
 
 

Give to AgEcon Search 

 
 

 

The World’s Largest Open Access Agricultural & Applied Economics Digital Library 
 

 
 

This document is discoverable and free to researchers across the 
globe due to the work of AgEcon Search. 

 
 
 

Help ensure our sustainability. 
 

 
 
 
 
 
 
 

AgEcon Search 
http://ageconsearch.umn.edu 

aesearch@umn.edu 
 
 
 

 
 
 
 
 
 
Papers downloaded from AgEcon Search may be used for non-commercial purposes and personal study only. 
No other use, including posting to another Internet site, is permitted without permission from the copyright 
owner (not AgEcon Search), or as allowed under the provisions of Fair Use, U.S. Copyright Act, Title 17 U.S.C. 

https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
http://ageconsearch.umn.edu/
mailto:aesearch@umn.edu


Historic, Archive Document

Do not assume content reflects current

scientific knowledge, policies, or practices.

\





FARM CREDIT ADMINISTRATl

UNITED STATES DEPARTMENT OF AGl

WASHINGTON, D. C.

jTURE

''statistics of farmers;

marketing and purchasing cooperatives

1942 - 43 marketing season

By

GRACE WANSTALL

and

R. H. ELSWORTH

COOPERATIVE RESEARCH AND SERVICE DIVISION

Miacellanaoua Report No. 70 ' January 1944

^NV. 'SO



CONTENTS

Page

Number of associations

Membership and shareholders

Cooperative dollar business

Significant trends

Ci)tton and cotton products

Dairy products

Fruits, vegetables, and nuts....

Grain, dry beans, and rice

Livestock

Poultry and eggs

Wool and mohair

Marketing summary 1942-43

Farmers' purchasing associations

Cooperative statistics

8

9

10

11

12

13

14

15

17

7

1

2

2

4

FOREWORD

Thj s report adds the data of another marketing season to the cooperative statistics

that have been accumulated since 1913 when the collecting of such information in a

systematic manner was first undertaken. The annual surveys of farmer cooperation

record the continuing change from many local, unrelated efforts to joint action by

large regional and even national organizations. They also make possible evaluations

of the ideals and goals that have been accepted as old concepts and practices have

become inadequate. Nearly a score of surveys have now been made. Their results air'

in determining trends as well as supplying positive information as to the magnitude

and economic significance of cooperative development.

Previous surveys have staked out boundaries within which it has been found well to

remain that studies may yield maximum results. Che conclusion from the surveys is that

in general the best results are gained by requesting data which are easily supplied.

In the case of farmer cooperatives, these would be name of association, location, date

of organization, products or commodities handled, number of members, and dollar busi-

ness. Much additional information, however, has been asked for in th.e past and much

has been furnished.

Number of associations, number of members, and dollar business are three dependable

conmon denominators which, when used intelligently, make possible truthful evaluations

of farmer cooperation. Procedures for applying these simple concepts to a wide variety

of cooperatives operating under many different conditions have been evolved from expe-

rience. The use of these procedures assures the continuity and integrity of the sta-

tistics of cooperation.



STATISTICS OF FARMERS' MARKETING AND PURCHASING

COOPERATIVES, I9U2-U3 MARKETING SEASON

By

Grace Wanstall
Statistician

and

R. H. Elsworth
Agricultural Economist

NUMBER OF ASSOCIATIONS

Active fanners' marketing and purchasing cooperatives nundbered 10,450 during the 1942-

43 marketing season (table 1). Of these 9,862 were local organizations serving farmers

near their farms and 588 were large-scale organizations located at important shipping

points or terminal markets. Those primarily engaged in marketing farm products num-

bered 7,708, and 2,742 were primarily supply purchasing cooperatives.

Table 1. - Fanners' marketing and purchasing associations: Number listed for speci-

fied periods, 2 1913 to 1942-43

PER 1 OD M ARKET 1 N G PURCHASING TOTAL

19133
Hianber Percent Nvmher Percent Hvmher Percent

2,988 96.4 111 3.6 3,099 100.0

19153 5, 149 94.9 275 5. 1 5,424 100.0
1921'* 6. 476 87.8 898 12.2 7, 374 100.0

1925-26 9,586 88.7 1, 217 11.3 10,803 100.0

1927-28 10, 195 89.4 1, 205 10.6 11,400 100.0

1929-30 10,546 87.9 1,454 12.1 12,000 100.0

1930-31 10.362 86.7 1.588 13.3 11.950 100.0

1931-32 10, 255 86.2 1,645 13.8 11,900 100.0

1932-33 9,352 85.0 1, 648 15.0 11,000 100.0

1933-34 9.052 83.0 1,848 17.0 10,900 100.0

1934-35 8,794 82. 2 1,906 17.8 10,700 100.0

1935-36 8,388 79.9 2, 112 20.

1

10,500 100.0

1936-375 8, 142 75.8 2,601 24.2 10,743 100.0

1937-38 8,300 76.2 2,600 23.8 10,900 100.0

1938-39 8, 100 75.7 2. 600 24.3 10,700 100.0

1939-40 8,051 75. 3 2,649 24.7 10,700 100.0

1940-41 7,943 74.9 2,657 25.

1

10.600 100.0

1941-42 7,824 74.2 2,726 25.8 10,550 100.0

1942-43 7,708 73.8 2,742 26.2 10,450 100.0

Includes Independent local associations, federations, large-scale centralized associations,
sales agencies, Independent service-rendering associations, and subsidiaries whose businesses
are distinct from those of the parent organizations.

^ost statistics pertaining to fanners' marketing and purchasing cooperatives are now complied
on the basis of the marketing season which includes the period during viiich the farm products
of a specified year are moved into the channels of trade. Marketing seasons overlap.

^Compiled from data appearing in U. S. Dept. Agr. Bui. 547, 82 PP., illus., 1917. See pp. 14-25;
and U. S. Dept. Agr. Tech. Bui. 40, 98 PP., Illus., 1928- See pp. 70-75.

"^Includes only associations reporting dollar business.

^Data are from a survey made by tlie Farm Credit Administration in cooperation with the district
banks for cooperatives and 33 State agricultural colleges for 1936-37.

SOURCE OF DATA: Records of the Historical and Statistical Section, Cooperative Research and
Service Division, Farm Credit Administration.

'Retired October 3I, 1943.
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MEMBERS AND SHAREHOLDERS
Total membership o f the marketing and purchasing associations is estimated at 3,850,000

for the 1942-43 marketing season (table 2). This indicates cooperative participation

by nearly two million farmers.

