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"Economic cond:Lticms are constantly chang�ng 11 and each generation looks at 

its mm problems in its rn·m way. n �o Alfz·ed Marshall began the :i Pre.fa.ce ll tc 

the first edition of his frincip�_of Fcgq��cso One way wonder W::l,}'. Alfred 

Marshall ls broup_ht, into a discussion of ai;:r:icultura.l marketing: proe;rams,; othenr 

than to _impress soire naive listener vdth a flavor of superfi@ial p:roi'_lmdity., 

But in te:rma o.f the basic economic ideas underlying marketing prog:rams 9 om::i· 

generation draws heavily upon t.he system of thought commonly referred to as 

MarshalH.a.n. analysis" This is to d:i.spel the notion that market,ing prcgiramii 

. involve some new;, 1mique j) and all-,,,powerful syst.em of economic analysis., 

The renerie pl:1.rase we have used, 11 marketing- programs» 11 includes 11 market= 

ing agre�ments'1 and "marketing orders 11

11 whiei1 differ in application of regu= 

lations but not in economic ra-tionale.., 'rhe:re are essential differ�nccs be.= 

tw�en milk marketing controls and those for other corrnnodi ties,, Tiir\9 does no t, 

permit consideration rif millq hence, we limit our discussion tc xrarketing pro= 

£rams for other produrets,, Both federal and state rovernments have mi:trketir:g 

control leg:islatio:n
9 

and here we rrrust furtho:r limi t our terrain by ,:;cna:i.deiring 

only Califol1nia progr-"1.rns, although many of thr::) e,:;onomie implicatioris a.re also 

perUnent to federal programs o 

1/ Prepared for the ,joint _annual meeting of the Ameri©a.n Farm l!:conomic 
Association. and the viestern �·arm Economics A�,so,ciationS) Aue-ust 26=29,, 1956 .11 

Asilomar Confe:ren©e Grounds !) Pacific Grcnre r, Califo:irniac 

/ 
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Attributes and Functions of Marketing Programs 

Marketing programs were born as a result of problems engendered by the 

"great depressiono II But the economic enbryo of marketing agreements and orders 

was gradually- and experimentally developed by certain cooperative marketing 

associ atic:ms during the 1920 us o Their problems and tribulations need not be 

r0cited here; yet» those cooperative marketing associations became convin©ed 

that their own de, ices were not, fully adequate to achieve the roals envisaged., 

New legislation and li~ited governrrent participation were deemed to be essen= 

tia.1 adjunctso 

· When e:xperlence with marketing agreements showed that their signees were 

"holding the umbrella" for the nonsigners., thoughts turned to a devi.ce whereby 

everyone in the industry concerned would be required to support the umbrellao 

Thus ernerfed marketing orders with their uniform and industry-wide application 

to all producers or handlers of the product concernedo Such industry-wide 

application of rr.arketing orders has., however, often b~en misinterpreted6 This 

does not mean that the industry has no choice as to wh~ther an order will be 

introduced; it does not wBan that the industry is powerl~sa to chanfe or even 

to eliminate the order; nor does it mean that the industry J With its order:1 can 

operate only as the industry desiresa 

Legislatjon clearly sets forth the procedural and administrative criteria 

to be followedo The many important details of such procedures need not be 

discussed here since we are interested only in setting the backgrou.~d for 

discussing certain economic questions.. But several significant point:=; must be 

underlinedo [!1rst1 a clear and definite majority of the industry must ~pprove 

an, order before it can be effective) @.ec0nd 9 the California Director of Agri­

culture is required to determine whether the ai;ailable evidenee indicates the 

need for an order and that the proposed order meets that nee~ J1u:rthermore 9 '\he 
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Dire~t.or has the a1:rthority to terminate an order which is in operation U.\, in 

his judgment.9 it is no longer consistent with th.~ 1egisla.tiv$ standtardr,':) 

