
















































































































































































































































Appendix table 72-Capacity utilization rates in food processing; fourth quarters 1992 and 1991, continued 
National Emergency 

Full production Production  
1992 1991      1992 1991 Industry 

Percent 

Chewing gum 
Salted and roasted nuts and 

seeds 

Fats and oils 
Cottonseed oil mills 
Soybean oil mills 
Vegetable oil mills 
Animal and marine fats and oils 
Edible fats and oils 

Beverages 
Malt beverages 
Malt 
Wines, brandy, and brandy 

spirits 
Distilled and blended liquors 
Botded and canned son drinks 
Flavoring extracts and syrups 

92 90 66 64 

73 75 55 56 

85 85 80 83 
92 93 92 93 
92 94 92 93 
95 92 95 92 
85 83 80 80 
78 79 72 76 

74 75 63 64 
84 86 83 84 
97 99 97 99 

83 83 63 64 
78 77 50 50 
63 65 55 57 
80 76 60 54 

Miscellaneous food and kindred 
products 

Canned and cured fish and 
seafoods 

Fresh or frozen prepared fish 
Roasted coffee 
Potato chips and similar snacks 
Manufactured ice 
Macaroni and spaghetti 
Food preparations  

Source: (49). 
(S) 

70 

(S) 
73 
73 
78 
(S) 
90 
69 

72 

(S) 
66 
90 
81 
(S) 
86 
71 

61 

(S) 
65 
66 
68 
(S) 
79 
59 

64 

(S) 
60 
82 
70 
(S) 
76 
61 

114     ERS/USDA Food Marketing Review, 1994/95 / AER-743 



Appendix table 73—Dow Jones market indexes of stock prices for the food marketing system 

Date Food Beverages 
Food retailers 

and wholesalers 

Percent 

June 30,1982 
Decembers], 1982 
December 30,1983 
December 31,1984 
December 31,1985 
December 31,1986 
December 31,1987 
December 30,1988 
December 29,1989 
December 31,1990 
December31,1991 

December 31,1992 
December 31,1993 
December 31,1994 

100.00 
122.93 
148.63 
171.87 
273.11 
355.81 
362.82 
477.72 
642.77 
673.52 
952.04 

937.60 
843.66 
899.69 

100.00 
125.40 
133.58 
147.03 
220.97 
270.83 
304.95 
341.43 
525.61 
611.53 
017.35 

977.68 
991.00 

1,046.65 

100.00 
141.39 
162.26 
179.77 
243.51 
288.23 
322.08 
438.83 
544.21 
569.17 
704.05 

698.01 
644.24 
637.05 

June 30,1982 
December31,1982 
December 30,1983 
December 31,1984 
December 31,1985 
December 31,1986 
December 31,1987 
December 30,1988 
December 29,1989 
December 31,1990 
December 31,1991 
December 31,1992 
December 31,1993 
December 31,1994 

Restaurants 
Consumer 
noncyclical 

Consumer 
cyclical 

100.00 100.00 
134.85 126.35 
155.44 136.86 
170.42 147.20 
249.65 205.58 
273.86 264.83 
272.55 282.69 
324.37 333.84 
463.15 479.37 
408.80 543.87 
552.57 784.90 
681.64 734.03 
791.13 684.89 
746.13 442.19 

Percent 

Dow Jones 
equity market 

100.00 100.00 
143.24 129.74 
169.71 152.29 
167.45 155.36 
218.45 199.23 
260.79 228.86 
261.35 230.50 
322.74 260.74 
386.31 329.85 
325.98 305.59 
446.65 391.90 
527.62 413.29 
596.43 442.19 
532.55 433.07 

Source: QO). 
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^ Appendix table 74-Piice/earnmgs ratio for the food marketing system 
1992 1993 1994 
first second second 

quarter quarter quarter 

1985 1986 1987 1988 1989 1990 
^ fourth fourth third third third fourth 
m Industry  quarter quarter quarter quarter quarter quarter 

CO 
C Percent 
CO 

> All-industry composite NA NA 15 12 15 15                   26                   23                   16 
Food marketing system NA NA NA 19 21 22                    16                    20                    22 
Food wholesaling NA NA NA 17 16 16                    16                    18                   21 
Food processing 15 19 15 19 20 20                    19                   21                    24 
Food retailing 13 20 20 20 27 47                   27                   20                    18 
Eating places NA NA NA NA NA NA NA 22 20_ 

NA = Not available. 
Source: (4). 
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Food Marketing Purchases 

Appendix table 75—Food marketing system purchases from U.S, agriculture 

Year Meat 
Fruit and 

vegetables^ 
Dairy 

products 
Bakery 

products 

1982 
1983 
1984 
1985 
1986 
1987 
1988 
1989 
1990 
1991 
1992 
1993 
1994 

31.5 
31.4 
32.4 
30.5 
30.9 
32.7 
33.5 
34.0 
36.9 
34.7 
34.4 
35.1 
32.7 

Billion dollars 

11.5 16.7 3.4 
12.9 18.0 3.5 
13.5 18.1 3.7 
13.3 17.7 3.4 
14.6 17.8 2.9 
14.3 18.2 2.8 
16.2 17.9 3.6 
17.8 19.6 4.3 
16.5 20.5 3.7 
17.0 18.4 3.3 
17.7 20.1 3.7 
18.4 20.1 3.9 
17.6 21.2 4.1 

Poultry 
Grain mill 
products^ Eggs 

Other 
foods^ Total* 

1982 
1983 
1984 
1985 
1986 
1987 
1988 
1989 
1990 
1991 
1992 
1993 
1994 

Billion dollars 

6.0 1.4 2.5 8.4 81.4 
6.6 1.4 2.7 8.8 85.3 
8.0 1.4 3.0 9.7 89.8 
7.9 1.3 2.3 10.0 86.4 
9.0 1.1 2.5 10.0 88.8 
8.1 1.0 2.2 11.0 90.4 
9.9 1.3 2.2 12.2 96.8 

11.4 1.6 2.8 12.3 103.8 
11.1 1.4 2.8 13.3 106.2 
11.2 1.3 2.7 13.0 101.8 
12.0 1.4 2.3 13.5 101.6 
13.2 1.4 2.6 14.9 109.6 
13.9 1.5 2.6 16.0 109.6 

