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Upfront

Quick, Comprehensive, Accessible

Information From ERS

USDA’s Economic Research Service offers up-to-the-minute analysis and data
on current situations as well as forecasts on market conditions.

Keeping current . . . Situation and Outlook reports provide both intelligence and
historical data on national food and agricultural developments, and forecast the
effects of changing conditions and policies on domestic and international agri-
culture. These reports discuss factors affecting land values, production costs, fi-

nances, world trade, and energy.

Monthly updates to give you the facts—fast . . . Livestock and Poultry Update
looks at commercial production and slaughter, livestock and meat prices, costs
and returns, and imports and exports. U.S. Agricultural Trade Update covers the
monthly farm and trade balance, U.S. farm imports and exports by quantity
and value, and leading exports and exporters. Cotton and Wool Update reports
on U.S. growing and ginning conditions, domestic and world production and
consumption, U.S. prices, imports and exports, and the U.S. textile situation.

Report summaries are released at 3 p.m. ET on the dates shown for the first half
of 1993. Complete reports are available about 2 weeks later. World Agricultural
Supply and Demand Estimates reports and updates are issued in their entirety on
the indicated dates. For subscription information on any of these reports, call
toll-free 1-800-999-6779. For details on electronic access to these reports, call 202-

720-5505.

Africa & Middle East: 6/17
Agricultural Exports: 2/25,5/27
Agricultural Income & Finance: 2/17,
5/28

Agricultural Outlook: 2/19,3/18, 4/19,
5/19,6/18 1

Agricultural Resources™:2/12,4/20,
5/13,6/22

Aquaculture: 3/24

China: 6/30
Cotton & Wool: 2/24,5/26
Cotton & Wool Update:1/4,2/2,4/5,5/4

Dairy:1/22,4/21,6/23

Feed: 5/24

Feed Yearbook: 2 /26
Former USSR:5/18
Fruit & Tree Nuts: 3/17

Industrial Uses of Agricultural Materials:
6/28

Livestock & Poultry:1/15,2/23,5/14
Livestock & Poultry Update: 1/22,2/22,
3/22,4/23,5/21,6/25

Oil Crops:1/21,4/23
Rice: 4/22

Sugar & Sweeteners: 3/12
Sugar & Sweeteners Yearbook: 6/16

Tobacco: 4/2,6/11

U.S. Agricultural Trade Update:*1/19,
2/22,3/22,4/20,5/20,6/21

Vegetables & Specialties: 4/27

Western Hemisphere: 6/3
Wheat:5/20

Wheat Yearbook: 2/18

World Agricultural Supply & Demand:
1/12,2/10,3/10,4/12,5/11,6/10

*“Tentative dates. 'Series include: 2/12 Inputs; 4 /19 Agricultural Land Values Summary; 5/13 Cropland,
Water, & Conservation; 6 /22 Agricultural Land Values & Markets.
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Food Prices

1991 Rise in Retail Food
Prices Was the Smallest

ith lower farm prices
for some commodities
and the downturn in

the general economy, retail food
prices rose in 1991 by the smallest
amount since 1985. As measured
by the consumer price index (CPI),
food prices rose 2.9 percent in 1991,
compared with 5.8 percent in both
1989 and 1990 (table 1).

Prices for food sold in supermar-
kets and grocery stores rose more
slowly than at eating places, revers-
ing the trend during the past 4
years. The CPI for food sold in su-
permarkets and grocery stores
(food for at-home consumption)
rose 2.6 percent in 1991. The CPI
for food in restaurants and fast
food establishments (food away
from home) rose 3.4 percent, the
smallest increase since 1965. Both
components rose more slowly than
the 4.2-percent increase in the CPI
for all goods and services.

Farm prices were lower due to
larger supplies of red meats, poul-
try, dairy products, and orange
juice. A sluggish economy damp-
ened rises in processing and distri-
bution costs. On the demand side,
a reduction in disposable personal
income (adjusted for inflation)

The author is an agricultural economist with the
Commaodity Economics Division, Economic Re-
search Service, USDA.

Since 1985

Ralph Parlett
(202) 219-0870

squeezed consumers’ budgets and
their expenditures for food.

Record Meat Supplies
Capped Price Increases

Moderation in price increases
for meats and a decline in poultry
prices were the major factors in

keeping the CPI for food rising
slowly in 1991. Meat and poultry
account for a large share of con-
sumer food expenditures (about 21
percent) and, therefore, have a
strong influence on the CPI for
food.

Record livestock supplies kept a
lid on meat prices, as farmers ex-

Larger supplies and lower prices of chickens and turkeys pushed down
the CPI for poultry.

FoodReview
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Food Prices

Table 1

Annual Rise in Retail Food Prices Was Much Smaller in 1991

Fresh vegetables

Processed fruit and vegetables
Cereals and bakery products
Sugar and sweets

Fats and oils

Nonalcoholic beverages
Other prepared foods

Food away from home

panded production in response to
the high prices of previous years.
Larger beef and pork supplies
started showing up in the second
half of 1991. By the third quarter,
retail prices began dropping. How-
ever, the price declines were not
enough to offset the increases in
the first half. Although the CPI for
red meat rose, the increase was a
third less than in 1990.

Poultry production grew 5 per-
cent in 1991. The relatively high
prices for red meat at the begin-
ning of the year kept consumer de-
mand for chicken and turkey
strong and poultry prices stable.
When red meat prices fell in the
third quarter, prices for chicken
and turkeys also dropped, pushing
down the CPI for poultry.

Large supplies of milk, espe-
cially at the beginning of the year,
forced an abrupt change in the CPI
for dairy products. Retail dairy
prices rose to a 10-year high in
1990, following low milk produc-
tion and strong consumer demand
for processed products. As produc-
tion rebounded in early 1991,
lower farm prices moderated retail

Annual percent change in the CPI

5.8 5.8 2.9
6.5 6.5 26
40 10.1 3.1
6.4 8.0 2.8
6 14.7 3.3
9.9 2 =8
45 22 1.1
26.6 4.7 -2.3
6.6 9.4 =11
6.6 12.1 13.5
10.7 5.6 22
6.3 6.2 -1.9
8.4 5.7 4.1
4.7 44 3.7
7.2 42 43
3.5 20 5
6.4 4.5 4.5
4.6 47 3.4

prices. As the year progressed, re-
tail prices started climbing again as
milk production fell slightly. How-
ever, the 1991 CPI for dairy prod-
ucts declined as lower prices for
fresh milk offset the higher prices
for processed products.

California Freeze Drove
Up Fresh Fruit Prices

Prices of fresh fruit rose 13.5 per-
cent in 1991 after a severe freeze
late in December 1990 damaged
California citrus fruit. Since Califor-
nia supplies 80-85 percent of fresh
oranges each season, the loss
greatly reduced supplies, and
prices climbed sharply.

With oranges priced high and in
short supply, consumers shifted to
other fruit. The added demand
pushed up prices for these substi-
tutes as well, raising the CPI for
fresh fruit.

In contrast, the CPI for proc-
essed fruit dropped in 1991. Flor-
ida’s crop of oranges for juicing
was particularly large, resulting in
expanded supplies—and, there-

July - September 1992
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fore, lower prices of frozen concen-
trated orange juice.

Vegetable prices, for both fresh
and processed, were up in 1991.
The CPI for fresh vegetables rose
due to sporadic supplies of lettuce,
tomatoes, peppers, and cucumbers
caused by unusual weather pat-
terns.

Sluggish Economy
Reduced Buying Power

The downturn in the general
economy in 1991 had a greater ef-
fect on retail food prices than did
fluctuations in commodity prices.

Consumer demand for food was
dampened. Real per capita dispos-
able personal income (income after
taxes and adjusted for inflation)
shrank by 1.3 percent in 1991. With
less buying power, food expendi-
tures often get cut down in order to
pay fixed monthly expenses, such
as loan payments and rent. Higher
priced foods with added services,
such as prepared foods and restau-
rant meals, are generally sacrificed
in favor of less expensive and more
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basic foods, such as those prepared
from scratch at home.

With budgets squeezed, total
food expenditures rose less than
the increase in prices, 2.6 percent
compared with 2.9 percent. When
combined with a growing popula-
tion, the small increase in expendi-

Figure 1

Farmers' Share of Consumers' Food Dollar Cohtinues To Slide

Farm share of retail price
(percent)

10 —

20 =

1981 83 85

tures relative to prices implies that
the quantity of food and related
services purchased declined. Be-
cause the price index is for a fixed
basket of foods, it is impossible to
know if consumers bought less
quantity or switched from higher
priced value-added foods (such as
frozen french fries) to more basic
foods (such as raw potatoes).

Farmers’ Share of
Food Prices Fell

The farm-value share of food
purchased in grocery stores—the
proportion of the retail price that
farmers receive—decreased from
30 percent in 1990 to 27 percent in
1991 (fig. 1), reflecting both lower
farm values and higher costs of
processing and marketing services.

The average farm value of food
fell over 6 percent in 1991, reflect-
ing lower farm prices of most com-
modities. Of the 10 categories of
food prices tracked over time
(called the market basket—see

FoodReview
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box), the farm value for 9 declined.
Decreases in farm value were larg-
est for processed fruit and vegeta-
bles (16 percent), dairy products
(11 percent), fresh vegetables (11
percent), and fats and oils (9 per-
cent) (table 2). The farm value of
fresh fruit increased 37 percent, re-
flecting effects of the California cit-
rus freeze.

The farm value of red meats and
poultry products declined, as
prices paid to farmers for livestock
fell. The farm value for red meat
(which accounted for 36 percent of
the market basket) fell 6 percent,
and the value for poultry dropped
5 percent.

Sharply lower producer prices
for fluid milk depressed the farm
value of dairy products by 11 per-
cent. A half gallon of fluid milk re-
tailing for $1.37 returned the
producer about 54 cents in 1991, 9
cents below 1990 (table 3).

The farm value of cereals and
baked goods declined 6 percent in
1991, mainly due to lower prices of
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wheat and rice. Farmers re-
ceived 3.4 cents for the wheat
in a 1-pound loaf of bread sell-
ing for 71 cents. The 1991 farm

Table 2

The Gap Between Farm and Retail Prices Widened for All Food Groups in 1991

value of other bread ingredi-

ents, mainly shortening and -

sweeteners, was 0.6 cents. Index (1982-84 = 100)— Percent—
Market basket:

p—— Retail price 94.7 1335 137.4 38 2.9
Farm-to-Retail Price Farm value 998  113.1 106.1 6 52
Spread Widened Fan’tr-fo—retonl spread 92.1 144.5 154.2 53 6.7

With retail prices up, farm Retail price 96.0 128.5 1325 3.3 3.1
value down, and food process_ Farm value 97.0 116.8 110.0 13 -5.8
ing and markeﬁng expenses up, D;::yrfn-fo—refcil spread 95.1 140.4 155.6 54U 10.8
the farm-to-retail price spread Retail price 97.4 126.5 125.1 25 s
widened in 1991 (table 2). The Farm value 1019 1017 M8 1 s
increase was lower than last Farm-to-retail spread 93.2 149.5 157.5 5.4 54
year’s, but higher than the 1981- Poultry:

91 average. Retail price 97.5 132.5 1315 30 -8
Farm value 94.5 107.6 102.5 .8 -4.7

Several factors expanded the Farm-to-retail spread 1007 1611 164.9 5.1 24
price spread, including greater Eggs:
use and higher prices for proc- Retail price 95.9 124.1 121.2 24 2.3
essing and markeﬁng inputs' Farm value - 99.0 108.0 100.9 2-6 .6
For example, new products, Farm-to-retail spread 90.4 153.2 157.6 5.7 2.9
such as microwavable foods SR O Dxory:

% % Retail price 92.3 140.0 145.8 4.7 4.1
have increased the use of pack- Farm value 109.6 90.5 85.3 25 5.7
aging materials, while instore Farm-to-retail spread 90.2 146.9 154.3 55 5.0
services such as salad bars and Fresh fruit:
bakeries require more labor. Retail price 88.3 174.6 200.1 8.5 14.6

. : : " Farm value 87.4 128.3 5.1 i 37.0
Frices of inputs used in process Farm-to-retail spread 886 1959 2113 9.1 7.9
ing and marketing food rose an Fresh vegelables:
average 2.6 percent in 1991, as Retail price 937 1511 1544 5.1 22
measured by the ERS Marketing Farm value 103.6 124.4 110.8 7 -109
Cost Index. Farm-to-retail spread 89.8 164.9 176.8 70 72

5 g Processed fruit and vegetables:

The farm-to-retail price Retail price %5 1327 1302 35 1.9
spread for meats increased Farm value 105.6 144.0 120.6 1.3 -16.3
about 11 percent in 1991, the Farm-to-retail spread 89.2 129.1 133.2 4.1 32
largest increase among the 10 Fag and oils: Gis - . e =
market basket food groups. etail price - . - : '

] group Farm value 100.4 107.1 97.7 -3 -8.8

Much of the increase reflects Farm-to-retail spread 98.3 133.4 144.3 39 8.2
a 14-percent increase in the Other prepared food:
price spread for beef. Retail price 97.01 1312 137.1 3.9 4.5

. Farm value 97.31 117.1 104.7 .8 -10.6

Processors and retailers were Farm-to-retail spread 96.91 133.4 142.3 44 6.7

able to widen their price spread
(margins) as cattle prices fell.

