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ABSTRACT

Changes in the supply and demand for particular
fresh, frozen, canned, and other types of fish or shellfish
products, or changes in processing or marketing costs,
affect the producers' share of the consumer's dollar,
This report 1is illustrative of the relative size of the
producers' share (that is, producers' margin) for particular
fishery products (and also the complementary marketing
margins) over a period of years and in a wide variety of
circumstances. It describes the major influences on pro-
ducers' margins and changes in those margins caused by
product differences and the element of time.
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PRODUCERS' MARGINS FOR FOOD FISH
AND SHELLFISH

by

David K. Sabock
Commodity Industry Economist

INTRODUCTION

Fish and shellfish purchased by proces-
sors are cleaned, filleted, or otherwise
processed into the many forms of fishery
products available to consumers on today's
markets, and then are packaged for sale.
From the processing plants, wholesalers
and other middlemen distribute the fishery
products to the retailers in whose stores
consumers purchase the type and quantity
of product they desire. The costs en-
countered as these fishery products move
through the marketing channels from fish-
ermen (producers) to retailers have a
considerable bearing upon the prices that
must be ‘paid by consumers if the products
are to be sold at a profit. The producers'
share (margin) of the retail price for
certain fishery products has beencalculated
for the 1950-60 period in this report as
well as the total amount added to the ori-
ginal cost of the product by processors,
wholesalers, and retailers.

Ex-vessel prices (prices paid to pro-
ducers at the point of delivery from the
fishing vessel) reported in this paper are
averages calculated from the total weights
and values of the landings. These prices
relate to landings of fish and shellfish at
ports or in -areas where the particular
species is of major importance. Retail
prices from New York City, Boston, Balti-
more, and Washington, D.C., as well as
national average prices published by the
Bureau of Labor Statistics, were used in
computing the producers' margin.

Note, - -David K, Sabock, Branch of Economics, Bureau of Com-
mercial Fisheries, U, S. Fish and Wildlife Service, Washington,
D, C,

Care must be used in generalizing from
the calculations in this report. First, as
producers' margins are based on a retail
unit of 1 pound, retail prices for products
that are normally sold at other weights
(canned tuna, for example) had to be ad-
justed to the same basis. Second, the
producers' margins may be quite different
for large, economy-sized packages or other
special packs. Thus, exact figures from
this report can be used only whenprecisely
defined as to the period of time, product,
and area covered. The trends that are
evident are more significant than are in-
dividual margin percentages.

This report is divided into two parts.
The first part discusses the principal
factors affecting producers' margins. The
second part summarizes the trends infish-
ermen's shares for fresh, frozen, or canned
fish and shellfish.

FACTORS INFLUENCING PRODUCERS'
MARGINS

The following main topics are discussed
in this chapter: (1) definition of margins,
(2) margins and costs, (3) retail prices,
(4) producers' margins, and (5) distribution,

Definition of "Margins"

The difference between the price a con-
sumer pays for a pound of fish or shellfish
and the price the producer (fishermap)
receives for an equivalent quantity! is

1Conversion factors are used to determine what percentage of
edible flesh remains after the fish are processed. For instance,
10,000 pounds of flounder will yield 3,700 pounds of fillets, so
the conversion factor is 37 percent.



Figure 1,--In Boston, the fish auction furnishes a mechanism for establishing ex-vessel prices.

called the marketing margin. Included in
this margin are all the costs added for
services or functions performed at each
step in moving fishery products from fish-
ermen to retailers. These services or
functions include local assembly of the
product, processing, storage, transporta-
tion, wholesaling, and retailing. Generally,
the cost to the consumer increases with
each succeeding step in distribution, and
the marginal return to the producer de-
creases,

A producer's margin or share is the
proportion he receives of the retail price
that the consumer pays for the product.
This margin or share is expressed here
as a percentage of the retail price. By
measuring producers' margins in terms
of percentages, we obtain a more meaning-
ful comparison of these margins over a
period of time. It is true that total gross

income is most important to fishermen,
but it is nevertheless important to know
whether other segments of the industry are
increasing or decreasing their income rela-
tive to fishermen. Therefore, using per-
centages establishes a valid basis for
comparing producers' margins with mar-
keting margins.

An important element in determining
producers' margins for fish and shellfish
is the amount that these products, as sold
in retail outlets, have been processed--
changed from their original form. Conver-
sion factors, the percentage of a given
quantity of a fish or shellfish that can be
processed into a particular form, are used
to make the needed adjustment in ex-
vessel prices. The following example illus-
trates the method of calculating producers'
margins for haddock fillets, If 10,000 pounds
of haddock were landed, valued at $300,



for example, the ex-vessel price for the
drawn fish would be 3 cents, Applying the
conversion factor for haddock fillets (37
percent) to landings, we get 3,700 pounds,
and an ex-vessel equivalent price of about
8 cents a pound. Dividing the ex-vessel
equivalent price by the retail price for
haddock fillets (30 cents), we would get a
producers' margin of 27 percent.

The size of the producers' margin shown
in this report does not, by itself, provide
a basis for judging the adequacy of the
share that fishermen get from the con-
sumers' dollar spent for fishery products.
The basis for such judgment would neces-
sarily have to be founded on an intensive
study of all of the details in a specific
case., This general examination of pro-
ducers' margins, however, does give the
reader an overall picture of the relative
size of producers' margins in a wide
variety of circumstances. Producers' mar-
gins and marketing margins complement
each other so that when the percentage of
one decreases, the other increases, and
vice versa, Consequently, when marketing
margins are unusually high, producers'
margins are unusually low, Upon examining

the underlying causes of that situation,
one may discover areas where significant
economies in distribution may be effected,

Margins and Costs

A better understanding of marketing mar-
gins and the producer's share can be ob-
tained by considering the costs involved
in marketing fishery products and the
specific markup policies followed by whole-
salers and retailers. Many of the major
cost items in the margin increased from
1950 to 1960. The average hourly earnings
for nonsupervisory employees employed
in seafood canning, for example, rose from
$1.49 in 1951 to $1.84 in 1960. Extension
of the Federal Wage-Hour Law, making
all employees engaged in shore-basedfish-
ery occupations subject to the minimum
wage provisions, will cause labor costs to
increase. Part of the increase in wage
rates, however, should be offset by in-
creased productivity and by higher prices
to consumers.

Another cost item that increased from
1947 to 1960 was transportation rates
(table 1), Rail freight rates for all fishery
products increased 72 percent in that period.

TABLE l.--Indexes of rates of three principal types of carriers
of fishery products, 1947-60

(1947 = 100)
Index Average
index for
gEEs Rail Rail Motor all
freight express carriers traffict
1L T B R e o O 100.0 100.0 100.0 100.0
O eialsiasie oiaelnin olels o 102525 11058 109.6 117.4
e e (o a fa s et hia el 133.9 120.8 116.8 1275
U o) SR . e e 13657 129.8 120.8 1312
B e ie oo ™ siela sl s lalsie o » 13956 183.5 130.0 136.1
O aleTa s te witei/e) o) elluiaime 1504 146.4 144.6 148.3
BB e te s aiw e le aleie a e nlninlos 15246 154.4 153.9 153, 2
At A e T T A 153.8 169.2 164.9 158, 7
A s A o 0 O Ot s O 155%. 1 169.6 168.8 160.7
e S S S O s B o A ATt 163.6 178.0 176.2 168.8
L e ¢ Lolie in s ate Yo e o 5 6 15 174.2 19153 184.6 179.0
G5 Ge etatets niarsinistalops afataln o 3 L L 192.7 201.8 182.8
1 e S S S o £ L i S 1719 198.0 206.3 184.8
Ty At LI M 171.9 208.7 214.0 188.2

1 Weighted average; relative weights:

Rail freight, 60 percent; rail

exgress, 10 percent; motor carrier, 30 percent.
Data for first 6 months only included.
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REA Express (formerly known as Railway
Express Agency) rates increased 100 per-
cent, The rates advanced most, however,
for fishery products transported by motor
carriers. Between 1947 and 1960 these rates
increased 114 percent.

