years. as oproduction increased over the
decade, it became much more difficult to market the lurge orange crops
through fresh-fruit outlets at satisfactory prices to growers. This resulted
in increased pressure on the citrus industry for the development and expan-
sion of market outlets for processed products.

Technological improvements in other food industriec helped to stimulate
the processing of oranges into juice. Over the last several decades, a trend
hus been evident in the movement of food processing from the home to the
factory. The perfection of processing techniques and the development of sat-—
isfactory equipment made possible a large-scale citrus processing industry.

;/ This report is based on the results of several research projects made
porsible by funds appropriuted under the Rescarch and Marketing act of 1946.
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Primary Processing Outlets

The three primary outlets for processing oranges into juice are:
Frozen concentrated orsnge juice, canned bingle strength juice, and concen-
trated orange juice 65 degrees Brix (hot pack). 2/ Some oranges are used in
juice blends, usually with grapefruit. Omall quantities of oranges are also
utilized each year for fruit segments, mdrmalades, and jellies.

Canned Single-btrength Juice.~ Processing of oranges into single-strength
julce started in the middle 1920%s but the puck was relatively small until the
late 1930's. Much rescearch was directed anard,developing a single-gtrength
juice that would receive favorable consumer acceptance. The quality of the
product was improved by the adaptation of the flash pasteurization technique
which was largely accepted by the citrus industry by the 1938-39 season. As
& result, consumer demand for single-strength orange juice increased during
the early 1940's. Government purchases for the Armed Forces and shipments
abroud under lend-lease agrecments also increased during this period.

Production of single-strength juice continued to increase throughout mosgt
of the war years and in the immediate postwar period. The total United Stetes
pack of single-strength juice has averaged about 22 million cases (equivslent
Ho. 2 cang) in the postwar period, 1945-46 through 1949-50, compared with an
average of 8 million cases during the war years. In the 1950~51 season,
20,912,000 cases (eyuivelent No. 2 cans) of single-strength julce were packed
in Florida, which required about 12,381,000 boxes of oranges or 18 percent of
the crop. Final figures are not yet available for the 1950-51 pack of canned
SLnbie—otrength Julce in the California-Arizona area, but in the past few
years the pack has uverzged about 2 million casez.

Hot Concentrited Orange Juice.- Orange concentrute 65 degrees Brix, often
‘referred to by the trade as "hot peck" or "hot concentrate," is produced by &
process of evaporation of fresh orange juice under vacuum. The juice is
usually deserated to prevent excessive foaming and is then pasteurized.
Orenge concentrate 65 degrees Brix is reconstituted on the ratio of 6.75 to 1.
Production of "hot pack" concentrete was started on a esmall scale by two
Florida and several Californie procesgors before World War II. DBecause this
product required much less shipiing space thun single-strength juice, large
¢uantities were sent abroad to the fArmed Forces and allied countries during
the war.. '

The primary outlet for this product is to institutions, where it is
served as a reconctituted juice. Substantial quantities of hot concentrates
have been purchased by the Government for use in the school-lunch program.

In the postwar period, limited cuentities have been exported to Europe under
the Marshgll Plan. Hot concentrates are often uged as a base in making car-
bonated beverages and in the manufucture of noncarbonated fruit drinks such
as thoge frequently distributed by dairies. 4 relatively new and expanding
outlet for this product is as & base in the manufacture of canned and bottled
orangeades. Hot concentrates also have a limited use in confectionery and
bakery products.

Total production of "hot-pack concentrate! reached a wartime pesk of
elmost 5 million gallong in the 1942-43 season, but declined to slightly over
1 million gallons by 1945-46. During the last several years, the pack has
averaged almost 5 million gallons. The hot-pack concentrate outlet has been

2/ Brix refers to percentage of soluble solids.
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relatively more important in the California-Arizona area thun in Floride; in
‘the 1949-50 season about two-thirds of the totsl nroduction was packed from
California-Arizona oranges.

Irozen Concentrated Orange Juice.- The citrus industry hag sought contin-
uwously to perfect a processed juice that would more nearly retain ite freshness
end aroma. The perfection of & processed nonpasteurized product, frozen con-
centruted orange juice, lurgely fulfilled this desire. Yrozen concentruted
orange juice was successfully produced in Dunedin, Flu., by a high-vacuum,
low-temperature evaporation process in 1945. 3/ This product received imme~
diate consgumer acceptance; consumer purcheses have increased at a phenomensl
~rete since commercial production wag begun in the 1945-46 season. Ry 19.8-/.9,
the pack of frozen concentrated orange juice in Florida exceeded 10 million
gellons, and in 1949-50 totaled epproximately <2 million gallons. In 1950-51,
the pack reached 30,785,000 gullons, which utilized atout 35 percent of the
total quantity of Florida oringes marketed,

Commercial production of frozen concentrated orsnge juice in the
California-Arizona aren did not vegin until the summer of 1948. The
California~-arizona pack reachned 3,470,000 gzllone in the 1949-50 season. Pack
data are not availeble for the current season, but the output is estimated to
be about 5 million galions.

Frozen concentrated orange juice is more wniform in solids content and
sugar-acid ratio than single-strength juice or fresh julice. Variations found -
in the solid content of fresh orange juice can be eliminated in manufacturing
the frozen concentrated orange nroauct. Also, the natural variations in the
sugur-acid rutio of fruit can be controlled by proper blending vhich adds
greatly to the uniformity of the product. Cuality has been an important ele-
ment in gaining an increasing volume of sales for this relatively new product.

The large increase in the consumption of oranges in the fomm of frozen
concentrated orange juice has heen accompenied by a fiirly substantial decrease
in the per capitu consumption of fregh orunges from the postwar peak of 1946-47.
The volume of oranges utilized in the other two primary processing outlets —-
conned single-strength juice and hot concentrates —- has remained relatively
stable since the 1946-47 season. The frozen concentrated outlet appears to be
the nost promising one.for marketing the increased production of oranges which
-ig forecast for the next few years.

Effect of Increused Processing on the Citrus Industry

The incressed importence of citrus processing, brought about largely by
technological developments, hes had and will continue to have important infiu-
enceg on consumption and on prices received by producers and paid by consumers.
The continuing importance of processing probably will force changes in alloca-
tion to various methods of utilization and in marketing channels und fecilities
for tandling at wholesale and retail.

Longer Marketing Period.- Fresh oranges must be marketed within a rela-
tively short time after harvest, while orenges processed into concentrates and
single-strength juice may be stored and marketed over a longer period of time.

3/ The technique for manufucturing frozen concentrated orange juice was
developed by the Florida Citrus Commissicn in cooperation with the U. S.
Department of hgriculture. Research ou the technigne wae done at the field
station of the Bureau of sgricultural snd Industrial Chemistry, U. S.
Department of Agriculture, in Winter Haven, Fls. A patent wes issued and
essigned to the Secretary of Agriculture for the licensing of producers.,
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The Florida orange crop, formerly marketed within a 9-month  period can now be
marketed in processed form throughout the year. The marketing season of these
orange products from Florida has been expanded to compete with California-
Arizona Valencia orunges whlch are normally uOld from May through October.