'Data for 1982.
For several years, processors
and retailers resisted raising
margins when cattle prices were
rising. They were reluctant to . ’ TR
pass on all price increases so as to price spread for beef increased The farm-to-retail price spread

only about 11 percent, while the
farm value rose 35 percent and re-
tail prices went up 24 percent.

for pork increased about 6.5 per-
cent in 1991 after farm prices fell.
In 1990, the retail price spread

minimize decreases in consumer
demand. From 1986 to 1990, the

July - September 1992
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Table 3

Animal Products Returned to Farmers the Greatest Share of Retail Prices

All foods

Animal products:
Eggs. Grade A large, 1 doz
Beef, Choice, 1 Ib
Chicken, broiler, 1 Ib
Milk, 1/2 gal
Pork, 1 1b
Cheese, natural cheddar, 1 1b

Fruits and vegetables:
Fresh—
Oranges, California, 1 Ib
Lemons, 1 Ib
Potatoes, Northeast, 10 Ibs
Apples, Red Delicious, 1 Ib
Grapefruit, 11b
Lettuce, 1lb
Frozen—
- Orange juice concentrate, 12 fl oz
Broccoli, cut, 1 Ib*
Pecs, 11b®
Com, 1Ib*
- Green beans, cut, 1 Ib*
Canned and bottled—
 Apple juice, 64-0z bottle*
Apple sauce, 25-0z jar*
Peas, 17-0z can*
Corn, 17-oz can*
Pears, No. 2-1/2 can*
Peaches, cling, No. 2-1/2 can*
Green beans, cut, 17-oz can*
Tomatoes, whole, 17-0z can*
Dried—
Beans, 1 Ib*
Raisins, 15-0z box*

Crop products:
Sugar, 11b
Flour, wheat, 5 lbs
Shortening, 3 Ibs
Margarine, 1 Ib
Rice, long grain, 1 Ib

Prepared foods:
Peanut butter, 1 Ib
Potato chips, regular, 1-lb bag
Pork and beans, 16-0z can*
Frozen chicken dinner, fried, 11 oz
Frozen potatoes, french fried, 1 Ib
Bread, 11b
Com flakes, 18-0z box*
Oatmeal, regular, 42-0z box*
Com syrup, 16-oz bottle*

*January-June 1991 average. N/A = Not applicable.

—Dollars—

N/A

99
2.88

2:16

A1
1.21

va
1.67

1.38

N/A
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jumped 11 percent when pork sup-
plies were limited and prices were
up.

Fluctuations in the marketing
spread for beef and pork partly re-
flect retail merchandising practices
designed to maximize total meat
department sales and profits. Re-
tailers may minimize price changes
for customers by not fully adjust-
ing margins with each change in
commodity and marketing costs.
Added revenues from one meat
may offset lower revenues from an-
other for a period. But over time,
each meat must generate its share
of profits, and margins will adjust
to cover all costs. (For more infor-
mation about meat price spreads
see, “Meat Price Spreads Are Not
Proof of Price Gouging,” in the Oc-
tober-December 1991 issue of Food-
Review.)

The price spread for poultry
rose only 2 percent in 1991, com-
pared with an increase of 7 percent
in 1990. The small rise resulted
from large supplies forcing down
retail prices.

The price spread for dairy prod-
ucts increased 5 percentin 1991,
significantly below the over 14-per-
cent jump in 1990. For the first
quarter of 1991, the spread was
about 10 percent higher than a year
earlier as farm prices dropped. But,
steady retail prices and a slight in-
crease in the farm value of milk
caused the spread to narrow in the
second half of the year. By the
fourth quarter, the spread was
lower than a year earlier.

Cereals and bakery products ac-
counted for 20 percent of the mar-
ket basket. The spread for this
category widened 5 percent in
1991, the smallest increase since
1988. This small increase reflected
slowly rising processing and mar-
keting costs and lower farm value
of ingredients. M



Food Expenditures

Per Capita Food Spending

Up 25

rom 1986 to 1990, after-tax

household income rose 25

percent. Food spending kept
pace, also rising 25 percent. Conse-
quently, the 15-percent share of af-
ter-tax household income allocated
to food did not change.

However, spending for some
food categories rose faster than for
others. For example, spending for
cereals and bakery products
jumped 34 percent, while beef and
pork spending climbed 15 and 14
percent, respectively. Spending for
eggs remained level.

Spending Changes
With Income

U.S. per capita food spending
rose from $1,326 in 1986 to $1,652
in 1990. As expected, lower in-
come households spent less on vir-
tually all food items than wealthier
households (table 1). In 1990, for
example, the lowest income house-
holds spent $894 per person on
food at home and $440 on food
away from home. The highest in-
come households spent $1,097 per
person on food at home and $1,131
on food away from home.

The authors are agricultural economists in the
Commodity Economics Division, Economic Re-
search Service, USDA.

Percent in 4 Years

James R. Blaylock and David M. Smallwood
(202) 219-0862 (202) 219-0864

Y
L SES

Annual food expenditures rose to $1,652 per person in 1990.

July - September 1992
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Table 1

Food Spending Increased Fastest for the Poorest Households

Income before taxes
Income after taxes

Average number of persons in household

Food expenditures
Food at home
Cereals and bakery products
Cereals and cereal products
Bakery products
Meats, poultry, fish, and eggs
Beef
Pork
Other meats
Poultry
Fish and seafood
Eggs
Dairy products
Fresh milk and cream
Other dairy products
Fruit and vegetables
Fresh fruit
Fresh vegetables
Processed fruit
Processed vegetables
Other food at home
Sugar and other sweets
Fats and oils
Miscellaneous foods
Nonalcoholic beverages
Food away from home
Alcoholic beverages

However, after-tax incomes rose
faster for the poorest households
than any other income group be-
tween 1986 and 1990 (table 1).
Their after-tax incomes went up 51
percent, while gains for the other
income groups ranged from 22 to
30 percent. Despite faster rising in-
comes, however, the gap between
the poorest and richest households
widened by $11,092 (table 1).

With the fastest rising incomes,
the lowest income households also
had the greatest percentage jump

Dollars per household

25,460 3811 19.534 61477 31,889 5,637 24,500 76,660
23172 3,667 18,140 54,857 28,937 5553 22678 67,835
Number
2.6 19 2.6 32 2.6 18 2.6 3.2
Dollars per person
1,326 993 1,251 1.829 1,652 1.334 1,484 2,227
767 654 783 928 956 894 895 1.097
106 96 104 129 142 129 130 168
36 38 35 39 50 48 48 56
70 59 69 89 92 81 82 112
216 194 212 248 257 261 245 276
73 61 72 88 84 89 85 88
45 42 44 48 51 55 49 49
30 25 31 32 38 36 37 42
33 31 29 38 42 42 37 46
25 29 22 31 32 27 26 41
12 13 13 10 12 13 11 10
97 79 95 115 113 107 112 125
47 45 46 49 54 57 55 51
49 35 49 66 60 50 57 76
123 110 118 150 157 151 145 183
39 35 36 49 49 46 44 60
35 32 34 41 45 44 42 53
28 24 27 37 36 33 33 41
21 21 22 23 27 29 25 29
213 168 215 266 287 246 264 345
28 22 27 37 36 32 32 42
20 19 20 22 26 27 25 27
91 62 94 121 129 107 119 161
74 65 74 87 82 73 78 93
560 338 498 902 697 440 590 131
104 72 104 153 3 71 108 173

in per capita food spending, up 34
percent.

Per capita food spending by
other households climbed between
18 and 32 percent. For example,
spending on fish increased 45 per-
cent for the lowest income house-
holds between 1986 and 1990, but
only 32 percent for those with the
highest incomes. Poultry spending
also rose more in the poorest house-
holds, up 35 percent, than in the
wealthiest ones, up 21 percent.
However, per capita spending for
alcoholic beverages declined

FoodReview

slightly in the poorest households
but rose 13 percent for their
wealthiest counterparts.

For all household income
groups except the richest, spending
for food at home increased faster
than for food away from home.
This is especially true for the two
lowest income groups. Spending
for food at home rose 22 percent
faster than for food away from
home for the poorest households
and 6 percent faster for the next
poorest group. For the richest
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Table 2

Food Spending Has Increased For Both Blacks and Whites

Income before taxes
Income after taxes

Average number of persons in household

Food expenditures
Food at home
Cereals and bakery products
Cereals and cereal products
Bakery products
Meats, poultry, fish, and eggs
Beef
Pork
Other meats
Poultry
Fish and seafood
Eggs
Dairy products
Fresh milk and cream
Other dairy products
Fruit and vegetables
Fresh fruit
Fresh vegetables
Processed fruit
Processed vegetables
Other food at home
Sugar and other sweets
Fats and oils
Miscellaneous foods
Nonalcoholic beverages
Food away from home
Alcoholic beverages

households, however, spending on
food at home grew 28 percent
more slowly than that for food
away from home.

Changes in Spending
Differed by Race

Between 1986 and 1990, after-tax
income for black households rose
faster than for white households,
31 percent versus 24 percent (table
2). Blacks also increased their food
purchases at a faster rate, 30 per-
cent, compared with 25 percent for
whites.

Dollars per household

26,505 16964 33,070 22,461
24,094 15678 29,981 20,599

Number
25 28 25 2.7
Dollars per person

1.425 893 1,775 1,159
810 615 1011 788
112 83 151 107
37 34 52 44
75 49 99 63
220 234 264 270
76 65 88 78
44 60 51 65
31 29 40 34
32 42 42 49
25 26 33 31
12 13 12 13
105 57 123 73
50 33 58 35
54 24 65 37
130 98 165 135
42 28 52 39
38 26 48 37
29 25 37 34
22 19 28 24
230 140 308 203
30 21 38 28
21 16 27 24
99 50 138 91
79 53 88 58
615 278 764 371
1156 46 124 60

Although food spending in-

creased, there were different
growth rates for different com-
modities. For example, blacks in-
creased per capita spending on
fruit and vegetables by 38 percent
between 1986 and 1990, while the
increase for whites was 27 percent.
Spending on food away from home
also rose faster for blacks than
whites, 33 percent versus 24 per-
cent.

However, black households
spent considerably less per capita
on food than did white house-
holds. In 1990, blacks spent $1,159
per capita and whites spent $1,775

July - September 1992
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(table 2). Helping to explain this
53-percent difference is that white
households ate out more often and
earned higher incomes, $29,981 ver-
sus $20,599.

Larger Households Able
To Economize on Food
Purchases

Per capita food spending de-
clines as household size increases,
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Figure 1
As Household Size Increases, Per
Captia Food Expenditures Decline
$ thousands
25 =

Family size
I One
2 B Three
1 Five or more
1.5
1
All food Food at Food away
home from home
Dollars
400
3 E
Ol
Cereals and Meats, poultry, Dairy products Fruit and Other foods Alcohol
bakery products fish, and eggs vegetables at home beverages
Figure 2

Rural Households Have Lower Food
Expenditures as They Spend Less Eating Out
$ thousands

—

Urban

All food Food at Food away
home from home

Dollars
400
200
I ~my -
Cereals and Meats, poultry, Dairy products Fruit and Other foods Alcohol
bakery products fish, and eggs vegetables at home beverages
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but larger households have a much
larger total food bill (fig. 1). One-
person households spent $2,302 in
1990, while five-person house-
holds spent $5,520.

Nevertheless, household food
spending did not increase propor-
tionately with household size, be-
cause larger households take
advantage of economies of size
(such as buying in bulk), have
more children (who eat smaller
portions), and eat fewer meals
away from home.

Urbanites Spend More

Urban households still spend
more per capita on food than rural
households, $1,728 versus $1,536
in 1990 (fig. 2). The higher spend-
ing is likely due to higher incomes,
greater spending on food away
from home, and lower levels of
home food production. B
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Marketing Bill
Is the Largest Chunk of
Food Expenditures

hile consumer food ex-
penditures increased
only 2.7 percent in 1991,

food marketing costs—as meas-
ured by the marketing bill—rose
4.5 percent to $361 billion.

Over time, the marketing bill
has been the driving force in food
expenditure increases (fig. 1). Be-
tween 1981 and 1991, the market-
ing bill grew faster than the farm
value, 75 percent compared to 24
percent, and now accounts for 78
percent of the cost of food.

The marketing bill includes con-
sumer foodservice expenditures
which are not included in USDA’s
market basket (see “1991 Rise in Re-
tail Food Prices Was the Smallest
Since 1985" elsewhere in this issue).
Because the cost of preparing and
serving food is a major part of the
cost of food eaten away from
home, the farm value derived from
the marketing bill statistics is
smaller than the corresponding
market basket figure of 27 cents.