Table 2. - Farmers' marketing and purchasing associations: Estimated memberships for

specified periods,^ 1915 to 1942-43

PER 1 OD MARKET 1 N6 PURCHASING TOT AL

1 01 ?3
I/umber Percent Hmher Percent liitnher Percent
591,683 90.9 59,503 9. 1 651, 186 100.0

2,453,000 90.9 247 , 000 9.1 2,700,000 100.0
1 Q07 OS 2,602,000 86.7 398,000 13.3 3,000,000 100.0
1 Q OQ 7n 2,630,000 84.8 470,000 15.2 3, 100.000 100.0

1930-31 OO. 57
111 ^ nnn nnno, uuu , uuu inn nlUU . u

1931-32 2,667,000 83.3 533,000 16.7 3. 200,000 100.0

1932-33 2,457,300 81.9 542,700 18. 1 3.000,000 100.0

1933-34 2,464,000 78. 1 692,000 21.9 3, 156,000 100.0

1934-35 2,490,000 75.9 790.000 24. 1 3,280,000 100.0

2,710,000 74.0 950,000 26.0 3,660,000 100.0

1936-37'* 2,414,000 73.8 856,000 26. 2 3. 270,000 100.0

1937-38 2,500,000 73.5 900,000 26.5 3,400.000 100.0

1938-39 2,410,000 73.0 890.000 27,0 3, 300, 000 100.0

1939-40 2,300,000 71.9 900,000 28. 1 3, 200,000 100.0

1940-41 2,420,000 71.2 980,000 28.8 3,400,000 100.0

1941-42 2,430,000 67.5 1, 170,000 32.5 3,600.000 100.0

1942-43 2,580,000 67.0 1, 270,000 33.0 3, 850,000 100.0

^Tne membership estimates for the years since about 1935 Include members, contract memoers, and
shareholders, but do not Include patrons not In these categories.

Most statistics pertaining to farmers' marketing and pui'chaslng cooperatives are now complied
on the basis of the marketing season vriilch Includes the period during which the farm products
of a specified year are moved Into the channels of trade. Marketing seasons overlap.

^Compiled from data appearing In U. S. Dept. Agr. Bui. 547 , 82 pp., lllus., 1917. See pp. 14-

25; and U. S. Dept. Agr. Tech. Bui. 40, 98 PP., lllus., 1928- See pp. 70-75.

"^Estimates are based on data collected by the Farm Credit Administration In cooperation with
the banks for cooperatives and 33 State agricultural colleges for 1936-37.

SOURCE OF DATA: See table 1.

More than 57 percent of the membership is in the 12 North Central States (figure 3,

page 23). Five States with large memberships are: Minnesota, 358,600 members;

Illinois, 336,040; Iowa, 244,370; Wisconsin, 234,800; and Missouri, 183,800. Ohio,

New York, and Nebraska each reported more than 150,000 members (table 15).

Almost one-third of the total membership was reported by purchasing associations. The

two-thirds credited to the marketing associations was distributed as follows: Dairy

products, 710,000 members; livestock, 600,000; grain, dry beans, and rice, 400,000;

cotton and cotton products, 235,000; fruits, vegetables, and nuts, 213,000; poultry

and eggs, 111,000; vw>ol and mohair, 85,000; and other groups, 101,700 (table 15).

COOPERATIVE DOLLAR BUSINESS

Dollar volume is one of the measures for determining cooperative importance. By this

measure, the 1942-43 cooperative record of $3,780,000,000 is the second successive

all-time high (table 3). It surpasses the 1941-42 record by 33.1 percent and the low

figure for 1932-33 by 182.1 percent
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Table 3. - Farmers* marketing and purchasing associations; Estimated business for

specified per iods,2 1913 to 1942-43

PER 1 00 MARK E TING PURCHAS 1 NG TOTAL

19133
SI , COO PeTCSTlt $1,000 Percent SI, 000 Percent
304, 385 98. 1 C Q OS 1 Q iin 1 inn n

1915^ 624. 161 98. 2 1 1 fi7fii 1 , D/

O

i. 0 Ooo ,

o

inn n

1, 198.493 95.4 ^ . o X . XJ U . X X" inn nxuu . u

1925-26 2, 265,000 94.4 ^ f,J . D 0 4nn nnn 1 nn n

1927-28 2. 172. 000 94.4 o . o 9 '^nn nnn inn n

1929-30 2,310,000 92.4 ion nnn 1 son 000 ion 0

1930-31 2, 185,000 91.0 21'? oon 9 400 000 100 .

0

1931-32 1.744,000 90.6 181 000AO X f \J\J \J 9.4 1 9 25 000 100. 0

1, 199.500 89.5 140 "JOO 10. 5 1 340 000^1 I \J f \J \J\J 100. 0

19 33-34 1, 213,000 88.9 152 000 11. 1 1 365 000 100. 0

1934-35 1.343,000 87.8 187.000 12.2 1,530,000 100.0

1935-36 '^l. 586. 000 86. 2 "^254,000 13.8 1,840,000 100.0

1936-375 1,882,600 85.7 313,400 14.3 2, 196,000 100.0

1937-38 '*2. 050, 000 85.4 350, 000 14.6 2,400,000 100.0

1938-39 "^l, 765, 000 84.0 "^335, 000 16.0 2, 100,000 100.0

1939-40 ^l, 729,000 82.8 ^358, 000 17.2 2,087,000 100.0

1940-41 911, 000 83.8 ^369,000 16. 2 2,280,000 100.0

1941-42 "^2,360,000 83. 1 ^480, 000 16.9 2,840,000 100.0

"^3, 180,000 84.

1

"^600, 000 15.9 3,780,000 100.0

Includes the value of commodities for which associations render essential services either In
marketing or purchasing and the value of commodities sold by associations virether on a commis-
sion or a brokerage basis, also some Intra-assoclatlon transactions.

Most statistics pertaining to fanners' marketing and purchasing cooperatives are now compiled
on the basis of the marketing season which includes the period during which the farm products
of a specified year ai-e moved into the channels of trade. Marketing seasons overlap.

'compiled from data appearing In U. S. Dept. A^r. Bui. 547 , 82 PP., lllus., 1917. .See pp. 14-

25; and U. S. Dept. Agr. Tech. Bui. 40. 98 PP., lllus., 1928. See pp. 70-75.

After making adjustments for the purchasing business of the marketing associations and the
marketing business of the purchasing associations, It is estimated that the total purchasing
business was about as follows: 1935-36 marketing season, $315,000,000; 1936-37, $313,400,000;
1937-38, $440,000,000; 1938-39. $416,000,000; 1939-40, $448,200,000; 1940-41, in excess of
$450,000,000; 1941-42, approximately $600,000,000; 1942-43, approximately $750,000,000.

