
MFR PAPER 1006 

Frozen fish is principal 
form of seafood handled 
by midwestern wholesalers. 

Marketing Practices of Wholesalers 
Handling Fish in the Akron and 
Cleveland Areas 

LEONARD J. KONOPA 

ABSTRACT 

The re.\III' .1 oj" Oil explorafOry .11I1"I ' e), i ll/ IOI/g wholesolers i ll I/Orrh ell.llerll Ohio 

ore r eponed. Th e .fill'll/.I oI./i.lh hOI/died, .liIle.1 Irellds, pricillg policie.l. IOllrcel oI 

.\11 pp I.\' , prol/lOliollOI lechlliqlle.l , prodllCI lill e prelerellce.l, ol/d problell/.I de.lcri/Jed 
hy \\·/IO/e.\{/ler.1 ore gi I'e ll. 

NATURE OF THE PROJECT 

In the Fall of 1970. Ke nt State 
University received a grant fr o m the 
National Science Foundation to ana­
lyze (a) the market for fish in the Mid­
west. and (b) the channels of di stribu­
ti o n for fresh fi h . An initi a l exp lana­
tory survey among re tailer and whole­
salers ina two-count y area was con­
ducted from Apri l through August 
197 1.1 The results of th e wholesa lers' 
survey are summari zed in thi s artic le. 

SURVEY METHODOLOGY 

An initial li s t o f fish and sea food 
wholesalers was obtained from the 
yellow pages of the Akroll olld Vicillill' 

Te/epholle DirecfOry (Summit County. 
Ohio) as well as the Clel'e /olld M elro­

po/iwlI Arl.'o T e/eph o ll e DirecfOry 

I The complele study . "Survey of Wholesalers 
Handling Fish In Cuyahoga and Summit Counties , 
OhiO." IS a result of research sponsored by 
NOAA Office of Sea Grant , Department of 
Commerce. under Grant N o . 2-35364 . Appli cation 
of Computer Techno logy and Ad vanced PhYSica l 
Di stribut IO n Te chniques to Seafood Marketin g . 
Copies are available from the author 

(Cuyahoga County, Ohio). Names of 
o ther indepe nde nt wholesalers in 
Summit a nd C uya hoga Counties not 
contained in the yell ow pages were 
fou nd subsequent ly throu gh interviews 
with retailers. C ha in store ware­
houses th a t prov ided fis h for their re­
tail chain o utl e ts were a lso added to 
the li s t. Fina ll y, three establish ments 
originally c lassified as retailers were 
transfe rred to the wholesaler category 
a ft e r interviews with th eir proprietors 
revea led th e ir wholesale sales con­
stituted more th a n 50 percent of their 
tot al sa les volume. The names of 28 
whol esa lers were secured eventu all y 
in thi s manner. 

A questionn a ire concern in g whole­
salers' ac ti viti es was constru cted and 
pretes ted during th e w inter quarter. 
197 1. A copy of th e questionnaire and 
a cove r letter indi ca tin g the nature 
of the survey as well as the fact a n 
interviewe r would contac t th e recipient 
by te le ph o ne to arra nge a mutuall y 
convenient tim e for a perso nal inter­
view were mailed to each of the 28 
wholesa lers. Th e structured question-
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na ire was utili zed in a ll of these per­
sona l interviews. 

Usable rep li es were ob tai ned from 
25 di stributo rs. Three refused to 
furnish da ta . say in g the informati o n 
was confide nti a l. Fifteen of th e 25 
who lesalers who compl eted u~able 

questionnaires were located in C leve­
la nd , while te n wholesalers were from 
Akron. 

CLASSIFICATION OF 
RESPONDENTS 

The wholesalers were ca tegorized 
for th e purpose of a na lys is as e ither 
major lin e o r minor line distributors 
of tish. A major line who le a l er'~ 

sales of fis h ra nge from 20 to 100 
percent of th e i r total a n nu a l sa les vol­
ume. Converse ly, firms whose sales 
of fi sh represent less than 20 percent 
o f their an nu al sales \olume ""ere 
c la~~ified as minor lin e wholesalers . 
Overa ll, 13 of the 25 wholesalers were 
major lin e w ho le a Ie l'S. Nine of th e 
major line wholesalers were C le\e land 
firms, four Akron. The 12 minor lin e 
wholesalers were split evenl) with six 
firms in Akro n a nd six in Cleveland . 

FORMS OF FISH 
HANDLED BY WHOLESALERS 

The di fferent forms of fish were 
ca re full y defined in the questionnaire 
to reduce the lik elih ood of \ariances 
in wholesalers ' responses ar ising from 
using identical terms in a different 
manner. 