^ Includes soups, baby foods, condiments, dressings^ spreads, and relishes. 
^ Includes, flour, flour mix^, cereals, rice, and pasta. 
^ Includes, fats and oils, sugar, and miscellaneous foods. 
* Excludes alcoholic beverages and aquaculture, which are estimated at $2.5 billion in 1990. 
Source: ERS 

Appendix table 76--Fpod marketing system purchases from fisheries 

Edible fishery 
Domestic commercial 

landines Imports Total 
products 1992 1993 1994 1992       1993        1994 1992 1993 1994 

Finfish 
Shellfish 

Total 

1,878 
1,654 
3,532 

1,741 
1,576 
3,317 

1,895 
1,856 
3,751 

Million dollars 

2,620      2,588      2,743 
3,086      3,261      3,902 
5,706      5,849      6,645 

4,498 
4,740 
9,238 

4,329 
4,837 
9,166 

4,638 
5,750 

10,396 
Source: (53). 
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Corporate 
Intercity profits Total 

Packaging rail and truck Fuels and before marketing 
Year Labor* materials transportation electricity taxes aher^ bitf 

Billion dollars 

1967 25.9 7.3 4.3 _ 3.4 21.5 62,4 
1968 28.0 7.6 4.5 — 3.6 22.2 65.9 
1969 30.4 7.9 4.6 - 3.6 21.8 68.3 

1970 32.2 8.2 5.2 2.2 3.6 23.7 75.1 
1971 34.5 8.5 6.0 2.4 3.9 23,2 78,5 
1972 36.6 8.9 6.1 2.5 4.0 24.3 82.4 
1973 39.7 9.4 6.4 2.8 5.4 23.4 87.1 
1974 44.3 11.8 7.5 3.7 6.1 24.8 98.2 
1975 48.3 13.3 8.4 4.6 7.1 29.7 111.4 
1976 53.8 14.5 9.1 5.0 7.7 34.9 125.0 
1977 58.3 15.1 9.7 6.0 8.0 35.6 132.7 
1978 66.2 16.6 10.5 7.1 9.9 37.1 147.4 
1979 75.2 18.6 11.8 8.2 10.0 42.3 166.1 

1980 81.5 21.0 13.0 9.0 9.9 48.3 182.7 
1981 91.0 22.6 14.3 10.0 9.7 58.4 206.0 
1982 96.6 23.7 14.7 11.0 9.4 62.1 217.5 
1983 102.4 24.7 15.4 11.7 9.6 65.9 229.7 
1984 109.3 26,2 15.9 12.5 9.6 68.7 242.2 
1985 115.6 26.9 16.5 13.1 10.4 76.5 259.0 
1986 122.9 27.7 16.8 13.2 10.3 79.9 270.8 
1987 130.0 29.9 17.2 13.6 11.1 83,3 285.1 
1988 137.9 32.6 17.8 14.1 12.0 87.5 301.9 
1989 145.1 35.2 18.6 14.8 12.9 89.0 315.6 

1990 154.0 36.5 19.8 15.2 13.2 104.9 343.6 
1991 160.9 38.1 20.4 16.3 15.2 112.6 363.5 
1992 168.4 39.2 20.6 16.7 14.9 109.6 369.4 
1993 178.0 39.4 21.2 17.2 14.2 109.6 379.6 
1994 188.7 42.1 21.8 17.9 16.0 114.3 401,0 
Source: (37)- Howard Elitzak 
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Food Marketing and the International Economy 

Appendix table 78-U.S. trade in processed foods, 1993 and 1994 
Exports Imoorts 

1993 1994 1993 1994 

Thousand dollars 

Total processed food 23,384,964 25,826,846 21,126,160 23,261332 

Meat products 5,781,689 6,841,551 3,095,557 3,001,293 
Meat packing 4,479,740 5,062,589 2,927,059 2,820,997 
Sausage and prepared meats 145,716 143,204 138,607 154,852 
Poultry dressing plants 1,156,233 1,635,758 29,891 25,424 

Dairy products 1,012,075 865,460 767,554 855,253 
Creamery butter 182,128 107,710 2,496 2,093 
Cheese, natural and processed 57,978 71,780 464366 490,845 
Condensed and evaporated milk 627,207 522,436 295,092 354,207 
Ice cream and frozen desserts 73,870 90,008 1,153 1,349 
Fluid milk 70,892 74,526 4,447 6,759 

Preserved fruit and vegetables 2,287,102 2,584,236 2,413,459 2,595,673 
Canned specialties 80,553 93,837 39,288 46,583 
Canned fruit and vegetables 849,350 954,420 1,276,997 1,348,179 
Dried fruit and vegetables 579,930 621,594 240,655 255,492 
Sauces and salad dressings 191,030 235,848 237,295 269,798 
Frozen fruit and vegetables 536,930 617,287 615,726 671,557 
Other frozen specialties 49,309 61,250 3,498 4,064 

Grain mill products 3,740,035 3,741,363 699,223 838,312 
Flour and grain mill products 392,280 386,058 56,389 88,721 
Breakfast cereals 160,851 151,459 77,311 89,873 
Rice milling 756,113 929,888 110,661 134,402 
Blended and prepared flours 96,904 117,671 21,273 27,660 
Wet com milling 1,383,925 1,350,037 234,925 256,000 
Dog, cat, and other pet food 315,260 386,910 76,543 84,016 
Prepared animal feed 634,702 419,340 122,121 157,640 

Bakery products 358,236 389,288 493,091 557,589 
Bread and other 207,411 233,956 309,426 343,199 
Cookies and crackers 107,823 106,625 145,722 170,878 
Frozen bakery products except bread 43,002 48,707 37,943 43,512 

Sugar and confections 1,669,787 1,825,812 2,086,518 2,149,118 
Beet and cane sugar 204,357 250,902 683,104 708,110 
Candy and confectionery products 168,744 165,152 261,866 298,011 
Chocolate and cocoa products 397,786 383,298 657,861 650,463 
Chewing gum 50,076 72,270 68,956 71,152 
Salted and roasted nuts and seeds 848,824 954,190 414,731 421,382 