Marketing of fresh oranges has a definite seasonal pottern, reaching a
peak in the winter and declining to a relatively low level .in .the sumer. The
marketing of a substential volume of the orange crop in the .form of frozen
concentrated and canned juices hag grestly increased the quentity of these
products purchased by householders during the period when fresh orange con-
sumption is low (fig. 1). For example, household purchases of orsnges and
orunge products (in equivulent boxes of fresh oranges) were approximately 30
percent higher in July-September 1951 than in the szme months w year ago. 4/
Practically all of this gain was accounted for by 1ncreased purcha ses of
frozen concentrated and canned single-strength juices. :

Lower Transportation Costs.- A comparison of tramsportation costs for
equivalent quantities of fresh and processed orange products reveals that it
is much cheaper to ship oranges in the processed form, particularly as frozen
concentrated juice (table 2).

Toble 2.~ Cost of trunsporting a dozen fresh oranges and.equivalent
uuintltles of frozen concentrated juice and 81n519— strength juice
to New York City 1/ B

_ : : Frozen S Single-
Origin : Fresh oranges : concentrated : strength
: : Juice s Jjuice
: Cents . Centg - Cents.
Lake VWales, Fla. ..eocceses 6.4 1.1 . 2.7
Los Angeles, Calif. ...eues 10.9 1.2 3.2

1/ Trengportation charges sre buged on freight rate data iurnlshed by the
Trunqportatlon and Warehousing Branch, PMA, U. S. Dept. of Agr.

According to freight rates in effect September 15, 1951, the cost of
shipping o dozen fresh oranges from Lake Wales, Fla., to New York City is 6.4
cents, compared vith 1.1 cents for an equivalent quantity in the form of ,
frozen concentrated orange julce and 2.7 cents for single-strength juice. 5/
The differences are more pronounced for shipments from the California-Arizona
area to New York City. ' ' o

Wider Area of Distribution.- Unlike fresh oranges, -canned single-strength
juice and hot-pacx concentrates may be transported long distences with little
or no refrigeration. As pointed out, the bulk and weight of oranges are
reduced by processing, resulting in lower transportation costs, es pe01ally for
long distances. Prior to processing, the market for Florida oranges wag pri-
marily limited to the eastern half of the United States but processing has
effectively extended the market over the entire country and has expanded
exports to Cunade. Processed producte have also hrought about a potentlally
greater distribution in other foreign markets.

4/ "Consumer Fruit and Juice Purchases," published quurterly beginning ‘
Jan.-Mar. 1950, bty the BAE and the Fruit and Vegeteble Branch, PMA, U. S.
Dept. of 4gr. ‘

5/ Transportztion charges include an allowance for the protective services
which are usually applied to fresh oranges wnd frozen concentrated orange
juice in transit.
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lower retull Prices for Processed roducts.- Household consumers are cur-
rently peying o lower averugs price for orunge juice in the procesged form
than for an equivalent quantity of juice from frech oronges. In Sestember
1951, household conpsumers paid a: aversge of 46.7 cents per duzen for fresh
oranges. The wverage price paid for equivelent quantities of juice in frozen
concentr.ted form wos 31.8 cents and in c:mned single-strength juice wes 21.8

cents, &

The increcsed merxzetings of frozen concentruted orange juice during the
lagt two geasons (1949-50 and 1950-51) have been accompunied by lower average
prices relative to fresh orunge prices (fig. 2).

Turing 1948-49 and in the firet part of the 1949-50 se:son, prices poid
by houssholders for equivelent quantitics of frozen concentrated orange juice
and frecsh ortnges vere wpproxinately equel. The price differences between
the two products, hovwever, increzsed considersbly from May to October in 1950
and have resmained relatively lurge since that time. Although the averzge
price puid for cunned single-strength juice has been consistently below that
for eguivalent guantitics of iresh orengas, the difference between the tvo
incrensed at the end of the 1950-51 seison.

4c lower retail prices generally result in larger purchases, these lower
prices for the processed part of the orange crop should result in an enlarge-
ment of the total market for the expanding orange crop. The convenience of -
nreparztion for consumption and the nonnerishevility of these processed prod-
ucts in compurison with the fresh fruit sre other factors that probably stim-

ulate Increaged household buying of frozen concentrated and single-strength
orange juices.

Citrug Pyproducts.~ Tne increwssd procesging of oranges into juice has
resuttad in uz larger volume of waste golids, cvsilable for conversion into
citrus byproducts. About 55 to 60 percent of the “lk citrus fruit remsins as
peel, rug, and seeds wfter processing. The volume of eolid citrus wagte is
estimeted «t about 2.5 million tons ennuaily. 7/ Disposal of this increcsed
citrus weste is an added cost to the industry unleg: it cen be economically
utilized in the form of byproductc. In the lest decode, reseurch hos made
possible the conversion of an increasing volume of citrus waste iato new,
valucble nroducts, such g snimal feeds, citrus molasses, and orunge oil.
Urowers, procecsors, znd consumers nive all benefited by the utilization of
citrus vaste into useful products.

The Problem of Allocation of Oringes Among Outlets.~ The increasing impor-
tence of processing outlets in the narketing of orenges has created the problem
of optimum zllocution zmong the frech, frozen concentreted, wnd céenned single-
strength juice outlets in order to give the grectest returns to grovers.

6/ The equivalent quantity of ¢ dozen fresh orsnges in frozen concentrsted
and single~strength juice forms was derived by using the average monthly size
and julce yicld per box provided by the rFruit and Vegetzble Branch, PMA.
Price datu were obtained from "Congsumer Purchuages of Gvlected Fresh Fruits,
Canned end Frozen Juices, and Dried Fruits," published monthly, beginning
Jan, 1950, by the Bak and the Fruit and Vegetable Branch, PMA.

7/ "Citrus Cannery Waste, Its Use and Disposition," Harry W. von Loesecke,
Bur. of Agr. und indus. Chem., ARA, U, S..Dept. of Agr., Nov. 1950, p. 1
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Decisions must be made with respect to the quantities of fruit required
to supply each type of market. Prices paid for oranges in each murket must
be at levels which will obtain the necessary quantities of raw materials and
permit reteil prices which will move maximum quantities of orange products
into consumption channels. Decisions on pricing, processing, and shipping
policies must be made in advence of' the harvesting season and account must be
taken of the fact that consumption of processed products will be cpread over
many months. Trends in production, and the rapid changes in putterns of pro-
duction and distribution, muke it necessary for the industry to have the best
possible information on production, demand factors, and price-consumption
relationships, particularly for the current year and to some extent for sub-
sequent seasons. This type of information would aid the citrus industry in
reaching decisions on the movement of fruit into the different market channels
which could vbe expected to yield the largest returns to zll segments of the
industry and move the increasing output of oranges into consumption in an
orderly manner.

A large carry-over of processed products ct the end of a crop yeur may
affect adversely prices to grovers for fruit sold in the fresh and processed
outlets during the following season. Processors with a large inventory on
hand may reduce purchases of fruit for processing and use their stock accumu-
lations as a bargaining power for lower prices. These reduced purchases will
increuase the supply of fruit in fresh outlets nd may depress fresh fruit
prices. Lower prices in the fresh market will, in turn, have ¢ further
depressing effect on the prices paid for fruit utilized in processing.