Da ta concern ing the fo rm of fish 
ha ndled by the wholesalers are pre­
sented in Table I . Because th e ""hole­
sa lers in Summit Count} are located 
prim ar il ) in A\..ron and tho~e In 
Cuyahoga Count ) are based essentlall} 
in C leve land. the) are identified b) the 
prefi\ "A" for A\..ron whole~aler~ 



and "C" for le\cland wholcsalcr~ in 

T able I . 
The t a bulatlon~ In Tablc I ~ho'A 

cl ea rJ) that frozcn Ihh i~ thc mo\t 
'Aidcl] handled form of fj~h . All of the 
major line cst abll,hmcnh \t od. lrozen 
fish a~ do II of th c 12 minor Iinc 
\\h o l esa l e r~ . T he ne\t mo,t 'Aldel) 
handl ed form o ffh h 1\ ca nned li,h . 'Alth 
appro \im atcl } 70 pcrcent o f the 
'Ah olesaler, In each group , tod .lIl g 
thi s product. Fin all y. th e form o f fj\h 
handled lea\t 'A Idel ) I~ fre ~h I\\h I re\h 
fish . moreo \ er. I~ d l\tlnctl ) a p roduct 
offeri ng of thc m aj or IInc rather th an 
mi nor l illc 'Aho l e,a l er~ . sin ce 10 o f 13 
major distri but ors handl cd Iresh II,h 
'A hil e Just one of the 12 min or line 
distnbutors carn ed frcsh fish 

PERCENTAGE OF WHOLE­
SALERS' SALES BY FORM OF 
OF FISH HANDLED 

T'AO problems 'Aere encountered In 
collectlllg data conce rnin g th c pro­
port Ion ot each \\ holesa ler \ sa les b) 
form of fish handled The fiN problem 
\\as the number of non respondents and/ 
or IIlteniewees 'A ho 'A ere unable to 
break do\\ n thel r sa les b) form of fi~h 
handled. Among the major lille \\ hole­
salers eight lirm~ responded . 'A hil e 
five refused to repl } o r did not kn o'A 
'Ahat proportion of their sa les \\ ere 
den \ ed from each \ anet) of fish so ld 
The number of replies from the minor 
line wholesalers. hO'Ac\er. 'Aas bett er. 
'Alth nine of the 12 respondents pro­
\ Idlllg this IIlformation . 

T he second proble m w as th e 'A Ide 
dlsper Ion III percentage o f each fi r m's 
sales b) form of fi h handl ed as 'A ell 
as b) the different form s of fi sh sold b} 
each re pondent. To prov ide a bas is 
for com parison. a com pos i te a \ erage 
percentage of sales by fo rm o f fish 
was calcul ated fo r the maj or and th e 
min or line wh olesalers. T he composite 
percentage of sa les pattern w as obtained 
bJ totaling the percentage sa les for 
each form of fish and dividing by 
total num ber of major or mi nor line 
re pondents in their respective groups. 
The results are given in T able ::>.. 

Table 1.-Form 01 II.h handled by Akron /Cleveland whole.aler • . 

Form o f Fish Hand led 
Fresh Froz en Canned 

Nu mbe r Hand l in g as Ocean Ocean Fresh Ocean Ocean Fresh . 
Major or Min or Lme' Finf ish Shell fi sh wat er Finf ish She ll Ish walp.r 

Malor Line I N 13) 
A I X X X X X X 
A·2 X X X X X X X 
A·3 X X X X X X X 
A· 4 X X X X X X X 
C I X X X 
C·2 X X X X X X X 
C·3 X X X X 
C·4 X X X X X X X 
C-S X X X X X X X 
C·S X X X X 
C-7 X X X X X X X 
C-B X X X X X X 
C-9 X X X X X X 

Subtota 10 10 10 13 13 13 9 

Minor Line (N = 121 
A -S X X 
A -S X X X 
A -7 X X X 
A -8 X X X 
A -9 X 
A-IO X X X X 
C- IO X X X X X X X 
C-II X X 
C-12 X X 
C-13 X X X X 
C-14 X X X 
C-IS ..!. X X X 

Subtotal ....! I -2. II 1i'" '5 B 
Grand total II II 11 24 24 18 17 

I Responding Akron (AI and Cleveland ICI wholesa ers are calegoflzed as either malor line fish 
dealers (20 percent or more sales) Or minor lone With less than 20 percent total annual sales 
volume n Iosh 
Source Survey Data 

Th c\ e data Indi ca te that major 
II ne \\ holesa ler~ den \ e the greatest 
portion of their ~al e\ from \\holc or 
proccssed fish \\hil e th e minor line 
\\ holcsalcrs rcl) on prcpared fi~h It 
ab o sho'AS th at \\hilc bo th group' 
obtalll most of th eir sale, from frozcn . 
rather than fresh fi sh. the minor line 
'Aholesalers ' percent age IS much higher 
th an that of t he major II ne \\ hole aler 

MARKUP POLI CY VARIATIONS 

Wholesalers ' markup po li cle are 
compli cated b) the fact that the) ma) 
resell to perhaps fi\e different t) pes 
of buyeL (i .e. household consumer. 
restauran ts. in titution. retai l food 
stores . and oth er wh lesa lersl. 

