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INTRODUCTICN

The 12=-state North Central region produces nearly 75'percent of all hogs in
the United States, The entire swine industry looks to this region to produce
hogs which are economical for farmers tc raise, for packers to précess, and that
vield cuts of pork‘which consumers will buy in competition with other meats and
poultry. Many observers believe the meatwtypé hog holds the answer to these pro-
blems,

Extension directors of the region authori;ed this‘ﬁorkshop to help colleges
and universities develop or improve research and extension projects on the meat~
type hog throﬁgh an exchange of ideas.

Early in February, 1956, a program committee met in Columbus, 0., to outline
workshop plans, Committee members included C, C. Bowen, extension marketing
specialist, Chio State University, chairmanj Riqhard Hollandbeck, swine special-
ist, Purdue University; vR.,Lg’Coppersmith, extension economist, University of
Illinois; Charles E. Bell, federal extension service, U, 5. Department of Agri-
culture; Elmer R, Kiehl, agricultural economist, University of Misscuri, and
W, B. Wood, Ohio director of Extension and chairman of the North Central Region
Extension Directors' association.,

More than 100 persons from lh.stétes attended the workshop. They included
Agricultural Extension Service personnel, uniVersity»research and teaching staff
members, and representatives of different segements of the swine industry and the
U, S.~Department of Agriculture, | o |

During the 3 days they participated in discussions, witnessgd live‘hog grading
and carcass cut-out demonstrations and toured Ohio State University's swine
evaluatidn station. In small study groups they worked out pians for developing
meat~type hog educational programs with farmers, livestock’markets, processofs
and packers, and retailers and oonsuﬁers.‘ The following pages summarize pro=

ceedings of this workshop.



Trends Behind the Hog Situation
by
Gerald Engelman, head, livestock section, Agricultural Marketing Service

Marketing Research Division, U. S. Department of Agriculture

Hog slaughﬁer may be somewhat larger this year than last,.
Marketing margins probably wili change with demands for market-
ing services., Demand for all meats may rise to suppor? expaﬁding
meatbproduction.v Loss in demand for pork may be halted as hogs
produced and pork merchandising methods are changed to better

fit consumer tastes,

On the production side - Hog slaughter is expected to be somewhat larger
this year than last. During the earliér part of the year it has been running
‘higher than the corresponding months of last year because of the larger fall
pig crop., If farmers actually reduce their spring pig crop, as they said they
intended to do, slaughter during the latter part of the year may well be some-
what.lower than for the corresponding months last year. If hog production
follows previous patterns, pig crops may be somewhat smaller for the next |
year or two. If so, hog slaughter will be correspondingly réduced. |

On the margins side - We have noted an increasing tendency for widening'
margins during the period of‘heavier marketings. This may be a continuing
feature of our markéting system., We can expect the margin for marketing hogs
and pork to change with demands for marketing services, The demands for mar-
keting services are high seasonally when large numbers of hogs are rushed %o
market,

On the demand side - The demand for meat may not rise correspondingly with
consumer income. Demand for all meats is expected to rise to support an expand-

ing meat production, The demand for beef may increase more than that for pork,
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continuing the long-time trend. One of the important jobs of this Workshop
is to find ways and means to slow down, and perhaps even arrest, the tendency
for pork to become a secondkclass meat in relation to beef. Insofar as the
type of hogs produced and the methods of merchandising pork can be changed

to better fit consumer tastes, the rélative loss in demand for pork may be
‘halted,

(Mr. Engelman's complete report is carried as a supplement tO'proéeedings)



What is a Meat-Type Hog?
by

Richard Hollandbeck, extension swine specialist, Purdue University

Meat-type hogs are those ﬁhich will consistently re-
produce themselves in litters of 8 or more pigs. At handy
market weights of 200 to 225 pounds they will have a mini-
mum of carcass fat and adequate muscling so as to pfoduce
choice, readily acceptable cuts of pork, They wiil attain
these 2 goéls in from 5 to not more than 6 months of age
while on full feed of a common, practical ration eonsiste

ing largely of corn,

How can we measure the usefulness of hogs? This may be done in 3
steps. First, by ability to produce big litters; second, by ability to
convert corn and other cereal grains into pork efficiently; and third,
by yielding pork cuts acceptable to the public,

It would seem logical then to build a definition of meat-type hogs
from these basic measures of usefullness,

The importance of big 1it€ers shows up in the cost of each pig at
births Considering the feed fed the sow as overhead, each pig of an 8-pig
litter is about $6.25 in the red, compared to an indebtedness of $8.33
for each pig from a litter of 6, Eight pigs per litter is an acceptable
standard for brood sow productivity which has been recognized almost
universally for decades, Each national breed association has a production
registry, or registry of merit testing program which is designed to ferret
out the top producing families and strains of its own particular bréed.
This would seem to be a good starting point for working out the definition

in question.



'The second measure is of primal importance to.the farmer « the ef=-
ficiency of feed utilization, It is not a new conéept'that‘feed efficiency
is linked with type. That it requires two and a quarter times as much
energy o produce & pound of fat ag a pound of lean is now becoming mors
fﬁliy appreciatéd° Some progress reﬁorts of current experiments indicate
this saving to be approximately §2 per pig. With thé feed costs making up
from 75 to 85 percent of the total c@st of production, the feed efficiency
truly ls an igportant factor in the economics of,production,r Geneticlsts
.wauld lead us torbelieve that this is reasonably heritable@ A practical
on-the~farm substitute for the experimental determination of feed efficiency
is weight for age so long as the pigs are on a~full feed, Thus3 a 200=-pound
hog at 180 days has become an acceptable standard,

The third, and certainly not the,least of these measurss of nsefulne$$3
- was the consumer acéeptability of the carcass in terms of retail cuts of
pork., No longer does Mrs, American Housemife‘ask a butcher fér>pgrk chops
énd»receive the same wrapped in brown paper, She chooses them from an array
of retail cuts of meat, prepackaged with a transparent material. Not only
is the quantity of external fat important to her but also the seam fat and
marbling.

The housewife is not easily fooled. There was 2 time when we tried
to fool her into buying pork with a‘minimum ofbfatAcovering; From this
corﬁer’it would appear that those days avre gone, It is not entirely.the
lack of fat that she is demaﬁding, but rather a lot of muscle (red méat)
with a favorable ratio of fatv o lesn, ‘The shallow-bodied “meatlgss wonders®
will not provide the type of pork which will meet these demands, Leaner,

) meatiér hogs with an adeqﬁéte'mnscling and a minimam of carcass fat seem to
be the answer. Surely carcass grade and quality must be included in our

definition,
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With these things in mind, what is a meat-type hog? Meat-type hogs
are those which will consistently reproduce themselves in litteré of 8 or
more pigs. At the handy market weights of 200 to 225 pounds they will have
a minimum of carcass fat and adequate'mnséling so as to provide choice,
readily acceptable cuts of pork and will attain these 2 goals in from 5 to
not more than 6 months of age while on a full feed of a common, practical
‘ration consisting largely of corn.

Such a hog would be economical for the farmer to raise and it should
command a higher market price. Such a hog would yield more choice, readily

-acceptable cuts of pork.



Extension's Responsibility and Opportunity in the Meat-Type
Hog Program
By
W, Bs Wood, director, Agricultural Extension Service

Ohio State‘University

The meat-ty?e hog prﬁgram poses many problems. Agrie
cultural Extension has assisted cooperative and private
marketing ventures and has helped improve market facilities
and marketing methods, . Extension's main function is to help
pecple help themselves, and therein lies both our responsi~-

bility and o?portunity with the meat-type hoz program.

It is both a pleasﬂrevand a privilege, I_assure’youg to participats
in this workshop, I trust each of you in attendance have similar fee1ing&
concerning your participation here., This is a North Central Regional
Extension activity, supported by resident teaching and research. You
would agree, I am sure, that we have a représentative group in attendance
from each of thése three areas.

This type of workshop is most significant under present conditions
in terms of the total extension program being carried out in your respective
states, Much emphasis is being placed upon marketing these days by exten=
- sion everywhere. Whether it be overall marketing,,work in special enterprise
areas, or in the bread field of market information for consumers, it is
extremely impertant o your total extensiqn program. * In this instance it
also is significent that we are combining this marketing emphasis with the
produdtion know=how of specialists in those aress.

You could well be referred to as students of the mighty hog. The swine



industry is important in all states of the North Central region. In fact,
as vou look at the record of the 10 leading states in hog production in
the United States, nine of these states are found in this region. The
swine industry is indeed mighty in these states.

My topic is - "Extension's Responsibilities and Opportunities in the
Meat~type Hog Program,® I should like to start with one assumption - that
extension desires to assume its full responsibility and to use every oppore
tunity at its disposal to serve people., Our job at this workshop is to
épell out that responsiblity and to work oul ways and means of discharging it.

There are many problems facing the swine industry today. I can take
sufficient time to enumerate only a few:

le The most rapid drop in prices of hegs in history oceurred in the

gix-month period, June to December 1955, The primary reason for
this drop, according to economists, has been the»increase in
market hogs that were not the type to command increased purchases
in line with production,

2, Hogs are one of the most important sources of income in the North

Ceptral region., Such a drop in prices is serious for its producers.

3; Marketing hogs on the basis of average price per ¢wht, is not_satis-'
factory to many segments of the industry, We know from ocur ex=-
perience in this country, and from the éxperiences of producers. in
other countries, there are more satisfactory methods.

iie The type of hogs being produced does not fully meet consumer demands.
As a resuli, producers have lost their propertionate share of the

- total meat market.

There are many other problems. The surplus problem with which we are
faced in this country plagues us on all sides, Extension has been blamed,
as you well know, as a factor in developing these surpluses. It has been

said that we have been taught how to grow two blades of grass where one
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grew before. ‘Zou and I do not share wholly in that philosophy, Extension
has worked in the field of marketing as well as in the field of production,

We are told by farmers and market agencises of their experiences over
the years in which Agricultural Exlension has assisted both cooperstive
and private marketing ventures., We have had a hand in improving msrket
facilities and marketing methods.

A. Z, Baker, president of the American Stockyvards assosiation and cure
rently president of Botary International, tells this sbtory:

*T have just returned from a trip Lo the Far East (or to the Middle
East or South America depending on the last trip made)., I witnessed there
the bsckward conditioms of agricultural producticn and marketing., T learned
there was as much as 2 15 percenty deficiency in the amount of food prodaced
compared to that actually needed by the peoples thers, I retqrm@ﬁ $o the
United States and immediately started out for a meeting in the Mid¥est whers
I witnessed American sgiricnlture and its high standard of preductivity, I
thought of the standard of living resuliing from thal preductiviiy in this
country, I thoughtof the five percent surplus of food in Amari@é.and (alie i
pared its evils with the 15 percent deficiency elsewhere, I asked myself
this question: "What iz the difference between agriculbuwre in America and
that in these other countries?" To me here is ‘the answer, It is the lande
grant college system which makes the difference with ils program of rezident
teaching on the campus, with its program of agricultural research snd iitg
of f-campus Agricultural Extension Service@59

That is the philosophy you and I want to buy,

Extension was conceived snd born of a problem, &% the turn of the
century the cotton boll weevil threatened the entire fubture of the cotton-
crop in the southwest., As a resuli, Dr§ Seamen A, Knapp of the U, S. Departe

ment of Agriculture, together with the people involved, organized the first



farmer-cwned demonstration farm, It occurred in Terrill, Texas in 1903,
This is credited with being the forerunner of Agricultural Extension.

Our job is to promote an educational program. That is a simple state=-
met but broad in its total expanse when we consider all its ramifications,
Dr. Paul Xruse defines education as anything that changes the behavior of
people. He says there are three important ingredients to that educations
We must acquire knowledge: we must develop skills; we must change attitudes,

Our job is to help people help themselves in acquiring knowledge,
developing skills and in changing attitudes. To conduct an educational
program we need to identify the érobiems by working closely with the people
involvédo We need to heip people set up objectives or goals, plan a method
of procedure todbtain these goals, and continually evaluate the results
obtained with the idea of improving,

Extension is made up of administrators, supervisors, specialists and
county workers, Each has an important role to plan in this educational
processs,

All of thislimplies working closely together with people and the meatw
type hog program is a splendid example in this connection, May I repeat =
extension's primary function is to help people help fhemselves, and therein
lies both our responsibility and opportunity.

To illustrate further this connection to the meat-type hog program here
are 10 objectives generally agreed on in Ohio's meat-type hog program:

1. To identify breeding stock with proved performance,

2, To evaluate various methods of testing breeding sfock.