The author is an agricultural economistin the
Commodity Economics Division, Economic Re-
search Service, USDA.

Howard Elitzak
(202) 219-0870

Marketing Bill Measures
Costs Beyond the Farm

The marketing bill includes
costs associated with processing,
wholesaling, distributing, and re-
tailing of foods produced by U.S.
farmers and eaten by U.S. consum-
ers. It is the difference between the
value farmers receive for the food
and the amount consumers spend
on food for consumption at and

Figure 1

away from home. The marketing
bill excludes expenditures for im-
ported foods and seafoods.

There are several major causes
underlying the growth in market-
ing costs. These include higher
prices of marketing inputs, larger
volume of food purchased by con-
sumers, a higher percentage of
food sold through restaurants and
fast food outlets, and more value-
added processing and packaging.

Rising Marketing Costs Take a Bigger Bite of Food Expenditures

1971
$114.6 billion

Farm value

Marketing costs
68%
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1991
$461.8 Billion

22%

Marketing costs

78%

Farm value
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Labor Costs Largely
Responsible for 1991
Marketing Bill Increase

Labor costs overshadow all
other costs in the marketing bill
(fig. 2). Rising labor costs have ac-
counted for almost half the in-
crease over the last decade and
were largely responsible for the
increase in 1991. Although labor
costs grew almost 6 percent to
$163 billion (table 1), this was be-
low 1990's increase, as employ-
ment and wages rose at a slower
pace. However, this increase was
roughly equal to the average an-
nual rise of the past 5 years.

Employment in the food indus-
try grew only 0.13 percent last
year, compared with an annual
average 2.5-percent rise over the
last 10 years. This small increase
resulted from sluggish retail sales
growth during the recession. Em-
ployment rose in food processing
and distribution, but increases
were much smaller than in recent
years, particularly in eating places.

Average weekly earnings of
workers in food processing rose 2.3
percent in 1991, slightly below
1990’s increase. Also increasing at a
slower pace were weekly earnings
in food retailing, up 2 percent.
However, weekly earnings in
wholesaling rose faster in 1991, up
3.6 percent.

Rising Health Care Costs
a Growing Concern

The biggest issue affecting the
food industry labor picture is
health benefits. They account for 20
to 25 percent of the industry’s labor
costs and have been the top issue
on the bargaining table since 1990.

Costs of providing health bene-
fits are escalating rapidly. The Con-
sumer Price Index (CPI) for
medical services rose almost 9 per-
cent in 1991, and has risen an aver-

Figure 2

Over Three-quarters of Every Dollar Spent on Food Goes To Pay

Marketing Costs'
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Marketing bill

Includes food eaten at home and away from home. Other costs include property taxes and
insurance, accounting and professional services, promotion, bad debts, and miscellaneous items.

age of 8 percent per year over the
last decade. Health benefits may
take anywhere from 10 to 30 per-
cent of the cash available in union
contracts.

Employers are using a number
of measures to contain health-care
costs. These include requiring sec-
ond opinions prior to surgery, ap-
proval from insurance carriers
prior to surgery, and participation
in health maintenance organiza-
tions (HMO'’s). Employers also
shifted some of the costs directly to
employees by means of deductibles
and copayments. Some plans re-
duced benefits, while others re-
quired employees to pay a larger
share of the premium.

Despite these efforts at contain-
ment, however, high health care
costs are expected to impact the
food industry for some time to
come.

July-September 1992
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Labor Contracts

Labor contracts have an impor-
tant impact on the overall food in-
dustry wage structure, even
though union memberships may
account for as little as one-third of
total food industry employment.
These contracts are generally in ef-
fect for 3 years and can be used to
gauge short-term labor cost trends.

There are two types of labor con
tracts: front-loaded and back-
loaded. Front-loaded contracts
provide the largest wage adjust-
ment in the first year of the con-
tract. These settlements compound
the amount of the percentage in-
crease in the later years of the con-
tract. By contrast, back-loaded
contracts provide lower wage in-
creases in the first year, compared
with subsequent years. Back-
loaded contracts dampen wages by
basing increases in the later years
of a contract on a lower initial
wage. These contracts were preva-
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Table 1

Higher Labor Costs Boost 1991 Marketing Costs

Labor! 48.3

Rail and truck tri ation? 8.4

’Pre-fox corporate profits Zid

Total marketing bill 1114

815 115.6

Billion dollars

145.1 154, 163.

13.0 16.5 18.6 19.8 20.4
9.9 10.4 12.2 14.2 15.1

1827 . 2890~ 3156 "348.0 360.6

ncludes yees’ wages or salaries an nd w r its. “Exclu uli
lIncludes employees’ | d health and welfare benefits. 2Excludes local haulin
charges. 3Includes depreciation, rent, advertising and promotion, interest, taxes, licenses, insurance,

and professional services.

lent in the mid-1980’s, as food in-
dustry firms sought to control costs.

In 1991, front-loaded contracts
dominated bargaining agreements
covering food manufacturing and
retailing—just as they had in 1990.
The Bureau of Labor Statistics re-
ports that the average adjustment
for food manufacturing workers
was 4.1 percent in the first year and
3.2 percent annually over the life of
the contract. For foodstore work-
ers, wage increases averaged 3.7
percent during the first year and
3.4 percent annually over the life of
the contract.

Two-tiered wage contracts—in
which workers hired after a speci-
fied date receive lower wages or
fewer benefits—continue to be
phased out. Both labor and man-
agement have noted the reduced
productivity from employees on
lower wage tiers. The phasing out
of this wage structure, developed
during the mid-1980’s, is also creat-
ing upward pressure on labor costs
as the wages of junior employees
are brought into line with those of
their more senior colleagues.

Lump-sum payments granted in
lieu of wage increases were a popu-

lar method of containing labor
costs in the mid-1980’s. These pay-
ments restrain labor cost increases
by holding down the wage base
used to calculate benefits and pen-
sions. Only 20 percent of the work-
ers covered by 1991 contract
negotiations received lump-sum
payments.

The minimum wage increased
from $3.80 an hour to $4.25 an hour
on April 1, 1991. Its biggest impact
has been on the nonunionized seg-
ment of the industry—especially
eating places. This segment of the
food industry makes up 53 percent
of total sector employment, and
has most of the minimum-wage
workers.

Recession Minimizes
Packaging Cost
Increases

Packaging is the second-largest
component of the marketing bill,
accounting for 8.5 percent of the
food dollar. Costs of these materi-
als rose 4.4 percent last year, the
second smallest increase in 10
years (the 3.7-percent rise in 1990
was the smallest).

Sales of microwaveable prod-
ucts, packaged foods, and other
convenience foods requiring spe-
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cialized packaging rose slowly
due to the recession, and caused
weak growth in aggregate sales of
packaging materials.

Helping to hold down packag-
ing expenses was a 1-percent
drop in the price of paper boxes.
Prices for paper products are the
largest component (40 percent) of
packaging costs. The price of liner-
board, the major paper box input,
declined as manufacturers dis-
counted prices to reduce exces-
sive inventories resulting from
sluggish sales.

Plastic prices were also lower.
Plastic containers and wrapping
materials make up nearly 20 per-
cent of food packaging costs.

As a petroleum derivative, plas-
tic became costlier to produce
when higher crude oil prices stem-
ming from the Persian Gulf War
drove up plastic prices during the
first three quarters of 1991. In the
fourth quarter, plastic prices
dropped dramatically due to de-
clining crude oil prices. The net re-
sult was a 0.5-percent decline in
plastic prices for the year.

Metal cans and glass containers
account for the remaining 20 per-
cent, and were largely responsible
for higher food packaging costs.
Metal can prices were up 3 percent
and glass containers rose by 4 per-
cent.

Energy Bill Higher

Energy costs, which represent
3.5 percent of total retail food ex-
penditures, rose 7 percent to about
$16 billion in 1991. The energy bill
included only the costs of electric-
ity, natural gas, and other fuels
used in food processing, wholesal-
ing, retailing, and foodservice es-
tablishments. Transportation fuel
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costs, except for those incurred for
food wholesaling, were excluded.

Higher energy costs resulted
largely from expansion in the food
industry. A 6.4-percent rise in the
price of electricity used by food
marketing firms also contributed to
higher energy costs. However, this
increase was somewhat mitigated
by a 0.6-percent drop in the price
of natural gas due to abundant sup-
plies resulting from a mild winter.

Food retailing and foodservice
account for about two-thirds of en-
ergy costs incurred by the food in-
dustry. About 85 percent of this
cost comes from the use of electric-
ity. The food processing sector is re-
sponsible for another 20 percent of
the total energy bill. Electricity ac-
counts for 55 percent of food manu-
facturing energy costs, with natural
gas making up the remaining 45
percent. The Persian Gulf crisis had
only a limited effect on the cost of
processing and retailing food be-
cause higher oil prices do not sig-
nificantly affect natural gas and
electricity costs.

While energy’s percentage in-
crease was greater than the remain-
ing components, its relatively small
size mitigates its impact on aggre-
gate food marketing costs.

Transportation Costs
Rose Little

Intercity truck and rail transpor-
tation costs for farm foods
amounted to $20.4 billion in 1991,
or about 4.5 percent of retail food
expenditures. Railroad freight rates
for hauling food products rose
about 4 percent in 1991, while oper-
ating costs of trucks hauling pro-
duce fell 3.1 percent in 1991. The
cost of labor and fuel—which ac-
count for approximately 45 percent
of trucking costs—declined 7.5 per-
cent. Most other expenses fell
slightly or remained constant.

Although costs were lower,
truck rates for shipping fresh pro-
duce remained nearly constant.
Competition among different
groups of truckers—including indi-
viduals who own and operate
trucks; trucking companies; and
companies that transport their own
products, but haul produce on re-
turn trips—have held down truck
rates. However, higher demand for
trucking services—as indicated by
a 1-percent increase in shipments
of fresh fruit and vegetables—off-
set lower costs. Therefore, in-
creased marketings were mostly
responsible for the small rise in the
cost of transporting food.

Profits Growth Slowed

Before-tax profits accounted for
over $15 billion, or 3.5 percent of
the marketing bill in 1991. This
amounts to a 6-percent increase in
profits, compared with the 16-per-
cent jump in 1990.
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Despite slow sales growth, the
industry was able to maintain its
profit margins. Helping to keep up
margins was the industry’s ability
to recover somewhat from high
debt and interest payments from
earlier leveraged buyouts, which
squeezed margins during the late
1980’s.

Aggregate profit margins were
larger for food manufacturers due
to modest product price increases,
lower farm commodity costs, and
modest increases in production
and marketing costs. Also, stream-
lined food processing operations in-
creased worker productivity,
allowing manufacturers to hold
down labor costs.

Food retailers continued to
achieve greater efficiencies through
the use of technology for inventory
management and merchandising.
Retailers control labor costs, their
largest operating expense, by using
checkout scanners and computer
programs that assist in labor sched-
uling.

Finally, retailers have increased
profits by building bigger stores to
give more space to high-margin
products (such as perishables) and
service departments (such as baker-
ies and instore delicatessens).
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Leaner Employment
in Agricultural Processing
and Marketing

process and market agricul-

tural products declined 9 per-
cent between 1975 and 1988 (the 13
years for which data are available).
Total employment generated by ag-
ricultural processing and market-
ing firms in 1988 was over 3.2
million, or about 2.5 percent of all
U.S. employment.

Industries involved range from
grain elevators to bakeries, poultry
processors, soft drink bottlers, and
apparel and textile manufacturers.
The largest sector is apparel and
textiles, which employs over two-
fifths of the workers in food and fi-
ber processing and marketing. It
was also the sector which lost the
largest number of jobs.

E mployment in industries that

Strong Links to the
South’s Economy

Agricultural processing and
marketing is very important to
State economies in the South.
These industries generated over 5
percent of total State employment
in North Carolina, South Carolina,
Georgia, Tennessee, Alabama, Mis-
sissippi, and Arkansas (fig. 1).

The apparel and textile indus-
tries are responsible for much of

The authors are agricultural economists in the
Agriculture and Rural Economy Division, Eco-
nomic Research Service, USDA.

Alex Majchrowicz and Jacqueline Salsgiver

(202) 219-0525
the agricultural processing and try, provided 2.3 percent of all em-
marketing employment in the ployment.
South. For example, in 1988, they
provided 6.6 percent of North Caro-
lina’s jobs and accounted for be- Employment Lower
tween 3.1 and 4.6 percent of total Overall, But Some
employment in South Carolina, Growth Posted

Alabama, Mississippi, Georgia, and
Tennessee. However, in Arkansas,
meat processing, especially poul-

Employment in agricultural
processing and marketing indus-

Figure 1
Agricultural Processing and Marketing Has Strongest Ties to
State Economies in the South

Agricultural processing and marketing's share of total employment, 1988

[Below25 [H25-50 [l Above5.0
percent percent percent
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tries declined by nearly 330,000 snack chips) and meat products dehydrated fruit and vegetables.
jobs from 1975 to 1988 (table 1). manufacturing gained jobs. Employment again began declin-
Leather, tobacco, fats and oils, and Chanet - ing in 1987 due to job losses in

beverage manufacturers lost the healthal;c;ﬁ:gn‘:\(;r,lsalrl\rcrllfrr\cr;asisr’\g do- firms producing frozen specialty

largest share.