Major line \\ holesalers ord inarii) 
specia li ze less than the minor line 
whole alers on the basis of buying 
groups to whom .hey se ll. M ajor line 
wholesalers. for exam pl e. typical I) 
sel l to more group of bu yers th an 
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minor line \\ holesaler\ . theIr cu~tomers 
IncluLie hou,eholLi con\umers . a group 
to \\ h Ich mt nor lille \\ hole alers Llo 
not \ell 

HouseholLi buy er, of fish elLiom 
purchaseLi at the "\\ holc ale" pnce 
sillce thc markup on ale pnce to them 
\\a\ higher In all cases than the markup 
o f tish \olLi to other t) PC\ of bu) ers. 
Whe Ie alers ' sales to at hcr \\ holesaler 
t) plcall) haLl the lo\\e t markup . The 
markup on proLlucts old to restaurant 
and institutions sho\\ed that t\\O­
th irds of the \\ holesaler marked up 
their products the same per entage to 
both groups. \\ hi Ie one- third of tho e 
sel ling to bot h groups had a Ie er 
marku p on institutional ales than on 
restaurant ales. Among \\ holesa ler 
\\ ho sold to both retai I food tore and 
instituti ons. 55 percent had a lo\\er 
markup on retail food store ale th Cln 
on institutional ales . The rem ai nin g 
45 percent had th e sa me markup on 
ales to both group. 



All but one wholesaler employed 
th e same percentage markup on fresh 
finfis h and fresh shell fish. This is not 
to say that a whole a ler·s markups were 
uniform among the different types of 
buyers. It means that there was no 
difference In the markup between 
fre h finfish and fresh shellfi h in a 
given customer c1as for a part icular 
wholesaler. with the exception of 
one distributor. Similarly. in nearly 
all instance the wholesaler al 0 

marked up their frozen finfish and 
frozen shellfish the ame percentage 
within each customer class. 

The similarity in markup reported 
on finfish and hellfish i an intriguing 
pricing policy since shellfish are higher 
\alue item 'Which could presumably 
carry a proportionally higher markup 
than finfish. Two-thirds of the whole-
aler handling both fresh a well as 

frozen fish marked up these product 
equally while one-third marked up 
fresh fish more than frozen fish . This. 
too . is interesting. considering th e 
relative cost of handlin g fre h fish 
versus frozen fish. Lastly. nearly half 
of the distributors of canned fish 
marked up this item the same percent­
age as frozen fish . while the other half 
marked up canned fish less than 
frozen fi h. 

SOURCES OF SUPPLY 

The source of supply mentioned 
four or more times by the re pondents 
are li sted in Table 3. Not a ll sources 
are given in Table 3 since nine addition­
al domestic sources and ix foreign 
points of origin with fewer than four 
mentions have been omitted to con­
serve pace. The sources I isted. however. 
represent 80 percent of the total 
re ponses for domestic as well as 
foreign sources of supply. 

Respo ndents identified their sources 
by city. tate. region. province. or 
foreign country. Consequently. the 
ources in Table 3 are a mixture of 

geographic terms. 
The conten ti on that major lin e 

wholesalers draw their fish from more 

Table 2.-Percenlage 0' wholesalers· sales by 'orm 0' 'ish handled. 

Form of Fish 
Whole or Processed Prepared Canned 

Wholesalers 
Fresh Fresh Frozen Frozen Fresh Fresh Frozen Frozen 

Finfish Shellfish Finfish Shellfish Finfish Shellfish Finfish Shellfish 

Malor Line (N= 3) 
A-1 
A-2 
A-3 
A-4 
C-1 
C-2 
C-3 
C-4 
C-5 
C-6 
C-7 
C-8 
C-9 

Composl1e % Sales' 

Minor Line (N= 12) 
A-5 
A-6 
A-7 
A-8 
A-9 
A-10 
C-10 
C-11 
C-12 
C-13 
C-14 
C-15 

Composite °/0 Sales I 

n .a = Not available 

15% 
n.a . 
n.a . 
43 

25 

n .8 . 
42 

n .a 
10 

na 
17% 

5% 
n .a 
na 

9 

20 

n.8 . 
28 

n .a 
66 

n .a 
16% 

50% 
n .a . 
n .a 
21 
30 
35 
18 

n .a . 
6 

10 
n .a. 

5 
na 
22% 

37% 
37 

na 

7 
20 
15 

n .a 

13% 

18% 
n .a 
n .a . 
10 
40 
10 

6 
n.a 

3 
85 

n .a 
2 

n .8 . 
22% 

12% 
10 
8 

n .a 

6 
35 
35 
82 

na 

na 
21 0/0 

n .a . 
5 

n .8 . 

1 % 2% 

n.a . n.a . 
n.a n.a 

4 
30 

8 
n .8 . n .8 . 

2 5 

n.a n .a 
6 

n.a n .a 
0% 2 70/0 

50% 
12 
12 

n.a 

75 

15 
10 

n .a 
85 

n .8 . 
29% 

5% 
n .a 
n .a 

10 

10 
3 

n .a 
4 

n .a 
11 

n.a 
5% 

38% 
40 
40 

n .a 

10 
5 

35 
8 

n.a 
15 

n .a 
21 % 

65 
n .a 

5 
5 

n.a 

na 
10% 

10
/ 0 

2 
na 
100 

2 
n .a 

n .a 

na 
11 % 

'Composite or average percentage of sales IS de"ved by totaling the percentage of sales In 
eash column and diViding by total number of respondents. I.e .. eight for major line wholesalers 
and nine for minor line wholesalers 

2 Actual figure IS about one-th![d of one percent. 
Source Survey Data 

sources than minor line wholesalers 
is supported by the data in Table 3. 
Major line wholesalers identified an 
average of ix domestic and four 
foreign suppliers wherea minor line 
wholesalers mentioned four domestic 
and two foreign sources per firm. 