3¢ To develop a program for distributing meat-type breeding'stoéke

Lo To develop an improved system of marketing hogs. -

5. To encourage farmers to market hogs at proper weights (under 220 ibs,)

6. To encourage packers to buy meat-type hogs on grade and priced in

relation to actual wvalues.
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7. To encourage consumers to understand differences in quality of porks
8.  To keep Ohio hog ‘pr‘odu,cers informed of progress in meat-type hog
program, . |
9. To encouré.ge’ formation and use df swine committees in major com-
mercial swine proeducing counties,
10, To encourage all groups i_nierested in‘ meat-type hogs to exchange
:'mformation, experiences, plans for future work and other efforts,
There are persons. here w:Lth years of valuable experience in the livestock
field, many of whom have spent mosf' éf their time in swine studies. There are
other young men with splend,id' tr’aining who havev many years ahead of them, |
The problems involved in the meat-type hog program are ‘not ea;sily solved.
I am impressed with the group aésembled here and am confident that if there
is -an answer to these pi'obléms it will be fd;‘thcoming from this type of
activitye
You are about io enter into your work groups. Team quk is the answer,
and these groups, along w;’.th exteﬁsion and research, represent the team to do

the jOb.
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Essentials ahd Potentials of Teamwork in the Production .
and Marketing of Meat-Type Hogs
by Fo G Kether |
SécretaryhTreasurer & General Manager of ProducerS'Livestock Cooperative
| Association
Director-National Live Stock and Meat Board

Chairman-Board of Trustees, Ohio State University

‘Fat pork is losing the vace for a prominent place on

the American'fable, Producers associationé have demon-

étrated that live meat-type hogs can be and are successfully
.-graded on foot. We ﬁeed research for guidanCe to increase

the muscling of hogs and further improve economy of production,
”Hé»need studies of marketing, slaughtering, processing and re-
tailiﬁg costs,'as'uell as research studies that’will-point ouﬁ
"~ and help establish proper price relationships between producing,

precessing and‘rétaiiing divisions of the industry,.

All segments of the swine‘and pork industry occupy front seats in the
Corn Belt area, witnessing the fat hog in a losing fight for his economic
life., What researchers and extension workérs in the 12 sﬁates region here
‘represented do will be an influential factor in the outcome,
From 1539 when DeSoto brought hogs to America until a few years ago,
pork was the leading red meat diet of most of our people. Hogs have beenva
Amajor source of incéme for vhe farmers in the#e 12 statés. where appréximately
three out of every four hogs in the United Statés are produced. The hog has

earned the reputation of the "mortzage lifte:".



The American diet is shifting from starches, sugars and fats to
pro{;eins » Vitamins and minerals. Mrs. Homemaker wants tender, lean meat
for her family. Machinery in the factories and on ’;he farms has gréatly
lessened the need for energy foods. The call is for protective foods.

Fat pork is losing the race for a prominent place on the American 'table .

The chemist with his hydrogenated vegetable oils has replaced much
lard as shertening in domestic and commercial kitehens. The resear‘c_her’,
with his detergents has all but driven lard from its last stronghold - the
| soap ifa@tory.‘ ’Soyifseans' thrive and are a pcpular cash crop in the identical
ares where mo’srt of the lard is produced - i:.he' Corn Belt. Soybean 0il ex-
ceeds the production of lard. It is unlikely that animal-fats will re-
‘capture the ma._rketsthey have lostto vegetable oils, Lard has been and
‘probably will continue to be, so long ds produced in excessive quantities,

a heavy drag on the pricé' of live hég's;

Dur:mg the past year the importation of pork eﬁcceeded pm:-'k~ exports.
Even more serious, pork imports included_ appéoximated 107 million' pounds of
canned hams, some of which originated behind the Iron Curtain. This im-
ported préduct éaptured thé market for hams from more than four million hogs
produced by American farmers. Appz;o:d.ma.tely ‘one-half of all the canned hams
‘consumed in the United States last year were imported, During the same
~ period it was claimed that there was 2 surplus of pork in the United States.
Imported canned hams sell at high prices to discriminating homemakers and
chefs in good hotels and restaurants, Imported canned hams are obviously
 therefore a high profit product for European packers and bacon fa@tories + I
am informed that a big promotional campaign for rapidly and greatly expjandix;g
markets for European canned hams is to be launched soon and wi'li cover the
vle_ad.ing meat consuming areas throughout the United States including those in

the home of the American hog, the Corn Belt.



Excessively fat pork, the loss of markets for lérd to vegetable oils
and detergents and how the threatened loss bf markets to imported pork are
reasons why the'hég is losing successive rounds in the fight for its econ-

omic life, |

Pakers and retailers are now giving pork cuts a new look by tfimming
off excessive and unwanted fat, This is aﬂ expedient in merchandising'that
necessarilj reflects lower prices for hogs to growers. The only universal-
ly beneficial way to atﬂack this situatioﬁ is to produce leaner hogs;

Total meat production last year reached an all-time high, with beef at
its crest and pork near the top in volume, Fat hogs were marketed in large-
numbers. FPork cuts ﬁere heavy and too fat. Nevertheless, sll pork and
beef‘was eaten due to good merchandising campaigns by packers and retailers
with the helpful assistance of the National nive Stock and Meat Board and
various segments of the livestock and meat industry.

L=ss (pork was in storage at the end of 1ast year than at the close of
195h._ Pork prices to. consumers were relativély high‘but hog prices 1o
farmers were ruinously iow.v Some reasons for this disparity in hog aﬁd
pork prices were self evident. However, my point here is that we have not‘
yet saturated the growing Amefican market withlﬁander, redrmeat,at fair
‘prices'tO'all concerned ﬁhen aggressive production, processing and distri-
bution methods eéuitable to all are employed,

It is appavent, that. there is a dwindling market for lard and fat porks
Those farmers who continue to produce fat, heavy hogs render a dis-service
to themselves.and the -swine and pork industry.

. TheseAfécts and conditions are not new to many. They have been develop~
ing for more than a decade0 Twelve years ago an Ohio lard improvement and
promotion cdmmittee5 after intensive study, came to0 the reluctant conclusion

that the future for laru and fat pork was not bright. That report was very
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unpopular as I, a member of the committee, well recall,

The pext year a few‘leading Ohio swine producers, Producers marketing
-associations, the agriculturalcollege, agricultural experiment station,
extension sefviée and others started a systematic search for strains of
hogs having iess fat and more lean meat, under the leadership of Wilbur Bruner,
then county agent in Preble Céunty. Two years of selection; feeding in a
test station and cut-out tests at The Ohio State University meats laboratory'
froduced encouraging results.

Growing interest and limitations of the small testing station resulted
in the levnching of a state-wide on-farm testing program and certification
ef litters attaining certain sﬁgﬁdards of.feed conversion, rate of gain and
CEPCAIS cutnou$; »The Ohio Swine Imprqvement ASsociation was theﬁ organized |
t5 standardize and direct the improvement program and aceredit worthy litters
and families,

Field testing, ﬁhoﬁgh very helpful in furthering interest in swine im-
provement and demonstrating the basic soundness of the testing progranm, &id
not lend itself to the application of uniform and accurate methods of testing.
The need for a central evaluation station providing absolute control, became
apparent. | |

The'field testing program did dembnstrate that some price incentive in
vhe merket place was essential,if‘farmers were o vigoroﬁsly pursue a program
of swine improvement, |

To ascertain more accurately the comparative value of Chiofs best meat-
type hogs, grading, slaughter and cuteout tests were conducted in the pland
of the Sheanalley Meat Packers on over 37,000 hogs. Tﬁis was done under the
supervision of the Farmer Cooperative Service of the Farm Credit Administration
and with the help of swine producing grouys, Producers Livestock Cooperative
Associstion, college of agriculture, agricultural extension service and the

experiment station, This proisct demonstrated that Ohio was producing
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increaéing‘mmﬂt)ers of meat=-type hegs of higher carcass values,

 In 1951 Producers Livestock Cooperative Association began the grading
of hogs in market areas having the’ best and most hogs of meat-type strains.
The asseciation began selling these -hégs on their merits at price differen-
tials of 50¢ to 75¢ per cwt. over'thé prevailing price of top hogs in the
customary manner without grading.

This forward sﬁep w;aé taken after much solicitation of packer coopera=
‘tioa in buymg graded hogs on price 'differenti;ls and then enly after numerous
cut-out demonstrations were‘_conduct._ed in variousb packing plants by represen=-
tatives of the Producers Ass_ociation and the College of Agriculture, The
Ohio State University, i | |

Price re’wa:rdé of 50¢ to 75¢ per cwt. to producers of meat-type hogs
caused the interest 'in swine improvement and the markéting of meat-type hogs
on their merits to spread rapidly to all local markets of Producers Marketing
Association of Indiana and the Cincinnati Live Stock Producérs Association,

All meat-type hogs are uniformly graded in the markets of these three
associations and sold on a uniform price differential through the centralized
hog sales agency of the three ‘asgociations - the Eastern Order Buying Company.
Last year 29 Prodnc_ers markets graded and marketed nearly 300,000 hogs on
their merits - over 115,000 gré.éing No. 1 and selling at a price differential
of 50¢ per cwt, | |

These Producers Asscciations demonstrated that live m,eat-tybe hogs can
be and are successfully graded on foot, This makes possible the grading and
sale of live hogs raﬁher than the consigﬁment of hogs to the packing plants
and the gi‘ading and selling on the rails, Iive grading also enables great
economies through the selection, sale and shipment direct to the packer of

exact kinds of hogs he wants.
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Only through the coordinated efforts of swine growers, Producers
marketing associations, an increasing number of’packerS‘and the. able assist-
'ance of the wiversity éxteﬁsion and experiment statioﬁ personnel could such
progress have been accomplished, The servicgs of W¢ He Bruner in grading
and marketing and later C. C. Bowen, H, M, Barnes and W, E; Robinson in
" production, L. E. Kunkle in cut-out tests, of county égents and many Otheré

in‘all/aspects of the program all éontributed to its progress, |

Some cooperative and private markets are sellings hogs by private treaty
and auction on their merits at varying price differentials,

During 1952-53, the égricﬁltural colleges, experiment stations. and ex-
tension services of Ohio, Indisna, Michigan and Peﬁnsylvania_in cooperation
with the USDA, considered and agreed upon a series of research and extension
projects in marketing and production intended to advance the prograﬁ for.
improving the production and marketing of the meat-type hog in the eastern
Corn Beltb. Oﬁerall results have'been'beneficiél. They have shown the need
for further coordinated efforts between states such as you are consideringi
in this conference.

Of_the several research projects undertaken in Ohio the oné_of out-standing;
value is the swine evaluation station authorized by the Board of Trustees
and the Administration of the yniversity who recognized the trememdous poten-
‘tiaISvin the program for improving the production and_marketing of swine in
.Ohic. About one-fourth of the'farm income of the Buckeye_stateiQomeé from
swine.

Through the sﬁine evaluation station and the meats laboratory of the
‘wniversity, we have discovered some fundamental truths of fremendous impor=
tance to the swine and pork industryAand the national economy . They are
truths which will help solve the so-called grain surplus‘problem. They are

truths which will contribute to the upgrading of the human diet. These major
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basic facts are:

1. Meat-type straiﬁs of hogs may be found among most of the old

and new bresds of swine.

2. Meat-type hogs can be produced at the éame or less cost than

fat-type hogs,
" 3 'Meatatype hogs gain as rapidly as average hogs and dé so on
less feed. |

‘he Carcasses have higher cut-out and use values,

5. The ténder, lean pork of young meat-type hogs is preferred by

Mrs. Homemaker ahd her family.

To pfomote and cafry out the swine improvement and marketing program,
swinemen set up voluntary local committees or used such éommittees previously
in:existence to function with the Extension Service and the marketing assocé
iatioens in production, grading, marketing, conducting demonstrations and
otherwise advencing the program. ‘ |

The stockyards and marketing facilities of Producers near~home markets
and those of other marketing agencies afforded‘opportunities which would not
have been possible at distant markets, | |

Probably one of the most significant developments in the entire meate

type hog program has been the recognition by some swine growérs in Ohio
| and Indiana that they should and can profitably voluntarily contribute funds
for research and the advancement of the improvement and marketing program
for their hogs., To correlate the efforts of the 200,000 mémber patrons of
the three Producers Associations, Producers Swine Improvement Association
was organized as a subsidiary 6f the parent associations. Swine growers con-
tribute or re-~invest in the Swine Improvement AsSociafion 20¢ per hog out

of each $1.00 extra they receive on Tend-R-lLeenmeat-type hogs.

«]l8e



Producers Swine Improvement Association secured the services of the
former éecretany of the American Yorkshire Association, Robert Shannon,bto
direct a prbgram for seeking and identifying the best strains of well
muscled hogs being marketed through the Producers Associations at their re-
spective stockyards._‘Complete and available records facilitated this program
greatly. He also works with swine growers committees in the advancement of
various phases of their program,

To identify the uniformly graded No. 1 meat-type hoés being marketed
by Producers, it was decided to select and trademark a brand name for these
hogs and their pork and pork products. A contest participated in by 5,085
persons in 19rstates and the Distriét of Columbia, resulted in selection
of the name Tend-R-Leen. This brand name is already receiving wide atten=~
tion and accepfance throughout the p&cking industry of this area. |

Likely thé most important useage of the 20¢ per hog investment by swine
growers is in the grants made or authorized for research and the dissemination .
of information, Among the grants made by the association are these: Evalua-
tion of consumer acceptance of Ten-R-Leen loins, to Cornell University and
P&C Storeé; artificial insemination of swine and a study of the differential
between 180-220 and 220-240 mgat;type hogs to the Ohio State Uhiﬁeréity and
the Chio Agriculturai Experiment Station; and‘a grant to Purdue University
for construction of a swine evaluation station.