Many of the declines occurred
through mergers to improve effi-
ciency and profitability. Other
firms substituted capital for labor
by investing more in automation.
Additionally, heightened health
concerns decreased domestic con-
sumption of some goods, such as
tobacco and alcoholic beverages,
which caused employment in these

mand for convenience aided em-
ployment growth in these
industries. For example, poultry
processing industries benefited
from consumer concerns about fat
and cholesterol and their desire for
prepared items that are easy to
cook.

Some industries had uneven em-
ployment growth during 1975-88.
The canned, frozen, and preserved

goods, such as frozen dinners and
pizza.

Rural Areas Gain
Some Jobs

National employment trends in
processing and marketing indus-
tries conceal differences between
rural and urban areas. Despite the
overall employment decline, such

industries to decline. fruit and vegetable processing in- jobs increased in rural areas by 3.3
Not all processing and market- dustry, for example, added jobs in lfg;;e; tl(;glg?olit 321/1032 S]tobsl?ofcr:;
ing industries reduced employ- the late 1970’s. Jobs then declined g P

ment. Employment remained

stable in bakery products manufac-
turing. Miscellaneous food prepara-
tions (which include items such as
canned seafood, macaroni, and

in the early 1980’s, as the industry
automated and as consumer de-
mand for canned foods stopped
growing. Employment rebounded
in 1984-85, as demand increased
for canned ethnic specialty foods,
sauces and dressings, and dried or

Table 1

ing and marketing employment de-
clined 15.5 percent (some 368,000
jobs) in urban areas. Despite these
trends, urban areas accounted for 2
million processing and marketing
jobs in 1988, while rural areas had
1.2 million.

Few Gainers When It Comes to Employment in Processing and Marketing

—1,000 jobs— —Percent—

Gainers
Miscellaneous food preparation

and kindred products 135 166 31 23
Meat products 305 358 53 17
Bakery products 221 221 0 0
Losers
Canned, frozen, and preserved

fruit and vegetables 194 187 -7 -3
Sugar and confectionery

products 97 93 -4 -4
Warehousing 31 29 -2 -6
Grain mill products 115 106 -8 -
Farm-related raw materials

(wholesale trade) 152 138 -14 -9
Apparel and textiles 1,579 1,384 -195 -12
Dairy products 168 147 -21 -12
Beverages 199 165 -34 -17
Fats and oils products 44 31 -13 -29
Tobacco products 67 47 -19 -29
Leather products 230 133 -97 -42

Total 3,536 3.206 -330 -9

IDifferences may not total due to rounding. Percentage change based on actual, not rounded, data.
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The largest contrast between
rural and urban agricultural proc-
essing and marketing employ-
ment was in meat processing,
which increased almost 58 per-
cent (69,600 jobs) in rural areas
but declined over 9 percent
(16,900 jobs) in urban areas. Simi-
lar patterns of growth in rural ar-
eas but decline in urban areas
occurred in manufacturing of bak-
ery, fruit and vegetable, sugar
and confectionery, and apparel
and textile products (fig. 2).

The growth in rural areas and
loss in urban areas suggests com-
petition for jobs. In meat process-
ing industries during the 1980’s,
for example, the closing of slaugh-
ter plants in urban areas of Iowa,
Kansas, Nebraska, Wisconsin,
and Minnesota caused the loss of
several thousand jobs. But during
the same period, new slaughter
plants were established in several
rural areas in southwestern Kan-
sas and central Nebraska.

Contributing to the shift of
slaughter plants was the expan-
sion of the fed-cattle industry in
the Central Plains. Also, slaugh-
ter plants in the urban areas of
the Midwest closed in favor of
newer plants in rural areas closer
to the fed cattle.

Limited Prospects for
Employment Growth

Future employment growth,
particularly for food processors,
may occur in some areas but at
the expense of other areas.

As suggested by the shift of
meat processing jobs, competition
exists for these jobs as firms at-
tempt to locate in the most profit-
able locations. Additionally, job
expansion will probably be limited

Figure 2

Agricultural Processing and Marketing

Fared Better in Rural Than in Urban Areas

Total
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Percentage change in employment, 1975-88

to areas with strong links among re-

lated industries. For example, new
jobs in industries processing pre-
pared chicken items are increas-
ingly tied to the expanding poultry

FoodReview

industry. Areas having strong links
between poultry production and
processing will benefit the most
from increased consumer buying
of poultry products. B
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Record Number of New
Products in 1991

ast year, manufacturers intro-
duced more products than
ver before in our Nation’s re-
tail food stores. Of the over 16,000
products introduced, 77 percent
were food (table 1).

The majority of the new prod-
ucts, 59 percent, headed to super-
markets. Gourmet food stores
received 30 percent of the new
products, while the remainder
went to health-food stores.

Eighty percent of new products
were shelf stable and the rest were
evenly divided between refriger-
ated and frozen.

The 1991 total reflected a 22-per-
cent increase over the 13,244 prod-
ucts introduced in 1990, and more
than doubled the introductions in
1985. This growth occurred despite
1990 and 1991 being recession
years, with food sales rising less
than food prices.

Between 1982 and 1991, manu-
facturers brought to market over
90,000 new food products. How-
ever, breakthrough concepts are
rare. Most new products—up to 90
percent—are extensions of existing
lines, with the addition of new fla-
vors, sizes, packages, or cooking al-
ternatives.

The author is an agricultural economist in the
Commodity Economics Division, Economic Re-
search Service, USDA.

Anthony E. Gdllo
(202) 219-0866

Condiments
Lead the Way

Nearly 2,800 condiments were
introduced in 1991, amounting to
over a fifth of new food items (table 1).
Many new sauces were introduced,
as ethnic style foods gained in pop-

Table 1

ularity. For example, Americans
now use more salsa than catsup.

Candy, gum, and snacks—usu-
ally the leading category—follow-
ed, with 15 percent of the prod-
ucts introduced. Bakery products,
beverages (mostly soft drinks), and
dairy products (mostly cheese and

Number of New Items Offered in Retail Food Stores Doubled in the Past 6 Years

Food:

Baby food 14
Bakery foods 553
Baking ingredients 142
Beverages 625
Breakfast cereals 56
Condiments 904
Candy, gum, and snacks 1,146
Dairy 671
Desserts 62
Entrees 409
Fruit and vegetables 195
Pet food 103
Processed meat 383
Side dishes 187
167
Total 5,617

Nonfood:
Health and beauty aids 1,446
Household supplies 184
Paper products 42
Tobacco products 27
Pet products 14
Total 1.713
Total 7.330

Source: New Product News, various issues.
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Number of intfroductions

31 95
1,239 1,631
307 335
1,143 1.367
123 108
1.486 2,787
2,028 1,885
1.327 kA
49 124
753 808
325 356
130 202
663 798
538 530
159 265
10,301 12,398
2,379 3,064
317 423
174 165
31 19
42 74
2,943 3,745
13,244 16,143
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ice cream) were the other leading
categories with new products.

Together, these five categories
accounted for nearly 70 percent
of all new products in 1991. Dur-
ing the past 6 years, manufactur-
ers introduced over 41,000 prod-
ucts in these categories, ranging
from nearly 11,000 candy prod-
ucts to 6,500 beverages (fig. 1).

Food Processors
Respond to Health
Concerns

In recent years, food processors
have introduced food products in
response to health concerns. In
1991, nearly 5,800 new food prod-
ucts advertised health claims, more
than three times the number in

Figure 1

Candy and Snacks Were the Most Popular Product Introduction for

Food Manufacturers in 1985-91

Thousand introductions
12

Beverages Bakery

1988 (table 2). Over three-fifths of
all new foods with health claims
were foods labeled as reduced calo-
rie, fat, cholesterol, or salt.

Also rapidly growing was the
number of new “organic” prod-
ucts—foods produced without any
synthetic fertilizers or chemicals. In
1991, over 6 percent of the new
foods making health claims were la-
beled organic. Besides fruit and
vegetables, consumers can buy or-

July - September 1992
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Condiments

Candy, Dairy
gum,
snacks

ganic-labeled breads, cereals, crack-
ers, and cookies.

New Products Are a
Form of Competition

New products, along with adver-
tising, are an important means of
nonprice competition. With food
being a stable but slow-growth in-
dustry, sales growth for food manu-
facturers must come through gains
in market share. To get more con-
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Table 2

Many New Food Products Claim They’re More Healthful

Reduced or low calorie 475
Reduced or low fat 275
Low or no cholesterol 126
Reduced or low salt 202
All natural 215
No additives or preservatives 153
Reduced or low sugar 52
Organic - 98
Added or high fiber 56
Added or high calcium 4

Number

962 1,165 1214
626 1.024 1,198
390 694 711
378 517 572
274 754 561
186 371 526
188 331 458
140 324 370

73 84 146

27 20 B

Note: Data contain some double counting because new products may carry more than one health

claim.

Source: Prepared Foods, various issues.

sumers to buy their foods, firms de-
velop new products that are differ-
ent from those of their competitors.
And, new firms must introduce
new products to gain market entry.
Therefore, the rate of product intro-
ductions provides a measure of
competition among firms and indi-
cates the result of research and de-
velopment activities.

Failure Rate High

The proliferation of new prod-
ucts, even line extensions, poses a
problem for shelf space. Manufac-
turers introduced over 16,000 prod-
ucts in 1991, but most supermar-
kets stock from 25,000 to 35,000
items. If the average size of new
stores continues to decline as it has
in recent years, future supermar-
kets (excluding hypermarkets and
super stores) may handle fewer
products.

But, most new products fail to
push aside established products
and gain permanent shelf space.
While there are no precise figures,
some trade analysts estimate that
between 80 and 95 percent of all
new products fail.

However, manufacturers do not
intend for every new product to be
sold by all retail food stores. In-
stead, they develop products to
reach specific customers in local
and regional markets. Products de-

veloped for national distribution
are less than half of all introduc-
tions. Also, other new products are
meant to have a limited life cycle,
such as Halloween candies.

Product Introductions
Are Costly

Manufacturers, wholesalers, and
retailers bear the costs and risks as-
sociated with each new product,
which can reach over $100 million
per item. If the new product is suc-
cessful, they all benefit. If unsuc-
cessful, they all lose.

CopShelr ” TopcShelf

Food manufacturers pick up the
largest portion of this cost, which
includes research and develop-
ment, test marketing, advertising
and promotion, inventory, and
various other production, market-
ing, and finance expenses.

Food retailers risk handling and
warehousing costs and lost sales
when removing an existing prod-
uct for a new product. With profits
based on sales per square foot of
shelf space, food retailers cannot af-
ford to stock a product that does
not sell. To minimize the risks, re-
tailers sometimes charge manufac-
turers “slotting fees,” or rent, for
shelf space. Some retailers also
charge “failure fees” to cover the
costs of removing the failed prod-
ucts from inventory and shipping
them back to the manufacturers.

How to, and who should, pay
the costs associated with the vast
number of failed new products is
generating much debate within the
food marketing system. But no mat-
ter how the issue is resolved, manu-
facturers will continue to introduce
thousands of new products. And,
they will continue to be challenged
to develop new products that suc-
cessfully compete to meet consum-
ers’ needs.

Most new products are extensions of existing lines, with the addition of
new flavors, styles, packages, or cooking alternatives.
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Domestic Food Assistance
Reached Record Levels

ederal food assistance pro-

grams, which are designed to

improve the nutritional status
of low-income people and other tar-
get groups such as the elderly, are
growing. Types of assistance in-
clude food stamps, vouchers, food
packages, and cash.

The Federal Government spent a
record $28.9 billion in fiscal 1991
for domestic food and nutrition
programs, 16 percent above the $25
billion spent in 1990.

The increase was almost entirely
due to higher participation and
costs of the Food Stamp Program—
the largest Federal food assistance
program. The increase in the pro-
gram'’s costs accounted for over
three-fourths of the total increase
in all food assistance program
costs. Other programs have in-
creased, but not as fast. A weak-
ened economy from the recession,
in which unemployment rates
grew from 5.3 percent in fiscal 1989
to 6.4 in fiscal 1991, factored into
the increases.

Recipients received $27 billion
in assistance in fiscal 1991 and $23
billion in 1990 (table 1). Prelimi-
nary figures indicate that participa-
tion and costs will continue rising
until the economy turns around (ta-
ble 1).

The author is an agricultural economist with the
Commodity Economics Division, Economic Re-
search Service, USDA.

Masao Matsumoto
(202) 219-0864

Food Stamps

The Food Stamp Program is the
largest of the Federal food assis-
tance programs in terms of both
the number of people served and
the amount of money spent. It ac-

Table 1

counted for over two-thirds of the
food assistance budget in fiscal
1991.