To assist him in operating a marketing order., the Director appoints an 

advisory board from a list or industry nominations., But the board cannot 

make decisions and act on all :matt.ere of a:ny consecriJ.en@eo The board can only 

recommend to the Direetor and he eitbar approves or disapproveso 

give «!onside1·ation to ((;Onsumer i:rrt.erests as well as to those of th® industry at 

large, {ihe legislation is clear that its primary eon@e:rn is with the econon·.i«s 

welfa:r'~ of producers~ lf?1s 11 ecm1.on:d«:: ,i1Halfa:r•en of produ@ers is measur~d. in 

terrm:,1 of 11 pur~hasing po,~er 11 v,rhich is sugresti v!B of jj but not completely identi= 

legislationc Rather than referring to a speeifi.c per cent of sm12 base 9 th~ 

Califo!"Ilia legislation expresses its objective in t,13rnis of purchasing power 

adequate to keep in business an adequate nu:mb.-sr of proch:i.©ers providing &,n 

adequate supply of the commod:lty to meet the ne®ds of consum9rs.;) 

To att,ain the various objectives embodied in particular 111£i.rketin1: pr~~ 

grams, a set or battery of provisions and tools has been developed over the 

yearso Sorre of these provisions are of the more obvious nature and supplement 

the type of marketing legi~lation p:reyalent in most states as well as in Cali= 

mandatory in,:rpe©tion and/r;;r certi.f'iccation; "IJ]'llfai:r trade pra©ti©es; advertising 

and sales promotion; produ©tionp processing and/or warketing resear©h; and 

volume regulation, with or without stabili~ation pools and funds"' 
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At this point it is advisable t-0 pause a ~-0ment and destroy a false notion 

which is prevalent in the :mlnds oi' many persons, including some who have a super= 

ficia.l familiarity.with California marketing programs" Too often. the unfounded 

thought is expressed that :ma1·k0tin.g agreements . or orders are synonymm.:m in th 

quantity restriction and that without that provision there would be no prograrnsc 

S-ooh a vie1,•.r may be a thI·owba@l4:: to the early days of programi,; v.rhen quantity 

regulation was the prirna:ryw although not. the only» reason marlceting contr·ols 

were initiatsdo In re©ent years, howev~r, the situation is drastically differ= 

ento Quantity eont:rol9 as su©h, is incorpo:rated :l.n only 10 of the 28 market= 

ing programs currently in effect under California legislation; but even for 

those 10 prograrri.s2 quantity ::nsstr-lction is permitted only with the approval of 

t.he Direeto:r rather than being ma.ndatozy or aut,o:m,i,ti@,, 

In view.r or the economi© signifi©an©e and implications of qumi.ti t,y res trite= 

tion as· a part of the marketing p:rograms9 h1l)WEr'!l'er3 we shall later ecm.sideE' this 

topic againo Now~ we continue with the other types of provisionso The most 

prevalent provisions include "sales promotion and advertising: 11 v.rhfoh is embow.ed 

in 23 of' the programs, and "production or marketing re~earch11 whi©h is in(l'!orpo= 

rated in 22 of the prograw&'Jo ''Grade or size11 regulation and "inspection or 

((';ertifi©ation'1 are next :i.n order of frequem~y" Then comes "quantity regulation» 11 

followed by '1pa~k or container'' regulationt1 with the nun.fair trade pra©ti©es 11 

provision the least frequento Also, one may note that there is no fixed or 

standard for11T~la setting forth whi©h parti©ul.!llr provision~ are to be incorpo= 

rated0 Each separate rr.arket,ing program is tailored to meet the considered 

needs of the commodity con©erned» and the:re is eorr.plete flexibility as to 1which 

provisions are excluded or included~ Various combinations of :marketing tools 

may be drawn upon in the'dsvelopment of programso Also, a,single commodity 

may have more than one program in operation simultaneouslyo 
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It is important to recognize that neither by legislative criteria nor by 

administrative procedures need.the provisions or operational objectives of 

marketing programs be static or unchanging over timso As long as the broad 

gen~ral criteria written in the sta~a-legislation are met, and the Director 

makes a finding to that effect, a pr~posed program or an amendment to an exist= 

ing program may be approved by him ... The various industries having marketing 

programs have taken advantage of this flexibilityo As with a biological organ= 

ism, t.he institutional organ.ism ().fa marketing agreement or order undergoes 

As one· studies the evolution of rr.arketing programs and surveys thei~ 

changing obje©tives and emphasisi one sees a moving pi©ture or institutional 

developmento Ea@h program has its own special existence as does ea.c~ indi= 

vidual in a populatione But the societal group gradually takes on new char= 

acteristics as the older ones change emphasis and i'oirmo The process of' in= 

stitutional mutation and evolution may with considerable articulation be 

identified in the history and de1,elopment of marketing programs o (!_n the early 