Some indication of the interest of swine growers in the meat-type hog
program and the marketing of hogs at 1ighter wéights is seen in the fact that
the average weight of 1,167,000 h0g$ marketed through the Producers central
sales organization last year, exclusive of roughs, averaged 216.6 lbs, Had
& similar pattern been followed throughout the Corn Belt, the results would .
have been less lard, more lean, tender pork, and higher prices for hogs through

earlier marketing of better guality hogse
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Worthy efforts in swine improvement ard marketing are béing made by
other cooperative and private agencies in the eastern Corn Belt. I refer
here to the program and accomplishments of the Producers Livestock coopera-
tive eassoclations in their teamwork with state universities, experiment
stations, the department of sgriculture, packers and other interested groups
because I am well informed and can speak factually about these efforts and
accomplishuents,

We are advancing our objectives and goals in the swine improvement and
marketing program. We hope and expect to develep strains of meat-type hogs
with better muscling than have beeﬁ found. We hope to combine optimam ef-
Ficiency and economy of production with oétimum carcass value. We hope td
increase the percentage and volume of Tend-R-Leen hogs so that they may be
markebed in gquantities to meet the requirements of packers for superior pork
products for their retail customers. We hope to recapture ground lost by
the swine and pork industry end make ths meatmtypé hog the ¥mortgage lifter¥,

One of the major needs in the attainment of these objectives is the
sharing of vesponsibility by research, educational and extension agencies
and all segments of the swine and pork industry.

. Ve need research for guidance to increase the muscling of hogs and to
further improve economy of production. We need & flexible, useable formula
for %he pricing of meat-type hogs for daily use by hog selesmen at the desk
in @ centralized sales office or in the stockyards - & formuls that will per-
mit the prieing and sale of hogs on their actusgl merits.rather than on weight
averag@s;vas has too leng.prev&iled@

We need studies of marketing, slaughtering, processing and retailing
costs, Research studies that will point out and help establish pro@ef-price
relationships bebwesn prnducing9 processing and retailing divisions of the

industry are nesded. We need information provided by research rather than
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by investigations which are usuallyvdamaging 1o any indusiry.

- We need research to ascertain and develop new methods and techniques in
the processing, preservation and merchandising of pork. Freézing,‘the use
of antibiotics and the use of atomic radiation need to be sxploréd and utile
ized as facts warrant.

‘ We need research that will reveal the true and total savings through
efficiencies and better prices by equalized marketing of hogs throughout the
vyeaf. Tremendous burdens of costs and inefficiencies are'being Borﬁe.by swine
' pfoducers through feast and famine marketing of hogs.
Simnltaneously we need to develop and make full use of a better twofold
program of promotion and information, bThe efforts of one-divisibn‘Should-
be slanted tsward swine producers, processors5’marketers and'retailers_to'help
inform and encourage each to do as well as he knows how in the production,
marketing, processing and distribution of these superior animals and products.
The other divisions should be slanted to Mrs, Housewife and her family
to acquaint them with the tastiness, nutritional value and economy of tender,
délicidus3'nutfitisgs, lean pork. We»must regain and maintain the favor of‘
Mrs, quemakerﬁégéaﬁer‘family;ﬂor our pruducts,
| It is my firm opinion that:ir'ws_produce well muscled hogs and market
them under 220 1bs, and if their products are well processsd and merchandised,
the growing American population likely can coﬁsume all the hogs we produce.

- All worthy segments of the swine and pork industry will have fewer losses
and more profits. We will strengthen and maintain a strong Corn Belt and
national edonomy. We can provide better health for the e#er’increasing-mil-
lions of Americans, In the stﬁainment of these goals, the problem is not

pigs, it's people.-
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A Demonstraticnal and Training Program
To Increase The Supply Of Meat-Type Slaughter Hogs
Project No, 2525-128 Ohio
Presented by W. H. Bruner and C. E. Calhoun
at

Ohio Swine Evaluation Station

Three pig crops, representing 311 litters aﬁ the‘Ohio
Swine Evaluation station indicate meat-type hogs have the
ability to gain rapidly and efficiently. A committee now
is developing a certified litter scoring system based on
production and carcass value performance. The systsm'wouhd
score each pig on rate of gain, feed utilization, loin eye

measurement and primal cut yield,

This educational project, better known as the Ohig Swine Improvement
Program, was developed by breeders, commercial producers, and others
associated.in the industry and is carried out through facilities of the
meats laboratory and the Swine Evaluation Station of the Ohio State
University, It is superviéeé by the Agricultural Extension Service in
cooperation with the Ohio Agricultural Experiment statiom.

It»is‘a selection program. The main purpose is to aid in selection

“and’ recognition of foundation stock from Chio herds that will improve

the efficiency of production and the market value of the Ohio commercial
hog\brcp, Selection of this foundation sﬁbck'is made on the‘bésis of
records that indicate: (1) absence of inherited defects; (2) prolificacyg
(3) nursing ability; (L) rapid growing and gaining ability;’(S) efficiency

of feed utilization; (6) superior meat-type carcass; and (7) soundness,
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style, and balance of conformation,

- The official governing body is the Swine Improvement Association of
Ohio. This association was organized and incorporated under the laws of

the state of Ohio in 1948. Since then the program has been on a state-wide

Spring of 1954 1955, & Fall 1955

basis,

1948 Thru
Litters Nominated 791
Litters Qualified Weight for Age ' h62
Litters Certified Ohie Commercial 128
Litters Certified Ohio Improved 6l

Litters Certified Ohio Superior

# 13l different breeders representing 10 breeds had litters quslify,
2h3 litters of the 1956 crop have been nominated to date,
During 195k, the Ohio State University conmstructed the Swine Evaluation

Station. Plans were developed by a committee of hog men working with univere

sity and experiment station personnel,

Objectives of the Swine Evaluation Station:

1. Provide 108-pen station where breeders may have 2 pigs per litter

Fall 195, Spring

598
L3k
136

2
121

handled under uniform conditions of feeding and management,

2, Determine the feed efficiency, rate of gain, and carcass value

of préspective breeding litters through records secured on 2

pigs per litter,

Procedure of Station Participation:

1, Bresder nominates litter within 10 days after farrowing on pre-

scribed form and mails to seCretary of the association along

with a $2.00 fee,

g e



2.

3.

L.

5e

T«

9
' 100

11,

Weight standards of 21, 35, or 56 days prescribed by the ap-

propriate breed association apply.

Select’représentative pairs of pigs (barrow and gilt if possible)

_ per litter that have met weight standards. (Breeder, county agent,

vocational agriculture teacher or appointee tq weigh and make

‘selection,)

Pigs‘entering station must be treated for cholera and accompanied
by health certificate. (Igspection_of herd by local veterinarian)
Male pigs should bé castrated.,

Breeder delivers pair of pigs to stétion by or before they are

60 days of age. |

Ent:ance-fee for a pair of pigs per litter is one pig. The other
pig is purchased at l% times the marketrprice fimes-the average
weight of the two pigs. - .

Pigs sélf—fed.standard ration and started on feedfat 63 days of
age, Starting and finishing rations carrying appfoximately 13%
and 15%-crude'protein,jrespectively, are used,

Pigé weighed individually at biaweekly intervals.

Test ends as pigs reach 210 pounds in weight.

Bothr pigs are slaughtered at Ohio State University Meats labora-

tory and detailed carcass data. obtained,

A fGertification Standards_(Certificétion of record on remaining boars and
gilts in litter):

1

2.

3e

Feed standard,is 370_pounds of feed or less per 100 pounds gain
while on test. |

Each pig of the pair must average 200 pounds at 180 days.

An average primal.cut yiéld of 48 to 49% is certified Ohio

Cormercial with neither pig cutting less than L7%.
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Lie An'average primal cut yield of‘h9% and over with smeither pig cut-:
tihg.less than 1,8% is certified Ohio Superior. |

5o Certificates are issued by certification committée selected from
the membership.

6, Data on certified litters, released periodically, give breeders;
breed, litter index number; rate of gaingbfeed utilization, and
carcass value,

Results to Dabes

Three crops of pigs representing 311 litters through the Sﬁine Evaluation.
Station indicate that genuine meat-type hogs‘have the ability to gain rapidly
and efficiently. |

Besides aiding in the selection of foundation stock that is efficien£
in production and high in carcass valué; some valuable management information
will come out of the tho program. Here is one example: through the co=-
operation of the University Statistical Departﬁeﬁt in,ahalyzing’%he 1954
fall data,.it was found that the weight at 63 days is approximately 25% of
" the factors thét_determine slaughter age at 210 pounds.

A gecond portion of the Chio program is one of field participation. The
main difference in this program is that the breeder raises the entire litter
on his farm. As the pigs reach 210 pounds in weight, he brings a pair from
a8 qualified litter to the meats laboratgry at the Ohio State University to
‘secure carcass cut-out data.

At present an educational and research cormittee is develgping a certi-
fied litter scoring system based on production and'carcass value. performance.
This system would scoré each pig on rate of gain,‘feed ntilizatiqn, loin eye.
measurement, and primal éut yvield. A scale would be developed to score each
big on each item using 4, B, C, and D. Such a system will serve as a guide
- to pian futufe breeding programs to check performance of offspring from high

scoring litters,



-~ Developing a Meat-Type Hog Educational Program with Livestock Markets

by

Dr, Clifton B. Cox, Agricultural economis_t',' Purdue University

Markets are not fully reflecting consumer preference
to producers in price differentials. Consumers want lean
pork, Farmers are willing to produce it. Markets will
'benefi‘b by entering into §uch a program. All interested

groups should work together in the effort,

Before we get into developing a meat-type hog educational program for
livestock markets, let us examine some of the things that we should con- |
sider and what might be done about developing this program, |

1, What We Know.

(a) There still are many things. to be learned about consumer
preference‘ for different meats, but I believe there is
general agréément t,haﬁ consumers desire lean ‘.pork. Studies
under experiméntal conditions have indicated that even with
a 10 cent higher pﬁce on lean po‘rk‘chops » the volume moved
would be approximately 3 to l owr _regular trimmed pork chops..
With some é.dvertis_ing_, 'the.'proéorticr.r of ﬁbvément is even ‘
higher. This same mlatiqnéhip-has ‘held true in tests By one

 of the leading retailers in the country. | |

(b} PFarmers canbpx_'ioduce Meat=Type Hogs. A few years ago many
théught that a me»at-type’hog might be produced by accident,
and séme even thought that a meat-type hog was just a poor=
doing hog. Today the meat=-type hog is one with considerabie
mt;scnlarity, Some fermers produce it consistantly. We know

other farmers can do the same,

=26



24 Hhat We Think,
| (a) Meat-type hogs are more valuable than fat-type hogs. Occasion-
ally hogs that do not grade Ue. S, No, 1 have more value than
those that do. With the preseqt pr;ce relationships, however,.
' meat-type hogs,usuallg’are more valuable, We also should re=-.
member value.is”medelup’net only'ef grade but alse of weight
'aed dréésing percentage. )
.(b)  Harkets are.no£ fu1ly reflecting consumers! preferences to
- producers in prlce dlfferentlais.‘ A study of differentials
_belng paid at Indlanapells was made in 195&. Changes probably
'_have taken place 31nce then. Iﬁ the study an experlenced
grader actually graded 39,500 hegs by 1ots. Later\prlces and
'ewelghts were secured for these hogs and an analy31s made of
f,dlfferentlals belng recelved because of grade. On the average,
lmeat—type hogs command prlce dlfferentials of eetween 10 to
f60 cents about 90 percent ef the tlme. There were times when
the‘differentials~were,neget1ve because of»certa;n‘condltlons
| enj"lihe' market, and there were times when the diffefentials |
were much greater. : | n »
A study also hes beee made of.ﬁhe local markets in Indn.anao
Thls study was made by mall, therefore, the results glven are
. these reported-by marke;s. 'No actnal check was made to determlne
:the e¢curacj.of the;reperte;’-Of 72‘markets returning question-
’haifesiHTZ percent said they were payiﬁgimore for;meatwtype
'hogs; 28 percent indiceted they were stili'besing pricesvonb
weight only, SomeboflehOSefpajihg‘differehtials for meat-ﬁype‘l
‘hogs indicated that at times,the differentiai was paid because
of tﬁe person ratherlfhan because of the hog, Some‘farmers_were

“able to get differentials of premiums regardless of the type of
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hogs sold, Sixteen ¢f the 72 markets indicated they paid

nmore for meat-type hogs but did not discount fat hogs. |

These markets were paying from 10 to 50 cents differential

in favor of meat-type. Nine of the markets were paying 50

cents; seven were paying less. than 50.

Fourteen of the markets discounted fat hogs as gell as
paying a higher price for meat-type hogs. The p:ice differ;
‘ential between a meat-ﬁype and a fat-type hog véried among
markets. Six of the markets paid from 30 té.éo cents more
for meat-type than for fat, 4 markets paid 61 to 90 cents
more for meat-type than for fatter hogs, 3 markets paid be-
tween 91 and $1.20 differentials for meat-type, one market
paid $1.50. Forty.percent of thése markets actually sorted
the hogs into the different grades, while 60 percent estimatedi
the gréde for the entire lot and paid the differential without
sorting. Buyers estimated that higher prices’were paid fgr ‘
26 percent of the hogs that were classified as No, 1's, 1l
percent-discounted because of,exceSSiVe»fat, clgssified as '
No. 3, and 60 percent of the hogs sold as No. 2's at the reg-
ular price. Of the 72 markets, 30 were packer markets, 23
independent aealer markets, 12 cooperative markets and 7 dealer
~markets under chain~owneréhip;

3. What is a program needed with markets?

If we agree that consumers desire lean pork and, als§, if we
agreé phat'farmérs can and will prodﬁce‘meat-type hogs if given
encouragement, then why should we have any program with markets?