The program helps low-income
households purchase the foods that
they need for better nutrition. Eligi-

USDA Food Assistance Benefits Rose 16.8 Percent in Fiscal 1991!

Family food:
Food stamps
Puerto Rico?

Food distribution:
Indian reservations
Schools3
Other4
TEFAPS

Cash in lieu of
commoditiesé

Child nutrition:”?
School lunch
School breakfast
Child care and

summer food
Special milk

wics

Total

Miillion dollars

14,205 17,348
940 967
51 51
620 687
182 176
209 212
156 165
3.211 3.489
589 677
865 995
19 20
2116 2,293
23,163 27,072

*Data may not add to annual total due to rounding. 'Administrative costs are excluded unless
noted. 2Puerto Rico transferred from the Food Stamp Program to a substitute Nutrition Assistance
Program on July 1, 1982. Data represent appropriated amounts. 3National School Lunch, Child Care
Food, Summer Food Service Programs, and schools receiving only commodities. 4Commodity
Supplemental Food Program and Elderly Feeding Pilot Projects, excluding bonus commodities and
donations to charitable institutions. SThe Emergency Food Assistance Program. éChild nutrition
programs and Nutrition Program for the Elderly. ’Cash expenditures. 8Special Supplemental Food
Program for Women, Infants, and Children—includes administrative costs.

Source: USDA's Food and Nutrition Service, Program Information Division.
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bility is determined by income
guidelines, asset limitations, and
certain work requirements. Partici-
pants are entitled to a monthly al-
lotment of food stamps, the value
of which is determined by income
and household size. Monthly bene-
fits are adjusted annually to reflect
changes in the cost of the Thrifty
Food Plan, the most economical of
USDA'’s four food plans. Recipients
may redeem the coupons for food
at authorized retail outlets.

Participation in the program is
responsive to the level of economic
activity and usually increases dur-
ing periods of rising unemploy-
ment (fig. 1).

The Food Stamp Program experi-
enced the largest increase in partici-
pation since 1979 when the
Elimination of the Purchase Re-
quirement was instituted, which
made food stamps available to par-
ticipants without a mandatory cash
payment each month. The cash pay-
ment that had been required was
prorated according to the economic
status of the household.

Almost 23 million people partici-
pated each month in fiscal year
1991, compared with 20 million in
1990 and almost 19 million in 1989.

program participation and cosfs.

The Food Stamp Program experienced the largest increase in

Figure 1
Food Stamp Participation Increases
Along with Unemployment
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'Data excludes Puerto Rico's nutrition
assistance program.

Food stamps increase the food
buying power of participating
households and indirectly supple-
ment their incomes. USDA's Eco-
nomic Research Service estimates
that between 20 to 40 percent of the
value of food stamp benefits each
year are translated into increased
spending on food. Applying those
percentages to last year’s benefits
level of $17.3 billion, the program
generated an additional $3.5 billion
to $6.9 billion in annual food expen-
ditures.
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Child Nutrition Programs

USDA operates five programs in
cooperation with State and local
governments to provide meals and
snacks to pre-school and school-
age children. These include the Na-
tional School Lunch, School
Breakfast, Special Milk, Child and
Adult Care Food, and Summer
Food Service Programs. In fiscal
1991, Federal expenditures for
these programs totaled $6 billion,
an 11-percent increase over 1990.

Participation in the National
School Lunch Program increased
by only 0.05 percent. But the num-
bers of free and reduced-price
meals increased 4 percent and 12
percent, respectively (fig. 2). The
program served 91,600 schools and
24.2 million participating children
each school day in fiscal 1991.

Outlays for the School Breakfast
Program increased 15 percent from
$589 million in fiscal 1990 to $677
million in fiscal 1991. Participation
increased almost 9 percent to 4.4
million students per school day. As
with food stamps, participation in
programs for free or reduced-
priced school meals is sensitive to
the status of the general economy.
When the economy slows, more
children are expected to be en-
rolled in subsidized meal programs
at schools.

The Child and Adult Care Food
Program served 1.1 billion meals
during fiscal 1991, a 10-percent in-
crease over the 966 million served
in 1990. This program has been the
fastest growing food assistance pro-
gram over last decade, along with
the continued growth in the num-
ber of children requiring day care
services.

Cash and commodities are pro-
vided for food service in nonresi-
dential child care centers and
family day care homes. Chronically
impaired adults and people over
age 60 who are enrolled in adult
day care centers are also served.
The program provided daily meals
to 1.53 million people in fiscal 1991,
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Figure 2
Participation in the School Lunch
Program Has Remained Steady
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up slightly from the 1.52 million in
1990.

Supplemental Food
Programs

The Special Supplemental Food
Program for Women, Infants, and
Children (WIC) was established in
1972 to improve the nutrition and
health of pregnant, breastfeeding,
and postpartum women, and their
infants and children up to age 5,
who are determined by health or
medical professionals to be nutri-
tionally at risk. Spending for this
program rose 8 percent in fiscal
1991 to $2.3 billion after Congress
allocated greater annual amounts
to meet the needs of the program
and its special clientele.

An average of 4.9 million per-
sons participated in WIC each
month in fiscal 1991, 8 percent
higher than in fiscal 1990 (fig. 3).
Average monthly benefits in 1991
were $30.34, nearly the same level
as 1990.

WIC recipients are provided
monthly with food or food vouch-
ers designed to supplement each
person’s diet with foods that are
typically lacking in the target popu-
lation, primarily pregnant women
and infants under 1 year. The pro-
gram also provides nutrition and
health education and information
concerning access to available com-

munity health and medical services.

The Commodity Supplemental
Food Program, which began in
1969, initially served a target popu-
lation similar to that of WIC. Par-
ticipation has expanded in the past
decade, particularly after 1982
when eligibility was extended to
the elderly. Program costs in fiscal
1991 rose 8 percent to $89.7 million.
The program now serves almost
300,000 people—over a third of
whom are elderly.

Food Donation Programs

Food distributions are associ-
ated with provisions of surplus

farm commodities obtained

through farm price-support pro-
grams. USDA donates food
through a number of programs,

FoodReview

24

Figure 3

Participation in the WIC Program
Grew 8 Percent in Fiscal 1991
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most notably The Emergency Food
Assistance Program (TEFAP) and
the Nutrition Program for the Eld-
erly.

Recipients include American In-
dians on reservations, people liv-
ing in the U.S. Trust Territories of
the Pacific Islands, the elderly, and
needy families. USDA also pro-
vides food to charitable institu-
tions, summer camps, soup
kitchens, and food banks.

Total costs of distributing food
under these programs in fiscal 1991
amounted to $688 million, down 3
percent from fiscal 1990. The de-
cline occurred primarily because,
for the last several years, Govern-
ment inventories have been too
low to maintain the volumes avail-
able in the 1980’s. I
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United States

Plays a Major Role
in Food Aid Abroad

he United States is the leader

in world food aid, providing

about 60 percent of total
world cereal aid shipments (fig. 1).
In comparison, the European Com-
munity provides about 20 percent,
Canada 10 percent, Japan 4 per-
cent, and Australia 3 percent. A
number of other nations also pro-
vide food to needy countries.

The United States provides food
aid abroad through two main chan-
nels: the Public Law (P.L.) 480 Pro-
gram, otherwise known as Food
for Peace, and Section 416(b) of the
Agricultural Act of 1949, as
amended. Closely related to these
is the Food for Progress Program,
which uses commodities to encour-
age agricultural policy reform. It is
carried out using P.L. 480 Title I
funds, Section 416(b) commodities,
or Commodity Credit Corporation
(CCCQ) funds.

Changes in Food Aid
Legislation

Through the Food for Peace Pro-
gram, the United States provides
commodities to help meet the
needs of hungry individuals and to
assist developing countries. Food is

The author is an agricultural economist in the
Commodity Economics Division, Economic Re-
search Service, USDA.

Mark E. Smith
(202) 219-0820

distributed through P.L. 480 under
three programs, whose operations
were modified by the Food, Agri-
culture, Conservation, and Trade
Act of 1990.

Before the 1990 act, the U.S. Gov-
ernment provided balance-of-pay-
ments support to designated
countries through long-term, low-
interest credit for purchases of U.S.
agricultural commodities under Ti-
tle I of P.L. 480. Title I also author-
ized sales of U.S. farm products for
local currency to generate eco-
nomic growth through the recipi-

-]
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The United States is the largest provider of world food aid.

ent country’s private sector. Under
P.L. 480 Title II, the United States
donated U.S. agricultural commodi-
ties to alleviate famine, provide dis-
aster relief, combat malnutrition,
and encourage economic and com-
munity development. These dona-
tions were distributed through
recipient governments, private vol-
untary organizations, or the World
Food Program. Such donations
have helped about 60 million peo-
ple annually. Under Title III,
known as the Food for Develop-
ment Program, the United States

i
F

=R

awirem] iy
—— T~ ]




Food Assistance

Figure 1

The United States Is a Leader Among

Nations That Provide Food Aid

Million metric tons
of cereals (grain equivalent)
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Note: Data are reported on a July-June year.

could forgive a Title I loan if the lo-
cal currency generated from Title I
commodity sales were used to fi-
nance specified development pur-
poses.

Several changes in the P.L. 480
program were authorized by the
1990 act and became effective Janu-
ary 1, 1991. Title I continues to pro-
vide for sales of U.S. agricultural
commodities through long-term
concessional financing, but the re-
payment period was shortened
from 40 to 30 years. Responsibility
for implementation of the Title I
program is assigned to USDA. Title
II makes food commodities avail-
able for distribution overseas by
private voluntary agencies, interna-
tional organizations, and, in the
case of emergencies, also recipient
country governments. The new Ti-
tle III program grants food assis-
tance to least developed countries
through agreements between the
U.S. Government and recipient
governments. Implementation of
Titles I and Il is assigned to the
Agency for International Develop-
ment.

The Section 416(b) program is
separate from, though similar to,
P.L. 480 Title II. The latter program
is funded by Congressional appro-
priations, whereas the commodi-
ties provided under Section 416(b)

are not. Section 416(b) involves the
overseas donation of surplus com-
modities acquired by the CCC as
part of its domestic U.S. price-sup-
port programs. Donations have his-
torically included corn, dairy
products, sorghum, soybeans,
wheat, and flour. However, such
shipments depend on the availabil-
ity of surplus CCC stocks.

Food Aid Primarily
Means Grains

The United States provides a va-
riety of commodities for food aid
programs, ranging from bulk, un-
processed commodities to foods
easily used in relief camps.

In fiscal 1988-90, grains ac-
counted for nearly 60 percent of
the value of U.S. food aid ship-
ments. Much of that was wheat, fol-
lowed by corn, rice, and sorghum.

Slightly less than 20 percent of
the value of U.S. food aid was vege-
table oil, used in cooking and as in-
gredients in other foods.

~ Processed cereal products ac-
counted for more than 15 percent
of the total. These products, which
can be more readily used or con-
sumed, include flour, bulgur wheat
(cracked wheat), and cereal mix-
tures containing such ingredients

Figure 2

as corn meal, soy flour, and nonfat
dry milk. About 1 percent of the fis-
cal 1988-90 total were dairy prod-
ucts— mostly butter and nonfat
dry milk. The remainder was classi-
fied as “miscellaneous” commodi-
ties, which included cotton, dry
beans, tallow, and other products.

More Oils, Less Cereals

Between fiscal 1978-80 and 1988-
90, the commodity composition of
U.S. food aid changed (fig. 2). The
share of processed cereal products
and dairy products declined, while
the share of vegetable oils and mis-
cellaneous commodities increased.
The share of bulk grains remained
fairly steady.

Smaller shipments of processed
cereal products, especially to Egypt
and Sri Lanka, accounted for the
decline in processed products.
More soybean oil, mainly to Paki-
stan, accounted for the increase in
vegetable oils. The share of dairy
products decreased as prices rose
and CCC stocks declined.

Shipments of dry beans, tallow,
and a variety of other miscellane-
ous commodities increased. A ma-
jor change among this group was
that tobacco was not shipped after
1985.

Grains Continue To Dominate U.S. Food Aid

Dairy
products
Vegetable
oils

Other

Processed

products

Fiscal 1978-80
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Values and
Volumes Change

The value of food aid under P.L.
480 peaked at about $2.2 billion
during the 1985 African famine.
Since then, the value has remained
relatively stable after declining
from that peak to about $1.5 billion
in fiscal 1988-90.

Volumes shipped have declined
from about 8.5 million tons in fiscal
1985 to about 5.3 million tons in fis-
cal 1990. This compares with peak
shipments close to 19 million tons
in fiscal 1962.

The value of Section 416(b) food
aid from surplus CCC stocks has
reached to as much as $279 million
(in fiscal years 1985 and 1988). Vol-
umes have ranged from between
153,000 tons in fiscal 1984 to 2.1 mil-
lion tons in fiscal 1988. In fiscal
1990, the volume declined to about
1.7 million tons.