Fats and oils 2,707,357 2,969,174 1,084,214 1,272,564 
Cottonseed oil mills 63,069 101,036 7,441 7,969 
Soybean oil mills 1,657,722 1,706,682 36,452 52,455 
Vegetable oil mills 258,819 320,102 841,785 1,025,898 
Animal/marine fats and oils 637,184 745,419 161,273 139,549 
Shortening and cooking oils 90,563 95,935 37,263 46,693 

- Continued 
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Appendix table 78-U.S> trade in processed foods, 1993 and 1994-^Coittintted 
Exoorts Imports 

1993 1994 1993 1994 

Thousand dollars 

Beverages 1,673,203 2,077,154 3,699,506 4,084,990 
Malt beverages 235,671 404,817 960,302 1,072,451 
Malt 50,965 30,324 8347 12,557 
Wines, brandy, and brandy spirits 184,303 201,720 1,150,795 1,270,164 
Distilled and blended spirits 355,690 389,731 1,274,653 1,328,009 
Soft drinks and carbonated water 196,764 320,963 249,930 320,106 
Flavorings, exb-acts, and syrups 649,810 729,599 55,479 81,703 

Miscellaneous foods 4,155,478 4,532,804 6,787,038 7,906,540 
Processed fishery products 437,746 427,682 921,649 1,036375 
Fresh fish 2,532,855 2,585,620 4,838,355 5,504,833 
Roasted coffee 122,506 142,209 144,788 216,854 
Potato chips 175,454 251,621 22,857 25,198 
Manufactured ice 2,710 8,382 15,890 15,922 
Pasta products 29,615 39,100 189,791 237,935 
Other food prctmrations 854,594 1,078,190 653,708 869,423 

Source: (17) 

Appendix table 79—Ü>S> trade balance in processed foods 
Trade balance 

Item 1993 1994 

Thousand dollars 

All processed food 2,258,804 2,565,514 

Meat products 
Dairy products 
Preserved fruit and vegetables 
Grain mill products 
Bakery products 
Sugar and confectioneries 
Fats and oils 
Beverages 
Miscellaneous foods (including seafoÑod) 

2,686,132 
244,521 

-126,357 
3,040,812 

-134,855 
-416,731 

1,623,145 
-2,026,303 
■2,631,560 

3,840,258 
10,207 

-11,437 
2,903,051 
-168,301 
-323,306 

1,696,610 
-2,007,836 
-3,373,736 

Source: (IT) 

120     ERS/USDA Food Marketing Review, 1994/95 / AER-743 



Appendix table 80-Top 10 recipients of U,S. food exports, 1994 
Country Value  

Thousand dollars 

Japan 7,034,666 
Canada 4,353,945 
Mexico 2,629,942 
South Korea 1,312,462 
Netherlands 854,151 
Hong Kong 833,907 
Taiwan 732,459 
United Kingdom 723,804 
West Germany 617,162 
Russia 589,610 
Top 10 total 19,682,108 
All others 6,144,738 

Total exports 25,826,846 
Source: (17) 

Appendix table 81—Leading exporters of food products to the United States, 1994  
Country Value  

Thousand dollars 

Canada 4,641,142 
Thailand 1,713373 
Mexico 1,290,686 
France 1,095,144 
Italy 933,194 
Australia 902,049 
New Zealand 778,545 
Brazil 763,983 
United Kingdom 733,931 
Netherlands 706,213 
Top 10 total 12,852,047 
All others 10,409,285 

Total exports 23,261,332 
Source: (17) 
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Appendix table 82-Leadipg exporters of food products to the united States, by category, 1994 
Country ,  Value 

Thousand dollars 

Meats 
Canada 
Australia 
New Zealand 
Denmark 
Argentina 

Dairy 
New Zealand 
Italy 
Ireland 
France 
Denmark 

907,445 
662,208 
464,162 
263,165 
117,719 

148,851 
117,859 
116,730 
73,183 
45,826 

Processed fruits and vegetables 
Mexico 
Spain 
Brazil 
Canada 
Thailand 

357,546 
241,413 
240,739 
217,359 
202,657 

Grain mill products 
Canada 
Thailand 
West Germany 
Netherlands 
Australia 

424,791 
128,610 
48,043 
47,115 
35,271 

Bakery 
Canada 
Mexico 
Denmark 
Belgium 
United Kingdom 

243,884 
52,956 
52,953 
27,432 
23,171 

Sugar 
Canada 
Brazil 
India 
Etominiean Republic 
Mexico 

325,540 
220,889 
177,943 
115,968 
104,315 

Fats and oils 
Canada 
Italy 
Phillippines 
Malaysia 
Peru 

430,317 
190,102 
185,943 
119,135 
56,822 

■ Continued 
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Appendix tabic 82-Leading exporters of food products to the United States, by category, 1994—Continued 
Country \ Value 

Thousand dollars 

Beverages 
France 869,545 
Canada 660,154 
United Kingdom 564,600 
Netherlands 416,142 
Italy 362,950 

Miscellaneous food 
Canada 1,399,802 
Thailand 1,328,410 
Ecuador 542,736 
Mexico 400,796 
Mainland China 320,030 

Source: (17) 
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Appendix table 83-Lea(Img importers of food products to the United States, by category, 1994 

Country Value 

Thousand dollars 

Meats 
Japan 
^fexico 
South Korea 
Canada 
Russia 

2,481,822 
877,393 
868,856 
712,670 
362,941 

Dairy 
Mexico 
Taiwan 
Canada 
Japan 
Algeria 

Processed fruits and vegetable 
Canada 
Japan 
Mexico 
United îCingdom 
Netherlands 

185,744 
76,140 
72,058 
71,536 
61,950 

651,165 
598308 
147,396 
122,953 
109,002 

Grain mill products 
Japan 
Canada 
Netherlands 
Mexico 
United Kingdom 

584,205 
470,442 
366,304 
312,364 
165,605 

Bakery 
Canada 
Mexico 
Bermuda 
Japan 
South Korea 

215,482 
45;254 
18,054 
12,990 
10,504 

Sugar 
Canada 
Japan 
West Germany 
Mexico 
Netherlands 

348,726 
203,693 
189,004 
123,410 
81,799 

Fats and oils 
Mexico 
Canada 
Algeria 
Japan 
Mainland China 

356,087 
308,832 
191,696 
156,494 
135,619 

- Continued 
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Appendix table 83-Leading importers of food products to the United States, by category^ 1994—Contiimed 
Country Value  