Under our competitive system, we believe that it is necessary

~ for a bu&en'to recognize differences in quality if he is to refléct

differences in prices to producers. Therefore, one of the assumptions
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that we made was that buyers cannot 1dent1fy quallty in hogs. =

A study was made with 5 firms and 23 buyers of those firms..
. After selecting a pen of hogs with some variation as to grades
and weights, we asked buyers‘to estimate the number of No., 1l's,
No. 2's and No, 3's as well as the dressing,percentage_and distriQ
bution'of ﬁeights in the group;,’Hcgs~ﬁere then slaughtered and
actual dressing percenéages, weights and grédes wefe determined,
On the average it was found}some-bﬂyerg could grade and some.
buyers could not grade accurstely, : The most accurate grader mis-
placed less than L percentrofkthe,hégs. The 5 most accurate graders
misplaced 15 percent or less of the hogs. The 5 least accurate
graders misplacedkfrom‘ZS to,35 pe?cent. In general, it revealed-
that training on live grading or carcass grading did increase
-accuracy although there waé coﬁéiderable vériation in this area.
We feel this is principally beCéuse of the lack of standardization
in training. Experience doe3~helprin_c9rtain’areas, as we found |
that buyers with 5 to 10 years éxpérience appeared to avérage grading
more accurately than the averages of other‘groups. _However, the
buyer with the seéond'highest accuraéy score had only 2 year's
experience while the buyérfsécend from the bottom had 20 year's
‘experience, Most of the time, experience over 10 years may be a
liaﬁility rather than an asset, |

Also, the training program on live grading must be more than
Just merely relating accuracy of the previous day, There'was-ho
increase in accuracy from one day to the next on live grading in
our program, However, there is some indication that accuracy of |
estimating yields cén be increased with very little training. Bj
merely reporting to buyers the next morning the yield for the

pfevious day, accuracy was increased during the study.

-29=



L. What We Can Do or What Needs to be Done.

(a) Buyers and sellers on markets should be able to accurately
determine value of hogs. Some method should be established
to keep the_efficiency_high by continually/checking accuracye.

(b) Markets should be informed of the experience of other markets
that have developed a program of reflecting consumer preference
back to producers through prices, In general, markets that
have gone on a meat-type hog purchasing program have increased
in receipts.' This generally has meant more profit. In fact,
one market reports a 100 percent increase in reéeipts from
the previous year afper going to such a program. All evidence
indicated that benefits will accrue to markets that enter into
a meat-type hog program.

(¢c) Markets should know the cost of entering into such a program,
Research is needed in this area to determine the exact cost
of live grading or carcass grading so that markets might be
able to determine better whether or not to enter into such a

: progrém.
S. How to Get the Job Done.

(a) The Extension Service should coordinate a pfogram with markets
so thét intensive schools may be set up with the different
marketing interests., These schools should-include'training }
to recognize value which is determined by weight, grade and
dfessing percentage.,

(b) Establiéh schools for market people on production practices
tﬁat must be followed to produce meat-type hogs, Extension
workers and markets must tell the same story to farmers for a

nore effective pregram,



(e) |

Inform farmers of alternatives that might be followed in
marketing hogs to the various markets. Given the information
on practices at various'markets, farmers generally will make
a choice which will hurry the change from present day hogs to
meat-type hogs.

It seems that consumers want lean pork. Farmers are

willing to produce lean pork. It will benefit markets to

‘enter into such a program. Therefore, every effort should be

made for all interests to work together for a meat-type hog

program,
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Report o.'f.‘ Work Group I

(Developing a Meat—Type Hog Educational Program with Farmers) -

Cha:.rma.n He Go Russell, livestock extens:.cn spec:.allst
Un:.vers:.’cy of Illinois,
Secretary - William Pugh, livestock eitenéien"specialist;‘
| University of Missouri.
Asst. Sec, - Hobert Jacobs, livestock extension specialist,

Uhivers1ty of Hlnnesota.~

Ba.ckgrovmd Statements

1.

2+

3e

.

5,

~Some-popular misconcepﬁions
(a) ‘Breeds have a monoply on meat-type.
(b) Meat-type hogs are poor doers or runts of phe‘herd;

(M, Paul Mitchell, Agricultural Economics, Purdue University)
Some persons. haven't changed their opinion thaf the fat hog is
the most efficient hog. (R. Q. Smith, ex ecutive secretary,

Independent Market associatien.-)_'

‘The big'qpestion'asked byrproducersgisﬂ“How do we get meét;typé hogs?"

(Ee M, Christen, county agent, Indiana)
The farmer learns meat-type hog through his‘pocketbook.‘ Packingfplantsf'

are'buying and paying on basis ef_quality'infmy state. (R, E. Jacobs,

animal hushandry, University of Minnesota,)

Emphasize working committees in county or area around a market, ine-

cluding all interested parties. CWilbur'Bruner, animal science,

 The Ohic State University.)

There is a big need for seed stock, It's hard %e,gét, (v, Y, Overturf,

commercial producer, London, Ohio.)
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Suggested Program (general)

le

2.

3e

Organize 1ocal>swine committees or councils, Include if practical

and feasibleycommercial producers, purebred breeders, processors,

market men, retailers and other interested groups. Coordinate local

programs and objectives with state and national swineiorganizations.

Education and information - Carry on a continued program of educa=-

tion and pﬁblicity regarding need for good hogs, and correct wrong

ixpressions regarding the meat-type hog program,

Activities that have been and will néed to be a part of an action

program:

{a) Push testing and evaluation work on the farm and in testing
stations where possible and practical, |
(b) Improve swine shows. Add carcass features and production
, figures,
(c) Conduct swine cliniecs,
(d) Démgnstrations and exhibits - live hog aﬁd caréass.
(e) Tours. |
(f) Build strong youth programs with emphasis on production figures.

Suggested Program for Purebred Breeders:

1.

26

3e

Encourage participation of breeders inbbreed certification program.

Probe all gilts kept for replacement and boars to be sold, if they

are from certified litters.

Encourage breeders to participate in testing and evaluation station

program,

Get breeders to run feed efficiency tests on farms where possible

(a) by litters; (v) by sire groups; (c) by feed records and weight-

. for-age on entire pig.cropo



L.

2

‘Check weight for age andr probe replacement gilts and boars while

on full feed.
Encourage breeders to sell only that breeding stock which measures

up to standards set up for the program they are following,

Suggested Program for Commercial Breeders:

Choose a breeding plan.

“Adopt multiple farrowing program where practical and market hégs when

they are correctly finished.

S8elect a meat-type boar, preferably from a herd using a production

testing programe.

Select replacement gilts as follows:

1.
2,
3.
be
5.

6.

Ear noteh all gilt pigs from good litters,-

Record farrowing dates,

Weaning weight, 21, 35 or 56 days, (thiohal) |

Visually cull. o |

Visuaily select the meatier, better doing gilts wiih ample lengthQ
Weigh and i:robe at 160-180 pounds and adjust to 180-day weight and
200-pound backfat brobe basis while still on full feed, Select

fastest growing glilts with least back fat.



‘Report of Work Group II

(Developing a Meat-Type Hog Educational Program With Livestock Markets)

Chairman ;’H; G. Zavoral, department of ahimal‘husbandry,
University 6f Minnesota. |

Secretary - William Z, Zmolik, department of animal husbandry,
Iowa State College.

Presented by - Clifton B, Cox, depaftment of agriculﬁural;economics,

Purdue University.

There are certain pfdblems in marketing meat-type hags.» Quality in the
hegs must be recognized‘by buyers and‘sellers in order to reflect differéntials
ﬁe producers and also securé differentials and prices from packerss

.Mérket men must know something about prbduction.v They must tell the samé
‘>stony to farmers as producéion sﬁecialists in their personal contact.

There is a shortage of trained éersonhel in markets, both in buying and
selling. |
Suggested Programs

1. Markets have a stake in the meat-type hog'program.b

(a) Markets that do not give conmsideration to a meat-type program will
ultimétely Jose. ‘Hoﬁ quick'the'préssure'comes on the market
depends on the recognitionbof péckers in bﬁying meat~type hogs.

(v) Markets that purchaée hogsfaccording to value will benefit.finan-
cially. This will cﬁme to the mérket through increased publicity
which increases receipts and gets farmer'acceptance as wellnas‘
packer interest in buying different hogs according to value.

2, By féflecting producer retﬁrns according td value, markets will speed

up the change to meatQtype hogs. By entering into such a program,
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3.

lo

5.

Te

our competitive system will be in operation and allow;consumers'
desires to be reflected to producers.

An educational program shoula be set up for markets. .An intensivé
training program for.buyers and séllers onrmarkets ghould be establi-
shed. Many times a training program with present personnel will be
sufficienﬁQ but éometimes new personnel will need to be-brought inte
the marketing system.

Schoéls also should be held with markets to acquaint them with pro-
duction practices so that operators of markets will be relaying to
farmers the same information aé extension specialists on the produc-
tion of meat-type hogs. Market operators are in contact with many
producers. They can be a great help to such a program.

In each state consideration should be given to placing responsibility
for educational work with markets and possibie packers in one individual
who will aevelop the program., This individual should offer the program
to all interested in ihe market areas and not attempt to foréeﬂunliké
groups together., This probably will mean a separate‘sbhool or training
program‘with cenﬁral public markets, with cooperatives, with packer and
dealer markets and with auctions, A program to combine all intérests
may waste resources and time and not accomplish the purpose.

In sponsoring shows, markets should encourage meat-type hog production.

- Markets must take some responsibility in this area and; therefore; com-

operate in promoting a program that will ultimately give consumefs what

| they desire,

Research is needed at present to give estimates of how many meat-type
hogs ‘are currently being marketed. This will giVe a bench mark to
evaluate the progress of such a meat-type hog program and to serve as

a basis for the educational program needed.
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Report of Work Group III

(Developing a Meat-~Type Hog Educatipnal Program With Processors and Packers)

Chairman - Dan E, Brady; professor, animal husbandry, ﬁnivefsity of Missouri.
Secretary = Robert Reierson, livéstock and meat mgrkéting specialist,
University of Wisconsin,
Asst. Sec, ~ James W. Reynolds, extension ecdhomist,‘marketing, Uni&ersity §f
| Missouri. Amoskmsyer, extension livestéck.marketing specialist, Univer-
sity of Maryland,

Presentation - R. L. Coppérsmith, extension ecbnbmist, University of Illinois.

The objective of an extensioﬁ érogram with packefs and processors; relaﬁivev
to meat-type hogs, is to develop educational programs ﬁhosé adoption will improve
“marketing practices for buying and selling hogs that will more nearly reflect
differences in values of different hogs and pork pfoducts.

Following are some of the factors we must recognize in working with meat
packerss |

Emphasis on volume in the'meat packing industry.

High fixed»cos£ conditions. .

Variation in volume of livestock available.

Personnel problems - guaﬁanteed work week, necessity of restraining personnel,
bureaucracy, , |

Type of market packer sells in (a) low quality; (b) high quality. -

vCompleténe#s ofvline of’produét'and type of product.

Necessity for keeping sales in baiance. - (a) slow moving cuts - inventory contrél.
‘Byproduct problems.
Legal coﬁsidepations. (a) government scrutiny from monopoly standpoint;
(b) sanitation requirements. |

For greater chances of success, an extension program should:

Have a definite plan of attack,



Approach problém from dollars and cents standpoinf.

Be simple to put into effect.

Not require excessive amount of time on packer's part.

Be feasible from cost standpoint.

Have element of flexibility.

Not exhibit packer in bad light.

Lend itself to evaluation in terms of concrete results. %
Problems | |

Inability of mosﬁ buyers and sellers to adequately evalu;te the grade, yield
and other attributes of live butcher hogs and pork, or failuré to price aqéordinglye

Need for developing efficient methods to insure packers é greater vblume of
‘meat-type hogs., | |
| YWith‘but féw-exceptions,,industry does not offer to the ﬁetailer pork cutbs

‘with different degrees of acceptability.

What Can Be ane?
1. Develop demonstratiohs and training_schodls with pork%packers to improve
their ability to evaluate the grade yield and other attributes%of live butcher hogs
_and pork. 7
2. Provide information to and assist packihg plant personnel in obtaining
-and utiliﬁing plant information showing differences in v;lue bétween hogs of dif=-
.bferént grades. Differentials shoﬁld exist between grades to reflect values of
the products, . | |
3 Cpoperate with meat péckers in setting up youth meat-ﬁype hog marketing
projects. - |
| lie Prbvidé research information regarding consumer prefe£énce for pork. -

How Can It Be Done?

