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Foreword

AINE potato growers in recent years have been confronted by

increasingly difficult marketing problems. In an effort to assist

these growers, the Cooperative Research and Service Division of the

Farm Credit Administration and the Maine Agricultural Experiment

Station jointly undertook a project for the purpose of obtaining

information that might be used in developing more effective means
of meeting some of the problems of these growers.

Information presented in this bulletin includes some material on
the source and the nature of competition which Maine potato growers
must meet, on marketing methods and practices in Maine and in the
Boston wholesale markets and retail stores, and on consumer prefer- -
ences in the use of potatoes, An effort has been made to determine
whether or not there is an opportunity to stimulate demand for Maine
potatoes through the use of improved grading, packing, and selling
services. An attempt has also been made to interpret the significance
of the research in the further development of & cooperative marketing
program. In addition, these findings should prove useful to coopera-
tive association members in other areas.

In conducting this study various members of the stafls of the
Maine Agricultural Experiment Station and the Farm Credit Admin-
istration made .important contributions. The author wishes to
acknowledge the assistance of Maynard A. Iincks of the Maine
Agricultural Experiment Station and Gertrude G. Foelsch of the
Cooperative Research and Service Division, Farm Credit Adminis-
tration, in managing the collection and analysis of much of the data
and in preparing some portions of the material for publication in
preliminary form. Dr. Herbert W. Mumford, Jr., Cooperative
Research and Service Division, collecied and analyzed the data from
retail stores and prepared a report in greater detail than that offered
in this bulletin. The author also wishes to acknowledge the advice
and suggestions of Kelsey B. Gardner of the Cooperative Research
and Service Division, and the helpful assistance of other members of
the staff of the Farm Credit Administration, as well as that of Dr,
C. H. Merchant and W. K. Schrumpf of the Maine Agricultural
Experiment Siation.

In the progress of this research, several prelimimary reports were
prepared and published. In these reports some aspects of the study.
were analyzed in greater detail than in this bulletin, The reports
are listed on p. 146.

Toxm G. StrrTs,
Chaef, Cooperative Research and Service Dimsion.
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Summary

HE POTATO crop of Aroosteok County, Maine, is marketed by

a large number of individuals and organizations in 1the State. Itis
handled by several dealers and organizations in Boston., These
individuals, organizstions, snd dealers have varied interesis and
marketing philosophies guiding their marketing sctivities, Under
these conditions it is difficult to develop a consistent marketing pro-
gram except as the growers themselves organize and direct thew
marketing activities. This research wus planned to gather and present
information which would review the present situation in marketing
Maine potatoes in Boston., Such a review should serve to point out
some of the essentials which growers should consider in a compre-
hensive marketing program for Arvostook County.

Aroostook County contains a highly specialized potato-producing
area. Changing sources of supply have characterized the potato
industry in the United States since 1929, in Aroostook County there
has been no important change in either acreage or yicld sinee that
time, partly beeause the farmers and the soil are efficient in potato
production, but probably also because growers there had few production
alternatives.

The demand for potatoes is inelastic and, therefore, small erops may
sell for more money than large ones. If producers in important pro-
duction areas were strongly organized they could make use of mar-
keting agreements and stabilize their incomes. Without such or-
ganization in the major potato-produecing areas, it is more difficult
to accomplish such results. Byproduct enterprises are also a desir-
able adjunct of organization to regulate supplies. Lacking the
organization to approach the problem cooperatively on a national
basis, producers in the various producing sections are limited to use of
less effective competitive devices.

Several wholesale markets in Boston receive potatoes for redistribu-
tion. None of these markets has adequate facilities to serve at one
time and place all the buyers and sellers who might wish to trade
there. Transportation facilities are limited, particularly at the
Fancuil Hall Market. At the other two markets truck arrivals are
prohibited, and no provision is made for a farmers’ market. At the
Boston Market Terminal, there has been an attempt to Limit the
trading to that of wholesale dealers, and retailers making small pur-

; chd‘ses are not encouraged. As a result, produce frequently is hauled

¥



VI SUMMARY

from one wholesale market to another, inercasing marketing cost and -
damage to perishable products,

Dealers in the Charlestown market have potato steres and are
equipped to provide necessary rehandling services.  Sinece most of the
potaloes have to be graded at the time of original packaging in Maine,
however, the services rendered there should be as complete as possible,
minimizing the need for extra costs at Charlestown.

The volume of potatoes passing through the Charlestown market
has been declining for the following reasons: (1) Reshipment of
potatoes from Charlestown has been decreasing in favor of direct
shipment from producers in Maine to destinations farther south;
(2) direct purchasing by chain stores has decreased the volume of
potatoes for the Boston market, previously handled by the wholesale
dealers at Charlestown; and (3) increased potato production in south-
ern New England has decreased the proportion of Maine potatoes in
the Boston market.  As the volume of potatoes passing through the
Charlestown market is reduced, the costs of some dealers operating
there will rise, making it necessary for them to take wider operating
margins or seck additioual sources of profit in marketing practices.

The potato-mixing practice, sometimes widely used, needs careful
study because of its effeet on prices and ulso beeause it may reflect the
need for different packaging practices in Maine, where the cost is lower.

One remedy for unsatisfactory termminal wholesale markets and
practices is for producers to control theiv own products into the market
far enongh to avoid unnecessary costs and undesirable practices.

Almost 98 percent of the families interviewed in Boston and the
adjacent metropolitan areas included in this study reported that they
used potatoes. In March when prices and qualities were relatively
stable, the peek package was the favorite. Small families and some
families with larger-than-average incomes were more likely to make
small purchases than were the average-sized families. Later in the
year, when old-crop Maine potatoces were disappearing and new-crop
potatoes were coming from the South, packages smaller than a peck
were most frequently purchased.  Declining prices and the less stable
qualitics were given as the reasons why consumers purchased insmaller
guantitics. A marketing program based exelusively on the sale of a
branded peck package, therefore, would not be the most satisfactory
one under the conditions found in Boston in the month of June 1940,

Purchases of potatoes, for family use were made frequently in
March and even more frequently when smaller packages were being
purchased in June. Thus it is important to producers as well as to
retailers that potatoes purchased give consumers satisfaction. -

More than 95 percent of the families interviewed reported the use of
potatoes at the evening meal. Baking was the most popular method
of preparation. This indicates the importance of baking preterences
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and suggests that this preference should be recognized by producers in
growing and marketing.

The use of potatoes at morning and noon meals was most frequent
in large families and in families with lower incomes.  This emphasizes
the importance of potatoes as food in those population groups. If food
prices and living costs were increased, a larger proportion of the popula-
tion might find it impossible to gratify their desire for variety in foods
and use more of those items, such as potatoes, that are less costly.

Family interviews show that satisfaction in the use of potatoes
would be increased if they were sized more carefully.  Preferences were
mostly for potatoes larger than 2 inckes in diameter, but rarely for
potatoes larger than 3 inches. Prefercnces were also for potatoes
sized to & range not exceeding one-half inch in dismeter. Under
present marketing practices, potatoes are rarely sized this way.

Boston consumers purchased potatoes at a wide range in prices
each day. This wide range in prices and the fact that the consumers
with high incomes were more likely to pay the higher prices supports
the conclusion that some potatoes could be sold at prices yielding a
reasonable return for more care in grading and packaging. The
limited number of persons with high incomes and the low prices paid
by many consumeds suggest that the gains fiom improved merchandis-
ing practices are likely to come partly from cost reduction through sale
of larger volume.

Retailers were aware of the preference on the part of consumers for
potatoes of medium size and for potatoes sized closely around an
average of 2% inches in diameter.  Retail priees, however, did not show
a close relationship between the priee paid by the consumer and the
percentage of the potatoes which were under 2 inches in diameter.
Neither did retail prices reflect any close relationship between the
price paid by the consumer and the percentage of defects as inter-
preted under the standards for 1. S. No. 1 potatoes.  To the consumer,
thercfore, retail price was not a valuable guide to quality as described
by these inspection characteristies.

Retail margins varied from very low ones to margins as high as 15
cents or more per peck. They averaged 7 cents per peck, or about
15 to 20 percent of the retail price. Judging from margins taken for
other fresh fruits and vegetables and for some other food items, 17
pereent was not an unusually large margin.

The wide range in margins taken by retailers suggested that the
lack of relationship between the retail price and the percentage of
various qualities found within the retail package might be due to
the retailer's method of applying margins. The retailer’s cost was
correlated with the qualitics found in the packages, and this correlation
indicated that some retailers do take into consideration the percentage
of ernaII pntatoes in the package when they purchase for redistribution

i
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to their consumer-patrons. The range of variation, however, still
indicated that retail cost was not a very reliable guide to the sizing
of the potatoes mn the package. Retail cost as compared with the
percentage of various, defects found in the packages indicated that
when the retailer purchased U. 8. No. 1 potatoes, no further atiempt
was made to hold the percentage of defects at a low figure.

" The data suggest that producers have not made the fullest use
of the Federal-State Inspection Service.  Thus the producers in Maine
have not accomplished the degree of standardization which was
desirable and perhaps possible by preparing more standardized descrip-
tion of the contents of packages and referring these descriptions to
the inspection Service for interpretation in grading the crop. The
inspection service may be used simply as an authority in determination
of the grade of a marketable lot of product or its services may be
enlisted to improve the quality of the product offered for sale. Pro-
ducers and their cooperative markeling associations should coordinate
their objectives with those of the inspection serviee to render im-
proved services to the producers, and to the consumers who are their
customers.



MARKETING MAINE POTATOES IN MAINE
AND IN BOSTON

OTATO GROWERS in Maine, as elsewhere, have an interest in

the marketing of their crop. In Aroostook County this interest
is unususlly lively because potatoes are by far the most important
source of cash farm income. Producers in this county, therefore,
specialize in producing and marketing this crop.

Cooperative marketing has been tried. One cooperative, formed
in 1922, ceased to function in 1926. An association organized in
1932 has operated in a limited way with success. Although limited
in the scope of its services, it has made one particularly important
contribution through the cooperative expericnce which it has provided
to & considerable number of growers and a management staff. The
successful operation of this farmers’ organization over a period of
years, together with the accumulation of cooperative experience, has
equipped this group of producers to extend the scope of their co-
operative marketing activity.

Leaders among the Maine potato growers were of diverse opinions
as to the proper steps to be taken. Some believed, for instance,
that mere careful sizing of potatoes in packages was nccessary to
improve the existing marketing situation. Others belicved that
present grading and standardization practices were adequate, and all
that was necded was an advertising program to bring the product
more directly to the consumers’ attention. Others believed that the
problem lay in the field of shipping damage and discase control.
Still others felt that the principal problem lay in the domination of
retail distribution by agencies not interested so much in the quality
of the product as in the margin which they derive from its sale and
the consequent subjugation of ideas of quality and consumer satis-
faction to that of profit from distribution, In addition, there were
groups who believed that the problem lay mostly in the field of com-
petitive pricing, and that Maine’s marketing problem lay almost
entirely in the field of more efficient distribution on a cost basis alone.

With the passage of the potato tax law, administered by the Maine
Development Commission, interest in marketing problems was mani-
fested and requests were made to the Maine Agricultural Experiment

1



2 FARM CREDIT ADMINISTRATION

Station to conduct studies of the marketing of potatoes. These
requests emphasized the need for studies at terminal markets,
especially those dealing with consumer prefercnces. Some of the
funds made available under the potato tax were placed at the disposal
of the Maine Agricultural Experiment Station, where 8 program for
rarketing studies had been previously formulated. Acting upon a
requesy from Maine Potato Growers, Inc., a cooperative association,
the Cooperative Research and Serviee Division of the Farm Credit
Administration also beeame interested in the marketing problem.  As
a result, the Maine Agricultural Experiment Station and the Co-
operalive Research and Service Division pooled resources for the
purpose of studying some phases of potato marketing both in Maine
and in Boston to provide growers with information which would be
useful in further developing their marketing program. The resulis
of this research are the subject matter of this report, and will be
presented according to the following general plan:

1. A review of trends for the industry, as well as for Aroostook
County, based on daia from the United States Bureau of the Census
and the United States Department of Agriculture, as well as results
from ryesearch previously reported. This review provides a back-
ground for the potato enterprise of Aroostook County. It shows that
some of the potato-marketing problems in Aroostook County are
really industry problems which can best be solved by cooperative
action on an industry basis. Lacking cooperative organization on an
industry basis, Arvostook County produccrs must resort to com-
petitive practices which, although likely to be less effective than
cooperative action in the solution of their problems, may nevertheless
partly solve those problems until the time when a more general and
effective approach is possible.

2. A description of markets and marketing practices at shipping
points and in Boston, as they relate to the distribution of potatoes
from Maine, This description points out some of the steps which
might be taken by Maine potato producers for more efficient, distribu-
tion of their product and to preserve the integrity of the reputation for
their brands and trade-marks, and for more equitable distribution of
potatoes to consumers and of the returns from potato marketing to
producers,

3. The practices and prefercnees of consumers in the purchase and
use of potatoes were studied for various incomes, nationalities, and sizes
of family groups. Some steps arve recommended to Maine producers
for packing their potatoes so they will be more acceptable for use in |
Boston households,

4. Data are presented showing prices paid for potatoes by Boston
consuniers in various population groups, as related to size and type of
package. This material is particularly useful in showing the range in
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prices paid by consumers for potatoes, and in giving some idea of the
possibility of marketing & considerable volume of potatoes at higher
prices.

5. A brief diseussion of the methods and practices of selling potatoes
in Boston retail stores is presented, together with a discussion of the
relationship between retail prices and percentage of defects and various
sizes of potatoes in retail packages. This part of the report shows
" that, under the present conditions of marketing, the retail price is not
a satisfactory guide to the quality of potatoes likely o be found in the
retail package.

6. A discussion of grading and standardization including suggested
means by which a cooperative marketing association may achieve
improvements in standardization of its product and in the services
rendered to its members,

The facts set forth in this report are presented in the light of their
importance to the farmers of Aroostook County.

Although this research was restricted to Maine and Boston, the
conclusions undoubtedly apply to some potato producers in other
arcas and in other markets. It is impossible to point out which con-
clusions have limited and which general aspplication. However,
growers in other areas and their cooperative marketing associations
may find in this report data and discussion which they will recognize
as applicable to their own situations.

From the point of view of the Cooperative Research and Service
Division of the Farm Credit Administration, the results of this re-
search are particularly adaptable for use by producers who are mem-
bers of cooperative marketing associations. Other producers and
other marketing organizations may, nevertheless, find the material
helpful in making their marketing procedures more efficient.

SOME CHARACTERISTICS OF AROOSTOOK
COUNTY AGRICULTURE

RENDS in production in some important potato-producing sreas

in the United States have altered the competitive situation
between these areas in some important markets. A brief review of
United States census data for Aroostook County and some general
statistics of production serve to point out the nature of these problems
and their significance to producers in Maine.

Practically all the potato-producing area in Aroostook County is
included in the narrow section next to the New Brunswick Canadian
line, as shown in figure 1. The area is about 90 miles long and varies
in width from about 6 to 30 miles. The soil known as the Caribou
loam is the predominating soil of this section and is well adapted for
tke production of potatoes. The topography of the country is such
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FIGURE 1.—PRINCIPAL POTATO-PRODUCING AREAS IN MAINE
AND PORTS ENGAGED IN BOAT SHIPMENTS,

ARCOSTOOK

p—
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PISCATAGUS

SOMERSET

r___--—‘\__/"
-

r Townships reporting
400 or more acres in 1934

From "Moine Agricutture in 1935" by Chorles M. Marchant,
Maine Experiment Station Butfetin 382, 295 pages

/

The Intensive Potato-Produeing Area of Arcostook County Lies in a Narrow
Btrip Next to the New Brunswick-Canadian Line,

that the fields can be laid out in large rectangular blocks, casily cul-
tivated by machinery. (Figs. 2 and 3.) Many of the fields are
rolling, however, and therefore subject to erosion.

According to the 1940 census of agriculture, Aroostook County,
Maine, has an area of approximately 4,355,200 acres of which 793,218
acres, or about 18 percent, was in farms in 1939; and 334,667 acres, or
about 42 percent, of the farm acreage was classified as cropland. The
potatoes grown that year were reported as occupying over 35 percent
of the cropland (fig. 4). The remainder was used mostly for hay,
oats, and other small grains, was idle or fallow or in plowable pasture.

The number of farms in Aroostook County was reduced between
1930 and 1940 as indicated in table 1, over 700 having gone out of
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existence in that 10-year period according to census enumerations.
The average size of all farms reporting was increased slightly. This
shows the tendency for some potato growers in Aroostook County
to attempt to increase their efficiency either in producing or m

Frouvre 3.—Digging potatoes. Power equipment is used, but potatoes are picked
up by hand. Yields reported sometimes exceed 500 bushels per acre and the
average for the county is between 250 and 300 bushels per acre.

marketing by operating larger acreages. The process to date has
not been entirely that of absorbing small holdings by larger growers
since there was reported a reduction of more than 75,000 acres in the
land in farms between 1930 and 1940.

. The value of all farms reported in Arcostoock Clounty declined fol-
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lowing 1930. This was partly as a result of the declining acreage
mentioned above. The value of farms declined, however, from an
average of $10,345 in 1930 to $6,701 in 1940, Value of buldings
declined in the 10 years between 1930 and 1940 as did the value of
farm implements and machinery.

TasLe 1.—Number, acreage, and value of farms in Aroostook County, Maine, on
census enumeration dales, 1930 and 1940

v ‘ ) |
| F A | Allland | Valweot | vai f}Ffrmim'
ArS re- verage £ Al alue o aiue of ol nenes
Census date i porled  |size offarm! infarms | farms! buildings | and ma-
i I | chinery
: o o
\ . |
! | | rom 1001 ] 1.006
Number Acres Acres 1 dollary dotiars dollars
Apr.1,1936. . o 6, 454 134. 4 KGR, 4K 6A, 817 25, 323 10, 528
Apr. 1, 1940, . . A; 5, 704 139.0 | 743, 218 38, 238 15,907 T, 413
| H i

! Land and buildings.
Sgurce: 1. 8. Bureau of the Census, Agriculture, Maine, First Serics, 1941,

The census data suggest that in Aroostook County during this
10-year period the most eflicient growers increased their acreage and
some of the less productive land was abandoned. As a result there
were fower farmers, fewer farms, less farm acreage, but more acres
per farm,

The changing size of Aroostook Couniy’s agricultural enterprises is
shown again in table 2. Since 1929 the land vsed for crops and the
acreage used for potaloes have declined, but the potato acreage has
been slightly more than one-third of the cropland of the county.
The number of farms reporting crops declined as did the number
reporling potatoes. According to these data about 90 percent of.
Aroostook County farmers raised polatoes.

Fraure + - Pofato acreage in Aroostook County.  In some parts of the county
potatoes are alimost the only erop grown.
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TasLE 2.—Land used for crops and for polatoes in Aroostook County, Maine, in
census years 1929 and 1939

| Land nee | 1:000 used | Percentage | Farms ve- | Farms re- | Dererntage
Census year { Eor cropes o used, for p(}l‘tin;{ porting ron()rtil{g
potatoes patatoes CTO[s potatoes potatoes
——— — | = - |
] Aeres | Acres Percent Number Numher Percent
1926 . . . o 384, 366 132, 887 34,6 6, 550 5,025 o). 4
1939 . . e s i 334, 667 \ 119, 40 357 5, 534 5, 003 20 1

L Fgrms reporting crops harvested wod erop failure,
Spuree: U. 8. Bureau of the Census, Census of Agriculture, 193¢ and 1949.

Changes in Income from Maine Potatoes and in Prices
Paid by Farmers for Commodities They Buy

Data from 165 {farms surveyed by the Maine Agricultural Experi-
ment Station in 1928, 1829, and 1930 showed that more than 85
percent of the cash farm income in Aroostook County was derived
from potatoes sold.! The farm population of the arca was primarily
dependent for cash income on the production of potatoes.

The estimated value of sales of Maine potatoes, by crop years,
was converted into relatives so as to estimate the trend of income for
comparison with the trend of cost of commodities purchased by farmers
in Maine. Since such an index number of costs for Maine farmers was
not available, the index of prices paid by farmers as caleulated for the
United States was used on the assumption that a large proportion of
the cost items which enter into the farmers’ expenses vary similarly
in Maine and in other States. Prices of course do not reflect costs
directly but give some indication of what the costs were likely to be.
These data are presented in figure 5 and show that incomes varied
more than the costs. The years from 1925 to 1930, inclusive, were
generally good years for Maine potlato growers. Only in 1928, the
vear of an exceptionally large crop, did their income fall to a very low
level. In 1925 and 1929 particularly, incomes exceeded the indication
of cash outlay by & considerable amount. After 1929 both the income
to potato producers and the prices of the commodities farmers pur-
chased declined, but the decline in income was much the greater.

To operate without lesses under conditions approximating those
shown in figure 5 for the years after 1930, a producer would need to
adopt as many efficient practices as were available to him, among
which should be included efficiency in marketing.

P &chmumpi, W. E. Costs AND RETURNS IN PRODTCING POTATOES IN ARQUSTOOK ('oUNTY, MAINE.
1937. Maine Agr. Expt. Sta, Bul. 300, 231 pp.
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FIGURE 5—INDEX NUMBERS OF VALUE OF SBALES OF MAINE PO-
TATOES AND OF PRICES PAID BY FARMERS IN THE UNITED
STATES FOR THE COMMODITIES THEY BUY, 1921-39.

PERCENT l
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Since 1929 There Have Been Seversl Years in Which Farmers Tailed to Receive
Enough from Their Crops to Cover the Cash Outlay for Producing Them.

Trends in Potato Production

Although potatoes are produced generally throughout the United
States, the production and marketing seasons vary. New potatoes,
for instance, first.come to market from Texas and southern Florida.
Potato carlot shipments from Louisiana, Alabama, South Caroling,
North Carolina, Georgia, Arkansas, Oklahoma, and California are
likely to come shortly after those from southern Texas and Florida,
but coincide with part of the movement from the earlier areas.
Shghtly later still, shipments of potatoes start from the Eastern
Shore of Maryland and Virginia, from New Jersey, and from Long
Island, N. Y.

In California, potato marketing goes on throughout the entire yesr,
because in that State potato production has both early and late
characteristics. Marketing seasons for all the late States are usually
much longer than those for the early States, because the harvest
comes in the fall. The potatoes are stored and marketed throughout
the winter and spring and into the early summer of the following
year. (Fig 6.)

A Classification of Potato-Producing Areas

Because of the differing production seasons and also because of
differences in the characteristics of potatoes and the methods of their
marketing in the vartous sections of the United States, a classification
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of these sections has been prepared for the purpose of presenting statis-
tical information on the production and marketing of the crop. This
is necessary in presenting production and price information because
the marketing problem each year is altered by changes in production
in the different marketing areas. For example, an important change
in production in any producing section is likely to affect marketing
problems in other producing secfions throughout the rest of the season.

The classification of States which has been developed in the Agri-
tural Marketing Service appears in table 3, and this classification will
be the basis for presenting dats showing production trends in the
various producing areas.

The 11 early potato States were previously described as those
which produce the early crop and market their surplus mostly between
midwinter and June.? Intermediate States fill in the gap between
declining marketings from the early States and the harvest from the
surplus late potato States. The 18 surplus late potato States produce
about two-thirds of all the potatoes consumed for food in the United
States. The crop is harvested in early fall and most of it is marketed
over the following 10 months. The 12 other late potato States are
those in which there is production, but not in sufficient amount to
create an important marketing surplus. They are listed as late po-
tato States because the characteristic of their production is more like
that of the late States than of the early or intermediate States.

Fiaure 6.—Hauling to farm storage. Many growers have farm storage where
they haul the barrels direct from the fields. Those who do not have farm
storage haul their potatoes to trackside storage.

* Potatoes from Kern County, Calif., are sometimes ¢lassified as part of the carly crop.

$04548°-—42

2
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TasLE 3.—Classification of polalo-producing States into production and markeling

. groups
Early States . Intermediate Siates Surplus late States ‘ Other late States
i i
(i | i as i (12
- — S e
North Caralina. New Jersey, Mauine. New Hampshire.
South Carolina., Delaware. New York, Vermont,
(eoreia. Maryland Pennsylvania, Massachasetis.
Florida. Virginia. Michigan. Rhode Island.
Tennessee. Kentueky. Wisconsin. Connecticut,
Alahama. Missouri. Minnesota. West Virginia,
Mississippi. Kansas. North Dakota. Ohiao.
Arkansas. South Dakota. Indiana,
Lovuisiana. Nebraska. 1lineis,
Oklahoma. Montana,. Inwa.
Texas. Idahg, New Mexico,
Wyoming, Arizona.
(olarado,
Uiah,
Nevada.
Washington.
Oreson., H
| California. 1

Bource: U, 8. Agricultural Marketing SBerviee, Agricultural Statistics, 1440,

Trends in Potate Production in the United States

Estimates of the total production of potatoes in the various States
were combined by producing arcas as shown in table 4. In this table
alzo are shown the estimates of production in nine of the most im-
portant potato-producing States of the surplus late area. Because
of the variation in production from year to year, the data are shown
in four 5-year periods, covering potato production for a total of 20
Years.

The data show that for the first two 5-year periods the total pro-
duction in the United States was not much changed. The estimate
indicates that average production in each of these periods was about
358,000,000 bushels per year. The third period was the one in which
the depression following 1929 reached its greatest depth. Average
annual potato production for this period was increased approximately
21,000,000 bushels from the two preceding 5-year periods. The fourth
5-year period indicates that for the country as a whole, average annual
potato production deelined about 7,000,000 bushels but still exceeded
production of the first two periods by about 14,000,000 bushels. For
the whole 20 years, therefore, the trend of production has been
slightly upward, but at the end of the period, the trend was down.

For the ““surplus late producing States,” there was a tendency for
production to decline in the second 5-year period, to increase in the
third period, and in the fourth period to be about the same as it was
20 years earlier. In the “other late States,” the trend in production
was irregularly upward. In the “intermediate States,” production
advanced in the second 5-year period, but declined later and in the
last period was approximately 6,000,000 bushels less than in the
first one. In the “early States,” however, the trend in production
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TasiE 4. —Estimated production of potaloes by seasonal groups and selected States,
b-year averages and percentages, 1821-25 to 1936—40

T I .
. g “njted &
| Average production ; Percontage ?gtg nited States

Group and State _ A .
3921-25 1926-30 1931-35 193640 | 1921-25 | 1926-30 | 1931-35 | 193640

1,0M 1,000 1,000 1,000
Surplus late: bushels | bushels | bushets | bushels |Percent|Percent | Percent | Percent
Maine., _o.. .. ... oL 33, 462 40, 735 44, 946 43, 043 9.4 1. 4 11 ¢ 11.8
New York._ . .. . _. 32,723 25, 692 31,424 27, 050 9.1 7.2 8.4 7.3
Tennsylvania . . .. . - 21,878 22,731 26. 884 23,888 6.1 6.3 3.1 6.4
Michigan_ _ ___ R 26, 340 21, 954 28, 486 25, 830 8.2 6.1 7.5 7.0
Wisconsin. . 27, 693 23, 944 25,012 27,918 w7 8.7 6.6 4.8
Minnesota. . 35,788 26, 068 20,335 0.0 8.4 6.9 5.4
Idaho . .. 12, 879 24,028 28, 554 3.8 5.6 6.3 7.7
Colorado_ 13, 659 12, 646 15,128 3.8 4.3 3.3 4.1
California. - 4, 161 0, 138 14,996 2.6 2.2 2.4 40
Other. . ... ___.. 44, 837 42,091 44,110 12.5 1.8 11.1 11.8
Tatal ..o 261. 320 271,328 260, 950 729 0.0 7.5 0.1
Other late . 36, 746 ET8 41, 623 38, 075 10.3 0.4 11.0 1.5
Intermodiate 38, 663 40, 095 33, 039 32,915 10.8 1.2 8.7 8.8
Rarly._ _....- 21, 589 36,073 33,337 39, 380 6.0 8.4 8.8 10.6
United States _ . .... 358, 358 | 308,255 | 374,428 72, 2% 100.9 100.0 | 100.9 1.0

Sources: Drata for 1921-35 are from Strowbridge, J. W, Origin ang Distribution of the Comiercial Potato
Crop, U, 8. Dept. Agr. Tech, Bul. 7, 63 pp.  Rev. April 1939; for 1936-38 from U. 8. Agricultural Marketing
Service, Agricultnral Statistics; and for 193940 from U, 8, Agriculturs]l Marketing Scervice, Gen. Crop
Report. Dec. 1940,

hsas been steadily upward, the average for the last 5-year period was
slightly less than twice that of the first period.

Among the most important of the “surplus late States,’”” production
in Maine during the first period was exceeded by that in Minnesota
alone, and in all the three later periods production in Maine exceeded
that of any other State. In Wisconsin and Minnesota the trend of
production was downward ; whereas, in Idaho, the production increased
and in California it increased sharply during the last period3® In
New York production also declined, but this declining trend for the
Staic as a whole was not followed on Long Island as indicated in
table 5, which shows that production of potatoes in Suffolk County,
Long Island, increased. Some of these potatoes, especially in years
of large crops, as 194041, are sold in New England through Provi-
dence, R. I. In all other States the production trend was irregular.

TasLE 5.—Estimated ccrenge and production of Long Island potatoes 1934-40

Nassau County fxffolk Connty

Year T T
Acrepge

Froduetion Acreage Troduction

Acres I 1,000 bushels ‘ Acres 1,000 bushels
9. 2. 350 33. 200

10%) L 6.7
G, DA} 1,809 34, 000 7,166
8, RN 4, 229 33,200 6, 309
o, 000 2,357 4, 000 8,058
8. &) 2,578 35, 200 8, 084
9. 000 r 1118 35 500 | 7 007
9, 20 2, 998 36, 200 | 10,313

Source: Ferderal-Siate Agricultural Statisticsl Service, Albany, K. Y.

< Increased producetion in California occurred mostly in Kern County, These are more properly classad
(a8 eari?‘-cmp potatoes, ss they reach eastern murketsin the spring.
i

]
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Trend of Potato Production in the New England States

In the New England States, excluding Maine, trends of preduction
during the past 20 years also varied as indicated in table 6. These
New England States ara listed among the‘“other late States” in table 4,

Although they are »otato-producing areas, their total production
is less than that required to satisfy the demand of their population.
In the five New England States presented here, production deeclined
during the period from 1926 to 1930 as compared with the period 5
years earlier but was materially increased after the depression follow-
ing 1929, This increase was confined to the States of New Hampshire,
Massachusetts, Rhode Island, and Connecticut, since the production
in the State of Vermont shows a tendency to decline.  The production
of 9,822,000 bushels estimated as the average for the 5-year period,
1936 to 1940, exceeded that of the 5-year period, 1921 to 1925, by over
2,000,000 bushels, or equivalent to about 3,000 cerloads. This in-
creased production in the other New England States will be con-
sidered further in connection with the decline of shipments of potatoes
from Maine to the Charlestown Market in Boston.

TasLe 6.—Estimated potalo production in selected New England Stales, 5-year
averages, 1921~25 Lo 1936—40

State 1921-25 ‘ 1926-30 ' 1931-35 1936-40
1,000 bushels | 1,000 bushels | 1,000 bushels | 1,000 bushels
2 1,219 1,505 1,434

1,3

New Hampshire_ .

Vermont. ... ._. 2,478 2,175 2,303 2,112
Masenchilselts. . 1,801 1,436 2,145 2,512
Rhode Island _ x4 a3 582 TAR
Conmeeticut oL iiiiaon 1.714 1672 2, 530 2,936

Total__._. R el 7,649 | 6,825 . 4,205 ‘ 9,822

Sources: Dats fur 1921-358 from Strowbridge, J. W, Origin and Distribution of the Commereial Potato

Crop, U, 8. Dept, Agr, ‘Pech, Bul, 57, 63 pp. Rev. Apeil 1939; for 1936-38, U, 8. Agricultural Marketing

]E'.})ervivn, Agricultural Statistles; and for 1939-40, U, 8, Agriculinral Marketing Serviee, Gen. Crop Report.
ec. 140,

Production as Related to Acreage and Yield

Trends in acreage and yield are the important causes of trends in
production. Table 7 and figure 7 show these relationships for a
20-year period beginning with 1921 and ending with 1940. Through-
out the whole period a slight tendency to increase is noted for produc- -
tion in that, when expressed as a percentage of the average, more of
the carlier figures were below 100 percent; whereas, in the later years
of the period, more of the production figures were above average.
Acreage and yicld show different trends, however. There has been
some evidence of o tendeney after 1934 for acrenge to decline, whereas
vields inereased. Two reasons are usually given for the inerease in
yields. The first is the extension of cultural methods, long practiced
in Maine, into other areas, particularly the South. Increased use of
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fertilizer has been the most important characteristic of these cul-
tural methods. Alse introduction into other areas has been partly
caused by Maine farmers extending their operations into these areas.

TasLE T.—Potatoes: Acreage, yield, and production, Uniled States, 1921- 40

Acreage : .

Acrenge .:\_vle]rag? Producti harvest.«-fi :’ﬁ‘;ledaggf P&)gr_g:::?n
Year barvestedt| ¥ l::(,'(l'elrr roduction cﬁ?’aggrut percentage | centage of
averapge of average | average
] v

1,000 acres Bushels |1 00’1 hu«hetﬁ Percent i Percent E Percent
3. 598 0. 4 0.2 | 80,2 88,7
3.901 106, 5 3 19,4 945 | 1132
3,378 108, 5 i, 3 103. £ 96, 3 ¢ 9.9
3,106 123. 7 A 95 1 LIRS 4T
2. 810 105. 5 ., 46 56.0 %3 6 80.8
2,811 114. 4 L 6.1 1015 877
3.182 116.2 3 7. 4 103. 1 ! 10%). 8
3, 4899 122.1 A 107 L 108, 3 1165
3.019 116, 0 i 332, 204 92. 3 976 , . b
3, 103 109 % 40, 672 95. 0 WA a2 8
3, 467 110 8 L 384, 125 106, 2 98. 3 104. 7
3, 349 s, 1. 376, 425 108, 7 M1 102. 6
3.412 w3 342,306 04.5 L0 | $3.3
3, 597 N8 06 105 19, 1 100. 2 1190.7
3. 541 9.1 346, 480 18, 4 6. % 106. 3
3. 063 1084 { 331, 4918 93.8 | 9a. 2 . 5
3,185 1241 395 294 97,5 ¢ 110.1 7. 8
3.023 123,85 374163 92.6 101, 8 0z e
3.027 12003, 384, 018 927 ) 106, 7 99.2
305 | B T TR 3.5 1156 108, 4
3, 208 ‘ 112."'| 366, 770 | | 100.0 100.9 100.0

t There is some evidence that the decline In acreago snd the increass i ylelds during the last 5 years were
theresult of a growing tendency on the part of farmers to report ' 'net” acres aecording to practices in measur-
ing soil-conservation acroages.

1 Preliminary,

Bourees: Data from 1921-38 from 17, 8, Agricnltural Marketing Service, Ag‘rmﬂlturﬂl Statistics, 1940;
for 1940 from U. 8. Agricultural Marketing Service, Gen. Crap Report. Déc.

The second esuse of increased production through larger vield per
acre was the increased use of the White Rose, Chippewa, and Katah-
din varieties, which are reported as contributing to increased yields,
particularly in the South. Very little Maine acreage of these varie-
ties was certified for seed prior to 1933 but the increase in acreage of
certified Chippewas and Katahdins since that date has been very
rapid, as shown in table 8, This increase in certified-seed acreage,
as noted for Maine, was further increased from New York, New
Brunswick, Nova Scotia, and Prince Edward Island.

The increase in acreage of certified seed of these two varieties seems
to be particularly related to the trend of increase in yields per acre
for the United States since 1936 as shown in figure 7. This may in
fact be true but the conclusion that these two trends are directly
related should be reserved until othér years prove their continuation,

Trends in acreage and yield in Maine do not parallel those for the
United States as a whole, as shown 1 figure 8 and table 9, Trend
in acreage was sharply upward from 1921 to 1931 and production
increased proportionately. The data do not indicate any changesin
yielids, however, since the yield data fluctuate irregularly from the
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TaeLe 8 —Certified seed potaloes: Maine acreage pasaing final inspeciion, 1533-39

;

Year { Katahdin | Chippewa w Year f Katshdin ‘ Chippewa

i I |
- e
[ Acres Acres [} Aerea Acres
i 42 R i , 089 i,
128 1, 436 593

‘ 568 424 i, 544
[ 587
|

Source: Maine State Department of Agriculture ('rop and Livestock Review, 1639,

TaBLE 9.—Polatoes: Acreage, yield, and production in Maine, 1921—40

; | i

: : { _Acreage - N
Acrenge | Averaga | harvested E\ (‘.ﬁldmg‘gr P ;’é’g‘i}cg‘m

4 o Ly i o - N

Year parvested | ¥ 1;[1;riemr ; Production (.:: ?agé.ror pereentage | centaps of
m,,“mgﬂ of averago avurage
| — ——— e
[ | . ‘ ;

! 1,000 acres Rushels 11,000 bushels| Percent Percent Percent
1921 133 280 37, 240 #3.9 108, 2 92.0
1922 t 150 170 25, 500 95. 7 65,7 63.0
1923 122 260 31.720 1.8 1. 5 8.3
1924 . 133 206 40, 848 881 114. 4 100.0
1925 126 250 31,500 0.4 66, fi T8
1926 125 285 35, 625 9.8 . 111 $8.0
1927 157 23 38, 110 i), 2 88.9 89,2
1928 . .. 176 220 38, 720 112.3 850 95.6
1929 166 202 48, 472 105. ¢ 112.8 19.7
1930 . . I 1v9 250 44, 7K 114, 2 8.6 110.5
[RL: 1 . R 186 258 47, 988 87 99,7 118.5
1832 170 238 40, 460 108.5 §92.0 9.9
1933 150 ¢ 280 42, i 5.7 108.2 103.7
1934 . 171 324 b5, 44 109.1 125,2 136.8
1035, .. 106G 240 33, #M) 102.1 9.7 94.8
193¢ 161 il 45, 8BRS 102. 7 110.1 1i3.3
1437 170 280 47, 600 108. 5 1082 117.5
mE.. - ... . 167 242 40, 414 106. 4 93.5 9.8
1936 Sl 162 30 37,260 10%. 4 &R, G 92.0
104 L . e e 165 267 44,035 ns.3 113, 2 10%. 8
Average. .. . . 156. 7 ) 2554 &), 4978 0.0 106.0 100. ¢

1 Prelirminary.

Sourees: Data for 1921-38 from Maine State Dept. Agr. Crop and Livestock Review, 1189; and for 193940
from V. S. Agricultura] Marketing Serviee, Gen. Crop Report.  December 1940,

TabLE 10— Potatoes: Acreage, yield per acre, and production in Aroostook County,

193040

e i s I L
' Acreage . .

) ok Yield per | Production

Average harvested
Yeae hurvested | TN per | Production | asaper- | MTIS, | A58 pere

m."ﬁg‘ o | O18verage | average
1,000 acres | Bushels 11,000 bushels| Percent Percent Percent

145, 660 252 | 36, 752 108. 4 91, 4 99,2

153, 260 27h | 42, 146 113.% 9.7 113.6

137, 930 244 33. 855 023 88.5 90,7

120,000 286 M, 320 84.2 103.7 925

134, 900 348 46, 945 100.2 126. 2 126,86

126, 810 258 32,717 94,2 93. 5 88,2

128, 080 302 34, 830 95,2 100. 5 104.3

133, 760 300 40, 728 160.9 108. 8 109.8

134, 400 252 33, B6g 99 9 91.4 91.3

130. 370 242 3t, 550 6. 9 877 85,1

132, 980 275 26, 569 98. 8 9.7 98.6

Average. ... .......| 134,586.4 25,8 37,0874 1.0 100,90 100,90

i

Rources; Dara for 1930-38 from Maine State Dept. Awr. Crop and Livestock Review, 1930; and for 193940
frog the Bostot offlee of the U, 3, Agrienltural Marketing Service,
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FIGURE 7—POTATOES: ACREAGE, YIELD, AND PRODUCTION IN
THE UNITED STATES AS A PERCENTAGE OF AVERAGE FOR THE
20-YEAR PERIOD 1921-40,
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Since 1934 There Has Been Some Tendency for Acreage to Decline, Whereas
Yields Increased.