Thousand dollars 

Beverages 
Japan 539,532 
Canada 252,713 
Mexico 178,269 
Australia 149,680 
United Kingdom 107,970 

Miscellaneous food 
Japan 2,064,365 
Canada 884,205 
South Korea 155,478 
Mexico 148,455 
United Kingdom 118,245 

Source:   (17) 
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Item 1989 1990 1991 1992 1993 

Million dollars 

Difcct foreign investancnt in the United States: 
Investoicnt position-^ 

Food manufacturing 23,585 22,543 24,053 25,587 25,376 

Wholesaling 2,026 1,672 1,956 1,871 1,998 

Foodstores 2,448 3,679 4,917 4,032 4,573 

Eating and drinking places 313 1,683 1,698 1,205 1,259 

Total 28,372 29,577 32,624 32,695 33,206 

Capital inflows- 
Food manufacturing 7,759 897 1,678 1,598 130 

Wholesaling 805 124 526 132 102 

Foodstores -2 1,010 348 214 601 

Eating and drinking places 109 -7 -243 -320 50 

Total 8,669 2,024 2309 1,624 883 

Mcome- 
Food manufacturing 1,359 1,129 1,477 533 1,038 

Wholesaling 1 64 -161 110 -21 

Foodstores 137 228 206 73 68 

Eating and drinking places 14 -6 19 -130 56 

Total 1,511 1,415 1,863 586 1,141 

Direct foreign investment by the United States: 
Investment position-^ 

Food manufacturing 11,890 15,570 17,148 20,196 22,579 

Wholesaling 1,497 1,484 2,317 1,507 2,450 

Foodstores 1,059 784 1,036 1,078 1,046 

Eating and drinking places NA NA NA NA 4,521 

Total^ 14,446 17,838 20,501 22,781 30,596 

Capital outflows- 
Food manufacturing -169 6,109 2,205 3,303 5,778 

Wholesaling -871 15 113 -100 -332 

Foodstores -97 -247 301 62 4 

Eating and drinking places NA NA NA NA NA 

Total^ -1,137 5,877 2,619 3,265 5,450 

Income- 
Food manufacturing 2,295 2,522 2,929 3,187 3,672 

Wholesaling 315 438 216 60 504 

Foodstores 75 31 79 69 -10 

Eating and drinking places 100 85 129 89 NA 

TotaP 2,785 3,076 3,353 
^ Investment on an enterprise basis. 
^ On a historical cost basis. 
^ Totals do not include data from eating and drinking places to avoid disclosure of data. 
Source: (42). 
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-n —rr     :—= ^ 
Sales Net income Assets Parent Affiliates 

^ Sector 1988 1992 1993 1988 1992 1993 1988 1992 1993 1988 1992 1993 1988 1992 1993 
2   

\jfau^^ ^^11^^^ 

^ All food manufacturing 
g      Grain mill and bakery 

59,932 89,159 95,182 3,520 5,683 6392 39,508 69,107 80,318 64 64 64 663 672 762 
19,898 21,292 21,610 947 875 952 11,721 13,939 14,501 13 11 11 174 165 174 

Ï      Beverages 11,275 21,868 25,333 1,260 1,705 2,924 8,995 21,401 27,346 13 15 16 146 161 174 

Meat 2,924 NA 2,712 59 NA 48 1,437 15,157 1,557 7 8 7 20 25 33 
CO      Dairy 3,941 NA 6,977 216 NA 547 2,150 2,673 3,450 3 4 3 35 35 38 
:^      Fruits and vegetables 3,675 7,263 7,290 120 411 479 2,815 6,909 6,759 8 8 9 59 84 85 
S      Other food 18,572 31393 31,860 918 1,460 1,441 12390 22,765 26,865 20 18 18 229 235 258 
•^ Food wholesaling 10,896 14,388 15,783 576 1,273 522 4,698 4,975 7,804 17 12 13 159 182 197 
> Foodstores, eating and 

;,i-'' 

J3    drinking places 11,151 21,169 20,937 353 472 89 5,397 8,145 4,934' 15 24 15 56 84 91 
Ü Food marketing 81,979 

1 drinking plac 
124,716 

«s 
132,502 4,449 7,428 6,825 50,439 82,227 93,056 96 100 92 878 971 1,056 

^    ^ Excludes assets of eating and 
Source: (42). 
NA = Not available. 

m 
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Appendix table 86-Employees of U.S> affiliates of foreign firms 
Sector 1987 1988 1990 1991 1992 1993 

All food manufacturing 
Beverages 
Meat 
Dairy 
Fruits and vegetables 
Grain mill 
Bakery 
Other foods 

Wholesaling 
Foodstorc 
Eating and drinking places 

Food marketing 

146 
39 
4 

17 
4 
1 

21 
61 
23 

218 
20 

407 

169 
40 

7 
20 

NA 
NA 
30 
62 
23 

234 
24 

450 

247 242 
56 57 

NA NA 
NA NA 
NA NA 
NA NA 
NA NA 
NA NA 
43 44 

293 333 
118 NA 

701 NA 

242 
66 

7 
25 

NA 
NA 
45 
30 
43 

351 
127 

763 

200 
24 

7 
23 

NA 
NA 
32 
56 
46 

384 
117 

747 
NA = Not available. 
Sources: (42). 

Appendix table 87-Assets of U.S. affiliates of foreign firms 
Sector 1987 1988 1990 1991 1992 1993 

All food manufacturing 
Beverages 
Meat 
Dairy 
Fruits and vegetables 
Grain mill 
Bakery 
Other foods 

Wholesaling 
Foodstore 
Eating and drinking places 

Food marketing 

Million c ioUars 

23304 30,317 45,987 48,178 46,799 47,931 
12,636 13,982 18,159 19,356 14,016 13,083 