The carry-over of frozen concentrated and single-strength orange juices
has been increasing over the last several secsons. On November 1, 1951, cold
storage holdings of frozen concentrzted orunge juice totaled tbout 12,400,000
gallong, an increase of 55 percent over & year ago. This cerry-over was
approximately 35 percent of the total 1950-51 pack of frozen concentrated
orange juice. Florida packers' stocks of canned single-strength orunge juice
totaled 468,358 cases on November 1, 1951, compared with 293,066 cases a year
earlier.

The shift in marketing oronges has resulted in excess capacity in fresh
fruit packing houses. Pucking facilities are not being utilized to their
fullest cepacity in some areas of production during the harvest season because
of the decrcease in the volume of fruit sold in fresh outlets. Excess capac-
ity in this segment of the citrus industry mey cause &« higher unit cost of
production for packed fruit. This problem is being attacked by the consolida-
tion of severul fresh fruit nacking houses into one strong unit, especially
among fresh fruit packers in Californiz. 8/ If the trend in consolidation
is continued and applied to those purts of the citrus industry where excess
capacity exists, then rising costs wnd uneconomic operutions cen be held to a
minimum,

The shifts that have occurred in the murketing of oranges have enabled
the citrus industry to move increasing supplies of fruit at nrofitable prices
to growers. An indicuted upward trend in the production of oranges over the
next few years is likely to accentuate the problem of marketing oranges at
satisfactory prices. The stability of the citrus industry, including the con-
tinuation of reasonable returns to growers, depends to an important degree on
the optimum allocation of fruit cmong the various =zlternative outlets and this
will be dependent to a considerable extent on effective cooperation between
growers and their marketing agenciesg.

8/ "Citrus Co-ops Consolidate to Cut Costs," J. K. Sumucls, Coop. Res. znd
Sexrv. Div,, FCA, U. S. Dept. of Agr,, May 195l.
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CHANGES IN MARKET OUTLETS FOR MILK

Formers altered their milk-marketing practices considerably between 1940
. ond 1950, in line with the changes in the utilization of ~ilk ufter it left
the ferm. The most significunt development wus the shift from selling crean
to selling whole milk. Between 1940 and 1950, the quintity of whole milk solq
by fermers to plants and deulers increased from 47.2 to 74.3 billion pounds,
but the quentity of milk separated for stle as cream deeclined from 33.0 to
20.7 billion pounds. As percentages of the totel milk equivalent of &ll deiry
products sold by farmers, whole milk sold to plunts and dealers increcsed from
54 percent in 1940 to 74 percent in 1950, Milk separated.on farms for sule ug
crecm decreased from 38 to 2L percent. During the same .period, retull saleg
of milk end creem by farmers direct to consumers decreased from 7 percent to

- 4 percent, end wilk used to make butter sold by farmers decreused from about
2 percent to legs then 1 percent. ‘ ‘

The shift from solling cream to selling whole milk wes purtly induced by
- the increase in the quantity of milk used for fluid consumption and for meking
cheege .and other whole-milk products wnd by the decrease in the quentity used
for muking butter {cover chart). Another factor promoting the shift was the
grovwing demend for nonfszt dry milk solids for humsn consumption. The shift
wag accelerated during the eurly war yewrs when the demond for whole milk
‘productg and for nonfat dry milk solids was groetly cxpanded. Ag a result of
thege chunges in marketing milk, & larger wmroportion of the milk solids-not-fa
is dried or uged in other woys for human coasuaption insteud of being fod to
livestock or wasted, 1/

- The quantity of milk marketed by formers (including the milk equivelent
of creem and butter) hzsg increased by sbout 14 percent since 1940. This
increiase bas resulted from a rise in production znd from selling a larger
proportion of the milk produced. The quantity of milk produced on farms was
about 10 percent larger in 1950 than in 1940, wnd in 1950 farmers gold 83 per-
cent of the milk produced compared with 80 percent in 1940. 4 smuller
qusntity now iz used on the furms where it is produced.

Larger Proportiop of Milk told
Now Used for Fluid Congumption

- about 46 percent of the milk sold by producers in 1950 was used as fluid
nilk znd crecm compared with 37 percent in 1940 (table 3). DBetweon 1940 und
1950 the quantity of fluid milk and cream sold to congumers increased by 37
percent. Fales expended rapidiy during the wer and reached o peak in 1946
vhen approximately 47 billion pounds were sold, That gquantity represented 47
percent of all milk sold. gales declined to 44.5 billion pounds in 1948 but
increased in 1949 2nd 1950. In the first three querters of 1951, sules of
fluid milk and crezm have apparently been larger than in the ssme period of
1950. Sules of fluid milk and creasm included those mzde by furmers direct to
congumers. Reteil sales by farmers declined from spproximotely 6.1 billion
pounds in 1940 to 4.4 billion pounds in 1950. As a proportion of total sales
of milk for finid use, retuil sales Uy furmers declined from 18 percent in
1940 to lesg than 10 percent in 1950.

1/ See "Trends in Utilization of Milk and in Consumption of Margarine in the
United States," in The Deiry Situction, Bur. Agr. Econ., June 1950.

*
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Table 3.~ Utilization of milk products, milk—equivélent basis,
sold by producers, 1930, 1940, and 1950

1930 : 1940 ; 1950 1/

Product : :Percent-: :Percent-: :Percent-
:Quantity: age of :Quantity: age of :Quantity: age of
: : total s total : total
: Million © . Million Million
: pounds Percent pounds  Percent pounds Percent
Farm butter.cieeecssees 2,497 3.2 1,441 1.6 757 0.7

Creamery butter ......:_ 32,162 40.8 36,801 41,1 27,980 27.7
Total butter ......: 34,659  44.0 38,242  42.7 28,737  28.4

CheeSe vereeensensssass 5,061 6.4 7,862 8.8 11,680 11.5
Evaporated and con-

densed milk ..o.enns

Tce creoMm ceevevnnsnss

Other 3/ cvvesvennnnes

Total manufzctured

- products seeee.eez 46,614 59,2 55,991 62.6 55,187 54.

3,828 4.9 . 5,880 6.6 6,940 6.9
,880 3.7 3,730 4.2 6,270 2/ 6.2
1.5

5

ae oo o2 o

186 2. 277 3 1,560

..

Fluld milk aﬁd .
cream 4/ +eeiveneaee: 32,066 40.8 33,519 37.4 46,000 45.5

.

Grand total 5/ ...: 78,680 100.0 89,510 100.0 101,187 100.0

.

1/ Preliminary.

2/ Includes milk equivalent of milk sherbet and ice milk, not estimated
prior to 1943.

3/ Includes dry whole milk, dry cream, malted milk powder, part-skim dry
milk, dry end concentrated ice cream mix, and, after 1945, cream cottage
cheeee. -

4/ These totals include smell quantities of milk produced by nonfarm cows,
part of which was not sold.

5/ These totals include the milk equivalents of milk, cream, und butter sold
by farmers and by nonfarm producers, but do not include milk or milk equiva-
lent of products used on faurms where produced.