^Estimates are based on data collected by the Farm Credit Administration in cooperation with
the bank^ for cooperatives and 33 State agricultural colleges for 1936-37.

SOURCE OF DATA: See table 1.

Eighty-four percent of the total volume, or $3,180,000,000, represents business
reported by marketing cooperatives and the remaining 16 percent, or $600,000,000, rep-

resents amounts reported by associations concerned with providing farmers with needed

sujjplies (table 3"). Since many of the marketing associations purchase supplies for

their members and some of the purchasing organizations also market farm products, the

reported figures were adjusted in order to present a more exact picture. After adjust-

ment, the total farm products marketed amount to $3,030,000,000 and the total purchases

equal $750,000,000. The revised percentages for the two types of associations are:

Marketing, 80.2 percent; and purchasing, 19.8 percent.

California shows the largest gain, $95,000,000, in marketing business. It is fol-

lowed by Illinois with an increase of $82,000,000; Minnesota, $68,000,000; Iowa,

$47,000,000; Texas, $46,000,000; and North Dakota, $40,000,000 (table 15).
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0>operatives in each of the following three States reported total sales amounting to

more than a quarter of a billion dollars: California, $364,000,000; Minnesota,

$294,000,000; and Illinois, $257,000,000. Total sales between ISO and 200 million were

reported by Iowa, Wisconsin, and New York (table 15).

Purchasing associations also made a good showing for the 1942-43 marketing season.

The business of the Ohio associations increased by $16,000,000. The Virginia associa-

tions show an increase of $15,000,000 and the Missouri cooperatives, $14,000,000. The

business of associations in Massachusetts, California, Pennsylvania, and Wisconsin

increased by 11 million, 8 million, 7 million, and 1 million, respectively.

SIGN IFI CANT TRENDS

At the beginning of the second decade of the present century farmer cooperative activ-

ity was largely concentrated in the productive grain, livestock, and dairy region

included in the 12 East and West North Central States (figure 1). The farmers in these

States with Ohio, Kansas, and North Dakota as corner posts were then owners of 71 per-

cent of the existing cooperatives and handled 61 percent of the cooperative business

( table 4). Thirty-eight percent of the cooperatives were converting milk into butter

and cheese and 31 percent were operating grain elevators and making carlot shipments

to terminal markets.

Table 4. - Farmers' marketing and purchasing associations: Percentage of estimated

business by geographic divisions for specified periods, '^ 1913 to 1942-43

6E0GRAPH 1 C D 1 V 1 S 1 ON 1913 1921 1925-26 1930-31 1935-36

Fercent
2. 1 1.9 3.5 3.8 3.9 3.6

4.9 7.5 6.4 10. 2 10.5 8.8

16.5 18. 1 23.3 21.8 25. 1 24.0

45. 1 42. 5 34.9 32.5 27. 2 27.8

5.7 4.0 6.3 5.0 4. 1 6. 1

3.0 .8 4.9 2.5 3.4 2.8

3. 1 5.5 5-4 5.5 5.8 6.8

2.9 2.8 2.9 4. 1 4.8 4.5

16.7 16.9 . 12.4 14. 6 15. 2 15. 6

100.0 100.0 100.0 100.0 100. 0 100.0

3,099 7.374 10,803 11,950 10,500 10,450

Most statistics pertaining to fanners' mark.etlng and purchasing cooperatives are now compiled
on the basis of the marketing season which Includes the period during which the farm products
of a specified year are moved Into the channels of trade. Marketing seasons overlap.

SOURCE OF DATA: See table 1.

More than 40 percent of the total farmer cooperative business for 1913 was reported by

local grain elevators and associations handling dry beans and rice. The fruit and

vegetable associations contributed 22 percent; the creameries and cheese factories, 19

percent; and the purchasing associations, less than 2 percent (table 5).
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Business of Farmers' Cooperatives, by Geographic Areas
PERCENT

0670e-l

Figure !• - The distribution of farmer cooperative business by geographic areas has

been practically static since 1935-36. The volume of business has increased from

$1,840,000,000 for that year to $3,780,000,000 for 1942-43, without marked changes in

the percentages of the total business transacted in the different parts of the country.

Twelve States: Ohio, Indiana, Illinois, Michigan, Wisconsin, Minnesota, Iowa, Missouri

,

North Dakota, South Dakota, Nebraska, and Kansas, constitute an area in which more

than 60 percent of the 26,000 associations of record have been located. The active

associations in these States are now handling one-half of the total cooperative

business.



Business of Farmers Cooperatives, by Commodity Groups
PERCENT
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Figure 2. - Farmers' grain elevators were numerous enough and sufficiently active in

1913 to account for 42 percent of the cooperative business. The grain associations,

along with those handling fruits, vegetables, and dairy products, furnished 84 percent

of the total cooperative marketing and purchasing business in that year. Since then

grain, fruits, and vegetables have decreased in relative importance and dairy products,

livestock, and cooperative purchasing have increased.
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Qjoperative business has been more evenly distributed among the various types of asso-

ciations during recent years. The larger groups in the order of their contribution to

the total business for the 1942-43 marketing season are: Dairy, 25.1 percent; grain,

dry beans, and rice, 18.5; supply purchasing associations, 15.9; livestock, 15.8;

fruits and vegetables, 11.9; and cotton and cotton products, 4.4 (table 5, figure 2).

Table 5. - Farmers' marketing and purchasing associations: Percentage of estimated

business by commodity groups, for speci fied periods,^ 1913 to 1942-43

COMMODITY GROUP 1913 1921 1925-26 1930-31 1935-36 19H 2-43

Percent
Cotton and cotton products 4.9 1.9 6. 2 5.4 6.0 4.4

19. 2 18. 1 22.3 25.8 28.3 25. 1

22.5 17.0 11.7 13.3 11.5 11.9

Gr ain, dry be an s

,

42. 1 38.4 31. 2 25.9 19.6 18.5

1.6 8.5 13. 3 12.5 13.6 15.8

Nuts 1.3 .7 .5 .7 2.0

1. 2 1.7 3.6 3.7 3.8

.8 . 2 3.8 .3 .6 .5

.8 .4 1.