Costs of packaging materials, plant and
equipment, and storage also have increased,

A majority of wholesale and retail es-
tablishments follow a general pricing policy
that consists of applying a fixed percentage
markup to costs. Some representative re-
tail markups on cost for fishery products,
as reported in a study by the Bureau of
Commercial Fisheries (1955), are shownin
table 2. Markups will vary according to the
selling policy of the outlet. LLow margins
of profit and, therefore, relatively low
prices are established on many items as
""'specials'' to attract buyers to the stores
and to increase sales generally. Whether

a product is a 'fast-moving'' item will also
help determine its markup. The primary
objective of large retail and wholesale
outlets is to make a profit while maintain-
ing the right combination of both high and
low margins, a high sales volume, and a
competitive margin on all sales,

Retail Prices

Retail prices are subject to lesser fluc-
tuations in percentage terms than are ex-
vessel prices. An example of this is found
in figure 3, where changes in retail and
ex-vessel prices for drawn haddock are
compared. Assuming that retail prices are
relatively stable, it then follows that profit
margins somewhere in the channels of
distribution must be reduced when ex-
vessel prices are high. Conversely, profit
margins at some point in distribution must
be high when ex-vessel prices are
low.

Figure 2,--Fish ‘n Seafood retail store located at **The Landing,"*
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Courtesy of Mid-Central Fish Co., Kansas City, Mo.;
photograph taken by Tyner and Murphy, Kansas City, Mo.



TABLE 2.--Representative retail markups on
cost in 1955 for the United States

Product Markup

Percent
EXE SHNENT RN R e ielala v s s = 41
Frozen halibiutie s e s o 23
Canned salmONe.eesess 22
Canned "tUNEas « s o e & 66 20

RETAIL PRICES

5 o |-
c
3 20
a
s 10
a s
il &
£ il
SN E EX-VESSEL PRICES
S s
(r M =
Ll
I
a
T E
v b el e s sy
1956 1957 1958 1959 1960

Figure 3,--Monthly retail and ex-vessel prices for drawn haddock,

Producers' Margins

The producers' share of consumer ex-
penditures for whole, fresh fish, which
include croakers, striped bass, whitefish,
Boston mackerel, sea bass, and yellow
piEeil averagediidSiipercent Sinisl 959 W The
share varied considerably, however, de-
pending on the particular species. It was
60 percent for whitefish, but was only 24
percent for mackerel. Like most statistical
averages, these percentages ''cover up!'
considerable variation caused by season,
city or area, source of supply, and even
among stores in the same locality.

Many factors cause producers' margins
to fluctuate. Among the most important
over the long run are changes in the types
and costs of marketing services. The chang-
ing costs will be reflected in retail prices,
and as retail prices change so will the
fishermen's share. Over a period of time,
for example, if increases in efficiency
were achieved in marketing a particular
fishery product, the producers' share of

the retail price would tend to increase,
assuming a relatively constant supply and
no change in other important economic fac-
tors.

Several general observations canbe made
about the relation between the size of the
fishermen's share and the type of product.
The more highly processed a product is,
the smaller the producers' share. The low
producers' margins on canned fish, as
compared to fresh or frozen fish and shell-
fish, illustrate this point. There are, how-

ever, exceptions to this generality. In
comparing producers' margins for two
forms of haddock, for example, we see

that the margins are much higher for
frozen fillets than for fresh, drawnhaddock.
The reason for this exception to the gen-
eral rule results from several other factors
influencing producers' margins. Two of
these factors are (1) the distance from the
production point to retail outlets and (2) the
perishability of the product, which affects
the cost of transportation, storage, and
losses due to spoilage. Packaging and
advertising costs also affect producers'
margins.

Processing of fish and shellfish results
in an expanded market by making a product
easier to transport and store and by in-
creasing consumer demand for the easier-
to-prepare products. Fishermen, in many
instances, benefit when their catches are
suitable for processing and wide distribu-
tion; that is, the ''value added'' to their
catch by processors results in higher
producers' margins than could be expected
if the product were not processed and
promoted. As consumer demand increases
for a particular type of processed fish
or shellfish, ex-vessel prices will rise
if production does not keep up with the
demand.

Producers receive lower margins Qqn
fresh drawn (eviscerated) haddock than on
frozen haddock fillets for two reasons:
(1) fresh drawn haddock, because of its
greater perishability, is marketed in a
relatively restricted area, and (2) handlers
must recover losses when demand is mis-
calculated and surplus stocks must either
be sold at ''distress' prices or thrown
away. In contrast, frozen fillets are mar-
keted over a wider area, sothe totaldemand
is much greater than for fresh fillets, and
losses due to perishability are much
lower.



The division of the retail price for
fishery products between producers and
marketing agencies may shift over time
because of the changes in types and costs
of marketing services that occur. Examples
of services may be the marketing of dif-
ferent sized packages, more cleaning, trim-
ming, and boning (that is, substitution of
plant labor for consumer labor), and in-
creased transportation or storage services.
In the long run, the general price relation
among the various segments of the dis-
tribution channels is the primary deter-
minant of trends in producers' margins.
Even for shorter periods, producers' mar-
gins for various species of fish and shell-
fish may change rapidly and drastically
as prices change at various levels as a
result of fluctuations in supply and demand.

Distribution

The distribution channel for some fishery
products is quite short. In port cities
fresh fish, for example, may sometimes
pass directly from fishermen to retailers,
More often, though, a port wholesaler
who has purchased fish from a number of

vessels distributes the fish to retailers
in the port or over a wider area.

The distribution channel for frozen fish
usually is more complex than that for fresh
fish. Processors often sell their frozen
packaged fish to large distributors of frozen
food products who assemble a wide variety
of frozen foods under a single brand name,
Some of the larger distributors maintain
central storage facilities and offices in a
number of States and conducttheir business
through local wholesalers. Large grocery
store and restaurant chains, however, often
bypass the wholesalers and brokers and
deal directly with the processors.

Canned fish products are distributed in
the same manner as are other canned prod-
ucts--that is, through (1) secondary whole-
salers, (2) brokers, and (3) chain organi-
zations.

The three chief transporters of fishery
products are railroads, motor freight, and
REA Express (table 3). Relatively small
amounts of fishery products are shipped
by bus, ship, and airplane.

TABLE 3.--Estimated weights of fishery products transported in the United States by three
principal types of carriers, 1947-59

Estimated weight of fishery products transported by:
Total weight
Motor freight Railroad REA Express of fishery
Year products
Weight Weight Weight transported
Weight | relative | Weight | relative | Weight | relative
to total to total to total
Thousand Thousand Thousand Thousand
pounds Percent pounds Percent pounds Percent pounds
1947 < olainisislaiate 1,223 26.5 3,054 66.1 342 7% 4,619
1948 ot ok 1,467 Blsal 2,911 61.6 345 7.3 4,723
19495 i lerlereiar 1, 540 32 3,056 61.9 340 6.9 4,936
19505 etataleliatatate 1,582 31.4 35127 62.0 330 6.6 5,039
WALS S o5 mois s 1,612 el 2,814 5945 300 6.4 4,726
19 52 R e e ey 1,615 35.1 2,681 58.2 310 6.7 4,606
1953 N oYele tatate 1,600 34.8 2,695 58.7 295 6.5 4,590
11D 54 e e e taloYe 1,650 34.0 2,926 60.3 275 5.7 4,851
ST s e cio e 1,636 34.1 2,906 60.5 260 5.4 4,802
1956 vetete aietale 1,778 34.3 3,198 61.7 210 4.0 5,186
W 50 s o oot o 1,866 39.0 2,752 57.6 160 3.4 4,778
BT c o Sdoie 1,793 3738 2,804 Sl 145 349 4,742
WS S n o oo oo 1,875 3 3,028 60.2 125 2.5 5,028