Smaller Quantity of Milk
Now Used to Make Butter

Butter is the only major dairy product whose manufacture took & smaller
quantity of milk in 1950 than in 1940. This reduction begsn after 1941 vhen
a record quantity of miik, estimuted at 38.8 billion pounds, was used to make
creamery butter and butter sold by farmers. Between 1941 and 1950, the
quantity of milk used for these products was reduced by about 26 percent.
Milk used to meke creamery butter ond butter sold by farmers represented 28
percent of all the milk (or its equivalent) sold by producers in 1950 compared
with 43 percent in 1940.
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Other Manufactured Dalzz,Products ' o
Now Take More Milk sa

- Between 1940 ond 1950, the quontity of milk used in the production of
cheese increased nearly 50 pereent. It represented about 12 percent of the
totel quantity of milk sold by producers in 1950 compared with 9 percent in
1940, The quantity 01 milk thyt was evaporuted ‘increased from about 5.3
billion pounds in 1940 to 6.2 billion pounds in 1950, and the quantity_ con-
densed increased from 6l million pounds in 1940 to 750 million pounds in
1950. The combined quantity of milk used in eveporated and condensed milk
was ubout the same proportlon of thc total milk sold in 1950 ae in 1940.
able quantlty wils: oxported Since tho war, production ha rdmaln@d above
prevar,levels, although it wes down rather sharply in 1949 and 1950 from
eerliér postwer 1lévels. About 63 percent ‘more milk ‘was uged in the commer-
cial production of ice creum in 1950 than in 1940. It reoresentcd 4 percent
of the totsl quantity of milk sold by producers in 1940 and G‘ﬁéféédﬁ'iﬁ 1950.

The quantity of milk used in dry whole milk éxpended nearly -fivefold

‘between 1941 and 1945, but by 1950 it had .shrunk to -about -three-fifths of the

1945 wvolume. ' Increases -also occurred. in the quantities of whole milk used in
various minor wmilk products such as malted milk and dry ice cream mix, hut
the total quantity used for these products has remained small. - Together with
dry whole milk, they took. less than 2 percent of the total milk so0ld by pro-
ducers in 19)0. : '

Production of nonfat dry milk solids increaged from -322 million pounds
in 1940 to 845 million pounds in 1950. The 1950 output required about 9
billion pounds of skim milk compared with 3,5 billion pounds required to
produce the 1940 output. .

: SELECTED NEW PUBLICATIONS
: 1. "Bibliogrephy on the-Marketing of LiveutOCK, Meat, and :
: Meat Products," by Donald W. Gooch, U. 8. Dept. Agr.,- :
: Bibliog. Dul. 15, June 1941. )

: 2. "Farm-to~-Mill Murgins for Cottonseed znd Cottonsecd Products :

: in Tennessee, September 1946-July 1950," by A. R. Sabin, :
: Bur. Agr. Econ., U. S. Dept. agr., Agr. Inform. Bul, 61, :
: June 1951. , , :
s 3. "Farm-to-licteil Marging for Fluid Milk," by Louis F. Herrmann :
: snd Mordecui Baill, Bur. Agr. Econ., Nov. 1951. (Processeds) :
: (RMA,) , ] ' . .ot
: 4. "Murketing Dry Edible Beans and Peas." A report of Alderson @

& Sessiong under Reseurch dnd Murketing Act ‘contract,
prépared for publication by Reed A. Phillips and .

D. B. DeLoach, Bur. Agr. Econ., U. S. Dept. Agr., Tech. Bul.
1044, June 1951. (RMA.)

es @8 es o3 as e

N

"Pattern of Digtribution of Livestock, Meat, and Products
Shipped by Reilroad, 1939, 1948 and 1949, and Trunsportution
Charges, 1948 and 1949," by Fdward Schneider, Bur. Agr. Feon.,:
Oct. 1951. (Processed.) (HMA,)