1

.6 .9

Miscellaneous products.... 7.0 8.0 3. 1 2.6 1.6 1. 2

98. 1 95.4 94.4 91.0 86. 2 84. 1

1.9 4. 6 5. 6 9.0 13.8 15.9

Total marketing

100.0 100.0 100.0 100.0 100.0 100.0

Number of associations.... 3,099 7, 374 10,803 11,950 10,500 10,450

Most statistics pertaining to farmers' marketing and purchasing cooperatives are now complied
on the basis of the marketing season which Includes the period during v^i^lch the farm products
of a specified year are moved Into the channels of trade. Marketing seasons overlap.

SOURCE OF DATA: See table 1.

COTTON AND COTTON PRODUCTS

Cotton cooperatives are found in 15 States including the Carolines and Florida on the

Atlantic Coast and California on the Pacific Coast. Most of the existing association

are in 3 States: Texas, 326 associations; Oklahoma, 79; and Mississippi, 71. More
than 400 associations are operating cotton gins for separating lint and cotton seeds.

Twelve associations operate cottonseed oil mills.

Meni4>ership in cotton associations is slightly higher than for the two preceding mar-

keting seasons. The gains are the result of increases reported by associations operat-

ing on a regional or State basis.

Dollar business of $167,000,000 is the largest in the history of cooperative cotton

marketing. The best previous record is for 1925-26 when the total business amounted

to $150,000,000 (table 6).



8

Table 6. - Cotton and cotton products: Number of associations, estimated membership,

and estimated business, with percentages of totals for marketing cooperatives, for

specified periods,^ 1913 to 1942-43

PER 1 00 ASSOCIATIONS LISTED^ EST 1 MATED MEMBERS^ ESTIMATED business"*

number Percent^ Percent^ $1. 000 Percent

'

1913 79 2. 6 15,098 5.0

1921 0 >4 T47 . 1 23, 498 2.0

1925-26 121 1. o 300, 000 12. 2 150,000 6.6

1927-28 125 1. 2 140,000 5.4 97,000 4.5

1929 - 30 199 1.

9

150,000 5.7 110.000 4.8

1930-31 261 Z. 5 190,000 7.3 130.000 6.0

1931-32 zo/ Z. O 240,000 9.0 69.000 4.0

1932-33 Zl 4 Z. 200.000 8. 1 42,000 3.5

1933-34 250 5.8 200.000 8. 1 100,000 8.2

305 3.5 255,000 10.2 100.000 7.4

1935-36 311 3.7 300,000 11. 1 110,000 6.9

400 4.9 341, 800 14. 2 138,500 7.4

1937 - 38 415 5.0 350,000 14.0 110.000 5.4

1938-39 476 5.9 315,000 13.1 73.000 4. 1

1939-40 536 6.7 270.000 11.7 78,000 4.5

535 6.7 225,000 9.3 85.000 4.4

1941-42 556 7. 1 215,000 8.9 138,000 5.8

539 7.0 235 , 000 9. 1 167,000 5.2

^ost statistics pertaining to farmers' marketing and purchasing cooperatives are now compiled
on the basis of the marketing season which Includes the period during which the farm products
of a specified year are moved Into the channels of trade. Marketing seasons overlap.

Includes Independent local associations, federations, large-scale centralized associations,
sales agencies, Independent service-rendering associations, and subsidiaries whose businesses
are distinct from those of the parent organizations.

^The membership estimates for the years since about 1935 Include members, contract members, and
shareholders, tut do not Include patrons not In these categories.

"^Includes the value of commodities for which associations render essential services either In
marketing or purchasing and the value of commodities sold by associations whether on a commis-
sion or a brokerage basis, also some Intra-assoclatlon business.

^Percentages Indicate the relative Importance of the group as a part of all marketing associa-
tions for the various years.

^Associations reporting dollar business.

^Estimates are based on data collected by the Farm Credit Administration In cooperation with
the banks for cooperatives and 33 State agricultural colleges for 1936.

SOURCE OF DATA: See table 1.

DAI RY PRODUCTS

Dairy cooperatives gained during 1942-43 in membership by 45,000, and in volume of

business by $135,000,000 (tdDle 7). On the basis of business transacted, dairy coop-

eratives have constituted the leading farmer cooperative group since 1931-32, having

in that year passed the grain group.

Nearly three- four ths of the associations are in Wisconsin, Minnesota, and Iowa.

Slightly more than one-half of the total membership is in five States: Minnesota,

Iowa, Wisconsin, New York, and Nebraska. More than $50,000,000 of business was

reported for each of six States: Minnesota, $136,000,000; New York, $128,500,000;

Iowa, $63,850,000; California, $60,000,000; Illinois, $52,300,000; and Michigan,

$51,400,000 (table 15).
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Table 7. - Dairy products: Number of associations, estimated membership, and estimated

business, with percentages of totals for marketing cooperatives, for specified

periods,^ 1913 to 1942-43

PER 1 OD ASSOC 1 AT 1 ON S L 1 STEO^ E ST 1 MATEO MEMBERS^ E ST 1 MATED business"*

Hvmber Percent'> rfZaflutiT Percent^ iljOUU
1913 1, 187 oy

.

7
1 59,701 19.6

1921 ^1, 579 z*t

.

A
•T 227,982 19.0

1925 - 26 Ji, Vi 1 Q 460,000 18 8 535,000 23.6

1927-28 24. 3 600 , 000 23. 1 620 , 000 28.6

1929-30 0 ACQz, too 23. 3 650,000 24. 7 680,000 29.4

1930-31 0 1J7 1 23. 1 725,000 27. 8 620,000 28.4

1931-32 X, 07 z 23. 3 740.000 27. 7 520.000 29.8

1932-33 Z, A,^^ 24. 5 724.000 29 5 390,000 32.5

1933-34 2, 286 25. 3 757,000 30. 7 380,000 31.3

1934 - 35 2, 300 26. 2 750.000 30. 1 440,000 32.8

1935 - 36 2. 270 27. 1 720.000 26. 6 520,000 32.8

2, 337 28. 7 656, 900 27 2 577, 100 30.7

1937-38 2,421 29. 2 700.000 28. 0 686.000 33.5

1938-39 2,373 29. 3 650.000 27. 0 610,000 34.6

1939-40 2.395 29. 7 620.000 27 0 560,000 32.4

2,374 29. 9 650,000 26.9 693,000 36. 3

1941-42 2,366 30. 2 665,000 27. 4 815,000 34.5

1942-43 2,369 30. 7 710,000 27. 5 950.000 29.9

^ost statistics pertaining to fanners' marketing and purchasing cooperatives are now complied
on the basis of the marketing season which Includes the period during which the farm products
of a specified year are moved Into tlie channels of trade. Marketing seasons overlap.

Includes Independent local associations, federations, large-scale centralized associations,
sales agencies, Indepaident service-rendering associations, and subsidiaries whose businesses
are distinct from those of the parent organizations.