Figure 4,--One major cost element affecting producers® margins is transportation expense, Frozen fishery products, shown
here being loaded into a refrigerated truck, require constant and expensive care during their shipment to distant markets,

Figure 5 illustrates the marketing chan-
nels for fishery products in the United
States. The various intermediaries in the
chain of distribution represent hundreds
of concerns in widely scattered markets.
The product moves from fishermen through
the various distribution links to final ac-
quisition by the consumer. Solid lines
between the boxes indicate physical move-
ment or change of title, usually both. The
diagram expands the usual concept of pre-
senting the channels of distribution by
including the activities of those who arrange
change of title as well as those engaged in
the physical movement of goods. (Cassady,
1957,)

PRODUCERS' MARGINS FOR SPECIFIC
PRODUCTS

In this part, specific reference is made
to trends of producers' margins for fresh,

frozen, and canned fish and shellfish. In-
cluded in the discussion of each of these
topics is a summary of the trends for the
individual species making up the four clas-
sifications. That discussion is followed by
general comments about producers' mar-
gins relating to the main classifications of
fresh, frozen, and canned fish and shellfish.
Tables are included on which producers'
margins have been computed.

Producers' Margins for Fresh Fish

The producers' share of the retail price
for vyellow pike, croakers, and haddock
has been increasing, but their share for
carp, mackerel, striped bass, cod, and|
flounder has been decreasing. Producers
margins for whitefish and seabass remained
almost unchanged during 1950-60.

The producers' share for fresh fish in-
creased from 39 percent in 1950 to 4l



SOURCE OF U.S, SUPPLY OF FISH AND SHELLFISH
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Figure 5,--Marketing channels for fishery products in the United States,

percent in 1951 (fig. 6). In 1952, the pro-
ducers' margins began declining, falling to
37 percent in 1953, and maintaining ap-
proximately that level until a slight upward
trend began in 1957, These averages, how-
ever, cover a considerable range.

Producers' margins for fresh fish mar-
keted as steaks, whole or round, filleted,
and drawn have been changing (fig. 7).
Producers' margins for fresh fish sold as
steaks are declining, although those for
round fish are increasing. The fishermen's
share for fillets declined from 1951 to
1954, but then increased until 1960, Pro-
ducers' margins for fresh, drawn fish
declined from 1952 to 1956. Increasing
margins were then recorded until 1960.

Declining producers' margins are caused
by several factors. Usually margins are
lowered by large increases in supply, but
that problem has not been the primary one
in the fishing industry. The total demand
for fresh fish has been declining because
the preference of consumers has shifted
from fresh to frozen fish. Consumption of
fresh fish has been restricted to coastal
areas mainly because of the perishable
nature of the product. Moreover, in inland
markets fresh fish costs relatively more
to distribute than frozen fish. In recent
years, products designed for maximum
convenience to housewives--such as cooked
or breaded fish sticks, frozen fillets, and
other frozen fish and shellfish products--
have become increasingly important. Items
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Figure 6,--Average producers’ margins for all fish and shell-
fish, 1950-60,

of this kind eliminate many of the ob-
jectionable features associated with fresh
fish; for example, odor, difficulty of storage,
seasoning, preparing, boning, and deter-
mining the portion needed for each serving.

In most of the larger retail food stores,
fresh and frozen fishery products are
popular. Many of the large chains and
independents handle both varieties; how-
ever, an increasing number of stores handle
frozen fish only. This change in merchan-
dizing tends to lower producers' margins
for fresh fish because the demand for these
products is reduced. For example, in north-
eastern coastal areas where fresh and
frozen fishery products compete directly
with each other, consumers prefer the fresh
fishery products.

Research is in progress to discover
means by which fresh fish may be stored

MARGINS (Percent)

PRODUCERS'

YEAR

Figure 7.--Average producers’ margins for round, drawn, steak,
and filleted fresh fish, 1950-60,

and transported more easily, and yet made
to retain longer their quality and taste.
Producers will benefit when economical
methods of achieving these aims are found.

Trends in producers' shares for flounder,
haddock, croakers, striped bass, and white-
fish are significant enough to warrant spe-
cific mention. Computed producers' mar-
gins for other species will be found in the
group of tables at the end of the following
discussions on the individual species.

Flounder (Drawn and Fillets).--Fisher-
men received a higher margin for flounder
fillets than they did for drawn flounder
(tables 4 and 5). From 1950 to 1960,
producers received 41 percent of the retail
price for fillets and only 37 percent of the
price when sold drawn (fig. 8). The lower
costs involved in shipping, storing, and
handling fillets account for most of the
difference in margins.




TABLE 4.--Landings and prices of flounder, and

fillets, 1950

-60

groducers' margins for flounder

Landings of flounder Price per pound
. Ry Producers'
ear Ex-vessel ai i
Quantity Value | (poind rish) Fillet? fillet Yo
Thousand Thousand
pounds dollars Cents Cents Cents Percent
195018 5 via atstsls 54,438 6,062 1. 30 72 42
1Bzl e 48,652 6,672 14 37 80 46
1B 50 o i 44, 265 5,983 14 37 85 44,
DS e wtetaiais 38,090 4,751 12 34 83 41
195418 e ateaie's 36, 574 4,401 12 33 81 41
T2 i S e i 39,817 5,005 13 34 82 41
D56 s whase.a aininw 35,926 4,589 13 35 85 41
102 S e 42,213 5, 244 12 34 87 39
5 S e iataialalalele 48,690 5,766 12 32 87 37
D59 eI tate et 46,796 6,061 13 £ 89 39
9600 aataleiaas 52,191 6,370 12 33 91 36

1 Massachusetts production and New York City retail market prices.
2 Conversion factor 0.37 applied to fish when filleted.

TABLE 5.--Landings and prices of flounder, and producers' margins for drawn
flounder, 1950-60%

Landings of flounder

Price per pound

Producers'
Year o . margins

Quantity Value (Rgﬁn;eifzi) Drawn? Retail

Thousand Thousand

pounds dollars Cents Cents Cents Percent
19505 stattaatele 54,438 6,062 11 15 38 39
el s 55 0 e 48,652 6,672 14 18 43 42
195257 aie aletat 44, 265 5,983 14 18 45 40
195300 0n e tetalaree 38,090 4,751 2 17 45 38
LS ot Seteratalotas 36,574 4,401 1.2 16 44 36
19555 alelatetviate 39,817 5,005 .3 17 &4 39
1956 et atatetal 35,926 4,589 1] 1L 45 38
19 5 7 2 n ek ata tute 42,213 5,244 12 17 47 36
1958 et 48,690 5,766 12 16 47 34
159 ST et 46,796 6,061 13 1% 47 36
1960 et ara e 525191 6,370 12 16 47 34

1 Massachusetts production and New York City retail market prices.
2 Conversion factor 0.7491 applied to fish when drawn.

10



Haddock (Drawnand Fillets),--Producers AVERAGE FILLET PRICE AVERAGE DRAWN PRICE
received a higher margin for haddock sold
as fillets than they did for drawn haddock
(fig. 9). From 1950 to 1960, about 36 per-
cent of fillet prices was returned to the
fishermen as compared to only 26 percent
of the price of drawn haddock (tables 6
and 7).