By rearranging the sources listed in 
Table 3. clear-cut geographic source 
patterns emerge. Domestically. ew 
England 's Boston and Gloucester are 
the basic source of finfish. ew York! 
Long Island , Philadelphia. and Balti­
more in the Middle Atlantic region 
suppl y finfish a well as shellfish. 
The Gulf Coast tates of Florida. 
Louisiana. and Texas provide mostl y 
she llfi sh . California and Washington 
on the West Coast are the primary 
sources for canned fish. Lake Er ie as 
well as other wholesalers in the Akron! 
Cleveland region represent fre hwater 
fish sources. 

Canada is by far the fore ign source 
identified most often (60 percent of 
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the mentions) for fresh and frozen 
saltwater as well as freshwater finfish. 
Mexico is a major suppli er of frozen 
shellfish while Norway provides primar­
ily canned fish. Denmark and Japan 
are also sign ifi cant sources of frozen 
finfish and shell fish. 

TRENDS IN WHOLESALE 
FISH SALES, 1966-1971 

The sales trend for frozen fish from 
1966 to 1971 is clearly upward for 
11 of th e 24 wholesalers who reported 
risi ng sa les. The sale trend for fresh 
fish. however. increased for five 
wholesalers. but declined for siA others. 
Several of the latter re pondents em­
phasized that even th ough they were 
selli ng less fresh fish. their total revenue 
increased somewhat because the 
price per pound was substantially 
higher in 1971 and 1966. Canned fish 



Table 3. - Sour ces of fis h ment ioned four or more times. 

Form of Fish 

Fresh Frozen 

Ocean Lake Ocean 
Sources Finfish She l lfish Finfish Finf ish , She ll fi sh 

Domestic Mal Min Mal 
Boston 7 1 4 
Florida 1 
Texas 1 
Cal i forn ia 
G louc ester 1 
Ba lt im o re 2 3 
Cleve /A kron 
LOUIsiana 
Philadelphia 
NY !Long lsI. 
Lake Ene 
Washington 

Subtotal 12 2 11 

Foreign 
Winnipeg 
Cana da (not Ident.) 
Nova Scotia 
MexIco 
Norway 
Denmark 
Japan 

Sublotal 2- ...!.. 
GRA ND TOTAL 17 2 12 

sales of two-thirds of th e repo rtin g 
fi rms either e , ceeded or re turned to th e 
pl a teau the) had attai ned pri o r to th e 
Fal l 19"70 me rcur) scare. M inor lin e 
\\ holesalers t) pical l) reported th e 
same trends as the major line whole­
salers 

WHOLESALE RS' EXPLANA­
TIONS OF TH EIR SALES 
TRENDS 

The \\ holesalers' e'pla nations of 
their sa les trends were categori zed a 
cit her suppl\ or dema nd fac to rs . O n 
thc dcmand sidc. fo r i nsta nce. ~ hole­
salers \\ ith greate r fresh fis h sa les 
att ri hut ed thc IIlcrease in sa le to 
pL) pul a ti on gro\\t h . a rise in th e income 
Ic\ c l o f m o t fami lI es. greater recogni­
tio n o f fis h's nutritional cont e nt . and 
thc nlllllbcr of pcople \\h o had become 
\\c lght consc lom . On th e suppl) side. 
tht: \ a ttrI hut cd their compan) 's rise in 
frcsh fi sh sa lcs to the fact there \\ e re 
fe\\ e r \\ hole aler ha ndli ng fresh fis h . 
as \\cll as hecause restaura nts \\ e re 
cmphaSl zlng fresh t1 h more as a menu 
It c 111 

rhc dcmand tor frozen fish \V a up. 
accl)rding tl) \\ holcsalcr.,. hccause it 
\\as caSicr to prcpare than fres h fi h . 

M in Mal M in Mal M in Mal Min 
5 1 2 1 
2 2 5 

6 4 

2 3 3 

2 
3 2 
1 1 

1 
2 

~ 
2 4 1 12 6 15 17 

5 
3 3 
3 3 1 

3 4 
1 
3 1 

-L ...2.... ...!.. 
-2.. ...!.. J..L -2.. ..L 2.. 

2 10 2 23 12 22 22 

chea pe r th an m o t mea t or fresh fi sh. 
o r du e to popu la tio n g rowth . increased 
inco me. recogniti o n o f the nu triti o na l 
\ alue of fis h . a nd the r ise in th e eat ing 
of fi h to contro l we ight. Among th e 
suppl y fac tors. wholesa lers e mp has ized 
th a t th e re was a be tt er su pp ly o f 
frozen fis h th an fre h fi sh ava il able. 
and th e qua lit y o f fr ozen fis h ~ as eq ua l 
to o r be tt e r th an fresh fi sh . T hey a lso 
a ttributed co nsidera ble growth to 
spec ia l pro motio na l cam pa ign a well 
as to th e emergence o f dr ive-i n res tau ­
ra nts th a t feature prepared frozen 
fis h . 