176 310 NA NA 1,499 544 
1,520 2,005 NA NA 6,054 2,738 

325 NA NA NA 1,247 1,036 
200 NA NA NA 4,993 14,121 

1,040 1,751 NA NA 7,054 3,593 
7,407 9,308 27,828 28,822 7349 12,816 

3,582 3,502 5,769 6,308 7349 8,267 
7,854 8,436 11,774 17,267 16,959 19,039 

633 193 3,327 NA 3,263 3,123 

35373 
N A = Not available. 
Sources: (42). 

42,488 68,857 NA 74370 78360 
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Appendix table 88-Net income of U,S. affiliates of foreign firms 
Sector 1987 1988 1990 1991 1992 1993 

All food manufacturing 
Beverages 
Meat 
Dairy 
Fruits and vegetables 
Grain mill 
Bakery 
Other foods 

Wholesaling 
Foodstore 
Eating and drinking places 

Food marketing 

394 
284 
-10 

8 
25 

NA 
50 
26 
54 
80 

2 

530 

755 
661 
-11 

2 
NA 

11 
63 

NA 
24 

323 
8 

1,110 

Million dollars 

89 228 
372 41 
NA NA 
NA NA 
NA NA 
NA NA 
NA NA 

-283 186 
-360 -11 
-331 619 

-82 NA 

-684 NA 

226 -1,995 
414 -1,020 
-29 -63 

6 -91 
5 -17 

37 -61 
-10 -200 

-123 -543 
107 -264 

-213 -126 
-181 -156 

-61 -2,541 
NA = Not available. 
Sources: (42). 

Appendix table 89-Sales of Ü.S> affiliates of foreign firms 
Sector 1987 1988 1990 1991 1992 1993 

Million dollars 

All food manufacturing 22,424 30,053 44,986 44,262 46,799 45,765 

Beverages 5,955 7,445 6,163 13,367 14,016 6,652 

Meat 1,040 1,699 882 NA 1,499 1,321 

Dairy 2,864 3,983 6,722 NA 6,054 5,996 

Fruits and vegetables 365 NA NA NA 1,247 1,127 

Grain mill 171 NA NA NA 11,986 11,582 

Bakery 2,039 2,515 4,178 NA 4,943 3,904 

Other foods 9,989 11,844 16,321 NA 9,054 15,183 

Wholesaling 12,927 14,244 20,476 19,724 18,894 21,734 

Foodstore 22,066 21,421 37,440 47,103 48,159 51,537 

Eating and drinking places 1,284 874 4,821 4,850 4,904 5,236 

Food marketing 58,701 72,592 107,723 115,939 118,756 126,272 

NA= Not available. 
Sources: (42). 
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Monetary 
Country unit 1989 1990 1991 1992 1993 1994 

"Currency units per dollar- 

Australia Dollar 0.7919 0.7807 0.7787 0.7352 0.6799 0.7316 
Austria Schilling 13.236 11.331 11.686 10.992 11.639 11.409 
Belgium Franc 39.409 33.424 34,195 32.148 34.581 33.424 
Canada Dollar 1.1842 1.1668 1.1460 1.2085 1.2902 1.3664 
People's Republic of China Yuan 3.7673 4.7921 5.3337 5.5206 5.7795 8.6295 
Denmark Krone 7.3210 6.1899 6.4038 6.0372 6.4863 6.3561 
Euro Community ECU NA 1.2976 1.2401 1.2951 1.1702 1.1862 
Finland Markka 4.2963 3.8300 4.0481 4.4865 5.7251 5.2340 
France Franc 6.3802 5.4467 5.6468 5.2935 5.6669 5.5459 
Germany D. mark 1.8808 1.6166 1.6610 1.5618 1.6545 1.6216 
Greece Drachma 162.20 158.59 182.63 190.81 229.64 242.50 

Hong Kong Dollar 7.7402 7.7712 7.7712 7.7402 7.7357 7.7290 
India Rupee 16.213 17.492 22.712 28.156 31.291 31.394 
Ireland^ Pound 1.4180 1.6576 1.6139 1.7042 1.4647 1.4969 
Italy Lira 1372.28 1198.27 1241.28 1232.17 1573.41 1611.49 
Japan Yen 138.07 145.00 134.59 126.78 111.08 102.18 
Malaysia Ringgit 2.7079 2.7057 2.7503 2.5463 2.5738 2.6237 
Netherlands Guilder 2.1219 1.8215 1.8720 1.7587 1.8585 1.8190 
New Zealand^ Dollar 0.5979 0.5962 0.5783 0.5379 0.5413 0.5936 
Norway Krone 6.9131 6.2541 6.4912 6.2142 7.0979 7.0553 
Portugal Escudo 157.53 142.70 144.77 135.07 161.08 165.93 

Singapore Dollar 1.9511 1.18134 1.7283 1.6294 1.6158 1.5275 
Sk)uth Africa Rand 2.6214 2.5885 2.7633 2.8524 3.2729 3.5534 
South Korea Won 674.29 710.64 736.73 784.66 805.75 806.93 
Spain Peseta 118.44 101.96 104.01 182.38 127.48 133.86 
Sri Lanka Rupee 35.947 40.078 41.200 44.013 48.211 49.170 
Sweden Krona 6.4559 5.9231 6.0521 5.8258 7.7956 7.7161 
Switzerland Franc 1.6369 1.3901 1.4356 1.4864 1.4781 1.3667 
Taiwan Dollar 26.407 26.918 26.759 25.160 26.416 26.457 
Thailand Baht 25.725 25.609 25.528 25.411 25.333 25.161 
United Kingdom^ Pound 163.8202 178.4103 1.5319 1.5016 1.7663 1.7674 
United States^ Dollar 98.60 89.09 89.84 86.61 93.18 91.32 

^ Averages are based on daily noon buying rates for cable transfers in New York City certified for customs purposes by the Federal Reserve Bank of New York. 
Source: (U). 
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Appendix table 91-World's largest food processing firms, 1993 
Processed Total company 