MARKETING PRODUCERS' MARKETING
MARGINS MARGINS MARGINS

Croakers.-- The big decline inproducers' som
margins for croakers from 1950 to 1955 s
and subsequent large increase afterwards
are unusual (table 8), Changes inthe demand
for croakers caused producers' margins
to decline when supplies were low from Figure 8,--Comparison of the 1950-60 average producers’ mar-

1950 to 1955 and to increase along with gins for fresh, drawn flounder and fresh flounder fillets,
the increase in supplies from 1956 to 1959.
As previously mentioned, low supplies usu- AVERAGE FILLET PRICE AVERAGE DRAWN PRICE

ally cause an increase in producers' mar-
gins, whereas a large supply decreases the
fishermen's share. In 1960, however, low
landings and high ex-vessel prices resulted
in producers' margins rising to the highest
point (43 percent) since 1950.

PRODUGCERS'
. . . . MARGINS
Striped Bass.--Fishermen received high R 36%
T . a « KETING
margins for striped bass in comparison MARGINS

with the other species of fresh fish. Pro- 64%
ducers' margins increased from 33 percent
of the retail price in 1950 to 47 percent in
1955. A downward trend has occurred since
then, with fishermen in 1960 receiving 32 Figure 9,--Comparison of the 1950-60 average producers* mar-
percent of the retail price (table 9). gins for fresh drawn haddock and fresh haddock fillets,

TABLE 6.--Landings, prices, and producers' margins for drawn haddock, 1950-t

Landings Price per pound od
Year o
Quantity Value Ex-vessel Retail * E
Thousand Thousand ‘
hounds dollars Ceitts Crr:- S |
N oot v avarersisions ool 131,431 11,195 9 E
sl AR R 129,419 11,439 9 i
T S 135,827 12,029 9
RS T, sdiaaie ane 192,390 10,134 9 32
L O IO GRS i1519 e P 9,576 7 2
2 S R 114,107 7,805 ¢4 31
RO R O w oy aia e 128,990 9,274 7 3 1
AT RS AT 1125835 9,867 9 3 2t
B R s v bun e s 102,329 11,388 1) = jo 1
el T R A 95,672 10,622 LE 36 {
e R A R RS R 100, 5o 9,090 9 35 ‘
L Production at principal Massachusetts ports and New York City retail market price

Retail prices not available.

11



TABLE 7.--Landings and prices of drawn scrod haddock, and producers' margins for fresh
haddock fillets, 1950-60%

Landings of scrod haddock Price per pound Produears?
SoaE margins
Quantity Value Ex-vessel | Fillet? Retail
Thousand Thousand
pounds dollars Cents Cents Cents Percent
112 575 S, % 69,122 "4, 737 7 19 49 39
1951. - s HEa2 5,437 8 20 Sl 39
5D s e v 76,709 5,934 8 21 56 38
I 5T ST ’ 59,192 4,663 8 21 54 39
19540 0ie s oova 75,047 4,443 6 16 55 29
L5527 oo sinih 59,515 3,610 6 16 56 29
1956. As 65,781 4,315 7 18 5. 32
195700 s v 56,873 4,599 8 22 59 <7
T958,: < s v'ace 48,675 5,282 11 29 69 42
1959 0t v o vl 45,159 4,679 10 28 67 42
1960, »v'e's 5 52,762 4,213 8 22 68 32

! production at principal Massachusetts ports and Boston retail market prices.
2 Conversion factor 0.37 applied to fish when filleted.

TABLE 8.--Landings, prices and producers' margins for round croakers, 1950-60*

Landings Price per pound
Year Produ?ers'
Quantity Value Ex-vessel Retail HaLgEns
Thousand Thousand
pounds dollars Cents Cents Percent
88 L O T T o s 9,192 1.y.562 1.5 39 44,
Y51 e Araral o tara it 6,074 921 15 46 33
B S i s (G 0 4,492 580 13 47 28
i 1 253 S T e 4,523 479 11 45 24
1954.. ol R R - 6,037 625 10 45 22
1955 e - 105457 998 9 41 22
1956 a o ulvisiainintaraloleinls 11,417 1,039 9 39 23
L5 v winlarsieln veaenale 15,598 1,676 1ot 39 28
1958, s sit'ew G 125515 1,164 9 39 23
1959 i e s 8,493 1,388 16 45 36
160 o6 w,a 'u's ol oiubarasrs 4,519 799 18 50 36

! (hesapeake Bay area production and Baltimore retail market prices.

Whitefish.--Despite the fact that white-
fish consistently returned the highest pro-
ducers' margins of any freshfish--averag-
ing 58 percent of the retail prices from
1950 to 1960--depletion of whitefish popula-
tions by the predatory sea lamprey has
caused severe hardship in the industry,.
Production has declined from 5 million

12

pounds in 1950 to only 629,000 pounds in
1959, During that time, the value dropped
from $2 million to $375,000 (table 10).
Efforts to control the sea lamprey in
the Great Lakes have shown signs of
success but it may be some time be-
fore this fishery regains its previous
position.



TABLE 9.--Landings, prices, and producers' margins for round striped bass, 1950-601

Landings Price per pound
Year Producers'

Quantity Value Ex-vessel Retail margins

Thousand Thousand

pounds dollars Cents Cents
NI eror 5850 6is 5 s 45 53 5,834 948 16 48 Pe;;nt
i e - e S 4,140 862 21 93 40
1L 57205 S A S 3,413 728 2L S 38
LIt o SR SRR Y 3,106 676 22 52 42
HEGTE S 1 o S Bl i 3,059 671 22 52 42
L e I P IO A 3,466 820 24 51 47
B s s e > o> s nlee 3,145 703 22 54 41
IS et il s 0. o (o/is /e e, o) s o)s 2,788 608 22 55 40
U, T ) o S e 4,422 927 21 50 42
e s s n s snsien 6,446 1,074 17 47 36
ST RO SOOI 6,687 991 15 47 32

ik Chesapeake Bay area production and Baltimore retail market prices.

TABLE 10.--Landings, prices, and producers' margins for round whitefish, 1950-60*

Landings? Price per pound
Year Prudugcrb'

Quantity Value Ex-vessel Retail PR A

Thousand Thousand

pounds dollars Cents Cents Percent
R o s s s v e s svne e 5,204 2,014 39 T 51
T S S e o e e 2,761 1,306 47 83 57
B et s wia = v e v 5w ee R 1,632 bty 75 59
T O A T 2,992 1,342 45 78 58
R A 2,330 1,102 47 82 57
e T L 1,885 958 o1 90 57
B e s s s nnss v 1,499 824 55 91 60
R T 1,413 761 54 94 57
RO wieinis wisls s v v ups 695 380 55 96 57
B N O ate e s a1e & o s bs 629 375 60 100 60
TElE 0 s T R L 830 475 59 95 60

1 Great Lakes area production and New York City retail market prices.
2 Common whitefish only, does not include Menominee.

Miscellaneous.-- Tables 11-15 give data
for carp steak, cod steak, round Boston
mackerel, round sea bass, and round yel-
low pike, respectively.

Producers' Margins for Frozen Fish

In determining the producers' margins
for the seven species of fish processed
into the frozen fish covered in the report,

we found it necessary to lag retail prices
to allow for the delay between production
and distribution. The period used to com-
pute the average annual retail price for
each product is mentioned in a footnote at
the bottom of tables 16 through 22.

It has been noted previously that pro-
ducers' margins for fresh fish were lower
than were those for frozen fish despite the



TABLE 11.--Landings and prices of carp, and producers' margins for carp steak, 1950-60*

Landings of carp

Price per pound

Year Producers'
Ex-vessel Retail margins
Quantity Value (Hound weight) Steak? (Steak)
Thousand Thousand
pounds dollars Cents Cents Cents Percent
B R e v ety 4,209 193 5 17 43
2o 11 ERPRE RN 5,054 261 5 17 45 38
OB s 5,759 218 4 13 44, 30
112 1 S R 5,467 227 4 13 VA 30
O e ) heys e 6,543 315 5 17 43 40
S atatulat alalit 6, 547 295 5 17 45 38
D560 alsia e s 6, 504 e 4 13 46 28
AR e aiviaulnre 7,128 303 4 13 &7 28
1958 sls s mwes 8,344 305 4 13 49 27
1l SR et S 75274 270 4 34 49 27
d OG0 e A e 75303 254 5 10 S 20

1 Great Lakes area production and New York City retail market prices.
2 Conversion factor applied to fish when steaked (ex-vessel price multiplied by 3.33).