days of warke~ng programs, their primary provisions.pertained to quantity 

control and regulation which in practice w.eant volume restriction~ Later, 

provisions. for grad~ and size regulation, mandatory inspe~tic:m,a~d certifies= 

tton assumed inereased relative importan©e9 And still later, sales promotion 

and advertising along with the sponsorship of research received relatively 

increased attentiono. This does not mean_that the older provisions were neces= 

sarily dropped as new ones were adopted; rather9 it maans a chanre in :relative 

emphasis and balanceo {ihe development of .marketing programs fits in well with 

Marshall 8s "Principle of Continuit;v''a "The new· doctrines have supplemented the 

older., have e.xtended.11 developed, and sometirres corrected them, and often have 

given them a different tone by a new distribution of emphasis,; but very seldom 

· · have subverted them .. ~ 



•Jne may question how extensively used are the California mark~ting programs 

"little" depends upon the ya.rdsti@k of eomparl~ono Since 193.3» soma 70 differ= 

ent program6 have at one tima or another been in operationo A nu.mber of the 

programs were effective fo'J!.' only a single season, and others have operated in 

some f orrn for as long as 20 years o The average lenr:th of life of ·those 70 pro= 

grams is about six yea.rs 9 although that figure ©annot be: actuarially interpreted 

I 

At the end of last year9 some 28 different ma~keting programs were in a©tive 

operation tm.der the m.J.thority of Califo:i:nia legislation# These 28 programs re= 

fleet an average lerigth of life of nine years9 'W"i th individual programs Jranging 

figure of 28 programs may not be impressive when ©Ornpared with a total of ove~ 

200 comrn~rcial c~ops and produ©ts marketed by the stateus agricultural industries, 

Such comparisont however)) i:r.-ay be. misleadingo A more meaningful set of indicators 

of the rol~ of marketing orders in the statens aericultUJral econonrJ rray be that 

in 1955 the total farm ~.ralue of all commodities having orders amounted t,o 

affected by those progralTJS9 and a substant:lally larger number were affected in= 

di:rectlyo These f'itures ar~ not cH,ed to impress you with the dimension of 

ratheri) is.a serious one to pla~e before you in proper perspe©tive all'l.d balan©e 
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Economic Implications and Infe~nces 

To finance the 28 :rr.arketing progra1ris operatinf! in 1955, the producers ,and 
' ' 

handlers directly concerned with those programs provided all of the necessary 
\ 

fu.ndso .This amounted» in 1955, to almost $69 900,000o These expenditures were 

borne entirely by the industries through assessments on the participating pro= 

ducers and handlers or prooessors .. The term, "self""'.help, 11 is applied to these 

types of programso But it is somewhat mi.sleadingo A more appropriate descrtp= 

tive phrase would be "self-financed.," and even this phrase would refer to direct 

immediate expenditures; for if the programs are successful, over a period of 

,time they presumably yield sufficiently in@reased returns at least to.offset 

their direct costs to the industries,. 

The question about the phrase, 1Yself=help9 " is raised here not only be= 

cause of clarity in nomenclature., There :is also the important issue of joint 

participation between the state represented by the.Director of Agriculture and 

the industries concerned represented by their respective advisory boards whose 
. . 

function is to assist and advise the Directoro The industries presumably 

initiate the promulgation of the programs; but on«::e such action is taJ~em$ :from 

then on the state assumes definite functions and has cert~in weighty responsi­

bilities., Aside from the matter of direct financial costs, . the state is defi= 

nitely one or the ne~essary partieso Hence9 marketing programs of this type 

are not the result of industry autoinsemination and self-gestation; rather9 

such orders res~lt·rrom the institutional cohabitation of the state government 

and the industries" 

To suggest the heavy responsibilities borne by the Director, the following 

sections f':irom the Agricultural Code (19.55), State or California, are citedi 

113183., ., o o the di.rector shal.l not issue su.eh agreement or order for 
the written assent of producers or handlers unless he finds after public 
hearing that all or the following are true: 



11 (a) The supply of the 11::ommodi ty available for marketing 
exce~ds or is likely to exceed the demand therefor at pri©ss 
whieh will provids a reasonable retm.~n to p~odueers of the 
commodityo 

11 (b) The re~iurn to produeers of the commodity will tend 
to be in<~reased through the operation of the proposed mar­
keting plane 