On l) o ne res po ndent com men ted o n 
th e increase in canned sa le. H e 
a ttributed hi s sa les inc rease to spec ia l 
pro mot ional ca mpa ign fo r can ned 
fi sh . An y decline repo rt ed in th e sa le 
o f fresh . fr ozen. o r can ned fis h was 
ge ne ra ll ) bl amed on th e fear o f 
po ll uti o n . the re laxa tio n of Cath o lic 
di e ta ry req ui rements. a nd/or inc reased 
price . A ll of th e e fac tors in fl uenced 
dem and nega t i\ e ly. 

PREFERENCES AS TO 
FRESH OR FROZEN FISH 

l aj o r line ~ hole a le rs a re di vided 
a lm os t eq ua ll) in th e ir persona l p ref-
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Canned 

Lake 
Finf ish Subtotals Total 

Mal Min Mal Min Mal M in 
1 19 3 22 

6 6 12 
7 4 11 

2 8 2 8 10 
3 6 9 
8 8 
4 3 7 
4 2 6 
3 3 6 
3 3 6 

3 2 3 5 
...!.. -2... -L -1... 5 

2 5 7 11 63 44 107 

4 3 9 4 13 
3 9 3 12 

8 3 11 
3 4 7 

5 2 5 7 
4 4 

....3... -L .-L 
..L 2- ...L 2.. 2lL 2Q.. ~ 

9 8 8 16 101 64 165 

erence fo r h andlin g fres h \ s . froze n 
fi h. I i nor line \~ holesale rs. h O\~ e \ er. 
u nanimously prefe r froze n fis h . Th e 
major a nd mino r line w holesa le rs wh o 
prefer frozen fis h ag ree a l mo~ t un ani ­
mousl) th a t o th e r membe rs of th e 
chan ne l of d ist ri buti o n ( res t a ura nt ~. 

institut io ns. re ta il e rs. and o th e r ~ho l e ­

sale rs) p refer rese lling froze n instead 
of fres h fis h . Simila rly. majo r lin e 
wholesa le rs who prefe r handli ng fres h 
fis h ge ne ra ll y be li e \ e rese lle rs ~ithin 

the s t ruc ture of di stributi o n ~ ant 
fres h fis h in compa ri so n wi th frozen 
fi h . Th ese da ta sup po rt th e o bse rv a­
ti o ns th a t: (a) th e ma rk e t fo r tls h is 
egme nted acco rdin g to fo rm o f fi sh 

offe red : (b) a majo rit y of th e wh ole­
sa le rs prefe r handlin g fr ozen fi h: a nd 
(c) th e wholesa le rs tend to view their 
cu to me rs' p re fe rences in te rms of th e 
fo rm o f fis h th ey pre fe r hand li ng. 

REASONS FOR PREFERENCE 

Wh olesa le rs who pe rsona ll y pre­
ferred frozen fi sh did so pri ma ri I) 
beca use it \\ as ea ie r to ha nd le. th e re 
\\ as no direct la bo r process ing cos t. 
and the re was Ie s wa te o r spo ilage 
in \o l\ ed . They we rc un a nimo us in 
their opi ni o n th a t re~ t a ura nts a nd 



11l\IIIUIIOIl\ prderreo fro/ell (hh oue 

10 pOllllln Lonlrol . k\\ \poliage. ano 
ea\e o( hanullng. I e\\ \\a\le or \poilage. 

ea~e of hanulillg. allo no ulreL! lah\lr 

proce\\lng co~t w~r~ al~' Ih~ I-.~\ 

r~a,on~ >vh\ Ih~\~ whok~akl\ thoughl 

r~tail~r~ a\ v.~11 a~ oth~r v.hok~akr\ 

prd nr~u f nl/~n lI~h r h~w r~a\l'n, 

ckarly pOint to con\~nlenc~ ano. 

prc,umahl) . lov.~r co~l. 

Rathcr thJn cmpha\lIe Ih~ con­
venlcnce or IlllpllCit lov.er co,t to th~ 

firm hanullng the prouuct. v.hok\akr\ 

v.ho prcfn fr~\h fi,h t) plcall~ mention 

\uch con\Ulller or bu) ~r on~nt~u char­
act~ri\tic ... a\ Ihe fact fr~ ... h fhh ta,te\ 

b~tt~r. 1001-.\ b~tl~r. anu ui,criminallng 
con~um~r, u~\n\e fre~h (I,h ome 

whole ... akr, al,o m~ntlon that there 

"a hlghn profit \>11th fre~h than frozen 
fi\h , It ... houlu b~ pOlnteu out. thou gh . 

that fev\ major lin e \>Ihok,aler ... 
hanuling both fre,h anu fro/en Ii..,h 

r~portcu that the~ actualh Illarl-. up 
fr~,h fi,h 1l10r~ than froLen lI,h , l arl-.­

up., uilkreu b) t~ pc \,f cu,toiller 

(re,taurallt\ d , retail food ,tore ... ). hut 
,,\ It h III a gl. ~n cu,t 1mer"., categor~ 

(I , ~ r~tall f(,ou ... tor~) a particular 

ul,tnbutor'" marl-.up 011 Ir~ ... h Jnu 
fro/en li\h 1\ mor~ III-.el\ to b~ th~ 

,all1~ thall lIlf fer~llt. 