TABLE 12.--landings and prices of cod, and producers' margins for cod steak, 1950-60%

Landings of cod?

Price per pound

Veien Producers'
; Ex-vessel 3 Retail margins
Quantity Value (Round weight) Steak (Steak)
Thousand Thousand
pounds dollars Cents Cents Cents Percent
10251810 5 13,357 15 1LY 8 18 47 38
nls B s 12,716 1,353 9 20 49 41
195 e etarelalTaln 10,742 1,049 10 22 52 42
1953 S e e 8,439 749 9 20 50 40
1S5 e ai v 10,013 773 8 18 49 ol
T ATl o e o 9,042 714 8 18 49 37
9565 wheiet=tsiate 10,596 805 8 18 5% 35
M7k i b i 10,129 772 8 18 52 35
1958 g Biatel= ols 8,353 760 9 20 o5 38
G5 TS S e stale 9, 560 809 8 18 54 33
1960 e 8,664 655 8 18 54 33

1 Massachusetts production and New York City retail market prices.
2 Production of large cod only.
3 Conversion factor applied to fish when steaked (ex-vessel price multiplied by 2.22).
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TABIE 13.--Landings, prices, and producers' margins for round Boston mackerel, 1950-60%

Landings Price per pound
Year Producers'
Quantity Value Ex-vessel Retail margins
Thousand Thousand
pounds dollars Cents Cents Percent
MBS Ay GG R s s e o) S5t 779 8 i) 22
ICBILA L o Son B O 7,471 665 9 40 22
2L 55 e abun noon 1i@,251 762 7 41 17
LEBES 6 5 dambnbo o amon 5,383 606 f): 43 26
B e tata aaletale e s e e e 2,055 293 14 47 30
B e retala s el eta la atoln 1,947 230 12 43 28
1LEB1E 65 o nne 3 Ao e 2,622 320 12 45 27
S B S o e L5 235 16 48 28
EErSI G b  0 D a iri o 2,656 343 18 46 28
B R e et et e e tetala aalle 2,585 305 12 49 24
G0 S e alel i< a s ala 1,538 223 14 53 26

1 Production at principal Massachusetts ports and New York City retail market prices.

TABLE 14.--Landings, prices and producers' margins for round sea bass, 1950-60%

roulle Landings Price per pound Prodicers!
Quantity Value Ex-vessel Retail RALG-DS
Thousand Thousand

pounds dollars Cents Cents ' Percent
R e TaRatetatara d aoiinis 5,706 626 11 38 29
S Sl ate lote sre s sl sloia 9,092 929 10 37 27
1EEEE A s 00006 h 000 s 10,057 1.0 I 37 30
1 e O 6,871 748 8l i 30
U B A S 4,549 507 as]s 38 29
D Stats siaie 5.8 5 & 5 s:6(o% 5,520 498 9 37 24
JEBEHE 5 e oo o e 6,340 637 10 37 27
102 S B v PR A 4,407 550 12 38 32
G5 8 v atare o el al srare aibks 5,982 653 Gl 3 30
Bl ) e e alelal> & sisialie 3,424 465 14 42 33
1960 e e sisieie's o6 se oo S 539 14 bty 32

= Chesapeake Bay area production and Baltimore retail market prices.
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TABLE 15.--landings, prices, and producers' margins for round yellow pike, 1950-60%

e Landings Price per pound Pitstncorat
Quantity Value Ex-vessel Retail i
Thousand Thousand
pounds dollars Cents Cents Percent
S E bt avels oliais et atuiss i) 1,867 25 69 36
B S e a e\ talata st e 6,704 2,087 31 75 Al
) e e als & ol whalarerale s 6,002 b ul 25 70 36
3 e R O G A5 .00 sil64 1,294 18 7S 24
B o e ke a tellat el ke = il ots 6,275 1,569 25 73 34
IS S Gt atate ole s elalel etalats 7,205 1,573 22 72 il
)56 e teale o niiniiulalale ola s 7,368 1,682 23 il 32
S L Yere T ala el el e tatalatals 5,667 1,549 27 78 35
1958 csivisissisciasssas 4,482 155273 28 86 2
) S Rty & e e alalat~istnte 2,190 783 36 92 39
G60 e s e s uiore etonlee 1,798 (AL 34 94 36

1 Great Lakes area production and New York City retail market prices.

TABLE 16.--Landings and prices of cod, and producers' margins for frozen cod fillets,

1950-60*
Cod landings? Price per pound
AL : Producers'
r . .
. Ex-vessel d 3 Retail margins
Quantity Value (Roumdl weisht) Fillet (Fillet)
Thousand Thousand
pounds dollars Cents Cents . Cents Percent

XSO0 o 5 4 v 9,216 609 7 18 39 46
S e akatate 75510 587 8 21 41 Sill
1952 . 9,423 684 7 20 43 47
WCeBE AiGolbn atc 7,165 219 i 20 41 49
B el <hel . 5L,521 358 6 18 213 46
W i Slatete ) RS 337 6 i 35 49
10562 ax atelststats 6,662 426 6 17 39 44
2B Sa Soc 6,985 418 6 16 36 b
WZI3 e s e 5,289 445 8 23 39 59
S5l e iatety 6,858 519 8 20 39 51
1960 /s sls - 6,347 435 7 19 40 48

1 Boston, Mass., production and Washington, D. C. retail market prices.

2 Market cod for March-October.

z Conversion factor 0.37 applied to fish when filleted.

Price year July-June.
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TABLE 17.--Landings and prices of flounder, and producers' margine for frozen flounder
fillets, 1950-60%

Flounder landings Prices per pound
Year o e - Producers'
: -vesse Retail margins
Quantity Value (Boudt walght ) Fillet? (Fillet) e
‘Thousand ‘Thousand
pounds dollars Cents Cents Cents Percent
IEEBT0 - 10,145 1,076 5 29 58 50
OB Seteiv e ols 10,103 1,327 13 36 67 54,
JLe Lol e S 9,213 1,084 12 32 62 2
IG5 0 w0 o e 75552 71 9 26 56 46
95 S st 6,064 601 10 27 60 45
OSSRt els o 75559 742 10 27 57 47
D56 e e s 7,300 720 10 27 53 e i
1 iAo 11,770 896 8 29 54 39
958 oW san 18,756 1,404 7 20 49 41
1950 i eie e ote 14,186 1,436 10 27 59 46
G EE SR e e 18,075 1,448 8 22 S 39

1 New Bedford, Mass., production of yellowtail flounder for July-December, and Wash-
1ngton De NG retall market prices.
2 Conversion factor 0.37 applied to fish when filleted.

3 Retail prices July-June.

TABLE 18.--Landings and prices for scrod haddock and producers' margins for fr

haddock fillets, 1950-60%

ozen

Haddock landings? Price per pound
i Ex 1 3 Retail® sy
-vesse . margin
ARy RER L e wetne) | TS (Fillet)
Thousand Thousand
pounds dollars Cents Cents Cents Percen
G5O il s s oa 35,411 2,361 7 18 (Not available
e Y o AT, 42,639 2,876 7 18 (Not available
D52, sl s e o 40,535 2l i W4 7 18 51 35
195300--0.--- 29,402 2,259 8 21 {09 s
Lo R 37,880 2,092 6 15 49 3]
1L L O 31,932 1,630 5 14 L6 3
0 S e e e 31,891 1,842 6 16 46 ‘s
M5 T sa's 30,938 2,264 7 20 47 43
Lo L7t yEs PO 24,774 2,432 10 27 57 4"
118 e o S S S 23,756 2,189 9 25 58 ~?
1L 2 S ey 24,352 1% 760 o 20 56 3¢

1 Boston, Mass., production and Bureau of Labor Statistics retail prices for the United

States.