FIGURE 8—POTATOES: ACREAGE, YIELD, AND PRODUCTION IN
MAINE AS APERCENTAGE OF AVERAGE FOR THE 20-YEAR PERIOD
1921-40.
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Trend in Acreage was Sharply Upward from 1921 to 1931 and Production In-
creased Proportionately.
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100-percent. level throughout the period. The introduction of the
Chippewa and Katahdin varieties does not appear to have increased
the production efficicncy of Maine growers as it may have done
that of growers in gome other areas, The value of these varieties to
Maine growers lies in their disease resistance rather than in their
increased productivity. -

Production in Arvostook County

Potato acreage in the United States was reduced and yields per acre
inereased during the last 5 years, a change which was not reflected in
Maine. Data do not reveal any similar shifts in production for
Aroostook County. There, as in Maine as a whole, yields have
fluctuated irregularly around their average throughout the past 11
years, as shown in table 10 and figure 9.

Competition Between Maine and Other New England
States in New England Potato Markets

In southern New England there is a large industrial population and
consequently an important potato market. The market has been
and still is important to Maine producers. Potatoes from Aroostook
County are routed into this market partly through the Charlestown
Potato Market in Boston. The number of carloads handled through
this market bas declined since 1930 in many ways coincident with
the trend of inerease in produetion in the New England States, The
offsetting wends in New England’s “nearby” production and in
Charlestown receipts from Maine are shown in table 11 and figure 10.
Although the data seem conclusive and are undoubtedly highly

TaBLE 11.—Polatoes: Carloads received at Charlestown Market and eslimated
carloads produced in New Fngland States excluding Maine, erop years 1922-41

|
. Production ! Production
! Receipts at | in New Eng- | Reeeipts at | In New Eng-
Year ending July 1 | Charlestown | land States, Year endiog July 1 Charlestown. | land States,
¢ Muarket excluding , Market excluding
Dluine 1 I Maine 1
- R | ;
o Carlonds Carloads Carloads Carlogds
1922 . .. ... . 1n, 489 12, 568 11, 12, 597
1923 . : 9,370 17 10, 272 12,948
024 . .. L 14,082 12, 968 10, 198 13, 049
/2.0 . 0 13, 271 11, 804 |! 10, 287 16, 928
1926 14,345 g4t o 11,385 12, 588
1927 10, 888 11,091 10, 277 15,162
1925 16, 145 9, 331 9, 200 14, 475
1029 12, 899 4.; i 8,019 12,226
1930 _ 17,979 BTG 5, 624 14,988
1931 15,874 12,630 16, 77

1 Caleulated at 667 bushels per car.

Sources: Carlot receipts at, Charlestown Market are from Boston and Maine Railroad; Production in
New England States for 1921-37 from U, 8. Agricultural Marketing Serviee, Disposition of Potatoes, Crop
Years 1908-37, issucd Reptember 193%; for 1638 from U, 8, Agricultural Alarketing Service, Agricaltural
Statistics; and for 193840 froru U, 3. Agricultural Marketing S8ervice, Gen. Crop Report. December 1838,
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FIGURE 9.—POTATOES: ACREAGE, YIELD, AND PRODUCTION IN
AROQOSTOOK COUNTY AS A PERCENTAGE OF THE AVERAGE FOR
THE 11-YEAR PERIOD 1930-40.
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Yields Fluetuated Irregularty Around Their Average Throughout This Period.

FIGURE 10.—POTATOES: CARLOADS RECEIVED AT CHARLESTOWN
MARKET AND ESTIMATED CARLOADS PRODUCED IN NEW ENG-
LAND STATES, EXCLUDING MAINLE, CROP YEARS 1922-40.
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The Number of Carloads Handled Through This Market has Declined Since
1930. .
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related, declining carloads at Charlestown Market are partly to be
cxplained by more direct shipments to the South from Maine, avoiding
the usc of the Charlestown Market where formerly many cars, later
sent to southern destinations, were first received and then recon-
signed. The increased mearby production, on the other hand, has
displaced potatoes from areas other than Maine,

Changing Seasonals in Shipment to Market

Mauinc producers are generally of the opinion that the period within
which they must market their potatoes has become shorter. They
believe that the increased production of potatoes in the early crop
States encroaches on their markets during the spring and limits their
outlets at that time. They believe that an increased production in
some of the more competitive late-crop States, or at least in certain
sections of those late-crop States encroaches on the opening of their
markets and limits the volume which can be sold early in the fall.
Data, pathered through the Maine Federal-State Potato Inspection
Service, ont the shipment of carlots of potatoes out of Maine tend to
bear out this conclusion. Table 12 shows that there has been a
tendency for the proportion of shipments in August, September, and
October to decline ag well as for shipments from Maine during May
and June to decline; whereas, the proportion of shipments from
Maine during the winter and eatly spring have shown a tendency to
merease.  These are carlot shipments, however, with carlot equiva-
lents for such truck shipments as have been reported. The data in
table 12 are reproduced in figure 11 to show the change in the seasonal
of marketing which occurred over the period since 1930.

TaBLE 12—~ Carlot shipmenis of Maine potatoes! for selected months, 1930-31 to

1939402
‘ Carlot shipmenis i Percentage of vearly tatal
Year | Aupust, f Novem- R ! ! August, | Navemn-
1 Qeptem- | ber, Tre. Fﬁ’;’é‘}?' May, Septem- | hor, De- Fi;};::‘f' May
+ 5

r | Total

ter, Oc- | cember, June | Totl | bor"0e- | comber,

? f June
| “tober ! January April toher | Fanuary | APril
Car- | Car

Carlonds | Carlonds | Carloads | foads | loads | Percent | Percent | Percent | Percent| Percent
1830-31 13,074 19. 527 3,841 | 83,378 24. 5 317 ;.6 7.2 100.0
19335-32. G, 3R] 20, ¥A4) R, IRG | 52,827 17.8 270 .7 15,5 100. 0
1i2-33 4,61 19, 236 B, 640 | 44, 010} . R 30.4 43.7 15.1 100.0
1033-34 &, G0 17,816 G516 1 48, 60 il 32.3 36.6 13. 4 100. 0
193434 8, 4R/7 21, 367 6, 286 [ 53, 434 15.9 32.4 40.0 1.7 100. ¢
1435360 35, 402 19, 408 3545 | 42,073 12.8 32.5 46, 1 g4 100.0
1036 37 8,010 21, 543 4, ORT | 40, A0S 16.2 .4 43.4 10.0 100.0
738 V. 384 20, 605 4, G630 | 49, §57 14.9 H. 1 41.6§ 9.4 100.0
1038-39 2, 406 20,026 5,108 (| 39, 762 6.1 30.7 50.4 12.8 100.0
193440 2, 962 19,345 + 2,44 1 37, 167 8.0 32.1 52.0 7.9 100.0

 Inchuding carlot equivalent of reported shipments by truck,
1 July shipments not included.

Source: UL 8. Agriculturs]l Marketing Service, Carlot Shipments of Fruits and Vegetables,
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FIGURE 11~—POTATOES: PERCENTAGE OF CROP IN CARLOT SHIP-
MENTS FROM MAINE IN SPECIFIED MONTHS, CROP YEARS 1930~
31 TO 193940, .
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Proportion of Shipments in Aungust, September, and October and in May and
June Shows a Tendency to Decline.

This tendency toward declining shipments by rail and particularly
at certuin seasons of the year has been noted previously with reference
to the movement of potatoes out of late-crop States. In a recent
report on income parity for agriculture with reference to farm income
from potatoes, dated March 1940,% the following quotation appears:

Since 1929, available data indicate that the usualseasonal mnovement of potatoes
by rail has been disturbed by the increasingly heavy movement of potatoes by
motortruck, particularly during the fall months. This is partienlarly true in the
late potato producing States, and has resulted in a sharply declining trend in
the rail movement of potatoes during the early months of the marketing season
and g relatively heavy movement during the later winter and spring months,
However, eonsidering total movement each mouth ineluding rail, boat, and
motortruck, it appears that there has been ne marked shift in recent years in the
proportion of sales before and after January 1.

There seems to be no reason for doubting these conclusions to the
extent that they apply to areas where motortruck service is available,
The growth of transportation by motortruck during recent years sup-
ports the conclusion. It also indicates that perhaps the services of
delivery to buyers by motortruck are sufficiently important to make
some of them purchase their supplies from areas in a position to pro-
vide motortruck transportation. The tendency to a changing seasonal
for late-crop potatoes, however, can hardly be attributed entirely to
recent years. In a publication on the Origin and Distribution of the

¢ Income Parity for Agriculture, Part I, Farm Income, sec. 2. Income from Potatoes, 1910-38. 1. 8.
Dept, Agr, Preliminary Report. 99 pp. 1940, (Processed.) (See p. 3.)
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Commercial Potato Crop the same tendency to change in seasonal
was noted.! For instance, on page 23 of the publication cited is a
comparison of the seasonal of shipments for the two years 1923-25
with the two years 1930--32. These show that for Maine the market-
ing period after January 1 was much more important in the latter than
in the earlier period. A similar tendency was noted for Minnesota
and North Dakota,

Potato producers in central Maine have trucking service available
to them. Producers in Arcostook County, where by far the larger
proportion of the erop is produced, have not until recently had this
opportunity of sending potatoes to market. The proportion of the
crop which is now hauled direct to market from Aroostook County
by truck is very small and such truck movement as there is, is mostly
to the ocean ports where it 1s fully accounted for in shipments by boat.
Table 13 shows the percentage relationship between the estimated
sales of potatoes from Maine and the reported shipments. This table
shows that there was a decline in the relationship between reported
shipments and estimated sales over the period of years presented and
it was most important in the last two of them. In view of the fact
that shipments from central Maine are included in this table the trend
seems quite reasonable. It is equally reasonable to assume that the
general opinion of shippers in Aroostook County i correct, since the
truck shipments from that production area to outside of the State of
Maine have been insignificant.

TaBLE 13.—Pofatocs: Estimated sales and reported shipments ! from Maine, 193031

lo 1939—40
o : 1 ]
Reported l’ . lgeporh'd
hipments : shipments
Estimated | Reported | © i Estimated | Reported
Year ; asa per- Year as & per-
saleg shipments? contnge ! sales rshlpments H ‘evntage
of sales ! ; of sales
[ — — ! -
oo | 1 ‘
hushels brushels Pereent . 1 buskr!e b bushels Percent
3y, 852 35, 602 02,1 | 1935-36 32,148 28, 063 87.3
40, 334 35, 230 B7. 4 1] 1938-37. 38, 596 43, 088 857
43, 81y 29, 355 868 |7 1087-98_ 40, 580 43, 054 8l.4
35, 062 32, 462 00 3 || 1938-39. 43,392 | 26, 521 97. 4
44, 594 35, 640 79.9 || 1939-40. 32, 553 24, 760 78.2
|

iJuly ah:pm(nts nnt included
1 Calealated at 667 bushels per car.

Sotrees: Estimated sabes for 193¢-31 to 1937-38 are from U. 5. Agricultural Marketing Service, Disposition

of Patatoes,

.

on Years 1009-37, issued September 1939; for 193839 to 193040 from U. 8. Apricultural

Marketing Service, Farm Production, Farm Disposition, and Value of Potatoes, Crop Years 1037-39, issued

July 1840; Shipments are from U.

Vegetables.

8. Aygricultural Marketing Service, Carlot Shipments of Fruits and

1f the conclusion is valid that changing trends in carlot shipments

-are largely the result of increased transportation by trucks at certain
seasons of the year, then it is equally valid to conclude that an area

fgtrowbridge, J. W,
Bul. 7, 63 pp. Rev. 193%.

Otigin and Distribution of the Commercial Potato Crop, U, 8. Dept. Agr. Tech.
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in which the use of trucks was not important would experience a
change in the seasonal trends because of the increased volume hauled
to market by truck from other areans. Under these conditions the
idea that the scasonal range of shipments has been narrowed for
potato producers and shippers in Aroostook County is consistent with
the conclusions of the income-parity committee for the Department
of Agriculture. These conditions also account for the increasing pro-
portion of shipments in midwinter. Either one or both of two pro-
cedures might lengthen this marketing period. The first of these is to
develop a system of transportation by truck. If feasible this would be
one way for Aroostook County producers to derive a competitive ad-
vantage or at least equalize a competitive disadvantage. The second
conclusion is that a lengthening of the marketing scason might be
accomplished by adopting a merchandising policy which would increase
the consurner demand for Maine potatoes to the extent that dealers
might forego some of their advantages in purchasing by truck In
favor of the opportunity to supply their customers with potatoes
more carefully packaged and standardized for the customer’s use.
This last conclusion is drawn from data for the State of Idaho (table
14 and figure 12). For this State the trend scems to be just the
opposite from that reported for Maine; namely, the proportion of
shipments for the months prior to January 1 has increased rather
than decreased and the proportion of shipments for the months
following January 1 has decreased. In the markets of the eastern
seaboard, for instance, Idaho potatoes enjoy a favorable reputation
both beeause of their quality for baking and because of the care with
which some of them are graded and packed. There is some evidence
in these data that the potato growers of Idaho have been able to
avoid part of the results of the competition between producing areas
noted above.

TaBLE 14.—Carlot shipmenis of Idaho polatoes t for selected months, 1930-31 o

1939-4012
! Carlot shipments ’ Percentage of yearly tatal
Year July, October, | January, I July, Qctoher, | January, )
August, { Novern- | Febru- | April, Total | August, ‘\m.cm- Febru- Aprl] Total
Segféem- ber, De-{ _ ary, May Se t.em- ber, De- ary, [ 0
‘ r cember | March ; cember 1 March |
. | | |
: Car- | Core | § I
Carloads | Carloods | Corloads | loads | foads | Percent | Percent | Percent [ Percent Percent
1930-31 2, 786 9, 581 12,800 | 7,566 | 32,738 8.5 2.3 i 3.1 231! 100,0
1931-32 3,645 7,043 8 208 | 6,268 | 25, 254 4.4 } 21.9 329 2480 1000
1832-33 2,202 4, 644 8, 707 4,808 | 22,341 0.3 20.7 39.4 0 20.6 ! 100. 0
1933-34 3,604 8,418 l 11,293 6,361 | 29,764 12 4 28.3 1 37.9 21.4 ' 100.0
1934-35, 5, 762 7,802 8, BSG | 3,710 | 25,259 21.9 30.1 38.8 4.2 100.0
1935-35 3,306 8,037 8007 | 4,221 ) 23, 751 14.3 | 33.8 | 341, - 118 | -10.0
1836-37 5, 44b 10, 952 7,338 | 4,470 | 25,195 19.3 ‘ 38.8 % 26.9 159 | 100.0
1937-38 4,356 11, 261 11,296 §,145 | 32,068 13.6 351 35.2 ‘ 16.1 ] 100.0
19358-39 5,188 10, 149 11,289 | 6,717 1 33, 344 15.6 | 30.4 i 33.80 201 100.0
09940 | 5,235 | 10,813 | 12,201 | 3781 | 32,040 53| 338 |1 L8| 1000

» ! Including earlot equivalent of reported shipmentis by truck.
# June shipizents not included,

Source: U. 8. Agricultural Marketing Service, Catlot Shipments of Fruits and Vegetables.

{
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FIGURLE 12.-—POTATOES: PERCENTAGE OF CROP IN CARLOT SHIP-
MENTS FROM IDAHO IN SPECIFIED MONTHS, CROP YEARS 1930-
31 TO 1939-40. ’
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The Proportion of Shipments Prior to January 1 has Increased.

Consumption of Fruits and Vegetables

Available data indicate an increase in production of fresh and
canned fruits suflicient to indicate an increase in the per capita con-
sumption of both in the past 20 years as shown in table 15. For
potatoes, a decreased production per capita indicates declining
consumption. This is usually explained as the result of & shift in
general consuming habits away from starchy foods. The shift,
whatever its cause, may be of tremendous importance to potato
growers, cspeelally those of Aroostook County with few production
alternatives.  The increase m consumption of other fresh vegetables
is less easily explained. By some authorities the trend in the data
is partly explained as the result of a change to less production of these
foods in home gardens, where they were not accounted for in the
statistics of the mdustry, to greater reliance on the retail store as a
source of supply. This would not in reality constitute an increaso
in use but rather a shift in source of supply.

The important fact from these data for the purpose at hand is the
declining use of potatoes which, coupled with trends of increased
production in some areas, amplifies the problem for others.

Because of the importance of these relationships to the further de-
velopment of the potato industry, it is perhaps desirable, even at
the cost of some repetition, to review some of the trends at this point.

-

Figure 7 and table 7 showed that the trend of potato produection over
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TapLe 15.—Estimated per capite consumption of fruits and vegetables, United
States, 1919-20 to 1935-32

Canned Fmrsyi] e —
anh : tahles, in- AnTH
Year Fresh fruits Trults Dried fruits| Potatoes cluding | vepsiables
potators
Pounda Pounds Pounds Pounda Pounds
11.0 7.0 133. 0 263. 7 4.0
9 2 6.7 156.0 2761 15.1
7.4 5.4 135. 4 250 5 10. 5
3.9 6.0 164. 9 4.6 15.0
91 5.6 146.9 216.0 16.3
9.2 7.4 153.1 274.8 18.3
11. 6 5.8 123.1 2§1. 3 21.8
12.8 5.8 130.2 2.7 16.9
12.8 6.0 146. 4 a74. 7 17.2
13.7 6.0 150 4 875 17.8
12.3 5.3 129. 6 2614 212
13,5 5.2 120.7 260, 2 21.0
114 5.1 140 4 270.0 16.2
.2 5.6 137.9 272.2 16.2
11,9 5.4 124.9 269, 5 16. 4
13.4 &6 134 4 280, 1 17.9
13.8 6.1 134. 8 282.7 23.2
17.3 57 118.5 268. 2 22 2
16.7 61 137 8 2060, 1 24.0
16. ¢ 6.3 130. 4 286. 5 22.9

Source: U. 8. Bur. Agr. Econ. Agricultural Statisties, 1940.

the past 20 years was slightly upward, although perhaps not definitely
s0 since 1930. The population was increasing, but experts in this
ficld hold that a continuation of this rate of increase is not to be
expected and some even forecast important changes in this trend.®
The declining use of potatoes per person associated with these re-
lationships between the trend in production and the trend of popula-
tion increase is shown in table 15. These trends show that the fairly
stable position of the potate industry in total acreage is maintained
only because of an increasing population which is sufficient to offset
the declining rate of vse per capita, .

In some areas production of potatocs increased whereas in others it
declined. The reasons for these changes are important although not
explained in detail here.  If, for instance, a shift from production of
potatoes to the production of another crop occurs because the other
crop provides a more profitable use of produetion resources, the areca
may be assumed to have benefited because of the change. If, on the
other hand, the shift occurred after competition forced returns for an
area to a lower level, the area may be assumed to have passed through
a period of depression halted by the opportunity to shift into another
line of production. If under similar conditions an area has no im-
portant alternative, the depression period may become long and severe,
causing abandonment of the less efficient farms and retirement of the
legs efficient producers. '

S Boker, 0. E, A GRAPHIC SUMMARY OF¥ PHYSICAL FEATURES AND LAND UTIUZATION IN THE UNITED
StaTEs. U.S, Dept. Agr. Mise. Pub. 260, 57 pp. 1937. See p. 56;and Folsom, J. C., and Baker, 0. E. A
Graphic Summeary of Farm Labor and Population. U. 8. Dept. Agr. Mise. Pub. 265, 48 pp. 1837, See
p. 46.
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This type of competition is likely to be present in some form in the
production and marketing of most crops. It seems likely to be
intensified for the potato industry provided () the trend of increasc
in population is checked, and () the trend of declining per capita use
18 not checked. Acreage is then likely to be reduced on the least
efficient farms and by the lcast efficient producers. The efficiency of
production is, therefore, likely to be a decisive factor in the location of
the area 1n which the impact of competition will be most severe.

Efficiency usually is measured in terms of market prices, and costs
of all the services of marketing, as well as in costs of production. Effi-
ciency in marketing, therefore, may be just as important as efficiency
in production. It includes not only efficiency on the part of a pro-
ducer in making his sales locally, but also the effectiveness of all the
marketing intermediaries and facilities between the producer and the
consumer. ‘

The foregoing shows that potato growers in Aroostoock County,
Maine, are experiencing increased competition because of increased
production in other areas. Lower prices without sufficiently lowered
costs of production Liave added to the problems of some. They should
therefore review the efficiency of their production and marketing
practices. Since they produce a Iarge volume of potatoes in & small
area, some advantages might be expected to result from cooperative
marketing on & scale largs enough to gain for producers some of the
advantages of low cost through cooperative handling of large volumes.
The competitive aspects of the problem suggest the need for a mer-
chandising program combining more direct routing from the producer
to the retail store, better standardization of the produet, and perhaps
dealer service and advertising to introduce and extend the new pro-
gram. The feasibility of these proposals will be examined farther in
later sections of this report.

EFFECT OF VARIATION IN SUPPLY UPON THE
PRICE OF POTATOES

IFFERENT food commeodities vary with respect to the relation-

ship between supply and price. Tt is important to know whether
potatoes fall in the class in which & change in supply may be associated
with a proportionately greater change in price, or whether a change in
supply will cause relatively small change in price. If a decline in
supply causes a proportionately greater increase in price, the producer
is likely to receive more for a small crop than for g large one, Also,
when an increase in supply causes a proportionately greater decline
in price, the larger supply or the larger crop sells for less money than
the small one. For a commedity in which changes in supply cause a
relatively smaller proportion of change in price, the larger crop may



MARKETING MAINE POTATOES 25

vield the larger income even though price declines when the crop is
iarger. It follows that for a crop in which an inerease in supply causes
a proportionately greater change in price, the diversion of surpluses
away from the market has a very important bearing on the producers’
income.

A crop in the marketing of which a change in supply is accompanied
by a proportionately greater change in price is called a product with
an inelastic demand, as opposed to a product which has an elastic
demand.

In their present unorganized state producers of potatoes are not
likely to organize for the control of supply in such a way as to raise
prices to a point which would constitute a problem to the consumer,
Production, however, varies widely from year to year as climatic and
other factors change and the cost of potatoes to consumers fluctuates
widely. In years of high prices producers market & larger proportion
of the crop than in years of low prices, because in years of high prices
potatoes which are damaged and small imay have considerable inarket
value which in.other years would be lacking. In the ycars of high
prices, therefore, consumers are likely to be less satisfied with potatoes
they purchase because retail packages are likely to include more
damaged and small-sized potatoes than in years of large supply and
low prices. The conditions which cause short supply are likely to
affect the supply through the yicld. In other words, the size of po-
tatoes In such vears averages smaller.  Potatoes that are very small
are less satisfactory to consumers. The importance of this problem
of satisfaction to consumers will be treated at greater length later.

Need for More Cooperative Action in
Potato-Producing Areas

Wide variation in the production of potatoés from year to year,
419,000,000 bushels in the erop year of 1928 as compared with only
296,000,000 bushels in the crop year of 1925, makes organization for
the handling of surpluses important for potato producers. This
variability in production arises largely from variations in yields per
acre.  In 1928, for mstance, 3,499,000 acres yielded over 427,000,000
bushels, some of which were not harvested because prices were so
low. In 1933, 3,411,500 acres yiclded only 342,000,000 bushels.
This variability, or at least that part of it which mses out of variations
in yield per acre, is not controllable by the producer and widely fluc-
tnating volumes of potatoes produced and marketed are to be expeeted
throughout tho history of the industry unless organization is perfected
for its stabilization.

In view of the oceasional short crops the evidence hardly supports

404848° 423

i
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the conclusion that the acreage is highly excessive. In a small crop
year, for instance such as 1936 when only about 332,000,000 bushels
were produced, the average price received by producers was $1.12
per bushel. Such a price would ordinarily be highly satisfactory to
the average producer but, when translated into terms of retail cost
of food for the average consumer, might be burdensome and might
be expected to hasten the trend toward consumption of other food
products in competition with potatoes, a shift which would not be of
benefit to producers of potatoes in any area.

The Relationship Between Supply and Price

A study of the variation in prices which is likely to result from varia-
tion in supply is, therefore, important as an indication of the extent
to which producers might stabilize their income through market
supplies,

Data published by the Department of Agriculture cach year show
the stock of potatoes on farms and in warchouses as of January 1.
These data were compared with prices to farmers reported for the
December 15 immediately preceding January 1 to find out what
variatious in price were likely to be associated with variations in
supply. The data used for this purpose in table 16 covered the
20-year period from 1919 to 1939.

Price levels are usually partly associated with the smounts of
money which the average consumer has to spend for the commodities
purchased. Changes in the incomes of consumers, therefore, are
likely also to be partly responsible for changes in price. In recogni-
tion of this fact, the index numbers of “Incomes of Industrial Worlkers’’
for the months of September, October, and November were combined
to form a basis for comparing changes in incomes of consumers with
changes in potato prices on December 15. The index for “Incomes
of Industrial Workers” was selected because of the importance of
potatoes to lower income urban consumers,

Throughout the problem as thus far discussed, the changes in sup-
plies and the changes in prices have been considered in terms of per-
centage changes from year to year. The data, therefore, were con-
verted to percentages. The prices for 1920, for instance, were stated
as the percentages of the price for the same date in 1919. Stocks on
farms and in warehouses for 1920 were also stated in terms of their
percentage change from those of 1919. Within the accuracy of the
data used, therefore, the problem is what percentage of change in
prices is associated with a given percentage of change in potato stocks.
Although it is recognized that factors other than the supply affect
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prices, for the purpose of this study only the relationship between
supplies and prices was used.’

TabLe 16.—{ndex of stocks on farms and in warchouses January 1 and December
farm price of polatoes in the United States, 1919-39

i i
N Percentage : \ Tercentage
Year Smc}‘ on 1farm of previous | l]’:-mt; Ii(Lr of ]Jr('vi[c\l‘ils
‘: an. year's stocks [ ushe year's price
1,000,000 ‘
bushels g ! Percent I)otlaliaoa i Pereent
53 | 4 159, 154
&9 141 W49 62
&4 94 .94 o5
104 124 .46 49
98 94 L0 152
103 105 cal s
74 72 187 kT
20 108 125 | 67
98 122 Rl 65
106 108 46 57
843 It 1.26 274
a8 H6 74 59
i) 123 A5 T
1M 101 L3l 89
98 e o LBl 197
124 127 .35 | 57
16 85 NN §66
H 30 1.0 | 174
13 “ 133 42 42
104 92 55 131

" 1Baseq on Dec. 15 price of preceding year and Jan. 1 stocks in cach State.
Source: 1. 8. Bur. Agr. Econ, Tteome Tarity for Agriculture, Part I, Farm Iocome.  March 1940,

The correlation between stocks available for sale and potato prices
is shown graphically in figure 13.8) This very high relationship
between changes in supplics and changes in prices, with prices
varying proportionately much more than supplics, is representative
of a commodity with a highly ineclastic demand. It indicates that
if potato producers in important marketing arcas had strong co-
operative organization, and used marketing quotas in selling their
supplics, they could materially stabilize their net incomes.  Acreage
should be increased to a point where serious shortages should not
be expected to oceur even in years when production yiclds were
low. Surpluses above the amounts likely to be required for direct
human consumption would, therefore, be expected In most years.
These surpluses would need to be diverted to byproduct uses, such as
animal feed, starch, alcohol, or any other purposes which such coop-
erative organizations might find it feasible to provide. Stabilization
of prices and farm incomes would result from the control of the mar-

T For the purpose of straight line relationships for correlation, the percentages were first converted into
logarithms, The logarithms were correlated and a regression coefficient calculated. The varicus points
on the line of regression were converted back to percentages by the use of antilogarithms and the regression
line in this {um was chatted in comparison with the pereentage changes previcusly caleulated.

? Studies by the U. 8. Department of Agriculture of the relationship between the volume of sales and
incorne alse indicate an inelastic demand, See Income Parity for Agriculture, Pt. 1.—Firm Income, sec.
11, Income from Potatoes, Calendsr Years 1910-38, U, 8. Diept. Agr. (Preliminary) 9% pp., processed.
140, Resp 3l
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ketable supply and, as indicated in figure 13, could be so controlled
with relatively little effect from other factors usually important in the
establishment of price levels. Complete stabilization, of course, is
not intended, nor is it indicated in the data in figure 13. Prices in
individual years indicate that incorne variations due to price changes
_not accounted for by changes in market supply would occur. In
most years, however, the variation in prices from other sources would
be relatively small,

Producers of potatoes, therefore, because of the peculiarity of their
product which mukes the demand inelastic, have at hand a tool for
stabilizing their incomes. In some areas, however, they do not have
cooperative marketing organization, and in other arcas such organiza-
tion is not strongly enough entrenched to accomplish the purposes
described above.  The lack of such organization makes an attempt at
stabilizing incomes through the medium of supply impractical except
to the extent that organization similarty effective may result through
other means than that of voluntary cooperative marketing action.

The fact that the potato industry is not represented by sufficient
cooperative marketing organizations to accomplish an equitable adjust-
ment of market supplies and prices as between the groups of producers
and consumers is in itself a very strong argument in favor of more
cooperative marketing aclivity among producers. A strong coopers-
tive marketing association in any given area can sell freely in a year
of low prices when many of its members, unaware of the compelling
reasons for those low prices, might not eleet to do so.  Furthermore,
producers operating singly can rarely accomplish the most effective
marketing under circumstances in which supplies are cxcessive,
because organization for distribution is necessary to sell at any given
time with a minimum of discounting market prices.

An even stronger argument in favor of more cooperative activity
lies in the fact that the major producing areas served by cooperative
marketing organizations could be more effective in establishing indus-
try policy through appropriate Government programs. Several such
organizations, for instance, with wide membership in important
producing areas might be able to bring about a system of control by
quotas which would serve not only their own producers, but those of
unorganized producers in less important producing areas,

Producers’ organizations are likely to be more effective in accom-
plishing results such as those described above because producers are
more interested in problems of price level. The private organization,
by virtue of 1ts method of operation, is able to be outstandingly suc-
cessful if, because of a particularly efficient organization or market
connection, it can consistently get the high price of the season, but
the high price of the season may be so low as to bring bankruptey to
producers who are more interested in the much more important prob-



MARKETING MAINE POTATOES 29

lem of a satisflactory level of prices. The producers’ organization
which interests itself only in marketing efliciency in getting the highest

FIGURE 13.—RELATIONSHIP BETWEEN PERCENTAGE CHAXNGE
FROAM YEAR TO YEAR IN STOCK OF POTATOES IN THE UNITED
STATES ON JANUARY 1 AND PERCENTAGE CHANGE IN FARM
PRICE ON DECEMBER 15 FOR 20 YEARS 1919-39,
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price of the season is not sufficient for the purposes Jescribed. Svme
of the more fundamental purposes of producer cooy v ition must also
s
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be adhered to in the operation of such a marketing association. The
reasons for inelastic demand, for instance, need to be understood and,
since they are not simple, the educational process by which they may
be explained and their effectiveness brought into action needs to be
planned. .

Original and more fundamental principles of caoperative market-
ing include the idea of membership information and active participa-
tion of the members in formulating the programs and policies of a
cooperative. 1f such fundamental principles are adhered to, a coop-
erative may be expected to take action of such a sort as occasionally
to ignore the smaller immediate gains in marketing for those which
promise more equitable returns over a longer time.

It is not meant to suggest that efficiency of operation and those
connections in the market which make it possible to sell for the highest
daily and seasonal price are not important to cooperative marketing
associations. As a matter of fact, they are likely to be vital because
they are the things which keep the organization operating {rom day to
day. All that is meant from the foregoing discussion s to point out
that the problems of marketing are not all day-to-day problems. The
membership of a cooperative, or the membership of many coopera-
tives operating within an industry, may on occasion have tools at their
hand which will make them and their industry more effective servants
of the producers in general, but where such tools do lie at the pro-
ducers’ hands a responsibility to the consuming public is also likely
to be imposed as 4 restraint,

The problem of surpluses in potato production is one which should
be shared by all producing sections alike but particularly those pro-
ducing areas in the intermediate and late crop States where marketing
is more competitive in the fall and winter. In the absence of coopera-
tive marketing organizations in many of the important producing
areas, and lacking adequate procedure and equipment for the disposal
of such surpluses, those producers served by cooperative organizations
must treat the problem as purely competitive. Their approach to it
is likely to be different from that which might be used under more
cooperative conditions.

Recognition of the national characteristics of the problem has
caused some attention to be directed toward its solution through a
diversion of surpluses in some areas to the manufacture of starch.
There is little doubt that this activity prevented prices from declining
to a very low level in the crop year 1940-41 and may prove to be a
very valuable device with which potato producers can remove parts
of their surplus, provided the stocks of unconsumed starch do not
become too large.” Lacking a formula for adequate cooperation as to

% The starch diversion program of the United States Department of Agriculture resnlted in the conversion
of more than 8 million bushels of poratnes from the 1940 crop into starch in 1940-41
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the control of surpluses between major producing areas, competition
for markets on the part of those cooperatives as well as private mar-
keting organizations, which are in some of the areas, is the natural
result, Some of the steps usually taken in such competition are
suggested as follows:

1. Increased efficiency of production.~Many cooperative marketing
associations assist their producers to increase efficiency in production.
When confined to one area, this increases the resistance of producers
to generally lower prices. Such a procedure, however, does not solve
surplus marketing problems because one of its results is likely to be
increased production. Increased efficiency in production is a desir-
able objective because, for a time at least, there is a tendency for both
producers and consumers to share in the gains.

2. More efficient marketing on a cost basis—Competition between
marketing agencies and reductions in cost of marketing are very
likely to be generally beneficial because reductions in distribution
costs are likely to help the producer and also strengthen the con-
sumer’s buying power, In general, the effects are likely to be similar
to those of increased efficiency in production unless the advantages
of low operating costs are restricted to relatively few marketing
organizations.

3. A struggle between marketing organizations to achieve advantages
in the marketing of products.—In this struggle the emphasis is likely
to be first placed upon an attempt to increase prices by improving
quality. The marketing organization attempts to place its product
on 8 higher quality basis for the purpose of stimulating consumer
demand and receiving higher prices. This emphasis on quality
is likely to be the first step in an attempt at product differentia-
tion designed to remove the product of one competing group from
the general class of products. Further steps which may be taken in
this same direction are the application of trade-marks and distinctive
packages to the higher grades and the use of advertising. These
activities can strengthen competitive position of the product of an
organization or of a group of producers in their market. The fact
that produet differentiation, by the various steps indicated, and
advertising will increase sales under some circumstances and benefit
the interested producers has been frequently demonstrated. Whether
the practice of using these procedures to strengthen the position
of any selling organization in its market can be justified on social
grounds is sometimes argued. There may be times when the nct
gain from such procedures is absorbed in an increased selling cost
and there is no concrete advantage either to producers or consumers
from the practice. To the group of producers, however, facing
competition in the market, the gquestion of social justification is of
secondary importance. The competition itself may dictute the

l
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method of meeting it.  If producers of potatoes in one area pack
their product to higher standards and use trade-marks, attractive
packages, and adveriising as competitive devices in selling, pro-
ducers in other areas are likely to find it necessary to adopt all or
a part, of these same practices for the sume purpose. If producers in
one area, through better production practices or through decreased
costs of transportation or some other device, strengthen their position
in a market, producers in competing areas are likely to wuse such
practices as are most likely to defend their position in that market.

In an area such as Aroostook County where so large o part of the
cash income to farmers comes from the production and marketing of
potatoes, the reaction to competition is likely to be even more com-
plete. It is not surprising, therefore, that farmers resorted to legisla-
tive action on branding and advertising potatoes. The result of this
activity also increased the interest in marketing research as a possi-
hility of finding other marketing advantages.

The suceess in meeting the marketing problems of an arca through
the devices of produet differentiation and advertising 1s likely to be
greater under the direction of a cooperative marketing association
because producers themselves are most interested in the industry
problems of their area. 1f the solution of industry problems on a
national basis can be attempiled with a reasonabie hope of success,
the producers in such areas represented by their marketing association
are hikely to take an active part.  Until such time eompetitive actions
are likely to dominate the marketing processes with the moembers of
cooperative marketing associations likely to be in a stronger position
than they would be without such associations to represent them.
When cooperative marketing associations do represent producers in
most of the major producing areas, national problems can be met
with more likelihood of success,

MARKETING POTATOES IN AROOSTOOK
COUNTY

O EVALUATE practices in marketing it is.necessary to under-

stand marketing methods and procedurcs. A deseription of
markets, services, and dealers is, therefore, given here.  This deserip-
tion. should serve to help identify duplicated services or those of
questionable value and thereby assist farmers in organizing their
own marketing activities morve efficiently.

A potato producer I Aroostook County has several ways of selling
his erop, depending on his own financial status, the volume of his
production, and the facilities which he commands for use in marlketing.

The financing of the potato crop is expensive and the use of pro-
duction credit is the rule rather than the exception. Those producers
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who do not have & strong credit rating frequently find it necessary to
contract for production credit on the basis of delivery of a specific
portion of the crop (in kind) at the end of the marketing season.
Credit advanced in this way may exceed the actual ecost of producing
the crop and include, in addition, the living expenses of the family
and sometimes also the purchase of machinery and other equipment;
and on occasion even the rental cost of the land is included in such
an arrangement. Frequently also the financing of additional family
conveniences is arranged in this way,

When such a method of finanecing is part of the growers’ plan of
operation, it becomes necessary for him to deliver a specified number
of barrels of potatoes from his crop to the agency extending the financ-
ing. The marketing procedure for such a producer is determined
largely by his eredit arrangements, and usually the agency extending
the credit is placed in the marketing business because the credit
arrangement makes it the owner of potatoes for sale. Such agencies
sometimes set up and operate their own warehousing facilities.
Since they enter the marketing business involuntarily, they extend
their marketling operations beyond that oceasioned by the acceptance
of potatoes in the discharge of a debt, and also buy and sell for more
efficient use of their personnel and equipment.

The producer who does not have to deliver his crop (in kind),
but discharges his production credit and other financial obligations
in cash, has more choice in the means by which he disposes of his
crop. Many of these growers are accurately described as producer-
shippers, After growing the crop, they warchouse it in their own
buildings constructed for this purpose or in rented warehouse space
at some trackside. Suech growers usually sell their potatoes through
brokers and afier sale pack, load, and ship them,

Maine Potato Growers, Inc., a cooperative, operates as a brokerage
ageney, receiving bids, matching them with members’ offers to sell,
and otherwise handiing the selling problems of its members. This
association renders services in addition to those which are usually
provided by a brokerage agency in that it owns trade-marks and super-
vises grading and shipping of that part of the members’ product which
is sold under the trade-marks. 1t also does some cooperative buying
of shipping materials, handles damage eclaims and collections for
- members, and provides financing of potatoes en route to market,.

In addition to the brokers who arrange sales for producer-shippers,
there are direct buyers operating in Aroostook County, These buyers
usually own or lease warchousing space or, in some instances, they
buy potatoes on track. As indicated above, the buyer may represent
some agency advancing credit to producers.  Some of the chain-store
procurement organizations are also local buyers purchasing available
potatoes outright.

1
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Sometimes Mamne potatoes arc sold on the basis of joint-account
relationships between a grower, or shipper, and a terminal market
receiver. Where such a relationship exists, the producer or shipper
usually ships the potatoes 1o the recetver. Frequently there is some
sort of financial relationship between the producer and the receiver
as the basis for this joint-account relationship, the receiver having
advanced some of the production or marketing credit. The terms
governing the operation of & joint-account relationship, however, are
usually prearranged and vary considerably, depending on the con-
tribution of the parties. The joint-account relationship has as its
basis the idea of paying ceriain necessary costs of producing and
marketing and dividing the profits or losses on some prearranged basis.