Donations’ Role Grows
Compared to Credit

The channels through which the
United States provides food aid
have changed slightly between fis-
cal 1978-80 and 1988-90. In fiscal
1978-80, P.L. 480 Titles I and IIT
shipments accounted for 67 percent
of the total. In fiscal 1988-90, such
shipments constituted 50 percent.

The decline in the share of these
shipments was due mainly to the
growth in Section 416(b) donations.
Section 416(b) assistance started
relatively small in fiscal 1983 and
grew to account for more than 15
percent of total shipments during
fiscal 1988-90.

The share of Title II donations re-
mained basically unchanged at 34
percent in fiscal 1988-90.

More Aid to Latin
Americaq, Less to Asia

The distribution of U.S. food aid
has shifted in the last 10 years

Figure 3

Recipients of U.S. Food Aid Have Changed Since the Late 1970's

Europe Middle East

Latin
America

Fiscal 1978-80

largely as a result of changing
needs around the world.

In fiscal 1988-90, Asian countries
received 30 percent of the total,
compared with almost 45 percent
in fiscal 1978-80 (fig. 3). In particu-
lar, Indonesia and South Korea re-
ceived less aid in fiscal 1988-90
than 10 years earlier.

Conversely, the share of U.S.
food aid shipped to Latin America
grew to 23 percent from about 10
percent in fiscal 1978-80. This was
due to greater shipments directed
in the late 1980's to El Salvador,
Mexico, Guatemala, and Hondu-
ras, among others.

A larger share of food aid was
also shipped to Europe and the
Middle East in fiscal 1988-90 than
in 1978-80. Higher shipments to Po-
land and Romania offset lower
shipments to Portugal and Cyprus.
Similarly, increases in aid to Jor-
dan, Lebanon, and Yemen ex-
ceeded declines to Syria, Israel, the
Gaza Strip, and Turkey.

African countries received about
40 percent of all U.S. food aid in
the late 1980’s. The share remained
unchanged from fiscal 1978-80
largely because increased ship-
ments to Ethiopia, Morocco, and
Mozambique about offset de-
creases to Egypt.
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Latin
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Africa
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Food Aid Still Boosts
Ag Exports

P.L. 480 food aid has accounted
for 5 percent or less of the value of
total U.S. agricultural exports since
fiscal 1974. But, food aid shipments
are still important for sales of some
commodities. For example, U.S.
food aid accounted for more than
40 percent of U.S. flour exports in
fiscal 1988-90, although this share
was down from almost 70 percent
in fiscal 1978-80. Smaller aid ship-
ments accounted for most of the de-
cline.

Smaller rice aid shipments also
caused the aid share of total U.S.
rice exports to decline from 18 per-
cent to 13 percent in fiscal 1988-90.

Commercial dairy product ex-
ports increased and aid shipments
declined, trimming aid’s share of
total dairy exports from nearly 20
percent in fiscal 1978-80 to less
than 5 percent in fiscal 1988-90.

Food aid shipments are increas-
ing in importance for two commod-
ity groups. Greater aid shipments
of vegetable oils, combined with
smaller total exports, raised the aid
share of total exports to 28 percent
in fiscal 1988-90 from 14 percent in
fiscal 1978-80. Food aid’s share of
wheat exports rose slightly from 9
to 11 percent, with higher aid ship-
ments in fiscal 1988-90. M
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High-value Exports
Surpassed Traditional
Bulk Products

igh-value product (HVP)

exports exceeded bulk ex-

ports in fiscal 1991, some-
thing virtually unprecedented for
U.S. agricultural trade. Rising by
$1.1 billion, HVP exports reached a
record $20.4 billion due to favor-
able exchange rates, continued
growth in industrialized countries,

and U.S. industry marketing efforts.

With world grain trade contract-
ing, exports of bulk products fell
$3.7 billion, causing overall U.S. ag-
ricultural exports to fall $2.6 bil-
lion, the first decline in 5 years.

U.S. agricultural production that
is exported as an HVP has been
processed (such as flour), receives
specialized handling (such as fresh
fruit and vegetables), or meets spe-
cific needs through higher than av-
erage quality or preserved identity
in a niche market (such as animal
and plant breeding stock). Gener-
ally, HVP’s are agricultural prod-
ucts other than raw grains,
oilseeds, cotton, and tobacco.

For example, wheat is a bulk ex-
port unless it is processed into
flour or seeds, which are HVP’s.
Processing at packing plants gives
meat and animal byproducts HVP

The author is an agricultural economist with the
Commodity Economics Division, Economic Re-
search Service, USDA.

Stephen MacDonald
(202) 219-0822

status. Further, since a substantial
proportion of U.S. livestock con-
sumes grains and processed feed
rather than pasture, U.S. animal
product exports are considered
HVP’s because of the value added
by feeding.

Bulk Commodities
Long Dominated
U.S. Farm Trade

While the first agricultural ex-
ports from North America in-
cluded indigo, furs, and other
HVP’s, further settlement brought
tobacco and cotton exports to domi-

nate U.S. farm trade. In particular,
cotton predominated during the
first half of the 19th century. Dur-
ing the second half of the century,
improvements in transportation
catapulted grain into the forefront
of agricultural exports. Continually
increasing production as a result of
American innovation and mechani-
zation kept grain at the top of the
agricultural export list well into the
1980's.

However, during this time, real
prices (after adjusting for inflation)
of bulk products generally fell,
with the exception of the 1970's
and early 1980’s. For example, dur-

In fiscal 1991, the value of U.S. HVP exporis exceeded that of bulk commodities,
continuing their upward trend of the past several years.
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ing the last 20 years, U.S. prices for
both bulk and HVP agricultural ex-
ports have risen about 130 percent,
while U.S. consumer and nonfarm-
export prices have risen more than
200 percent. As a result, cash re-
ceipts from farm marketings slid
from equaling as much as 7 percent
of gross national product (GNP)
during the early 1960’s to 3 percent
since 1985.

The purchasing power of farm
products has been declining for
three primary reasons. Historically,
food consumption has increased
more slowly than income once a
certain level of industrialization
and development has been
achieved. Additionally, prices of
manufactured goods tend to rise
more quickly than raw materials.
Finally, widespread government in-
tervention in agriculture has in-
creased production in regions of
the world otherwise lacking a natu-
ral comparative advantage in pro-
ducing farm products, resulting in
lower world prices of bulk farm
products (particularly grains). ERS
has calculated that global agricul-
tural supports averaged nearly
$100 billion annually during 1982-
86.

Grains Led
Worldwide Fall
in Bulk Exports

Grains led the decline in bulk ex-
ports, which fell from $21 billion in
fiscal 1990 to $17 billion in fiscal
1991, following a world record
wheat crop, record grain produc-
tion in China, and a near record
grain crop in the former Soviet Un-
ion.

High production in the former
Soviet Union, coupled with its re-
duced solvency during fiscal 1991,
lowered the Soviet’s coarse grain
imports from all sources by an esti-
mated 9 million tons. This in turn
led to a worldwide reduction in
coarse grain trade. China’s record
grain production resulted in re-

Figure 1
U.S. HVP Exports Surpassed
Bulk Products

HVP share of
U.S. export value
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duced imports and a 5-year high in
coarse grain exports.

With world trade shrinking and
competitor exports rising, U.S.
coarse grain exports fell 17 million
tons, or $2.3 billion, in fiscal 1991.

Volume changed less for U.S.
wheat exports during fiscal 1991
than for coarse grains, but prices
fell substantially on world markets.
The volume of U.S. wheat exports
fell only 1 million tons to 27 million
tons, but export value fell $1.4 bil-
lion.

Importers overseas paid $43 per
ton less for U.S. wheat than they
did in fiscal 1990 as increased
world supplies drove prices down.
And, as world prices fell further be-
low the European Community’s
(EC) domestic prices, EC export
subsidies rose sharply, driving
world wheat prices still lower.

HVP Exports Up

HVP exports accounted for 54
percent of all U.S. agricultural ex-
port value in fiscal 1991. This was
up from 47 percent in fiscal 1990.
Except during the two world wars,
U.S. bulk exports have almost
never accounted for less than 50
percent of U.S. farm product ex-
ports since at least the middle of
the 19th century. The long-term
changes in relative prices and re-
cent government intervention in
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world markets cited earlier account
for much of this shift in favor of
HVP’s.

The HVP share of U.S. agricul-
tural exports has risen steeply since
fiscal 1985 (fig.1). The increase was
driven by gains in HVP shipments
and the relative sluggishness of
bulk exports. In fiscal 1970-84, be-
fore the increase occurred, HVP’s
were accounting for about a third
of the value of U.S. agricultural ex-

ports.

Record-keeping
Changes Affect
HVP Exports to Canada

In fiscal 1991, Canada chalked
up the largest gain in HVP exports
from the United States, $752 mil-
lion. However, much of this appar-
ent growth reflects improved
export reporting during fiscal 1991
rather than increased sales. In Janu-
ary 1990, the U.S. Government be-
gan using Canadian import
statistics due to extensive under-
counting for reported U.S. exports
to Canada.

In fiscal 1990, these new account-
ing methods were partially respon-
sible for much of an even larger
apparent increase—$1.5 billion—in
U.S. agricultural exports to Canada.

In fiscal 1991, a comparison be-
tween the flawed statistics from fis-
cal 1989 and the last 3 months in
fiscal 1990 again inflated the re-
ported export gains. If the $300-
$400 million error from fiscal 1990
that occurred before the change in
accounting methods is excluded,
then U.S agricultural HVP exports
to Canada in fiscal 1991 were only
about $400 million higher than a
year earlier rather than $752 mil-
lion.

HVP Exports Higher
to Europe and Mexico

The largest increases elsewhere
for U.S. HVP exports came in ship-
ments to Mexico, which rose $472
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million, and Western Europe,
which rose $404 million. In fact,
Western Europe overtook Japan to
recover its position as the largest
market for U.S. HVP exports. U.S.
HVP exports to East Asian coun-
tries other than Japan rose $138 mil-
lion. This was the sixth consecutive
annual increase to these rapidly de-
veloping countries.

HVP Exports to Japan
Steady

For the second consecutive year,
fiscal 1991 HVP exports to Japan
slid, but the declines were so slight
that fiscal 1991’s exports were only
2 percent below their fiscal 1989
peak. Between fiscal 1985 and 1989,
HVP exports to Japan more than
doubled, as Japan surpassed West-
ern Europe as the largest market
for U.S. HVP’s in fiscal 1989 and fis-
cal 1990.

Meat exports accounted for
more than half of the $2-billion
gain between fiscal 1985 and fiscal
1989, but meat exports fell slightly
in fiscal 1990 and failed to rebound
in fiscal 1991. Partially responsible
for the expansion was an increas-
ingly strong Japanese yen, which
reduced the cost of importing.

Furthermore, the 1988 Beef and
Citrus Agreement with the United
States led to progressively higher
Japanese import quotas for beef.
Beef stocks grew in Japan but retail

prices remained high, stunting con-
sumption. As a result, imports
weakened in fiscal 1990 while
stocks remained high in fiscal 1991.
In April 1991, Japan replaced its
system of import quotas with a 70-
percent tariff, which led to reduced
imports during the last half of fis-
cal 1991. But, the tariff will be re-
duced in future years, brightening
the prospects for imports.

HVP Exports Down
Eisewhere

U.S. soybean oil exports to Paki-
stan were off sharply during fiscal
1991, largely because there were no
shipments under Public Law (P.L.)
480. U.S. legislation precluded P.L.
480 assistance for Pakistan in fiscal
1991, because of concerns with
Pakistan’s nuclear energy research.
In addition, Pakistan raised its soy-
bean oil tariff and lowered its palm
oil tariff, which encouraged a shift
to palm oil.

U.S. HVP exports to the former
Soviet Union have risen in recent
years due to improving relations
and to declining procurements
from Soviet farmers. (As domestic
procurements fell, the former So-
viet Union increased imports to
maintain supplies.)

While constraints on foreign ex-
change and credit led to a $38-mil-
lion decline in U.S. HVP exports to
the former Soviet Union in fiscal
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1991, they were still the second
highest on record at $523 million.
Butter, which fell $68 million to
zero in fiscal 1991, was the largest
single change in HVP exports to
the former Soviet Union.

Due to the United Nations em-
bargo on trade with Iraq, U.S. HVP
exports to the Middle East fell $253
million, a much larger decline than
those to the former Soviet Union.
U.S. HVP exports to North Africa
fell $89 million due to reduced
flour and soybean meal exports.

Outlook

The greatest growth in U.S. HVP
exports began after the weakening
of the U.S. dollar was well under-
way. In addition to favorable ex-
change rates, the export gains
depended on strong economic
growth in overseas markets—both
in absolute terms and also relative
to U.S. economic growth.

Preliminary data for 1992 sug-
gest that U.S. HVP exports contin-
ued growing to another record
high in fiscal 1992, and maintained
their lead over bulk products.