2 Production of scrod haddock for April-September.

3 Conversion factor 0.37 applied to fish when filleted.
4 Price year March-February.
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TABLE 19.--Landings and prices of halibut, and producers' margins for frozen halibut
steak, 1950-60*

Halibut landings Price per pound
? Producers'
St : Ex-vessel 2 Retail? margins
Quantity Value (Round weight) Steak (Steak)

Thousand Thousand

pounds dollars Cents Cents Cents Percent
O S arate e alie el 7,384 1,968 27 49 74 66
USLAIL 5 5 fen e 9,641 2103 22 407 76 953
SIS S o e 11,299 2,564 23 42 75 56
LG58 e rela anats 12,985 2,244 7 32 75 43
SR S e s o e 15,986 3,119 20 36 5 48
195 5 R tatere alel 35755 2,269 16 30 76 s
et S s s n i 13,526 3,427 25 47 84 56
1 IATA S S s S 14,496 2,934 20 37 83 45
HGSH S atetateiaiatale 15,161 8,715 25 45 89 51
D50 et te alaiatots 17,223 3,742 22 40 88 45
1960 aarejaldtataloly 15,722 2,911 19 34 90 38

! Seattle, Wash., production and New York City retail market prices.
2 Conversion factor 0.54 applied to fish when steaked.
3 Price year May-April.

TABLE 20.--Landings and prices of ocean perch, and producers' margins for frozen ocean
perch fillets, 1950-60!

Ocean perch landings Price per pound
¥ Producers'
ear 293 .
Quantity Yelue Ex-vessel Fillet? Retail margins
(Round weight) (Fillet)

Thousand Thousand

pounds dollars Cents Cents Cents Percent
105 Qs e atais 128,511 6,035 5 15 (Not available)
1951 st 184,366 9,167 5 16 46 35
WAl e s - 128,561 5,998 4 14 45 3.
5 G AN : 93,271 3,610 4 12 4dy 27
POSA L e e S 101,777 4,170 4 13 Lby 30
1S55 olals 89,303 3,460 4 12 42 29
G5 601 illeniayata 86,146 3,258 = 12 42 29
OS5 < oo eore s 69,208 2,693 4 13 by 30
1Ym0 e = Tl ST 3,273 4 14 47 30
S Edn oo 61,478 2,549 < 13 47 28
1960, cantaiass 63,175 2,410 4 12 47 26

1 Massachusetts production and Bureau of Labor Statistics retail prices for the United

States.

2 Conversion factor 0.31 applied to fish when filleted.
3 Price year June-May.
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TABLE 21.--Landings and prices of pollock, and producers' margins for

frozen pollock fillets, 1950-601

Pollock landings?

Pripge per pound
Year P T X ¥ Producers!
- se : 3 etail margi
Quantity Value (Round weight) Fillet (Fillets) BAdlS
Thousand Thousand
pounds dollars Cents Cents Cents Percent
9505 ekl No retail prices available
HO5ACRR. caeite No retail prices available
o S S AR 6,707 234 3 9 27 33
S e sid ST 8,863 276 3 8 217 30
19545 50 S, S 6,583 240 4 9 30 30
LiEleh s RRd S 8,455 323 4 10 34 29
TR e G st 2377 3 8 32 25
ik 517 SIS 12,658 548 4 100 34 32
HEIRS e S 14,490 728 5 13 36 36
D590, dastlei e T 750 278 4 9 36 25
AL e aele o Q¥521 366 4 10 36 28

1 Massachusetts production and Baltimore retail prices.
2 November-February.
3 Conversion factor 0.40 applied to fish when filleted.
4 Retail price year November-October.

TABLE 22.--Landings and prices of king salmon, and producers' margins for frozen salmon
steak, 1950-60"

King Salmon Landings

Price per pound

Year = 3 Produ?ers'
. -vessel Retail margins

Qaag LTy Value | (poind weight) | Ste8%° | (Steak)

Thousand Thousand

pounds dollars Cents Cents Cents Percent
1 ) e tte 1e 8,820 2,265 26 39 81 48
D S e st lals s 10,908 259517 2. 42 86 49
B N S 11,618 2,908 25 38 85 45
B etelets st 10,842 25585 24 37 85 44
I o are sl ale 9,268 2,494 27 41 89 46
1955 esnnsscs 10,035 2,856 28 4ty 90 49
D56 e lelaia sis = 8,291 2,677 32 50 97 52
S el atetotats s 8,39 2,597 3l 47 96 49
QG680 s retsan 75227 2,500 35 53 108 49
950N e oo ats 5,884 1t 9277 33 50 ilat 45
JO60 R s s 4,636 1,827 39 60 128 47

1 State of Washington production and New York City retail market prices.
2 Conversion factor 0.6515 applied to fish when steaked.
3 Price year May-April.

19



greater processing involved in marketing
the latter products. It was noted, also,
that this exception was caused by the more
perishable nature of fresh fish and the
greater total demand for frozen fish.

There is, however, another factor in-
volved. Most freezing plants pack fish
and shellfish when prices are seasonally
low; therefore, purchases are restricted
mainly to the months of peak production.
Fishery products arefrozeninlarge volume
and then stored for future distribution.
Thus frozen fishery products are not only
less expensive than fresh products.to store
and transport, and in greater demand, but
the raw material usually is purchased at
lower prices. The end results are lower
acquisition costs and more stable prices.
Despite the fact that ex-vessel prices are

low during the months of peak production,
the savings occurring in marketing costs
improve producers' margins for frozen
fishery products.

Average producers' margins for all
frozen fishery products declined from 52
percent in 1950 to 39 percent in 1955,
A rising trend was then evident until those
margins declined in 1959 and 1960 (fig. 6).
The fishermen's share for haddock fillets
has been increasing since 1950. Producers'
margins have been stable for salmon steak
and ocean perch fillets., There was no
perceptible trend for cod or pollock fillets,
and margins have fluctuated considerably.
Downward trends in producers' margins
were recorded for halibut steak and flounder
fillets. The highest average fishermen's
share was 50 percent for halibut steak;

o r"?""*_:‘t o
R T ———y | ]
v o} 20
- -i¥
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Figure 10,--Preparation of fishery products for marketing requires the use of specialized equipment, Shown here is a plate-
type quick freezer used by a New Bedford firm for freezing consumer-packaged scallop meats,
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the lowest,
fillets,

30 percent for ocean perch

A large market for frozen fishery prod-
ucts exists in the inland areas where
fresh fish is largely unobtainable. Properly
refrigerated frozen fish products have many
advantages over freshfishfor both retailers
and consumers. The frozen products can
be stored easily, transported long distances,
and held for long periods without serious
loss of quality. Homemakers can easily
prepare a dinner using frozen fish and
shellfish from the many ''convenience'
items available in the retailer's display
cabinets., Largely for these reasons, de-
mand for frozen fishery products has been
increasing since 1950.

Figure 12 illustrates animportantchange
that has taken place in the production of
frozen fish and shellfish. Salt-water fish,
which comprised 85 percent of the total
United States production of frozen fish and
shellfish in 1944 and 74 percent in 1950,

accounted for only 48 percent in 1960,
Shellfish, especially shrimp, has become
increasingly important during that period,
In 1944 only 15 million pounds of shrimp
were frozen, compared to 92 million pound‘s
in 1960, Fresh-water fish accounted for a
very small part of total U.,S, frozen fish
and shellfish production in 1944, and an
even smaller part in 1960. Figure 13
shows the increase in total production of
frozen fishery products,

Producers' Margins for Canned Fish

A relatively large capital investment
required to establish and maintain a fish
cannery, Compared to other forms of proc-
essing, the canning process involves alarge
number of different operations, Tuna can-
ning, for example, generally follows these
principal steps: conveying the fish to the
cannery, thawing frozen fish, butchering,
precooking, cleaning, packing, adding oil
and salt, exhausting, seaming, cleaning and
retorting cans, labeling, boxing, and storing.