11 (c) The proposed agreerr.ent or order rnay be administered 
,rlthout permitting unreasonable profits to producers of the 
©ommodity and without unreasonably enhancing pri©es of the 
commodity to eonswnerso 

"(d) The prop~sed agreement or order will tend to prevent 
disorderly marketing of agricultural products within the St,,a.teo 

'1 ( e) The proposed agreBment or order wi 11 tend to prov:ldEi 
consumers with a more stable and ad~qu.ate supply of agricul= 
tural •COm11oditiesc 

"(f) The proposed agreement or order will tend to establish 
or maintain such relationship between the quantity o:f the 
particular aericultural commodity marketed and the demands 
or the market for the co::-11.modity as will tend to continue in 
produ©tion su©h volt1Jne pf the commodi. ty as is probable will 
be needed over a reasonably lonf period of time to supply 
the requirements of the commodity and to pI'tnride an adequa:te 
standard ,of li vini:: t.o the farm operator and his faniily o 11 

@ 
Uc 

inferences C, Fix•st, it may be noted that now-here are the economic standards 

expressed in pre©ise numerical or quantitative termso No specifi© per~entag®s 

is not bound either t.o a simple or a complicated nume:ri~al i'ormula.., On the 

In the judgment of what are "reasonable" and ''unreasonable" returns to 

in the specifi©ation of "such volume 1113 is probabl® w:Hl be needed over a reason.a= 

bly lonr period of tinie9 11 and :tn the rreasureirent of' 11 an adequate standard of li v= 
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One must admit with candorD moreover9 that the economic B©ien©e we have at hand 

can probably help little in su©h normative ©lassifiegations 9 pa!'ticulairly for an 

econo:mi© system that is characterized by growth, change, dynamic strtmtural 

variationsll unc19rtainties, and the .1ricissitudes of various degrees of hot and 

cold warso Only restraint, support,ed by naive preconcepticms, deters one from 

suggesting that perhaps the Dirsctor might consider supplementing his staff of 

admin:lstra:tor~ 9 @conomists 9 a.lm:'! lawyers wdth a bold and articulate philo~ophero 

These qu~stionei about the Dire©torgs responsibilities with respe@t to 

volume r@stri©tion rcannot be dismissed with only cavalil'.'}l' 1·ecogni ticxno Al= 

thou.gh wei~ hted r,i th normat,i ve values;i the standards certainly involve eccmomic 

relationships and for that reason alone we r.nust be ~on©erned with the economic 

implications and inferen@eso {i_he standards are based in large part, although 

not entirely9 on a conventional stati© and partial equilibrium sett.ing where 

for each of the products the demand functions f a.©ing consumers and pri:idu©tH'S ,i 

the shon= and long=run supply funetions of produr.:ers, and the rest of the 

.Marshallian kit of analytieal tools, con<eepts, and funetions are known O?' ©an 

be estimated sufficiently accurately to serve as c)perational devices] Would 

that we, whether conventional economists or eeonoimetric:t.ans,, rcould have at 

hand all of that economic information in usable form so that at any time it 

could be drawn upon for policy considerations and program de©ision makingi 

Yet)) some of us might shrink 11vith horror from such a thoughto One cat1. 

already hear shouts of protesto The obje©tions might be for various reasons 

among which 11we would 11.k~l.y hear the .following: you should use a reneral 

equil:tbrium analysis and noi; partial equilibrium; you should have a dynamie 

model whi©h ifilcorpo:rates uncertainty ~nd expee:tationB; you should be conteerned 

with total v.relfare and not primarily produ©ers; you nri.ust, use a simultaneous 

equations approach; you should use activity analysis of produ.ction and allo©a= 

tions$ or at least linear programming; how are you going to maasure welfare 



i. 

and handle interpersonal as weli as intertemporal comparisons; and so ono 

fro:m one comer, someone might inaudibly mutter, "I.f' you could only get the 

right isoquant, isorevenue, and isocost maps so you could set up the right 

Edgewortb,.-Par,3to box diagrams., you could get the equilibrium solutionso 11 

And 

The po:i.nt I want to make is· that, on the premise there are mrketing 

programs w:i.th economic standards ·of ··the type briefly indicated earlier, the 

D_irector or a comparable administrator can obtain from economists only a very 

limited amount of the economic information compared with what he should have 

in ore.er to do hiS job as set forth in the legislationo Yet, one should not 

be o-v1erwhelmed with doubt and pessim:tsmo Economists f!an and do contribute in 

the consideration and operation of programs as marketing ordersc I venture to 

say that without what the economist can honestly offer, both the Dire<:tor and 

industries would err more often and to a greater extent; in other words, we do 
. r . 

help them to make smaller or less frequent mistakeso 

In addition to the legislative economic standards which guide the Director» 

there are other economic considerationso These may be considered in terms of 

the major functional activities w·hich take place in the op~ration of the orders: 

administration.!> inspection» promotion, an~.\ researcho Time· peI':mits brief com= 

men.ts on the economic implications o.f only promotion and research .. 