* e ev s
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Table 4.~ Price spresds betx fa and Betail price, farm valus of equivelent quantities s0ld by producers,
byproduct sdjustamt, -mcu; ohx-gu end fermer's shere of retail price, BSeptember 1951 1/
s T x 2 T B t t Government n
E 3 b : Gross 3 1 gt * Margin
s 3 Betail ; Retail ; sByproducts 3 adjusted 1 _g x un‘:hnor"
Comeodity s Fars equivalent : wit  : price 1 :::. num 5:;:. 1 for 1t “x:;d( y charees,
: K ; H ; T paments ()] I
1 3 : Dollars mmn Ihl.hn lhuln Pollsrs Dollars  IDollers Parcmt
3 2z 1
3 ] 3
rket basket ] T 3 710.89 —_— -— 356.77 354.12 =0.34 353.78 50
s t :
Meat prod 3 ] T 225.37  158.37 9.23 149.14 76.73 -— 76.73 66
z k4 1
Dairy prodn eocan H t 3 134.36 74.26 ——— T4.26 60.20 —_ 60.10 55
z 3 2
Poultry snd OgES ceocvesccananal : 193539t S9.2L  39.40 —_ 39,40 19,81 — 19.91 &7
3 : annoml 3
Pakery and other carssl 3 3 sversge 1
products: Tara produce squivalient 3 quantities :
All Ingredients ..cccccccovene? of aonual fuxily s parchased, : 103.93 — — 27,52 76.41 - 04 76.37 26
Crain . cors par 1 per family : —— 26.55 5.23 .32 — —_ — 2
3 of thres 3
Other cereal products .ecaceeed 3 ateregs 1 37.96 17.68 3.0 14.08 23.88 — 23.88 37
3 3 compumers 3
A1l fruits snd vegotables ......1 H 3 142.48 50.62 — 50.62 91.86 -_— 91.86 36
Fresh fruits and vegetables ..: 3 : 106.83 41,78 _— 41.78 65.11 —_ 65.11 »
Fresh vegetables ...ceevenaez 3 3 617 21.07 — .07 40.10 — 40.20 34
Canned frults and vegetables .: 3 3 23.25 4ol — 4ol 18.84 —_— 18.84 19
: 3 3
Miscellaneons products ..ocecenevst 3 T 45.04 -— — 15.83 2.2 ~ .30 28.91 35
L] 3 z
1 2 3
z z 3
3 z t Lty Cemtp Coutp Lty Centp Centp Centp Percept
E 2 H 4
3 H :
Beef (Cholce grade) 3/..ceceaccese32.1b 1b. Choice grade catile: Pomd : 84.9 4/72.9 7.9 65.0 19.9 — 19.9 T
eesees2 16 1b. lambs S Pound 31 78.1 4.4 9.3 55.1 23.0 _— 23.0 71
Pork (including 1mrd) .ccececescaezl.4l 1b. bogs H Pomnd : 45.6 1.8 o4 274 18.2 — 18.2 &0
H s :
H 4 z
BuLter cecocrscceccccescncannscsseiButtariat and farm butter : Pomnd : 78.1 56.0 —_ 56.0 22,1 — 22.1 72
Cheeso, z Pomd @ 62.6 36.7 — 36.7 25.9 — 25.9 %
Evaporated milk 11440z, cam z  14.9 7.10 —— 7.10 7.8 —_— 7.8 48
Fidd milk .. H Qmrt : 22,1 12.%9 — 12.89 9.2 — 9.2 58
ICE CTOBR ccccncacesoscsccscsasseetled 1b. midk 3 Pint s 3l.2 7.70 — 7.70 23.5 — 23.5 25
: t z
H t 3
BEEB cevscovecsscsccrcnscnscocssea’l.03 dos. b Dosen 1 75.9 56.6 — 56.6 19.3 _— 19.3 75
ChECKEN c.vosecccssencessosasscasesld3b 1be 3 Pommd : 55.0 28.6 -— 28.6 2644 — 26,4 52
2 T 3
H 2 1
Viite tread svceecvccceccssncocceel <912 1b. vheat H Pound : 16,2 3.15 60 2.55 13.7 -— 13.7 16
: 3 z
3 g 3
Corn f18KeB cceaseccarssasacccssss2l05 1b. corm t 8-os. pkg. ¢ 13.7 3.40 1.23 2.17 1.5 -— 11.5 16
Coru meal . «31.343 1b. corn 3 Pound = 7.8 3.96 .66 3.30 4.5 — 4.5 42
Flour, vhite «21.41 1b. vheat H Pommd 3 8.9 4.86 .93 3.93 5.0 —— 5.0 44
- 7 R, «:1.68 1b. rough 3 Poard : 16.9 W72 .96 5.76 1.1 — n.a 34
Rolled 0BLS .ecccsceccccncsancaesas2.05 1b. cats T Pomnd : 14.4 4.97 1.09 3.97 10.4 — 10.4 28
3 T H
3 2 2
AppleR cevecocrravesccnonsersananed 0224 DU, 3 Pound : 10.4 4.50 —_— 4.50 .9 —_— 5.9 43
OTMDEOS ecvecccrsosncnsvacennsesest 0613 bOX ~ fresh use 2 Dozem : 5.9 25.5 —_ 25.5 26.4 —-— 26.4 49
3 z 3
1 z b4
BooRB, SUAD ceveecrscncsnvesscocsal 0375 bu. 3 Pommd ¢ 19.7 8,62 _— 8.62 1.1 —_ 11.1 4d
Cabbage ... s+ PFomd : 5.3 1.60 — 1.60 3.7 — 3.7 30
Carrots ... sesevessrevesaarancel 022 du. H Baach @ 13,1 411 —_ 4.1 9.0 — 9.0 31
Lettuce . vaed OL8S crt. 1 Heoad t  13.8 4.72 —_— 4.72 9.1 —_— 9.1 3
Onione .. +31.06 1b. 3 Found : 7.5 2.13 _— 2,13 5e4 -— 5.4 28
Potatoes .. +3 0174 ba. T Found 4.6 2.14 —_ 2.14 2.5 — 2.5 47
Sweetpotatoes . o3 JO204 bu. H Pound : 12.1 5.85 —_ 5.85 6.2 _— 6.2 A
Tomatoss ...........-.............: 020 ba. H Pomd : 15.4 6.02 — 6.02 A — 9.4 39
: :
H H
Peach d .........x)..a; 1b. Calif. eling : Bo. 2 can 3 34.0 6042 —_ 6,42 27.6 —_ 2.6 19
ﬂom, e-nnod cecessssveven tBo. 2emm 3 22,4 3.16 _— 3.16 19.2 —_ 19.2 1
{o. csnned ssrevecevetesccarenced .5 1b, s Bo. 2ean 3 15,3 3.92 — 3.92 1.4 — 11.4 26
Toma $2.41 1b. tBo. 2ean 3 18,2 3.48 —_ 3.48 1.7 — 14.7 19
H ] z
E 3 :
eeell 1b. dried, Californis H Pomd 3 28.1 12.25 —_— 12.25 15.9 _— 15.9 &4
ese3l 1b. Mich. smd K. Y. z T
1 pes besas z Pomd :  14.9 S.41 —_ 5.41 9.5 — 9.5 36
] 3 3
H T 3
Beot BUGAY cevveeecverccacncacessst 7.15 1b. sugar beets :  Pomd 1 10.7 4.08 .21 3.87 6.8 - .54 6.3 36
Cane sugar 3 12.29 1b. sugar cene s+ Powmd s 10.4 4T . 4,02 6.4 -S4 5.9 39
Cott , sgyb y and 3 3
3 skim milk 3 Pomd 3 33.5 _— _ 10.37 2.6 —_ 22.6 32
Vogotatile shortening »ee-eeoseees.:Cottonssed snd soybesns s Powmd 1 347 — —  l2.78 2.9 — 1.9 37
3 3 3
s 3 3
3 S 3
syhlld-hu- tha calculation of price spresds for commodity groupe and lndiﬂ,dul u-;mpnuntedinlgr Inform. Bul. No. 4, "Price
Freads Betvoen Farsers and Consamers,® Bov. 1949, and Misc. Pub. No. 576, *Prics Spr and G for Food Produots, 1913-44,"