18

Figure 11,--High labor costs adversely affect producers’ margins, Canning operations, for example, |

use of large

mvolve the

numbers of employees,
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Figure 12,--Change in the percentage composition of frozen fish, 1944, 1850, 1860,
350
~
I
8 ’ \..\\
= ’
i / WY i3
a s /\\_,,J /
w . / \/
o L/ /
» - \ \/
> :
5 250
-l
—
=
200 |—
4 = Bty —
0 [ e 1 - I R 1 i L l 'S '
94 45 W6 47 a8 a9 'so 'S 52 83 ‘se 'S8 e ‘st ‘s sy ‘'s0
YEAR
Figure 13,--United States production of frozen fish and shellfish, 1944-60,
Byproducts also are utilized. Freezing after that (table 23), A general downward

round fish does not require nearly as many
operations. The end result of the extensive
processing required in canning is that the
fishermen's share of the retail price for
canned fishery products is smaller than is
the share obtained from such other products
as fresh, unprocessed fish or shellfish.

Canned fishery products have the ad-
vantages of being transported without re-
quiring special handling, and of maintain-
ing quality throughout a long shelf life,

Producers' margins for canned tuna in-
creased from 1950 to 1954, but declined

22

trend in the fishermen's share for canned
pink salmon began in 1952 (table 24),
During the period 1950-60, canners' costs
in the United States rose with the higher
costs of equipment replacement, increased
wages, and increased marketing costs.
(All fishery employees except cannery
workers were exempted from minimum
wage provisions in the Fair Labor Stand-
ards Act of 1938, This law has now been
amended and its coverage extended to in-
clude all employees engaged in shore-
based fishery occupations,) These added
expenses increased the marketing margin



TABLE 23.--Landings and prices for yellowfin tuna, and procucers!
margins for canned light meat tuna, 1950-60%

Yellowfin tuna landings

Prices per pound

. Producers'
ear i
. Ex-vessel 2 Retail A
iy s (Round weight) i (Canned)
Thousand Thousand
bannds dollars Cents Cents Cents Percent
1950 orslsvmrarars 92,424 14,242 15 36 94 38
Q5% ek 73,692 14,363 5 36 88 41
Si95 2 ¢ zatatiabar e 125,429 19,805 16 37, 87 43
HIO5 R e ata s sls 89,203 14,272 16 3% 87 43
D54 arataiwiale)s 67,061 4, 5 17 40 90 PR
1955 2 vreiempdels 78,283 12,024 15 36 87 41
MO S Er R sotate are e 92,065 12,447 14 S 80 39
OS5 e is ieals st 83,001 11,000 i3 31 79 39
D5 <veiarn e sie 80,783 10,906 14 Sl 81 38
N5 e s erarsreis 86, 040 11,59 15 30 81 B
OB A a/e e e o 168,536 20,966 1L 29 80 36

L08sn Pedro, Calif., production of yellowfin and Bureau of Labor Statistics retail
prices for the United States.

2 Conversion factor 0.432 applied to fish when canned.

TABLE 24.--Landings and prices of pink salmon, and producers'
margins for canned pink salmon, 1950-60%

Year

Pink salmon landings

Price per pound

Producers'

] Ex-vessel 2 Retail? margins
Qrantity aihag (Round weight) pa (Canned)
Thousand Thousand
pounds dollars Cents Cents Cents Percent
WOS0SE S5 500 85,728 6,767 8 12 53 %3
ML S o a8 B o 113, 666 15338 12 1177 60 28
5 D e talstate s 79,510 7,502 9 14 54 26
HIS5BR e staiees 62,677 5 1IENS 8 12 52 23
S e tete ale 88,692 7,908 9 13 53 55
HIS55RYS o lele ot & 96,496 8,568 9 153 58 22
OS5 6% e s atale sl 102551, 9,256 9 14 61 23
LB e o 54,083 5,881 ajis 16 63 25
)R- s BEEE 120,698 8055 9 14 62 23
950 e Saiesd 48,047 4,921 10 1.5 62 24
GO A 52, 577 6,815 1.3 19 66 29

= Alaskan production of pink or humpback salmon and Bureau of Labor Statistics retail
prices for the United States.

2 Conversion factor 0.67 applied to fish when canned.
3 Price year May-April.
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and in so doing lowered the producers'
margins.

Another cause of the decline in pro-
ducers' margins, especially for canned tuna,
has been the serious competition from
foreign products. Although the supply of
canned tuna has greatly increased over the
past few vyears, the increase in supply
has resulted from United States processors
using imported tuna, primarily from Japan,
rather than domestically caught tuna for
canning (fig. 14)8 In 11959," for the first
time, more canned tuna was produced from
imported than from domestic tuna.

Since only the usable portion of the tuna
is shipped, United States canneries benefit
from reduced shipping costs. Also, the
extensive use of imported cooked loins
results in a substantial saving in labor
costs of cannery personnel employed in
the butchering, precooking, and cleaning
operations., The amount of imported canned
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Figure 14,--U.S, supply of canned tuna, 1950-60,

tuna has increased, whereas the pack from
the domestic catch has remained static.
The declining demand for the domestic
catch by the canneries is reflected inlower
producers' margins, Inrecent years domes-
tic fishermen have stopped using the hook-
and-line method of catching tuna, and were
able to lower their costs by utilizing the
more efficient and competitive purse seine
method of fishing.

Imports have not had as serious aneffect
on producers' -margins for canned salmon
as they had on margins for canned tuna.
Salmon runs have declined, causing the
production of canned salmon to decrease.
This fact is reflected in the statistics
shown in table 25. As the salmon runs
declined in volume, fishermen's ex-vessel
prices increased. Retail prices, however,
increased more than did ex-vessel prices,
Thus producers' margins declined for this
product,

Producers' Margins for Shellfish

Fishermen have received a consistently
higher margin for shellfish than for fish.
The level of producers' margins for all
shellfish included in this report was rela-
tively stable from 1950 to 1954, ranging
from 49 percent in 1954 to 53 percent in
1952. Beginning in 1954, the fishermen's
share increased rapidly reaching 58 percent
of the retail price in 1956. Producers'
margins, however, have been declining
since that time (fig. 6).

Producers' margins have been increas-
ing for both oysters and frozen shrimp.
The opposite is true for fresh sea scallops,
whereas the producers' margins for lob-
sters have maintained a fairly stable level.
Wide yearly variations occurred in the
levels of producers' margins for fresh
shrimp and crab meat (tables 26-29),

Strong demand helps maintain high pro-
ducers' margins for shellfish. In some
instances--lobsters, for example--shell
fish are considered delicacies and com-
mand high prices on the retail market.
In view of this fact, it is notsurprising that
research by the Bureau of Commercial
Fisheries (1955) has shown that families
with incomes in excess of $5,000 a year
serve fresh or frozen shellfish more fre-
quently than do those with lower incomes.
The search for new products that will
stimulate consumption of shellfish among
low-income families is an important aspect
of this industry.
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TABLE 25.--Supply of canned salmon, 1950-60

United States pack

Canned imports

Total available

v Total Canned for U. S
ear supply exports e
Weight Ratiguggl;otal Weight Rati:u;;l;otal consumption