'The usual practice in marketing Maine potatoes is to haul them to
a trackside warehouse where they are graded and packaged for ship-
ment. Potatoes are usually packed in 100-pound burlap bags or in
retall packages of 10 or 15 pounds. These retail packages are es-
pecially constructed of strong paper which will stand up under
considerable handling in shipment,

The gradmg process usually consists of two steps, the first of which
is sizing, or the removal of potatoes considered too small for satis-
factory sale. The second step 18 the removal of damaged tubers,
considered undesirable for shipment. Sizing is accomplished almost
entirely by machinery. Defective and damaged potatoes are removed
by men who stand beside the sizing machine and pick them out by
hand as they pass on an endless belt,  Damaged and small potatoces
are, therefore, a byproduct of the grading process.  Sometimes they
are discarded, but frequently they are diverted to uses, such as the
feeding of livestock or the manufacture of starch,

In some instances, the proportion of small, damaged, or discased
potatoes in a lot may be so great as to discourage grading as U. 8.
No. 1, in which ecase the potatoes may be designated as of some
lower grade and may be packed and sent to market for sale.

Costs of Selling, Loading, and Shipping Potatoes to Boston

Although there is some variation in the amount of potatocs loaded
in a ear, 40,000 pounds, or 400 bags of 100 pounds each, is usually
considered the standard earload. Prices of the burlap bags used for
containers for the potatoes vary considerably from year to year. For
the purposes of this discussion, the price of 10 cents per bag for a new
container was used, but in other years the prices of burlap bags may
be found to vary several cents either above or below 10 cents,  Paper
containers used for packaging 10-pound bags were estimated to cost
1.6 cents each, or $64 for a car of 4,000 packages. Fiftcen-pound
packages were estimated to cost 1.8 cents, or $48.60 for a carload of
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2,700 packages. Prices for paper containers also vary, depending
on the grade of paper used and the volume of bags to be purchased.
Quantity discounts were available to organizations buying considerable
volume.

The labor cost of sorting, grading, and packaging potatoes was one
of the larger costs in the marketing operations. It was estimated
that four men could package and load a car of 100-pound bags in 1
day at a cost of $16 to $20 per car, or about 4 to 5 cents per 100
pounds. For packing and loading a car of peck packages, however,
7 men were required at a cost of about $25 to $30 per car, or approxi-
mately 1 cent per package. For 10-pound packages, the labor cost
of sorting, grading, and packaging was estimated at $30 per ecar, or
about % cent per package. When potatoes are not graded and
sorted, the cost of loading a car is much reduced.

Usually potatoes are graded and packed at the shipping point.
If the service is properly performed at this point later grading
should, in most cases, be unnecessary. This is important to producers
because grading requires rehandling and increases marketing costs.
The most efficicnt practice should include adequate grading at the
shipping point. If regrading at terminal markets is practiced it
indicates that: (a) The lot was badly damaged in transit, (b) the
lot was not properly graded at the shipping point, or (¢} there were
practices in the terminal market which duplicated services already
performed and added to marketing costs.

‘When the services of brokers were used, brokerage costs sometimes
amounted to $20 per car. This cost varied considerably, depending
upon the type of brokerage service provided and the particular
arrangements between the shipper and the broker, Usually the
brokerage fee was $10 per car; and two brokerage fees were often
required, one at the terminal market and one at the shipping point,
Brokers, however, sometimes charge less than the full $10 brokerage
fee, depending on the services rendered and the volume handled.

In some instances, the shipper assumed some additional costs such
as telephone and telegraph expense, and many shippers maintained
an office and oflice equipment. It was estimated that selling costs
amounted to ag much as $30 per car, which, of course, varied with the
volume of potatoes sold and also with services rendered by hired
selling agencies as compared with those rendered by the shippers
themselves.  Although $30 per car was estimated as the average cost
of selling potatoes, many shippers probably sold at a lower cost. At
$30 per car the selling cost is 7.5 cents for each 100-pound bag, three-
fourths of a cent for each 10-pound bag, and approximately 1 cent for
each peck bag.

A “reefer” charge of $5 was made for the use of a refrigerator car.’
The car was preheated in cold weather, and in very cold weather
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heat was provided to destination. The practice with respect to the
use of heat to destination varies; shippers feel that potatocs shipped
in & preheated ear are likely to suffer damage in so small a proportion
of the shipmments that it is better for the shipper to avoid paying for
heat to destination.  The cost of heat to destination is $6.35 per
car; when cars are only preheated, the cost is less. In addition
to the heating cost, the ear is lined with paper for further protection
against frost damage., The original cost of the car, plus heating to
destination, plus lining, 1s estimated at $12 per car, which amounts to
3 cents per 100 pounds, 0.3 cent for each 10-pound bag, and 0.44 cent
for each peck.,

Tn addition there were several miscellaneous costs such as power and
light, warchouse costs, and depreciation of Inachinery, and supplies.
These, of course, vary considerably betwcen shippers and were
arbitearily estimated to average 85 per car, which amounts to 1.25
cents per 100 pounds, 0.12 cent for each 10-pound package, and 0.19
cent per peck.

This review of the estimates of the nsual cost of selling and shipping
potatoes from Arovostook County was arrived at by consulting with
various shippers and dealers.  They were in close agreement with the
estimates of costs published by the Maine Potato Growers and Shippers
Committee. These costs, as they apply to the various sizes and
packages, are summarized in table 17.

TagrLe 17.-—Estimated expense of selling, packaging, and shipping a carload of
potatoes from Presgue Tsle, ;‘l!mne, to Bostor, Mass.

, in Jf)f}pmmd hags I Mkpound hags In li-gmund bags !

Expense classification T T - T

{Cost per | Clost per | Cost per | Cost per | Cost Ecr Cost per

bag [ty hag car pec ear

Packing, chlppmg and \ollmg 2 ! Cenig L Jlars Cenls Tiollare Cenis Dallars
Bags fnew) 3 e e el 10,00 40.00 1.60 64.00 1.80 4860
T.ahor P 4.0 16.00 Al 30.00 .63 25. 20
Selling expensse. . TN 30. 0 .78 30. 60 111 30. 00
{*ar enst, . IR, 300 1200 .30 1200 44 12.00
Miseellaneoms_ el 1.25 3.40 .12 &. 00 .19 5.00
Overapge. ... . .32 1.27 .32 12.70 .32 & 57
Taotsl 26.07 104,27 3.84 1583.70 4.79 129,37
Freight to Boston 37. 10 I148. 00 3.70 148.00 5. 50 148. 00
Totalexpense_ ... ... ___._ .. 6307 252.27 7.5 301.70 10.29 277,37

t Estimared at 2,700 pecks per car. This cost of packing and shipping 100-pound packages of potatoes to
Boston in carlots, ax ostimated above, was §3.07 cents. The cost of shipping 100 pounds in peck packages
qu %A cents, and in l-pound packages it was 75.4 cents.

* Assembled from reports by the Maine Potato GGrowers and Shippers Committee.

3 Bag prices vary considerably from vear to Fear,

When potatoes are graded before packing, the process yields some
loss in small-sized and damaged potatoes as described above. This
loss or shrinkage is assumed to be covered by the faci that the price of
potatoes which bave been graded is higher than that of ungraded pota-
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toes by an amount sufficient to pay for the cost of this loss and the
cost of the grading operation. This type of shrinkage or loss is not
charged to the cost of marketing, Packages, however, especially
smaller retail packages, should contain full weight at the time of re-
tail sale; therefore, they must contain some overage of weight when
packed in order to tuke account of the fact that there will be shrink-
age during the marketing process. This overage of weight is a cost
of marketing, which increases on a carlot basis as the size of the
package is reduced, because the greater the number of packages, the
greater the number of overages which must be packed and the larger
the amount of total overage per car. Overage was estimated at
one-fourth of a pound per package. It amounted to 1,000 pounds
for a car of 4,000 10-pound packages, 675 pounds on a car of 2,700
packs, and 100 pounds for a car of 400 100-pound bags.”® The cost
of this overage was at the same rate as the cost of potatees before
packaging. For example, at $2.10 per barrel it would be 1.27 cents
per pound, and $1.27 per car of 400 100-pound packages; $12.70
per car of 10-pound bags, and $8.57 per car of pecks.!

To the cost of packing, selling, and shipping, as well as the cost of
overage, there was added the freight cost of moving 100 pounds of
potatoes in g standard carlot from Presque Isle, Maine, to Boston,
37 cents per 100 pounds.!?  This is $148 per car of 40,000 pounds.

The estimated costs of selling, packaging, and shipping s carload
of potatoes from trackside in Aroostook County to Boston are shown
in table 17, On the basis of 100-pound burlap bags, they amounted
to 63.07 cents; in peck packages, 68.5 cents per 100 pounds; and in
10-pound packages, 75.4 cents per 100 pounds.  These are approxi-
mately the costs per 100 pounds which must be deducted from Bos-
ton wholesale market quolations to arrive at the price which the
grower receives for potatoes delivered at a trackside warehouse mn
barrels and ungraded, using the Presque Isle freight rate. (Fig. 14.)

These costs of marketing potatees are summarized in this form for
a better understanding of the processes involved in selling.  In addi-
tion, 1t should be observed that these were not the only costs of selling
potatoes, for others occurred in the wholesale markets. The costs
shown, however, were the most important, and of these cost classifica-
tions by far the largest item was for transportation. For shipment
from other points in Maine trausportation costs varied, and markets
more distant from Boston carried higher transportation charges.

10 Overage of one-fourth of a pound, or 4 ounces, per package is estitnated as a minimum figure. Some
dealers use 8 ounces ag an overage figure. The packing of this overage increases the tutal weight of the ear
and also may increase the freight cost of shipping.

11 A barrel holds 185 pounds, or 11 pecks.
1 Thirty-seven gents per 1) pounds was the minimum carlot rate in 1940.
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Fioure 14,—(A) Trackside potato house in Aroostook County, where producers
store their potatoes and pask them for shipment. (B) Potato truck. En-

. ¢losed bodies are used for hauling potatocs long distanees in winter. Small
stoves give additional protection against frost,

Shipping Potatoes to Market

Potatoes from Maine go to market by rail, by water through the
port facilities at Searsport, Bucksport, and Winterport, by a combina-
tion of rail to Boston or New York and water for the remainder of the
route to southern markets, and by truck.

Shipping Potatoes by Boat

During the 1938-40 marketing season the operations of the Atlantic
Commission Company at Winterport made this the most important
Maine market with water shipping facilitics, Producers or truck
drivers brought their potatoes to the Bucksport and Winterport
markets and sold them outright. Facilities at Searsport, owned by,
the Bangor and Aroostook Railroad Co., handled only receipts by
rail. Large warchouses are maintained at all three of these ports,
where shiploads can be accumulated.

The recorded shipments of the 1939 crop of Maine potatoes
amounted to 37,167 earloads.!® Shipments from Winterport and
Bucksport amounted to 5.5 pereent of thistotal.  Searsport, formerly
a very important factor in boat shipments, handled 356 cars or only
about 1.0 pereent. Twelve cars were shipped via St. John, New
Brunswick, by boat. Figures for 1939-40 show shipments of 630
cars from Bucksport and 1,405 cars from Winterport, a total of 2,035
cars (table 18). Most of these shipments were concentrated at these
ports by truck,

Insofar as Aroostook County was concerned, the itinerant trucker
of the Boston market was not an important factor. A different type
of truck-driver relationship was found there.  Previously the Bangor
& Aroostook Railroad hauled potatoes to Scarsport where they were
reshipped by boat to southern ports. Recent changes in freight rate

1 Fedoral-State Inspeetion and Marketing Service, Augusta, Maine.
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structure have checked the routing of potatoes this way but during
*1939 and 1940 other ports, particularly Winterport, were maintained
for shipping potatoes out of Maine. Transportation to thesc ports
was mostly by motortruck. During the wintertime many Maine
producers found it desirable to haul potatoes to the ocean ports and
thereby derive a small return for themselves. These truckers either
handled their own crops or bought the potatoes from other Maine
producers and resold them upon arrival at the ocean ports.
There has been considerable variation in the use of these ports and
in the total volumes shipped by boat from year to vear, as shown in
table 18,

TapLE 18.—Potalo shrpmenis fmm several Maine ports from 1933— 34 io 1939*40

I Carloards of 36,000 pounds shipped from . ‘

Year i T T T T T T | 'l.Dt.B[
| Winterport Bucksport Bangor ' Searsport 1
- - | : !
| Carlonds | Carloads Carloads L Carioads Curlonds
1033-34 - AU 1,083 [T 2,052 3, UR5
{ 2,159 | 3% | 6, 830 9,068
1,089 | . 1,288 2,367
a9 . 840 1,609
1,029 1 121 | 1,196 | 2,346
o 1,468 | 104 1 49 i 3,410
193940 (»JD ! I 356 i 2,391
|

1 Shipmeats via Searsport inelude cars Joaded on Canadian !’auhr and Bangor & Aroostook railroads.
Shipments from Winterport, 1939-40, mostly assembled by trnek, iocluded 11 cars teceived by raif at Winter-
port stution and trucked ta the bnat Shipments fromn Se ar:purt arrived at the port by rail.

Seurce: Boston and Maine Railroad.

One advantage of shipment by boat was the saving in freight cost.
Another advantage sometimes claimed, for Maine farmers, was that
the trucking of potatoes to the ports affords employment to many
persons in the winter. This advantage may be real from the pomt
of view of those persons in Maine able to avail themselves of it.
Unless freight rates are sufficiently lower by boat to permit the
inclusion of an adequate hauling charge in the delivered price, this
advantage would be small.

As to disadvaniages in shipping potatoes by boat, it was claimed
that the unloading &t the port, the transfer to the boat, the depth and
weight of the stack in which the potatoes are piled in the hold, and the
rchandling at time of unloading caused more damage than occurred
when shipments were made by rail.  This is perhaps a subject deserv-
ing further investigation, both to verify the validity of these claims
and, if true, to develop means of handling to prevent the occurrence
of excessive damage.

The destinations of boat shipments from Bucksport and VthLrport
during 1939-40 are shown in table 19. Boats from these ports stop
at most of the important occan ports along the Atlantie seaboard
where potatoes were unloaded for further distribution.
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TaBLE 19.—Destination and number of carloads of potatoes shipped by boat from
gt

Bucksport and 1V m{erport, ﬂ[az ne, 18894 -
Trestination Carloads |i Pestination Carloads
li
Jacksonville, Fin 383 ;| Miami, Fla______ 150
Tampa, Fla ... o | Philadelphis, Pa. 110
Savannah, Ga 192 ‘f Wiltuington, Del 35
Norfolk, Va 748 1‘
Baltimore, M4 . __. 200 Taotal__.___.__. 2,035
Richmond, Va. 198

I These potatocs were trucked to shipping points trom producxng areas, excepting 11 cars received by rall
at Winterport.

Rource: State and Federal Shipping Point Inspection Office, Caribou, Maine,

Carlot Receipts of Maine Potatoes in Boston

Boston received more carlots of the 1939 crop of Maine potatoes
than any other market—partly for consumption in Boston and partly
for redistribution. A total of 7,985 carlots of Maine potatoes was
received in Boston from September 1939 to June 1940, inclusive. The
rail receipts were 95.6 percent of the total, with reported truck receipts
making up the remainder.

Supplies of petatoes from Massachusetts and Connecticut tended
to returd the shipment of Maine potatocs to Boston in the fall. In
the late spring, potatoes from the ecarly-crop areas compete with
Maine potatocs in the Boston market.

In table 20 the monthly rail and truck receipts of Maine potatoes
at Boston for the 1939 crop are shown. March was the month hav-
ing the heaviest rail receipts with 1,123 cars, or 14.7 percent of the
total rail receipts for the season.  April followed March very closely
with 1,054, or 13.8 pereent of the total rail receipts.

TasLy 20.— Monthiy carlot receipts of Maine pota!nes at Boston by rail and reporfed
receipls by truck, bep!ember 1939 to June 1840, inclusive

i Rail Track Total, rail and truck
Year and month ] b ; - P b

i ercentage et ereentage ercentage

Receipts = of tofal Receipts of total Receipts of total

Carloads ! Pereent Carlonds Percent Carloads Percent

1939 1
September. ... 528 a.9 a5 100 563 7.1
Oc¢tober _ 636 8.3 31 8.8 667 &4
Navember 710 9.3 17 4.8 727 §.1
Diecetuber. .. 588 7.7 31 88 619 7.8
Fanuary .. ... . .. 883 11.6 3G 8.6 013 114
February . ... ... 865 L7 40 1.4 935 1.7
March __ 1,123 4.7 8 17.4 1,184 1.8
April. . 14054 13.8 40 114 1,004 3.7
May . e 850 12.5 1 12.5 494 12.4
June . el 2671 3.5 22 6.3 | 289 3.6
Total . __. ... ... .. __.. 7, 634 l‘ 100.0 | 1351 100.0 7, 985 ) 100.0
| !

tlncludes 2 carlots in July 1940,

Senrees, Rail figures are from the Boston & Maine R. R, Co., and truck figures from the Agricnltural
Marketing Service,
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Diversion and Reshipment of Potatoes

Potatoes for reshipment may be sent to Boston by rail and then
reloaded from freight cars into boats. If the car is spotted at the
wharf and unloaded directly by the steamship company, there is no
additional transportation cest. If it is rerouted m transit or re-
shipped after arriving at, its destination, additional charges are made.

Most reshipments were trucked from the Charlestown Market to
the boat rather than have the cars set at the wharf for unloading.
The boat companics allowed the receivers 4 cents per 100 pounds, or
$16 per ear, for trucking potatoes to the boat. By unloading the car
at his own place of business and trucking to the boat, & dealer could
rain employment for his trucking facilities and labor. Dealers esti-
mated an addition to income from this practice and defended rehan-
dling as necessary to discover damage in the lots which must be
removed before reshipment. .

Reshipping From Charlestown

By the end of June 1940, 2,801 cars of potatocs from the 1939 crop
were reshipped from the Charlestown Market, as shown in table 21.
Of this number, 686 cars were transferred from Charlestown to the
Boston Market Terminal. Of the remainder, 1,185 cars were re-
shipped by rail, and 930 cars by boat to destinations farther south.
Reshipments are a large part of the volume of cars handled by some
of the Charlestown wholesale receivers, Of 3,706 cars received by 6
receivers, 2,305, or 62.2 percent, were reshipped from Charlestown to
other points,

Several Charlestown receivers operated in both the Charlestown
Market and the Boston Market Terminal. As truck receipts were
not permitted in either market, potatoes were moved from one mar-
ket to the other mostly by rail.  These reshipments were frequently
from receipts at Charlestown, some of which may have been held there
for repackaging and regrading. The reshipment charge was $6.93
plus a $10 unload charge at the Terminal, or in all about 4 cents per
100 pounds. 'This was less than standard trucking rates across town,
but was said to be more than a receiver would charge for the use of his
own truck if he were permitted touseit. In any case, itis a rehandling
charge, part of which was necessary because of organization and prac-
tices in the Boston wholesale markets.

Table 21 shows reshipment figures for carlots of potatoes moved
from the Charlestown Market for 6 years. In the first place, these
figures show a tendency for the volume of reshipment from Boston to
decline. Most of this decline in boat shipments oceurred within the

404848°.- 804




492 FARM CREDIT ADMINISTRATION

TabLE 21.—Poiatoes reshipped from Boston, 198435 to 1833-40

By rail? By hoat
Season Percentage Percentage Total
' Shipments of season Shipments of season
total total
Carlonds Percent Carloads Pereent Carloads
2. 521 51.5 2,370 48. 5 4, 891
3,000 63.2 1, 746 36.8 4, 746
1,740 38.7 2,760 61.3 4, 500
1,087 30.2 2, 507 69.8 3, 594
1,108 49.8 117 5.2 2,225
1,871 86.8 930 33.2 2,801

1 Incledes cars transferred from Charlestown to Boston Market Terminal. The 1939-40 reshipments
by rail were but 74.2 percent of the reshipments for 1934-35, and by boat the 193940 reshipments were but
39.2 percent of the number reshipped in 1934-35.  This de¢rease in number of carloads reshipped by rail
and by beat may be partly duc to direet shipment feom Maine.

Source: The Bosten and Maine Railroad.

last 2 years. The greatest decline in rail reshipments occurred in the
1936-37 season, with some recovery in the 193940 season when re-
shipments by boat showed still further decline. These data also show
a peculiar lack of consistency in the volume reshipped by the two differ-
ent transportation routes.- In the 1935-36 season, for instance, 63.2
percent of the reshipments were by rail and only 36.8 percent by boat,
whereas in the following year only 38.7 percent were reshipped by rail
and 61.3 percent by boat. During the 1939-40 season, only 33.2
percent of the reshipments were by boat, reflecting in part at least
the effect of a downward adjustment in rail freight rates from Maine
to southern points,

The general tendency for reshipment from Boston to decline partly
reflects the fact that more and more Maine shippers have been making
direct sales, thereby avoiding the wholesale receivers at the Charles-
town markets. By so doing, they presumably save part of the cost of
reconsigning or reshipping, as well as those parts of the Boston re-
ceivers’ costs which are charged against such shipments. Shippers
who have been able to make direct contacts at southern markets may
have gained from this procedure. The cost of operating a wholesale
receiver's place of business in the Boston market is still part of the
cost of marketing potatoes for those not fortunate enough to have
such direct contacts. If such costs have increased because of falling
volume, and if they are in fact charged against the shipments of
Maine potatoes which are handled by reshipment through the Bos-
ton market, or if in lieu of rising margins of cost, practices have been
adopted which accomplish the same results by other means, somne pro-
ducers in Maine may either directly or indirectly have been penalized.

From September 1, 1939, to May 1, 1940, 1,746 diversions were
reported. The diversions were heaviest during the first 4 months

M Cars originally consigned to Boston but diverted, while en route, to other markeis,



MARKETING MAINE POTATOES 43

of 1940; March was highest with 345 cars. Diversions were heaviest
to Florida, which received 377 carlots of potatoes by this type of
shipment (table 22). Massachusetts points were next with 257 cars.
Pennsylvania, Georgia, and New York City received 194, 179, and
159 cars, respectively.

TaBLE 22— Monthly diversions of Maine fotatoes from Boston, by destinations,

Sept. 1, 1939, to May 1, 1540
1839 \ 1940
Final destination e i oot I N | b | 5 ; Feh Total
: Bep- cto- | No- - anu- | Febru- .
tember: ber ;vemberi cember | ary acy | March | April May
—_— T T - - __|_ — T ;‘"‘ 1
' Cars Cars Cars | Cary Cars ‘ Cars Cars Carg | Cars | Cars
Alsbama .o . . .oa L leieeafeeen 2 5 14 7 S P 28
- Conmeetiodt. .. . . 1 ( I i 1 1 [ I T
District of Columbia. | ... ... (R P 14 2 3 27 .. 3
Florida ... ... ..-... - 44 62 48 75 60 k1] 26 | 27 1 377
Georgia . ... ... -_. 2] 17 1 i 45 29 24 3. 179
Louisiana .. ... .._.. PR 1 7 5 1 I 1 . 13
Maryland, __. ... ... 1 3 5 | 2 12| 1. 24
Massachusetts [Tl s 42 25 l W0 15 o | s 4 o
Michigan. .. . e emmeee aeos P 1 . . 1 2
New Hampshire . .. 3 9 3 ’ 1 4 2 | 6| ..... 3R
New York City... . |..... i 21 2. 22 | 30 5y | 42 2 150
New York Btate_ .. .. |. 8 2 5| 19 38 | 21 2 9%
New Jersey. __... 4 2 73 5 14 20 - 52
North Carclins |- Cee e 13 ; 3 | 1] 7
Ohio_. .... .. 1 [ P e el ialls 1
Pennsylvania. 25 39 2, 50 | 48 6 194
Rhode Island .. . [N . 1 6 | (% 1. 8| ... 3
South Carolina . .. ... 4 6 ! 9 1| 29! 3 17 o0
Tennessee ...__. - U O . e 25 ar i 5 67
Texas. S U e | R P | 2| : L 2
Vermont .... ... _ . 1 ) I O ! 2 iJ G
Virginia. ... . ' ! i - 41 22 47 7 80
West Virginda ... .. _: L | 1 1 3 5
‘Tatal . .. . ! B9 I 163 g PETA 155 257 245 3 } 320 24 1 1, 746
! ;

Spurce: Beston & Maine R. R. Co.

Data showing diversions in table 22 and boat shipments in table
19 arc particularly of interest as showing the wide distribution of
markets in which Mgine potatoes are sold.

Shipping Potatoes by Truck

Most of the shipment of Maine potatoes to market by truck is
comprised of central Maine production hauled to Boston and adja-
cent markets by itinerant truckers or by commercial truckers who
use potatoes for back haul. Some potatoes have been routed from
origin in Aroostook County to Bangor as back haul for trucks loaded
to Aroostook County, and such potatoes are sometimes reloaded into
other trucks for transportation to Boston. In the 1939-40 mar-
keting season, the equivalent of 351 carloads of potatoes was reported
trucked into Boston.® Additienal volume was hauled into the
markets adjacent to Boston where the receipts were not recorded.

s Potatoes hauled out of Maine by truck but not delivered {o one of the principal Boston markets are not
Included in this tabulation.
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In 1940-41 some of the chain-store organizations cxperimented
with the shipment of truckloads of potatoes from points in Aroos-
took County direct to supermarkets. This i1s an experimental pro-
cedure, however, the volume of which has not reached large pro-
portions.

BOSTON POTATO MARKETS

HE organization of a market place including the location, the

physical facilities available, the business organizations which
operate there and their business practices, are of interest to pro-
ducers of farm crops because they affect the total cost of marketing
and, therefore, are likely to affect the producers’ returns for his
crops. If market places are widely distributed, for instance, and
poorly located from the point of view of moving the products from
one place to another, cost of marketing may be increased. In gen-
eral, market places should be so located as to minimize the handling
necessacy in moving products from the producers to the consumers.
Otherwise, cost of distribution and damage to perisheble commodities
are both likely to be increased. Congestion in market places also
has an important bearing &s it may cause unnecessary handling and
damage, purticularly to perishable commodities, Loss of time in
handling too increases deterioration and marketing cost,

The location of markets can not well be considered separate from
the facilitics needed for marketing. These facilities are usually the
stores, cold-storage warehouses, handling equipment, and transpor-
tation equipment, as well as the necessary strects and other high-
ways. Too many buildings and other facilities lead to inefficiency
in their use, Too few of them cause part of the erop to be improperly
housed or processed, or roughly handled. For instance, when a
product has to be moved {rom one wholesale market place to another
within the city, as was frequently the case in Boston, the rehandiing
entails loss of time added expense, and increased likelihood of
damage to the produet.

Producers are also interested in the kind of compctltmn in the
market, beeause it affects not only the distribution practices but
the marketing cost. It is important, for instance, to have enough
competition to prevent the establishment of unnecessary services
aloug the marketing channels. Competitive practices, however,
may have an even broader implication. Some, as the practice of
selling according to quality, the development of efficient marketing
organization on the bases of cost and conservation of quality, are
considered commendable. They promote equitable distribution,
both of the product and of the rcturns from its gale. Other
practices, such as those which unnecessanly increase cost or which
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cause deception of either the producers or the consumers, are usually
detrimental.

Producers should be just as interested in the organization of a
central market through which their products are to be sold to con-
sumers as in the organization of the local market nearer home, Con-
ditions in these central markets usually have not been so carefully
considered by producers because they are so far away that it is more
difficult to do anything about them. Since producers are concerned
with central markets, however, some of the potato-marketing prob-
lems which occur in Boston are discussed here.'®

Some Requirements for 2 Good Terminal Market

One of the first requirements for a satisfactory terminal market
place in Boston at which potatoes would be handled is facilities for
all types of transportation. Since Boston is an important seaport,
the market place probably should be located close enough to the
steamship docks to encourage receipt and reshipment by boat. The
long distances over which potatoes are transported make it necessary
that adequate rail facilities also be present, including adequate
interconnection services between the railroad lines. At certain sca-
sons of the year, the market supply comes almost entirely from
southern production areag, and in its transportation rail, truck,
and boat facilities are used. Motortruck facilities should be in-
cluded in the market both because of the problem of distribution in
and around the city of Boston and because there are direct re-
ceipts by truck from central Maine and other nearby producing
areas, An adequate market place should be equipped for the
handling of products received by any of the various methods of trans-
portation.

A satisfactory market place should be as near the center of popula-
tion of the distribution area as possible, beceuse this minimizes the
cost. of redisiribution from the wholesale market place. In seaport
markets such as Boston, however, the desirability of having the
market place near the ocean port facilities would prevent its location
near the center of population. The importance of location close to
the center of population for redistribution purposes is, of course, min-
imized if adequate streets and highways are available for redistribution.

The market place should be open to all types of legitimate dealers
who wish to operate there. It should include adequate warehouse
and office space for the wholesale receivers who purchase large lots
as well as for commission merchants who receive and rehandle the

' For a more detailed deseripticn of the problem of establishing a satisfactory city market, see “The
Wholesale Fruit and Vegetable Markets of New York City,” a special report made by the Bureau of Agri-

cuitura} Economies and the Agricultural Marketing Service of the 17, 8. Department of Agriculture covering
the New York City markets,

¥
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product for their principals. Facilities should be provided also for
retailers who come to the market to purchase. The potato market
should be where a wide variety of other fruits and vegetables is for
sate, as the retailer prefers to make ss many of his purchases as
possible at the same time and place.

In addition to the provision of adequate streets for transportation
to and from the market and loading and unloading docks for the pur-
pose of moving products into and out of the market, equipment
should be provided for a farmers’ market where producers might
bring their supplies for sale to wholesale and retail dealers.

Whether a large consuming area should be served by one central
market place or by a group of smaller subsidiary market places has
been frequently discussed. One fact in favor of establishing several
smaller markets is that local distribution costs are reduced if whole-
sale supplies are placed close to the retailer buyer. If the operation
of several markets, however, entails the transportation of wholesale
lots from one market to another, this increases rehandling cost and
probability of damage to the product. More important probably is
the fact that many buyers do not like to patronize a subsidiary market,
as variety in both products and quality is likely to be greater at the
larger market. The retailer is interested in the actual amount he
must pay for a product as well as in the fact that his competitor is
unable to buy at a lower price. Therefore, retailers are likely to
patronize the larger market as the one at which prices are most likely
to be deterinined and at which the larger number of competitors is
likely to be buying.

Present locations of markets result from a variety of causes. In
some instances, transportation agencies have established market
places and facilities for services to the shippers who use their lines.
Old and established market places are frequently maintained, even
though the growth of consuming areas has indicated the desirability
of a change, because the dealers who operate in the industry have
made investments in facilities which would be lost or considerably
depreciated by the removal of the market place. In addition, the
cost of moving and reestablishing a market may be greater than
private concerns may be expectetl to bear. The wholesale market
place for a large consuming population, however, is 2 matter of public
concern, and if increased efficiency is likely to result from abandon-
ment of present location and reestablishment on a more desirable site,
the gains may be sufficiently Jarge to justify public expenditure for
this purpose.

Potato Markets in Boston

Potatoes are assembled for local distribution at five places in the
Boston metropolitan area, in addition to assembly points of the three
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FIGURE 15.—WHOLESALE MARKETS FOR FRUITS AND VEGETABLES
IN THE BOSTON METROPOLITAN DISTRICT.
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STOLGHTION

Potatoes are Assembled for Distribution at Five Points Within the Metropolitan
Arca.

major retail food chains. The locations of these places within the con-
suming area atre shown in figure 15.

The two most important wholesale market places for potatoes in
Boston are the terminal of the Boston and Maine Railroad at Charles-
town, known as the Charlestown Market; and the terminal of the New
York, New Haven, and Hartford Railroad, known as the Boston
Market Terminal. Late-crop potatoes, mostly from Maine, when
received by rail usually arrive at the Charlestown Market. Early or
intermediate-crop potatoes, when received by rail, are likely to arrive
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at the Boston Market Terminal.  Either market can be the destina-
tion of a earload of potatoes from the other areas, however, since the
two terminals have rail connections,

Faneuil Hall and Quincy Markets (usually known as the Faneuil
Hall Muarket) lie between the two railroad terminals., This 1s &
farmers’, jobbers’, and retail market, but has no rail connections.
AMost of the Boston motortruck arrivals are unloaded here.  (Fig. 16.)

The steamship docks are also important coneentration points for
incoming ecarly-crop potatoes from the South and for outgoing late-
crop potatoes, mostly from Maine, many of which are hauled by rail to
Boston and reshipped by boat to southern points. Some seed and
table-stock potatoes from Canuda also arrive at these docks.

The Regional Farmeoers’ Market in Cambridge serves as a wholesale
market place for some nearby farmers who have potatoes to sell in the
Boston metropolitan area. ;

Truckers distribute some potatoes in Boston, Part of their supply
comes from the wholesale market plaeces listed above.  Some, however,
come directly by truck from producing areas, both in Maine and in the
nearby New England States.  Truckers and hucksters are said to
provide an important distribution service at certain scasons, selling to
both retailers and consumers,

The Charlestoren Potato Market

The Boston and Maie Railroad has provided terminal-market
facilities, including sidings and potato warehouses, in the Charlestown
district, a part of which is oceupied by a group of wholesale potato
receivers.,  (Fig. 17.)  Carloads of potatoes arriving at this market
are unloaded from the railroad siding directly into these warehouses,

RN

¥igrvre 16.—Decalers operaling in or near the Fanueil Hall Market have & serious
traffic problem.
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ha vt

Fruvre 17.—The Charlestown Potato Market. Carloads are delivered at the
rear of the stores where they are to be unloaded. Potatoes are hauled away
from the front, mostly by truck.

and loaded into trucks from the opposite side of the same warchouses
for redistribution. Dealers in the Charlestown Market specialize in
potatoes, but dry onions, cabbages, and turnips are sometimes
handled in smaller volumes. The high degree of specialization in
the Charlestown Market has discouraged retailer patronage, and has
enused some of the Charlestown dealers to operate stores in other
Boston wholesale markets.

Some very Important potato-marketing services are performed by
the dealers in the Charlestown Market. These dealers are equipped
with warchouse space for asscmbling stock, which is necessary to
insure a regular market supply. They assemble carlots and resell,
both in carlots and in job lots, to other Boston wholesale dealers.  In
addition, grading, sorting, reconditioning, and packaging scrvices are
sometimes performed by the Charlestown recelvers.  These services
require warchouse facilities. When the potatoes are unloaded at
Charlestown, for rehandling, or merely for redistribution to other
wholesale markets in Boston, extra bandling is required, part of which
could be avoided if the unloading and warchousing services were per-
formed in a wholesale market with greater vetailer patronage.

The Boston and Maine Railroad, in common with many other rail-
roads, has attempted to restrict competition from trucks by prohibit-
ing truckload arrivals at this market.  The rule against truck receipts
is difficult to enforee, but it probably serves to reduce the volume
of truck receipts, beeause there is always the possibility that on arrival
the trucks might not be permitted to unload.,

The Boston Market Terminal

The terminal market facilitics provided by the New York, New
Haven and Hartford Railroad Co. are important as a market through
which potatoes pass on the way to Boston consumers.  Facilities owned
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by the railroad company are leased to o corporation composed of
wholesale fruit and vegetable dealers. Maine potatoes are delivered
here by rail, directly from Maine shipping points and by reconsignment
from the Charlestown Market. Because of the greater variety of
fruits and vegetables sold at this market, its potential usefulness as a
distribution point is perhaps greater than that of the Charlestown
Market. It is also more conveniently located for supplying jobbers
in eastern and southern sections of Boston, as well as the cities to the
south,

The Boston Market Terminal, however, unlike the Charlestown
Market, has no extensive potato-warehousing facilities and, therefore,
is not adapted for the storage and handling operations carried on at
Charlestown.

In addition, an attempt has been made to limit this market to
wholesale functions by making the smallest unit of sale so large as to
exclude most retailers. Furthermore, the New York, New Haven
and Hartford Railroad, like the Boston and Maine, has refused to
allow truck receipts.

Several of the dealers operating in the Charlestown Market have
space in the Boston Market Terminal and thus increase their sales to
the local trade. Operating in two locations, however, increases the
cost of distribution as compared with a more centralized terminal
where only one such distribution point would be required.

The Faneuil Hall Market

An important jobbing market is located in and around Faneuil Hall
and Quincy Markets, which are owned by the city of Boston. Much
of the property used for marketing purposes in the area adjacent to
these two market places is privately owned. It is here that most of
the truck receipts by wholesale dealers in Boston are unloaded.
Dealers in this market draw on the other Boston wholesale markets
as well as on nearby producers for supplies. The variety of products
other than potatoes is greater here than in the Boston Market Termi-
nal, including fruits and vegetables, meats, fish, and dairy and poultry
products.

Besides the ordinary jobbing trade, there is a farmers’ market where
retailers and wholesale dealers purchase direct from producers. It is
limited to use by Massachusetts farmers, and is active throughout
the seasons when nearby farmers have produce to sell.

The Fancuil Hall and Quincy Markets have no rail facilities and
are overcrowded, as indicated in figure 16. There is little oppor-
tunity to extend the market area except by the costly process of
" purchasing nearby properties and wrecking buildings for additional
streets, parking spaces, warehouses, and stores. The lack of direct
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rail and water facilities at these two markets does not lend support
to such a procedure.

The Steamship Docks

At the docks boat shipments of late potatoes, mostly from Canada,
and of early potatoes from southern ports are unioaded. Frequently
large supplies are accumulated here for distribution in the Boston
market arca. Most of the arrivals at the docks are directed to indi-
vidual wholesale dealers in Boston. The docks, therefore, are not
so much & market place as a point in the process of transportation.
Nevertheless, when accumulations are heavy, many lots are sold at
the dock. The fact that arrivals at the Charlestown Market and the
Boston Market Terminal are usually limited to those coming by rail
causes some friction between the dealers, some of whom prefer at
times to purchase at the docks and to use trucks for hauling the
potatoes to their places of business.

Also many shipments of potatoes from Maine to southern ports
are consigned by rail to Boston and reshipped from Boston to southern
markets. These potatoes are usually hauled from the Charlestown
Market to the docks by truck.

The Regional Farmers’ Market

Within recent years a farmers’ market has been operated in Cam-
bridge. This market is owned by nearby producers of fruits and vege-
tables, but is not restricted to use by the owners. In scason it
becomes an outlet for nearby potatoes. During the fall of 1939, for
instance, some southern New Hampshire farmers oflered potatoes for
sale here.  The market has rail facilities, but trucks are the principal
means of transportation. The busy season is during the summer
and fall months.

When the Regional Farmers’' Market was established, it was hoped
that a suflicient number of dealers would make use of the facilities
to create a year-round source of retail supplies, thereby relieving the
congestion at the Faneuil Hall and Quiney markets.  Development,
however, has been very slow.  Dealers have argued that the market
was not centrally located and, therefore, could not expeet toreceive
wide patronage. ‘There are, nevertheless, lurge numbers of consumers
in the adjacent suburbs of Boston who are supplied in part from this
market.

Desirability of Reorganization
Boston has no central market adequate to serve at one time and

place the needs of all kinds of dealers who might wish Lo operate there,
The Faneuil Hall Market has become inadequate ss {o size and
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facilities. In this respect, either the Boston Market Terminal or the
Charlestown Market is probably better equipped.  Warehouse space
for potatoes and terminal service for farmers, truck drivers, and re-
tailers have not been provided at the Boston Market Terminal, how-
over, and the Charlestown Market is too highly specialized to be of
service for general retail supplies.  Augmenting the scervices of either
of these markets would greatly inerease its usefulness both to the city
of Boston and to the producers and distributors engaged in marketing
fresh fruits and vegetables. The possibility of this development
operates as a check on the improvement of marketing facilities
elsewhere,

Deiermination of the most desirable location for a wholesale produce
market for Boston was not proposed as an objoctive of this study;
neither could such a concluston follow reasonably from a study of
potato marketing alone.