BRANDING 

... pr()uuet repre,enh not onh a 

ph\\lcal entlt\. but It al ... o eIlCOlllpa~ ... e, 

... uch clemen" a, the PJcl-.agc. lab~1. 

al1u branu nam~ ;!\\ocl.tteu \\ Ith It 

Prl'Ce,,(1r, ' branu ... .Ire the hranu 
11,lIn~, gl \ en I() prouuch 1(11 pr')l1ll) ­

tl\ll1al purpI"e h\ th~lr Illanul.lclurer, 

,)1 h.l IC pr')ce ...... ')r' \\ hen a r~'eller 

(\\ hole,alel ,11 retailer) allach~, hi' 
hr,lnu n,II1,e 1\1 the prl,uuct pn\ate 
hl.lI1U... . h"lI,e hl,IIlU,. ,)r re,eller 

hi ,II1U' cmel ,;C 
PCII,h,t! k I re,h \\ ct Ii,h ,)1 Cl)U r e, 

1\ unlll-.c m,111\ "Iher pen,h,lhk, \\ hl'1l 
II C')IllC' tl) I I,lI1dillg ,1I1d thL L,I,lhll,h· 
Illcnt l)1 I cCl)gnl leu hi ,Ind 11 ,11\1 L 

'1I1CC II I' l'UICh,1 L'd 1\ Clln'U01L'r .11 
thL' 1,:,1 ,Ill I ,lilt 11l'1111I11111l,tI , Ill.! rL'1 ,II I 
Ie\L'1 b\ 'PL'c'IC 1.1111,1 Ih.lIl 1\ 
\,ll'L'L' ")1' l' 'L' LII,I ' br,lIhl n.II11L' 

/\11 lllalPI .lnd 111111l r line h.l( 
\.tler\ \\Ith IIII/LIl II h ,ld.1 hran led 

PIOUUCt. I hl' hl.tnlln' pdlll: If 
the lll,lJl1r ,Ind 1111111 r IIIlL' \ hole al'r 
differed , h\1\\ C\ CI , 12 pi Ihl' I ~ 111,IJor 
Iinc \\ hl)k\akr, h,llldkd Ir./cn 

prllduL!\ hranlkd h\ Ih':lr I'IO<:l: ('r 

r hc thlrtecnth 111m "Iu h"lh pr ,. 

LC\\\lr, hranu\ and I Ill/en I"h .11 r\ In!:! 

h" (m n flrm \ hr.tnd n.ll11l' \ 111< ng 
Ihe I11ln\)r III1C \\hok\akr,.II\e h,JI1dl,d 

rrOce\\or ... · br.lnu .... \\ hile 'I \c,llurnl 

thelro\\n hrantJ ... ,ti"ng \\llh PII'L, I I~ 

brant]" 'llnnr Illle \\h"k,.tlLr , lon 

~e4uenll~ . \\ele nHlIC II\..e" I" plkr 
Ihl.':lr 0\\ n hranu "f frl1/en It h th.1Il 

mal"r line ui\trthut(lI' 
T h~ hranu paller n (,I canned It,h I 

\lmilar to Ihat ()I Irll/en It,h pi" JUI.I 
In Ihal non~ ,)1 Ihe canlll.'u II,h \\ ,I 

\olu unbrand~d III adJIII()fl .• 111 mdt"1 
II ne \0\ hnlc ... alcr, \\ Ilh can neu II ... h I lid 
Pfl)CC\\Or... hrallLJ.... \Ilh l'ugh 1111' I 
I11lnOr line \\ h,)k\.tlcr, ,II,,, ",1.1 )11" 

pr()ce\\ )r~ hrand\ , 1\\0 1111111'1 111It: 
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prlK~..,.,or... hr.!lld\ III \\ hllle~,IILr 
branu ... on It,h )1111 iI,JII, . I){' \\ h. Ie 

... ala Ih()ughl ,ldullll'Il.11 hralldln' 

\\ould IIlCfea ... e ... ,11.: ... Thl 1.111,1 nplll 

Ion" e\pell,d" re\l'.lllOg OCI..1lI C II 
conlraulch thl.' 'lIggL"IIIlIl Ih.ll Ire h 
Ihh ,)ughl II' hc hi ,lllded .Illd pro 
IlH)leJ Ill,)rl.· ,lgcre"l\ e" h or .lIld 

nallle 
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Table 5 - M.dlen pound ord .... nd mod.1 cr.d'i I.,mo by cuolOm., cl ... 

Whole 
sal r 
Groups 

Ma, r 
L ne 

Source 

50 o dlY 

MEDIAN SIZE ORDERS 
AND MODAL CREDIT TERMS 

1 he I' pIL.!1 ,I/e ,'rlier hlkd 1\ 

n:d!l Il:un 

II 

Ihl: III II III 

III • III 

\\ h,,!L' .lkr .Ire gl\cn 111 1.lhle 'i III MARKET AREA SERVED 
Icrrn ", Iledl.1Il lh 1I.lr \.lluc ledl.11l AND DELIVERY TIME 
Joll r ,aluL I u cd III le.ld 01 Ihe 