While the weakness of the U.S.
dollar on foreign exchange markets
during much of fiscal 1992 bodes
well for continued export growth
in fiscal 1993, less than robust eco-
nomic growth in industrialized for-
eign markets suggests some
weaker, offsetting prospects.
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U.S. Agricultural Trade...At a Glance

Nonagricultural Trade Grows Faster Than Agricultural Trade

Billion dollars
Agricultural exports (deflated)!-2 15 33 41 24 25 25
Total exports (deflated)? 92 166 221 168 248 255
Agricultural trade balance! 1 12 23 12 18 15
U.S. trade balance 1 2 -36 -134 -123 -87
Percent

Exports’ share of farm production! 14 25 29 22 24 22
All U.S. exports as a share of GNP 4 7 8 5 7 7
U.S. share of:

World agricultural exports 14 18 18 15 14 NA

All world exports 15 13 12 12 12 13
U.S. share of:

World agricultural imports 1 % 7 9 7 NA

All world imports 15 13 14 20 16 14
U.S. agricultural exports as B

a share of all exports 16 20 18 14 1 10
Agricultural imports as

a share of all imports 13 9 7 6 5 5
Agricultural export price index! 40 88 100 88 al 89
U.S. consumer price index 47 65 100 131 159 165

Note: NA = Not available. 'Fiscal year. All others are calendar year. 2In 1980 dollars. Source: Foreign Agricultural Trade of the United States, USDA, ERS, various
issues. Agricultural Outlook, USDA, ERS, various issues. FAO Trade Yearbook, United Nations, Food and Agriculture Organization, various issues.

Grains and Oilseeds Led the List of U.S. Agricultural Exports... The Value of U.S. Competitive Imports Is Increasing...
Million dollars

Feed grains and products 10,497 3.817 5,789
Wheat and products 8.052 3.547 3.089
Oilseeds and products 9.305 6,266 5,609
Fruit, nuts, and vegetables 3,558 2915 5973
Animal products 4,107 4,353 6,789
Rice 1,537 648 749
Other 6,724 4,763 9.615

Total 43,780 26,309 37.613

...While Fruit, Nuts, and Vegetables Dominated Imports in 1991

Ba 501 700 992 Noncompetitive
Coffee 2,800 4,151 1,831 1981
Cocoa and products 953 1,189 1,005 Total 17,218
Meat 2,222 2248 3.016 ’
Fruit, nuts, and vegtables 1.966 3493 4,669 Competitive
Sugar 2,170 654 717
Vegtable oils 522 555 750
Other 6,084 7.894 9.608
Total 17.218 20,884 22,588

'Data are reported in fiscal years.

For more information, contact Stephen MacDonald at (202) 219-0822. Noncompetitive

1991
Total 22,588
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U.S. Vegetable Exports to Japan...At a Glance

Japan Bought More U.S. Vegetables in 1991

Rising demand for fresh vegetables stimulated total
U.S. vegetable exports to Japan in 1991. U.S. veg-
etable exports comprised fresh, frozen, and canned
vegetables; dry pulses; and other prepared or
preserved items. Sales increased from $332 million in
1990 to $383 miillion in 1991, representing 15 percent
of all U.S. vegetables sales, and a tripling of 1985
sales.

The increases were not, however, spread evenly.
Sales of frozen and canned vegetables declined,
while fresh vegetable, dry pulse, and prepared or
preserved vegetable sales rose.

Fresh vegetable exports registered the highest
increase in volume, up 30 percent from 1990,
despite the 12-percent increase in the aggregate
unit value per ton. These compare with the 45-
percent increase in all exports of U.S. fresh veg-
etables over 1990.

The rise in fresh vegetable exports is significant
considering the price increase for many fresh items.
For example, lettuce sales increased 16 times even
though export prices were up 41 percent. Ship-
ments of fresh broccoli increased over 4 times,
despite a 53-percent increase in the export price.
Celery exports more than doubled, despite an 8.4-
percent hike in price per ton. The sales increases
were due mainly to the high quality of U.S. ship-
ments which were competitively priced on the
world market.

On the other hand, U.S. exports of cauliflower
doubled in response to a 7.6-percent decrease in
price, but exports of asparagus, mushrooms, onions,
and shallots declined, partly due to higher export
prices.

Japan'’s major suppliers include China, the United
States, and Taiwan. Other suppliers include the
European Community, Thailand, and South Korea.

For more information, contact Fawzi A. Taha at
(202) 219-0610.

U.S. Vegetable Exports to Japan
Million $US
400

Frozen

U.S. Fresh Vegetable Exports to Japan

Million SUS
30

1990
1991
20

Others

Asparagus Broccoli Caulifiower Lettuce Mushrooms Onions/
shallots

U.S. Fresh Vegetable Export Prices

SUS per unit value
1,000

1985 87 89 91
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Dialing the Experts

CROPS, DAIRY, LIVE-
STOCK, & POULTRY

AQUACULTURE

10 5000 R—— 219-0888
COFFEE & TEA

Fred Gray........cccoeeveruerunuennee 219-0888
COTION

Robert Skinner..........c..c...... 219-0841
Ken Bowman (World) ....... 219-0826
Leslie Meyer...........cociins 219-0840
DAIRY PRODUCTS—Milk,

Ice Cream, efc.

I NHIBRERRr. .. ccvioinne 219-0770
AT ShOEE e escsssessssssnsosss 219-0769
DRY EDIBLE BEANS

Gary Lucier .......cccoeceveuenes 219-0884
Catherine Greene................ 219-0886
FEED GRAINS—Corn, Sorghum,
Barley, Oats

Thomas Tice .....ccccoeverrrenenne 219-0840
Peter Riley (World)............. 219-0824
JAMEBLEONEL cooiivisonsinssesisins 219-0840
FLORICULTURE

Doyle Johnson..................... 219-0884
FOOD GRAINS—Whedat, Rice

Ed Allen (Wheat)................ 219-0841
Janet Livezey (Rice) ........... 219-0840
Sara Schwartz (World) ......219-0824
Randall Schnepf.................. 219-0824
FRUITS & TREE NUTS

Doyle Johnson (Tree

I Lo coonniimannvesbssssssesnsin 219-0884
Dennis Shields.........cccecu..... 219-0884
Diane Bertelsen................... 219-0884
HAY

Thomas Tice......coeverveueennnne 219-0840
Allen Baker.......cccoeeeveenennn. 219-0840

USDA’s Economic Research Service

HONEY

Fred HOff ......ccovevererrernnnes 219-0883
LIVESTOCK

Ron Gustafson (Cattle &

SIRERY «.ccsoncasivsssssossssnimensrsss 219-1286
Leland Southard (Hogs) ... 219-0767
Steve Reed (Sheep) ............ 219-1285

Linda Bailey (World)......... 219-1286
Shayle Shagam (World)..... 219-0767

PEANUTS

Scott Sanford....................... 219-0840
George Douvelis (World) . 219-0840
POTATOES

R IR <o v nessrssrnons 219-0884
(& T T T— 219-0883
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POULTRY—Broilers,
Turkeys, Eggs
Lee Christensen .................. 219-0714
Larry Witucki (World)........ 219-0766
APNES POIBZ [ oocl. ocvessinssinn 219-0714
OILSEEDS—Soybeans,
Sunflowers
Scott Santordl......cscccsessssssrs 219-0840
George Douvelis................. 219-0840
Nancy Morgan (World).....219-0826
Jaime Castaneda................. 219-0862
SUGAR & SWEETENERS
Ronald Lord ......ccceeveeenenneee 219-0888
Peter Buzzanell ................... 219-0888
TOBACCO
Verner Grise ......cccceeeeveenens 219-0890
Ll o . SRR 219-0890
VEGETABLES
Gary Lucier........cccoeenueuuennes 219-0884
Catherine Greene................ 219-0886
Shannon Hamm.................. 219-0886
WOOL & MOHAIR
JohnLaWler .....cccussnssiosises 219-0840
Robert Skinner ............ccu..... 219-0841
U.S. TRADE & FOREIGN
AGRICULTURE
AFRICA & MIDDLE EAST
MR Kartsg .......cnmmmmn 219-0680
ASIA — East
William Coyle ........ceonemossens 219-0610
ASIA — South
Rip Landes.......c..iiieens 219-0664
CANADA
Mark Simone.........cceeuveenen. 219-0610
CHINA
Francis Tuan.....c.ceceeeeeveveenee 219-0626
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DEVELOPING ECONOMIES

Gene Mathia ......ccecoveeriuneee 219-0680
EASTERN EUROPE

Robert Koopman ................ 219-0621
Nancy Cochrane................. 219-0621
EUROPE

William Coyle ............couue... 219-0610
EXPORTS & IMPORTS

Thomas Warden ................. 219-0822
Steve MacDonald
(EXPOTS)..vvrnrrrcnrnerenensnen 219-0822
Karen Ackerman

(Programs) .......ccceeeeeeenncnees 219-0821
FOOD AID

Mike Kurtzig ........cccoeeuevvnnee 219-0680
Nydia Suarez (Food Aid

Programs) ........ccceeverveeuenene 219-0821
FORMER USSR

William Liefert.................... 219-0620
LATIN AMERICA

John Link.....ccconiviinecnnas 219-0660
PACIFIC RIM

William Coyle ......cccouvnnnveee. 219-0610
TRADE & FINANCE POLICY

Steve Magiera..........co.ceuuune 219-0633
Vern Roningen...........cc....... 219-0631
Tim Baxter......ccccocenuencnene. 219-0706

CASH RECEIPTS

Robert Williams.................. 219-0804
Connie Dixon ......ceeevenennes 219-0804
COSTS & RETURNS

Mitch Morehart................... 219-0801
CREDIT & FINANCIAL MARKETS
Jim Ryan.....eeiee. 219-0798
Jerry Stam ... 219-0892
Pat Sullivan.......cecevveevvennee. 219-0719
Tim Baxter (World) ............ 219-0706
FARM REAL ESTATE TAXES

Peter DeBraal............cueu... 219-0425
FARM SECTOR FINANCES

Mitch Morehart................... 219-0801
Duane Hacklander ............. 219-0798

FUTURES MARKETS

Richard Heifner.................. 219-0868
Sam Evans (Crops)............. 219-0841
INCOME

Bob McElroy (Farm
Forecast)......ccooeveevuevervenseenns 219-0800
Roger Strickland (Farm,
Annual)....coeeveveeieereeeees 219-0804
Mary Ahearn (Farm

Holdhold) ....cccceverevnreerennnne 219-0807
PRODUCTION COSTS

Ken Mathews (Dairy) ........ 219-0770
H. Shapouri (Livestock) ....219-0770

Ronald Lord (Sweet-

ENETS) c.cvvrervrerrrrrrerecsnesrnreennnes 219-0888
Annette Clauson (Tob./
Sweeteners) .......coveeeeeereenne 219-0890
SUBSIDIES

Carl Mabbs-Zeno ............... 219-0631
Fred Nelson.......uueeeeeenne. 219-0689
TAXES

Ron Durst ...eeeeeeececevcvvrens 219-0896
WAGES & LABOR

James Duffield .................... 219-0033
Victor Oliveira ... 219-0033

CORPORATE & FAMILY FARMS
Donn Reimund.................... 219-0522

FARM OUTPUT & PRODUCTIVITY
Francis Urban (World) ...... 219-0717

FARM REAL ESTATE

Roger Hexem ........c..cuuueee. 219-0419
FOREIGN LAND OWNERSHIP
Peter DeBraal....................... 219-0425
LAND OWNERSHIP & TENURE
Gene Wunderlich............... 219-0425
LAND USE

Arthur Daugherty .............. 219-0424

FOOD POLICY

Dave Smallwood................ 219-0864

Paul Westcott......uceuvenenneee. 219-0840

Loretta Lynch (World) ...... 219-0689

Bill Levedahl ............c.o........ 219-0864
FoodReview
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FOOD ASSISTANCE &

NUTRITION

Dave Smallwood................. 219-0864
Masao Matsumoto.............. 219-0864
FOOD AWAY FROM HOME
Charlene Price......ccoueeuenee. 219-0866
FOOD CONSUMPTION

Judy Putnam...........couueeeee 219-0870
FOOD DEMAND &

EXPENDITURES

James Blaylock .................... 219-0862
Richard Haidacher ............. 219-0870
Dave Stallings (World) ......219-0708
FOOD MANUFACTURING

& RETAILING

Charles Handy ..........cuu.... 219-0866
Tony Gallo (Manufac-

(1801 1= DO 219-0866
Phil Kaufman (Retailing)...219-0866
FOOD PRICES &

CONSUMER PRICE INDEX

Ralph Parlett.......cccoeureueneee. 219-0870
Denis Dunham.................... 219-0870
FOOD SAFETY & QUALITY

Tanya Roberts .................... 219-0864
Bina-Hwah Lin.................... 219-0459
FOOD WHOLESALING