^The membership estimates for the years since about 1935 Include members, contract members, and
shareholders, but do not Include patrons not In these categories.

"^Includes the value of commodities for which associations render essential services either In
marketing or purchasing and the value of commodities sold by associations whether on a commis-
sion or a brokerage basis, also some Intra-assoclatlon business.

^Percentages Indicate the relative Importance of the group as a part of all marketing associa-
tions for the various years.

^Associations reporting dollar business.

^Estimates are based on data collected by the Farm Credit Administration in cooperation with
the banks for cooperatives and 33 State agricultural colleges for 1936.

SOURCE OF DATA: See table 1.

FRUITS, VEGETABLES, AND NUTS

Fruit, vegetable, and nut marketing cooperatives were most numerous in 1930-31 when
there were 1.457. Since that year the number has declined to the 990 included in the

1942-43 survey (table 8).

More than one-third, 353, of the organizations are in California. Other States report-

ing more than 40 active associations are: Florida, 64; Washington, 56; and Michigan.

45. A large part of the total membership is in the California associations which
reported 47.000 members. The Utah associations reported 18,200 members; Michigan,

14,200; and Colorado. 10,800 (table 15).
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The dollar business for the five leading States was: California, $235,900,000;

Florida, $55,000,000; Washington, $34,080,000; Texas, $33,200,000; and Georgia,

$26, 200.000 (table 15).

Table 8. - Fruits, vegetables, and nuts: Number of associations, estimated member-

ship, and estimated business, with percentages of totals for marketing cooperatives,

for specified per iods, ^ 1913 to 1942-43

PER 1 00 ASSOCI AT 1 ONS LI STED^ E ST 1 MATEO M£MBERS3 ESTIMATED BUSINESS'*

Vumher Percent SI , 000 Percent'^
19 13 1 c t.id. o oy , y ^ 1 Zo. u

1921 6 7Q 1 1 o o 1Q 1
. 1

1925-26 1 071, Z/ 0 1 7lo. o 200,000 8. 2 jyo, uuu io. 1

1927 - 28 1, juy 230,000 8.8 6 i*t , oUU

19 29-30 1,428 13.5 232,000 8.8 334,600 14.5

1930 - 31 1,457 14. 1 199.000 7.6 332,000 15. 2

1931-32 1,417 13. 8 198.000 7.4 291,600 16.7

1932-33 1. 333 14.3 187,500 7.6 208, 500 17.4

1. 251 13.8 200. 000 8. 1 193,500 16.0

1934-35 1, 135 12.9 172.800 6.9 211,300 15.7

1935-36 1. 115 13.3 182, 000 6.7 225. 100 14. 2

1936-37^ 1, 151 14. 1 155,000 6.4 294,800 15.7

1937-38 1, 216 14.7 179,800 7. 2 315,800 15.4

1938-39 1. 162 14. 3 183.000 7.6 287,000 16. 3

1939-40 1, 139 14. 1 166,000 7.2 289,000 16.7

1940-41 1,096 13.8 199 . 000 8. 2 305,000 16.0

1941-42 991 12.7 197,000 8. 1 364,300 15.4

1942-43 990 12.8 213,000 8.3 525,000 16.5

"Most statistics pertaining to farmers' markietlng and purchasing cooperatives are now compiled
on the basis of the marketing season which Includes the period during viilch the farm products
of a specified year are moved Into the channels of trade. Marketing seasons overlap.

^Includes independent local associations, federations, large-scale centralized associations,
sales agencies, Independent service-rendering associations, and subsidiaries v*ose businesses
are distinct from those of the parent organizations.

^The membership estimates for the yeeirs since about 1935 Include members, contract members, and
shareholders, but do not Include patrons not In these categories.

"^Includes the value of commodities for vdilch associations render essential services either In

marketing or purchasing and the value of commodities sold by associations whether on a commis-
sion or a brokerage basis, also some Intra-assocl atlon business.

^Percentages Indicate the relative Importance of the group as a part of all marketing associa-
tions for the various years.

^Associations reporting dollar business.

^Estimates are based on data collected by the Farm Credit Administration In cooperation with
the banks for cooperatives and 33 State agricultural colleges for 1936.

SOURCE OF DATA: See table 1.

GRAIN, DRY BEANS, AND RICE

In the twenties there were more than 3,000 local cooperatives operating country eleva-

tors for receiving grain and forwarding it to terminal markets for sale on commission,

usually by private firms (table 9). Now fewer but larger local associations and

regional organizations sell in the central markets. Most of the latter serve farmers

and local cooperatives in more than one State. Five States, Illinois, Minnesota, Iowa,
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North Dakota, and Kansas, claim 57 percent of the active grain associations, 56.5 per-

cent of the total membership, and 53 percent of the cooperative grain business in the

United States (table 15).

Table 9. - Grain, dry beans, and rice: Number of associations, estimated membership,

and estimated business, with percentages of totals for marketing cooperatives, for

specified periods, 1913 to 1942-43

PER 1 00 ASSOC 1 AT 1 ON S LISTED^ EST IMATED members'' EST 1 MATEO B U S 1 N ESS**

Nvmber
, h

Percent f/imber Percent^ $1 , 000 Percent^
960 32. 1 130,555 42.9

1921 (>2, 458 38. 0 482,461 40.3

1925-26 3, 338 34. 8 520,000 21. 2 750.000 33, 1

1927 - 28 3, 455 33. 9 900,000 34.6 680,000 31. 3

1929 - 30 3.448 32.7 810,000 30.8 690,000 29.9

1930 - 31 3, 448 33. 3 775,000 29.7 621,000 28.4

1931-32 3,500 34. 1 705,000 26.4 450.000 25.8

3, 131 33.5 oUO , 000 OA. A oon AnnzoU. UUU

1933-34 3. 178 35. 1 600,000 24.4 285.000 23.5

1934-35 3, 125 35.5 580,000 23.3 315,000 23.5

1935-36 3,010 35.9 610, 000 22.5 360,000 22.7

1936- 37 7 2, 614 32. 1 362,900 15.0 397 , 900 21. 1

1937-38 2,619 31. 6 360,000 14.4 475,000 23.2

1938-39 2.540 31.4 367,000 15.2 383.000 21.7

1939-40 2, 462 30.6 365,000 15.9 390,000 22.6

1940-41 2,422 30.5 363, 000 15.0 387.000 20.3

1941-42 2.389 30.5 380,000 15.6 524,000 22. 2

1942-43 2. 358 30.6 400.000 15.5 700,000 22.0

Most staclstlcs pertaining to farmers' marketing and purchasing cooperatives are now complied
on the basis of the marketing season which Includes the period during which the farm products
of a specified year are moved Into the channels of trade. Marketing seasons overlap.