Eiliciency of terminal markets is important to the dealers who
operate in them as well as to the producers and consumers who depend
upon them. Judged by current standards, the study of the Boston
markeis might point to important gains from comprehensive market
reorganization, Such a study, however, is scldom justified without
strong support from interested groups inside the market area.  Pend-
ing such further extension and information, it is important that the
producers of potatoes In Maine recognize the problems of the Boston
markets and conduct their own marketing activities in such a way as
to avoid as many of them as possible.

TYPES OF DEALERS, COSTS, AND PRACTICES

HE ROUTES through which Maine polatoes reach the Boston

market are deseribed in connection with the operations of the
various types of dealers.  Ome important type of dealer, on a volume
basis, is the vetail food chaim.  Others are the Charlestown Market
dealers, operating cither as commission merchants or as wholesale
receivers, brokers acting as marketing agents both in Maine and in
Boston, and truckers and bucksters who are important scasonally.  An
understanding of these dealers and their places and practices in the
distribution of potatoes is essential to an understanding of wholesale
marketing,

Retail Chain Stores

Several refail chain-store systems in Boston sell potatoes. The
smaller ones usnally make their polate purchases from Boston whele-
sule dealers.  The larger ones, however, purchase late-crop supplies
in Maine and uwse the Boston wholesale market for buying when direct
receipts are inadequate or for selling excess stocks,
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The chain-store policy of making purchases in producer markets
has reduced the volume of potatoes passing through the Charlestown
Market. One cliain-store organization 13 a part of a national system
of stores that have a common buying agency. 'I'his agency is one of
the lareest buyers of Maine potatoes and operates warchouses at

many of the shipping pomts throughout Aroostook County. The
chain’s supply for Boston is ordered from this ageney. Another
chain-store organization operating primarily in Boston and vicinity
also maintains warehouses in Maine for buying potatoes. A third
chain does not operate fucilitios in Maitne but sets up quality require-
ments for its brands and buys part of its supplics from packers and
shippers of potatoes in Maine, and the remainder from wholesale
receivers in Boston.

The chain stores do not maintain large supplies of potatoes in
Boston, probably because of the cost of storage and risk of loss through
deterioration.  Thew gear their procurement operations as closcly as
possible to sales, preferring on oceasion to use the local wholesale
market as a source of temporary supplv. To the extent that carlot
arrivals can be unloaded direetly into trucks and routed to the store
units, handling and storage costs are reduced.

The Charlestown Market Receivers

The volume handled through the Charlestown Marlet was formerly
a much larger percentage of total sales of Maine potatoes in Boston
than at present. The policy of the chain stores in purchasing po-
tatoes direct from Maine has reduced the volume of business at this
market.  Rail shlpments to other arcas reconsigned from Boston
still constitute an important percentage of the Doston receipts and
these usueally are handled by Charlestown Market dealers,  An
inereasing volnme of direct, sales, avoiding the use of Charlestown
Market or its dealers” services, is reported, further reducing the volume
of business handled there,

Some potatoes are handled by the wholesale receivers in Charles-
town Market on a commission basis. Commission sales of potatoes
usually are heaviest in the early fall months when supplies are largest.
They are also hkoly to be heavier in years of large crops.

The decline in volume of commission business was probably the
direct result of the decline in total volume of potato sales handled
in the Charlestown Market., Dealers must have an adequate volume
of business to maintain low unit eperating costs. With the total
volume passing through the market reduced by diverting potatoes
through other marketing channels, dealers in the Charlestown Market
could not depend on the volume of consignments to maintain their
individual operating efficiency and were forced to resort more to
outright purchases.



5 FARM CREDIT ADMINISTRATION

Some wholesale receivers maintain warehouses and purchasing
representatives in Maine. Others establish direct contact with car-
lot shippers. Such relationships between buyers and sellers may
extend over many years, depending on mutual satisfaction with the
services rendered.

The wholesale receivers in the Charlestown Market lease their
space from the raihoad company. Rentals are caleulated on the
basis of $500 a year for each door unit; that is, space with one door
on the track where cars are spotted and one door on the street where
trucks are loaded (figure 17).

Wholesalers at this market perform many jobbing functions such
as selling small lots, and processing and packaging for retailers.
Some retailer patronage (including chain stores, hotels, and restau-
rants, and some independent retail grocers) comes direct to the
Charlestown Market. Deliverics are made, and to some extent credit
13 extended to small dealers and retailers. Some wholesalers main-
tain trucks, while others operate on a cash-and-carry basis. Others
hire trucking servize when needed.

Cars unleaded in Boston for local distribution may be rehandled
by the Charlestown Market receivers, as follows:

L. They may be sorted to remove excess rot and damage.

2. They may besorted to comply with size requirements of buyers.

3. They may be repacked in peck packages.

4. They may be repacked in 100-pound bags with different brand and grade
terminology.

5. They may benixed, usually for the purpose of mecting competitive prices

6. They may be resold in original packages without any rehandling.

The costs of handling potatoes in the Charlestown Market depend
on the extent and the kind of rehandling necessary.  If passed through
the dealer’s place of business without grading or repacking, the costs
may be as low as $20 per car. 1 repacked in pecks, the costs may
amount to upwards of $50 per car or even to $50 or more if package
costs are included.

Several Boston receivers in the Charlestown Market unload 100-
pound sacks of potatoes and repackage them in pecks. Some of
these peck packages are reloaded and reshipped to the Boston Market
Terminal or to the Faneuil Hall Market and sold to retailers and
jobbers there.

Commission Merchants and Brokers

As indicated above, most of the Maine potatoes received in the
Boston Market are purchased outright by the wholesalers and dealers
who operate there. Some potatoes, however, are handled by these
receivers on & commission basis.  In this case the dealer does not own
the potatoes but handles them for the account of the shipper and
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charges the shipper for marketing services. The commission mer-
chant may recondition, repack, or reship the potatoes, just as he
would do if they were his own property. He does not own them,
however, and performs his services at the direction and cost of the
shipper.

Brokers are found in both the producers’ and the wholesale mar-
kets. They scrve as intermediaries only, since the broker neither
owns nor handles the potatoes. The principal service of the broker
in the marketing of potatoes lies in the fact that he has a wide
acquaintanceship among both buyers and scllers. He receives bids
from prospective buyers and offers from prospective sellers, bringing
the buyer and scller together. In some instances, brokers may be
more interested than merely in bringing the buyer and seller together.
¥or examplee, the buyer may ask the broker to report on the quality
of the potatoes offered for sale. He may even ask him to supervise
the loading or to bandle some financing arrangement.

Hucksters and Truckers

Hucksters and independent motortruck operators have a place
in the marketing of potatoes in Boston. As trausportation agents
they haul a considerable volume of potatoes, mostly from central
Maine, the Connccticut Valley, nearby Massaclhiuselts, and other
producing areas. As dealers, they buy potatoes from producers and
sell them to the wholesale and retail dealers. There 18 some indica-
tion that this busincss with retail stores is looked for by the truck
drivers hauling potatocs on their own account because they are
denied the use of some of the wholesale markets in Boston, A
tendency for independent truck drivers and hucksters to do business
with retailers, however, has been noted in many other markets and
is mot peculiar to Boston,

Activity on the part of these dealers is most important in the fall -
when the crops from the nearby production areas are being sent to
market. The fact that some producers in the Conneeticut Valley
and nearby Massachusetis do not have storage space available in
which to hold the crop for later marketing probably gives these itiner-
ant dealers a better opportunity to trade with this part of the Boston
potato supply. It is reported, however, that potato producers in
these States are providing permanent storage in order to strengthen
their position by holding part of their supplies off the markets until
later in the season.

Free Time and Demurrage at Boston Markets

Receivers at the Charlestown Market usually are notified of the
arrival of cars at approximately 9 a. m. each day. At 4 p. m. daily

each receiver submits a form which advises the reilroad company to
i
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withdraw empty cars and those loaded for reshipment, and where
to set new arrivals for unloading. Cars ate set at the warchouse door
specified by the receiver, as well as on the track specified for un-
londing. At the time of notification of arrival, the recciver may
inspect the car before it is set for unloading, provided the bill of
lading permits.

The recelver is entitled to one setting of the car for unleading in
the Charlestown Market, the Boston Market Terminal, at the steam-
ship whaf, or anywhere else within the Boston switching area. All
other moves after the original setting are done at a charee of $6.%3
per car, or at & switching charge depending upon the nature of the
movement.

Forty-eight hours’ free time is allowed the receiver following notifi-
cation of a carlot arrival billed to him, after which demurrage is
charged by the vailroad. The 48-hour period begins at 7 a. m.,
following notification of the arrival. The free period is calculated
only on the basis of working days.

Fifteen days of free time are allowed for a carlot of potatoes in
Boston provided the shipment originated outside the Boston area
and is for delivery to a steamship company. If the carlot of potatoes
originates within the Boston switching limits, 5 days of free time are
allowed on boat consignments. The increased free time on water-
borne freight at Boston permits the sccumulation of water freight
toitnage,

Demurrage accounts are operated between the railroad and the
recelvers on an average agreement plan. This plan gives the receiver
credit for all cars unloaded within the free period, as well as charging
his account with the number of days in which the demurrage was
icurred.  If at the end of cach month the credits established under
this plan exceed the number of days of demurrage incurred, no
demurrage is charged. These accounts are operated on a monthly
basis and are scttled monthly. No accumulation of eredits is per-
mitted from month to month,  This plan helps the wholesale receivers
by reducing the costs of demurrage.

Demurrage charges are assessed at the rate of $2.20 per day for
the first 4 days and $5.50 per day therveafter.  Demurrage is based on
continuous time; Sundays and holidays arce not excepted, as in caleu-
lating free time,

Some Costs of Operation in the Charlestown Produce
Market

Opinions differ among the Charlestown wholesale receivers, relative
to costs of the various services performed. Costs may vary with the
ability of & receiver to direct his own operations. This study did not
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include 8 detailed examination of the individual records., Some of
the common cost elements are discussed on the basis of some operating
staternents and the opinions of various receivers.

Union wages are paid to the potato handlers in the Charlestown
AMarket based on an agreement made during the fall of each year.
The union rate during 1939-40 was $6 per day per man if hired on a
(aily basis, or $5 per day if hired on a weckly basis. If a man were
called to work for a half day orless, he veceived o half day’s pay, or $3
Added wages at overtime rates were paid for overtime work,  Five
men made up & crew. This number is more or less fixed by the union
agreement. In hiring crews, a recetver must have packaging, sorting,
or grading to doj; otherwise, there is little need for so many men. A
few receivers use crews regularly, others use them only rarely.

Cars of potatoes reeeived at the Charlestown Market have to be
unloaded into dealers’ warehouses, These potatoes may be received
in bulk, packaged in 100-pound burlap bags, or in retail packages
of a peck or less. The practice of shipping potatoes in bulk has
been almost entirely discontinued in recent years. One man can
unload a car of 400 bags in about one-half day at a cost to the receiver
of $3, or approximately three-fourths of & cent per 100 pounds, The
same man can unload a carload of 2,700 peck packages in about the
same time at & cost to the receiver of $3, or approximately one-ninth
of a cent per peck. These operations include enly removal of the
load from the car and stacking in the receiver’s warchouse. On
oceasion, when the entire carload is removed directly by truck, the
bags may be moved through the warehouse and into the trucks at
about the same cost for labor,

Sometimes earlots of potatoes in 100-pound packages are trans-
ferred from the original bag to another, This operation requires
more labor because the potatoes have to be emupticd out on the floor
and repacked in new bags. It is cstimated that this operation
requires a erew of 5 men for about one-half duy. Dealers estimate
this labor cost at $15 per car, or about 4 cents per 100 pounds.
The labor cost of unloading a car of 400 of these 100-pound bags,
reconditioning, repacking, and reloading them into another car
varies from $15 to $30, depending upon the amount of reconditioning
that is perforined. It is frequently necessary to incur this cost
because potatoes arriving at the market are poorly sized or include
damage of various kinds which must be removed before the car can
be reshipped to some other Iocation in Boston or to some other market.

The labor cost of performing a similar operation, but repacking the
potatoes into peck packages, is somewhat greater because of the
greater number of packages to be handled.  Nevertheless, for practical
purrposes the dealers estimate that this operation also can be completed

104848°—42 5
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with a 6-man crew operating for 1 day at a cost of approximately $36
per car, or about 1% cents per peck. In most warehouses machine
equipment, for packing retail packages is used.

The cost of repacking in peck bags, as estimated above, does not
include the cost of the package and ties, which is estimated at approxi-
mately 2 cents per peck.  The quality of the paper used in the manu-
facture of these bags affects the cost, as also doeg the number of bags
purchased by the packer, since quantity discounts are usually given
on larger purchases. Against this additional cost of new bags, how-
ever, 1s the reclamation value of the burlap sacks,

Some dealers estimate the cost of labor, bags, and ties at 3 cents
per peck or $81 per car of 2,700 pecks.  This does not include overhead
expense but merely the expense of converting a carfoad of 100-pound
sacks of potatoes into peck packages.

The cost of operating the establishment of a wholesale receiver at
Charlestown depends very much on the types of operations which are
performed.  Those dealers who merely receive carlots and reship or
soll them without additional handling are able to operate on a much
lower cost per 100 pounds or per car of potatoes handled than those
who do considerable rehandling.

Hired trucking usually costs 5 to 7 cents per 100 pounds, depending
upon distance. One receiver pays 10 eents per 100 pounds for
service to the outlving arcas on shipments of ten 100-pound sacks.

Each receiver has office help of at least one person, as well as one
full-time warchouseman. For the average receiver, this full-time
employvee can unload most of the carg and sell at the warehouse, If
deliveries must be made, the additional expense of trucks or trucking
is added.

Costs Reléted to Volume

Volume of business is an important cost factor in the operations of a
potato veeeiver at the Charlestown Market., During the 193940
season, 7,624 carloads of potatoes were handled through this market
by 16 recceivers, an average of 476 cars per receiver.  Some receivers
handled & much larger volume, however, and 6 of the largest handled
more than half the total. This wide variation in volume and in the
individual operations of the 16 receivers limits the usefulness of any
cost data which might be available. Comparison of two of themn,
however, showed that one receiver who handled slightly more than 100
cars per yvear had management expense of only $2,500 but a cost per
car of more than $100. The other handled more than 1,000 cars; the
manager’s salary was over $5,000, and the cost per car was about $22.
These are extremes in cosls but the two receivers conducted business
of about the same {ype and the difference in cost was mostly due to
difference in volume.
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It may be true that, if the volume of & business is slowly decreasing,
the retrenchment which should accompany such & recession of volume
does not always occur gs promptly as corresponding changes when
volume is increasing. This is particularly important to Maine pro-
ducers as the volume of business flowing through the Charlestown
Market declines. A group of cooperating producers can assure their
marketing organization of a volume adequate for economical operation
and avoid high costs from this source.

The minimum expense of operating a potato store in the Charles-
town Market is likely to be $10,000 or more annually, depending on
the type of operations performed and the amount of salury withdrawn
for management. Rent for a 2-door unit (2 doors on the track and
2 on the street) is $1,000 per year, An oflice clerk is necessary, at an
estimated minimum salary of $1,200 per year. Some dealers have
additional office help. Buying and selling expense, including tele-
phone, telegraph, and travel, is estimated at a2 minimum of $300 per
vear although the dealers with large volume find it necessary to spend
much more. Bond and interest expense is likely to amount to $500
per year, and other miscellaneous expense is estimated at an equal
gmount, making a total of about $3,700 for rent and administrative
expense without withdrawal for management.

It is necessary that a warchouseman be hired at 8 minimum union
wage which would be about $1,600 per year.  The warchouseman
handles small volumes of business alone, but in busy scasons needs a
helper for which $800 per year has been estimated. If store opera-
tions include repackaging, crews must be hired; but additional ware-
house labor used only on occasion has been omitted from this estimate
as applying only to particular lots of product or to more specialized
operations.  Truck service is usually necessary.  1f hired, it is paid
for as used. Some dealers maintain their own trucks at considerable
variation in annual cost, depending on the kind of truck used. In-
terest and depreciation on a truck have been estimated at $400 per
year, A truek driver Fired at the union rate of $40 per week at full
time would cost over $2,000 per year. Since they are not always
hired for full time, a truck driver’s salary of only $1,000 per year has
been estimated.  The cost of & warehouseman, truek and truck driver,
and helper is estinated at a minimum of $3,800 per year. A larger
outlay for these purposes would be more likely.

If, in addition to the above, the manager or owner withdrew $2,500
per year in salary—larger withdrawals for this purpose were actually
reported by 3 of the 4 dealers fromn whom cost figures were obtained—
the total estimated annual cost would amount to $10,000.

If the total cost of operating & place of business were $10,000 per
year, 400 cars would be necessary to hold costs as low as $25 per car,
about $3 per car higher than that reported by 1 recciver. At $12,000
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per year, 480 cars would be required. Since the costs here estimated
are minimum costs, it seems that an organization operating in this
market should plan on a minimum volume of 500 cars per year,
provided the services rendered by it were essentially the same as those
now performed by Charlestown Market potato dealers, Operations
such as reconditioning or repacking make the expense per car for a
wholesale receiver in Charlestown higher.

Some Reasons for Packaging in Boston

Since packaging costs in Maine are probably less than in Boston.
packaging, sorting, and grading insofar as possible should be eom-
pleted in Maine.” Some receivers, however, package a considerable
volume of potatoes in Boston.

A local receiver, for example, bought a carload of Maine Utility
grade polatoes at $1.55 per 100 pounds. The potatoes without the
burlap bag represented a price of $1.52 per 100 pounds. These po-
tatoes were packaged in peck bags at an estimated cost of 3 cents per
peck for 2,700 pecks.  The 2,700 pecks represented an investment of
approximately $689 (3608 stock plus $81 labor and bags) or about
25.5 cents per peck.

These pecks were sold in the Boston Market Terminal for 29 cents
each, or at the rate of $1.96 per 100 pounds and $783 for the carload.
The local dealer, after paving packaging costs, received a margin of
approximately 23.5 cents per 100 pounds. The receiver agreed that,
if he had retained the potatoes in 100-pound sacks, his margin would
have been substantially less.

The potatoes were placed in a peck bag under a trade brand used
generally about the market. The Utility grade and packer’s name
were stamped on the bag, The evidence here is that potatoes of low
grade have frequently been sold, if packed in retail packages, at
prices which yicld a greater margin than when sold to more discrimi-
nating wholesale buyers in 100-pound bags.

Such operations partly explain why dealers prefer to have potatoes
in 100-pound sacks in Boston. In some cases mixing operations may
malke potatoes of unsatisfactory quality or size more easily salable.
In other instances markings on packages required by the State of
Maine for dealer or consumer protection may be unsatisfactory to
Boston wholesale receivers, in which cases potatoes may be repack-
aged.'®

Some receivers insist that they cannot take the chance of permitting
Maine shippers to select the quality they wish placed in their packages

17 Potatoes bave to he packed for shipment. Packing in Boston reguires opening of original package
atd repacking.

1 Paper tags of various colors attached to sacks te indicate grades are removed by dealers whenever
desirable.
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under their own brands. To protect and control this quality, they do
their own packing.

In years when therc are wide price differentials between wholesale
prices for potatoes of various grades and varieties, repacking in Boston
becomes more profitable than in years when prices are lower and
marging narrower.

Some Packaging Practices

The proportion of the potato crop falling in the various grades
depends largely on production factors. In 1939, for instance, a
drought oceurred in the latter part of the growing season, as a result
of whieh the individual potatoes were characteristicelly small in size.
This considerably inereased the proportion that was too small to
grade U. 8. No. 1. Conditions such as these raise a serious question
as to what should be done with the small potatoes. Frequently it is
recommended that these potatoes be withheld from consumption
altogether. Another suggestion is that, since all potatoes are likely to
have some value at the market, the problem is not one of withholding
the least desirable, but rather one of adequately identifying them for
the consumers’ protection so that a closer relationship between price
and quality may be developed. Undoubtedly some shippers and
dealers include in their selling policy one or the other of these pro-
posals. Nevertheless, it is equally certain that some dealers follow a
third practice which is either mixing sizes and qualities, and making
the better potatoes carry as many as possible of smaller size, or
inferior quality, throngh the market; or repacking lots in 100-pound
or in peck-sized packages, and changing or removing grade names for
the same purpose,

On oceasion potatoes having so many minor defects as to be
refused elassifieation under the Federal standards, but of good size and
free from soft rot, will sell at prices almost as high as potatoes graded
U. 8. No. 1, but of small size. These facts are largely the basis upon
which the practice of mixing potatoes in the Boston markets has
been built. *Unclassified” potatoes (those not sorted to meet require-
ments of any grade, sometimes called culls) have a very wide range
in price depending on the character of the defects. Although sueh
potatoes may be priced very close to the lower range of U. 8. No. 1,
it is not unusual for price spreads between culls and U. 5. No. 1 to be
as wide as 50 to 75 cents per 100 pounds. **

Cull potatoes of good size are sometimes mixed with the better
grades, provided price spreads between wholesale grades are suffi-

¥ Mixing practices probably vary considerably from year to easr. The 1939 crop was of small size. Re-
sulting price differentials hetween grades were wide and encouraged mixing., In years when the potate

00 is characteristically of large size, with good quality, and with lower prices which usnally accompany
su.eh a erop, mixing is not ikely to be so attractive.
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cientlv wide. This demand for small and undergrade potatoes, on
the part of some wholesale dealers, is in part a reflection of the pressure
exerted by retailers to whom price competition is important. By
mixing qualities or by repackaging, retail prices may be reduced
and at the same time operating margins may be increased.

In general, consumers do not want small potatoes.® Consumers,
however, gre likely to accept a few small potatoes, not because they
prefer them but becaunse custom has dictated that they are likely
to be in the retail package. This is particularly true in & season
like that of 1939- 40 when the crop was composed of a large percentage
of small potatoes.

Dealers, including retailers, therefore, are between two opposing
Iines of pressure. On one hand is the desire to furnish consumers
with a good-sized potato, free from defeets. On the other is the
market requirement for low prices. The two are Inconsistent, since
a package with contents all of which are beyond eriticism is likely
to be too costly to permit resale in satisfuctory volume.

An example of the mixing procedure with its gains is offered,
assuming . 8. No. 1 potatoes to be selling at $2 per 100 pounds,
and culis at $1.50 per 100 pounds, which was not an unusual differ-
ential in the spring of 1940. The total cost of two 100-pound bags
of potatoes mixed would be $3.50 or $1.75 per 100 pounds. I salable
at the market price of $2 for U. 8. No. 1 potatoes, there is a gross
margin of 25 cents per 100 pounds to cover the cost of the mixing.
The mixed lot would probably be sold 2t & discount from the price
of U. S. No. 1, but a substantial increase in gross margin might still
result.?!

The expense of mixing includes the cost of emptying out bags of
potatoes and repacking them in new bags,  This has been previously
estimated at about 4 eents per 100 pounds. To this expense must be
added the difference between the cost of the new bag and the reclama-
tion value of the old one, and any shrinkage resulting from the practice.

There are dealers and receivers in the Boston market who deal in
the lower grades of polatoes, principally because they have outlets
for them. Such dealers may perform a service to preducers, as well
as to some consumers.  They can dispose of the lower grades af prices
usually above thoese paid for byproduct uses. They also supply con-
sumers who want potatoes at a tower price.

Importance of Undergrade Potatoes in Consumer
Packages

The inclusion of a high percentage of defective or small potatoes
in packages sold as high in quality has about the same significance

¥ See reference ciled on page 146
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to the consumer or the producer whether accomplished by mixing or
by some other process.  Many lots of potatoes offered to consumers
included a wide range in defects and & wide range in composition as
10 size as will be shown later.

The practice of mixing potatoes deserves careful study. If it
reflects & demand for a particular kind and price which consumers
actually want, then it may deserve support. If this is true, however,
it is equivalent to saying that the standards and grades by which pota-
toes are packed at the shipping point are not satisfactory to the
consumer. In this case, study of the practice should be from the
point of view of packing potatoes at the shipping point so as to meet
the consumers’ requirements because the packing could be done more
cheaply there. 1f, on the other hand, mixing represents only an
attempt on the part of the distributor and the retailer to increase
profits by marketing low-quality potatoes at prices nearly equal to
those of better quality, then steps should be taken to place it under
control because it leads to consumer dissatisfaction and thus weakens
consumer demand.

The mixing of potatoes may have an even broadm significance
to the producers. The demand for low quality for mixing prob-
ably increases prices for such quality and, thereby, narrows the price
margins between low-grade and high-grade potatoes to the producer.
At the same time, when these potatoes of lower grade are mixed and
sold it eompetition with the potatoes of higher grade, the price for
high-grade potatoes may be lowered because of the incereased supply
thus further narrowing the margin. If the practice results in con-
stumer dissatisfaction, a decline in demand for potatoes may be experi-
enced. The whole practice, therefore, narrows the price differences
between potato grades and averages the quality, making it difficult
for a consumer actually desiring top-quality potatocs to purchase them
consistently.

This practice and its resulis tend to destroy incentive on the part
of producers to pack top quality and, in the long run, tend to make the
packaging and marketing of potatoes on a quality basis more difficult.
Such practices expose the producers of an area to loss of income grow-
ing out of competition from the same product produced in other areas
where these practices are not used. Competition from other food
products which are substituted by consumers because of their dis-
satisfaction with potatoes becomes more effective.  In the Jong run,
it i3 probably better for the indnstry as a whole that potatoes going
out of Maine should be graded, as closely as possible, according to the

‘1 Hee example, page &0.
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desire of consumers who are going to buy and use them. Tt is prob-
ably equally important that the variety, grade, and range In size
should be adequately marked on the outside of the consumer package
for the consumer’s use in purchasing, These are marketing problems
of particular interest to producers in the solution of which cooperative
marketing organizaiion is likely to be particularly effective.

It shonld not be inferred that all potato dealers in Boston mix pota-
toes to the detriment of producers. S8ome of them do not maintain
sufficient help and equipment to engage in either mixing or packaging
of retail packages, Others who do have help and equipment appar-
ently pack to rigid standards of quality, Neither is it to be inferred
that the mixing or inclusion of a wide range of qualities in retail pack-
ages 18 confined to Boston.  The effect of these practices is the same
wherever they arise.

Costs of marketing the Maine crop could doubtless be reduced if
adequate grading were done In Maine, thereby avoiding the need for
regrading in Boston.  Adequate marking of packages for consumer
and retailer information and protection should be practiced. Sizes
and grades should be marked on the packages; and prices for each
grade should result from demand as expressed through purchases of
available supplies.

The significance of the mixing process as discussed above should be
considered by Maine potate producers under many aspects. In the
first place, since markeling costs would probably be decreased, all
services possible should be rendered in Maine, thus decreasing the
operations required at Boston,

To the extent that the mixing practice is designed to increase dealers’
margins and if the necessity of raising dealers’ margins arises from the
fact, that many of them have insufficient volume, then Maine prn-
ducers should seriously consider the various possibilities by which
their potatoes may be passed through Boston wholcesale markets
without being exposed to these practices.

The existence of this practice in Boston also exposes some of the
weaknesses of potato-marketing programs designed to protect Boston
consumers on a quality basis but operated from Maine. The fact that
the potatoes, after reaching Boston, may be repacked in other packages
which resemble the original ones in which they were sent out of Maine,
excepting that the quality within the package has been considerably
changed, may operate to nullify part of the gains for producers in
Maine and for consumers in Boston. In addition, the quality aspects
of the mixing process have very serious implications from the point of
view of advertising the product.
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In marketing, a producer must recognize the fact that his product
frequently has to be entrusted to others. Efficiency in guarding quality
is an important characteristic of an efficient marketing agency.
Unless marketing agencies do guard this quality of the product, much
good work dome by the preducer and shipper in tryir : to build a
favorable reputation with both dealers and consumers i likely to be
lost. The study revealed instances, however, in which : otatoes were
passed on to the consumer incliding & large percenta e of defects.
This fact indicates that part of the problem of undery ade potatoes
found in the wholesale markets, or in the retail pa kages in the
homes of consumers, may be solved at shipping points a Maine.

There are means &t the disposal of Maine potato grc vers and ship-
pers by which they can adopt an aggressive attitud - toward their
marketing problems. They may make some progress by having their
properly constituted administrative authorities work with those in the
Commonwealth of Massachusetts and the city of Boston to secure
more carcful regulation of marketing practices in the Boston market.
Another suggestion is that the producers, through their own marketing
association, carry their own potatoes into the Boston market, per-
lorming at least the initial distribution service there.

CONSUMER PRACTICES IN THE PURCHASE AND
USE OF POTATOES

CONSUMERS are the customers who actually buy and use the

product. Under competitive econditions in marketing, certain
sellmg advantages acerue to the organization which most accurately
interprets the consumers’ preferences. Consumers’ practices and
preferences in the use of potatoes were studied to gather information
which would help producers plan a cooperative marketing program
and take advantage of consumer preferences in grading and packing
their product.

In studying consumer gatisfaction in the use of a commodity, it is
desirable to consider the things that consumers actually do, as these
provide a basis for interpreting expressions of attitudes or desires, It
should be recognized, however, that sonictimes what the consumer
does is dictated by the opportunities at his command. A consumer,
for instance, may buy a package of potatoes in which the sizes are
mixed, not beeause of preference, but because in the market potatoes
are sold that way and there is no alternative.
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Ficvre 18.—Some branded packages in a retail store. Branded packages make
an attractive display, but the contents are not easily inspected,

Consumer practices, therefore, will be discussed separately from
consumer preferences, recognizing that both are necessary for a study
of the problem of providing more satisfactory marketing services.

Procedure of Study

Information was gathered from consumers in Boston by Licensed
Federal-State fruit and vegetable inspectors, through personal
interviews in houscholds. The houscholds were selected by random
procedure from the directory of Boston and 13 citics and towns in
the Boston metropolitan arca which, according to the census taken
by the Commonwealth of Massachusetts, in 1935, included more than
5,000 persons per square mile.®® Federal-State fruit and vegetable
spectors were seleeted for doing the work, because they had ade-
guate knowledge of the United States standards and grades for pota-
toes. They were able to interpret the responses of consumers in
terms of these standards and grades and, therefore, added greatly
to the precision of the enumecration. In addition, the interviews
were conducted in the households with the last purchase of potatoes
or the remaining portion thereof.

To reduee errors resulting from inaccurate memory, questions
about the use and the methods of preparation of potatoes were
restricted o the 7 days previous to the interview., Data were

# Far a more complete statement of sampling procedure, see Appendix, page 134,
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gathered during the period from March 4 to April 6 and again from
June 1 to June 29, 1940. Two periods were selected to determne
the changes in consumers’ habits as related to seasons, different
competing foods, and different kinds of potatoes.

Enumerations were made on the basis of population groups includ-
ing the size of family, the race or nationality of the head of the family,
and the weckly family income. Income, as used in this study, was
defined as the salary or wages of the head of the family, plus any other
items regularly made available for current living expenses. A monthly
rental figure was obtained by the enumerators and provided a means
of estimating weekly family income in those instances in which the
information was not readily available.

Use or Nonuse of Potatoes

The first question asked of each consumer related to the use or
nonuse of potatoes, Replies to this question indicated that 97.8
percent of the families used potatoes in some form or other (fable 23).
The data also show little variation in the percentage of families using
potatoes in any income group. As a whole, potatoes were used by
a very large proportion of the population in all groups.

TasLE 23,— Families using potatoes, by income groups, Boston, March and June 1940

Families
interviewed

Family income per week porting use | reporting use

Families re- | Percentage
|

I
|
Number { Number
286 272

Percent

$156r loss . oL e e 5.1
AR08 e - 20 699 97.1
+26-$35 N e e e On4 ong ! 8. 4
L . 714 700 | 8.0
BU-SRS ... 390 | 386 | W0
B0 OF TOTC . e s 239 ¢ 25 ¢ 8.3

Total . 3,335 | 13,260 ! 97.8

1 Inéludv:s fotr families who used potatoes but ate their meals oat,
Use of Potatoes at Meals

Each of the consumers interviewed was asked the number of meals
at which potatoes were served on each of the 7 days previous to the
date of interview, In a few instances this information was not given,
s0 the number of these reports is less than the number of families
reporting use of potatoes. The answers were tabulated according
to the particular meal at which potatoes were served, as the morn-
ing, the noon, or the evening meal. Sometimes it was difficult
for the consumer to remember what meals had included potatoes for
a period as long as 7 days. However, 1,709 records were completed
representing the same number of family wecks of potato use in the
month of March, In June 1,451 records were completed.
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Use of Potatoes at the Morning Meal

The number of days each week that potatoes were served at the
morning meal by consumers reporting such use during the month of
March is shown in table 24. Fourteen and one-tenth percent of the
consumers reported use on at least 1 day each week, and of this num-
ber, the Italians reported use in a larger proportion of the familics
than any other race or nationality group. Only 15 of a total of 241
families reported such use at each of 7 morning meals during the
weck. When classified according to income groups as shown in table
25, it was shown that in March families of low incomes were much
more likely to eat potatoes at the morning meal than were families
of higher incomes, When classified by size of family groups as in
table 26, 1t was shown that the larger the family the greater the
probability that potatoes would be included in the morning meal.

Only 2.8 percent of the families as shown in table 27 reported use
at the morning meal in June, ‘This percentage was so small that no
further comparison by population groups was made. Only one family
out of this group reported the use of potatoes at 7 meals during the
week.

TABLE 24.—Families serving polatoes at the morning meal by race or nationalily
groups, Boston, Mar. 4 to Apr, 8, 1940

Families serving potatoes— Total ! I Percent-
oL familics |Families age serv-
! serving | report- | ing at
at morn-| ing use | morning
ing meal meal

Kace or nationality - lr— )

il day'2 days -'%dayshdays‘ﬁdays 6days|7dags

Num- Num-l Nuwn-| Num- Num-| Num- Num-

| her 0 Rer | ber | ber | ber | ber | ber | Number | Number | Percent
Irish_ . Poat o] 14 55 356 15.4

50 1! a| &

Dnalian... ..o 2000 boar ol el 1| ol e 1 49 123 26.8

Jewish | O 5 11 6| o o 1] o0 7 102 6.0

NeRr e o o2 a3l 5bo1roaloaloa 1 6 172

Unclassified white ] sy a2 2| g] 21 2] & 0| 1.0M ! 118
1

Total ... . s, my 48| u| al 3; 15| 22| L7 | 141

TasLe 25.—Families serving potatoes at the morning meal, by income groups,
Boston, Mar. 4 to Apr. 6, 1840

|

| . Families serv- | Percentage

Family income per week i Farmt,li]};csl};%. ing at morning| serving at

| porting meal morning meal

Number Number Percent

Slhorless. . L i ceeei el 160 3z 20.0
F16-825 ... - 393 79 18.8
26535 __ 25 72 13.7
BIh-HS 313 37 11.8
B6-555... . 204 17 B.3
$56 or more 10% 4 3.7
Total. ... .. ... ...... R, 1, 709 241 4.1
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TasLE 26.—Families serving potatoes at the morning meal, by size of family groups,
Boston, Mar. 4 to Apr. 6, 1940

- Families serv- | Pereentage

Persons in family Faf.';-mesure' ing at morning| serving at
poring use meal morning meal

Number Number Prercent

L e e e e eaemammaeaaoo- 34 2 56
2 . 352 34 0.6
1 371 33 8.9
i. 365 g 16.0
AL 255 47 18.4
B oo - 143 32 2.4
e o 0T O 184 34 18. 5
Tetal. e 1,709 241 ‘ 4.1

TapLE 27.—Faniilies serving polatoes at the morning meal, by race or nationality
groups, Boston, June 1940

Fumilies serving potatoes— Total | ‘ Percent-

families | Families age serv-

Haco or nationality serving o report- | oing at
1 day{2days|3daysi4 days|s days|6days|7 days ;’ggugggi ng e ml;’lre"flllng

Num-| Num-| Num-{ Num-| Nuwm- Nem-| Num-

ber | ber | ber | ber | ber | ber | ber | Number | Number| Percent
D 4 3 1 0 ] 0 )] 8 331 2.4
Ttalia; s 2 0 0 0 0 0 0 2 143 1.4
Jewish__. - 1 0 0 0 L] 0 0 L 85 1.2
Nepro. - 0 1 2 0 2 0 0 5 55 9.1
Uneclassified white. ... ... 10 8 3 1 0 1 1 24 87 .9
otal .o i owz| 6 1] 2] 1| 1 0| 11,451 2.8

v i I

1 Qut of s total of 1,451 families reporting use of potatoes in June, only 46, or less than 3 pereent, reporied
use sl the mworning meal and only | reported use at 7 meals during the week preceding the interview,

A contributing reason for the increased proportion of consumers
using potatoes at breakfast in the lurger families and in the lower-in-
conte families may lie in competition between food products. Changes
in dietary habits on the part of the population have been noted by
many authorities on the subject. In this change, one of the important
trends has been the increased use of prepared breakfast foods and
{ruit juices at breakfast. Inasmuch as some of these include items
such as fruit juices or cream or prepared breakfast foods, it seems
reasonable to believe that to the extent that the pressure of economie
circumstances in large or in low-income families is an important
factor governing choiee of foods, they would be the last to give up
the older and less expensive breakfast menus which may have in-
cluded more potatocs. 'The morning meal may be one point at which
potato consumption has declined in favor of competing foods. This
may partly explain the declining use of potatoes per capita.

Another point of interest in connection with tables 24, 25, 26, and
27 is the fuct that relatively few of the families reported use of
potatoes at breakiast ench morning of the week. The significance
of this fact to producers of potatoes and potato-marketing organiza-
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tions is that in such cases the consumers’ satisfaction may play a
more important role. These consumers have experience in the use
of food items othier than potatoes for breakfast. If, for any reason,
they become dissatisfied with potatoes, 1t is relatively easy for them
to shift completely to some other food product. On the other hand,
the more their satisfaction with the quality or the variety of potatoes
is increased, the less will be their tendency to further discontinue
their use. Producers, therefore, in their production practices and
through their marketing organizations, should eonsider the factors
which influence consumer satisfaction and contribute to greater
atability in the consumers’ use of their product, It is to this extent
that the consumers’ problem in buying and using products which
give satisfaction is also the producers’ marketing problem.

Use of Potatoes at the Noon Meal

Almost two-thirds of the families reported the use of potatoes at
the noon meal at least once during the week previous to the interview,
As indicated in table 28, there wus very little difference in March
between race or nationality groups and the proportion of families
serving potatoes at least once at a noon meal during the week pre-
vious to enumeration. However, only among the Irish was the num-
ber of families using potatoes 7 days a week in execess of the number
using potatoes oniy 1 day a week, In June, however, as indicated
in table 29, there was little stability on & nationality basis in the pro-
portion of families using potatoes in the noon meal. In June old
potatoes were Hmited in supply and likely to be soft and sprouting.
New potatoes were readily available in the market and were being
made available in increased supply. The results of the factors seem
to show up in table 29. Although 70 percent of the consumers still
using old potatoes reported serving at the noon meal at least 1 day
a week during the first half of June, only 53 percent of them reported
as frequent use in the last half of June. In addition to the declining
proportion reporting the use of old potatoes at the noon meal, the
number reporting the use of old potatoes at all had declined.