Walter Epps ....ococueuenieinnee. 219-0866
MARKETING MARGINS

& STATISTICS

Richard Haidacher ............. 219-0870
Denis Dunham.................... 219-0870
Howard Elitzak................... 219-0870
Charles Handy .........ceouuu.. 219-0866
PRICE SPREADS

Larry Duewer (Meat) ......... 219-0712

AGRICULTURE & COMMUNITY
LINKAGES

Fred Hines....cccccevvervvevvennennee 219-0525
BUSINESS & INDUSTRY

Andrew Bernat........oceuuu. 219-0540
COMMUNITY DEVELOPMENT
David Sears.......cocvevevevueennne 219-0544



Information Updates

CREDIT & FINANCIAL MARKETS

Pat Sullivan ........cccceveeeevineene 219-0719
EMPLOYMENT

Paul Swaim.......eceeeeecrcnenene 219-0552
Tim Parker......ccceeeeeeneieeeens 219-0541
LOCAL GOVERNMENT FINANCE
Richard Reeder .......cccoveuuen. 219-0542
Anicca Jansen ......coeeeevreeene 219-0542
RURAL DEVELOPMENT

Sara Mazie .....ooveeeeeevervennnns 219-0530
David McGranahan ........... 219-0532

AGRICULTURAL HISTORY

Douglas Bowers.................. 219-0787
ALTERNATIVE CROPS

Lewrene Glaser................. 219-0888
BIOTECHNOLOGY

John Reilly ....coceveererennnnnen 219-0450
Richard Fallert (Dairy) ......219-0712
COMMODITY PROGRAMS

& POLICIES

Joy Harwood.....cceeuviuinnnee 219-0840

Paul Westcott (Crops)........ 219-0840

Sam Evans (Crops) ............ 219-0840
Richard Fallert (Dairy)...... 219-0712
Mark Smith (Exports)........ 219-0821
Praveen Dixit (World)....... 219-0632
Ron Lord (Sugar) ............... 219-0888
Verner Grise (Tobacco) ..... 219-0890
Fred Hoff (Honey) ............. 219-0883
ECONOMIC LINKAGES TO
AGRICULTURE

William Edmondson.......... 219-0785
ENERGY

Mohinder Gill..........cuee... 219-0464
FARM LABOR LAWS

Jack Runyan.......ccuuueeee. 219-0932
FARM LABOR MARKET

Leslie Whitener .........c....... 219-0932
FARM MACHINERY

Marlow Vesterby ............... 219-0422
FARM STRUCTURE

Donn Reimund................... 219-0522
FERTILIZER

Harold Taylor........ccconsunee. 219-0464
SEEDS

Mohinder Gill.......ccccoveereenee 219-0464
MACROECONOMIC
CONDITIONS

Ralph Monaco .......cceeeeuveee. 219-0782
Tim Baxter (World)............ 219-0706
NATURAL RESOURCE POLICY

Tim Osborn........veeeeenenee. 219-0401
Marc Ribaudo......coeeueennenee 219-0444

Francis Urban (World)...... 219-0717
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PESTICIDES

Merritt Padgitt ................... 219-0433
Ann Vandeman .................. 219-0433
Herman Delvo ... 219-0456
John LOVE...cveevererereeererenens 219-0886
POPULATION

Calvin Beale.........cceevueeunene. 219-0535
Francis Urban (World).......219-0705
Linda Swanson .......cccceeeuene 219-0535
SOIL CONSERVATION

Tim Osborn ......ceeeveeeevverennne 219-0405
Richard Magleby ................ 219-0435
SUSTAINABLE AGRICULTURE

Greg GajewsKi.....cocerurunnnnee 219-0818
Ann Vandeman .................. 219-0433
Linda Calvin.......ieeveeneee. 219-0888
Doug Beach .........coeeruerunnnee 219-0888
TRANSPORTATION

T.Q. Hutchinson ................. 219-0840
WATER & IRRIGATION

Noel Gollehon........cccccevuenee 219-0410
John Hostetler .......cccccevenne. 219-0410
WATER QUALITY

Marc Ribaudo..............u...... 219-0444
Steve Crutchfield................ 219-0444
WEATHER

Lloyd Teigan ......cccccceuereneee 219-0705



Information Updates

New Reports of Interest

e Economic Research Service
recently issued the following
reports of interest to the food

industry. To order copies, call the
toll-free number above (weekdays,
8:30-5:00 ET). Customers outside
the United States or Canada, please
dial (703) 834-0125.

Charge your purchases to Visa
or MasterCard. Or, order by mail
from ERS-NASS, 341 Victory Drive,
Herndon, VA 22070.

Food Consumption, Prices, and
Expenditures, 1970-90

Americans spent $570 billion for
food in 1991 and $85 billion for al-
coholic beverages. Away-from-
home meals and snacks captured
45 percent of the U.S. food dollar in
1991, up from 39 percent in 1980
and 34 percent in 1970. This annual
best seller presents historical data
on food consumption, prices, and
expenditures, and U.S. income and
population. Includes 1991 data

where available.
—by Judith Jones Putnam and Jane E.
Allshouse, 148 pp.
Stock #SB-840........cceererereerereenenens $14

Food Costs...From Farm to
Retail in 1991

This annual summary of devel-
opments in retail food prices finds
that the rise in retail food prices
slowed dramatically in 1991 under
the pressure of large food supplies
and recession-weakened consumer
demand.

—by Denis Dunham, 11 pp.
SOk #AIB-646......rsresmssvssesmsessesnesns $5

ERS-NASS
(800) 999-6779

Food Cost Review, 1991

This perennially popular report
presents USDA's findings on the
1991 farm-to-retail price spread.
Food prices increased 2.9 percent
in 1991, half the 1990 price rise.
Higher charges for processing and
distribution were major reasons for
the price increase. The prices farm-
ers received for their commodities,
as measured by the farm value of
USDA'’s market basket of foods, de-
clined 6.2 percent.

—by Denis Dunham, 50 pp.
Stock #AER-662 .........cucueuvvucuencaces $8
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Food Marketing Review, 1991

This best seller examines devel-
opments in the U.S. food market-
ing system. Although retail sales in
the food marketing system showed
recession-led declines in 1990 and
1991, food manufacturers and re-
tailers continued to boost profitabil-
ity because of stable wages,
producer prices, and streamlining
of operations.

—by Anthony Gallo and others, 137

PP
Stock #AER-657 ......cccveuruvrenanee $14




Information Updates

Food Spending by
Female-headed Households

This technical study suggests
that, on a per person basis, female-
headed households, a growing pro-
portion of the U.S. population,
spend less for food than do similar
two-parent households. The study
analyzes the influence of house-
hold type on food expenditure pat-
terns, after controlling for
household income and other socio-
economic characteristics.

—by Elizabeth Frazao, 55 pp.
Stock #TB-1806

Foreign Agricultural Trade of the
United States, Calendar Year
1990: Supplementary Tables

Using statistical summaries, this
report shows U.S. foreign trade in
agricultural products by country
during calendar years 1989 and
1990 for exports and imports val-
ued at more than $1 million.

—by Mary L. Fant, 291 pp.
Stock #AGES9204

From Farming to Food Service:
The Food and Fiber System’s
Links with the U.S. and World
Economies

This report examines the role of
farming in the food and fiber sec-
tor, the interaction between the
food and fiber sector and the rest of
the U.S. economy, and its linkages
through trade with the world econ-
omy.

—by Kathryn L. Lipton and Alden C.
Manchester, 37 pp.

Stock #AIB-640

A History of American
Agriculture, 1776-1990

An entertaining, informative
summary of the highlights of agri-
culture in America, this 50" x 45"
wall chart explodes with photo-
graphs, drawings, maps, and
charts that depict significant events
in the history of American agricul-
ture. The time-line poster provides
a decade-by-decade account of the
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economic and social trends, tech-
nologies, legislation, movements,
and efforts that have shaped U.S.
agriculture from pre-Colonial
times to the present.

Stock #POST-11....cccceverevenrensennnen $16

How Did Household
Characteristics Affect Food
Spending in 1980-88?

Looks at trends in U.S. per cap-
ita consumption of total food, food
at home, and food away from
home using the latest data from an-
nual surveys of urban household
food spending for 1980 to 1988.

—by James R. Blaylock and others,
17 pp.
G L G P ——— $5

Latin America’s Big Three Sugar
Producers in Transition: Cubaq,
Mexico, and Brazil

A Profile of the sugar industries
in Cuba, Mexico, and Brazil, this re-
port provides benchmark data and
analysis to help judge the direction
they may take into the later 1990’s.
Major government policy turning
points for these three largest Latin
American sugar producers could
significantly affect U.S. and world
trade.

—by Peter Buzzanell, 36 pp.
s TN T——— $8

Rearranging the Economic
Landscape: The Food Marketing
Revolution, 1959-91

Changes in the makeup of the
population, lifestyles, incomes, and
attitudes on food safety, health,
and convenience since World War

II have altered the conditions fac-
ing farmers and marketers of food
products. Food manufacturers and
distributors are addressing
changes in consumer wants and
needs. This report examines the
changes in the marketing of farm
and food products since 1950 and
the factors that have caused such
change.

—by Alden C. Manchester, 165 pp.
SHOCK BABR-G60 ..ccocvsssscsssssoirssssonss $14

A Summary of Federal Laws
and Regulations Affecting
Agricultural Employers, 1992

Updating a popular 1989 publi-
cation, this report is a single-
source reference that summarizes
Federal laws and regulations gov-
erning employment, taxes, wages,
and working conditions of agricul-
tural workers. Includes an ex-
panded section on agricultural
employers’ Federal safety and tax
requirements and a new section on
Federal equal opportunity guide-
lines.

—by Jack L. Runyan, 30 pp.
StOCk HATIB-652: .ssssiusisussassissasnssansia $8

Strategies for Food Security and
Structural Adjustment in
Sub-Saharan Africa

Mounting debt and a continuing
inability to feed their populations
led countries of Sub-Saharan Africa
to undertake reform programs to
make their economies more market-
oriented. At the same time, they
sought to protect the food security
of their most vulnerable groups.
Case studies of Kenya, Tanzania,
and Zimbabwe represent the com-
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mon dilemma: how to adhere to
long-term economic reform while
protecting vulnerable consumer
groups from market inefficiencies
and price shocks.

—by Shahla Shapouri, Margaret Mis-
siaen, and Stacey Rosen, 12 pp.
SEOCK HATB-651 ...oocisessssssssssissionssass $5

The Effect of Food Stamps and
Income on Household Food
Expenditures

Re-examines past estimates of
the effect of income and food
stamp benefits on food expendi-
tures.
—by ]. William Levedahl, 27 pp.

Stock #TB-1794 .$8




Stay current on:

Agricultural and economic statistics
and analysis
Commodity analysis
Food consumption
Foreign trade
Biotechnology
Rural development
Banking
Land use

Reports catalog lists mono-
graphs and periodicals available
from USDA’s economics agen-
cies. For a free subscription to
this quarterly catalog, write to:

ERS-NASS
341 Victory Drive
Herndon, VA 22070

Or call toll free,

1-800-999-6779

(in the U.S. and Canada; other
areas, please call 703-834-0125).

R AGRICULTURE ® ECONOMICS S]
from USDA’s Economics Agences




Food Marketing Review, 1991

Discover what’s happening in the U.S. food marketing system as fewer
but larger firms compete for limited retail shelf space and a share of the
consumer’s food dollar.

Here’s a sampling of the topics covered in detail by this fact-filled report from USDA'’s
Economic Research Service:

* A smaller portion of the Nation’s resources are being used each
year to feed a larger population. But to compete in a slow growth
market, food manufacturers are issuing record numbers of new
products and competing for shelf space in a system increasingly
dominated by fewer but larger firms.

* Retail sales of the food marketing system failed to keep up with
inflation in both 1990 and 1991, but reached about $750 billion in
1991. Wage and price stability helped keep processor and retailer
operations profitable in both 1990 and 1991, despite poor sales
growth.

® Inboth 1990 and 1991, the food system continued its restructuring,
global thrust, automation, and competition for the consumer dollar.

Food Marketing Review, 1991 is an in-depth view of the U.S. food marketing system.
It examines developments in all firms servicing the U.S. food supply— manufacturing,
wholesaling, and retailing.

To order this 140-page report (stock #AER 657) for $14:

Call the ERS-NASS order desk at 1-800-999-6779
inthe U.S. and Canada (other areas please call 703-834-0125).




Al

Za =t

For an entertaining, informative summary of the highlights of agriculture in
America, order your copy of this wall chart today. This 50" x 45" wall chart
explodes with photographs, drawings, maps, and charts that depict significant
events in the history of American agriculture. The time-line wall chart provides
a decade-by-decade account of the economic and social trends, technologies,
legislation, movements, and efforts that have shaped U.S. agriculture from
pre-Colonial times to the present.

To order, call 1-800-999-6779 or send $16.00 by check or money order to
ERS-NASS, 341 Victory Drive, Herndon, VA 22070. Ask for POST11.
For foreign orders, call 703/834-0125, or if ordering by mail,

add 25% for shipping and handling.
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