11.Promotion11 provisions are part or 23 or the 28 currentiy effective pro= 

gra~ The term "promotion"· includes advei:'t,ising2 trade and consumer 11 educa= 

tion, '' the employment of field:men for retai1 points:a0f =sale displays, and similar 

activitiesa In addition to th1;t large proportion of programs whi~h use promotion 

provisions, another indicator of their role in California marketing programs is 

that of the total e:xpendi tures, for all acti vi ti,~s under all programs, made, in 

19$5, 67 per cent, is classified· under "prornotiono II Sales promotion and adver­

tising are ©arried on to .affect consumer demand, hence9 affecting the derived 

derrands at the handler and produc~r levelso In conventional e©onomic analysis~ 
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consumer demand is generated by the inter.atetion of ccmsumer util::ity surf a©es v 

buying, and achre:rtising experts talk in terms borrowed from so©ial psyrchol@gy 

Orie ,may ask what is gained by rria1°keting program sales promotion sim:e 

advertising t!an and is done by many private firms and orr-anizationso The t::m.swer 

involves a·basic fer,.ture of marketing orders noted earlier; if sales promotion 

is carried on und(-:.:r t.he author:tty of a marketing order, everyone in the industry 

mu.st contribute -to the fina:rn~ial support of the advertising~ If the advertis= 

ing is effe«::M veil each particip8.nt. pains in a sense corresponding to the benefits 
)' 

a firm deriv•:!!S from the influence of MarshalB.an net external econo:mieso f1-
thoueh Marr,hallian economi.es are generally asso©iated with long-period cost and 

supply fi:nctions, corresponding effects on the revenue and derr.and f'unctioin.s ©an 

be cons:..dered to flow from influences external to the firm and whi©h yield 

benefits common to all firms in the industry:) 

~arketing order advertising programs l?enerate nonpri.ce ©Ompetition among 

p;rodnicts] Sin©eSJ in the short r,xr. at least» the ''human stomach is inela1:rtic 11 

and ·l;he total consumption of a g.roup of products closely related :in demand is 

rela:tively fi~dj) a situation can develop whe:re industries believe tbay nmst 

advertise if only to hold their hist.ori©al share of the market'° §, such a ©ase .11 

:tdvertising is resorted to as a buttress against the industry 0s dew.and fur1©tion 

shifting dcwrnwar~ This type or inte.ract,it.n between industries bears nru@h 

resemblan©e to whatlil in a different context9 Joan Robinson teTmed ''beggar rny 

neighboro 1~ 
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For reasons we need not ptu-sue here, most p1·odu©ers and ha.ndle:rl:ll seem to 

have an immeasur.,i.ble amom1t of faith in t~ eff@@ti vfmess of promotion and 

and long=;run results as well as multipl:J.er effects, raise treitendous analytiieal 

operatj_onally spe©ified for the industry» it is help~d very littlea 

ind.i©ator of the relative i mportan@e of :research in the operation of marketing 

. programs o Every substantial amount of resear©h is drawn upon by the rnarketi11g 

program industries .f1"'0m sour©es a.s the state tmi versi ty. and for- i.vhi©h no cost 

account is refle©ted in the figures cite~ 

The research a.eti vi ties in whi©h marketing programs are interest,edl. or 

which they sponsor not only are eeonornic in nature but often are teehnologiiealp 

although the latter have economic irrplieationso Technologlcal research proj= 

ects includia:J for example,,. improved processing methods for canned f:n.1i ts 9 

organizations., In terms of e~onomie terminology and ilr!Plications, su@h re= 

searches have the objeieti ve of discovering and devel~ping new produ~tion ftw.©= 

tions o Their economic relevan.©e is bound in with the analy"tical con@ept. ot 
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cost f\mct,ions being generated by the . int.era.ct ion of p:rodu©tion fm1cd.:,ions and 