With reference to new potatoes, the number of families reporting
their use in the first half of June was 246, with approximately 66
percent of the familics using them reporting use at least once a week
at the noonmeal. For the second half of June, the number of families
reporting was 437, and the proportion reporting use at the noon meal
almost identical with that of the first balf of June. 1In the process of
making this shift from old to new potatocs, however, the percentages
in the various race or nationality groups were very differont from
those in March.
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Tanig 28— Familics serving polatoes al the noon meal, by race or nationalily groups,
Boston, Mar. 4 1o Apr. 6, 1840

| Total ! i Poy-
families [Families; contage
serving | repart- | serving
7 at noon | ing use | at neon
days | meal meal

Families serving potatoes—

Lace or nationality T fﬁw VYT T
L2 3 ‘ 4

i day ‘(!H_\'S days | days | days j days

Num- Num- Num- NummNum-‘Num-iE\'um- ’
Number | Number | Percen!

ter | ber | ber | ber | ber | ber i her
rch . . 32| 97 ' 1| 19| 18 R 219 356 ol 5
Halian .. at| o=y o m| o1 9l o e 183 650
Towish 27l e e a2y a3l o 61l 62 7
egin o . 6] 4| &y 4. 5 1] 12 42 o ho
I petassied white. .01 Jozor) 00| aw] s3] 25| 26 136 631 | 1004 62K

i

Total ... . E?"ﬁéﬂ 176 e 7:7| 46 r:zﬁl)]_.o?akf_i‘_m; 62,9

TanLk 29.—Families serving polatoes al the noon meal, by race or nattonality groups,
Boston, June 1940

Hd potatoes New potatoes
Jwate nad race 6r ) - o T

nationality Familics Families Tercentage | Familics Familics Percentage

repurting | serving at SeTVINgG at reporting | serving at sfrving At

use nogn meal | noon meal use noon meal | noot meal
= S

June 113 Number Number Percent Number Numbher Fercené
Irish. e 129 5 SR.1 o 31 A3 4
Ttalian . .. ... ... S 40 4 24 16 7
Jewish o 1% L] 3.3 2 11 S0
Negro oo 20 13 5.0 5 4 R0
(nelassified white ‘ 285 223 TR 2 139 100 7.9
- o — —_ I
Taotal. 508 357 0.3 246 162 65. 8
June 16 23 T - I B

Irish oL 55 24 41. A a1 &9 | A48
Ttalian .. ... .. 14 G G4 3 49 29 ! 59,2
Jewish . o - H 5 | 35,7 3 i 14 45.2
Negro. . 17 7 40,2 13 8 Hi.5
1 nelassified white. ___ 160 93 i A8 253 177 0.0
Totalo... ... 2601 128 | 5.1 537 37 857

Data shiowing the percentages of families using potatocs at one or
more noon meals cach week, in March and in June, are shown classified
both by income and by size of family in tables 30 and 31. When
classified by size of family, the percentages indicated that the noon
meal use of potatoes increased as the number of persons per family
increased. This perbaps reflects the fact that persons with large
families have smaller incomes per capita and, therefore, use more
potatoes as g source of food.

When classificd according to weekly family income, the proportion
of families using potatoes at least one meal a week in March declined
when income increased.  The relationship here is just the opposite
from that shown in connection with the number of persons per family,
probably for the same reason. In June, however, the relationships
were erratic and inconclusive, indicating that in the shift from old to
new potatoes regular habits of family use were changed,
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TaBLe 30.—Families serving polaives at the noon meal, by size af family group,
Boston, March and June 1.940

I
' _ | Families Percentage
Month and persens in family 2{_1;1:2&?5“?; serving at serving at
| porting noon meal | noon meal
——_—— —— - ; - —
March: . b Number Number | Percent
. 5 36 24 | 66.7
a i 352 195 j 85,4
z ! 371 218 58K
4 308 299 | 62,
5. . 255 176 89.0
b L 43 100 ! 62,4
7 or more. . | 16 | 133 l‘ 724
L | 1,709 1,075 | 62.5
June—old potatoes:
1 A P 41 13 317
2 ; i 9l BB 5
3 182 112 615
4 ; i35 a5 W4
3 o8 B 6.5
[ - e e e - H 72 5 76, 4
Jormore. .. ... . . . e i 7 fit! 68, 4
Tatal. oo oo e e e - . 6% ; 4495 64.4
i ——
June—new potators: 4
1 9 3 33.3
2. . 136 ¢ &l | 504
3 i 173 100 57, &
1 1% 92 14
5 102 71 606
6 ) o : 4 7l 734
Termore. L L LTI D 359 i1
!
Tolal .. i i 083 | 449] 65,

TABLE 31.—Families serving potatoes at the noon meal, by income groups, Boston,
March and June 1540

|
} Families | Familics Perventagoe
Month and family income per week | reporting | serving at serving at
' use | moonmeal | noon mesl
I R . ;
; !

March potatoes: . Number E Number Percent
$150rless .. . I 160 | 133 .
R16-$25, .. .. ! 398 | 285 7B
$26-%35. . .. I 525 | 325 6L.Y
$36-$45 i 3134 173 5.3
f40-855 .. ... : 04 111 5.4
$56 or meore. . - | 169 48 44.0

Total_ . 1,708 1.075 f2.9

June—old potatoes: e e | -
$165o0rless. .. ... FUR T4 44 394
$16-525 o ! 163 83 50,0
$26-835. . ... .. ! 219 151 B8 0
B36-545 | 183 130 71.0

S40-855. ! B2 59 2.0
$56 or More. . 47 28 5.6
Total. ... ... 768 495 64, 4

Fune—new potatacs:

Flooriess .. . . . . —_ 24 15 62,5
£14-525. . R 117 kit 655
L2530 198 135 B8 2
$3R-545 . 184 126 68, 5
B46-555. . el . 85 55 64.7
$56 or more_ ... ....- [ e e k| 39 52.0

Total. ..o . o s 683 449 65. 7
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These data represent only famihies using potatoes at one or more
meals per week. More detailed analysis of these data indicated that
the increased percentage of families using potatoes associated with
the large number of persens per family and low incomes per family
was also associated with the use of potatoes at a larger number of
meals per week. Although the data presented here do not include
this detail, it is the logical result of the reasons given for the relation-
ships shown.

These data, showing uze of potatoes at the noon meal, like those
showing use at the morning meal, also show that substitutes were used
freely. This is evidenced by the fact that a large percentage of the
families reported no use during the week. Also there were many
meals at which potatoes were not served by those who reported their
use at least once. To producers of potatoes substitution is a form
of competition. This suggests the need for more concern, on the
part of producers, in consumer satisfaction.

Use of Potatoes at the Evening Meal

Of the families reporting the use of potatoes in March, 95.6 per-
cent reported their use at the evening meal (table 32), and of these
the larger proportion reported use at more than half of the evening
meals during the week. Use of potatoes at the evening meal had more
of the characteristics of habit than in the casc of either the morning

TasLe 32.—Families serving polaioes al the evening meal, by race or nationality,
size of family, and income groups, Boston, Mar. 4 to Apr. 6, 1840

I
. ,  Families { Families Pereentage
Ctassifieation of family hy— | reporting ] serving at serving at
I
i

| use evening meal | evening meal
Race or nationality: | Number ° Number Pereent

rish .____. N 456 ¢ 341 ! 958
Ttalian _ . 183 . 175 ! 95, 6
Jewlsh._ o 102 a7 | 95.1
Negra | 64 58 9.6
Unelassified white. . - 1004 463 . 95.9
Total e 1. 700 | 163 | 958

= :. e
36 30 ¢ 83.3
352 i 320 ‘ 93. 5
L 356 95, 0
A6R | 358 0.3
255 246 9. 5
143 § 140 v7. 9
R4 175 5.1
1,709 | 1,63 | 65,6

Family income per week: ! {

$iborless . __________ - 160 144 0.0
. = = = 398 381 | 95.7
525 i 502 85. 6
313 i 302 G6. 5
204 | 190 97 5
109 | 106 g7.2
1,708 1. 634 45.6

404R418°__49____ &



74 FARM CREDIT ADMINISTRATION

or the noon meal, at which use tended to be only occasional, Among
race or nationality groups reporting in March there was very little
difference in proportion reporting use except among the Negroes, who
used potatoes at the evening meal less frequently than any of the
other groups. When classitied according to size of family, the pro-
portion of users tended to inerease as the number of persons per
famnily inereased up to ahout four persons per family.

When classified according to income, the proportion of families
using potatoes at one or more evening meals per week was about the
same cxeepting for the lower-ineome groups, This group, however,
included some families of only one person, in which case it is to be
expected that a considerable number of meals were eaten away from
home. The use of potatocs at one or more evening meals per week by
families reporting use in June is shown in tuble 33. These data are
divided between families using old and new potatoes. As in table 32,
shown previously, the Negroes used potatocs less regularly at the
evening meal than any other nationality group.  Alse, families using
new potatoes used them less regularly than families using old potatoes.
However, the proportion reporting use of either old or new potatoes
at the evening meal was very high, Irregularvity of use when associated
with increase in size of family as related to March reports was also
shown as previcusly in the period of change from old to new potatoes.

TasLe 33.—Families serving polaloes at the cvening meal, by race or nationality,
size of family, and income groups, Boston, June 1840

0l potataes 1 Woew notatoes
Classifieation of family o I R
hy— i Families Srr“\'m}_}‘:t Pereentage J Familics sfay{imh(:t Pereentage
reputing - e\’n-nin;{' 5‘-r\_'inz at | reparting i-:re]?igng sor\jing at
s | menl evening meal . use meal evening meat
Race or natlonality: Nuwiher | Nymber Percent | Number Namber Percent
Irfsho....... . ... Sl 174 94.6 | 147 134 91.2
{talian i 48 97,1 73 66 090, 4
Tewish R . 32 | 32 100,40 53 52 98.1
Negro. ... .. . kN 35 94. 6 18 15 #3.3
Unelassified white.. | 445 ; 392 355 90.6
Total .. .. . TR | 83 622 911
Persons {n family: ' o
| . 41 38 92.7 9 ] 100.0
2.0 . .. 161 119 92.5 136 114 83.8
3 182 14 95 & 178 1681 93.1
4 135 132 47 8 128 17 91.4
S . L .. 08 47 94.0 102 93 1.2
6. . B A 72 G6 g1.7 A4 58 90.6
Tormore. . bl K 06,2 71 70 98.6
Total. .. ... 768 732 | 95.3 683 622 911
Family income per week: T N -
BI85 0rless | . 7 66 39.2 24 20 83.3
$16-325 | . 1453 59 97. 5 117 15 89, 7
B335, .. 29 w07 94.5 198 182 919
£36-845, 0 . 83 177 96.7 184 i1 92.9
B6-856. .. . . 82 Tl 951 85 ki 9.9
$56 or tmore .| 47 45 957 75 15 88.7
Total. , s | 2 | oss | sz 622 1.1
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Although these data show more gencral use at the evening meal,
thev also indicate that frequently substitutions were made, as indi-
cated by the fact that at some meals potatoes were not used. Fre-
quently other items of food are used instead of potatoes, even though
potatoes were likely to be relatively low in price.

It is not proposed that any attempt should be made to influence
consumers to eat potatoes at every meal. It is probably true, how-
ever, that varieiy in foods available for general use has been increasing
over a considerable number of years, which fact is undoubtedly asso-
ciated with the declining trend of per capita use of potatoes. Pro-
ducers of potatoes, thercfore, in their own interests should adopt
practices in marketing which are feasible for the purpose of increasing
the satisfaction of polatoes to consumers. High prices and unsatis-
factory quality are likely to contribute to a continuation of the shift
1o variety in foods and a continued downward trend in the use of
potatoes per capita. Prices competitively favorable to the use of
potatoes and satisfactory quality avalable for the consumers’ use are
likely to retard this trend. To this extent, therefore, the producers
of potatoes should interest themselves in improving their marketing
practices so as to retam for their product as much as possible of the
present demand.

Frequency of Purchase

Consumers were asked the date of their last potalo purchase, Of
the 1,717 who gave replies, 1,135, or 66.1 percent, reported the last
purchase in the week preceding the interview. This shows about 66.1
percent, of the consumers would be expected to make at least one
potato purchase each week,

Table 34 shows the results of tabulation of the replies on frequency
of purchase. Reported purchases in the 8 to 15-day period were 26.4
percent of the total, and purchases in the period exceeding 15 days
were 7.5 percent of the total. This docg not mean that 66.1 per-
cent of the families purchase potatoes once a week or that 26.4
percent purchase at 2-week intervals. It merely means that in any
average weck 66.1 percent of the population surveyed might be
expected to make at least one purchase, The time which might

TaBLE 34 —Frequency of family purchase of potatoes, Boston, Mar, 4 to Apr. 6, 1940

Days since last purchase [ rf;g:,}t][l[‘]; PZ‘;CF;?I#
e | -

. Nuymber Percent
Moo 1,135 66.1
Xtols L. . 454 26,4
More than 15 | 128 7.5

;
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, \ 1,717 100.0
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clapse hefore these same consumers call to make another purchase is
not indicated.

The 7.5 percent reporting purchases at an mterval of over 2 weeks
is only one-third of the number who purchased potatoes at intervals
of more than 2 weeks. Another third or 7.5 percent is included in
the group reporting their last purchase in the seeond week previous
to the interview, and stil! another 7.5 pereent in the 1-to-7-day period;
thus the percentage of families characteristically purchasing at 2-week
intervals is not 26.4 percent as indicated in table 34 but 26.4 less 7.5,
or 18.9 percent.

Following this line of reasoning, the most likely pattern of purchase
in this period is indicated in table 35 which shows estimates of the
percentages of (1) families which purchase at Jeast once in each week,
{2) families which purchase at 2-week Intervals, and (3) families
which purchase potatoes at intervals of more than 2 weeks.

In table 36 it is shown that in March the percentage of families
purchasing within 7 days prior to the date of interview inecreased
rapidly as the number of persons in the family increased. This re-
flects a greater frequency of purchase on the part of large families,
which, although often purchasing the same quantities as smaller
families, used more potatoes, and, thercfore, purchased them more
frequently.

TaBLE 35.—Estimated interval since last family purchase of potatees, Boston, Mar. §
to Apr. 6, 1940

Perceniage of families purchasing

I
Days simee last purehase i ] T
v Fist Serond | More than Total
( week week 2 weeks b
! Pereent Percent Percent Percent
Merethan 15 .. ... .. i 1.5 1.5 7.5 22,
15 .. L ... 18.9 18.9 ... ars
) I T el 39.7
Total ..o } 6.1 %4 7.5 100.0

TasLe 36.— Families reporiing purchases and those making last purchase of potaloes

within 7 days of date of interview, by size of family groups, Boston, March 1540

. Families Percentage
Familjes : N 3
Persons in family reporting | o iienase | ast punchse
purchiases within 7 days | within 7 days
Number Number Percent
34 7 19, 4
352 194 85,1
372 240 64. 5
370 257 69. 4
250 173 69.2
118 115 7.7
148 149 78.8
1,717 1,135 68.1
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A slightly larger proportion of the families interviewed in June, who
reported the purchase of old potatoes, indicated that they purchased
within 7 days of the date of enumeration (table 37).

Purchasers of new potatoes in June bought them even more fre-
quently than purchasers of old potatoes, as indicated in table 38.
[Tere again, however, the average frequency of purchase as related
to the number of persons per family was strongly upward. This
ereater frequency of purchase in Junc was associated with a tendency
to make smaller purchases. At this time of year, for instance, old
potatoes were sprouting and were inclined to be more perishable
than earlier in the year. Consumers, therefore, purchased in smaller
quantitics. The evident tendency to make smaller purchases of new
potatoes may have been partly because new potatoes were relatively
more expensive and the price was deelining.

TABLE 37.— Families reporting purchases and those making last purchase of old
polatoes within ¥ days of dale of tnlerview, by size of family groups, Boston, June
1840

Familivs Familjvs : Percentage
R WL O L
purchases | within 7 days | within 7 days
s N _!__h____
Number | Number | Percent
| 43 30 | 69.8
2. 158 W 52.6
3 180 120 | 66. 7
[P 137 0o 73.0
5 98 | 4! 75.4
B 7l | My 6.0
TOPTOOTE. .o ... . ... 78 64 R2.¢
Total ‘ 70.7

TarLe 38.—Families reporting last purchase of new potatoes within 7 days of date
of initerview, by size of family groups, Boston, June, 1940

. X Familirs | I*ercentage
Families ¢ : ¢
NP BIEECS  § reporting reporting
Persons in family Ie pogtln.sz last purchase | last purchase
purchages within 7 davs | within 7 days
Number Number Percent
1) 5 0.0
138 106 76. 8
177 145 819
127 108 B5. ¢
101 93 921
- . 54 a7 Ro.1
- - 0 63 FLiN
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, | 687 ant 4.0

Size of Purchase

Among the Boston families in March who reported their last pur-
chase within 7 days of the date of enumeration, 66.6 percent reported
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TABLE 38.-—Families reporting purchases of various quantities of polatoes within
7 days of the dale of enumeration, by income groups, Beston, March, 1840

Percentage of families reporting purchases of—
. Families T
deg}_y“}gfgme reporting B | j
p purchases -6 7-1¢ | 15 16 pounds | ooy
pounds pounds } pounds OF MoTe
S ) e i J—
Number Pereent J Percent Pereent Percent Prereent

815 or less 108 19.4 ¢ ) 60. 2 2.8 100.0
F16-525. a4 13.0 23.4 6l. 6 2.1 10,0
$26-$35 314 6.7 6. 8 75.6 .9 100.0
F36-343. 19 i2.5 19.4 63.9 4,2 100.0
$a6i-§35 137 8.0 248 64.3 2.9 100.0
$56 or more. 5] 14.5 21,7 63.8 ) ... . . 100.0
Total . .. ... 1,133 11.1 20,2 66. 6 2.1 100.0

their last purchase as 15 pounds. In table 39, these families are
classified according to family income. They show that 15-pound
or 1-peck purchases m the medium-income groups were somewhat
higher than in either the low- or the high-income groups. The low-
income group included a larger pereentage of Negroes and Italians
and families of one. These population groups were more likely to buy
smaller quantities.  In the high-income group, it will be recalled, were
those who used potatoes less frequently at the morning and noon
meals and those who were not so price conscious as to buy the larger
packages because they were cheaper. In all income groups, how-
ever, the 15-pound or 1-peck packages were purchased most frequently
during the month of March.

When classified according to size of family as i table 40, the data
show that the proportion of families buying 15 pounds at a purchase
inereased as the munber of persons per family increased.  Thig trend
wasg also. found among families buying more than 15 pounds at a
purchase. In the families making smaller purchases, the proportion
declined as the size of family increased.

In June, as previously indicated, the proportion of famihes pur-
chasing 1 peck of potatoes at a time was smaller.  For old potatoes,

TABLE 40.—Families reporting purchases of various quantities of potatoes within
T days of the date of enumeration, by size of family groups, Boeston, March 1840

Percentage of families reparting purchases of—

o Fumilies | e e e
Persons in family i reporting | ! | :
purchases 1-6 7-14 15 ' 16 pounds
pounds ounds vunds | er more Total
| o e
Number Percent I Prercent ‘ Percent Percent Percent
i T 571 42.9 O T, - 100.0
2 M, 2.9 3.4 39.2 0.5 1000
3 0 10.4 27.9 0.9 R: 100. 0
. 256 | 6.6 2L L 71.9 o4 100. 0
3. 172 i 7.6 14.5 FiNd 1.2 100.0
6 115 5.2 7.0 82.6 5.2 100.0
T ormore, 149 ! 3.4 7.4 k1.2 8.4 1004
1,133 [ 1.1 l 20,2 | 6.6 2.1 100.0
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as indicated In table 41, it was only 47.1 percent. The proportion
of families purchasing increased as the number of persons in the
family increased., Relatively few families bought more than 15
pounds. With smaller quantitics, as in Mareh, the proportion of
families buying declined as the number of persons in the family
increagsed.  These tables show strikingly the relationship between
the size of purchase and the size of family.

TasLE 41.—Families reporting purchases of various guantities of old potatoes within
7 days of the date of ‘enumeration, by size of fumily groups, Boston June 1940

Percentage of families reporting purchases of—

Families S —
Persons in family reporting )
purchuses 1-6 7-14 15 i 16 pounds Total
peunds pounds pounds ] or nwre

e e
i
Number # Percent Percent Percent ] Percent Percent
30 3 W0 9

| | 86.7 1 1.0 4

2 e e 9 46.5 | 35.3 18.2]..
3. [ 124 25.8 | 333 40.9 1.
i e eimmees 100 9.0 29.0 52.0

5 el 74 12.2 2.0 63, 5

i T, 54 13.0 18.5 8. 5
Tormore [, 04 [ 4.7 9 9.7

L 26.1

Total. .o 541 ’ 26, 47.1 [ 0.7 100.¢

In the case of new potatoes, there was a strong shift during the
mounth of June; therefore, data for this month are presented in two
parts, those for the period from June 1 to June 15 and those for the
period from June 17 to Jime 29, In the first half of June, as shown
in table 42, only 12.3 pereent of the consumers interviewed reported
the purchase of 15 pounds of potatoes at a time. The largest per-
centage bought 6 pounds or less, with an intermediate group buying
from 7 to 14 pounds, probably half pecks. None reported the pur-
chase of 16 pounds or more,  In the sccond half of June, there was a
shift in these percentages; 37.8 pereent reported the purchase of 15
pounds, a few families reported 16 pounds or more, 36.7 percent
TaprLe 42 —Families reporiing purchases of various quantities of new pofaloes

within 7 days of the date of enumeralion, by size of family groups Boston, June
-15, 1940

{ Total Percentage of families teporting purchases of—
Persons in family I families = Ty Ty T e
T‘H;ggg;‘i 16 714 15 16 pounds | o
! B € pounds peunds pounds orF Iore
_ | — .
|
Number Percent Percent Percent Percent
}. 2 100.0 1. oo 100.90
I 47 T8.7 T3 . 100.0
3. 59 69.3| 288 1. 100.0
4. 35 60.0 7 T 100.0
5. 29 38.6 5 ’ 4. 100.0
G . 19 31.6 36.8 3l 100.0
7 21 33.3 a5 | 57. 100.9
212 | BL g : 25.9 | 128 {ureeeees 100.0
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7 to 14 pounds, and only 24.7 percent reported from I to 6 pounds
(iable 43), These figures show a rather important shift in the average
size of purchase; that is, the average quantity declined for old potatoes
as compared with March and tended to increase for new potatoes as
the season advanced.

TarLe 43.—Families reporling purchases of various quantilies of new potaloes

within 7 days of the date of enumeration, by size of family groups Boston, June
17-29, 1940 .

Tot]ul | Percentage of fumilies reporting purchases of—
: . families —— - — e e e e e
Persons in family ; .
} Teporting | 18 : w14 4 15 16 ds
e | , : pounds | ..
I purehases | onnds ¢ pounds ’ pounds | ar 1oore Total
{ Number | Percent | Pereent { Percent Percent Percent
. 3! 80,7 .. L. 3.3 106. 0
."J'.]‘ 45. 8 5.4 6. 100. 0
86 314 46,5 221 . _ - 100. 0
33 2.0 0] g9y T 100.6
i od | 12.5 40.6 46.9) (..., 104 0
. 38 10. 5§ 158 68. 4 5.3 104). O
! 12 71 26.2 64,3 2.4 100.6
365 ‘ 2.7 ( 36.7 37.8 0.8 100.0
1

The importance of these data from the point of view of a marketing
program lies in the faet that they show the 15-pound or 1-peck pack-
gge in Boston to be a satisfactory one from the point of view of eon-
sumers, provided the price is not fluctuating and the quality of the
potatoes is stable enough to recommend such a purchase. When the
quality became unstable, the average size of the purchase declined.
This was particularly evident in the March survey which disclosed o
few purchases of 100 pounds or more bought from several weeks to 2
or 3 months prior to the date of interview, while purchases made in
March rarely were as large as 100 pounds. Even in March the
potatoes were beginuing to sprout or become less satisfactory with
respect: to keeping qualities, Consumers, therefore, did not want to
buy large quantities to keep in the home,

TABLE 44.— Day of lust purchase of potatoes as reported by 3,144 Boston families,
classified according to size of family, March and June 1940

: : S
| Tatal |

|

Pereentage of families reporting last purchase on— {
Persons in family ‘f;’p’]’]';lr'{s T 77 Total

foe | Mon- | Tues- | Wed-  Thurs- | poy. | Satur- | Sun- |

day day |nesday| day Y1 day day
RS

[Number, Perce‘nt, Percent| Percent] Percent| Percent| Percent{ Percent! Percent
R i B8 | 8.1 4.6 12,5 g.1 2.7 40, 1.1 100,90
2 e s e M2 13.2 10.8 9.0 i w.r 47.5 11 0. 0
3. T W7 7.4 9.3 8.4 14.2 4.1 4 100.0
il siol eyl sl 97| w3| 133 we| 6| 100
5 43wl eu) w4 wa| 1sR| as| ol 100.0
6. 21 9] K2 9.4 6.8 160 5002 10 100. 0
7 or more 1ol 2 | 105 56| 1081 L1 307 0L d00.0
Total ... \ 14| 107 l 4.1 W1 8.3 136! 477 L8] 100.0
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All the data were combined in table 44 which shows that about 10
percent of the consumers had made their last purchase on Monday,
Tuesday, or Wednesday. A slightly smaller percentage reported
purchase on Thursday. A larger percentage reported purchase on
iriday and almost half of the consumers had made their last purchase
on Saturday. These data are significant to an association planning a
marketing program, because they show that the peak load of con-
sumers’ purchases comes on Friday and Saturday.

Method of Preparing Potatoes

Consumers were asked to show, for each of the 7 days preceding
the date of enumeration and for each meal, the fact that potatoes
were or were not used and the method of preparation. These data
arve presented only for the month of March. Table 45 shows, by
race or nationality groups, the percentage of families using different
methods of preparation at the evening meal. Table 46 shows by
income groups the same data for the same meal. Evidence of differ-
ence in the method of preparation by race and nationality groups
was not important but, when classified on the basis of average weekly
jucome, the percentage of families preparing boiled potatoes declined
as income increased and the percentage using baked potatoes increased
as income increased. For other methods of preparation, there was
no noticeable difference.

The same data are shown by meals in table 47. Here it is shown
that 86.6 percent of the consumers reporting use at the morning meal
fried them. At the noon meal, more potatoes were boiled than were
prepared In any other manner, and at the evening meal, Boston con-
sumers used more potatoes baked, This large percentage of baked
potatoes ig of particular importance because as, will be shown later,
consumers had preferences for potatoes for baking.

TABLE 45.— Methods of preparing potatoes for the evening meal, by race or nalionality
groups, Boston, Mar. 4, 1o Apr. 6, 1540

——— e —
] Pereentage of servings in indicated form - :
X Servings \______ — !

Race or pationality doring | :

=k | o | Baked | Mashed

U French \L Trtal
- renc N
Fried fried Other [

‘

Number ; Percent i

) Percent | Percent | Percent | Percent | Perceni] Pereent
1”51} el 2,005 0.0 3.8 19.0 155 2,8 1.1 100, ¢
Ialian..._...______. _. 786 33.7 28.8 m7 1.8 31 Lo 1008
Tewish__ 471 LB 336 20.8 0.2 1.9 18| 1000
Newro. .. ... ... 309 28. 8 35.0 14.2 19.7 1.3 1.0 100, 0
Unelassified white_.. .. 3 7.9 ‘ 36. 8 18.3 1y 3.9 14 100. 0

Total . .. ... 3,624' 29,2’

34,6 18.4 { 12.9

e
o
-
—
=
=3




82 FARM CREDIT ADMINISTRATION

TasLE 46.— Methods of preparing potaioes for the evening meal, by ‘ncome groups,
Boston, Mar. 4 to Apr. 6, 1840

Percentage of servings in indieated form—

Servings |_ .
Family income per week | doring H Totsl
week § Boiled | Daked | Mashed | Fried | YEPCR | Other
———— et = i - cr———
Number | Percent | Percent | Perceat | Percent | Percenf | Percent] Percent
G40 35.8 28,7 6.9 15,4 2 0 100. ¢
1,842 33.3 29. 4 17. 5 14,0 2.9 2.9 1. 0
2,680 28.2 33.9 21.0 1.8 4,3 B 100. 0
EX 5 . 1,716 218 379 19. 1 12,1 2.4 T 100 0
F8-855 . . oo . 1,103 26.7 39.2 15.7 12.0 4.1 2.3 100. ¢
56 or more. ... _. . 593 21.3 42.8 17.0 15. 9 2.5 .0 100, ¢
Total . ... .. 8,624 29,2 3.6 18.6 129 3.3 E 1.4 1. O

TasLe 47.—Methods of preparing potatoes for morning, noon, and evening meals,
Boston, Mar. § to Apr. 6, 1940

Number of servings Percentage of servings
AMethod of preparing potatoes |- —————————— . - -
! Morning Xoon Evening Morning Noon Evening
— e ——— _—
Number Number Number Percent Percent Percent
Boiled__ _ .. . . 3 1, 202 2.514 0.6 3.0 249,
Paked .. e e - - 12 1,041 2,987 2.2 28.6 34.6
Mashed ... . ... . 5 468 1,603 11 8.8 8.6
Fried... .. . ... . - 467 444 1,113 80. 6 12,2 12.9
French fried .. . e - 49 41 286 9.1 L1 3.3
Other__.__.. B 4 43 12 .4 1.3 1.4
Total . . : 530 3, 644 8,624 100.0 10a. o 100.4
i

Potato Substitutes

Among the commodities listed as substitutes for potatoes by Boston
consumers were baked beans, parsnips, turnips, carrots, asparagus,
tomatoes, greens of several kinds, cabbage, celery, corn, snap beans,
and peas. Also mentioned as substitutes for potatoes were soups,
macaroni, spaghetti, noodles, rice, pancakes, waffles, and bread.

Use of Other Fresh Fruit and Vegetable Items

Boston consumers who made their last purchase of potatoes within
I to 7 days of the date of enumeration were asked to report the number
of other fresh fruit and vegetable items purchased within the same
week, These data for the entire sample including both March and
June are suminarized in table 48. The use of 5 or less other fresh
fruit and vegetable items was reported by 5.3 percent of the families
reporting.  The percentage of families reporting in this group declined
rapidly as the family income increased. Although 44.7 percent of
the consumers reported the use of 6 to 10 items, the percentage
declined as incomes increased.
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TaBLE 38.— Percentage of familics purchasing potatoes within 1-7 days of the dafe
of enumeration, classified by number of fresh fruit and vegetable items bought
and by income groups, Boston, March and June 1940

Total Percentage of families reperting purchases—

S families i
Family income per week p | ,
P chass | B items | 6-10 115 |16ormore] n o)
ar less items | iteins items -0
Number | Percent | Percent | Percenl | Percent | Percent

SlhoreRS.. . .ol I 179 10.6 581 18. 4 3.9 100.0
215525 o a00 LN ] 57.0 29.6 4.8 100. 4
855 £1 49,3 36. 2 16. 4 109. 0
460 1.3 41,0 41. 4 16.3 100.0
71 15 25.1 42. 4 310 100.0
Ho 1.8 180 40. 1 40.1 100. 0
2,243 5.3 44.7 35. 4 14,6 100. 0

Only 35.4 percent of the consumers reported the use of 11 to 15
items, but in this group the proportion incresased as incomes increased.
In the group of 14.6 percent of the consumers reporting 16 items or
more purchased within the 7 days prior to the date of enumeration,
the percentage of families reporting increased rapidly as the income
increased. These data show that consumers tend to get more variety
in fresh fruit and vegetable items as incomes are increased. Very
few conswmers with $56 or more for weekly income cousume only 5 or
less fresh fruit and vegetable items, whereas over 80 percent of them
use 11 items or more.

Increasing Variety of Foods

There are those who maintain that the number and varicty of
foods available for the consumers’ use increases from year to year.
The ingenuity of the agriculturist has made such additional fruits as
the avocado, the tangerine, and others available in the market place.
More important than this is the fact that due to the ingenuity of
the market men many fruits and vegetables long known and used now
come to the market in much greater quantities than in years past.
In addition, manufacturers and processors have developed new means
of making food products atiractive to consumers. Tomato juice, for
instance, is canned and is used in considerable volume in this form
throughout. the year. The volume of canned fruits and vegetables
and frozen foods offered for the econsumers’ use is an instance of the
increased ingenuity of manufacturers and processors in the field of
food supplies. Home economists and dieticians have also contributed
to the variety of uses for foods. The testing of health-contributing
qualitics of the various foods and the preparation of a very wide
nnmber of menus for the combination of food produets evidence the
contribution of home economists and nutritionists in this field.
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As g result of this trend toward increased variety in the use of foods
the demand for some products has increased. The demand for po-
tatoes, on the other hand, and for some others among the less perish-
able fresh vegetables, has not increased. Prior to the time when the
more perishable fresh fruits and vegetables were made more readily
available throughout the marketing year, the supply at some seasons
was liinited to the less perishable items.

Some economists maintain that the consumption of food is limited.
Others maintain that the population of the United States, on the
average, is less active than in some earlier generations. These would
also argue that the quantity of food necessary for maintaining an
average person under present conditions is less than it was inearlier
years.

To the extent that the capacity of an individual to consume foad
is fixed, the increased demand for all food products must arise from
the fact of increasing population. It has been shown carlier that
this fact has been the most important factor in maintaining the potato
industry at its present level of output.

With inereasing supplies and greater variety of other foods coming
i to the market and being used by consumers, and with the capacity
of the average person to consume food limited, it follows that those
foods which were in earlier yeuars the priucipal source of supply for
the population must give way if the newer ones are to be consumed,
unless the population is mcreasing fast cnough to absorb all the
increased production of the newer products. This greater variety
of foods partly explains why the use of potatoes per capita has de-
clined for a great many years. The growing population explains
why production has been maintained for a great many vears at a
relatively stable level, but has not enjoyed an increase consistent
with the trend of incrcage In population.

It is impossible to forecast the end of these various trends. There
are those who maintain that the upward trend of population is already
approuching its maximum.® There are also those who hold that
standards of living may be reduced in the United Siates as the result
of international warfare, in which case the trend toward greater variety
in foods may be checked, because of the limited ability of the popula-
tion to buy them. The data here presented would indicate the likeli-
hood that a declining national income would have its effect upon the
varlety of fresh [ruit and vegetable items purchased. It would also
indicate that there might be some increased demand for potatocs as a
result.

M A GRAPHIC SUMMARY OF PHYSICAL FEATURES AND LAND UTILIZATION IN THE UNITED 5TATFES. By O, E.
Baker, U, &, D, A, Mise, Pub. No. 266, 1937, 57 pages. Ses p. 5.

A graphic summary of farm Iabor and population, pp. 42 and 45, By J. C. Fulsum and 0. E. Baker,
U. 8. D. A. Misc. Pub. 263, 48 pages.
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CONSUMER PREFERENCES FOR POTATOES

ARMERS should be interested in the degree of satisfaction with

which their products are used in the homes of consumers, because
consumer satisfaction has a stimulating influence upon demand. This
is particularly true of a product which, like potatoes, has a declining
trend of per capita use. Anything which producers can do in the
production and marketing of their produet to increase the consumers’
satisfaction is likely to retard the declining trend. When a product
satisfies the consumer, it tends to occupy a more permanent place in
the family budget, and the appeal of substitutes becomes less convine-
ing. As the consumers’ satislaction 1s increased, the producer’s posi-
tion in the market is strengthened. Producers and consumers have
common ground, therefore, in the fact that when producers supply a
satisfactory product and marketing agencies are efficient in is dis-
tribution, both the producer and the consumer are likely to be
benefited.

In view of the fact that no organized study had previously been
made, and since no data were avaiable directing attention to the
characteristics of the problem most likely to yicld immediate results,
studies were made in Boston for the purpese of Jearning more about
consumer preferences. With this information and that previously
presented on the nature of the markets and marketing practices in
sclling Maine potatoes in Boston, it was proposed to evaluate market-
ing procedure.

Often a marketing organization, whether private or cooperative,
finds that it controls too small a part of the volume available for
distribution in the ares to make its plans in terms of the area as a
whole. In other cascs, the arca itself represents too small a part
of the total production marketed to make area planning on an in-
dustry basis effective. Although Maine produces approximately 12
percent of the total of polato crops for marketing, the activities of
Maine potato growers are likely to be ineffective with reference to the
total potato marketing problem. In addition, the Maine crop, al-
though the largest, for any one single State, is in the hands of a great
many marketing agencies, both cooperative and private, and the
activities of any one of them is likely to be ineffective from the point
of view of the area as a whole.

The procedure for effective selling on the part of any marketing
ageney is, under such conditions, competitive. It suggests, in addi-
tion to grading and packaging, a development of trade-marks for
purposes of identifying the product as different from similar products
in the market. This is usually known as product differentiation.
To be most effective, it usually requires direct selling efforts in the
form of advertising or retailer service. Tt also requires that organiza-
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tion for handling and selling the product be such that the consumer
will receive the packages and grades with the desired characteristics.
A knowledge of these desirable characteristics and their inclusion in
the consumer package is likely to help materially in planning an effec-
tive selling program. The gains in gross income from such a plan of
distribution are likely to be partly lost in the increased cost of selling,
particularly at the beginning, Such a program, however, is likely to
be cumulative in its resulis, the selling cost declining as volume is
increased.

The consumer is after all the final customer for the product. Fre-
quently small changes in the type of product packed, in the kind of
package used, and in the method of its sale may add materially to
the consumers’ satisfaction. Frequently also the inclusion of these
desirable characteristics entails little added cxpenses and sometimes
only more care in handling. Sometimes the increase in satisfaction
or preference may not be sufficient to cause any material gain in
price.  Nevertheless, the inclusion of an additional service increases
tho probability of choice of the article and directs demand to the
product In which the service has been included.

Method of Selection

Consumers were asked to tell whether they made potato selections
in retail stores persomally or left the selection to the retailer. In the
case of branded eonsumer packages which were fastened with a wire,
consumer selection would be impossible unless the wire were removed
and the contents of the bag personally inspected.  Since this procedure
usually was inconvenient, those families who purchased potatoes by
personal selection rarely bought branded packages.

Although some consumers probably make personal seclection a
habit, the reasons for personal selections by a large percentage of
consumers should be looked for in the consumers’ desire to get partic-

TABLE 49.-—Families wmaking personal selection of potate purchases, by income
groups, Boston, Mar. 4 to Apr. 6, 1040

- ‘
j i Families making personal
|
1

| selection
- Total families . —
Family income per week h i
reporting Pereentage of
Taotal families in
group
- : -
: Number i Number . Percent
$1h0rless. ... . ... ... e i \ 1?0‘ 93 8.7
$L6-326__ . 416 181 43.5
$26-535_.._ 546 197 36.1
Fat-845 . Feb 104 32.0
Bab-505.... 208 : 53 2. 4
856 or tnore i 26 23.6
Total. .. ! 1,775 656 | 7.0

J
|
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wlar eharncteristics of package or product for home use. (Table 47.)
[+ also provides evidence that in the branded packages, or in packages
selected by retailers, these charaeteristics were not included to the
consumers’ satisfaction. (Fig. 18, page 62.)

Of 1,775 families reporting the purchase of potatoes, 37 percent
made personal selections, and the proportion was higher in the low
income group, declining as the weekly income. Consumers with low
income are likely to be more careful buyers and less willing to accept
<ome waste in the package. Furthermore, they often bought potatoes
at lower prices and probably made choices from lots in which selection
wns more important because of the larger proportion of small-size or
Jdamaged potatoes present. Stores better equipped to satisfy the
preferences of their higher-income customers were better able to pro-
vide selection, and selling at higher prices they made a more careful
selection for their customers.

When classified on the basis of size of family, as in table 50, con-
sumer preferences, as reflected in personal selections, were practiced
by a larger percentage of small than of large families. Small families
were more likely 10 buy a few potlatoes at a purchase for some partic-
ular use than were large families in which the use of potatoes, as pre-
viously shown, was greater. The wide adoption of the 135-pound
package also had an influence on the consumers’ selection. These
packages were more easily purchased from stock than smaller packages
likely to be put up at the time of purchase. Large families buying
the larger packages were more likely to buy them already prepared
for sale, both because they were easier to purchase that way and be-
cause the large families using more potatoes were less likely to find it
necessarv to waste them if a vartety of sizes were included.