Company Headquarters food sales sales 

•Billion dollars— 

1.   Nestle S.A. SWITZERLAND 36.3 39.1 
2.   Philip Morris/Kraft Foods USA 33.8 50.6 
3.   Unilever UK/NETHERLANDS 21.6 41.9 
4.   ConAgra USA 18.7 23.5 
5.   Cargill USA 16.7 47.1 
6.   Pepsi Co USA 15.7 25.0 
7.   Cocacola USA 13.9 14.0 
8.   Danone SA. FRANCE 12.3 12.3 
9.   Kinn Brewery JAPAN 12.1 12.1 

10.  rop,inc. USA 11.2 11.7 
11.    Mars, Inc. USA 11.1 12.0 
12.   Anheuser-Busch USA 10.8 11.5 
13.   Montedison/Feni77Í/Eridania ITALY 9.9 12.3 
14.   Grand Metropolitan UK 9.9 11.2 
15.   Archer Daniels Midland Co. USA 8.9 11.4 
16.    Sara Lee USA 7.6 15.5 
17.   Allied Domecq Pic UK 7.2 7.2 
18.   RJR Nabisco USA 7.0 15.1 
19.   Guinness Pic UK 7.0 7.0 
20.    H. J.Heinz USA 6.8 7.0 
21.   Asahi Breweries JAPAN 6.8 6.8 
22.    CPC International USA 6.7 6.7 
23.   Dalgety UK 6.7 6.7 
24.   Campbell Soup USA 6.6 6.6 
25.    Bass Pic UK 6.6 6.6 
26.    SuntoryLtd. JAPAN 6.6 6.6 
27.   Associated British Foods Pic UK 6.5 6.5 
28.   Kellogg Company USA 6.3 6.3 
29.   HillsdownPlc UK 5.8 6.0 
30.    Quaker Oats USA 5.7 5,7 
31.   General Mills USA 5.6 8.5 
32.    Täte &Lyle Pic UK 5.6 5.6 
33.   Cadbury Schweppes UK 5.6 5.6 
34.   Coca Cola Enterprises USA 5.5 5.5 
35.    Seagram CANADA 5.2 5.2 
36.    Sapporo Breweries Ltd. JAPAN 5.1 5.1 
37.    Borden, Inc. USA 4.8 6.7 
38.   Nippon Meat Packers JAPAN 4.8 4.8 
39.    Yamazaki Baking JAPAN 4.8 4.8 
40.    Tyson Foods Inc. USA 4.6 4.7 
41.   Heineken NETHERLANDS 4.6 4.6 
42.   United Biscuits UK 4.5 4.5 
43.   Fosters Brewing Group LTD AUSTRALIA 4.4 4.4 
44.   Ajinomoto Co., Inc. JAPAN 4.3 5.2 
45.    Snow Brand Milk JAPAN 4.3 4.8 
46.   LVMHMoetHennessy FRANCE 4.2 4.2 
47.   BesnierS.A. FRANCE 4.1 4.1 
48.   Itoham Foods Inc. JAPAN 3.9 3.9 
49.   Meiji Milk Products JAPAN 3.9 3.9 
50.    Hershey Foods Corp. USA 3.5 3.5 
Source: ERS 
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Food Marketing Review Seminar Series 

Anthony E. Gallo, Coordinator 

Beginning in 1993, the Economic Research Service began the Food Marketing 
Review Seminar Series to focus on food marketing policy issues in the 1990's. 
The following are summaries extracted from each seminar. 

Eleventh Food Marketing Seminar April 2,1996 

Invited Speaker: James MacDonald, Ohio State University 

Discussant: Mark Denbaly 

Title: Demand, Information, and Competition: Why Do Retail Food Prices Fall 
at Seasonal Peaks? 

Summary: Prices for food products with strong seasonal demand fluctuations 
tend to move counter cyclically; that is, they fall during seasonal demand 
peaks. The pattern is widespread, occurring for 44 of 48 products in the 
sample, and the price swings are relatively large. There is no evidence that the 
price declines are associated with declines in input prices; indeed, there is more 
evidence for input price increases during period of peak product demands. 
Rather, pricing patterns appear to follow from "thick market" effect. Increases 
in market demand lead to increases in informative advertising expenditures by 
retailers and manufacturers, and these in turn lead to increases in market 
information and greater price sensitivity on the part of buyers. Faced with 
greater but more price-elastic demands, sellers cut prices. 

Tenth Food Marketing Seminar March 20,1996 

Invited Speakers: Robert Trost, George Washington University; Fred Joutz, 
George Washington University; Charles Hallaban, ERS; Albert Reed, ERS 

Moderator: Mark Denbaly 

Title: Evaluation of Forecasting Seven Components of the Food Consumer 
Price Index 
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Summary: ERS computes forecasts for a number of components of the 
monthly food CPI. Based on component forecasts, ERS forecasts the overall, 
monthly food CPI. Because ERS's food price forecasts are used by both the 
public and private sectors, it seems important to gauge the performance of ERS 
forecasts. This study gauges the forecast performance of seven food price 
components: fish and seafood, dairy products, fats and oils, cereals and bakery, 
non-alcoholic beverages, sugar and sweets, and other prepared foods. The 
FCED computes monthly forecasts of these seven components using a simple 
forecast formula. This study compares the forecasts generated using this 
simple formula to forecasts generated using an alternative 'best' statistical 
model identified from historical data. The authors find that although forecasts 
generated from the alternative model perform slightly better than forecasts 
generated from the FCED formula, the difference does not appear to be large, 
nor does it appear to be statistically significant. 

Ninth Food Marketing Seminar November 14,1995 

Invited Speaker: Michael OUinger, Economic Research Service of USDA 

Title: Costs of Analyses of the Beef Pork, Chicken^ and Turkey Slaughter 
Industries: Plant Size, and Output Quality Effects, 1963-92 

Summary: Using plant-level data and a translog cost function, the authors 
examine the effect of plant size, whether a plant is part of a multiplant firm, 
and value of output on production costs over the 1963-92 period in the beef, 
pork, chicken, and turkey industries. Preliminary results suggest that single- 
plant firms have a lower labor cost share and a higher material cost share than 
multiplant firms. Results also suggest that beef and pork plants with a higher 
value of output have higher production costs than plants with a lower value of 
output.  Finally, large beef, chicken, and turkey slaughter plants have a higher 
labor share of costs and a lower materials share of costs than other plants. 