^Includes Independent local associations, federations, large-scale centralized associations,
sales agencies. Independent service-rendering associations, and subsidiaries v^^lOse businesses
are distinct from those of the parent organizations.

^The membership estimates for the years since about 1935 Include members, contract members, and
shareholders, but do not Include patrons not In these categories.
11

Includes the value of commodities for vAilch associations render essential services either In
marketing or purchasing and the value of comiriodltles sold by associations whether on a commis-
sion or a brokerage basis, also some Intra-association business.

^Percentages indicate the relative Importance of the group as a part of all marketing associa-
tions for the various years.

^Associations reporting dollar business.

^Estimates are based on data collected by the Farm Credit Administration in cooperation with
the banks for cooperatives and 33 State agricultural colleges for 1936.

SOURCE OF DATA: See table 1.

LI VESTOCK

Cooperative livestock marketing is largely a development of the current century. The

number of active associations increased from 10 in 1900 to 2,153 in 1929-30 and then

decreased to 700 in 1942-43. The early associations forwarded animals to the central

markets to be sold by private commission houses. Now nearly 50 cooperative sales

agencies at forty-odd of the larger livestock markets sell for individual farmers as

well as for local associations.
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Before 1920 most animals went to market by rail; now many are moved by trucks direct

from farms to cooperatively operated unloading platforms located near packing houses.

Associations in Illinois, Minnesota, Ohio, Iowa, and Indiana handled 60.4 percent of

the total cooperative livestock business during the marketing season ending in 1943

(table 15).

Table 10. - Livestock: Number of associations, estimated membership, and estimated
business, with percentages of totals for marketing cooperatives, for specified
periods, 1 1913 to 1942-43

pro
1 r\r\ ASSOCIATIONS LISTED^ t 0 1 1 M A 1 t U MtMDtKj^ t 0 1 I M A I t U SUolNtSS

liimher Percent'^ $1,000 Percent
1913 44 1.5 4.824 1. 6

1921 6992 15. 3 106,845 8.9

1925 - 26 1,770 18.5 400,000 16.3 320,000 14. 1

19 27 - 28 2,012 19.7 450,000 17.3 320,000 14.7

1929- 30 2, 153 20.4 465,000 17.7 320,000 13.8

1 Q _ ^1 2,014 19.4 ACiS\ C\C\f\ oUU , UUU 10. /

1931-32 1.885 18.4 450,000 16.9 260,000 14.9

1932-33 1,575 16.8 440,000 17.9 182.000 15. 2

1933-34 1,371 15.1 410.000 16.6 162.000 13.4

1. 197 13.6 410.000 16.5 175,000 13.0

1935-36 1,040 12.4 600, 000 22.

1

250,000 15.8

1936-37^ 1.012 12.4 549,000 22.7 320,600 17.0

1937-38 926 11. 2 600, 000 24.0 312,000 IS.

2

1938-39 862 10.6 600,000 24.9 280.000 15.9

1939-40 844 10.5 580,000 25. 2 282.000 16.3

1940-41 800 10. 1 600,000 24.8 292,000 15.3

1941-42 781 10.0 570.000 23.5 337 . 000 14.3

1942-43 700 9.1 600 , 000 23.2 595.000 18.7

^ost statistics pertaining to farmers' marketing and purchasing cooperatives are now compiled
on the basis of the marketing season which Includes the period during which the farm products
of a specified year are moved Into the channels of trade. Marketing seasons overlap.

^Includes Independent local associations, federations, large-scale centralized associations,
sales agencies. Independent service-rendering associations, and subsidiaries whose businesses
are distinct from those of the parent organizations.

^The raanbershlp estimates for the years since about 1935 Include members, contract members, and
shareholders, but do not Include patrons not In these categories.

'^Includes the value of commodities for which associations render essential services either Jn
marketing or purchasing and the value of commodities sold by associations whether on a commis-
sion or a brokerage basis, also some intra-assoclatlon business.

^Percentages Indicate the relative Importance of the group as a part of all marketing assocla-
tlcjis for the various years.

^Associations reporting dollar business.

^Estimates are based on data collected by the Farm Credit Administration In cooperation with
the banks for cooperatives and 33 State agricultural colleges for 1936.

SOURCE OF DATA: See table 1.

POULTRY AND EGGS

During 1942-43, poultry and egg marketing associations, nunbering 166, were located in

37 States, had 111,000 members, and transacted business amounting to $145,000,000

(table 11). Leading States were: New York, 16 associations; Missouri, 13; California,

12; Montana. 12; and Colorado, 10.
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Nearly a third, 33,600, of the total membership was reported by six associations in

the State of Washington. California associations had 9,500 members; and New Jersey

associations, 7,200. The associations in California reported business of $35,000,000;

those in Washington, $26,600,000; and those in Utah, $16,400,000. Several of the

poultry and egg cooperatives buy large quantities of supplies for their meii4)ers.

Table 11. - Poultry and eggs: Number of associations, estimated membership, and esti-

mated business, with percentages of totals for marketing cooperatives, for specified

periods,^ 1921 to 1942-43

PER 1 00 ASSOC 1 AT IONS L 1 STED ^
E ST 1 MATED MEMBERS3 ESTIMATED E US INESS^

HiMber Pe'cent^ PeTcent'^ SI. 000J. f WW w

1921 A
. *T 15,011 1.3

1925-26 71 .7 50,000 2.0 40, 000 1.8

90 .9 50,000 1.9 40,000 1.8

1929-30 157 1.5 67,000 2.5 79,400 3.4

160 1.5 82, 000 3. 1 86, 000 3. 9

1931-32 172 1.7 88,000 3.3 72,000 4. 1

1932-33 154 1.7 78,000 3. 2 53,000 4.4

1933-34 147 1.6 73,000 3.0 48,000 4.0

1934-35 164 1.9 85. 000 3.4 53,000 3.9

1935-36 154 1.8 93.000 3.4 69,000 4. 3

1936-37^ 180 2. 2 112,500 4.7 72,000 3.8

194 2.3 106.000 4.2 91,000 4.4

1938-39 180 2.2 100,000 4. 1 78,000 4.4

1939-40 181 2. 2 104,000 4.5 76,000 4.4

1940-41 179 2. 3 105,000 4.3 82.000 4.3

1941-42 178 2.3 115,000 4.7 105.000 4.5

1942-43 166 2.2 111,000 4.3 145,000 4. 6

^lost statistics pertaining to farmers' marketing and purchasing cooperatives are now complied
on the basis of the marketing season v^ilch Includes the period during which the farm products
of a specified year are moved Into the channels of trade. Marketing seasons overlap.