S‘P'- 1945 (out of print). Commodity-group estimates are derived from dats more inclusive than the individual items Usted in this table. For example,
l'lbpmduntu group includes vesl and mutton, fars seles of lover greds csttle, allowance for retail value of byproducts and processed meats, in
addition to lamb, pork (including lard), and carcass beef of Choice grade.
2/ Marketing charges equal margin adjueted for hyproduct all minus G risting taxss plus t ts to marketing agencies.
3/ Neme of mde was changed from Good to Choice on Dec. 29, 1950.
4/ Groes farm value befors adjusting for Choice grade premium vas 63.7 cents.
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Table 5.~ Price spresds betwsen farsers and - food product. Retail price and farm value, September 1951
campered wvith the 1935-79 average, Soptmbor 1950 and Auguat 1951
H [} Retoll price T 1 ot T 7 —_
: : 3 3 | sPercentage nhnco: 1 H t 1Parcentage change
Botail : ] H 3 Sept. 1951 t H ¢t Bept. 1951
Commodity : it ;1935-39; Sept. |  Awg. | * Sept, : tom - 1935-39. Sept. @ Aug. | Sept. : 7
: ;lvnngol 195 | 1951 1951 :TBopt. t Aug. s . 19% | 1951 | 1951 Sopt. + Fup
z 2 : 3 1950 1 1951 s : : 3 19% & 1951
O :M Dollars Dollars _.llm Percent Percent Dollars Dollars Dollarp Dollara [Percent
H 3
H 3
Markot basket eeeeeeececacvecoanses (: 341.19 658.19 3/713.60 710.89 + 8 4/ 134.73 3/320.32 3/355.39 356.77 +11 i
B 3 '
Mont products eeececcvesscsovaest (: 8.57 224.21 225.65 225.87 + 5 & 41.60 3/134.38 3/151.02 1’49.14 +1 -1
H 3
Dalry products eeeeeesscosccacess g: 67.31  121.83 3/134.23 134.36  + 10 4 33.42 3/ 66.13 3/ 73.17  Th.26 +12 + 1
: z
Poultry and BRES -creeccesssoeves) 1935-39 (2 26,47 51.70 51.32 H.2A +15 + 3 17.57 31.90 37.04 39.40 + 2 + 6
) annual (:
Bakery and other careal :) aversge (:
products: : Jquantities(:
All ingredients .....ceeeevessz)prrcbaced,(:  55.09 98,19 3/103.93 103.93 + 6 o] 11.63 3/ 26.36 21.57 27,52 + 4 &
Grodn ..cecevecsscrsscaseseaces )por fanily(: — —— — e —— — 9.04 3/ 20.93 2,50  21.32 + 2 -1
t) of three (z
Other cereal products ........1) sverage 2: 18.46 36,23 37.94 37.96 + 5 & 5.98 3/ 13,93 14.26  14.08 + 1 -1
t)conpumers (&
AlL fruits and vegetables ......: 3 7779 128.94 3/146.99 142,48 + 11 -3 23.98 3/ 46.09 50.09  50.62 +10 vl
Fresh fruits and vegetables ..: 1 57.85 98.03 3/110.74 106.39 + 9 -3 20.37 3/ 38.30 4.48 41.78 + 9 +
Freoh vogetablos c.evecerssss (x 33.16 53.05 64.25 €.17 + 15 -5 13.48 3/ 17.47 21.50 21.07 + 2 . 2
Canned fruits and vegetahles .: 2: L.24 19.77 23.70  23.25 +18 -2 1.93 3/ 4.19 4e23 FA¥AN + 5 o4
T
Mincellaneous products s) (= 25.96  43.32 45.57 45,04 + 4 -1 6.53 3/ 15.56 16.50  15.83 + 2 - 4
: 3 1
1 3
z H
t 1 Cetp Contp  Capts Cets Percoot Poxcmt Cents Cents Coats Centg Percent Percent
z 3
1 3
Beef (Choice grade) 5/ceceeveese.s  Poummd 1 29.1 7.2 84,7 8.9 +10 4 16.2 3/ 52.5 3/ 63.8 65.0 + 2 + 2
% “ocassesvissasrensasane s Pomnd : 26.8 7L.0 77.5 78.1 + 10 + 1 13.2 3/ 45.7 54e5 55.1 + 21 + 1
vork (Including 1ard) eeveececneses Pound : 2.6 46.6 45.7 45.6 - 2 4/ 11.7 3/ 9.6 29.5 21.4 -7 -7
: :
H] H
Batter ..eeesenes Pomd : 35.0 70.7 3/ 78.3 18.1 +10 4 23.9 50.0 56,0 56.0 +12 0
Cheese, American Pomad @ 25.9 55.6 3/ 62.6 62.6 +13 0 13.6 3/ 31.0 35.6 36,7 + 18 + 3
Bvaporated ndlk . .............u*—oz. t 7.5 13.4 15.0 14.9 + 11 -1 2.86 5.95 7.07 7.10 + 19 4
Fluid atlk ...... tesveaseses  Quart ¢ 1.4 20.0 22,0 221 + 10 4 6,30 3/ 11.58 12,61 12.89 + 12 + 2
TCO CIOOM <eevevssecenesenceccscses  Plat ¢ 6/ 1Y 3.3 3L.2 — & &/ & 7.57  7.70 —_— ¢ 2
: 3
z H
BEES vvevnervsssessessrsannoaceasst Dozen 1 29.0 58, 7.9  75.9 +29 + 6 223 4.6 51.2 56.6 +36 +11
CHACKEN ..cssessvessseosesassevenst  Poumd : 30.0 56.3 55.0  55.0 -2 (4] 16.9 27.8 9.5 28.6 + 3 -3
3 b
Vhite breed sececescessosassevessas  Pound 9.1 15.2 16.2 16,2 + 7 0 1.08 3/ 2.47 2.55 2.55 + 3 0
2z z
2
79 22,7 13.6  13.7 + 8 + 1 73 3.9 2.29 2,17 - 30 -5
: 3.0 8.1 7.8 7.8 - 4 4} 1.40 3.01 3.31 3.30 +10 &
t 3.9 8.5 8.9 8.9 + 5 0 1.67 3/ 3.82 3.94 3.93 + 3 7
3 7.2 15.9 3/ 17.0 16.9 + 6 -1 2.37 6.58 6.9 5.76 -12 -7
Bolled 08t8 cevvscsssscanssccevosnsd Pommd : 7.3 13.3 pVAVA pVAVA + 8 0 1.74 3.72 3.92 3.97 + 7 + 1
T 3
APPLOB vevvreeneeenacornssnnneeneet  Fomd ¢ 49 113 1.0 204 -~ 8 - 5 203 533 435 450 -16 4 3
OTBOEEB +cesnsecseosanannsavssescad  Dozen 3 30.3 41,5 3/ 51.2 519 + 9 + 1 1.0 22.6 23.8 25.5 +13 + 7
3 H
H 3
BoAND, BOAP seeecececsosvesrssansel + 11.3 16.9 7.7 19.7 + 17 +11 449 8.25 8,25 8,62 + 4 v 4
Pound 3 3.4 4.6 5.2 5.3 +15 + 2 .8 3/ 1.07 1. 1.60 + 50 -1
Bmch 3 5.4 9.7 12.8 13.1 + 35 + 2 1.690 3/ 2.66 455 4011 + 55 - 10
Heed : 8.7 12.8 4.8  13.8 + 8 -7 2.9 3/ 4.08 5.92 4eT2 + 16 - 20
Pound : 4.5 6.6 7.8 7.5 + L4 - 4 1.0 1.38 2.45 2.13 + 54 -1
Pound 3 2.5 42 49 4e6 + 7 - 6 1.25 1.83 2.04 2.14 + 17 + 5
Svuetpotnmn veavessssssssssevessd Pomd 4.0 8.3 14.0 12,1 + 46 -1 1.65 3.92 5.57 5.85 + 49 + 5
cevensna vessosevnel pomd 1 6§/ 12.6 17.1 15.4 + 22 - 10 3/ 5.15 6,02 6.02 + 17 0
3 z
H 3
Peachos, canned -..ceeeeecconccvest No. 24 can : 18,7 30.5 33.7  34.0 +11 + 1 2.53 470 6.24 6.42 + 37 + 1
Corn, oANNOA ..uesesceasscrcasessed Bo. 2 can 3 12.1 18.0 22,2 2.4 + 24 + 1 1.5 3/ 2.84 2,87 3.16 +11 + 10
Poas, camod cccovevoescersavsennet No. 2 cad 3 15.6 15.1 15.4 15,3 + 1 -1 2.29 3/ 3.6, 3.88 3.92 + 8 + 1
Tomntoos, 0ANNGd .ecrescsecravecesd oo 2 080 3 9.4 14.9 18,9  18.2 + 22 - 4 1.49 3/ 2.96 3.08 3448 +18 +13
1
3
Powmd : 10.0 24,9 28.2  28.1 +13 W 2.99 3/ 8.15 12,25  12.25 + 50
Pommd : 6.5 Lhod 15.3 19 + 3 - 3 3.02 .60 5.15 5.4 -~ 18 + 5
1
H
BOOL SUEAT cseeoerccrecncerasccncet  Pommd 1 5.7 10.5 10.8  10.7 + 2 -1 1.73 3/ 3.58 3.87 3.87 + 8 0
Qe pugar .. 5.5 10.3 3/ 10.5 10.4 + 1 -1 1.78 3/ 3.72 4402 4,02 + 8 0
Margaring ceeveeseees 1 181 33.1 33.8  33.5 + 1 -1 430 10.96 11.78  10.87 -2 - 8
Yogotable shortening .e.cesecccsced t 19.5 32,6 35.2 34.7 + 6 -1 5.26 22,97 13.88 12,78 -1 - 8
L 3
] 3
i
1/ PaXl detalls Wmina the enlcn!nﬁon of price spreads for commodity groups and individual items are presented in Agr. Inforw. Bul. Ko. 4, =Price
Spreads Betw Pe " Bov. 1949, and Misc. Pub, No. 576, "Price Spreads Betweecn Farmers and Consumers for Food Products, 1913-44,"
Sept. 1945 (out of prlnt). Co-mﬂty—gmnp estimates are derived froa data more inclusive than the individual items listed in this table. For example,
the meat-products includes veal eand mutton, farm sales of lower grads cattle, allowance for retail value of byproducts snd processed meats, in

group
addition to lamb, pork (including lard), and carcass beef of Cholce grade.
Jgf Adjusted to exclude imputed wvalue of nonfood byproducts obtained in procesalng.
Revised.
4/ Less than 0.5 percent.
Name of grade was chenged from Good to Cholce on Dec. 29, 1950.
Price data not available.
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Table 6.- Price spreads between farzmers and consumers - food products: Marketing charges end farmer's share of retail price, September 1951
compared with the 1935-39 average, September 1950 and August 1951