Eighth Food Marketing Review Seminar February 8,1995 

Invited Speakers: Gerald Grinnell, Warren Preston, Roger Schneider, Stuart 
Frank—Packers and Stockyards 

Title: Concentration in the Red Meat Packing Industry 

Summary: Congress included $500,000 in the Department of Agriculture's 
(USDA) Packers and Stockyards Administration (now Grain Inspection, 
Packers and Stockyards Administration (GIPSA)) 1992 fiscal-year 
appropriation to conduct a study of concentration in the read meat packing 
industry. Both the Senate and House Committee reports expressed concems 
about concentration in the meatpacking industry. Prior to beginning the study, 
GIPS A solicited public input and received comments from 51 individuals and 
organizations on the scope and approach of the study. Input was also obtained 
from other Federal agencies. An interagency working group reviewed the 
public comments and recommended priority research topics. 
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Seven projects were selected to address areas identified in the House 
Committee report accompanying the FY 1992 appropriation. Six of the 
projects were conducted by researchers from various universities. The seventh 
project was completed by USDA. This report is a summary of the finds of 
those projects. The underlying reports of the university researchers will also be 
released after confidential firm-specific information is removed. 

Seventh Food Marketing Seminar January 24,1995 

Invited Speaker: Ian M. Shelton, Ohio State University 

Discussant: Albert Reed 

Moderator: Mark Denbaly 

Title: Increased Contracting in Agriculture: Its Implication for Public Policy 
and Consumers 

Summary: The popular debate on "industrialization" of agriculture has tended 
to focus on issues relating to its effects on the environment and rural 
communities, and has paid less attention to aspects of imperfect information, 
risk, and resource allocation that are important in a marketing system 
increasingly characterized by some form of contracting between farmers and 
first-stage processors/handlers. In this research, contracting is treated as an 
example of the principal-agent problem. Principals, who are firms such as 
broiler and hog contractors, are assumed to have the objective of setting the 
terms of production contracts not only to induce maximum production effort by 
agents, i.e., farmers/growers, but also to provide them with a degree of 
insurance against production and price risk. Using this framework, it is shown 
how the amount of risk that growers are expected to bear in such contracts is 
related to both contractor and grower attitudes towards risk, and the extent of 
imperfect information. The research highlights the type of informational 
problem that principal and agent can face in contracting relationships. For 
example, it may be costly for contractors to continually monitor their growers. 
As a result, it is possible that growers may not exert maximum effort in 
production, a problem known as moral hazard. Growers, on the other hand, 
face the problem of selecting a principal with whom to contract. 

Sixth Food Marketing Seminar March 11,1994 

Invited Speaker: Michael A. Mazzocco, University of Illinois 

Discussants: Phillip Kaufman, Hisham El-Osta 

Moderator: Dennis Henderson 

Title: Relative Efficiency in Food Processing Industries: Application of Data 
Envelopment Analysis 

134    ERS/USDA Food Marketing Review, 1994/95 / AER-743 



Summary: The objective of this paper is to determine the relative technical 
efficiency for a sample of food processing plants in a given market and to 
make inferences regarding their relative cost structure. The sample consisted 
of plants in meat processing, dairy processing, animal feed manufacture, and 
bakery products. Each group was analyzed independently for in-group 
comparison. 

Fifth Food Marketing Seminar January 6,1994 

Invited Speaker: Constance L. Falk, New Mexico State University 

Discussants: Michael Harris, David Smallwood 

Moderator: Dennis R. Henderson 

Title: Country of Origin Bias Toward US, and Mexican Food Products 

Summary: Mexican consumer preferences for and biases toward U.S. and 
Mexican food products were evaluated in a taste test and a simulated shopping 
experience test. Mexican and U.S. brands of potato chips and chile salsa were 
evaluated. In addition, the respondents were asked questions about their 
consumption habits, attitudes, and personal background. Frequency statistics, 
chi-square goodness of fit tests, and McNemar chi-square tests were performed 
to analyze the data and test the hypotheses. 

Fourth Food Marketing Seminar November 4,1993 

Invited Speaker: Steven A. Newborn, Federal Trade Commission 

Discussants: Richard Rogers, Charles Handy 

Moderator: Patrick O'Brien 

Title: The Federal Trade Commission's Antitrust Priorities and the Food 
Marketing System 

Summary: The Federal Trade Commission (FTC) and the Department of 
Justice's Antitrust Division (DOJ) share concurrent responsibility for enforcing 
the antimerger statutes. Which agency will investigate any particular merger is 
based on which has the most expertise in that industry. Because of its 
expertise, FTC handles most of the mergers in the food industry. 
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There are between 1,500 and 1,600 premerger notification filings annually 
under the Hart-Scott-Rodino Act, of which roughly 60, or 4 percent, require 
in-depth investigation. Of these, roughly 20, or slightly more than 1 percent, 
result in enforcement actions that either stop the merger through litigation, 
through the parties abandoning the merger, or allow the merger to be 
consummated but through consent orders whereby the parties usually divest the 
offending horizontal overlaps. In addition, and not counted in the above 
statistics, in any 1 year, several mergers are called off when FTC staff makes 
evident any interest in the competitive consequences of that transaction. These 
statistics suggest that businesses and their antitrust advisors are usually able to 
anticipate when a proposed transaction is likely to raise competitive concerns 
with the antitrust agencies and either refrain from attempting such a trmisaction 
or structure it to avoid competitive problems. 

In the merger enforcement actions taken by the FTC since the issuance of the 
1992 Joint Federal Merger Guidelines in April of that year, three involved 
hospital mergers, four the chemical industry, one coal terminals, one the 
electrical industry, one the defense industry, one the dental industry, one the 
railroad boxcar industry, one the furniture polish industry, and two the food 
industry (one was Vons' Stores acquisition of Williams Brothers Supermarket 
in San Luis Obispo, California, and the other was the acquisition of Haas, a 
dehydrated onion manufacturer by McCormick Spice Company). Two 
additional mergers in the food industry are presently being investigated by the 
FTC. 