their. derivative functions with the cost rates of produ~·tive servieeso As 

cost-reducinr me·thods of producing 11 old11 products affect i ndu:st:ry returns 

through the ~ost side of the profit, equationj methods of produ~ing 11ne1iv11 prod= 

uets affect industry returns through the revenue side of the profit equati;;m~ 

The industries in th marketing order px•o~"isions · f.o:J&> rasear@h a:rce 11iell aware of 

keting- programs o Of partieular con©f::rn to ·~hose programs havin.e a volurr.e 

rerulation provision are the ~anomic characteristics of the demand functions 

faeing the industry~ Knowledge con©l3rning prfoe and income elasticitiesz, for 

· examplie 11 as 11'iell as rooasut~es of demand rel,itionships among various products 

are necessary f'or a rational operation of the volmr.e=regulation provisionso 

This is not to i:n1grest that all programs have at hand., or seek to aequire,, 

technical economic relationships" 

In addition to economic researches pointing to the demand sid,e of the 

market., increasinf att8ntion is beinr riven to supply. For purposes of plann:l..ng 

marketing policy» several of' the programs==cHng pea©hes~ bartlett pears». and 

lemon prodoots 9 fo:r example=are helpj_ng to finance researches in objective 

preha:rvest sampling foreeasts of the prospe©tive supplies available f'o;r market= 

info Reliable and timely foreea.sts of supplies to be harvested a:t,e of partieu= 

lar eonce:rn to the orders utilizing the volume=regulation. prcnrisionso 

All of the various types of quantity control have aB their primacy objec 0= 

ti ve the increasing of returns from the sale of ·t.he crop 0 But in each @asei 9 
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relevant supply and demand functionsj) their price and income 8lasticities, 

their stability over time» and their sensitivity to developrr.ents in related 

elasticity; while less simple cases involve economl.c theories of price discr:!.rni= 

nation9 market segmentation, and multiple produetsj 

Tha problem of rnu.ltiple products stems .from the in.tera~tion of crops v1hi©h 

are competing in demand» or whi©h are produced and warketed in competing areaso 

Interregional and inte:rproduct competltion «::annot be ignored in the operation 

of volume controlo A marketing program whi11;h disref<'U:'ds the indire11;t as v,rell 

is eventually likely to find its objec·tives fru.strated and its long=rtm relative 

market position affectedo 

'f:he opera.tum of California marketing programs 9 with their apparent 

rather widespread attention from various corrm:iod:ity groups i11. other states~ 

Information seekers often suggest that if they nonly could. have a marketing 

be :i.ll=founded., 

grams are d1ffieult9 perhaps impossible» to formulate in rreaningful and helpful 

termso There are so many different types of profrcu,is whi©h can be devel©ped 

and each cornmodi ty has its m'lf71 particular problems and ci:rcumstanceso One gen= 

erralizationD however, can be noted with some eonfideneee Joint induB't,ry=state 

marketing programs c~rtainly are not a mystical and all=powerful cu~ative of 
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marketlng problems,, Rather, s~h programs are institutional economic devices 
.·, 

effec~ive only for certain types of problems under particular circumstanceso 

Eu.ch too often marketing programs are viewed a.s acceptable subati tutes £or 

nec,,ssary production adjustment;) Where chronic and persistent "overproduction" 

ocr.:urs, marketing programs are at best only a palliative to provide time and 

aid for easing into the basically .necessary production a.djustmentso Where 
. . 

,;yclically depressecl .demand imposes prod~er returns less than out=of .;.,pocket 

costs, marketing pr?gralliS can help to retain productive capacity appropriate 

for the time when the business cycle turns up againo. In this resp~ ct9 an 

example is that of tree fruits from orchards representing capital which can be 

reproduced .only over a period of yearso 

Although marketing programs were "depression bred»" with the passage of 

time they have become 19 prosperity fedo" Of the 28 marketing programs currently 

er.recti ve .in this state» def'ini te expiration dates now prevail for only four 

pr.ograms, and they may be continued with reinstitution; the other 24 programs 

have "continuous" terms of operation and c-ontinue on until a .contrary decision 

is made by the industry or the Directoro It is clear that. marketing programs 

have become a. permanent part of our marketing i:nstitutionso 

The characteristic of being "depression bred" and prosperity fed9 n however9 

is not unique to marketing programso More or less similar degrees of rr.eta­

morphosis are evident in rrany other of our economic and social institutions: 