1. Select one or two packers who are receptive to cooperate in an extension

program on-the productioh/and marketing of meat-type hogs.
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2. Exchange information with' other markets having experience in this
general area of endeavor, |

3, Point out to packers thebextent of the educational.programvthat is
being carried on with farmers relative to meat-type hogs.

| e Point out tq;packers the extent of the educational program that is

béing‘carried on with consumersvfelative to pork.

5. Cooperate with one or more packefs in arranging for slaughter of hogs
under breed aerﬁification and other swine evaluation programs.

6. Establish a 2-way flow of inférmation between the industry and exten-~
sion workers. ' . o .
Conclusicn

Qur goal mﬁst be to influence packing industry policies and to encourage ine
dividual firms to bﬁy meat=type hogs on grade, In this effort with the packing
industry, the major emphasis must be on the monetary advantages to the individual

firm making such changes,



Report of Work Group IV
(Developing a Meat-Type Hpg Educational Program with Retailers and Cpnsumers)
Cheirman: R. C. Kramer, professor, agricultural economics, Michigan
| State University. VF
Secretary: M, B, Kirtley, assistant professor, agricultural economics,v
University of Illinois,
Presénted bys: G, F., Henning, professor, agricultufal economics, tho State

University.

This report is divided intd‘h_parts. They are: (1) research completed
upon which an educational program can be started; (2) problems of conducting
an educational programg 3) aréas whichrcan be covered in an educational
program, and (L) research which still needs to be done. |

Part I, Sound extension programs are based on research, Research in
the area of,meét marketing has been done and the conclusions resulting from
this research provide a foundation for beginning an educational program with
) retailers and consumers. _ |
1, Over 50 percent of the meat in.the‘United States is‘marketed through

super markets,

(a) More and more super markets have self—serviéé meat merchandising,

(b) With self-service,'the art of salesmanship is less important.
Attractiveness and price have become more important., Lean
?ork cuts are more attractive to cénsumers;

2, Studies in Missouri, Michigan, Illinois and other states, as well
(as in eommercial companies, have shewn that consumers prefer lean
pork, For example:

(a) In studies conducted by the University of Iilinoi89 lean pork
chops priced above "regular" pork chops by an average of 10

cents per pound outsold "regular” pork chops by a ratio of 3 to 2,
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(b) In Missouri it was snown that lean pork, even very leam
pork, was readily accepted by homemakers.

(¢) Tn ajﬁichigan study most housewives preferred at least 1/8
inch of external fat'on pork chopsvbut less than 15 percent
wanted as mch as 1/2 inch of fat, |

(d) Various retail meat outlets have run tests which have shown
that the consumer wants and will pay for lean pdrk.

@ﬁher studies have provided valuable data for educational programs.

{a) A commercial study recently reported that over 60 pércent of
the meat-buying decisions were made in retail meat stores.

(b) Only 75 percent of retail meat purchases are made by wives..

' Husbands buy almost 20 percent and children buy the rest.

‘(c) One<half of the meat rébailed in the North Central region is

sold on Fridays and Saturdays.
(&) Twenty-five percent of the homemakers. buy meat only once a week.
Another quarter buys twice a week, The rest shop 3 or more

times a week or less frequently than once a week.

Part II, Even though we have this research there are some problemsihat

must be recognized before a fullescale educational program can be conducted

with retailers and consumers.

1.

2.

Less than 15 percent of the hogs marketed in ﬁhe North Central
Region are "meat;type”rhogso
(a) Large retail organizations cannot get the supplies of meat=
type pork they need to shift completely to meat-type-pdrk
' merchandising. |
The packing industry has adopted a close trim on regulér pork cutse
(a) Many retailers, és well as consumers, seem to favor this
closer trim., With it available they may not demand meat-type

pork cuts,
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,(b) If the retailers and consumers become satisfied with the
closer trim of regular por’k'cuts , the incentive for producers
to shift to meat-type vhogs may be lessened. |

3+ Retailers will be interested in changing their pork merchandising
procedures when they feel it will be profitable. 7 |
(a) Retailers indicate that the added costs involved in seliing

two qualities of pork probably would outweigh the 'ad?gntages
to thém. Therefore, some retailers handle né pork fi'om meat=
type hogs.

he Retailers and .consumeris are not aware of the meaning of the term

| "meat-type pork®, o

Se. There are nc. accepted consumer grades i'oz_' p‘ork. v ‘

6. Pork, is more pei'ishable than certain other red méats‘. Retailers
attempt to sell out each week and this often means shoppers cannot
buy any pork late in the week.

7+  In the Ohio retail meat study almost one-thu'd of the stores d:.d
not regularly display hams, We should check on our‘ stores tio see
if they are stocking pork in general and "'meat-type ‘pork® in
particular,

Part III, We are aware of the need for am industry-wide éoope_rative -
effort, but this committee was instructed to repoft on what cou]_.di be done
with retaile,rs and consumers. Here are our suggestions: |

1o Define what meat-type hogs are. |
;(a)f Extension agents or s-pecialists can hold carca-ssv demonstrations

- with retailers, meat packer salesmen who contact meat retailers,
home economists in exfension work and in business and consumers,

(b) Extension workers can prepare v spot £ilms (50 second), news

releases and leaflgts,
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3e

L.

5e

Explain the changes that are taking place in the swine industry
and the problems involvéd in producing meat-type hogs.

Acgquaint retailers and comsumers with the advantages of closely- -
trimmed pork. Even though this may be a problem, iﬁ may be a

step toward meat-type pork. Consumers include husbandé, who bﬁy
1/5 of the meat,

Demonstrate the factors te bé considered iﬁ selecting pork. In-
winde ratic of lean to bone and fat, marbling, color, fixﬁméss, and
amount of fat covering.

Demonstrate to retailers the difféfent ways of merchandiéing porks
Demonstrate to consumers and institutionai food personnel the dife
ferent ways and methods of preparing pork meals,

Acquaint retailers, consumers, farmers and marketing people with
the seasonal changes in the supply of all pork ﬁnd highrquality pork,
Make use of the educational materials published by the.American
Méat Institﬁte, the National Livestock and Meat Board and other

associations and industry groups.

Part I¥, Even with some research data available, more research is needed

so that an effective educational programican be continued with retailers and»

consurers, Some of the information not now available is included in the

following points:

Le

2,

3e

be

What are the comparative costs of‘retail.pork cuts which eéme from.
"meat-type® and "regular® hogs?

What characﬁeristics do consum@rs Yook for When'buying pofk? 'Theée
include freshness, color, marbling, étcc

Will lean-trimmed pork from meatftype hdgs hetter satisfy consumers
ihan lean-trimmed pork from "regular® hogs?

What are the problems and cﬁsts involved in retailirng more than oné

quality o£ pork?
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Teo

Is the cooking quality of meat-type pork different from that of
"regular" pork?

What is the relationship of carcass grade to the consumer accept=-
ance of retail pork cuts?

What is the difference in bone and fat ratio to lean in retail pork
cuts from meat-type and regular hogs?

What factors are important in determining pork quality?



v Where Do We Gp Ffom Here?
._ . 3 v
Marvin A, Andéi‘son, associate director,v Iowa Agepicultural Extension.Service
7 As we develop a.n educatioﬁal prégram, we must plan
- with people, not f‘or. thfemv}. In the mest-type hog program
| we should conbtinue ‘té femphasiize the production aspects,
}%m,t we would bs wﬁ.se ‘Eo put more resources in mérketing and
consuziei research ard education., This conference has given

us some time to plaz;‘ so. that we might perform well.

I an very pléased teo have' the 6pportunity to attend this Meat-Type |
| Hog work_sh'ép ard to aécept the responsibility lei' reporting on the *Guide-
posts® 'thlat were deireloi;ed at this workshop. You ‘are all aware these
"Guidegosts" grew out of the l discussion groups under "Developing the
Meat~Type Hog Program® (a) with farmers, (b) with livestock markets,
(e) with procéssers and packe:_'s,‘ (d) with reﬁailers and consumers,
(See Guideposts in another section.) | |
Chart:.ng thé courge for future action J.n a program we are talking
about requires thé:h we take bearing 'oi; our present pdéiiicp, At this
wofkshop, many talked a'bout./the fact that we already have gqﬁe‘* a lbng
| ﬁay t@wards the reputation of having low-quality pr.oducts; Evidences of
this are t.hé lard problem; and the over-fat hogs. -Sp,pplies ‘a‘rev up and
demand for our product is dowzi. As ‘backgrouﬁd‘informtién for this, I
want torefer you to Gerald }'hgelman'é excelleﬁt .repoﬁ at this workshop
_enti,{led, #Tyends Behind the Hog Sitmation®.
The pmbiems we face, nationally, are especislly pertinent to these

12 North Central States. Seventy-five percent of the hogs in the United
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States are farrowed here, A high percentage of our gross sales come

from hogs. In my own state, LO per cent of the gross farm income is from -
the sale of hogs. (I woﬁld like to note also that Iﬁwa farrowed more-
.hogsvin 1955 than the combination of the next 2 highest statés.) We
producevenough.pork for 12 times our own population. This means that

the problems we face in Iowa are indeed important to us and likewise

“to every state individually. The problem is complicated more because,‘in
the 12 North Central States, we produce 58 per cent of all'the meat in the
United States.

One must be impressed by the many factors contributing to our overall
problem, This panorama of factors might be likened to a huge parade 2 to
3‘mi1es long. Involved are producérs, breeders, swine asséciatiéns, buyers,
packers, wholesalers, retailers, consumers, and others. Indiv?dually‘we
may have a street view. We can see each one of these participants separately.
At this spot, our prospective is not too good. We may need to go up higher.
We may need to moﬁe in closer, we may need to see them from differént angles,
Our point of view individualiy is going to be governed to a:greatudégree by
what position or positions we take in the panorama cf problems in&olved,
and.contributing to, the overall program of meat-type hogs.

Where do we go from here? Director Wood challanged our thinking.the
first‘day in this area. Much of the program is education. ?Education in-
volves a change in human behavior, a change in attitude, a change in knqw—
ledge, a change in skill,

Who is involved in the educational process? Certainly those of us
here present must be involwved. It must involve everﬁ compohent part of
the parade that we have described.

How can we bring aﬁqﬁt changé? There is ohe important principle that

we must not forget. We are bringing about change, with and through people.
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Many of us in education know a definite pattern exists in "change" and in
acquiring a skill, These five stages are awareness, interest, decision »
making, trial and‘adoption. In conducting our educational pfogram_wq
should recognize what stage each person is in and tailér our prqgraﬁ ac-
cordingly if we are to Be effective, |

if Wwe see a host of producers, packers and cdnsﬁmers all vieﬁing the
meat-typeyproblem from different angles, perhaps, and in different stages
of their learning or undérstanding, we see this as a huge educational task.

As we develop the educational program, we must plan with people; not
for thém. ﬂany of us become a little too'impatient,with our enthusiasn |
aboulb a particulaf aspéct'of the program.and feel that it is easier for ué‘
to move shead independent of groups who have nct yeﬁ come to the réalizatio#r
of the problem.

You might ask what are the components of an edﬁcatiohal program. L
am ﬁot sure that I‘aﬁ'qualified to speak to this‘point but I shall identify
a few of these. (1) Evaluating and identifying‘good breeding stock.
Certainly this is necessary if we'ére to move forward in any kind of pro-
gram in the meat~type hog program. | |

(2) Greater efficiency in the marketing and merchandizing of live hogs
and pork prodﬁcts. This means édjustments to demand; it means training
buyers>to identify quality; it means uhdefstanding in educational programs
with retailers4and all aspects of merchandizingJ‘ |

(3) Education of consumers so they might have an‘idea’what represeﬁts
quality and what is good nutrition. Thus they may have a better understanding
of good buymanship., In this area, we must also recqgnize that our eating
habits are changing with respect to the place we eat. Today,xong—third of
the meals are served to people away from home. One can understand the im-

portance of contacts with restaurants, hotels, etc,
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(4) Encourage.seiféhelp in all éreas, Here Extension and research
have responsibility’to lead.

I would like to leave a word of caution with this group. There is a
Chinese proverb that states "It matters not how fast 6ne'goes unless he is
going in the right direction", The land;granb éollege through its e#pe:i—
mehtﬁstatidn.ahd eXtensibn service has had increasing acceptance by farm
peoplé, Today all one needs to do is to announce a néwivariety or new
‘antibiotic and fblks are}willing to accept it. This was nbt-true a gene=
raﬁion.ago. The basis of present acceptance, I believe, has been builty
on the fact that:recommendétions in the past were successful. What does
this mean'tg us today? It means to me that we must bé-sure that‘we'are
right befofe ideas are brought to the peopleg-’AAreckleSS decision on our
part could not only lose the confidence of farm people, but far worse,
failure‘of_the~practiée or idea would have serious’conée@uences‘ﬁo the
industryjabou£ which_ﬁe are talking, This means:thataWe must depend on
research as we move‘forward; not opinions, not observations, not parreting
ideas but séund objective evidénce that will permit’objectivevdecisions
and-reéommendatibns.'bThis, I say, eSpecially-to-repreSentatiVes OfvExtén-
 sion Services. énd-experimeﬁt stations present; I believe that industry
likewise will accépt this philosophy.