Third Food Marketing Seminar September 28,1993 

Invited Speaker: Ian Sheldon, Ohio State University 

Discussants: Daniel Pick, Robert Bohall 

Moderator: Dennis R. Henderson 

Title: Effects of Imperfect Competition in Food Manufacturing on Agricultural 
Policy Reform 

Summary: Most policy analysis in agricultural economics typically ignores the 
existence of the food processing, distribution, and retail sectors. If these 
sectors were perfectly competitive, their exclusion would not significantly 
affect the welfare changes following policy reform. However, since these 
sectors are typically imperfectly competitive, excluding them does matter. In a 
theoretical model of vertically related food market, this paper shows that 
welfare changes of policy reform are lower than the 'perfectly competitive' 
case since there is imperfect pass-through of price changes occurring at the 
farmgate. The model shows that the pass-through effects depend on the nature 
of strategic interaction in the food market and the degree of product 
differentiation of the final food products. The theoretical model is applied 
regime, a sector characterized by the existence of a few larger firms. 
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Second Food Marketing Seminar May 19,1993 

Invited Speaker: Gerald Grinnell, Warren Preston—-Packers and Stockyards 
Administration 

Discussants: Kenneth Nelson, Russell Parker 

Moderator: Dennis R. Henderson 

Title: Empirical Research on Concentration in Meatpacking 

Summary: The authors reviewed plans for a study of concentration in the red 
meat packing industry that was requested by Congress. The Packers and 
Stockyards Administration has awarded six contracts to: define regional cattle 
procurement markets; examine effects of concentration on prices paid for 
cattle; examine price discovery in cattle procurement; analyze trends and 
implications of vertical coordination arrangements in cattle procurement and 
hog production; and conduct a literature review. The Packers and Stockyards 
Administration is prepared to collect data for the study and expects to complete 
a final report by December 1994. 

First Food Marketing Seminar March 10,1993 

Invited Speaker: Ronald Cotterill, Director, Food Marketing Policy Center, 
University of Connecticut 

Discussants: Alden Manchester, Margaret Malanoski 

Moderator: Dennis R. Henderson 

Title: Oligopoly Price Reaction Models: An Application to the US. Soft Drink 
Industry 

Summary: This research developed an oligopoly price-reaction function model 
for brands of soft drinks and used the model to analyze determinants of retail 
price. Regular soft drink and diet soft drink brands were analyzed separately. 
In addition to cost and demand shift variables, market structure variables, 
including the extent of vertical integration ^id the local market share of soft 
drink manufacturers and the local market for firm concentration ratio for 
grocery retailers, are incorporated in the model. Forward integration by 
Coca-Cola and Pepsi does seem to lower retail prices. In the regular soft drink 
category, Coca-Cola is a price leader and other brands follow Coke's price in 
markets where Coke has a large market share. Royal Crown Cola is a fringe 
competitive firm of regular soft drinks. In the diet category, Coca-Cola and 
Pepsi seem to have different strategic objectives. Coke and Pepsi appear to be 
pricing in a fashion to grow the category and to ensure that they establish 
dominant shares in this new category. Their prices are not higher in markets 
where they have a large market share. 
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Food Marketing Review: A Survey 

/. Who Uses It and How? 

» 1. Please check the category that best describes the sector you work in. 

 a.   Industry Which industry?  

 b.   Academic 

_c.   Government:                                                 Federal_              State_             Local, 

 d.   Other (please specify)   

» 2. How many years have you used the FMRl  

» 3. Please check one (or as many) of the statements below that accurately describe your use. 

 a.   I use the FMR only as a comprehensive source of data: 

  i. from the appendix tables 

 ii. from the tables/charts in the text 

 b.   I use the text presentation and analyses to better understand industry developments. 

 c.   I use both the data tables and text discussion in my work. 

 d.   I use FMR to get new insights into the operation of the food system. 

 e.   Other reasons for use (please specify)  

» 4. Which sections do you use in your work? (Please check a category for each a thru f) 

Don't use Use some        Very useful 

a. Overview       

b. Food manufacturing chapter       

c. Food wholesaling chapter       

d. Food service chapter       

e. Food retailing chapter       

f. Appendix tables.       

//- Where Does FMR Go From Here? 

» 5. Which of the following changes would increase your use of the FMR?  (Check one or more of the choices). 

 a.   More frequent publication 

_ b.   More frequent updating of tables, to be made available electronically. 

 c.   Conversion to a statistical compendium, with more data tables, but less text and explanatory material. 

 d.   Expanded analyses of current developments. 

 e.   Introduction of more formal analyses using econometric techniques. 

» 6. If updated FMR appendix tables were to be made available in easily accessible electronic form, 
such as the Internet or ERS' AutoFax service, would you access them? _YES  ^NO 

If NO, why not?  

—continued on opposite page 



Yes_ No. 

Yes_ No. 

Yes_ No. 

Yes_ No. 

Yes_ No. 

Yes No 

» 7. We are considering adding a special section that summarizes topical interests and issues. Would you be in- 
terested in the following topics? 

a. Meat Industry Structure and Food Safety Policies 

b. Impact of Changing CPI on Producer Prices 

c. Vertical Coordination in Hog Industry 

d. Food Price Transmission, Structural Changes, and 
Agricultural PoUcy Reform Effect 

e. Food Price Issues: e.g., Forecast, Seasonality, Bias, etc. 

f. Food Trade Issues: e.g., Price and income sensitivity of importers 

g. Others  

» 8. Is there any other desired statistical series we have missed in the appendix tables? 

a. ^  

b,  

c. .  

d.  

» 9. If the data and analyses (but not the appendix tables) were no longer provided, how would you be affected? 
(Check the response that most accurately describes your reaction.) 

 a.   It would have a big effect on me; I don't know where else I would get the information, and I use it 
frequently. 

 b.   I could get the information elsewhere, but it would be more difficult. 

 c.   I don't use it frequently, but it is useful to me. 

 d.   I would not be affected. 

» 10. Did you purchase the Food Marketing Review?  YES  NO 

» May we contact you?  YES  ^NO 

» If yes, please enter your 

Name (optional)  

Phone Number .  

Please detach, fold in thirds, add a stamp, and mail completed survey to below; or fax to: 

MarkDenbaly,Rm. 1134 
USDA/ERS/FCED 

1301 New York Ave., NW 
Washington, DC 20005-4788 

FAX: 202-501-6352 