3 3 Marketing charges 2/ 2 Farner's share
2 3 H H H t Percentage change : 3 H 3
Comodity ?oRetall T35 % sept. | mug. | Sept. | Sept- 191 Taig3539 ' sept. ' hug. P Sept.
: ° average 1950 . 1951 [ 1951 T gers s average . 1950 ° 1951 ' 1951
H H H H H H pt. ¢ ug. : H : H
3 H H : : 1950 : 1951 ¢ 1 : :
' + Dollars  Dollars  Rollars  Dollars  Percent  Perc Perceat  Percent  Percent ercent
] 3
3 T
Market basket ..z; (s 204.47 3/337.53 3/357.96 353.78 + 5 -1 40 49 50 50
3 )
Meat products :; gx 45.88 3/ 179.23 3/ 74.63 76.73 - 4 + 3 47 63 &7 66
H H
Dairy products evesesvacscecscess) (¢+ 33.%9 3/ 55.70 3/ 61.06 60.10 + 8 - 2 50 3/ 54 55 55
H H
Poultry and eggs ...............:; 1935-39 sx 8.90 19.90 20.28 19.81 A - 2 66 62 65 a7
:) anouwal (:
Bakery and other cereal 1) aversge (1
products: :)quentities(:
All ingredients ...sssee-esnses)purchased, (s  42.80 3/ n.19 3/ 7622 76.27 + 6 4 a3 7 27 26
Gralfl seecescssccssencasacessat)per family(s — — —— — —_ — 16 -— —_ -
3) of three (:
Other cereal products ........t) average (1 12,10 3/ 22.36 23.68 23.88 + 7 + 1 32 3/ 38 38 ki
1)eongumers (1
A1 fruits and vegetables ......,:) {(: 53.81 3/ 82.85 3/ 96.90 91.86 + 11 - 5 20 36 34 36
Fresh frulte and vegetables ..:) {: 37.48 3/ 59.73 3/ 69.26 65.11 + 9 - 6 35 39 kg 39
Fresh vegetables ....ceecevsl) (r 21.68 3/ 35.58 42,75 40.10 +13 - 6 35 33 33 34
Canned fruits and vegetables .x; Ex 12.21 3/ 15,58 19.47 18.84 +21 - 3 4 3y a 18 19
B 1
Miscellaneous products ....e.sesz) (z 19.19 3/ 2146 28,77 28,91 + 5 & 25 3/ 36 36 35
:
H Centa Centp Centp Cents Percent Percent, Percent Percen Perc Pexcent
3
3
1 12,9 3/ 27 3/ 209 19.9 -19 -5 56 68 75 K
1 13.6 3/ 25.3 23.0 23.0 -9 0 49 & 70 7k
103 3/ 17.0 16.2 18.2 + 7 +12 52 3/ 64 65 60
3
: 1.1 20,7 3 2.3 22,1 + 7 -1 68 72 72
: 12.3 3/ 2.6 3/ 210 25.9 + 5 - 4 53 3/ 56 57 59
t 4.6 7.5 7.9 7.8 + 4 ~ 1 38 44 47 48
3 5.1 8.4 9.4 9.2 + 10 - 2 55 58 57 58
1CO OIOAM 4eessevenrsressvasnacsonal Pint r 6/ & 23.7 23.5 —— Y 19 & 24 25
H 1
Egge .............................; Dozen ; 6.7 17.2 20,7 19.3 + 12 7 ™ n 2" 75
CHLCKON tuveeesaransnsnnrsvoosnnsst Pound : 13.1 28,5 25.5 2644 -1 + 4 56 49 54 52
H H
WELte BIeBd weeneseeversseesessnaas  Pound i 7.9 12.7 13.7 13.7 + 8 0 12 17 16 16
; .
Corn f1AKOB cecsaersssccsccscearest 8-0z. pkg. I 7.1 9.6 11.3 11.5 + 20 + 2 1 2, 17 16
Corn meal +.., Pomd : L6 5.1 4.5 45 -12 [} 47 37 42 42
Flour, white . Pownd 1 2.1 3/ 4.7 5.0 5.0 + 6 0 43 3/ 45 L 4d
RICO® venseanae Pound 3 4.7 9.3  3/10.1 11.1 + 19 +10 33 a% 41 34
Rolled OB%B «.vsconcsescssescancasl Pound 1 5.6 9.6 10.5 10.4 + 8 -1 24 28 27 28
H 3
3 1]
APDLeB ..ieeevsecrssraccssnsrsanael Pound 3 2,9 6.0 6.7 5.9 - - 12 47 43
OTADEOS 4uvvsevenscrarsonsssarsnnsd Dozen ¢ 19.3 24.9 3/ 1.4 2644 + 6 - 4 36 48 3/ 46 49
3 1
1 3
BOANS, BNAD ceeeecvsvessssevasanned Pound 6.8 8.7 9.5 1.1 + 28 +17 40 49 47 I
Pound 3 2.6 3/ 3.5 3.6 3.7 + 6 + 3 A 3/ 23 31 30
Bunch 3 3.7 3/ 7.0 8.2 9.0 +29 +10 3 3/ 21 36 n
Head T 5.8 3/ 8.7 8.9 9.1 + 5 + 2 33 3/ 32 40 34
Pound 3.2 5.2 5.4 5.4 + 4 [} 29 2l A 28
Pownd 1.3 2.5 2,9 2.2 [} -1 50 43 42 47
Pound 3 2.4 beds 8.4 6.2 + 41 ~ 26 Q 47 40 48
Pomd : ¢/ 3y 1.5 1n.1 9.4 + 25 - 15 38 35 39
t 2
T 3
Peaches, canned .. No. 2kcan ¢+ 16,2 25.8 2714 21.6 + 7 + 1 1 15 19 19
Com, canned . No. 2 can 3 20.6 3/ 15.2 19.2 19.2 + 26 -1 12 3/ 16 13 14
Peas, canned ..... No. 2 can : 13.3 3/ 1.5 11.5 1.4 -1 -1 15 3 24 25 26
Tomatoes, canned ..eeeececscvessses Noo 2can 3 7.9 3/ 1n.9 15.8 1.7 + 2 -7 16 3/ 20 16 19
3 3
4 3
Prunes u..iicseeacessncecenssocceest  Pomd 1 7.0 3/ 16.7 16.0 15.9 -5 -1 30 3y 33 43 44
Ravy beans ....ciecesescescvecessas  Pound 3 3.5 7.8 10.2 9.5 + 22 -7 46 46 34 36
% H
3 2
Boot. sugar .. wet Poumd 1 3.6 Y b 6.4 6.3 - 2 -~ 2 30 3/ 3 36 36
Cane mugar ..... .et  Pomed 1 3.4 3 61 3/ 6.0 5.9 -3 - 2 32 3/ 36 3/ 38 39
Kargarine .eeeveasee .ot Pound 3 13.2 22.1 22.0 2.6 + 2 + 3 24 33 35 32
Vegotable ahOrtening eeeveecesee..:  Pound @ 14.2 19.6 2.3 2.9 +12 + 3 27 40 39 37
3 t
1
i