.1\ cragL d o ll.lr \ .due he .IU e .111 

e"lrelll\:I\ hll'h or 1,\\ Jolldr ,.llue 

\\111 ploll tf)e a\ 'r.l!.!\: Ill' ,Irder u h-

1;.ll1tl .. lI\ UP\\ .lrJ r d,l\\ n\\.ud Ull) 

e peL'lall\ \\hen the .I'cr ge .Ire b.1 cd 

on a III II I1l1lllher "f l h e f\ .III JI1 

L nil ... .: nledldfl lie urdcl"'> Ihal .Ire 

mldpoll1l IP.ln.1 elldlllg eljUCIlCL 

Ihe credll ler n • re I; pre ed.1 PH d.d 

,.Iue . thdl I Ihe cred!l lerm Ih.11 

apt:'e.lr Ill,) I Irequenth h\ u Iller 

Lia 
looklllg al 1 aHe - IHIll Ic ll I" 

ught. \\c eL Ihal the Ilcdlan Ill' ord er 

' 0 d 10 re Iduranl .I \\LII d III I ltu­

tll)I1' h\ flldJor lille .Ind 'lllnOr IInL 

\\ hole .tlc .I e IIllIlar .. 1 'i0 Ih Ic\ 4 
Ib) 10 re Idurant <lI1d .llmo I IJenlt .11 

d: 6' Ib tl 111 tllUll,ln 1 h e ir ~O Lid' 

l1'ou al credll term Me .d,,' luen ltLal 

\0 hath cu,Wmer Cla"e, [he meulan 

'Ile o rder 0' retaile r, ullkre u ub­

,tanll a l" hel\\ een th e 1ll .I1,'r lin e allJ 
Ill lll l)r h ne dl\tnbu tl) r\ (l)ntran to 

\\ h a t one migh t e \.pect. th e mcLild n 

\l ZC o rLier ,)f th c ml nor Ii nc \\ h,)Ie ­

, a le rs a t 2<;0 Ib c\.ceeLieLi that ,)1 maj,)r 

Itne "hol e,aler, at 175 Ib , ~linor linc 

\\ hole,al e rs, nonet hele,s, tenLicLi tL) 

emph a Size cash terms , ' \ hac"s maj,)r 

line orga ni zations offercLi sc'en ua), 

modal creLiit term~ 

one of the minor line Lilstnbulors 

~olLi 10 olher \\ hole~aler, I-or thc malor 

Iller 1_ mile 1.111 1 

gr up Ih ree Lluntl;rp.lr l am In' Ihe 

Ill.llm Itne \\ h )1 .ller II pe r en ll 

111 .lrke t II,h throu ·hlul I )hl ,' )n L 

I11 dJllr IInc dl tuhut r ell h u h mer 

n.III,," .111 

1 he", d .lld tHl \\ Ih.11 a hi ·hcr P fl)­

p,lrll,ln ,II I11 d), ' r h ne "hp I.: .Ilcf'i arc 

Illeal m.trk,' 1 III tll t-Ut t: 1 .IIlJ Ih o e 

'elfln g hc\ o nd I"L .II 111M et ene 

1.lrger m .lrkct .lrc .1 th ' lIl the I111110r 

linc \\ h"les.dcr' 

Thc IlInc rCljulrcd t" Jell\er ,'rder 

III rc,tduranh .Ind 1["t!lUII"Il' rdnge 
I fl)1ll 4 1,1 4,' h,)ur, I,)r 1ll.1.!,)r .Ind 

h, rna.!,)r Iinc \\h,)ic,aicr, I,) rct.lllcr 

and ,)thcr \\ hl)ic,akr" Jell\en Illlle 

range, IrL)m 11 dd' to 7 dd" \1ln l)r 

line \\hole,,,icr,' dcll\er> time tLI re-
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I" hrlll 10 ' r JUp put III t f 11 
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II h. n Ih llhcr h. nd I Ihe m.IJ r 

fllrlll ,)1 II h pr Lured b\ 1\\ . \:\l'nlh 

( I Ihe lll aJ r hne II rlll \11 I IhL c 

hnn p nl11 .lfIh pn "L Ihelr \\h Ie 

II h rdlhl:r than pr ,-e and prl:pare 

II 

SPOILAGE 

O\l:r.III. III "I the II \\ hl)le ala 

h.lndllllg Ire,h Ii h Indlc.ll~d Ihc, had 

.1 'p,)tiage pr,lhlem . 1,) ,)\erC,)ll1e thl: 

pfLIh1cm. Ihe~ hdndicd Ire h li,h L)n a 

rapid \Urn,,, er b."". Ircljuenl" Iced 
.Ind dell\ered II. frL1le an~ ,urplu In 

danger l)1 'Pl)"lOg. ,)r de-l'll1pha Il~J 



fresh fi sh by o ffe ri ng mo re fr ozen fis h 
to th e ir custome rs. Wh en as ked how 
suppliers could a id in preve ntin g 
spo il age, six o f th e ten respo nde nts 
said suppli e rs were a lready do in g a ll 
th ey could. Th e o th e r four, howeve r , 
th o ught suppli e rs ought to ice th e 
fi sh full y, utili ze bett e r pac kagin g, 
and ship mo re frequentl y. 