TaBLE 50.—Familics making personal selection of potato purchases, by size of family
groups, Boston, Mar. 4 te Apr. 8, 1940

i i

| Families making personal

i ; celestion

; ilies |
Persons in family T%’}}J:'gyéles R B
s Total ‘ Pcl_‘e_en!aga of
| ¢ |farpilies ingroup
e I .
Number Number 1 Percent
1. 40 | 10 ; '
2. 362 | 156 i 43. 1
3. 381 ¢ 144 | 37.8
4 331 124 § 325
5 268 100 373
ti _ P 149 48 1 322
70 Ihote - . 104 85 313
1775 | bsb | 37.0

Since the average size of packages purchased in June was smaller
than in March, it would be expected that consumer selection would
have been practiced more frequently. There was a difference between
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TabrLe 31.—Families making personal selection of polato purchases, by income
gmups Boston, June 1940

| Old potatoes J New potatoes
—rT T Y Mt Tl e
‘ P Families making per- : Families making per-
| 3 T >
Family income per week J Totnl ) sonal selectinn Total sonad selection
famiies ] | Jamilies |7 -
reporting Percentage | reparting ’ Percentare
. Total | of familics | Tatal of familivs
[ ingroup | ‘ in group
. — i L . —
Number ‘ Number ‘ Perrent Number | Number I Per:ent
$150riess.. .ol 75 \ 21,0 2 3 | 12,7
$i6-823. . ________._ 16’2 ! 52 321 17 43 38. %
$20-835. T 219 | 0 32.0 198 74 37.4
180 | 41 22.8 | 183 75 410
; 79 22 274 93 34 36,5
$38 of more 48 1l ‘ 2.9 | 7 29 367
Total .. ... W e zso. 58 | 7.5
I

£

new and old potatoes, as shown in table 51, where it is indicated that
only 28 percent of the consumers personally selected old potatoes in
that month, whereas 37.5 percent made personal selections of new
potatoes. The percentage of personal selection was not increased
by the selection of a larger percentage of small packages. There was
no apparent trend in the likelihood of personal selection associated
with income in the data for June., When classified on the basis of
size of family, however, the tendency for the larger proportion of
personal selection to be made by small families, as indicated in March,
was still present (table 52).

These data indicated the need for reviewing the grading and pack-
aging procedure for potatoes to determine the possibility of making
purchasing easier through ihe process of more carcful elimination of
defects, and more care in sclecting the contents of the package as to

TanLe b2.—Families making personal scleclion of potato purchases, by size of
Jamily groups, Boston, June 1940

014 potatacs New patatoes

|
A N

Famities making per- | Farnilies making per-

| i
Persons in famiiy Toal | sonal selection Total { s0nal selection
= = . ntn . Q1A —_— ——
families | ! familics
reporting Poreentage | reporting Percentage
| Taotal of familiers Total of families
| i Erolp in group
—— R e | S P .
¢
Number _\ vmber ‘ Percent Number i Number Frercent
1 42 | 21 50.0 i 7 70.0
2 158 kL 4.2 138 57 414
b} 179 | 48 2.8 17 62 346
4o 137 i 41 20,9 127 48 47. 8
3 a8 - 21 25.0 w2 34 35.3
ti . 72 16 ] 22.2 63 | 26 41.3
Tor more Th 1n l 126 09 i 22 319
Ital ‘{ 258 37.5
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«ize, and more careful marking of the package to indicate the charucter
of the contents. The possibility of providing consumers with some
of these services should be studicd in connection with the costs likely
10 be incurred. Some marketing organizations have gone to con-
siderable length in providing consumers with the most desirable
services in conneetion with the products which they sell.  Selling a
specific brand and quality already packaged has become a trend in
marketing, and the producer group or marketing agency which lags
in this trend is likely to be at a disadvantage.

Preferences for Size

Enumerators asked consumers what size of potatoes they considered
most desirable for different cooking uses. To get answers as accurate
as possible, the consumer was asked to sclect the particular size
most desired from those included in her last purchase, and the potato
0 selected was measured,  In table 53 the results of this enumeration
are shown for two sample groups in March and four sample groups
in June,

Responses from consumers rarely indicated that a potato smaller
than 2 inches was desirable for any cooking use, On occasion, a very
small proportion of them indicated a preference for small potatoes for
stewing with other vegetables, but mostly a potato larger than 2 inches
was desired. At the same time, consumers rarely indicated a prefer-
enee for potatoes larger than 3 inches in diameter although the larger
sizes were not as objectionable as the small ones,  The replies, there-
fore, were tabulated as relating to those under 2% inches and those
2% inches or over. Table 53 shows that for all reported methods of

TasLe 53.—Families specifying size and cooking use preferences as related to the
total number reporfing use of potaloes, by sampling-period groups, Boston, Mar. 4
to Apr. 6, and Jure 1840

Percentage of familics speeifying —

Fami- | | 7+ 77777 ) )

lies re- Baking i Boiling Frying Freneh fryving
Sampling period | Crop [:gretglrg e —_— ] . - .
i
nots- v 21z 213 - {2 - 24
toes Lgfier inches Un]‘.iéer inches Lf‘,d;r J inches L,;d;r inches
ioaf o and | =0T and | 212 and 1. %2 0 and
inches oveT inches over mcth1 over inches over
T - — i

Number| Percent ! Percend | Percent | Percent | Percent | Percent | Percent | Percen

Mar, 4-Mar, 23 __ O] v9 12.3 534 18.2 376, 4.8 dh.4 0 12 8 34.8

Mar. 25-Apr. § 0] 806 8L 714 19.4 5241 6.3 45.3 13. 4 517
June 1-June 15_.. .} Old. __ 508 4.1 50.8 8.5 445 ) 4.7 7. L0 35,8
June 1-June 15 .. | New_. 246 6.5 | 57.3 13.40 50.8 6.9 324 . 6.5 41.0
June 17-June 20 _. Old. . 260 .8 0.0 2.7 464 | .8 3.8 1.2 356.4
June [7-June 2. . | New . 437 1.6 | 7.2 4.3 60. 4 ! 3.2 | 47,4 1.8 47.0

Total. ... .. ... ... S:6| L] 66| 16| 4.8 1.3 | 36.7 8.5 L9

! March and April data refer only to old potatoes,

404848°—42——7T7
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preparation, potatoes 2% inches or over were desired by a larger pro-
portion of the reporting familics than any other size. It also shows
that this was true both in March and in June.

Potatocs were nof available for measuring in every household:
therefore, the percentage of consumers reporting preferences was
smaller than the total number of those reporting use of potatoes.
In other cases, consumers did not express a preference, indicating
that preference was not very emphatic. On this basts, table 53
shows that the preference for size for baking potatoes was more
important than for any other method of preparation, because a larger
percentage of the families reported size preferences for baking than
for any other method of preparation.

When classified according to the number of persons in the family
(table 54), the data on preferences for size in baking show that the
pereentage of families preferring potatoes 2% inches or over was
greater for small families than for large ones. This tendency for
change in size preference, as related to use, does not show up for any
of the other methods of preparation. It indicates agsin that the
preference for size in baking potatoes is stronger than for any other
method of preparation.

TaBLE 54, —Families specifying size and cooking use preferences as related to the
total number reporting use of potatoes, by size of family groups, Boston, Mar. 4 tu
Apr. 8, and June 1940

|
| Percentage of families specifying—

Families Baking Boiling Frying French frying

Persons in family mg??gf]g S — — —
potatoes | 1. 23 - 213 . g - 214

Under | ihes | UBder | by U ner | jrihes | URAer § g
inghes | &nd in‘é}?cs and inzc't?es and in?:ﬁev. and
over aver over h over

Number | Percent | Percent | Percent | Percent | Percent | Percent | Percent | Percent
b 7 ; 33.3 3

| S ) 6.7 778 1.4 38,9 3.3 3. 30.0
2 .. s .- 659 5.8 62.8 12.3 45, 4 9.9 38.8 8.0 39..
R 736 8.4 68. 4.1 52,2 1.1 42,9 9.0 4.
4. .. 644 6.8 G4, 4 13.8 48. 4 0.7 41,1 -9 430
Boaoo 488 6.2 64. 1 13.2 49. 6§ 9.6 42,5 79 47.u
i 285 8.1 64.2 16. 8 44.5 1.9 39.6 9.8 4410
7 or more_____. 344 87 491 4.8 38.7 10.2 29. 4 9.0 32.3

Total. __.._._._ . 3, 226 7.1 63. 6 13. 6 47.6 10.3 39.7 8.5 41,4

The reason why large families are more likely to prefer baking po-
tatoes averaging smaller in size is more difficult to explain. It may
have an income assoclation, based again on the fact that income per
person declines as the number of persons per family increases. This
suggestion reccives added support from table 55, which shows the
same families classified according to weekly family income. Here
again the fact that a changing size preference is associated only with
baking potatoes becormes evident. It may indicate an attempt to
get one potato per person at as low a cost as possible. These dats
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TapLE 55.—Families specifying size and cooking use preferences as related lo the
total number reporting use of potatoes, by income groups, Boston, Mar. 4 to Apr. 6,
and June 1940

L [ Percentage of families speeifyving—

Families Baking Boiling Fryving French frying
P o | reporting . .
Family incomie per week [use nfg - ! : -
DPOLALOEs § - 2% v 214 - 214 . 2'3
T n,‘?/er inches | ;’11(}0!' inches Dgger inches L;l%er inches
inéﬁes and inci]zcs and incl‘fes and inches and
f over aver aver over

Number | Percent, Percent] Percent; Percent| Percent| Percent] Percent| Percent
ASeriess o ... . 268 1.9 5.8 16.0 44.8 15.8 39.2 11.2 39.2

6-$25.0 0 .. . i 8.7 63. 5 12.2 49. 6 10.3 4.5 7.8 47.4
L2R-$35. J 963 51 59. 6 120 44, 6 4.8 36.8 a1 4,9
S LI . . 92 81 §3.2 124 7.5 8.8 374 7.8 38.3
LG .- 375 10.1 731 20.6¢ 4.3 13.6 38,7 13,6 1.1
wGormore. .. ... 232 6.0 6.7 13.4 M7 7.8 4.1 6.9 44.8

Total . 3, 226 et 63. 6 13.6 47.6 10.3 39.7 8.5 41.9

also show that the proportion of families preferring potatoes 2% inches
or over increased as the family income increased.

These family repoerts on preference according to size are probably
of considerable importance to the producers of potatoes. They show,
for instance, that potatoes should be carefully sized for the consumers’
use. They show that for most familics potatoes under 2% inches were
likely to be less desirable for any cooking use than potatoes from 2Y%
to 3 inches. They also show that a small proportion of each popula-
tion group preferred potatoes slightly under 2% inches.

In ordinary commercial practice at the present time, or at least
Jduring the period when these data were gathered, 1t was not customary
to size potatees in this way. (Fig. 19.)  The conclusion, therefore, 1s

MevrRe 19.—Potato display in a retail store.  The lot on the left ineludes a wide
variety of sizes. The Idaho potatoes, next on the right, have been sized much
more carefully.



g2 FARM CREDIT ADMINISTRATION

that the only wayv consumers could get potatoes sized according to
their preferences was to resort to the practice of picking out the sizes
they personally desired from bulk lots displayed in retail stores. In
this mauner only, they could avoid purchasing potatoes that were too
small or too large to suit their preferences,

Preferences for Potato Appearance

Data tabulated only for March showed very definite preferences
based on appearance. The strongest of these was for uniform size.
Over 70 pereent of the consumers {table 56) interviewed in March
pointed out this fact and the preference became stronger as the
weekly family income increased.

TapLe H6.—Families specifying polato appearance preferences as related éo the {otal
number reporting use of potaives, by Tricome groups, Boston, Mar. 4 to Apr. 6, 1940

[, i
| Families

Pereentage of families specifying—
Family income per week | resggt:';lg | B i T C ) T
! potatoes | Unpiform  Clesn | Smooth | b{f;ggw Bright
i ! ; i

Number Percent | DPercent . Percent Percent | Dereent
§150cless ... .. . 170 | 62.4 194 | 42.9 - 1.8 0.0
316-$25. 416 68.0 : 375 . 48,8 | 21.6 | 14.4
$26-$35 546 2.7 ! 4.0 | 41.8 | 26.6 | 26.4
RIA-$45 | 325 | 7261 W2 36.9 ¢ 21,8 ) 24.3
46555 | 208 4.0 500 ! 4.7 26.4 1 27.9
356 of more. _._.. . 116G K18 6. 4 | 45.4 20.9 ° 30.0
Total .. ' 8 | 22.0

40.6 ; 1.2 2.
1 .

These data, showing generally stronger appearance preferences as-
" sociated with higher incomes, point to the nced for taking these
preferences into acconnt if an attempt is made to sell for higher than
average prices. Fanilies with incomes sufficient to pay such prices
most frequently expressed the particular preferences.

Preferences for Cooking Quality

An attempt was made to get some indication of the cooking-quality
characteristics which seemed important to the consumers. These
data werc much less precise than those previously presented with
reference to consumers’ prefercnce because of the inability to get
precise measurements.  The strong preference shown in these re-
sponsces for mealy potatoes (table 57) probably was associated with
the consumers’ desire for potatoes for baking.



MARKETING MAINE POTATOES 93

‘tspLE B7.—Families specifying cooking gquality preferences as related fo the tolal
number reporting use af potatoes, by income groups, Bosion, Mar. i to Apr. 6, 1940

: Families | Percentage of families specifying—

Family income per week  "RITURE T

| potatoes | Dry | Moist Mealy C‘O‘”’ﬂlig‘g | tl};‘x‘r-gl;*lp

i Number Percent Pereenf Percent | Percent | Percend
HHOT eSS, e ! 170 329 76| §0.0 ' a2 15.3
G825 .- 416 3.4 8.9 6.3 ; 30.2 | 0.4
{96535 . B | 546 418 | 9.0 64,0 1 34.1 1 0.3
$30-§45.. 325 8.9 4.6 8L 5 | 41,2 13.2
96855 . | . - 208 9.0 58 7.6 | 428 13.5
+36 0T more - - - 110 50,0 0.9 8.8 9.1 20.0
Total......... \ 1,775 { 4.9 1.2 [ 85,7 39,2 l 12.0

PRICES PAID FOR POTATOES BY BOSTON
CONSUMERS

RODUCERS, in determining what additional services should be

included in their marketing program, must usually decide whether
consumers prize these services highly enough to pay for their additional
cost.  In marketing it may be assumed that unless the purchaser
wants the service bad enough to pay for its additional cost its provi-
sion is not justified. If Maine potato growers spend more time and
money n grading their produet, diverting more of the product to
byproduct uses, they feel that prices should be sufficient to justify
the increased expensc of packing and selling and to offset the loss in
potatoes discarded.

The assumptiion that retail prices should be sufficiently high to pay
the entire cost of the services is not entirely justifiable.  Other savings
are likely to accompany a program directed toward the improvement
of consumer demand. I, for mstance, the cooperative marketing
association provides a better package from the consumer’s point of
view, appreciation of this fact is likely to direet demand toward this
package, and make selling casier.  The lower cost of selling will partly
offset the cost of improving the product. Following from the decrease
in cost of sclling is the fact that the more eflicient association will gain
volume. Prices may be slightly advanced and selling costs will again
he deereased beeause of this inereased demand.  Retail prices, there-
fore, need not be advanced by an amount sufficient to pay all the cost
of the new program, beeause in the long run, these methods of opera-
tion entail savings as well as costs.

Wholesale Prices in March, May, and June 1940

Rince so many retailers serving Boston consumers bought their
supplies in the local wholesale market, wholesale prices should give
some indication of changes in prices. In table 58 are prices of the
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Tasue 58— Whelesale prices of U. S, No. 1 Marne potatoes in 100-pound bags at
Boston, by varieties, for specific days during March, May, and June 19401

[Price per 100 pounds)

Creen Mountain ‘ Chippewa Katahdin

Date i !
; I 2-inch mini- ; 1 Z-inch mini- : Zinch mini-
| Size & 1 mum Size A ! mum Sfze A M
b e PR —_—
! Dollars Dotlars | Dollars Dollars | Doliars Dotlars
Mar, 1. ... | 1.70-1.80 | . e ! 1L8O-1.90 (. . . ___._ 1. 75-1.85 1.852.00
1 S, | 1.70-1. & L1 90 (... - .. 1. 75-1.85 1.80-1. 90
- P 1. 751,80 1. 80-1.90 T R 1.80-2, 00
| A Las-1 88 |, - .. ... L8190 .l ... 1 90-2. 00
6 ... LE-L98 0 . .. fao.. 1L.90-2. 00 ... _ ... 1. 60-2. 00
— - - 1L.95-2.000 [ _._._. 1.95-2. 00
1.95-2.00 1.95-2. 00
2.00-2. 10 2.00-2. 10
2.00-2 10 2.00-2. 10
2.00-2. 10 2.00-2. 10
2.00-2. 10 |, . 2.00-2.10
2.10-2.15 | .. 2.10-2.15
2.85-2.50 | 2.352. 50
2-35-2. 50 2-35-2. 50
2.35-2. 50 2.35-2.50
2.35-2.40 ¢ 2.35-2. 40
2.25-2. 40 2.25-2 40
2.25-2.15 2.25-2.35
2.25-2.30 2.25-2 %0
2.060-2.10 0 . 2.00-2.10
1.85-2.00 | _ 1. 85-2. 00
L7518 oo . L. 1.75-1. 85

! Miseellaneous Fruit and Vegetable Reports, U, 8. Dept. of Agr., Agricultural Mazketing Serviee, 408
Atllantlic Ave., Boston. Mass. (Mimeorraphed.} 8ales until 10 &. m. on wholesale market in less than
carlot quantities. These reports also give wholesale prices on U, 8. Commercials, Maine Urilities, and
occasionally on Maine Culls.

Ta meet the vequirements for size A . for round- or intermediate-shuped varieties, as given in (7. & Stan-
dards for Potators, the dismeter of each potato shall be not, less than 12« inches and not less than 60 pereent
of the patatees in the lot shall e 271 inches or larzer in diammeter.

The *inch minimum standard is # size classification sornetimes used by potato shippers and ather mem-
bers of the trade in which the number of potatees Jess than 2inches in diameter shall not exceed the tolerance
for undersized potatoes.

three principal varieties of Maine potatoes for cach Tuesday aned
Friday in March, in the last half of May, and in June 1940. The
quotations shown are for “best” stock. Intermittently, prices were
quoted for “fair” or “ordinary’ stock at varying differentials under
“hest.”

Throughout the period indicated, the quoted wholesale price of
Green Mountaing was slightly lower than the price of Chippewas
and Katahdins. Generally speaking, the quotations for the latter
two varieties were alike.  Irrespective of variety, however, prices
advanced slightly in March. From the middle to the end of May, a
much sharper advance took place. Prices were maintsined at the
higher level during the first week in June but receded later.

The first “new’ potatoes for which quotations were published in
1940 were California Long White. The quotation appeared on April
15. The price was $2 for a 50-pound burlap bag or 4 eents a pound
wholesale. A weck later, prices were quoted on Chippewas from
Florida at $1.35 to $1.40 per bushel basket, or 2% to 24 cents per
pound wholesale.  On the same day California Long Whites were
selling at about 3% cents per pound. Table 59 shows that usually
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i.ong Whites were quoted at prices about the same as Florida Katah-
Jins and higher than Cobblers.

The seasonal shift in the source of supply as well as the different
kinds of containers used in shipping new potatoes are indicated in
table 59. This table also shows that both washed and unwashed
potatoes were being sold at substantial differentials in price. The
iact that quotations were given not only for “best,” but also occa-
<onally for “fair’” and “ordinary” stock supports the assumption that
considerable range in quality was represented. However, the prices
of new potatoes declined sharply from the last part of May to the end
of June. Consumers who bought new potatoes in the latter part of
May and the first week of June paid considerably more than those who
hought old potatoes. However, this price difference beeame smaller
as the supply of new potatoes increased so that, by the end of June,
new potatoes and the remaining supply of old potatoes from Maine
were selling at substantially the same price.

‘TABLE 59.— Wholesale prices per 100 pounds of U. 8. No. I new potatoes at Boston,
by origin, variety, and kind of container, for specified days during Aay and
June 18401

Floridae | California | Alabama Bouth ].\Ym'!:h Eastern Norfolk

Katahdins | Long W hites| Long W hites Carolina | Carolina Shore ) A0hblers
Iate > Paidrs : Cobblersin | Cabblersin,  Virginia :
in bushel |in 53-pound|in 50-pound 100 d Cobhlirsin! in

baskets snoks sacks -poLLD 100-pound | Cobhblersing harrels

sacks sacks barrels |

Dollars per | Dollurs per | Dotlars per | Dollars per | Dollars per | Dollars per | Dnilars per
100 pounds | 100 pounds | 100 poundy | 100 pounds | 16Q pounds
2.08-2.25 ) 2.50-2.60 .. .. :

2. 25275
2, 67-2.02
317 .. 2 . .
2.75-3.17 §.. _ ZH0-2.90 | 0 . -
292-3.33 ... 2.60-2 7 .
2.67-3.17 . 80-3. 275320 225240 2.2%2.40
50-3. . . 2B) | PLT5L RS [P 1.75-1.85
270 | ?1.50-).75 {7 1.75-1.85
2.30-2.70 (.0 ... .12L66-175
2.60~2.70 e O A -
2.60-2.50 | ... S| T L 65-1.75 .8
B2 70 | .. S PL6ALTS P EET-LTE

! Miscellaneous Fruit and Vegetable Reports, U. 8, Dept. of Agr., Agricultural Marketing Service,
W Atlantic Avenue, Boston, Mass, (Mimeographed.) Sales until 10:00 a, m, on wholesale market in
s than carlot quantities. Prices given are quotations converted to a hundred-pound basis to facili-
late comparisons,

i Unwashed. All other prices are for ““best’’ quality, washed potatoes.

Potato Purchases by Boston Consumers

The retail price data from Boston cousumers were summarized in
weekly periods because prices were changing at the time the data were
being gathered.  Tests of significance indicated that reports during
the weekly periods were probably representative of the total sample
insofar as they represented the same proportions of income, nationality,
and size-of-family proups. To this extent, then, within the range of
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sampling allowances, changes in weekly averages would indicate
the changes in average prices to consumers.

FIGURE 20.--DAILY, WEEKLY, AND TOTAL PERCENTAGE DISTRI-
BUTION OF ALL PURCHASES OF MAINE POTATOES AT VARIOUS
PRICES PERPECK, FOR VARIOUS TIME PERIODS, BOSTON, MARCH
1940.

PERCENTY

A0 Purchoses, March 23

(216 families)

30

20

10}

o e A i L L L 'l L ' A 'l
33or less 37-39 43-43 A9-54 5-37 6163 67-69 7375
3436 40-42 44-48 52-54 58-60 6d-66 70-72  Tbor mere
CENTS PER P ECK
PERCENT
Purchases, March I8t 23 __
40 (352 famities) =1

30

20

(]

0 I N B | .
33orless  37-39 43-45 49-5) 5557 663 47-69 T3-75
~36 AD-42 46-48 52-54 58-40 84-66 70-72  Téormore
CENTS P ER PECK
PERCENT
40 Purchasas, Feh 26 to Aprif &
{1497 families)
30
20
10 p————— - -
0 J A
Iloriess 317-39 AJ-A5 49-51 55-57 &1-63 6769 73715
34-36 40-42 46-48 52-54 58-60 64-66 70-72 76 or more
CENTS PER PECK LT

The Range in Prices for March 23 Was Practically as Wide as That of the
Period February 26 to April 6.
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On first inspection of the data, it became apparent that the range
in prices was very wide. This indicated the likelihood that many
consumers were paying higher prices for potatoes of more satisfactory
quality since many of the packages were purchased at prices con-
sidersbly higher than the average for the market., At first, it was
thought that this wide range in prices was the result of changing price
levels during the period, but on examining these data for individual
days, 1t was found that the range in prices for a given day was practi-
cally as large as that for the whole period.  Figure 20, for instance,
shows in three sections the range in prices reported by Boston con-
sumers for Saturday, March 23; for the weck of March 18 to March
23; and for the entire sampling period of February 26 to April 6.
[t will be noted that on the basis of percentage distribution of the
number of packages purchased at various prices, these three diagrams -
show no important difference.

In June, it will be recalled, prices were changing more rapidly
than in March. Figure 21 shows the same sort of distribution for
Maine potato prices in June as was shown in figure 22 for March.
Here it will be noted that distribution of consumer purchases on
June 8 showed much the same range as that of all purchases for the
weeck of June 3 to June 8 and was not materially different from the
distribution of the total purchases for the sampling period from May
27 to June 29. '

For new potatoes in June, the distribution of prices is shown in
firure 22. The range of prices on June 22 was about the same as that
for June 17 to June 22, and about the same as that for purchases
for the entire sampling period, May 27 to June 29. However, there
is o difference in these distribution diagrams in that they show a
larger proporiion of high-price purchases in the longer period. Prices
were falling rapidly through the month of June, and the data for the

'TaBLE 60.—Daily, weekly, and toial price ranges per peck for purchases of old and
new potatoes, by kind of package, Feb. 26 lo Apr. 6 and May 27 to June 28, 1840,
Boston, Mass.

Price runges per peck for—

¢ i Number I ) o
rop and time period of pur-
P ! ! ehiwses Less than | Bianded “Unhranded More than
| pecks pecks pecks pecks L
' 1
Old potatoes: U Number i Cenls Cenls Cents | Centg
lar.23.____ B i 216 ! 4770 2745 2549 37
Mar. 15 to 23 ; 352 25— 73 3549 25-59 | 37
Feb. 26 to Apr. 1,497 25~ 93 2h—49 25-5% 25-43
June§ . 102 20- 75 41-51 25-51 18
Junedte8 I 212 20-10H 41-51 25-57 1845
May 27toJune 28 ... ... . 564 20140 35-59 25-59 18-51
New potatoes:
June?22 ... ... e 89 20- 75 35 a-57 | - 39
June 171022 . . . 186 2 77 35 2-71 39
May 27 to June 29. _ 423 20-110 35-59 25-78 20-58

1 Represents only 37 purchases (Feb. 26 to Apt. 6), @ purchases of old, and 5 purchases of new potatoes
(May 26 to Junc 29).
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FIGURE 21.---DAILY, WEEKLY, AND TOTAL PERCENTAGE DISTRI
BUTION OF ALL PURCHASES OF MAINE POTATOES AT VARIOUS
PRICES PER PECK, FOR VARIOUS TIME PERIODS, BOSTOXN, JUNE
1940,

PERCENT

Purchases, June 8
(102 Familres}

!Illll._LllIl_._lJ.

° A3oriess 37-39 43-45 A49-51 SE-57 51-63 &7-6% 7375
34-36 40-42 44-48 5254 58-60 b4-66 70-72  7hormore
CENTS PER P ELCK

FcRCENT

Purchases, June 3¢to8
{212 famiiies)

20

0 33eriess 37-39 43-4% 49-3) 5557 &1-43 b7-69 7375
34-3% 40-42 45-4B 52-54 5860 b4 b 70-72  Thormere
' CENTS P ER PECK

PERCENT

Furchases, May 27 to June2?¥
(564 families)

0 ol 3737 43-45 49-51 £5-57 &1-63 67-69 7375
& AD-42 AL -4B §2-54 58-50 b4-6b6 70-72  Tbormore
CENTS PER PECK ke
The Range in Prices for June 8 as Practically Was Wide as That for the Period
May 27 to June 29,
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FIGURE 22.--DAILY, WEEEKLY, AXD TOTAL PERCENTAGE DISTRI-
BUTION OF ALL PURCHASES OF NEW POTATOES AT VARIOUS
PRICES PER PECK, FOR VARIOUS TIME PERIODS, BORTON, JUNE
1940,

PERCENT
3g Purchases, June 22
(89 Families)
20
10 ga—
(L L Ll
3dorless 3739 43-45 49-5] 55-57 61-63 67-69 73715
I 40-42 46-48 5254 S8-60 6466 70-72 76 armore
CENTS PER PECK
PERCENT
30 Purchases, June 17te 22 |
{136 families)
20
i0
0
33oriess 3 43-45 49-5/ 55-57 61-63 67-69 1315
40-42 46-48 52:54 58-60 446 7072 76 or more
CENTS P ER PECK
PERCENT
Purchases, May 27 to June 29
30 /623 r";mmu/
20
10
O Bortess 3135 4345 495l 5557 61-63 6769 7375
40-42 A6-48 52-54 58-60 6466 70-72 76 or more
CENTS PER PECK . wapz

The Range in Prices for June 22 Was Practically as Wide as That of the Period
May 27 to June 29,
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period from May 27 to June 17 included a large proportion of high
prices. The important thing for our consideration, however, is the
fact that the range was not materially changed. The data in fipures
20, 21, and 22 are supplemented by those in table 60, which shows
the range i prices by types of packages and by days and periods.
This shows that for any type of package as well as for any day and
any time period, there was a wide range in prices,

The importance of these data lies in the fact that they indicate
the wide range in prices that Boston consumers were paying for
potatoes, and suggests that these consumers were attempting to
satisfy certain preferences for quality, type of package, or services,
[t indicates that there was a group of consumers in Boston who would
pay higher prices, provided the desirable characteristies were present.

On the other hand, these data show another price relationship;
a considerable bulking of the purchases at the lower end of the price
range.  This tendency suggests that a large proportion of the con-
sumers considered price cne of the significant characteristics of the
article purchased, and that price itself must, therefore, be considered
as one of the important characteristics of the consumer package for
this group of buyers. It suggests that for & large proportion of the
volume sold, prices cannot be raised very much.

The conclusion, therefore, is that a group of producers wishing to
embark on a quality program with a brand, a trade-mark, and
advertising cannot hope to sell a large proportion of their product
at prices significantly above the average for the market, but must
also rely on the efliciencies which go with greater velume of sales
to pay for part of the inercased cost of their merchandising program.

Prices in Different Weeks as Related to Package

The average prices paid by consumers for potatoes in different
weeks are shownin table 61.  Prices for all types of packages advanced
during BMareh but those for small bulk packages and for branded
peck packages advanced the most.  In June the advancing prices for
Maine potatoes continued but prices for new potatoes deelined.  As
a vesult of theso opposite trends, prices of new potatoes, as measured
by averages, were lower after the middle of June than those for old
Maine potatocs.

In March prices of branded pecks advanced faster than prices of
pecks packed from bulk in the retail stores®.  During the week of Feb-
ruary 26 to March 2, the differential was about 2 cents per peck.
At the end of March it had widened to about 2.7 cents per peck.

% Foelsch, G, G, Marketing Maine Potatoes; A Preliminary Report of Boston Retail Prices as Associ-

ated with Types of Packages, Retailers, and Consumers Incomes, February 26 to April 6, 1940, F, C, A,
Mise. Report 36, 32 pp. 1941, {Processed.)
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TABLE 61.—Average prices per peck of old and new potafves by kind of package
and week of purchase, March and June 1540, Bosten, Mass.

1
! Average price per peek

i
| Total pur- | ; Average all
Crop and week : T 1 7 Aver:
chases 1 Lessthan | Branded | Unbranded' More than  DHickages
. peeks | pecks pecks 1 pecks
Old potatoes: Number | Cenfs | Cenls D Cemts . Cemts | Cents
eh, 26-Mar, 2. ____ i 142 1 41.1 | 309.1° 471 {1} i 387
Mar. 49 ... ... 2y i 0.9 .8 1‘ 47,9 [ i 39. 2
-6 .. ______ ... 316 . 42.1 . 3.7 385, n i 39.6
1825 ... 352 i 43.4 | 0.1 482 n ! 40.3
2530 LT 336 | 43.9 420 93 | 413
Apr. 16 ... L (R O N R T U R
“Total or Average .. ... 1,407 | 12,6 | 104 | 8.4 | 36.4 | 0.1
= = o =
May27-Junel ... __ 142 48. 4 - 41.8
June 3-8 ... .. ___ 212 o8 460
W-146 L 150 ) 1.0 43.3
172 @l ooy m
2-200 LI |l
Total or average. . .. . Shid | 50.3 | 45.5
New potatoes: Ty T Ty
May2i-Junme 1., ... .. (1) |
June 3-8 . I 67.0 ()
1G-15_ i 6.2 (1)
E7-22, 50.3 | )
2420 ... [ om
‘Total or average. ... ... 823 : 59.2 - 42.5 .

) Too few purchases to average.

This widening of the differential caused some consumers to shift their
purchases from branded to unbranded pecks during March.

Size of Consumers’ Purchases in March and in June

When prices and qualities in consumer packages were relatively
stable, consumers purchased larger packages than when qualities
were unstable and prices were changing. Table 62 shows that in
March, when prices were relatively stable, branded peck packages
were purchased by 23 percent of the consuruers reporting, and un-
branded peck packages by 44.3 percent.  In Mareh also, 2.4 pereent

TaBLE 62.— Changes in perceniage of purchases of old and new potafoes by kind of
package at different time pertods in 1940, Boston, Mass,

: | Percentape of purchases by kind of package

. Total pur- T T T

Crop and period ; | | Tutal
! : ehases C Less than ¢+ Branded Unbranded More than
i I peeks pecks ] pecks pecks
5.7_i~_71 e imam i e o ——— . —— ‘;, ———

(td patatoes: | Number | PFPercent 1+ Percent | Percent §  Percent ! Percent
Feb, 26-Apr.6... . ... 1,497 | 0.3 23.0 ‘ 4.3 2.4 M. O
May 27-June 20 .. __.._. 564 | 46.3 172 349 | 1.6 10

New polatoes: i i | i !

May 2-June 29. .. ... 623 69.3 T 2.7 .R 100. 0
June 3-%.._._ .. 07 ¢ &4, L9 8.7 oo 106 0
10-15.. 218 0.6 I i) 27,1 18 100, 1
17-22. e 196 58.2 Lo 40,3 1 .5 100. ¢

t
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of the consumers purchased more then a peck and about 30 percent
less than a peck. In June, 46.3 percent of the consumers purchasing
old potatoes and 69.8 percent of those purchasing new potatoes
bought less than a peck at a time.

Only 17.2 percent in June used branded packages. New poiatoes
were rarely sold in branded packages, The percentage of consumers
purchasing lots of a peck or more was much lower in June than in
March. These data would indicate that the devclopment of a mer-
chandising program on the basis of branded peck packages alone
might have serious drawbacks in those scasons of the year when
qualities are unstable, or at any time when prices were falling.

Family Income and Kind of Package Purchased

Although potatoes in less-than-peck packages cost more per peck
than either branded or unbranded pecks, families in the lower income
groups were likely to buy in small quantities. This may be partly
because many low-income families were small and also partly because
their day-to-day cxpenditures had to be small. This tendency for
familics with low incomes to purchase at higher prices per peck was
found in data for March and was increasingly evident in June, as
shown in table 63. Although branded pecks were more costly than

TABLE 63.—Percentage of purchases of old and new potatoes, by kind of puckage and
by family income, Boston, Mass., March and June 1940

i Percentape of purchases
Crop purchased and family | Total pur- i ——l--———— “Potal
incutie per week chasus Loess thas | Dranded |Unbranded, More than
pecks [ecks pecks ! pecks
N =i e
Old petatoes (Feb. 26-Apr. 8): | Number Percent Flercent Percent Percent | Percent
$15 or less . 138 40, 6 3.0 44. 5§ 2.9 100. 0
% . ' s 317 oiny 48. 6 2.4 100,10
3 | 156 2.0 26.3 40,1 1.6 0.0
$. | 246 2705 4.8 44.0 3.7 .0
$ 0 156 35.5 .7 38.0 1.8 100, 0
%50 0r WOTe . ... 94 44.0 301 24,7 2.2 100, 0
Total or average e 1, 497 30,2 R0 44.3 2.5 100.0
Old polatoes (May 27-June | |
207 : ;
$18 or less e ieeeeas 67 731 . 23.9 3.0 100. 0
BLA-825. .. . 123 58.5 11. 4 28. 5 1.6 100. 0
$oR-8353 . R 171 44, 4 18.7 36.3 .8 100. 0
46 -5 e e 127 33.9 22.0 42. 5 L6 100.0
$46 855 49 22.4 T 40.8 4.1 160, O
$56 or more e 27 370 26.0 3T - 100.0
Tatal or avernee . 564 | 16.3 17.2 | 34.9 L8 100.0
New potatoes (May 27-Tune o ! 7 o 7‘i‘77 ) T
e i
%15 or less I 21 i .2 o 18.0 4.8 100.0
R16 525 112 | UL - T . .2 . 160, 0
178 i 51. 6 N 3.7 100. 0
167 | T 18 24.5 100.
B 66. 2 32.5 100. ¢
63 | 646 | 33.9 100.9
623 | 80.8 7 | 8.7 8 100.0




TABLE 64— Where Boston families bought potatoes and average price paid per peck, by crop and by kind of package, el 26 to Apr. & and May
27 to June 29, 1940

0

1
Percentage of packages hought from-— ) | Average prices paid at—
Crop and kind of package Total i T JN—_—_W Total T T 71#77”7!_] ‘}r‘;c(gnﬁl(l
v P purchases Large Other Independ- | Larpe Other Independ- i ]:our'ﬂ‘s
chain chain ent storss Hucksters chaln chain ent stores Hucksters I ° !
Brotps reups N groups grouns
O1d potatoes (Feb 26-Apr, 6): Numbher Pereent Pereent Pereent Fercent Percent | Cenls Cents ! Cents
Less than pecks e 5 37.5 | W.6 37.1 14,8 100.0 ‘ 41,7 431 42.6
Branded pecks..__. 344 e 100.0 40. 3 . | 40,4
Unbranded pecks. . 663 12. 4 100.0 37.3 36.2 | 8. 4
Aore than pecks. .o . ocoooooooooo. 37 3.0 1000 [} (1) | a6. 4
Total OF AVEFES . o oeeeemoon. ... 1,407 | 10.6 | 100.0 | 386 | .| 0t
Ol fmt,atnos {May 27-June 29): !‘ [ t
o83 than pecks ... | 261 100. ¢ 49.8 512 an.a
Branded pecks e I 1.0 LT 453 ) ’ 45,5
Unbranded pecks__ . \ H). 3 l 100. 0 42.6 40.7 | 42.5
More than pecks Y 22.2 100, 0 (1 m ] 6.1
Total o7 average .. ... .. ... F 201 \ 104). (.J-i 46.0 | 454 { 46.9 l 47.2 [ 46. 5
New potators {May 27-June 29): i i ! | !
Loss than pecks e, 435 | b 17.7 100, 0 i, 2 i 5 ‘ 52 56. 4 ' 592
Branded pecks o 4 I 0 . 100, 0 ) . U] o 42.5
Unbranded pecks . . . 179 : X B 151 100, 0 45.9 424 | 4.9 431 i 4.7
More than pecks o | 51 )] | R ¢ . j4. FRY] (L) (3} ; [} | ot 41,4
Total or average . .. - .. E £23 | 363 I LN i 36, 4 16. 7 100.0 ah 7 33.5 } 551 l 53.0 l 548
0 3

i Too few purrchases Lo average.

SHOLYIOL INTVIN ONLLIMUVIN

|
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unbranded ones, some families in all income groups bought them in
March. Families with low incomes, buying pecks, were much more
likely to buy them unbranded.

Package, Price, and Source of Purchase

In addition to the size of purchase, the kind of package, and the
price paid, consumers were asked where they made their last pur-
chases. These data are summarized in table 64. The consumers indi-
cated four general sources of supply: The large chain store, stores of
smaller chain-store groups including retailer associations, independent
stares, and huckstors.

FIGURE 23 —PERCENTAGES OF LESSTHAN-PECK PURCHASES OF
MAINE AND OF NEW POTATOES, BY WEEKS AND BY INCOME
GROUPS, AND FOR TOTAT, WEEKTLY PURCHASES, MAY 27 TO JUNE
22, 1940.

_PURCHASES, MAY

27 TO

NE |
..... o —PERCENT

.........

w s

riess ' - - 456-55
}6-25 34-45 ormore 16-2! 34-45 56 or more
WEEKLY FAMILY INCOME - DOLLARS

.  eaam
ML
B - 15 or less 26-35
: 16-25

or
WEEKLY FAMILY INCOME DOLLARS

Families With Lower Incomes Were Buying the Larger Proportion of Old
Maine Potatoces in June,
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FIGURE 24—PERCENTAGE OF PURCHASES OF NEW POTATOES AS
RELATED TO AVERAGE PRICE, LESS-THAN-PECK PACKAGES, BY
WEEKS, BOSTON, MAY 27 TO JUNE 22, 1940.