The opportunities in this program are very great., An index of the
economic progress of a country is reflected by the amount of resources it
has in secondary and £ertiary_production. In the meat-type hog program, I
~ think we should continue to emphasize the production aspects (in primary
production) buﬁ it seems to me that we would be Wiseftb put more resources
in terms of research and education in seceﬁdary_and'tertiaryfaapects»of

production, i.e., marketing and consumel reseerch and education.
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This conference has given us some time to plan so that we might
perform well.t There is a saying, "If you run and jump, you can jump
farther than when you stand ax;d Jump". The running stage ma.yv be compared /
with planming. This we have beeﬁ doing in the conference. We have been
gathering momentum. But if we get off the ground, we must at some time
~Jjump, I am confident that there will be some good long jumps made in the

meat~type hog program ahead,



'Guideposts for the Meat~Type Hog Program
,Backgrouhd,statement |

Extension wbrkers, repreéenting processing agencies in livestock and 
meat marketing organizations from the North Central states and elsewhere
attending the Meat-Type Hog workshop are aware that outlining censisteht
~ programs for improving h§g production and marketing is possible because
of research conducted (1) by land-grant colleges of the sevéral states,
(2) by regional research committees, and (3) the United StatesDepartment
of Agriculture. Members of the workshop recognize‘that‘the development
of more significant extension programs awaits furthér iesearch infnumerous
areas gnd particularly in the field of consumer ecbnomics. |

The development of meat-type hogs and their effective marketing also
rests on (1) more effective adjustment of production‘to consumer aemaﬁd
and (2) greater éffiéieﬁcy in marketing live hogs and pork products. Ef-
fective adjustment of hog production to consumer,qemand’invblves considéa-
ation of consumer volume of production in leaner pork cuts,

The following guideposts are suggested:

l. We need reseérch on how many meat-type hogs are being mérketed at
present in 6rder to have a bench-mark to evaluéte prqgresé made and as a
basis of educationzl programs and jobs to be done,

.2. We recognize the relationship of the promotion of meat-type hogs
to the overall extension program, It is a phase of the»animal'husbandry
program of the County Extension programu.

3. We should place responsibility}for'educational programs with’markets
and packers»in one individuél at theflaqdégrant collége who wiil'develop
the program. | |

i, We should encourage ﬁhé expansion of swine evaluation stations to
more adequately serve the swine industry in the selectioq of desiréblé types

of breeding stock.
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5, We recommend the interchange among states of up-to-the-minute
research results for Extension workers.

6. We recommend conoideration,be givenpto periodic in-service-train-
ing and orientation of Extension livestock production and marketing special—b
iSts whefe needed in areas of production and marketing, processing, dis=
tribution and utilization. \

7. We recommend,that:eaoh state have meetings'with farmers, marketing
people, retailors and consumers, in'attendance to discuss phe meat=type
hog program and the pork industry in general, |

8. We recommend in another year a regional meat-type hog workshop of
Extension gpecialists and agents to report on the progress of meat-type
hog activity since the workshop.

9. We suggest that the extension and experiment station directors get
together as soon as possible‘to appraise the effectiveness of vérious test-
ing procedures.

10, Workshop participants wish to express their appreciation to the ex-
tenoion directors who made initial plans and gave approval for tﬁe,MeataType
Hog workshop. We wish express appreciation to the industry, farﬁers, press,
couﬁty personpel_for their.participation'and contribution. We also wish
to thank the Ohio-State Univefsity'for its generous hoopitality and for
facilities rrovided, | »
| | Report by the Committee
Adopted by the Workshop,

May 9, 1956
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North Central Meat-Type Hog Workshop -

Enrollnent
. ‘ _ : : , _Choice of Groups

Name State Department Gr.l |Gr.2 | Gr.3 |Gr.h
Illinois |
Carlislé 5 Go Re Illinois Animal Science | . X
Coppersmith, R. L. Illinois LS. Mkige : X
Kirtley, M. B, + 1 Illinois | Agr. Economics X
Russell, H. G. - Illinois Animal Science | X
Walker, Don Illinois Animal Science X
_Indiana |
Christen, E, M. Indiana | County Agent = | X

"~ Lox, Clifton B, . Indiana | Agr. Ecomomics X
Cromer, M. E. Indiana . County Agent X
Garwood, Vernon A, Indiana An. Husbandry X
Hollandbeck, Richard Indiana Swine Ext. Spec.
Jones, Hobart W. Indiana An, Husbandry | X

‘Mitchell, Paul Indiana Agr. Economics X
Smith, Nerton , Indiana Agr. Economics X
Spuller, C. L. Indiana County Agent X '
Harper, Claude ' -Indiana An, Husbandry
Spurrier, James F. | Indiana - Grad. Student X
Towa
Ahdérsc_m’, Marvin Towa Dir. of Extension
Durham, Ralph M, lowa An. Husbandry - X A
Thompson, Sam, H, ~ Iowa . Agr. Economics . X

. Wickersham, Tom. Towa An, Husbandry - : X
Zanolek, William G, - Iowa An, Husbandry ' X

- Craft. W. A." Iowa  Reg,Swine Br.lab, | X, :
Plager, Wilbur Iowa: Nat. Swine o

Growers Gouncil

Kansas
Holland, Lewis A. | Kansas | An. Husbandry | X |
Hoss, Raymond M. Kansas | L. S. Mktg, - X
Moyer, W. A, Kansas An,. Husbandry X
Walker, Mildred . | Kansas Con. Food Mktg. X
Maryland |
Meyer, Amos R, Maryland | Ag, Econ. Mkbeg. ' | X
Zeller, John H, Maryland { Swine Research X
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Choice of Groups

Name State ‘Department Gr.l |Gr.2 |Gr.3 |Gr.h
Michigan _ _
Kramer, R. C.. _ Michigan | dgr. Economics X.Chr,
"~ ‘Miller, E. C. Michigan | &n. Husbandry X .
Pearson, A. Ms. Michigan An, Husbandry o X
Ingerson, Clayton C. - Michigan County Agent X :
Elliott, Harvey Je Michigan County Agent b4
Stark, Don He Michigan | Ext. Mktg. Spece. X
Minnesota |
Jacobs, K. Ee Minneséta | An. Husbandry b4 ,
Zavorali. He G Minnesota | An. Husbandry X
Misascuri
Brady, Dan E. Missouri | An., Husbandry X |
Kiehl, Elmer R, Missouri | Agr. Economics , _ X
Pugh, William E,. Missouri | An. Husbandry ' X '
Reynolds, James W, Missouri | Marketing X
Rowe, Samuel S. Missouri An, Husbandry b 4 '
Hebraska
Fouts, K. C. Nebraska | An. Husbandry X
" New York
Lacy, M. D. Hew ’I‘oﬂ;’ ' An., Husbandry _ X
Pierce, E. Ao New York An. Husbandry : X
Moran, John L. New Tork Mitg.Cooperative | 1 X
South Dakota L
Daileyy, Ed 8. Dakota | L. 5. Mktg. X
Kortan, LaVerne J. S. Dakota | An, Husbandry X
Wahlston, Richard C. S. Dakota | An. Husbandry X
Texas A, & M,
Sorensen, A. M. Texas. : An., Husbaﬁd‘ry >4
Wisc:onsin ’
Bray, Robert | Wisconsin | An. Husbandry | X
Grummer; Robert Wisconsin | An, Husbandry X S
Reierson, Robert ‘Wisconsin | Agr. BEconomics X



Choice of Groups

“She=

Name - - State Department = |Gr.1l| Gr.2 |Gr.3|Gryy
U. S. D. A.
Bell, C. E. USDA An, Husbandry
Collins, Ed  USDA Market News
Engleman, C. H. | -usba _
- Portius, Homer . UsDA Fed., Ext. Service
" Williams, W. F. '} usba A. M. S,
Stevens, Ira M, USDA Agr. Ecoriomics X
Ohio
Barnes, Herb Chio . _ An, Science
Best, L. A, Ohio ‘Ext. Dist. Supv.
Bowen, C. C. Ohio Agr. Economics Mkt
Brown, Clarence .Ohio County Agent X
. Bruner, Wilbur . Ohio An. Science
Burkhart, Wayne | Ohio County Agent : X
Cahill, Vern R, ~ Ohio An, Science '
Calhoun, C, E. Chio - An, Science X
Chambers, Harold Ohio County Agent .
Havener, Robert D, Ohio Ext. Meats Spec. X
Grimshaw, Ralph Chio ‘An, Science -
~Haas, Charles A, Ohio Ext., Dist. Supv.
Harmans, C. W, Ohio Agr. Economics Mkt
Hadley, Herbert H. Ohio Ext. Dist, Supv.
Herning, George F. Ohio - ~ Agr. Economics Mkt X
“Johnson, George Ohio - An, Science ‘
Kauffman, Lawrence A. Ohio An, Science
Hinkle, Elmer == Ohio Cin, Union S, Y. X
Krauss, W. E. Ohio Assoc, Dir., AES
Kunkle, L. E. Ohio - 'An, Science -
Mayberry, Dean Ohio Asst. Ext. Editor
McCormick, Anita Chio Con. Food Mktg. X
'MeCormick, Robert Ohio ‘Ext. Dist, Supv.
Moore, dJohn Chio  County Agent
Miller, Carl - Ohio State Dept. Mkts.
Parrish, Qlive Ohio ‘Con. Food Mktg. X
Overturf, V. Y, -Chio - Farmer ’
Robinson, D. B. Ohio Asst, Dir.-Progr
Rummell, L. L. ~ Ohio Dean, College of Agr
Schwart, Robert B, Ohio Ext.Econ. Farm Mgm,
‘Shownan, Austin Ohio Asst, Ext., Editor
Steiger, Sam Ohio State Dept. Mkts,
Swank, Chester Ohio Con., Food Mktg. X
Teague, Howard S, Ohio 0.A.E.S. S
Wadlington, George ‘Chio County Agent '
Wallace, Marion . Ohio County Agent X
Warner, James H, - Ohio Beef Cattle Ext.
Wilson, Richard Ohio &n, Science
Windish, Wesley Ohio State Dept. Mkts,
Wood, W. B, Ohio Agr'l Extension




Choice of Groups

Name State ‘Department Gr. 1| Gr. 2| Gr. 3] Gr. L
Orio, Francisco F., Jr, British YMCA, Agr.0ffice X
' Honduras
Packers and Markets
Ashe, A. J. Illinois | Armour & Co, X
Conner, Roger Ohio. Dept, of Infor.,
_ _ , Producers ’ :
Davidson, Howard Ohio Head, Swine Dept. X
_ E.0.B. :
Durke, Julian - Indiana Prod. Mkt. Assn. X
Everhart, H. M. Ohio " Armour & Co, p2
Fitzgibbon, Walter E, Ohio - Kroger Co. :
Goff, Allan ' I11linois Armour & Co. X
Greer, Eldon Ohio Swine Dept.
Jenkins, Ben W, Ohio Cleveland Union X
: : Stockyards
Johnson, LaVerne Illinois National Swine X
: ' Growers '
Juday, Paul Indiana Stark-Wetzel Co, X
Judge, Joe Indiana Prod,Mktg.Assn,. X
Kahler, Karl Ohio Ohio. Council
' ' Retail Merchants
Ketner, F. G. Ohio Gen.Mgr.,Producers X
.Kingsbury, L.D. Ohio Dir., Public
‘ v Relations, Prod,
. Owen, George ‘Ohio "Ohio Farm Bureau
McBeth, Wilbur W, Indiana Nat. L.S, Exchange X
Peggs, Lewis B, Indiana Kenneth-Murray Co. X
Ridell, A. I1linois X
Sanders, Paul J, Indiana Union S8tock Yards i . X
Shannon, ‘Bob- Ohio Swine Impr. Assn,| X :
‘ -~ : Producers
Smith, R. Q. Chio Executive Secre- X
' _ : tary, ILMA
Spaeth, Dave Ohio E. Kahn's Sons : X
Thompson, George Ohio Dir, of Informa= X
” ' , tion, Producers
Williams, Keith Ohio E.0.B., Producers
Rector, R. E. New York BEmpire Livestock X
Cocp. Assn.
Press Representatives
Braun, Richard F, - Indiana Farm Journal
Groves, Delmer Chio The Ohio Farmer ,
Schneider, Vernon Iowa Successful Farming| X
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I am happy to meet with you today and to have a part in your
Meat~Type Hog Workshop. This is an important conference, for the
marketing of meat=type hogs 1s certainly one of the most important
problems in American agriculture today.

But, what of the hog situation? Itis mogt significant elements
center around the fact that the most rapid drop in hog prices ever
reported in the United States for any 6-month pericd took place from
June to December 1955. On June 21, 1955, top hogs were priced at
$22.75 per 100 pounds on the Chicago market. On December 7, 1955,
the price for top hogs at Chicago was $11.75. From the high in June
tc the low in December, less than 6 months later, the drop was $11
per 100 pounds., Comparing monthly averages, average prices of bare
rows and gilts at Chicago during June were $19.59, and during
December $10.73. This was a drop of about $9 per 100 pounds in terms
of monthly averages.