Despi te th e fact wh olesa le rs asse rted 
in th e fo re pa rt of th e questi o nn a ire 
th e re were no proble ms in handlin g 
fro ze n fi sh , e ight o f th e 24 with fr ozen 
fi sh re po rted th e re we re spo il age 
pro bl ems. T o ha ndl e frozen fi sh 
e ffecti vely th ey no t o nl y had to insta ll 
specia l freeze rs in th e ir pl a nt a nd o n 
th e ir tru c ks to e limina te th awin g, 
but th ey a lso had to rotate in ve nt o ry 
ca re full y to co ntro l dehydra ti o n . Four 
firm s sugges ted th at suppli e rs contro l 
th e ir goods in transit m o re ca refull y 
to e limina te th aw in g. T wo o th e rs 
th o ught code da tin g would he lp in 
ro ta tin g the ir in ve nt o ry. 

OTHER PROBLEMS 
(NONSPOILAGE) 

F ive of th e II wh olesa le rs offe rin g 
fresh fi sh identi fied o th e r (nonspo il age) 
probl ems in ha ndlin g fres h fis h . Two 
menti o ned th e hi gh cost o f di rect labo r 
in process in g fi sh , but offe red no 
suggesti o ns to resolve th e probl em . 
Th ree wh olesa le rs we re co nce rn ed 
a bout in adequa te sup ply as we ll as th e 
tra nsportati on a nd poor qualit y of 
fres h fi sh . One res po ndent th o ught 
th e suppl y should be in creased by 
o ffe rin g m o re inducements to fi she r­
men . Compulso ry inspecti o n a nd 
gradin g was suggested as a means of 
impro vin g qua lity, whil e fas te r move­
ment o f fresh fi sh to inl and di stribut o rs 
was proposed to ove rcom e th e 
transporta ti o n pro bl e m . 

Ei ght of th e 24 wholesa le rs sellin g 
fro zen fi h no ted o th e r (no nspo il age) 
pro blems. Six o f th e e ight menti oned 
breakage a nd/o r poo r qu a lit y. On e 
th ought packagin g was poor , wh ile 
ano th e r sa id retail e rs h andl ed frozen 
fi sh inco rrectl y , th ere by le tt i ng it 
th aw . T o co ntro l brea kage and/or 

Cyril Loger (left) and Albert Machamer (right ) , members 01 the research team at Kent State Unlverally , 
ta!k with Wayne A. Sheffler (cent er) , insti tut ional lood manager. 

poor qu a lit y, the whole a lers su gges ted: 
a) processo r's improve th e ir qua lity 
contro l p rogram ; b) th ose handlin g 
the produ ct in tra nsi t do so mo re 
ca refull y; a nd c ) qualit y stand a rds 
and compul sory gradin g of fo re ign 
and do mesti c fi sh be ad opted . Bett e r, 
stronge r packages would o bviously 
reso lve th e packa gin g pro bl em . T o 
prevent th aw ing of froze n fi sh in open 
re fri ge ra tor cases in reta i I sto res, th e 
frozen fis h sh ou ld be stocked in th e 
bo ttom of th e case . 

UNDERUTILIZED SPECIES 

Because popu la r s pec ies of fis h a re 
eith er depleted o r shi e lded from 
de pl et ion by inte rn a ti o na l ha rvest ing 
qu o tas , lesse r known species must be 
utili zed if th e sea is to prov ide addi t ion­
a l protei n for people . I n o rde r to dete r­
mine the marketabi lit y of such fis h , a 
li st of 13 u nderutili zed species wa 
shown to the wh o lesale rs . Th e lis t 
was draw n up with th e a id o f th e 
persons associ a ted w ith M a r!" e t Re­
search and Se rvices Di vis io n , a ri o na l 
M arine Fishe ri es Se rvice. Whole­
salers were asked : I ) if th ey recogni zed 
each species ; 2 ) wh eth e r o r no t they 

co uld e ll it profit a bl y; a nd 3) th l: ir 
reasons fo r no t handlin g th e fi ~ h . 

Sil ve r h ake, po llock, and mad.l:rl: l 
we re fa mili a r to a ll respo nd ent \. Sca 
he rr ing, no rth e rn shrimp , a nd butt er­
fi sh , in turn we re a lso fa mili ar to al l 
but a few re po nd ents. The leas t fa­
mili a r speci es we re Pac ific cod , ~h l tc 

ha ke , ska te, dogfi sh, ta nner crao, 
ca lico scal lo p , and ocea n q uahog. I f 
th e nonre po ndents were such duc to 
lack of recogniti on of th e ~pecll:\. 

approx im a te ly 50 pe rcent of thc 
wholesale rs were un fami liar ~ ith thl: 
latte r spec ies. 

Sil ve r hake a nd mad,erel are the 
two species th a t o yer 50 percent of 
th e res pond ents report thc) can \1:11 
profi tab ly. Lad . of consumcr dcmand 
is th e prim e reason given by v.holc­
sale rs fo r no t handlin g the undcrutililcd 
speci es. Th e un favorab le characta­
isti cs of some of thc species IS rcpllrtl:d 
as th e second reason. a lthough lar 
below th e prime reason flac!" III 

dema nd ), accord ing to numOLr \11 

times mcnto ned. W hilc v.holesalLr\ arc 
willing to ha nd le a spec ies If protllaole. 
th ey appear re luc tan t to popu lanlc 
th e underut ilized species and thu\ 
make th em profi tab le. 
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