CENTS
PERCENT T , per Peck

PURCHASES PRICE

15 ——— 70
L_-

50 60
25 - 50
o June 3-8 June 17-22 une 3-8 June i7-22 40
May 27-Junel Jung 10-15 May 27-Junet Jung 10-15 e
WEEKS OF PURCHASE WEEKS QF PURCHASE

The Percentage of Families Buying New Potatoes Inecreased From Week to
Week as the Price Decreased.

The data in table 65 show that the Jarge chain stores were by far
the most important source of branded consumer packages, both in
March and in June. Hucksters were a much more important souree
of supply for Boston consumers in June than in March, and more
important as a source of old than of new potatoes.  With reference to
price, the most expensive packages were those containing less than a
peck.”® For old potatoes, in both March and June, the branded peck
package was more expensive than the unbranded package holding a
peck or more. There were so few branded peck packages of new
potatoes in June as to make the averages unreliable,

The average prices in table 61 show that new potatoes were con-
siderably higher than old potatoes between May 27 and June 15, The
series of charts in figure 23 show the way in which reporting consumers
shifted their purchases from old te new potatoes. Part of the reason
for the change, however, is undoubtedly associated with the limited
supply and the poorer quality of the old potatoes available in the
market at that time. Figure 21 shows that in the week from May 27
to June 1, about half of the purchases were new and half were old
potatoes.

It also shows that the families with lower incomes were buying the
larger proportion of the old Maine potatoes. In the following week,

¥ Prices for less than pecks were converted to prices per peck for comparison.

404R48% —42. —8
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there was little change in the proportions of old and new potatoes
purchased and approximately the same relationship between family
incomes and purchases prevailed. In the week from June 10 to June
15, the percentage of old Maine potatoes purchased by Boston con-
sumers was very much smaller, and the proportion of low-income
families purchasing them was somewhat larger. In the weelk following,
the proportion of old Maine potatoes available in the market had been
reduced to a still lower figure, and these were being purchased
mostly by the lowest-income groups.

A similar relationship in figure 24 shows that during the first 2 weeks
of June about half of the consumers reported purchases of new po-
tatoes. Prices,however, were declining, and the percentage purchasing
new potatoes increased rapidly.

Source of potato purchases in bulk packages as related to family
income (table 65) shows that in June the percentage of families pur-
chasing from chain stores grew larger as the family income increased.
These data also indicate that the percentage of low-income families
purchasing from hucksters was greater than the percentage of higher-
income families using that source of supply.

TaBLE 65.—Purchoses of old and new potatoes in bulk packages, by income groups
and source of purchase, Boston, Mass., Feb. 26 to Apr, 6 and May 27 to June 29,
1840

Sautree of purchase
. Families 7
Crop and family income per week re];:]n:v Large Other Inde- Huck Total
= chain chain | pendent | 10
groups | groups f stores ’ sters
0Old potatoes (Feb %—Apr f‘) Number l Percent l Percent ] Pereent | Percent | Pereent
$15 or lnss e e 120 30.8 ‘ 1.7 34.2 23.3 100.0
- 307 397 11.4 36,8 12.1 100.0
3136 42,9 | 7 6.3 10,1 100.0
200 280! 13.5 43,0 15.5 160.0
125 336 9.6 418 15.2 100. 0
63 36.0 9.2 38.3 15.4 100.0
Total. oo oo iieeee| 1,183 5| 1.3 381 13.8 100.0
Old potatoes {May 27-June 29): N
$150rless . ... . ___...... 67 28. 4 1.5 37.3 32,8 190. 0
$16-$25. . . . 109 29,4 56 35.8 2.3 100. 0
$2-335 . 139 30.9 7.2 36.0 25. 9% 1ML 0
$36-35. 9 | 3.3 8.1 37.4 20,2 100, 0
$46-$35. ... . 33 33.3 12.1 36.4 18.2 100.0
$36 or more 20 55.0 10.0 25.0 10,0 100.0
Total. ..o 467 321 66 36.0 25.3 L0
New potatoes (May 27-June 29): N N
SIGordess .. e 2 | 0.5 19.0 52.4 19.1 100. 0
$16-825. .. - 112 22.3 8.0 43. 8 25.9 100. 0
$26-835 . . 1778 35 6 1.3 33.3 19,8 100. 0
$36-845__ .- 1M 43.3 6.7 36.0 4.0 100. ¢
$46-855 . __ - 80 375 188 337 10.0 100. 0
$06 OT MOP8- - oo oiiaaa 63 44. 2 10.8 323 7.7 100. ¢
Total . e B19 | 36. 46 5 10.7 38.5 { 18.8 [ 100. 0
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Family Income and Prices

It would be desirable if preferences of all families with respect to
size, quality, and cooking characteristics of potatoes could always be
completely satisfied. Such factors as differences in soil and in produc-
tion methods as well as differences in variety and in temperature and
rainfall result in the production of erops which include a variety of
quality characteristics. The most desirable potatocs, therefore, are
not available in sufficient quantity to supply all the consuming popu-
lation. Under these circumstances, the familics in the higher-income
group and with the greater purchasing power are more likely to be
able to purchase at higher prices and, therefore, get the more desirable
product. Families in the lower-income group are more likely to
subordinate preference to the necessity of buving food at a lower price.

Data already presented show that prices for packages smaller than
o peck tended to be at higher rates than prices of either branded or
unbranded pecks. Table 66 summarizes average prices paid by con-
sumers in the various income groups for packages of different sizes.
These data show, in addition 1o the difference in price associated with
different size and kind of package, the fact that the higher-income

TaBLE 06.— Average prices per peck of old and new pofaloes, by specified packages
and by income groups, Boston, Mass., Feb, 26 to Apr. 6 and May 27 to June 29,
1840

Wheirphted average price per peck
Families ____ = _ _ _o .
{rop and family income per week report- | |
ing ! " Less than | Branded | Unbranded
| pecks ] pecks pecks
- N e e e
D potatoes (Feb. 26-Apr. 6): Number Cents Cents Cents
L5 ur less. . 134 ; 4.8 a6 36.1
S16-$25.. . .. ... 367 | 41.1 1L0 37.3
25935 .. 449 | 42.1 40. 5 38,7
836-845 . . 206, 448 401 M9
$16-$55 _ .. ... 163 ¢ 43. 4 40.3 40. 7
$06 or more. __ ot | 44.6 3.9 42.0
Total . ___ .. . _______ N 1, 460 F 42, 8 40 4 384
Old potatoes (May 27-June 29): }
1hor less._ 63 | 45.3 . 2.1
16925 .. ____ 121 83.7 46, 4 40.0
$26-$35 170 ¢ 449, 5 45 2 41.8
$36-$45 125 9.5 45.3 43. 8
$46-556 47 48.1 44. 4 44, 6
b or more. . _.._._______.. e .. 27 6i.7 483 45.0
Total . ___. ... . 50.3 45,5 2.5
New potatoes (May 27-June 20): i
$15 qr less M 20 371 372
§16-%25 12 57.3 41.0
$26-535 173 56. 5 1535
$36-545. - 164 §1.7 45,1
$46-$55_ - _ 79 61.3 $6.7
$56 OT MOTR. .o 64 81.6 | ... .. 43. 4
Total oo e e 614 | 5.2 44.7
| |
|

' Purchases of the few packages of more than pecks and of branded peeks of new potatoes cinitted from this

table,
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families paid the higher prices for potatoes with the exception of
branded pecks,

Purchases of Prince Edward Island Potatoes

In March, an occasional report showed the purchase of potatoes
from Prince Edward Island, 1daho, or some origin other than Maine.
In June, 467 families gave price infoermation on purchase of potatocs
from Maine and 89 on potatoes from Prince Edward Island. Distribu--
tion of the latter purchases, by kind of package and by retailer, and the
range of prices paid is shown in table 67. Potatoes from Prince
Edward Island usually were carefully graded and sized and were likely
to be prized by Boston consumers. Almost half of the purchases
reported were made at independent stores, although some chain stores
and hucksters also sold them. The lowest price reported was 35
cenis for an unbranded peck. The upper limit of the reported range
for this package was 74 cents. The range in price for small packages
was from 38 to 94 cents per peck. Only three purchases of branded
pecks were reported.  Classified according to the family income of
the purchaser, in table 68, the data show that purchascrs of Prince
Edward Jsland potatoes were much more likely to have high than low
family incomes.

TaBLE 67.—Purchases of Prince Edward Island potatoes, by source of purchase and
kind of package, Boston, Mass., May 27 to June 22

t Purchases fram—

: : ; Total Price
Kind of packagr ' ! purchases range
Large Other i Independ- Tucksters | P per peck
chains chains | ent stores !
i

11

i Number Number Number Number Number Cents
Tess than pecks .. ________ \ 9 . 25 i 52 38-94

Branded pecks . oo L. 2 ... | N R, 3 38-41
Unbranded peeks . _____ 13 3 16 2 34 35-74
More than pecks_.___ . . | U F U U U U (R,

Total, ..o ! 2 12 42 9 89 3604

TaBLE 68.—Purchases of Maine and Prince Edwerd Island polaloes, by income
groups, June 1940

7
‘ Potatoes originating
I n— Percentage,
Family income per week ! Total Fr:irma(;-ed
5 | Prince Island
Maine i Edward
| Island
— | _
b Number | Number Number Percent
$15 or less. . ! 67 ! 3 W0 4.1
FLE-525 _ 108 | 12 121 9.9
3260 535 . 139 I8 157 L4
o453 _ . fLU X 128 2.7
L 3 T o L a3 17 50 340
$H OF MOLC e . b 1] 10 30 33.3

=

i
!
Total or average. . ... ... ______._.... ' 467 I &9 556 1
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Consumers’ Buying Practices and a Marketing Program

Although the data presented with reference to purchases in March
and in June, and the variations in price levels and in kinds of potatoes
offered for sale provide a rather mixed lot of information from which
to draw conclusions, two or three facts stand out cleaily. The first
is that consumers at all periods and for all packages were paying a wide
range of prices. Some consumers purchased at low prices to conserve
the family income, and others paid high prices presumably for certain
quality, size, or cooking characteristics. The data also showed that,
whereas high prices were paid occasionally by familics reporting low
incomes, and low prices were paid sometimes by familics reporting
high incomes, there was a definite tendency for the higher prices to
he paid by the families with the higher incomes. Thadata also showed
that consumers shifted from one size of package to another under
conditions of changing quality and falling price. These data indicate
that there is a market in Boston for some carefully selected, graded,
and packaged potatocs at prices higher than those paid by the majority
of consumers. They alse indicate that a marketing program based
on only one type of package would be unsatisfactorv at some seasons
and under some conditions of the market.

RETAIL DISTRIBUTION OF POTATOES

IN STUDYING a particdar market for a particular produet, an

understanding of retall operations frequently is important. It is
in the retail store that a study of quality which consumers purchase
can be most effectively made and associated with price. Tt is im-
portant also to know whether the retailers have correctly evaluated
the preferences of the consumers they serve, or whether o retailer
oducational program is necessary to acquaint them with these prefer-
inces. In short, having determined from consumers the characteris-
tics and qualities of the product which make it most useful to them, &
study in retail stores is very useful in determining how well the con-
sumers are being served in these respects and may point out some of
the steps for improving that service.

With these objectives in mind, a limited number of retail stores
were sclected in Boston. Data were gathered from the stores in
March, and from most of them again in June, Data gathered in
March will be presented with such modifications or additions as appear
necessary from the point of view of the data gathered later.

Method and Scope of Study

Each of the familics interviewed as reported above was asked to
rive the name and address of the retail store at which the last purchase
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of potatoes was made, From this list of stores selections for study
were made. It frequently happened that several of the consumers
interviewed purchased from the same store, and a considerable number
of small independent reteilers were not patronized by any of the con-
sumors covered by the survey. It was thought desirable to have
mformation from a group of small stores not named by the consumers,
Enumerators, therefore, were assigned to certain shopping districts in
which they were directed to get records from all the smaller independ-
ent stores that handled potatoes. A sample of 48 records was gathered
in this way?® Distribution of the sample of retail stores among
independent stores named by consumers, large chain stores, units of
small local chains, and independent stores pot desiguated by con-
sumers is shown in table 69, Fifty-five percent of all the stores selected
by this procedure were within the City of Boston proper, and the rest
were in the suburban area surrounding Boston.  About 54 percent of
the stores were members of chain systems; the remainder were inde-
pendent.

TaBLE 69.—Localion and ownership of 388 retail stores included in the sample,
Boston metropolitan area, March 1940

‘ PP Stores in
| Stores in group It group I11?
Loeation 1 - —— Total
Independ- Large ‘ Tocal Independ-
ents chains? chains ents

Cityof Boston ... . ... . 70 80 ail 33 203
Suburbanareat. . .. .. . _......._. . 53 4 3 15 165
[— —_—
Totalarea. .__._._____.. ... .. _. | 1%‘ 154 43 48 368

! Taken irom list mentioned by consumers,

¢ Taken as less important independent stores in assigaed “shopping ceuters.””

¥ Includes certain stores of the 3 larege chain organizations. -

1 The suburban area included: Arlington, Belinont, Brookline, Cambridge, Chelisea, FEverett, Malden,
Medford, Melrose, Revere, Watertown, Winthrop, and Somerville.

Because of the method of selection used, one charactleristic was
common to all stores the fact that potatoes were sold. The sam-
ple was not intended to be proportionately representative of any class
of food stores. The selections did provide, however, illustrations of
certain characteristics and practices of the more important stores
selling potatoes.

Importance of Study to Retailers

It has already been pointed out that consumers purchase potatoes
rather frequently. The data for March indicated that about two-thirds
of the families surveyed could be expected to make at least one

¥ For a detailed analysis of March data for retail stores see H. W, Muinford, Jr., Marketing Maine Pota-

toes—Relail Distributors in the Boston Metropolilan area, March, 1940—F. C. A, Misc, Report 25, 32 pp.
1M1,
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potato purchase in any given week. The data also showed that ap-
proximately 97 percent of the consumers purchased and used potatoes.
These two facts are important to retailers because they indicate, (1)
that almost all their customers are using potatocs, and (2) that these
families were represented frequently in some store purchasing potatoes,
It isimportent to retailers, therefore, that they provide these customers
with a package of potatoes prepared as nearly as possible to meet the
requirements of the family. By doing this, the retailer encourages
patronage and creates goodwill for his business.

The Producer’s Interest in Retail Practices

The producer’s interest in the operations and practices of the retail
store lies in the fact that the consumer served by the rotailer 1s the
final customer for the producer’s product. The retailer, therefore, is
in some respects the producer’s agent or representative in distribution,
If producers interest themselves in growing and marketing products
of quality and character meeting the consumers’ requicements, it is
important that the retailer as well as the other marketing inter-
mediaries eonduct their businesses in such a way as to preserve these
quality characteristics.

When the retailer transfers the product to the consumer at a
reasonable price and with the desirable characteristics intact, the chain
of services {from the producer to the consumer has been completed,
and all the market intermediaries may be assumed to have discharged
their functions satisfactorily. If, on the other hand, the consumers’
preferences have been misinterpreted or if, In an attempt to gain
additional profit, practices have been used which are not consistent
with satisfactory services, much of the work done by a group of
producers becomes fruitless, with resultiog loss of goodwill toward
the product. 1t is important to the producers, therefore, that those
who represent them in marketing their product conduct their various
businesses in such a way as to gain consumer approval.

Retail Practices in the Marketing of Potatoes '

Most of the Maine potatoes purchased by retailers were in 100-
pound burlap bags. For potatoes from other producing aress, how-
ever, the type of container varied. Sometimes potatoes from the
South were bought in barrels or baskets, and potatoes from some
areas were purchased in burlap bags of varying sizes.  When retailers
purchased these large containers, the potatoes had to be repackaged
at the retail store in the quantities usually purchased by consumers.
Large numbers of half-peck or peck packages were put up in advance
of sale in ordinary paper bags.
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Fravre 23.—Potatoes damaged by rough handling. When potatoes are hard
and brittle, they must be handled carefully. Dropping or bruising packages
may cause some of the potatoes inside to be shattered,

Another practice was to allow the purchaser to select the potatoes.
Many customers preferred to do this.  The potatoes were displayed in
bulk lots of 100 pounds or in bushel baskets, or some other quantity
in the store, and the customer selected those which were most desirable.
In the process of sclection, either by the retailer or by the consumer,
there was some loss. Potatoes which were damaged by rough
treatment or which had developed rot or other execessive damage
were discarded.  (Fig. 25.)  Oeccasionally, when the proportion of
potatoes to be ‘discarded was too great or when there was too large
a proportion of small potatoes the package was returned to the jobber
for a refund or for credit on the next purchase.

Ordinarily, however, the retailer attempted to sell all the potatoes
purchased by including in each package a few of the potatoes which
would ordinarily be considered too small, too large, or slightly dam-
aged. 1In following this practice, the retailer probably had very
little choice.  He purchased bulk lots and if he followed the practice
of returning potatoes for eredit too frequently, he soon would find that
it was imposstble for him to purchase his requirements except at higher
prices. If,on theother hand, the retailer was highly selective in picking
out potatoes for his consumer patrons, he would find so many potatoes
in the package unsold that hie had to charge higher prices.  Selectivity,
therefore, on the part of a retailer was likely to place him at a dis-
advantage in price coimrpetition, and could be practiced only by those
retailers who had a clientele willing to pay higher prices for such
selection.
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Retailers in Boston frequently purchased potatoes in 15-pound
consumer packages put up either by the producer at the shipping
point or by the jobber in the wholesale market. These potatoes were
packaged in heavy paper bags, fastened with wire, and the retailer
rarely had an epportunity to sce them but depended on the care with
which the packer graded and standardized them to satisfy his con-
sumer patrons.

If adequate care were used to msure the consumer’s satisfaction
and if, at the same time, the packages were handled with sufficient
eare to prevent additional damage in the process of shipment to
market, such packages would be satisfactory. Their use in Boston
during the marketing season 193940 was mostly by the large chain
stores, although a considerable number of independent retailers
used them to @ limited extent.  These packages cost slightly more and
usually were sold at higher retail prices than potatoes sold in bulk.
They had the advantage that, if properly packed, there was no loss
to the retailer in selling them, but unless the packer used considerable
care in preparing the package for the consumers’ use, dissatisfaction
resulted later,

Retailers’ Appreciation of Consumer Preferences for Size

Retailers were asked to give their opinions as to the sizes of potatoes
their customers preferred, both for general purposes and for baking
potatoes. About 38 percent of the retailers who expressed opinions
on customer preferences indicated a 2} inch diameter as the minimum
size acceptable, and over 40 percent indicated 23 inches as an accept-
able maximum size. The data also indicated that there was not a
great deal of difference between potatoes acceptable for baking and
those for all-purpose uses. In general, particularly with respect to
the minimum size, there was a tendency for size preference for baking
potatoes to run about one-fourth inch larger than for all-purpose
potatoes. These relationships may mean that Boston customers
have found Maine potatoes in mediung sizes acceptable for most
purposes.

From these replies it is apparent th
preferences for medium-sized pota
consumers.

i‘et-ailers were aware of the
.E‘hich were reported by

Size and Defects in Potatoes d for Sale by Boston

Retag

ctices in providing con-
e satisfaction In use was
'edoral-State fruit and

A study of the effectiveness off]
sumers with potatoes sized and ¢
one of the objectives of this
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vegetable inspectors gathered information with reference to the grade
characteristics of the potatoes and the price at which they were sold.

A summarization of the inspection of potatoes In retail stores
appears in table 70.  In this study, 230 packages marked U. 8. No.
1 and packed in 100-pound bags were inspected; and 445 packages
marked U. 8. No. 1, packed in 15- pound branded consumer packages.
In addition, 129 store packages were inspected, which were unmarked
as to grade and which 1t was impossible to identify as having come
from packages specilically earrying a grade indication, Table 70
shows the pereentage of packages in cach of these groups graded
. 8 No. 1. Tt also shows the percentage of UL S. No, 1 quality
fonnd in those packages which did not grade U. 5. No. 1. In addition,
it shows that 31 pereent of the 100-pound packages and 5 percent of
the 15-pound branded consumer packages were underweight prior
to the time they were sold to consumers in retail stores. The 100-
pound packages, of course, were later reduced to some sort of store
packages, and may not have been underweight when sold to the con-
sumer.  The fact that they were underweight when purchased in-
creased the cost per pound of potatoes to the retailer.

The data in table 70 for potatoes all having the same grade termi-
nology point clearly to the fact that potatoes are not very well stand-
ardized for the consumer's use,  If, for instance, a consumer purchased
a package of potatoes which were actually 7. 8. No. 1 from the
point of view of absence of defeets, the chance that her next purchase
would contain as few as 6 percent of defects was only slightly better
than 3 out of 5. Inother words, if a consumer purchased 5 packages of
potatoes under the conditions shown by these mspeetions, the con-
sumer would expect that 3 of these packages would have fewer than
6 percent of defects, and 2 would have more; and, of the two which
had more, at least one would have considerably more.

Inspeetions of potatoes in retail stores in June {table 71) necessarily

Tarre 70.—Summary of inspeclion of polatoes tn 388 retarl siores in Boston,
March 1940—Percentnge of packages grading U, 8. No. 1 or conlaining various
percentages of 1. 8. No. 1 quality

ioPer- '5‘1 creentage of UL 8. Noo 1 quality l U. 8.
eenlage !l o e | Noul ‘ Unde Total
Tackages gra(llnl ' E exeept | Total ‘“.‘(f]i ;11; pack
J Vo8 0 gogr | s3ss | pose |othor Tar et | MEREY apes
| Nos 1 | TR T less | ot |
| | i ! j Nicm-
100-pound  burlap  bhags . Percent’ Percent! Percm! PerceuhPercua! Pﬂrcem | Percent) Percent |~ ber
marked T, & Nu. 1. @ i w4 o] 100 | 31 230
15-ponnd hr:m(l('l\ paol\‘\;_l < i | ' I
imarked U 8. (B 2! 8 2 1 th HEY & 440
Btore  pe Ui\.iE(“i \\nhmu l I . | : .
{

erade identification. - . T S P N 14! vEoon i @ | 1%

U Less than 2 percent,
! Not available,
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TasLE 71.—S8ummary of inspections of poialoes tn retail stores in Boston, June
1840—Percentage of packages grading U, 8. No. I and percenfage of [7. 5. No.
1 qualily in packages not grading 1. 8. No. 11

1]’rrmnmg\ of 17, 8. No. 1 quality ] _ i

Per- J in bags not gmdmg Voo No T

]
f .
\centage Nuool o, | 'nd rl Tutal
Package identification I rtnlmg . . : Cexcept . Total © o ulgll:l pack-
- Good | Rk 7w | ihaT o forsolt ages
l Noli | s | mess g T ‘ e | Tl |
e | = .;_._.._,| ——— ,ﬁl____._|___. _f_' RS
: ] :
15-pound branded pa(‘kageﬂ ! ! ' | i
from Maine marked T, IPercmtl‘Pfrcm.f Percend Percenf|Prﬂrct‘r:t}Percmr Percent | Percent | Number
Noolo . b 4] e h 100 | 4 %
160-pound bur]ap ba;-:s from ; ' | : |
Maine marked U. & No. 1 69 | 17l 1, 0! 3) ] 100 2% 35
100-pound  and 'h ])l!uﬂd i i ! ! : !
bags frem Canads marked : i ; i i
C.8. No.1._ .. 87 | 9 0! 2 0 20 o | 29 45
100-pouni bagq [rom T\Lune | | X :
and  Canada  without } i | | : ! i
grade Tarks_ . ) I T ' 0 14 22 B " n i4 14
100-pound_ cobblers  from | : | I ! !
North (Clarslina marked | X i : : 1 ‘
15,8 No, 1. . %3 | 7 2 | 0| 2 sl el u B4
G0-pound baskets of Katah- i | ! :
dins from Florida marked \ : . 1 , !
U.8.No. 1. - | 70 | 10; . 5| 0] A mo[ 3 19
i \ i | i

| In addition 1o the packages and elagsifications lm.rd several other Il‘ll\Cl"HanL‘Oll\ packages from southern
shipping puints were found in Boston in quantities tuo swall for summarization.

covered a much more varied group of packages because, during that
nicnth, potatoes were coming from more sources of supply. The
source for Boston shifted from Maine, as the priucipal point of origin,
to potato-producing sections in the South. In June 1940 also, po-
tatoes from Prince Edward Island were found in Boston in larger
proportions than in March. Results of inspections for June were very
similar to those for March. Packages marked U. S. No. 1, when
shipped from Maine, included between 60 and 70 percent of packages
which actually graded U. 8 No. 1. The remainder were of lower
grade, although usually containing mwore than 80 percent of U. 8.
No. 1 quality. A larger percentage of the packages in shipments from
Canada, when marked U. 8. No. 1, apparently graded as such,  Ap-
proximately half of the packages from either Maine or Canada which
were not marked U. S. No. 1 actually were of U. 8. No. 1 quality.
Apparently, a larger percentage of the potatoes shipped from the
South actually graded U. 8. No. 1 than of those shipped from Maine.

The large number of classifications and the small number of packages
in each group classified made the June data less dependable than the
data presented for Marveh, The same tendency toward lack of stand-
ardization, however, was present, and prompted further inquiry into
the reasons for defects,®  The couclusion from the data for
June, as for March, was that the wide variation in the percentape of
defects to be found In individual packages of potatoes would make it
impossible for consumers to purchase them cousistently with any

2 Resenrch reporied as indiceted on page 145, item 7.
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degree of assurance that one package would be essentially the same
as the package previously purchased.

Further Analysis of Defects

The defects in the T7. S. No. 1 potatoes inspected in Boston retail
stores were of many kinds. Some information as to their source and
the possibility of placing them under control may come from a more
detailed study of each defeet to show which caused the most damage.
Table 72 shows the kind of damage most in evidence in 445 branded
consumer packages inspected in March 1940,

TanLE T2.-—Defecis found in 445 15-pound branded consumer packages in 368

retatl stores in Boston, and the relative importance of each as a source of damage o
polatoes, Boston, March 19401

Tercentage of packages showing indicated damsge

1
petect wo [Less [ 15to [ 28510 | 3510 | 5510 | 105t | 1O
e |th0 13] 24 34 54 | 101 | 204

p«'m'nt percent pm(-ont p(‘rcvm percent| percent

Percent | Percent | Percent | Percent ii’erceut Pereent | Percent | Percent
24 i

Old bruises. . . ... . F2] 1 4 32 5 9 1 100
Meehanieal 1nJur) 44 ] 23 0 4 8 1 100
Disease H3 (6] 10 i 1 1 0 100
Byry 1ot Hd &) 10 2 0 1] 1] 10
New bruises 90 4 5 () 1 i} 100
Wet rot or soft hreak-down - 93 0 11 1 0 O] 0 100
All others P ——— H 0 5 | 3 1 1 *) 100

R e U8 01
Bruises and mechanical injury were the defects responsible for most
of the damage found in these inspections.  This type of damage comes
from handling both in digging and in marketing. TFrom these data
1t is impossible to determine whether the damage shown was present

TaBLE 73.—Defects fornd in 320 100-pound bags of Maine potaloes in 368 retail
stores in Boston, and the relalive imporfance of each as a source of damage to
potatoes, Boston, March 19401

\ Porcontagc of packages sho“mg indicated (hmago
| - . :
Defect | s l‘;f:; ‘ Lot | 25t0 | 35t0 | 5500 | 10510 | 5ar | TOME
- 2.4 3.4 5.4 10.4 2.4 | more

|
Percent | l’erceu{ Percml Percent | Percent | Percent ' Percent | Percent
Q] I

|

fge hmrcem‘ percent| poreent| percent| percent: percent; percent
-
|

Pe:'rr:ent
OKl broises. . ... | i 34 12 14 11 i 00
Mechanienl injury ... - 16 28 ] 30 1L 10 4 1 100
Disease o] 15 1 34 | 12 4 4 1 O] O] 100
Ty rot I ! 61 ! 33, 3 3 Q) 0 0 0 100
Now brujses 87 | 21 | 5 1 5| 1 2t il 100
Wet rob or soft broak-down. | 86 | M| o 0 0 0 o' 0 ]
All other R (T v 2 2! ol @ 100

i
f

1 Maine potatoes marked U, & No. L
2 Less than 1 percent,
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at the time of shipment or accumulated while the potatoes were en
route to the retail store.”

Data showing the same analysis of defects from inspections of 320
100-pound bags of Maine potatoes as shown in table 73 yield approxi-
mately the same results.

Relationship Between Retail Price and Quality in
Independent Stores

Data have been presented, showing that consumers consider me-
dium size, as represented by diameters of from 24 1o 3 inches, a
desirable characteristic in potatoes. Inspections in retail stores took
account of the percentage of potatoes in each package found to be
under 2} inches in diameter and, therefore, too small to be acceptable
to most consumers, The percentage of potatocs under 2} inches in
each package and the retail price, as reported by independent stores,
were correlated ® to determine whether there was a relationship be-

FIGURE 26— RETAIL PRICES FOR POTATOES As RELATED TO THE
PERCENTAGE UNDER 2% INCHES IN DIAMETER IN TilE RETAIL
PACKAGE, BOSTON, MARCH 4, TO APRIL 6, 1940,

PRICE PER PECK ¥

Cents .!
i
INDEPENDENT RETAIL STORES
.
+ 5 p
. . H .
. . J
. " I i . . : . .
0 = -
’ . . L ~ L’ ‘ .
. . . . : . .
1 * L] ‘ -
. - ‘ L) - [
-5
.
r=-_1403
b= - 0343
=10 -
-30 -20 1D 0 +10 +20 +30
POTATOES IN PACKAGE - PERCENT™ s

* As deviation From greroge

Correlations of Equal Magnitude Might Occur Frequently in Entirely Unrelated
Data, ’

*7 Research reported as indicated on page 146, item 7.
% (lgrrelation is & statistical procedure for measuring relationship.
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tween the retail price and the percentage of small potatocs. The
correlation chart (figure 26) shows a wide range of percentages and
prices.® The correlations were found to be msignificant because
correlations of equal magnitude might occur frequently in entirely
unrctated data.  This leads to the conclusion that potatoes were not
priced in accordance with the preferences of consumers even though
retailers were coghizant of this preference.  The retail price, in other
words, was not a reliable guide in purchasing. The only way con-
sumers could consistently get the sizes they desired was to select them
personally from the bulk packages in the retail stores,

FIGURK 27.-RETAIL PRICES OF POTATOES AS RELATED TO THE
PERCENTAGE OF DEFECTS IN THID PACKAGE, INDEPENDENT
RETAIL STORES, BOSTON, MARCH 4 TO APRIL 6, 1940.

PRICE PER PECK™

Cents ] [ I i
INDEPENDENT RETAIL STORES :
- .
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.. ., . .
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No Significant Relationship Is Tndieated Between the Percentage of Damaged
Potatoes in the Package and the Retail Price,

The percentage of damage in the retail packages of potatoes offered
for sale in Boston was discussed above. The question was raised as
to whether retail prices were made in suéh a way as to refleet varying
pereentages of damage in the packages, The correlation diagram,
figure 27, shows that no significant relationship was found to exist
between the percentage of damaged petatoes in the package and the
retail price. The conclusion again is that only those consumers who
made personal sclection of their potatoes from bulk packages in retail

# Prives advanced duiring the time these data were being gathered. To take account of the effect of rising
prices, the correlations were made fn terms of deviations [romn average for each week,
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stores were able to protect themselves against the purchase of an
occasional package containing exeessive damage.

Perhaps the most important thing about these two correlation
charts is that they suggest that consumers were not given an oppor-
tunity to make a selection of potatoes priced in accordance with vary-
ing standards of size and defects. The data indicate that size and
damage were distributed throughout the packages marked U, S. No. 1,
both in branded packages and in 100-pound packages, in such a way
as to prevent price being a reasonable guide to quality. Under these
conditions, the experienced and frugal consumer would discover that
a high price was not an mdication of more desirable potatocs and that,
for careful buying, selection on the basis of low price would be most
practical. Potatoes marked U, S, No, 1 and bought at lower-than-
average price were just as likely to contain average quality as potatoes
of the same grade, marked at higher prices,

Relationship Between Retail Price and Quality in
Selected Chain-Store Units

In the chain stores there was little variation in retail prices of
potatoes from day to duy, and in all the three large chain systems
the prices tended to be alike. Ii, for instaunce, in one store of one
chain the price of branded peck packages was 41 cents, the price
was likely to be the saie in all stores of that chain as well as in stores
of the other two large chains.

Under these conditions, to show a relationship between price and
quality, the range in quality variation among packages would need
to be small since there was no variation in price. A wide range in
gualities selling at the same price would not indicate a close relation-
ship between price and quality. )

The procedure followed was to sclect packages sold at the same
price and see how the quality factors corresponded with the price.
In making this comparison, data for cach chain were kept separate.

Branded packages marked “U. S, No. 1" and selling at 43 cents per
peck during the last week in March and the first weel in April were
selected for comparison. Table 74 shows this comparison of the
three chain-store organizations based on the percentage of damage
in the potatoes.

These datg show a wide range in percentage of damage, over 15
percent of all the packages having 10 percent or more, and 55 percent
having 5 percent or Iess.  Only 7 packages inspected showed no dam-
age at all. The wide variation in the percentage of damage in pack-
ages with the same trade-mark and sold at the same price shows that
a consumer purchasing such a package and finding 5 percent or less
of damage had little better than an even chance that the next package
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TarLe T4.—Percentage of dumage in branded peck packages of polatoes inspected
in retail unils of each of 3 large chain-store organizations, Boston, Mass, Mar. 23
to Apr. 8, 1840

[Retail price. 43 cents per peck])

PPackages with various percentages of damage

Chain-store protzp
Less than 5.4 to 10 per— T\’Ion than Total

L,
' | pereens | cent 10 pereent |
I
‘ N mber J Number | Number Number
AL Ll L i 25 1 26 1 55
B T 5 | i 18
L ‘ 195 1| 13 74
Total . . L. . . 51 i 43 3 147
I

would be equally satisfactory. The chances were that one package
out of the next 6 or 7 would have 10 percent damage or more,
Following this analysis further, the question of consistency with
respeet to percentage of damage between groups of chain-store units
was raised.  An expected frequency for the number of packages in
each percentage-of-damage group for each chain was calculated,
using data from all 3 of thent as a basis for estimating., The differ-
ences from this expeciation are shown in table 75, These data show
that chain “A’" exceeded the expeeted by 10 packages with 6 to 10
percent damage; chain “B” by 3 packages with more than 10 percent
damage; and chain “C” by 8 packages with 5 percent of damage or
less and 2 packages with 10 pereent of damage or more. These data
also indieate that these differences are too great to be considered
accidents of sampling and were probably caused by differences in
procurement and handling practices.
TABLE 75~ Fzrcess of deficiency from expectation in percentage-of-damage groups

inspected in retatl units of each of 8 large cham store organizations tn Hostow,
Mass., Mar. 23 to .lpr 8, 19,,0

i'ackages in each percentage-of-damage grono
C"hain store ! - 4‘“__‘—__; -
T.ass than 5.6 to 10 per-| More than Tatal

U opereent | cent 10 puTeent
e T .
b m.hrr | Number ; Number Numler
AL L ; - 0
B 3 ¢ +3 0
o - 5 [ —10 | +2 0
Total e i | 0 f o 0 0

Relationship Between Price and Size in Selected Chain-
Store Units

Both retailer and consumer data have indicated that size was an
important factor in consumer preference and that potatoes less than
i inches in dinmeter were considered small by most consumers, The
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following analysis of sizc is based on the same 147 branded packages
studied with respect to damage in tables 74 and 75. These packages
were found in the retail units of the three large chains and offered for
sale at 43 cents per peck. The present comparison is made on the
basis of the percentage of potatoes under 2 inches in diameter,
Table 76 shows the data classified in percentage groups. It shows that
a consumer who purchased a package in which 20 percent or less of the
potatoes were under 24 inches in diameter had, on the average, less
than an even chance of repeating at the next purchase.

TavLE 76.—Percentage under 2V inches diameter in branded peck packages of
potatoes tnspected in retail units of each of 3 large chain-store organizations in
Boston, Mass., Mar. 23 to Apr. 6, 1940

[Retail prlm—tﬂ cents per peck|
— . . | e . —
! Packages with various percentages under 2%

: inches in diameter

Chaln-store group ' . Total
| 20 or less 21-30 3140 41 or more
Number Number Numher Number Number
A ld : 22 14 [ 55
B - - ! 4 & 4 L]
C._..__. 43l 13 14 4 4
Total . o 61 ' 39 2 ‘ 14 | 147
. . [ p— ! . ..

Continuing this compsarison to show how each group of chain-store
units compared with the average for all of thein, table 77 shows that
chain “A” excecded expectations with 7 packages in the 21 to 80
percent group, 2 packages in the 31 to 40 percent group, and 1 pack-
age with potatoes 2% inches or less in diameter making up over 41
pereent of the contents. Chain “B” exceeded expectation with 1
package in the 31 to 40 percent group and 2 packages in the 41 percent,
or more group. Class “C” excecded expectation with 12 packages in
the group having the smallest percentage of potatoes under 23 inches
in diameter.

These data show that there was considerable lack of standardiza-
tion in the percentage of small potatoes in all three chain-store branded

TABLE 77.— Ercess or defictency in number of packuges in each percentage gronp
of potatoes under 24, inches in diameter inspected in selected retaal wnils of 8 large
chain-store orgamzu,twns tn Boston, Mass., Mar. 23 Lo Apr. 8, 1950

Packages in each percentage-of-size group

Chain-store group - Total

20 1rereent 21-30 3140 41 pereent
or less percent percent or more

Number Number Number Numnber Number
47 +2 +1

AL =i . 1
R —2 —1i —+1 +2 L\
[ +12 —6 =3 —3 L

]

0| 0 0 ¢
b

104848°—42
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consumer packages, The standardization was somewhat higher in the
case of chain “C.” Tests indicate that the differences were greater
than could be accounted for on the basis of sampling procedure and
since handling does not affeet size, the differences were probably due
Lo procurement and packing practices.

Comparison of Gradings of 100-Pound Burlap Bags
Inspected at Selected Retail Units of Three Large
Chain Stores in Boston, March 23 to April 6, 1940

Data were gathered on size and percentape of damage in 100-pound
burlap bags imspected in retail stores and could be presented in the
same detuil, but they do not have the same significance. Potatoes
in burlap bags are converted into store packages or sold by consumer
selection and, therefore, do not indicate the contents of the consumer’s
package. It may be assumed that the retailer in each instance tries
to sell all the potatoes delivered at the store, but this can not be done
because some loss is borne by most retailers in stock discarded as
unsalable.

The variation in percentage of damage in 100-pound bags was as
wide as in branded packages. The variation in sizes was equally
wide. The potatoes were reported as offered for sale at 37 cents per
peck. The difference between 100-pound packages of potatoes found
in the various chain units, #s compared with each other, was nof suffi-
ciently great to indicate differences in procurement or handling
practices, :

These data are not offered as indicating anything more than the
fact that practices in marketing potatoes were not standardized to
the point where consumers could buy with confidence except as they
made personal selections.  They also show that qualities, to the extent
that they are determined by inspection, were not closely related to
retail prices.

Retailers’ Gross Margin™

The retailer’s gross margin is the difference between what he pays
for potatoes and the price at which he sells them. These margins
vary considerably among retail stores.  Figure 28 shows this variation
in gross retail margins for potlatoes sold from bulk and in branded
packages by independent retail stores.

Gross margins in chain stores were also gathered in the process of
this survey, but are not presented here because they are not com-
parable, by reason of the fact that for chain stores gross margins are
the differencetbetween the cost at which the potatocs are debivered to
the chain-store unit and the selling price, both of which are usually

30 Further analysis of data on retail margins will be prepared for later publication.
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determined by the overhead organization. Gross margins in chain
stores, therefore, are very likely to be determined by costs and sclling
prices, over which the retailer has little control.  In independent stores,
on the other hand, each retail unit is less restricted in the determina-
tion of prices.