^Includes Independent local associations, federations, large-scale centralized associations,
sales agaicles, Independent service-rendering associations, and subsidiaries whose businesses
zire distinct from those of the parent organizations.

^The memberstilp estimates for the years since about 1935 Include members, contract members, and
shareholders, but do not Include patrons not In these categories.

"^Includes the value of commodities for which associations render essential services either In
marketing or purchasing and the value of commodities sold by associations viiether on a commis-
sion or a brokerage basis, also some Intra-assocl atlon business.

^Percentages indicate the relative Importance of the group as a part of all marketing assocla-
tlcns for the various years.

^Associations reporting dollar business.

^Estimates are based on data collected by the Farm Credit Administration In cooperation with
the banks for cooperatives and 33 State agricultural colleges for 1936.

SOURCE OF DATA: See table 1.

WOOL AND MOHAIR

Much of the cooperative wool and mohair business is handled through more than a score

of regional organizations and one federation, /bout 100 of the 134 associations active

during 1942-43 are locals. Thirty-one of these are in Pennsylvania, 13 in Virginia,

and 12 in Idaho.
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The estimated membership in all the wool associations is 85,000. Associations in

Missouri, the Dakotas, and Pennsylvania have the greatest number of members. Associa-

tions in three States reported business of more than $3,000,000: South Dakota,

$7,500,000; Missouri, $4,000,000; and Massachusetts, $3,500,000. Where regionals

handled business for local associations, the originating organizations were given

credit for their share of the returns.

Table 12. - Wool and mohair: Number of associations, estimated membership, and esti-

mated business, with percentages of totals for marketing cooperatives, for specified

periods,^ 1921 to 1942-43

PER 1 00 ASSOC 1 AT 1 ONS LI STEO^ E ST 1 MATEO MEMB ER S^ ESTIMATED QUSINESS**

1921
tftmber

670

91

Percent"^
1. 1

Number Percent^ $1,000
9,786

10,000

Percent^
.8

.41925 - 26 1.0 50,000 2.0

1927 - 28 99 1.0 25,000 1.0 7,000 .3
1Q0Q. "V* 131 1. 2 H-U , UUU 1. J 10,800 .5

1930 - 31 136 1.3 64,000 2.5 26,000 1.2

1931-32 134 1.3 62,000 2.3 21,000 1. 2

1932-33 115 1.2 62,000 2.5 9,000 .8

1933-34 120 1.3 63,800 2. 6 13,700 1. 1

1934-35 119 1.3 71,000 2.9 15, 700 1. 2

1935-36 114 1.4 51,400 1.9 11,000 .7

1936-37^ 139 1.7 79, 200 3.3 11,500 .6

1937-38 130 1.6 50,000 2.0 11, 300 .6

1938-39 135 1.7 60,000 2.5 13, 000 .7

1939-40 134 1.7 62,000 2.7 11,000 .6

1940-41 136 1.7 74,000 3.

1

17,000 .9

1941-42 128 1.6 76,000 3. 1 23, 300 1.0

1942-43 134 1.7 85,000 3.3 34.000 1. 1

^ost statistics pertaining to ranners' raarketlng and purchasing cooperatives are now complied
on the basis of the marketing season which Includes the period during vaftiich the farm products
of a specified year are moved Into the channels of trade. Marketing seasons overlap.

Includes Independent local associations, federations, large-scale centralized associations,
sales agencies, Independent service-rendering associations, and subsidiaries vrtiose businesses
are distinct from those of tne parent organizations.

^Ttie membership estimates for the years since about 1935 include members, contract members, and
shareholders, but do not Include patrons not In these categories

'^Includes the value of commodities for vAilch associations render essential services either In
marketing or purchasing and the value of commodities sold by associations whether on a commis-
sion or a brokerage basis, also some Intra-assoclatlon business.

^Percentages indicate the relative Importance of the group as a part of all marketing associa-
tions for the various- years.

^Associations reporting dollar business.

^Estimates are based on data collected by the Farm Credit Administration in cooperation with
the banks for cooperatives and 33 State agricultural colleges for 1936-

SOURCE OF DATA: See table 1.

MARKETING SUMMARY 19^2-43

There are several hundred associations in addition to those included in the preceding

tabulations by commodities. They are engaged in marketing forage crops, seeds, and

forest products; processing flax fiber, honey, and maple products; converting sugar
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cane into sugar and tung nuts into oil; operating farmers' markets and auctions;

transporting farm products to markets and supplies to farms; andoperating cold storage

locker plants and warehouses.

Table 13 shows the relative importance of each of the larger marketing groups measured

by their number, membership, and amount of dollar business.

Table 13. - Farmers' marketing associations: Number, estimated membership, and

estimated business, with percentages, by specified groups, 1942-43 marketing season^

GROUP ASSOCIATIONS LISTED^ EST 1 MATEO MEMBERS^ EST 1 MATED business'*

Himber Percent fltmber Percent $1 , 000 Percent
2.369 30.7 710,000 27.5 950.000 29.9

Grain, dry beans, and rice... 2, 358 30.6 400,000 15.5 700,000 22.0

700 9. 1 600,000 23.3 595, 000 18.7

Fruits, vegetables,

990 12.8 213.000 8.2 525,000 16.5

Oatton and cotton products... 539 7.0 235,000 9. 1 167,000 5. 2

166 2. 2 111,000 4.3 145,000 4.6

134 1.7 85,000 3.3 34,000 1. 1

452 5.9 226,000 8.8 64,000 2.0

7,708 100.0 2,580.000 100.0 3, 180,000 100.0

^ost statistics pertaining to farmers' marketing and purchasing cooperatives are now complied
on the basis of the marketing season vtfilch Includes the period during which the farm products
of a specified year are moved Into the channels of trade. Marketing seasons overlap.

Includes Independent local associations, federations, larfee-scale centralized associations,
sales agencies. Independent service-rendering associations, and subsidiaries whose businesses
are distinct from those of the parent organizations.

^The membership estimates include members, contract members, and shareholders, but do not
include patrons not In these categories.

'*Includes the value of commodities for which associations render essential services either In
marketing or purchasing, the value of commodities sold by associations vftiether on a commission
or a brokerage basis, and some Intra-assocl atlon business.

^Includes associations handling commodities not specified above, those handling several types
of commodities, and those fumlshing special marketing or other services.