7unemployrnent, old age and survivors' insurance; federal and state employment 

offices; bank and building and loan deposit insurance; home=mortgage insur= 

ance; labor=mana.gement leeislation; and many others, including the federal 

loan and storafe prlce=support programsa But an important institutional 

difference between the California marketing programs and the federal price= 

support programs is that the latter are a victim of political controversyo 
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Califorhia marketing programs, however 9 are not a subject of political debate 

in the stateo This does not mean1 .however9 that they are completely noncon= 

troversialo )Conflict Qf interests• often prevails within an industry!) and it 

· is not unusual for producers and handlers or even different groups of produ@ers 

to take different positions on the acceptance of proposed :marketing ·orderse 

The conflict of economic interests within an industry @an be resolved, for 

administrative and operational purposes of marketing- programs, through a voting 

procedure specified by legislation. But the conflict of economic interests 

among consumers, producers 9 and handlers cannot be resolved by that proeedureo 

Consumers., as sueh9 have no direct vote in the acceptance or rejection of 

marketing programs, although consumers do have a powerful and telling voice 

when they register their votes with dollars and cents at the cash registers 

of retail outlets., The legislation clr:iarly specifies that consumer interests 

are to be represented and considered b;lr the Director in his judgment and ad= 

ministration of marketing progran:so Th~: proposal that consumers be given an 

independent voice in the promulgation and.operation of rr.arketing programs is 

not heard as frequently in recent years as in the paste One nay suspect9 

moreover11 that such a proposal would not be given serious attention in light 

of the still remembered experience Wit,h the Consumers Council of the prewar 
. . 

Agri~ultural Adjustment Admim.strationo 

.Marke.rting programs were not discovored in a. social science laboratory 9 

developed in a pilot economy, and brought into practical use only after per= 

fection through market testso On the ccmtrary.ll th.I":!! forerunners of.the present 

marketing programs were put together and into effect under the pressure of 

current problems needing attention in a depression=ridden economyo Among early 

participants» ag-rieultural economists are well f'amiUar with the names-=alpha= 

betically: Elmer Braun.;i Chester Davis, Bud Holt., Bill Kuhrt» Si Smith» Eo Ao 

Stokdyk, Jessie Tapp.ll Howard Tolley, Fred Waugh, Harry llellman, and Fran Wilcoxo 
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Du.-ring subsequent years» in considerable part through trial and error9 :market= 

' ing or.ders were developed in their economic, legal.!> and administrative di:men= 

sions into an artim1late ax1d flexible· insti"!;utional organism,, 

Although oo.rketing order programs now have various types of prenrisions 9 

tllat. of volume corrtrol has always attracted the most crit,icismo Yet, econcmd.sts 

which are designed to limit tl11~ total supply nark:~ted for the season as a whole 

are. ~ o essentially a palliative and should be o Q e used only in a©ute situa= 

tions 0 0 o to go beyond that is to court disaster .. 11!/ 

ration.al econo:mic ccmsideration of long=Jr'\!IJ1 as well as short=:rtm1 impa@ts of the 

social psychology, and perhaps a bit of psychia.tryo It appears that eeonr.mrlsts 

will contirn1e to work t.hus with ma.rketing prograrrs until too Ford l'i'oundation 

produc,~s full=blovm 11 behavio:ral sdentistso 11 

As commodity groups work in th marketing prog:ramEJ» ©ons:i.dering but not 
i" 

understanding of the e©om.mric. p:rin~j_ples involved.., Such industry people ri:ay 

- - = = - - = = - - - - - - - = = = = = = = = = = = - - ~· ~ ~ 

1/ ll'lell.man;, Ho Ro» Controlled Mark:eting with §Qereial Ref'ereniee to California. = . (. -~~-~~ . "=~==~ 
}"rui:!?,S ..§Ed Vegetables Be:r·keley~ . U:i.11iversity of Californiaii !College of Agri©ul~ 
ture, Agricultural Experiment 5tat.i©n3 November 16.,, 1938) t PPo 9=10,, Pro@essedo 
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literacy" will prov~ -to be the most sirnif'ican.t result err.erging from t.he in= 

st.itution of marketing prog:rams.,, As Marshall has said9 11Economic ].avlfs and 

reasonings in fact are merely a part of the r.iatei•ial whi©h Conscien@e and 