1
s 5 Full details concerning the calculation of price spreads for oommodity groups and individual items are presented in Agr. Inform. Bul. No. 4, "Price
preads Between Famers and Consumers,™ Nov. 1949, and Misc. Pub, No. 576, "Price Spreads Between Farmers snd Consumers for Food Products, 1913-44,"
i;P'« 1945 (out of print). Commodity-group estimates are derived from data more inclusive then the individual items listed in this tahle. For exrmple,
© meat-products group includes veal and mutton, farm sales of lover grade cattle, allowancs for retail value of hyproducts and P d meats, in
addition to lamb, pork (including lard), snd carcass beef of Choice grade.
“3‘4 "':;keting charges equal margine (difference between retail cost and net farm walue, talle 5) minus processor taxee plus Government payments to
oting agemcies.
3/ Revised,
!;/ ;-GBE than 0,5 percent.
ame of grade wne changed from Good to Choice on Dec. 29, 1950.
Price data not avasilable. ) 19
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Table 7.~ Farm products: Indexes of prices at several levels of marketing,
1935-39 = 100
t Prices : Foods H Fiberg tWhole-: Prices 3
: pald : Retail:Whole—: H : Whole-s Prices : sale :received:P
: by & _Socssale oo o iRetall: sale :recelved:prices: by ¢ rice
Year 3 city :og fam:prices:received:prices: pricess by : of : fanmers:paid
and :families: food sof all: by : of ¢ of : farmers: all : for szy
nonth:for all : rod- ° food : parmers icloth-:textile: for & farm : all ¢ o0
scommodi-: ucts ° prod-: ¢ ing : prod- : cotton : prod-: prod- : 2;8
: ties 2/ ucts : 1/ :ucts : and : ucts : ucts
: : : 3/ : 2 3/ :zwool 5/: 3/ : 6/
1913 : 71 77 81 91 69 81 110 94 95 81
1916 : 78 94 96 106 78 99 131 111 111 93
1918 : 108 134 151 172 128 193 279 195 192 14
1920 143 166 174 181 201 232 284 198 197 1711
1929 : 122 128 126 136 115 127 167 138 138 12
1932 : 98 83 77 67 91 4 54 63 61 82
1935 3 98 10z 106 99 97 100 109 104 101 99
1936 : 99 103 104 104 98 101 114 106 106 99
1937 : 103 106 108 112 103 107 111 114 114 105
1938 101 96 93 94 102 94 80 90 90 98
1939 : 99 93 89 90 100 98 87 86 88 98
1940 : 100 93 90 9% 102 104 98 89 93 98
1941 105 102 105 114 106 119 131 108 115 105
1942 3 117 120 126 145 124 136 178 139 147 120
1943 3 12/ 135 135 175 130 137 190 161 179 133
1944 126 132 133 173 139 139 194 162 182 140
1945 3 129 135 134 183 146 14 201 169 192 145
1946 : 140 155 165 207 160 164 260 196 218 159
1947 3 160 189 213 249 186 200 296 238 256 186
1948 s 172 202 226 260 198 209 296 248 265 202
1949 170 189 204 229 190 198 272 218 232 194
1950 : 172 189 210 228 188 208  7/314 224 238 198
1950:
Septe.: 175 193 224 238 190 223 372 237 253 203
Oct. 176 192 238 235 193 230 1/365 234 250 204
Nov. 3 176 193 221 239 194 235 386 242 257 206
Dec. 3 179 200 226 250 196 241 383 247 266 207
1951
Jen. : 182 208 230 265 198 251 401 256 279 211 .
Feb. : 184 213 237 276 202 255 411 267 201 25
Mar, : 184 212 236 272 203 258 425 268 290 219
Apr. 185 211 235 269 204 257 425 266 288 220
May : 185 A2 237 266 204 256 415 263 28, 219
June 3 185 212 236 264 204 250 409 261 280 29
July : 186 22 235 . 262 203 244, 377 255 274, 29
Aug. 186 209 237 264, 204 17/236 333 251 272 29
Sept.: 187 208 238 265 209 230 321 271219

1/ Bureau of Labor Statistics, "Consumer Price Index for Moderaﬁ%f%hcome Families
in Large Cities."
2/ Calculated from "Retail cost" of market basket (p. 2).
3/ Bureau of Labor Statistics, converted from 1926 = 100 base.
4/ Calculated from "Farm value" of market basket (p. 2).
5/ Cotton and wool prices weighted by production in 1935-39.
6/ Based on figures published by the Crop Reporting Board.
7/ Revised.
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Tatle 8.~ Indexes Of consumer‘income and of hourly éarnings in marketing,
1925-39 = 100

;. . & Monthly : | B . L .
. Honoagri- : esrnings : Hourly earnings in mharketing enterprises
. cultural | per T, s :
Year , dncome . piioyeq s Gless I Food : Food : Cotton
| : peyments o poctopy i SPEAMLrocessings merketing:processing
: 1V : worker  reilvays L/ 5/ :

3/

lee o8

i 2/

.
(2]

20 6o g8 ss we

1940 veveonnne 115 110 105 108 104 106
194 vivenrnns 138 130 106 114 110 119
1942 veeennnee 176 161 119 127 122 139
1943 venvennuet 217 188 121 140 131 152
1944 evevancans 242 201 134 149 141 162
1945 ceeeenenet 250 195 135 154 149 176
1946 vvennianat 255 101 154 173 171 213
19LT veeeneaoet 275 218 163 197 195 253
1948 vevvenneet 301 236 18 213 213 282
1949 vevenvendt 303 240 203 223 206 287
1950 vesevavest 332 259 223 233 230 297
1950 :
Aug. .ev...t 335 263 219 231 235 292
Sedte ceeest 347 265 224 231 237 2G5
0Cte weeneet 344 271 221 236 239 314
NOVe seeeant 346 272 22/, 239 241 316
DeCe wrueeaat 459 279 227 2hd, 244, 317
1951 :
JNe eeveaet 356 278 pA 248 2477 213
 cY o MR 358 279 235 248 248 318
MET. vevveoz 362 282 237 . &9 249 218
ADTe teeraat 366 283 243 250 250 319
MY vevereel 308 282 244, 250 251 =19
JUNe veeevst 370 285 247 bl 251, 6/ 253 &/ 319
JULY veeeens B/ 370 282 25 6/ 252 252 & 317
AU eeeeent 372 282 246 252 252 313

1/ United Stutes Jepartment of Commerce estimates. Aidjusted for zeasonal
variation.
. 2/ Propured in the Bureau of Agricultursl iconomics from data of the Bureau of
Labor Statisties, not adjusted for seasonal variation. Revised series.

3/ Compiled from data published by the Interstate Cormerce Commission,

4/ Bureau of Labor btatistics.
. 5/ Veighted composite of earnings in steam railways, food processing, wholesal-
ing, and retatling.

&/ Revigead.
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