This drop in hog prices impinged on farmers even more acutely
because it followed a year in which prices had bsen trending down=-
ward rather cuasistently. In April 1954 the Chicago average price
of barrows and gilts was $26.75. The $16 downswing from April 1954
to December 1955 was the greatest 20-month price decline in the re-
cords of hog prices in this country. 7o be sure, prices have
recovered somewhat since then. Nevertheless, the sharp downward
trend over the last two years, and the exitremely severe price drop
of last year, seem to be especially significant in looking at the
present hog situation.

Here is a chart which shows annual average prices and annual
slaughter for the past 7 years (fig. 1). Of course, the important
reason for the recent price decline was the increase in marketings
during 1955, The total slaughter of hogs in 1955 was estimated at
about 80.5 million head. This was about 12 percent larger than in
1954, With thie increase in hog slaughter, the average price for
the year dropped about 29 percent from 1954 to 1955. On the average,
during periods of stability in the general price level, a 10 percent
change in production from one year to another would be accompanied by

Agriculture - Washington
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a 15 to 17 percent change in price in the opposite direction.
The price decline from 1954 to 1955, however, was about 50 per=
cent greater than would usually be expected with a 12 percent
increase in marketings.

Here is another chart (fig. 2) showing pig crops and hog
slaughter from 1940 up to the present. It indicates that the
recent increases in slaughterings certainly were not extreme.
Several other features about this chart would be worth a mention.
One point is that after a period of several years of increasing
production, slaughter usually reaches a peak the year after pig
crops reach their peak. This is because fall pig crops, of
course, are carried over to the next year for marketing. This
year's slaughter is expected to average above last year for the
entire year. Another point worth noting is that periods of in-
creasing production tend to be more gradual and last longer than
the decreases, which appear more sharply on any time series such
as this one.

No talk on the hog situation would be quite in character
if we didn't take a look at the hog-corn price ratio and its re-
lation to hog slaughter (fig. 3). This chart gives us the picture
since 1920. The interval between peak years in this sequence
usually varies from 3 to 5 years.

Since about half of the total corn production in this country
is usuaslly fed to hogs, the production of hogs has traditionally
been geared to the quantity of corn produced. With the coming of
price supports and storage programs for corn the direct connection
between the corn supplies may have been weakened somewhat. Never
theless, the hog-corn price ratio--~the number of bushels of corn
which can be exchanged for 100 pounds of hogs--still appears to
remain a controlling influence. There are seversl points worth
noting on this chart. The hog-com ratioc has been trending upward
over the past 25 years. With the larger usage of concentrate
supplements and higher charges for labor and overhead, corn come
prises a smaller percentage of the total production costs. The
longer time span for this chart tends to confirm the previous chart
in the fact that the expansion phases for hog production seem to be
more gradual and require a longer period of years than the contrac-
tions in hog production, which in some cases are quite precipitous.

Here is another chart (fig. li) which shows the influence of
the hog-corn price ratio during the fall months from September to
December on farrowings of spring pigs. In this chart the years are
lagged so that the percentage change in sows farrowings is directly
below the hog-corn price ratio of the previous fall. There is a
rather striking close relationship between the fall hog=corn price
ratio and the following spring changes in the number of sows far-
rowing. For what it may be worth, it's interesting to note that
since 192} there have been five periods of 2 or 3 years of
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successively increasing numbers of sows farrowing. Following each
of the first four of these periods the number of sows farrowing
has decreased 2 or 3 years successively. Inclidentally, hog pro-
ducers have indicated this year their intention to reduce the
number of spring pigs by about 2 percent.

So much for the annual data on prices and production. Here
is a more detailed chart on monthly pork production and prices
received by farmers since 1949 (fig. 5). The seasonal peak in
marketings of the spring pig crop usually comes in either November
or December. Sometimes there is a secondary seasonal peak when
fall pigs are marketed in larger numbers. This is followed by a
sumner "trough," after which pork production again increases
sharply during the fall. Seasonal highs in marketings are usually
associated with seasonal lows in prices. However, the seasonal
changes in prices are not as large percentagewise nor as consis-
tent as the seasonal changes in marketings.

The average seasonal changes in commercial pork production
and in prices at Chicago for the period from 1947 to 1953 are
shown in another chart (fig. 6). On the basis of this chart, com-
mercial pork production might be expected to increase about 68
percent between July and December, while average prices of barrows
and gilts decrease about 20 percent during the same period. Within
the usual seasonal pattern, therefore, a l0-percent increase in
production from July to December is associated with a 2.9 percent
drop in farm prices. During late 1955, however, the expansion
phase of the hog production cycle was superimposed upon the usual
seasonal increase in fall marketings. Pork production therefore
increased about 93 percent from July to December. Prices dropped
about 4O percent. In this case a 1l0-percent increase in production
seasonally was associated with a L.3-percent decrease in prices.
During the fall marketing season in 1955, therefore, hog prices
dropped about 50 percent more than we would have expected with the
increase in marketing which took place. The rather dramatic 20-
month downswing in prices at Chicago, from the April 1954 monthly
average of $26.75 to the December 1955 average of $10.73, was, of
course, caused primarily by increases in production. Nevertheless,
the price decline was much greater than would have been indicated
by the past relationship between prices and production. Hog prices
have been much more sensitive to increases in marketings recently
than was the case several years ago.

Such a sharp drop in prices always raises several questions
about marketing margins in the minds of both consumers and farmers.
Consumers wonder if retail prices for pork have fully reflected
declining prices for hogs. The farmers are concerned about the
extent to which lower prices for hogs on the farm may have been
associated with and in part caused by a general widening of the
marketing margin., Here is a chart which shows the longtime trends
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in marketing margins from 1919 up to the present (fig. 7). Mar-
keting margins for pork were relatively stable from the period
1919 to the beginning of the great depression. Margins narrowed
sharply during the depression years reaching an alltime low of

8.2 cents a pound per retail pound of pork in 1933. As prices
tended to recover during the next two years, marketing margins
widened and then tended to narrow gradually somewhat until World
War II. When price ceilings were removed after World War II, re-
tail pork prices, hog prices, and marketing margins all increased
sharply. In one year, 1546 to 1947, margins widened from 12.7
cents per pound retail weight to 17.5 cents. This was the greatest
annual increase in pork marketing margins we have ever experienced.
The retail marketing margins for pork then tended to widen graduall;
to 23.7 cents per pound in 1955, which was a record high. The
broad trends in marketing margins shown in this chart probably re-
flect the changing costs of providing marketing services which
include labor, rent, transportation, equipment and supplies that
are involved in moving and converting the hogs on the farm to pork
in the customar's grocery carts. Changes in marketing margins
during the year, however, do not bear such a close relationship to
changes in the costs of providing marketing services.

Here is a chart which gives us a more detailed look at
marketing changes over a shorter period (fig. 8). It shows that
the changes in the farm value of 1.82 pounds of live hogs, equiva-
lent to a pound of pork at retail, tended to parallel roughly at
least the movements of retail pork prices. Nevertheless, there
were some rather substantial fluctuations in marketing margins with-
in the year during this period.

Three other important characteristics of prices in 8
during this period are shown in this chart. One of these is (1)
the gradusl widening of farm-to-retail margins during this period.
Since 1947 margins have widened 6.2 cents a pound, or at an average
annusl rate of about .8 of a cent a yesr.

Another tendency is (2) the seasonal pattern of wider mar-
keting margins in the latter half of the year than in the first
half. On the average, the margin for converting 1.82 pounds of
live hog on the farm to 1 pound of pork at retail store was about
1.8 cents more during the latter half of the year. This is equiva-
lent to an increass of about $1 per 100 pounds live weight in the
marketing bill in the late summer and fall. A part of this seasonal
increase in marketing margins may be due to the changing number of
hogs marketed, which actually represents changing demands for mar-
keting services. With increased marketings, packers, of courss,
have to expand their hog kill. This requires more hours of work per
week. This in most cases resulits in overtime pay. In this situation
packers have no problem at all in obtaining the supply of hogs they
need. But they do often have a problem in handling all the hogs
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that are delivered to them. The live hog market then has a wealer
undertone. Packer-wholesaler spreads become wider during the fall
when farmers begin selling thelr spring pigs in sizable numbers and
when there is said to be a buyer's market. Large hog marketings
represent & high demand for marketing services. The supply of
marketing services, however, is rather inflexible in the short run
in terms of plant facilities and even in terms of the labor supply.
With the high demand for marketing services and a restricted
supply of plants, equipment and labor in the short run, the mar=-
keting margin--or the price for marketing services--tends to be
rather high. The reverse is true when hog marketings are light.
Then the demand for marketing services is low and packers often
must take a lower margin--or price--for the processing and whole-
saling services they provide.

Another factor influencing the seasonal pattern of the over-

21l marketing margin is (3) the tendency for lags in price
adjustments between farm and wholesale prices and betwsen wholesale
and retail prices. Some of the effects of the lags in the adjust-
ment of retail prices behind changes in farm prices are shown in
the chart. For example, in early 1953 farm prices rose much more
rapldly than retall prices and margins appeared to be squeezed for
a time. This also happened in late 1953 and early 1954. In mid
195L, however, margins widened sharply when retail prices lagged
behind the sharply dropping prices of live hogs. In the latter
half of 1955 the lag of retail prices behind the rapidly declining
hog prices brought the overall marketing margins to a record high
figure. From the second quarter to the fourth quarter during 1955,
retail prices for pork dropped 3.7 cents a pound while the equiva-
lent quantity of live hogs dropped about 8.0 cents in value. The
marke ting margin, therefore, increased by 4.3 cents a pound of re-
tail pork.

Why do changes in retail prices usually follow behind changes
in wholesale prices, and wholesals pricez behind live animal prices?
Within any year pork supplies fluciuate avre than does the consumer
demand for pork. For this rsason tiie focal point in pricing pork
and live hogs appears to be the packer buying level. This is be-
cause changes in pork supplies are first felt at the packer buying
level rather than at the retail Ievel. Hog prices usually respond
rather rapidly tc pronounced changes in hog marketings. The changes
in wholesale and retail prices usually follow behind the changes in
live hog prices but not always by a corresponding amount. The first
impact of changes of pork supplies is on packers' inventories., With
small changes in hog marketings, inventories may be adjusted without
a corresponding change in wholesale prices. With substantial in-

creases in hog marketings, however, packers must lower wholssale
pork prices in order to move the increased volume of pork., They

raise wholesale prices in order to ration the smaller supplies among
their customers if marketings have decreased.
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Retailers often ignore small wholesale price changes and
walt until definite trends in wholesale prices become established
before changing retail prices. Retallers are often rather re-
luctant to change prices because of possible adverse reaction of
consumers to the raplidly changing prices. They generally believe
that consumers prefer a relatively stable price situation rather
than one in which prices are constantly changing by small amounts.
In periods of rising pork prices, retailers appear to be especially
fearful of an adverse consumer reaction to the full force of the
increasing price level. This is one important reason why retail
prices lag behind wholesale during upward price trends. When pork
supplies increase and wholesale prices decline there is little
immediate direct economic incentive for retailers to lower their
retail pork prices to move the larger quantity of pork. Retailers
buy only that quantity of pork they believe they can sell. If the
period of lower wholesale prices follows a period in which retail
margins were "squeezed," the retallers may look at the drop in
wholesale prices as a favorable market development, permitting
them to regain what they believe to be a proper margin. Immediate
pricing decisions of retailers are not compelled, nor are they
persuaded, by the increasing packers' inventories of wholssale
pork which have to be moved. Lags in price adjustments and suc-
cessive widenings and narrowings in marketing margins appear to be
characteristic of our marketing system.

The tendency for retail prices to lag behind changes in
wholesale and farm prices results in alternate squeezes and widen-
ings of marketing margins over the short run. This tends to
accentuate the instability of farm prices of hogs during the year.
It widens the seasonal variations in hog prices and creates special
problems for producers.

A moment ago we spoke of the fact that monthly average prices
for barrows and gilts in Chicago dropped about §9 per 100 pounds be-
tween June and December of last year. It appears that about $2.50
of this $9 price decline from June to December was caused by the
failure of wholesale and retall prices of pork to fall as fast as
farm prices for hogs, or, in other words, by the widening of the
farm-to-retail marketing margins. About $§1 of this increase is the
usually expected seasonal change. The margins, therefore, widened
about $1.50 per 100 pounds live weight more from the second to the
fourth quarter than would usually be expected on the basis of the
past seasonal patterns for marketing margins.

Let's direct our attention to another factor which has cer-
tainly contributed to a decline in hog prices. This is the increas-
ing production and consumption of competing meats which is shown in
the next chart (fig. 9). Per capita consumption of beef increased
from 55,3 pounds (carcass weight) in 1951 to an alltime high of
81.2 pounds in 1955. Beef and veal consumption combined increased
from 61.9 pounds per capita in 1951 to 90,6 pounds in 1955. That's
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almost a 50 percent increase in four years. As a matter of fact
consumption of all red meats was at a 10-year low of 136 pounds
per capita in 1951. But it is estimated at about 161 pounds for
1955, the high point since 1908, and forecast at 162-1/2 for 1956.
The chart shows that, while pork consumption per capita appears to
be about equal to the prewar average, beef consumption is about
one-third higher.

Per capita consumption of poultry meat also has increased
substantially in the last 15 years. During the 1930's poultry
meat consumption averaged somewhat more than 15 pounds on the ready-
to-cook basis. In 1940 poultry consumption stood near 17 pounds
per capita. By 1950 it had risen to 2 pounds, and by 1955 to
about 27 pounds per capita.