The data shown in figure 28 would indicate that margins for branded
packages were larger than those for packages sold from bulk. For
the period during which these data were gathered, this probably was
true because, it will be recalled, that prices for branded packages were
advancing throughout the period, whereas prices for pecks sold from
bulk apparenily advanced very little. At the same time, there was
some tendency for the wholesale price to advance, which indicates
that probably cost of the potatoes to the retailer also advanced.
The data, therefore, may reflect the tendency on the part of retailers
to avoid advancing retail prices for bulk packages, while those for
branded packages werc advaneing. The difference, therefore, may be
largely associated with the time when the margins were gathered, and
may not reflect differences in margin which are likely to be found in
the market throughout the season.

Although branded packages cost the retailer more than unbranded
packages, there were some advantages in selling them which should
operate to keep gross marging down. In the first place, the loss is
likely to be smaller, since the branded packages usually are not opened
in the retail store and the contents are sold as purchased without the
removal of excessively damaged or very small potatoes. In putiing

FIGURE 28 —GROSS MARGINS PER PECK REPORTED BY INDEPEN-
DENT RETAILERS SELLING POTATOES IN BOSTON, MARCH 14
TO APRIL 9, 1940.

STORES IN BRANDED PACKAGES IN PACKAGES FROM BULK STORES
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During the Period Indicated, Average Margins for Branded Packages Were
Larger Than Those for Packages Sold In Bulk.
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up packages for sale to consumers in bulk, on the other hand, there
were likely to be some losses through shrinkage which increased the
retailer’s cost.

It is sometimes argued that branded packages should be sold at
small marging in retail distribution because of the difference in clerk
time required for handling them. The retailer, for instance, does not
have to provide extra help for packaging, either before sale or at the
time of the customers’ purchases. The reazoning here is not entirely
clear because it depends on the efficiency with which help needed in
the store may be used in slack periods. If, for example, the retailer
hag help in the store that is not fully employed throughout the days
when retail trade is light, it might be more efficient for the retailer to
package potatoes from bulk than to purchase them already packaged.
The answers to these gquestions, of course, lie in the organization of
each retail store.

The diagrams in figure 28 seem to indicate that, for independent
stores, the usual retail gross margin for this period was somewhere
near 7 cents & peck. During the period in which these data were
gathered, most of the retail sales for both branded and unbranded
packages averaged from 37 to 43 cents a peck. On the basis of an
average retail price of about 40 cents a peck, the average retail
mark-np would have been in excess of 17 percent.

In tern:s of bulk packages of 100 pounds, the independent retailer’s
charge for his services varied widely around an average of about 47
cents per 100 pounds.

Relationship Between Retail Cost and Quality
' in Retail Stores

The wide vanation in independent retailers’ gross margins suggests
the possibility that, in applying these margins, the relationship
between retail price and quality may have been eliminated. This
raises the question whether retailers who recognize consumers’
preferences actuully try to satisfy them in making their purchases of
stock. If refailer costs were related to desirable characteristics of
size and defects it would indicate that potatoes were purchased by
many retailers with their customers’ destres in mind.

The correlation chart, figure 29, shows the relationship between the
retailer's cost and the percentage of defects in packages inspected in
retail stores. These data show a wide range both in prices and in
percentage of defects. No central tendency 1s apparent to indieate a
real relationship between the two factors. The coctficient of correla-
tion of —.2172 is so small that it could have resulted from uncorrelated
data one time out of ten. 1t does not indicate that the percentage of
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defects was closely associated with the price paid for stock by the
retailer when purchasing U. 8. No. 1 potatoes.

The correlation chart (figure 30) shows the relationship between the
percentage of small potatoes and the cost to the retailer. There is
some slight tendency for the concentration of data to be heavier close
to the vegression line. The coefficient of correlation —.3303 would
notheexpected toresultfrom uncorrelated data oftener than oncein 100
~ times. The conclusion is that some retailers choose their stock with
reference to size and pay higher or lower prices, depending on the
presence or absence of desirable size characteristics. The range was
very wide, however, and although real relationship exists between the
retail cost and the percentage of small potaloes, this relationship was
not close enough to make cost a very reliable guide in purchasing.

The further conclusion is that since this relationship was not found
in retail prices for the same potatoes, the pricing policies of individual
retailers removed most of the small relationship which was present
earlier.

FIGURE 29.—CORRELATION BETWEEN COST OF POTATOES TO
INDEPENDENT RETAILLERS AND PERCENTACGE OF POTATOQES
WITH DEFECTS TO GRADLE U, 8. No. 1,
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No Central Tendency Was Apparent to Indicate A Real Relationship Between
the Two Factors.
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FIGURE 30.—CORRELATION BETWEEN COST OF POTATQES TO
INDEPENDENT RETAILERS AND THE PERCENTAGE OF POTATOES
UNDER 2 INCHES IN DIAMETER.
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The Data Show That Some Retailers Chose Their Stock With Reference to
Size, and Paid Higher or Lower Prices Accordingly.

Price, therefore, was not a reliable guide to quality and was less
reliable at retail than at wholesale.

POTATO GRADES AND STANDARDS

POTATO grades and standards are based largely on quality concepts

in which defeets in individual potatoes or the percentage of these
defects in a lot play an important part. Grades also include such
classification concepts as size and variety. The purpose of a grading
system is to standardize these quality and classification concepts so
that a grade name may be applied to a lot of the product. These
grades or trading names are used cxtensively in the marketing of
potatoes, particularly when buvers and sellers are separated by a
long distance and trading must be accomplished without personal
Inspection.  The system of grades now in use, together with the regu-
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lations and practices under which they are used has been a material
aid in marketing to both buyers and sellers,

When a grade name is attached o & lot of potatoes, it deseribes
for the buyer the quality characteristics and the classification of that
lot. Variations in prices in any given market on any particular
product are likely to reflect differences in grade which are the result
of the application of these grading standards. However, one of the
most difficult problems in marketing is that of finding and applying
standards of quality and eclassification which adequately describe
the product for pricing purposes. The opportunity for misunder-
standing between buyers and sellers is greatly increased when wide
variations in price occur becausc of wide variations in market value
within a grade.

The U. 8. No. 1 grade for potatoes contains g minimum size require-
ment of 1% inches in diameter, unless otherwise specified. If more
than 5 percent of the potatoes in a lot are below this size reguire-
ment or any other speeified minimum size, it can not be accepted as
U. 8. No. 1 grade. In the potato grade, however, only a minimum
size requirement is specified, whereas size in general is one of the most
important factors contributing to differences in market price. It has
been the general policy of the grading authority to leave the matter of
size, except that of minimum size, to the contracting agents in any
transaction. A contract for U. 8. No. 1 potatoes may be fulfilled by
delivery of a lot of potatocs none of which are much in excess of 1%
inches, so long as not more than 5 percent are smaller. Potatoes of
this size are so small as to be unsatisfactory to most consumers. In
recognition of this fact, various size classifications were provided in
the U, S, standards to be used in connection with the grade designa-
tion. One of these is U. 8. No. 1, size A, in which 60 pereent of the
potatoes of round varieties must be 2} inches or larger in diameter.
In addition to such classifications, other minimum sizes may be
specified, such as U. 8. No. 1, 2-inch minimum, in which, as indicated,
none of the potatoes ean be below 2 inches in diameter, with the
exception of 5 percent allowed in the tolerance.

These subclassifications have materially unproved the description
of the sizes of potatoes included in any lot, since they indicate more
clearly whether the potatoes are suitable for table use.  But even these
classifications include a very wide range of sizes, whereas most con-
sumers prefer to buy potatoes classified within a rather narrow range
of sizes but sized for baking, since, as a general rule, potatoes which
are suitable for baking will be suitable for most other uses. The
difficulty in the use of the standards arises in the fact that the grade
terminology for U7. 8. No. 1, size A, or for U, 8. No. 1, 2-inch minimun,
are equally satisfactory for the grade of U. 8. No. 1, whereas potatoes
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in which a very large proportion are under 2 inches in size but still
above 1% inches are also adequately described as U. 8. No. 1, but
much less satisfactory for use by the majority of consumers than the
larger sizes.

This grading terminology when used in contractual relations be-
tween dealers who thoroughly understand it 1s satisfactory because
an adequate description of sizes required is likely to be included in
the trading contract. When this grading terminology is used to
deseribe the quality within consumer packages or even in 100-pound
bags sold to the retailers or to consumers who are much less familiar
with the problems of grading, deception may arise. Instances have
been noted in which potatoes of small size but meeting the minimum
size requirements for U, 8, No. 1 have been placed in pecl packages
marked U, S, No. 1. When sold to consumers, considerable criticism,
with the sizing has resulted. :

In addition to the differences in sizes, the U. 8. standards provide
tolerances for defects. Since these tolerances are described in rather
narrow limits, they are not so serious as the problem of size. Never-
theless, the tolerances for defects do constitute a problem in marketing
which should not be overlooked. The tolerance for defects permitted
in U. 8, No, 1 grade is 6 percent. However, damage causing addi-
tional defects is almost certain to occur in the process of marketing.
In other words, if the shipper in packing his peck packages uscs a
full 6 percent tolerance at the time of packing, it is probable that
when the package arrives in the home of a consumer the percentage
of defects will be greater. 1t is desiruble that defects be held at the
minimum practical in the consumer package. Consumers, because
of habit and custom in the purchase of potatoes, have come to expect
some defects in the potatoes they buy,  They recognize their presence,
nevertheless, as indicated by the consumer data collected.

Students of the subject frequently raise the question as to why
there should be a difference between grading for wholesale trading
and for consumers. The basis for purchuse on the part of the whole-
sale dealer should be in terms of preferences which are transmitted
to them by consumers. Grading is done for consumers and should,
insofar as possible, be done as carefully as necessary in the first
instance since rehandling is a source of additional ecost. The practice
of grading for wholesale purposes at the shipping point permits the
inelusion of defects and is not accomplished with sufficient preeision
to make the sizing satisfactory. Retailers, therefore, have to do some
sorting for size, or display their stock in bulk lots for the eonswners’
own scleetion.  Retailers frequently find damaged potatoes in their
purchases, which are either discarded or returned to the wholesaler.
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Consumer Recognition of Defects

Since grading should be dene with the consumers’ preferences in
‘view, an attempt was made to find out how closely consumers’ re-
actions to the defects found in potatoes corresponded with the inter-
pretation of these defects by the grading authorities, When potatoes
were being reviewed in the houscholds of consumers, therefore, the
consumer was asked to separate {rom the lot at hand those potatoes
which, in her estimation, contained defects sufficient to make them
undesirable.

When the consumer had made this classification, the inspector
characterized the lot on the basis of defects according to the standards
for U. 5. No. 1 potatoes. The results of these comparisons are shown
in table 78. In more than 40 percent of the cases in which branded
packages were being inspected, the consumer and the inspector
were in agreement as to the number of potatoes which contained
identifiable defects, In about 30 percent, the consuner found fewer
defects than the mspector. The combination of these two shows
that the interpretation of defects in the standards was satisfactory to
nrore than 70 percent of the consumers. In 28.7 percent of the cases,
the consumer found more defects than the inspector in branded
packages. In the inspection of bulk stock, the inspector and the
housewile were in agreement on 43.7 percent of the lots. The inspec-
tor was the more criticalin 36.9 percent of the lots, and the consumer,
or the housewife, was more critical in 19.4 percent. 'The data indicate
thot consumers who purchase branded packages may have been
more critical than those who purchased from bulk stock. This
may also reflect the reason why bulk stock was purchased instead

TasLe 78, —Comparison of defects in polatoes found by housewife and inspector in
branded peck and bulk stock purchases, by sampling periods; Boston, March and
June 19401

i Branded pecks | Tackages for halk lots
; i
Pereeniape  defects Tercentape  defects
f?ngitlﬁ!q‘ found by house- P?;Sﬁ‘;k found by howse-
Sampling period Crop Xfl‘ ort. wife, as compared ;'e ot wife, as compared
;( with those found |4 40 iln' with those found | ...
ng by the inspector K hy theinspector
More l Tess | Bame | More | T.ess | Rame

1 - i —.

i
Numher; Percent Percent) Percent| Percent. Numbtber| Percent| Percent. Percent’ Percent

Mar. 4-Mar, 23 _._ .| O1d___ 149 3u.6 | 28.2 32.2 | 1000 256 4.9 251 40.0 100. 0
Mar, 26-Apr. 6. ... Old___ 110 236 24.6 ] 5LE | 100.0 255 1.3 1% 2 634 100, 0
Junel-June 15, _. Old___ 43 1.6 1 39.5 | 48.9 | 100.0 144 6.0 45. 8 45,2 100.0
Junel-Junels ... New. .. .... B T 81 6.9, 665 20.6| 1:00.0
June 137-June 29| Old_ 25 16.0 | §2.0 | 32.0 ] 100.0 57 . 8.8 ] 19.3 100. 0
June 17-June 29. . __ New._| ... L A S m 4.0 62.4 33.6 100, 0

Total_______f_______ 327 | 8.7 ‘ 33 ' 41.0 | 100.0 870 | 19.4 ‘ 36.9 | 43.7| 100.0

1 These data do not include packages in which neithier the consumer nor the inspeetsr found any defects.
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of branded pecks. Consumers who purchased from bulk by their
own selection were more likely to be satisfied.

These dota indicated that a large percentage of consumers would
have been more satisfied with the potatoes had these defects been
removed, since the removyal of these defects would have removed most
of the damage in the package which the consumer found objectionable,
This indicates that the U. S. grades are probably satisfactory as the
device which producers or other marketing agencies may use in pre-
paring their products for the consumers’ use.

Defects may remain in packages because, in the process of sorting
and packing, it is difficult to remove all of them. A percentage of
tolerance in grades seems necessary because in the handling of a low-
priced commodity, as potatoes, it is often commercially impractical
to remove all the defects, A tolerance is also desirable for contractual
arrangements between buyers and sellers because some damage occurs
in shipment. When packaging potatoes for retailers to sell to con-
sumers on the basis of high quality, however, the goal should be that of
removing as many defeets as possible,

Experience of many shippers in the packing and shipping of potatoes
has indicated that the defects can be held in check to the extent that
most of the potatoes upon arrival at the market will be well within
the limits of tolerance, Such packing, if generally practiced, would
contribute materially to the satisfaction of consumers as well as
reducing some of the rehandling costs of marketing.

Adaprability of United States Grades

In evaluating the usefulness of the Federal grades for potatoces,
producers and shippers should recognize the fact that these were
constructed in such a way that they wonld be useful in a large number
of areas and under a great variety of conditions throughout the United
States. Interpretation of the grades, of eourse, must be left to the
determination of the trained personnel operating within the service.
The determination of the conditions, such as proper light and accessi-
bility of the product for sampling, under which inspections may be
made also must be left to the inspection service.

Growers in most arcas thus find that the standard for U. 8. No. 1
potatoes is generally applicable to the conditions under which they
produce and pack their crops. In arcas, however, where preduction
is more specialized and where growers and packers have more facilities
and experience for grading their crops, it may be desirable to pack
well above the minimum requirements of this grade. In Maine, for
instance, some attention has already been paid to this problem as
indicated by the fact that a considerable volume is graded as U. S,



MARKETING MAINE POTATOES 131

No. 1, size A, and U. 5. No. 1, 2-inch minimum. In both of these
grades, however, there is permissible a wide variation in sizes.

Standardization is one of the mosi desirable attributes of a perish-
able commodity. A high degree of standardization signifies that for
mmportant factors, such as size and percentage of defects, each carlot
closely rescmbles cvery other carlot, and each package within the
carlot closely resembles the aversge for the lot as a whole, When
standardization of this kind has been accomplished and takes into
account preferences of consumers, buying and selling will be facilitated.
In the first place, the product will meet the consumers’ requirements,
and, therefore, be particularly desirable to dealers. In the second
place, with standardization along these lines, losses, because of
rejections of deliveries, will be minimized. These objectives in
standardization are the ones toward which producers should be work-
ing, and objectives in which they are likely to be served best by
cooperative marketing associations, It is necessary, however, that
producers recognize the importance of a highly standardized product
in their marketing program. If they do recognize this importance,
they can adopt & policy of proper grading as one of the major parts
oi their marketing program. Having adopted such a program, the
Inspection Service can be of assistance in putting the program into
practical and effective operation. To accomplish this, the marketing
organization must be willing to follow a consistent standardization
policy and develop the necessary coordination with the Inspection
Service to carry it out. If the attitude or point of view is that of
packing to the limit of tolerances permitted under the grade, the
inspector iImmediately is foreced into a role similar to that of a referee,
working between the buyer and the seller. His services under such
conditions necessarily are limited to those of operating in the settle-
ment of disputes and the maximum benefits that might result from
his operations in improving the quality of potatoes are not obtained.
Growers could cnlist the cooperation of the Imspection Service by
adopting & progressive policy toward grading and packing methods, in
which case growers and shippers would be served better because the
inspections would provide a product more satisfactory to buyers and
consumers,

One of the more important adaptations in the United States
standards is that producers in an area may set up specifications for
grades, using the definitions and interpretations of the Federal stand-
ards, but reducing the tolerances and variations in size. Refinements,
such as these, would result in beiter quality and greater standardiza-
tion in lots and in packages, and the inspection certificate issued inder
these conditions would provide a better description of the potatoes.
When this use of the service is made in connection with brands or
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trade-marks and inspections are made by the trained emplovees of
the Federal-State Inspection Service, the brands will gain character
and standing throughout the industry. Producers of potatoes in
Maine and their cooperative marketing associations should investigate
the possibility of the development of such a procedure for their crops.

The use of the inspectors of the Fruit and Vegetable Inspection
Service has an added value in that it provides a disinterested and
equitable service for individual members of the cooperative marketing
association.  The inspector determines whether or not an individual
member’s delivery is acceptable under the trade-mark and brand of
the association, and the management is relieved of the responsibility
of making this decision. This decreases membership problems which
arise from delegation to the management of this function.

When o large organization engages in the standardization of
products, more efficicney in the use of the services of inspectors may
follow if the service is placed on & contract basis, thereby making the
inspector’s services available to the organization continuously. 1If
work within the organization is carefully planned so that the inspector
is not required to spend too much of his time in traveling from place
to place, the cost per inspection of using the service may be consider-
ably decreased. An organization requiring consistent use of the
inspection service over a considerable period of time should investi-
gate the possibilities of this use of the inspection service for the purpose
of making its own product more satisfactory to its customers and its
operations more satisfactory to its members.

Consumer Preference as a Basis for Grades

Outstanding among the preferences of consumers was that for
uniform size. (Fig. 31.) Over 71 percent of those interviewed in
Mareh indicated that a wide range in size in an iIndividual package was
not desirable. Of about equal importance was the preference for
certain sizes of potatoes. Of about 74 percent of the consumers
reporting a definite preference for size for baking, almost 63 percent
preferred them to be 2% inches or over, whereas over 10 percent pre-
ferred them less than 2} inches in diameter. Very few of the con-
sumers reported & preference for potatoes for any use as small as 2
inches in dinmeter, and almost as few reported a preference larger
than 3 inches.  More consumers reported preference of size for baking
pointoes than for any other use, and most consumers reported as
satisfactory a range in size not exceeding % inch in diameter.

These preferences for uniform size and for potatoes of medium
size were Important since it has not been the practice of most pro-
ducers lo size potatoes in this way. Producers should carefully review
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Figure 381.—Variation in consumer packages of potatoes. Two peck packages
bearing the same brand and purchased in the same retail storc at {he same price
early in April 1940. One is badly sprouted and averages small in size; the
other is relatively clean and of acceptable size, A consumer satisfied with one
would rarely be satisfied with the other.

their packing procedure and study the costs which are likely to be
ineurred In putting up packages for consumers in such a way that
these sizes would become available to those wishing to pay average
or slightly higher prices for them. Potatoes not so carefully selected
as to size should be offered for sale at lower prices, in view of the fact
that prices at which a large volume can be sold ean not be materially
above the average for the market.

Based on other reports of preferences by consumers, potatoes to
be sold at premium prices should, if possible, be elean and bright,
although the preferences for clean and bright potatoes were not so
marked as those for properly sized and uniform potatoes. The fact
remains that the proportion of families reporting preferences, with
reference to uniformity, size, cleanness, and brightness, lncreased
as the family income increased, pointing to the fact that consumers
who have these preferences in the largest degree are also those con-
sumers who are best able to pay for them.

In the matter of cooking qualitics, consumers prefer potatoes that
are dry and mealy. This is probably directly related to the strong
preference for potatoes for baking. Dryness and mealiness are largely
varicty characteristics, and producers should take account of them
insofar as practical by producing varieties in which these character-
istics are inherent.

The research showed a lack of standardization in consumer pack-
ages, boih in sizes and in defects. 1t also showed many consumers
making personal selection from bulk lots of potatoes to satisfy their
family requirements. It indicated that consumers prefer a package
closely sized and that most of them prefer potatoes from 2} to 3
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inches in diameter. It further indicated that careful removal of
potatoes having defects as described in connection with the U. 8.
No. 1 grade would increase consumer satisfaction, Consideration of
a grading program should take these preferences into account. Such
a program would embrace the following ideas:

1. Sizing of table stock fc;r use in brands for sale in large volume from a mini-
mum of 244 inches to & maximum of 3 inches in diameter, using the present defini-
tion for damage under the U. 8. No. 1 grade, but packing to a lower tolerance
limit in order that the 6 percent tolerance would rarely be exceeded in any bag

at destination.
2, A grade sized under 2¥ inches in diameter for sale where dictated by price

competition.

8. The packing separately of potatoes over 3 inches in diameter for sale to
restaurant irade and in cases in which special demand recornmends them,

4. The packing of “Bakers,”’ sized from 2% to 2% inches or from 2% to 3 inches,
and removing all defects possible from these two premium grades.

Strict control of grading should be exercised. It is important that
buyers have complete confidence in the grades, since this practice
will reduce selling costs and losses occasioned by refusal of buyers to
accept deliveries.

APPENDIX—SAMPLING PROCEDURE

THE AREA sampled included the city of Boston and the 13 cities

and towns in the Boston metropolitan district which, according
to the State ecnsus of 1935, had a density of population of more than
5,000 persons per squarc mile.  The population, Iand arca, and persons
per square mile for each of the selected cities and towns as well as for
the sampling arca as a whole are shown in table 78. With approxi-
mately 1,500,000 persons living in an area of 105 square miles the
average density of population was somewhat more than 14,000 per-
sons per square mile, but there was considerable variation ranging
from approximately 5,000 in Melrose to more than 25,000 in Somer-
ville. Boston proper had close to 19,000 persons per square mile in
1935.

Shaded areas in figure 32 show that, with the exception of Brook-
line, all the cities and towns with mere than 5,000 persons per square
mile were located north of Boston proper. The selection of these
suburbs resulted in a fairly compact sampling area as compared with
the entire Boston metropolitan district and permitted a larger number
of schedules to be gathered with the resources available to the project.

For consumption of potatoes the family was considered the most
feasibly unit of measurement. The number of family reeords taken
in each of the cities and towns was in proportion to the number of
families in the entive arca of study. For example, 53.5 percent of the
total number of familtes within the arca sampled were located in
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TasLE 79.—Population and density of population of cilies and lowns in sampled
areas— 1935 census

Popila. | Tand Persons ' Persons
. opiila- an T ‘. ) -
City or town tion area sql;l)lﬁare Uity or town Pttgllga Ia;ggid sq?leffm
mile mile
Sguare Square

Number | miles | Number Number | miles | Number
Arlington 38, 539 5 18 7,440 5 8.21 7,484
Belmont. 24, 831 4. 59 5. 410 4,73 5 128
Boston .. 817,713 | 43.18 18, 937 505 5, 846
Brookline 50,319 6. 62 7,601 . 3.9 25, 542
Cambridge. 118,075 6.25 18, 892 X - 35, 327 4. 06 R, 524
Chelsea_ 42,673 1.86 22,942 || Winthrop .._ L. 17,001 1.55 14, 968
Everett.. o 47,228 3.36 14, 056
Malden_ ._____..__._. 57,277 5.08 11,275 Total or average___.(1, 47L 275 | 104. 55 14,072

Boston; consequently, 53.5 percent of the records were taken in
Boston.

Locations were selected from the city directories by the use of
“Tippet’s Random Numbers.” Each location was the nucleus of
four consumer records. Xight records per day were considered a
reasonable number for each enumerator on this basis. For each loca-
tion there was a specific address; the enumerator then selected three
additional addresses according to a definite pattern. Starting from
the key loeation, he was instructed to take the sccond record two
blocks north, the third two blocks east of the second, the fourth two
blocks south of the third.

This plan counteracted any tendency on the part of an enumerator
to confine his activity to a very small area for each series of four
records. There may have been some bins toward one type of dwelling;
also, records could not always be obtained at all contacts. Whenever
refused, the enumerators were instructed to take the next dwelling,
ete., until a record was eventually obtained. These refusals, however,
did not tend to move the enumerators out of the area set up in the
pattern of contact. KFach man was responsible for the sclection of
families to replace those where there was no response to his call or
where the consumer would not cooperate in completing a record.
Telephone contacts were made with a few consumers whose names
appeared on the records, to check the activity of the cnumerators.
The enumerators were licensed Federal-State fruit and wvegetable
inspectors, qualified to apply United States standards in classifying
potatoes on hand in homes of Boston consumers. These men were
selected as enumerators because, understanding quality and grade
terminology, it was possible for them to standardize consumer respon-
ses more precisely. ‘The interview was conducted in the home over
the remaining part of the last purchase of potatoes. This served
further to standardize responses, particularly with respect to prefer-
ences for sizes and the recognition of defects.
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FIGURE 32 —BOSTON METROPOLITAN DISTRICT.
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The Native White, the Trish, Ttalian, Jewish, and Negro groups,
from the standpoint of number, were the most important race or
nationality groups in Boston and nearby communities. Since it
was assuined that the consumption of potatoes would differ among
these groups, the enumerators were asked to classify the families inter-
viewed according {o the race or nationality of the bead of the family.
1t was also assumed that the number of generations in this country
was not Important if nationality habits and customs persisted;
therefore, an Ttalian or Jewish family of the sccond or third gencration
in this country which retained its racial or national traits was classified
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as Italian or Jewish—not as Native White.3 The groups designated
were Irish, Italian, Jewish, Negro, and Unclassified White. The last
classification included the Native Whites, nationalities other than the
predominating groups given above, and some White families who
refused to admit foreign origin.

Under “Size of Family” were included all persons in each household
with the exception of infants not yet old enough to eat potatoes.
Records were not taken of families which included more than two
roomers or boarders, since it was considered that such a household
was not a typical family,

Family income was a third important population factor because
it had a direct influence upon consumer buying habits. Weekly

FIGURE 33.—IRISH FAMILIES, BY SIZE OF FAMILY GROUP, AS RE-
LATED TO TOTAL FAMILIES REPORTING THE USE OF POTATOES.
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FIGURE 34—ITALIAN FAMILIES, BY SIZE OF FAMILY GROUPS, AS
RELATED TO TOTAL FAMILIES REPORTING THE USE OF POTA-
TOLES.
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Ttalian Families Were 10.8 Percent of the Total Reporting.

family income, as used in this study, was defined as the salary or
wages of the head of the family, plus any other items regularly made
available for current living expenses. The monthly rental figure
obtained by the enumerators provided 2 means of estimating weekly
family income in those instances when this information was not
given dircetly.

Data were gathered in four complete and separate samples from
the population deseribed in figure 37 and table 79. This procedure
provided check data for both the sampling procedure and the results
of the survey. Samples one and two were taken from March 4 to
April 6, 1940, In most respects Chi Square tests indieated that
these two samples could be considered homogeneous, and they were
combined. Samples three and four were taken from June 1 to June



MARKETING MAINE POTATOES 139

29, 1940. Although these two samples were homogeneous insofar
as population characteristics were concerned, in many ways they were
not so with respect to the produet attributes being studied, and,
therefore, were frequently presented in several parts showing these
differences where they existed, The sampling method used was
particularly adaptable to pointing out seasonal changes which occurred
in the progress of the study.

Chi Square tests were used extensively to judge homogeneity of
the various parts of the sample as compared with each other. A
comparison of cach of the four samples with the total of all of them
with reference to the number of persons reporting in each race or
nationality group is shown in tzble 80. Using a probability of 0.05
as roughly indicative of two standard deviations, table 80 shows
that the samples on a race or nationality basis were all satisfactorily

FIGURE 35.—ITALIAN FAMILIES, BY AVERAGE WEEKLY INCOME
GROUPS, AS RELATED TQ TOTAL FAMILIES REPORTING USE OF
POTATOES.
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in agreement with the total {or all four samples and may be assumed
to have been drawn from a population represented by that total.
Since the selection of the locations was by random procedure, this
agreement between samples supports the probability that the locations
themselves represent a statistically relisble basis for study of the
populations sampled.

A comparison of the four samples on the basis of number of persons
in the family is shown in table 81, Here, using a probability of 0.05
as & measure of the limit of satisfactory agreement, it 1s seen that the
third sample barely meets this requirement. The differences show
that the reason for this lies mostly in the inclusion of foo many
families of one and too few families of four. Taken as a whole, the
samples conform to the usveal rules of acceptability of random samples.

A comparison of the “goodness of fit”’ of these four samples on the
basis of family incomes is shown in table 82,  On this basis, although
previous tests indicated that samples one and two, as well as samples
three and four, were to be considered as homogeneous when compared
with each other, the March and June aspects of the samples were
different. The authors are of the opinion that the seasonal aspects
of employment, as well as the fact that a national defense program
was beginning to get under way, caused an actual change in the income

TaBLE 80.—Calculation of Chi Square for 4 samples of Boston families, by race or
nationality groups, March and June 15940

i - !
! Sample 1 ‘ Rample 2 I Sample 3 Sample 4
Raece or natiopality j—— = —— o — - -——- - ‘Total
Actual Expected‘ Actual | Expected| Actusl | Expected| Actual | Expected
rish ... ... H 17 19032 196 194. 01 191 1687. 59 148 153.08 0%
Ftalian. . .... : 3 90). 44 99 4218 80 | 7. 64 83 T4 333
Jewish. .. __. 1 47 50.75 L 51.74 40 44. 69 45 4. 82 184
Negro .. ... H 34 34,02 33 34. 67 26 29.95 31 27.36 126
Unclassified white_ 535 813,47 H10 523. 40 437 452,13 420 413.00 1, g
Total._.__... 879 /79,00 866 896, 00 74 774. 00 TOT 707. 00 3, 254
DIFFERENCE
I

Irish . - 20. 32 + 199 + 23. 41 -
Italian. + 2. 56 —+ 4. 82 -+ .36 -
Jowish - —_ 375 =+ 4.26 - 4.69 4+
Newro. I - .02 4= .33 - 2.95 +
Unclassified white. . + 2033 — 13. 40 - 15, 18 -+

|

CHI SQUARE
Irish .. ... 2.170 0.020 3.270 0.169 5.629
Ttalian .._._._._. 072 505 002 1.304 1.883
Jewish .. 27 351 492 428 1.548
Negro . e - 00 N3 521 484 1,008
Unclassified white. . 903 3 306 119 1871
Total _. 3.422 1.222 4.791 2 504 11.939

n=_ _ _._........ ... 4 4 4 4 1
Pe_ o 0.30 to 0.50 0.80 to 0.90 0.30 to 0.50 0.50 to 0.70 130 to

| . D

| ¥
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characteristic of the population of Boston between March and June,
increasing materially the number of familics receiving an income of
about $40 per week in the latter month,

Although Chi Square analysis was used liberally throughout the
process of analyzing the sampling material presented, another type
was employed on certain parts of the first and the second sample, as
illustrated in the following. This procedure, although not identical
with that of Chi Square, is yet so similar that in many cases its
results may be substituted, for all practical purposes. Table 83
shows the percentage breakdown of the various race or nationality
groups in the first and second samples. It shows, for instance, that
20.6 percent of the familics enumerated were of Irish descent, that
10.8 percent were Italian, that 5.8 percent were Jewish, 3.9 percent
were Negro, and the great bulk of the sunple, or 58.9 percent, were

FIGURE 36 —NEGRO FAMILIES, BY AVERAGE WEEKLY INCOME
GROUPS, AS RELATED TO TOTAL FAMILIES REPORTING THE
USE OF POTATOES.
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TapLe 81.—Caleulation of Chi Square for 4 samples of Boston families by number of
persons per family, March and June 1340

Sample 1 Sample 2 Sample 3 Sampled
Persons in family Total
Actuel | Expected| Actual | Expected] Actual | Expected] Actual | Expected
16 25,38 24 25. 87 33 22 34 2t 20. 41 R
188 175. 80 174 183, 27 163 158.32 141 144,61 666
188 201. 12 193 205, 01 192 177.10 172 161. 77 745
182 174.94 199 178.32 131 154.04 136 140,70 H48
124 127.15 144 129, 62 98 111. 4% 165 102, 27 471
H0 21 69 78.70 75 4$7.99 62 62. 10 286
46 41. 84 42 42.45 36 36.85 31 33.66 155
55 51. 56 51 52, 56 ) 45.40 39 41. 48 9
879 879.00 896 896,00 74 774.00 707 707.00 3, 256
DIFFERENCE
- 9 38 - 1,87 -+ 1. 66 + 0.5 . ...
+ .20 - 9.27 + 4.68 - 3.6 ...
- 1312 - 12.01 + 14. 90 + 023
-+ 7. 06 -+ 2. 68 - 23,04 - 4.70 |.
— 315 + 14.38 - 13. 96 + 2713
-+ 2.7 - 9.70 + 7.01 - 0|
+ 4. 16 - s - .85 - 206 [ . ..
+ 3. 44 - 1. 56 + .60 - 2.48 b _
CHI 8QUARE
0.135 5.086 0.017 8, 705
469 138 090 1071
04 1.254 647 3. 461
2.308 3.446 LT fi. 286
1.595 1.741 073 3. 457
1.196 Ny~ 000 2.020
19311 20 210 654
046 000 143 124
6.553 12,408 1.342 26. (48
7 7 7 2t
0,30 te 0.50 0.05 to 0.10 0.98 to ¢.99 4.20 to
30

classified as Native White, including a few of unclassified White origir.
With reference to the 20.6 percent of the total population sampled
which were classified as Irish, the problem is raised, does the 20.6
percent distribution of the Irish hold true within each size-of-family
group?

Figure 83 was drawn in such a way that the solid line represents
20.6 percent of the number of families indicated at the base of the
table. For instance, for 400 families, 20.6 percent represented about
§2 Irish families, and for 200 families, 20.6 percent would include
about 41 Irish familics. The two dotted lines in figure 33 are drawn
in such a way that they represent two standard deviations from the
solid line. These lines were drawn by applying the general sampling

formula 2 for standard deviation of a sample, namely, 2‘ /En—q If, in

the scatter diagram, the location of a point representing a family
group fell so close to the solid line as to be inside of the dotted line,

3 Bee Yule, (3. UL and Keopdall, M. (i. An Inircduction to the Theory of Statistics. 11 ed. 1937, ch. 19,
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then the difference would not be considered as greater than one which
might be expected to result from the use of sampling methods.  Figure
33 shows that for all family sizes tabulated, the Irish were in suffi-
ciently close agreement with the total number of family sizes for the
entire sample, so that the differences could be considered merely
those fluctuations which occur through the use of sampling procedure
and there is no reason to suppose that in matters of family size the
Irish are any different from the average of the total population of
the area.

In figure 34, the same type of analysis was applied to Italian fami-
lies which comprised 10.8 percent of the total sample. Here the re-
sults were different, since among the Italians there is a tendency
for small families to appear in less-than-average proportion, while
families of 7 or more were present in more-than-average proportion
The importance of this figure is that it shows that wherever size of
family is important in the analysis, Italian families are likely to be
represented in less-than-average proportion among small families,

TarLe 82.—Calculation of chi square for four samples of Boston families by family
income groups, Boston, March, and June 1940

. i Sample 1 Sample 2 Sample 3 Sample 4
e Total
i Actusl { Bxpected] Actusl | Expected| Actusl | Expected| Actual | Expected
$150rless.. . R 86 73.16 B4 74.58 49 64. 42 52 58.84 271
$16-825 ______. . 190 188.71 26 192. 35 15 166, 16 132 151.78 694
.- .. 260 261. 32 286 266. 18 214 230 11 208 210,19 968
160 18R. 71 185 192.35 260 186. 16 174 151.78 5%
114 103. 93 04 105.95 a7 81. 50 80 83. 60 385
§ 54 48, B 30 44, 81 52 43.03 45 39. 30 181
$76ormore___. .. .. 15 14,31 11 F4. 58 11 12.60 16 11. 51 63
Total..____ 879 879. 00 806 896.00 774 77400 07 707.00 3, 256
IM¥FERENCE
A bo1msd + 9.42 J - 15,42 - 6.4 |
-+ 1.2 + 33460 — {5. 16 — 19.78 |.
- 1.32 - 19.62 ! + 16,11 —+ 2.19
- 28,71 - 27.35 + 31.84 -+ 2222
- 1007 - 11.95 - 5.48 - 3.680
-+ 514 - 14. 81 + 897 + 570 .. _ .
$76 or more ___ . _ + .69 - 3.38 — 1.60 -+ 4.49 |.
|
CHI SQUARE
$thorless . . 2,253 1. 1%y 3. 601 . 795 7.929
009 5. BR 1. 383 2.578 9. 856
007 1. 445 1.123 L 002 2. 582
4. 388 3,839 6. 891 3.253 18, 401
. 976 1.348 328 . 155 2. 807
. 54 7.878 1.870 L5827 11,115
$76 or mote 033 870 203 1.752 2. 867
Total._____.__ | 8. 186 22.515 15. 494 9,362 55, 557
v L [ 6 6 6 18
P= . - 0.20t0 0. 30 [, 0.01 to 0.02 0.10 to 0. 20 .
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FIGURE 37— UNCLASSIFIED WHITE FAMILIER, BY AVERAGE WEEK-
LY INCOME GROUPS, AS RELATED TO TOTAL FAMILIES REPORT-
ING THE USE OF POTATOES.
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Uneclassified White Families Were 58.9 Percent of the Total Reporting.

and more-than-average proportion among families of 7 or more.
Figure 35, again for ltalian families, shows that this population group
had 8 tendeney toward low income because incomes of $10 and $20
per week occurred in more than average proportions for the population
as & whole; whereas incomes of $40, $50, and $65 were present in less-
than-average proportions, These two figures show that large families
and low incomes were characteristic of the Italian section of the Boston
population.

Figure 36 shows that, like the Italians, the Ncgroes tended to have
lower-than-average incomes, indicated by the fact that a larger-than-
average proportion had incomes of only $10 per week, whereas no
Negro families reported incomes of $50 per week or more.  Figure 37
shows that the opposite is true for the unclassitied Whites, Incomes
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of $50 or more were found in greater-than-average proportions, while
incomes of $10 and $20 were found in less-than-average proportions.

TasLe 83— Number of families using potatoes classified by nationalily and size of
Jamily groups

Perspns io family

Natiopalits ‘ T T T Total |centage

oo Tar of total
1 2 i 3 . 4 1 5 6 more

Nunher .\’umberk\'n mber Number' Number' Number| Number| Number| Percent
32 43

11 L T S 53

Irish - ———- 366 20,6
Italian_____..___ 1 v 26 49 kil 19 40 142 10. 5
Jewish — 1 2 25 2 13 12 ] 3 5.8
Negro___. 7 ‘18 11 13 & 7 8 69 3.9
Tnelassificd white . 20 241 235 4 216 167 9 97 | .45 549

Total ... .. 40 362 { 381 381 ‘ 268 ' 149 194 1,775 100.0

This type of analysis was applied to all the combinations of nation-
ality, size of family, and income in the sample. In most instances,
ag in figure 33, no significant differences for individual groups was
found. The important variations from this were those shown in
figures 34 to 37. In addition, it was found that families of one tended
to have low incomes; this is because families of one were very likely
to be composed of single women with clerical oceupations, or retired
women unemployed.

In the third and fourth family samples, this procedure of analysis
of the data was nhot used, but all population groups were subjected
to similar Chi Square analysis with similar results.
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