Million Hillion Million Million Million

pounds Percent pounds Percent pounds pounds pounds
1956 ot e s s wials 206.9 99.8 0.4 052 2073 L 205.6
e i P S 2230 9851 0.6 (0] 55! 22956 2l 221.5
D52 5e s w'sis s v uim 24,3 957 9.5 4.3 223.8 1.4 22245
O 53 5o v visinis ois 187.8 93.9 1292 el 199.9 263 1977
9542 e eisininis wie 199.8 9.6 11.4 Dk 2l 73 20359
AO5 5 ere vinisikinns 157.8 91.4 14.6 8.6 17255 10.4 162
19562000 sessae 168.2 85.4 28.8 14.6 1ieiral Hed 191.8
1957 snas aiessnis 153.9 86.3 24 4 3.7 178.3 Gt 17126
R stale s s 10 o1x 179.1 86.0 29.2 1420 208.4 902 199.1
1Le fo 2 e 11853 79.2 25kl 20.8 149.5 13.8 135.7
2 Mo [0 PR S 136.0 87.7 19.1 125 155508 11.9 143.2




TABLE 26.--Landings and prices of blue crabs, and producers' margins for fresh crabmeat,

1950-60*
Blue crab landings Price per pound
Producers '
Xegn . Ex-vessel Picked Retail | margins
Quantity | Value | p ind weight) Meat 2 (Picked)
Thousand Thousand
pounds dollars Cents Cents Cents Percent
1950 a ». arscetmia s 73,918 2,652 4 28 89 31
IOSIIES or e aiats 64,757 2,370 4 29 104 28
1558 64 damict 61,036 2,449 4 32 92 35
G o oot Ak 58,697 2,648 5 36 112 32
1L T S S A 51,543 2,086 4 32 89 36
D s o he i e 42,119 2,339 6 44 122 36
LO56 1 ete s wintain's 46,953 3,278 i 55 106 52
1957 s Skl 53,249 3,197 6 47 124 38
1958 0. o o hiaras 44,849 2,488 6 44 123 36
ARS 2l i Al 42,335 3,221 8 60 113 53
LOG0) . 3 aix sie ainge 66,338 3,939 5 42 120 35
+

1 Chesapeake Bay area production of blue crabs, hard, and Baltimore retail market

prices.

2 Conversion factor 0.127 applied to picked crab meat.

TABLE 27.--Landings and prices of oysters, and producers' margins for shucked fresh

oysters, 1950-60%

Oysters landings? Price per pound Brckhicein !
Year margins
Quantity Value Ex-vessel Retail
Thousand Thousand
pounds dollars Cents Cents Percent
A0V v s srenmasoo- 29,954 11,095 37 72 51
TESE LR S8 C i ¢ oo s e 29,598 11,969 40 81 49
195 21000 Jate duainlaletararats 34,418 14,877 43 85 51
e Lol SO 0 i B 36,945 14,727 40 84 48
NS o il o RN 41,587 18,860 45 85 53
195544 » s ais e 39,227 17,802 45 87 52
1956 4 a'a's arufaateretetatetety 37,064 18,692 50 98 5.
UM i o o 4 34,234 Al at 50 104 48
1958 o 's slersishaloteiniotate els 37,530 20,795 55 98 56
1959 s s oo aifeiiatolsintoatet 33,322 20,607 62 107 58
ke oM 27 11 19,310 71 114 62

1 Chesapeake Bay area production and Baltimore retail market prices for standard grade

oysters.
2 Production in pounds and value of meats.
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TABLE 28.--Landings and prices of shrimp, and producers' margins for large shrimp
(21-25 count), 1950-60*

Shrimp landings? i
A mp ngs Price per pound Produgers'
. margins
Quantity Value Ex-vessel Retail
Thousand Thousand
» pounds dollars Cents Cents Percent
19503.............. 15,752 7 y el 47 79 59
L s e B 20,063 9,785 49 81 60
(e 5 S N S 20,542 10,680 52 85 51
f 61
I et s T ate o1 ot s » 23,260 14,707 63 108 5
A 58
BE N e e e slate e ws & 24,570 11,895 48 98 49
(2150 L e el 22,006 12,075 55 89 62
S e ale sleisiois s e & » 21,639 14,398 67 99 68
2B 2 3 A0 cioe nn R 18,591 13,765 T4 1l 64
LEBE- A Begt 17,428 ake) el 75 114 66
S S e ls wia/a sals ns s 18,224 10,248 56 109 51
B e s = lae e a5 v/ a 18,166 iEas 59 96 61

1 Gulf area production and Boston retail market prices.
2 Heads-off weights and prices.
3 Estimated.

TABLE 29.--Landings, prices, and producers' margins for fresh chicken lobsters, 1950-60%

e Lobster landings Price per pound Produgers’
Quantity Value Ex-vessel Retail ARAEEADE
Thousand Thousand
pounds . dollars Cents Cents Percent
3 A A 18,353 6,412 35 63 56
L2BILS e oo AEE S HEEY 20,760 7,214 35 63 56
1K B S S 20,036 8,512 42 84 50
L R SieTele s =isie aieimin 22,300 8,411 38 76 50
e IO D A OBE 21,668 8,087 37 75 49
LEBE o anraanancann 22,718 8,716 38 70 54
06 s e os s nsh e v 20,572 9,120 44 85 52
LTS o im0 e s G 24,403 8,954 37 82 43
LB s O e S b O 215,312 10,445 49 92 53
B0 e N oo e o551, s 22,329 115258 50 9 52
LRSS 50 no o IR A 24,014 10,967 46 94 49

1 Maine production and Boston retail market prices.
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SUMMARY

A producer's margin is the share he re-
ceives of the retail price that the consumer
pays for the product. In this report the
margin is expressed as a percentage of
the retail price. Conversion factors are
used to make adjustments in ex-vessel
prices in order to compensate for the
changes occurring in the product during
processing, and thus permit calculation of
the producers' share of retail prices.
The marketing margin is defined as the
difference between the price a consumer
pays for a pound of fish or shellfish and
the price the fishermen receives for the
same quantity, This report gives the reader
an overall picture of the relative size of
producers' margins in a wide variety of
circumstances.

Any costs that influence marketing mar-
gins also affect producers' margins, since
the two are interrelated. Such costs as
(1) wages, (2) transportation, (3) packaging,
and (4) storage have beenincreasing, Mark-
up policies followed by wholesalers and
retailers influence producers' margins
also.

Other factors affecting the level of pro-
ducers' margins include (1) fluctuations in
retail prices, (2) changes in the types and
costs of marketing services, (3) amount of
processing necessary to market the product,
(4) marketing costs, (5) changes in supply
and demand, and (6) the channels of dis-
tribution necessary for marketing fishery
products.

The trends in the producers' margins
for various species of fresh, frozen, and
canned fish and shellfish were discussed.
The main cause of declining producers'
shares for fresh fish has been the shift
consumer preference from fresh to frozen
Ease and length of storage and trans-
portation have made frozen products more
attractive to retailers, and the lesser
amount of preparation needed has caused
consumers to prefer frozen fishery prod-
ucts, Another factor helping to account for
the higher margins for frozen fish as com-
pared to fresh fish is the policy of pro-

.....
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cessors buying large quantities of fish and
shellfish during the peak productionmonths.
This results in lower acquisition costs for
the raw material and more stable prices
for the processed products. These savings
in marketing costs help keep retail prices
low and thus improve producers' margins,

Compared to other forms of processing,
canning involves a large number of dif-
ferent operations. The added cost lowers
producers' margins for canned fishery
products. Increasing production costs, and
greater competition from foreign producers
in the tuna industry, and declining salmon
runs which resulted in very high retail
prices have been the chief causes of the
declining trends in producers' margins for
canned tuna and canned salmon., The domes-
tic tuna industry is becoming more com-
petitive with its foreign counterparts
through the increased use of the purse
seine fishing method.

Fishermen receive higher margins for
shellfish than for fish. A strong demand
helps maintain high producers' margins for
shellfish. These high margins also reflect
payment for services fishermen perform
prior to lending their catches.
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