With most competing meats, especially beef, at already high
levels of consumption during the past few years, it appears that
the economy may have had less capacity than usual to accept the
extra asupply of pork which came on the market during the fall of
1955. With consumption of meat already high, demand may be less
resilient. Added supplies probably cannot be gbsorbed without a
greater than normal reduction in prics.

How let's take a loock at some of the trends behind the de-
mand side of this pork business. The next chart shows the
relationship between the vaiue of meat consumed and disposable
income (fig. 10). One very important factor underlying recent
trends in hog prices is that for the last three years consumer ex=
penditures for meat have not kept pace with consumer income,
Consumers spent very close to 6 percent of their income on meats
during the 1920's and through most of the 1930's. During World
War II, when incomes expanded rapidly but expenditures and prices
were restrained, the percentage expenditures for meat dropped
sharply. At the end of the war, with the removal of controls, ex-
penditures for meat climbed sharply to about 6.6 percent of consumer
income in 1947. This was the period im which the so-called "hard
goods"—-cars, household appliances; and zven housing--were in criti-
cally short supply and more consumer income was diverted to the
purchase of food. Thereafter, expenditures for meat appeared to
resume the prewar relationship adding up to a little less than 6
percent of consumer income. In 1952 the figure was 5.7 percent.
Since 1952, however, consumer expenditures for meat have not kept
pace with increases in income. By 1955 the percentage of consumer
income spent for meat had dropped to 5.1 percent.

For pork producers an even more critical situation gtems
from the indications that pork has been gradually losing ground in
relation to beef in the consumer's favor. This shift shows up in
the next chart (fig. 11). Expenditures for both beef and pork have
fluctuated considerably over the past 4O years. The percentage of
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income spent for beef, however, has maintained a relatively stable
trend, while the proportion spent for pork has trended downward.
Consumers spent more of their budget for pork than beef up to 1933,
with the exception of two years during World War I. Consumer ex-
penditures for pork and for beef were about equal from 1933 to 1947.
Since 1947, however, expenditures for pork have dropped sharply
while the percentage of expenditures for beef have remained rather
stable., During the 1920's consumers spent about 3 percent of in-
come on pork and about 2-1/4 percent on beef. In 1955 consumers
spent about 2-3/l; percent of income on beef and only 1.9 percent on
pork.

This change in consumer purchase of pork also is reflected
in the declining trend of pork prices at retail as compared to beef.
The next chart shows that the path of the pork~beef price ratio
(pork prices expressed as a percentage of choice beef prices) is
somewhat irregular, but over the long sweep of the last forty years
this ratio has been trending downward all the way (fig. 12).

Several factors may have a bearing on this shift in consumer
purchases. Urban people on the average eat more beef and less pork
than farm pecple, and the population has become more urbanized.

Even rural psople have developed more urbanized tastes with increased
use of frogzen food lockers and home freezers. Also beef has a

greater income elasticity than pork. By that we mean that beef
purchases tend to increase more with rising income than pork purchases,
which are less affected by increases in income. Rising income since
the war may account for part of the apparently worsened position of
pork since 1947. Still another point we should not overloock, however,
is the growing dislike that consumers have for pork that carries ex-
cess fat.

This has been a gradual change in consumer preferences over
a long period of time. In our Meat-~Type Hog Workshop today it will
be well to take a more detailed look at some of the indicators which
illustrate the increasing distaste that consumers have for fat in
pork cuts and for pork fat gemerally. Here is a chart that shows
the wholesale prices at Chicago for certain selected pork items for
50 years back (fig. 13). In the early years of the current century
loins, bellies, lard, and plates and jowls were all selling relatively
close to the seme figure. In the later years loins, one of the four
major lean cuts, have been in greater demand and their prices have
generally trended upward. Prices for hams, butts, and picnics and
the remaining lean cuts have followed trends for loin. Before 1920
prices for lard and for the fat cuts which are readily converted into
lard were held up by relatively strong export demand, as well as a
rather strong domestic demand. Actually in the early part of this
period lard was higher priced than any other pork item; today 1t is
the cheapest major pork product. It's worth only about one-third
the price of most of the lean cuts. Bellies, which are sold primarily
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as bacon, are in an intermediate position. Bacon prices have not
increased as much as prices of the lean cuts over the years, but
much more than the price of lard.

The declining prices of lard relative to prices of lean cuts
mean that more and more of the total value returned for each hog
has had to come from the lean cuts. The next chart (fig. 1L) shows
that the lean cuts contributed about half of the total value of the
hog in 1905, but about two-thirds of the value in 1955. On the
other hand, lard contributed about 2l percent of the total value
in 1905, but only about 12 percent in 1955. Constant ylelds for
the different pork items were assumed for this comparison of prices
and the values.

The diverging trends of prices of fat and lean cuts are
shown more dramatically in another chart (fig. 15). Here we have
the prices of lean cuts and the prices of the fat portion of the
hog carcass, which is normally rendered into lard, pictured in their
relation to live hog values. For this chart, fat was priced at 80
percent of the lard price. That's about the average yleld of lard
from fatbacks, plates, and fat trimmings that are rendered into
lard. The fat portions of the carcass were worth more than lean
cuts during the early part of the century. As s matter of fact,
lard prices compared rather favorably with lean cuts up until about
1920, However, there has been a rather consistent widening of the
gap between prices of lean cuts and fat from the beginning of the
century up to the present time. Last year lean cuts were worth 8l
percent more than live hogs. Fat, on the other hand, was worth
about 37 percent less than live hogs pound for pound.

A moment ago we mentioned exports as being a factor in the
strong position of lard before 1920. The next chart (fig. 16) gives
the lard production and export picture since 1900, During the first
20 years of the century we exported about one-third of the lard we
produced. After 1920, however, exports and production began to pull
away from each other, although we still had a relatively strong ex-
port demand through most of the 1920's, In 1955 lard exports were
about 214 of our total domestic production. Aside from the decline
in foreign demand, the lard price situation has also been substan-
tially weaker on the domestic side since the 1920's,

Lard is only one of the rather sizable complex of fats and
oils which are to varying degrees competitive with each other. Exe
pansion in the U. S. production of vegetable oils during the last
several decades 1s dramatized by a chart on soybean production and
exports in this country (fig. 17). This chart is especially inter-
esting because soybean production is concentraied in the Corn Belt
where most of the hogs also are produced. Soybezn production has
expanded about 25 times since 1930, A bushel of soybeans will yield
about 10 pounds of soybean oll, In the last few years this country
has been processing more soybean oil than lard. Soybean o0il is a
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WHOLESALE PORK PRICES
Compared With Live Hog Values
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U.S. SOYBEAN PRODUCTION AND EXPORTS
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most important ingredient both of vegetable oil substitutes for
lard and of margarine.

With the changing price relationships for lard and lean cuts
which have taken place during the first half of the century, it is
rather interesting to note what has taken place in the production
response to these changing price trends. The next chart {fig. 18)
shows that we are producing almost the same proportion of lard,
about one pound of lard to four pounds of pork as we did at the be-
ginning of the century. Now this does not mean that we haven't
changed the type of our hogs during this period. Over the last 50
years we have had several swings back and forth from the chunky to
the meatier kind. The average market weights have changed too.
Weights of hogs slaughtered under Federal inspection, which averaged
225 pounds from 1921 to 1925, were up to 249 pounds from 1947 to
1951 and have averaged around 242 pounds in recent years. These
hegvier marketing welights probably offset to a certain extent, at
lesst, the effacts of the trend toward the newer meat-type strains
and breeds which have been developed lately. The new closer trim
on pork cuts adopted by packers last fall also would increase the
yields of lard if 1%t were carried on throughout the entire industrye.

Lard is, of course, a byproduct. Moreover, it's a joint
product. But we know 1t isn't produced in a fixed relationship to
the yleld of lean meat.

Our pricing aystem for pork and for hogs may be a little
wesk in czarrying the necessary price incentives all the way back to
the farmer to encourage a change in the type of hogs produced. In
the first place consumers are not given an adequate opportunity to
discriminate in tems of price against the fatter pork chops and
pork roasts and other cuts they see in the display case. And second,
thers 1s still not enough grade sorting in marketing. Not enough
hogs are sold by grades or by quelity differentiation.

During the past few minutes we haeve looked at a lot of the
trends that lie behind the present hog situation. But what of the
future? On the production side hog slaughter is expected to be
gsomewhat larger for the entire year this year than it was last year.
During the earlier portion of the year it has been running higher
than the corresponding months of last year because of the larger fall
plg crop. If farmers actually reduce their spring pig crop, as they
have said they intended to, slzughter during the latter part of the
year may well be somewhat lower than for the corresponding months
last year. If hog production follows prévious patterns, pig crops
may be somewhat smaller for the next year or two. If so, hog
slaughter will be correspondingly reduced.
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On the margins side we have noted an increasing tendency for
widening margins during the period of heavier marketings. There
are some developments that indicate that this may be a continuing
feature of our marketing system. The margin for marketing hogs and
pork might be expected to continue to behave as a price charged in
response to the changing demands for marketing services. And the
demands for marketing services are high seasonally when large numbers
of hoge are rushed to market.

Now for the demand side. Even though the demand for meat
may not rise correspondingly with consumer income, the demand for
all meats 18 expected to rise substantially to the extent that it
will support an expanding meat production. The demand for beef
may increase more than that for pork, thus continuing the longtime
trend. One of the important Jobs of this Workshop is that of
finding ways and means to slow down, and perhaps even arrest, the
tendency for pork to become a second class meat in relation to beef.
For insofar as the type of hogs produced and the methods of mer-
chandising pork in future years can be transformed or changed to
better fit consumer tastes, the relative loss in demand for pork may
well be halted.
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Meaf—Type Hog Workshop

Fort Hayes Hotel, Columbys, Ohio

Monday~
AM,

Presiding: R. L. Coppersmith
8:00

Gerald Engelman
10:15 Recess

10:30 Objectives and Procedyres of Conference-«C. C. Bowen
10:50  Whqt Is A Meat-Type Hog?~Richord Hollenback
11:20 Annouﬁcemenfs

11:30 Adjourn for Loncheon and Field Trips
Presiding and in charge of arrangements—
Herbert Barnes, c, C. Bowen, Wilbyr Bruner
P.M,
12:30 Board Bus fo, Evaluation Station, Ohio State Universify

1:00 Swine Evaluation Station, 3485 Case Road—
Wilbyr Bruner, Charles Calhoyn
3:00 Live Hog Grcding Demonstmﬁon at Columbys Producers
Livestock Associafion, 1561 Leonarg Avenye, Colum.
bus, Ohio-Herbert Barnes, ¢, C. Bowen, Ralph pyy.
ham, laVerne J. Kortan
4:30 Adjourn

6:00 Evening Session (Dinner Meeﬁng)
Gold Room, Fort Hayes Hote}
Chairman, W. E. Krauss—lntroducﬁon of Guests
Music. Freshman Girls Home Economics Chorus, Directed
Y Naomi Albanese
Mustrateq Lecture, “Ohio State University and Indige
Dean ¢, |, Rummely
Displays of Educationg] Materig}
In charge of Dean H, Mcyberry

Presiding, C. E. Bel
8:30 Extension Responsibi!iﬁes and Opporfunih'es With the
Mear-Type Progrcm-W. B. Wood

9:00 Work Group Sessions~DeveIoping a Meot~Type Hog
Educationg) Program

. Wi, Farmers

Chairman, Harry Russel]
Presenfoh’on: Paul Mitchel)
Secretory.- To be selected

Tuesday~
AM,

2:00
1. with Livestock Markets
Chairman, H. G. Zavoral
Presenroﬁon: Clifton B, Cox

Technical Advisors. LaVerne Johnson, A. Ridell,
Forest G. Ketner, ey, Jenkins

H. wiry, Processors and Packers

V. with Retailers and Consumers
Chairman, R.C. Kramer

P.M.
3:45 Generq) Sessions~Preliminary Work Group Reports
5:00 Adjourn

Wednesduy~
AM,

Presiding: Wendel| A. Moyer

8:30 Essentials and Potentiq]s of Team Work in the Production
and Markeﬁng of Mear-Type Hogs—F. G. Ketner

9:00  Work Group Sessions
10:30 Final Work Group Reports
12:00 Lunch

P.M.

1:00 Cutout Evcfucm‘on~L. E. Kunkle

1:30 Resoluh’ons Commh‘ree Reporf~Marvin Anderson
1:40  Where Do We Go From Here?~Leroy Hoffman
2:00 Adjourn

State College, Ames, lowa

Barnes, Herbert, Extension Specialist in Animqj Science, Ohio
State Unfversify, Columbus, Ohio

Bell, ¢, E., Chief, Animal Husbondry Branch, Federq Extension
Service, USDA, Washingion, D.c.

Bowen, ¢ C., Extension Specialist in Agricultyrgl Economics,
Markeh’ng, Ohio State Universn‘y, Columbys, Ohio

Brady, pgn E, Prefessor, Anima| Husbcmdry, University of

Calhoun, Charles, Extension Specialist in Animgl Science, Ohio
State Universify, Columbus, Ohio
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