FARMERS' PURCHASING ASSOCIATIONS

Since 1900 fanners' purchasing cooperatives have been increasing in number (table 14).

The 2,742 associations now active comprise the largest group of associations. Every

State except Rhode Island has at least one purchasing association. There are 257

farmers' purchasing associations in Minnesota. 234 in Wisconsin, and 223 in New York.

Seven States have between one and two hundred associations each.

The total membership in purchasing associations, 1,270,000, is larger than that of any

other group. Associations in Illinois reported 120,000 members; New York. 92,000; and

Minnesota, 88,000.

Dollar business reported by associations in New York, Missouri, Minnesota, Ohio, and

Wisconsin amounted to $246,000,000, 41 percent of the total reported by all purchasing
associations.
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Table 14. - Farmers' purchasing associations: Number, estimated membership, and

estimated business, with percentages of totals for marketing and purchasing associa-

tions, for specified periods,^ 1913 to 1942-43

PER 1 00 ASSOCI AT 1 ON S LI STED^ E ST 1 M ATED MEMBERS'' ESTIMATED BUSINESS'*

flimher Percent^ NicmbeT Percent^ SI, 000 Percent^
1913 111 1 Q

1921 6398 12. 2

0 , 7 xo

^7 7 91

1925-26 1, 217 11. 3 247,000 9. 1

o / , / X X

X«Jh7 ( \J \J\J <t ft

1927 - 28 1, 205 10. 6 398,000 13.3 128 000 5. 6

1929-30 1,454 12. 1 470,000 15. 2 190 000 7 fi

1930-31 1, 588 13. 3 392.000 13. 1 21s 000 9.0

1931-32 1, 645 13. 8 533,000 16.7 181 000 9 .

4

1932-33 1, 648 15.0 542,700 18. 1 140 'iOO

1933-34 1.848 17.0 692, 000 21.9 152,000 11.

1

1934-35 1,906 17.8 790,000 24. 1 187,000 12. 2

1935-36 2, 112 20. 1 950,000 26.0 S 254.000 13.8

2,601 24. 2 856,000 26. 2 313, 400 14. 3

1937 - 38 2, 600 23.9 900,000 26.5 ^350,000 14. 6

1938-39 2.600 24.3 890,000 27.0 3 335, 000 16.0

1939-40 2. 649 24.7 900.000 28. 1 ^358,000 17. 2

1940-41 2,657 25. 1 980,000 28.8 ^369,000 16. 2

1941-42 2,726 25.8 1. 170,000 32.5 ^480.000 16.9

1942-43 2, 742 26. 2 1. 270,000 33.0 ^600.000 15.9

"•Most statistics pertaining to fanners' marketing and purchasing cooperatives are now complied
on the basis of the marketing season which Includes the period during vftilch the farm products
of a specified year are moved Into the channels of trade. Marketing seasons overlap.

^Includes Independent local associations, federations, large-scale centralized associations,
sales agencies. Independent service-rendering associations, and subsidiaries viiose businesses
are distinct from those of the parent organizations.

^The membership estimates for the years since about 1935 Include members, contract members, and
shareholders, but do not Include patrons not In these categories.

'^Includes the value of commodities for vAilch associations render essential services either In
marketing or purchasing and the value of commodities sold by associations vdiether on a commis-
sion or a brokerage basis, also some Intra- as so elation business.

^Percentages Indicate the relative Importance of the group as a part of all marketing and pur-
chasing associations for the various years.

^Associations reporting dollar business.

^Estimates are based on data collected by the Farm Credit Administration In cooperation with
the banks for cooperatives and 33 State agricultural colleges for 1936.

^After making adjustments for the purchasing business by the marketing associations and market-
ing business by the purchasing associations, the totals for purchasing business are: 1935-36
marketing season, $315,000,000; 1937-38, $440,000,000; 1938-39, $416,000,000; 1939-40, $448, 200,-
000; 1940-41, In excess of $450,000,000; 1941-42, approximately $600,000,000; 1942-43, approxi-
mately $750,000,000, 19.8 percent of total farmer cooperative business.

SOURCE OF DATA: See table 1.
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TABLE 15. - FARMERS' MARKETING AND PURCHASING ASSOCIATIONS: NUMBER. ESTIMATED MEMBERSHIP, 2 ' AND
ESTIMATED BUSINESS.' * BY SPECIFIED GROUPS. GEOGRAPHIC DIVISIONS, AND STATES, 1942-43 MARKETING
SEASON"

COTTON UID COTTON PRODUCTS DAIRY PRODUCTS FRUITS AND VEGETABLES

r.EOGRAPHlC DIVISION
AND STATE

SOC 1 AT 1 ON

!

tSTIM«T£I) E SI 1 "ATEO USSOCI ATIOHS ESTimTEO E ST lUATED ASSOCI ATIOIIS E ST 1 MATEO ESTIMATED
I 1 SIED HEUBCRS BUSINESS LISTED HEUSERS BU S 1 HE SS L I STEO MEMBERS BUSINESS

Uumber Si . 000 Sumber ^hmber
,
ooo Kumbe

r

Sl,OCO

UNITED STATES 539 235.000 167,000 2.369 710,000 950,000 944 160,000 450, 000

i

55

'-^
r

24,800
1

52,000 17 1,960 15,000
h

6 i 1,700 I 500 9 680 4,500

5
i

750 1,800 2 50 400

Vc riTion t 1 28 6.300 13, 250

10 ' 12,700 27,550 5 1, 100 10. 000

1 1, 100 2, 000

,

I

5 2, 250 6 , 900 innlUU

Middle Atlantic 133 75, 100 166,500 48 9,400 16, 100

New York 91 50,800 128, 500 28 4,400 9,500
5 2,700 350 7 2,000 3, 600

37 21, 600 37, 650 13 3,000 3,000

East North Central 892 T7 c nn r»z/ D , yuu Q 1 19 , 500 , UjU

Ohio 37 25, 600 27 , 700 16 2, 100 6, 000

31 25,400 17.800 8 900 450

76 38.200 52.300 10 800 1, 100

63 44.900 51.400 45 14, 200 13,500

685 70,000 126.700 12 1,500 3,000

1 800 10 1 , 068 ic\c\ Ann 64 1 1 890 8 350

628 111.000 136.000 22 3, 100 2. 550

274 72,000 63,850 7 900 600

1 800 10 15 27 , 000 22. 250 18 4,300 800

37 10,600 6.840 7 330 3S0

South Dakota 50 17, 700 8, 900 1 400 650
46 57.000 16,000 7 2,800 3,200
18 14,300 10,800 2 60 200

12 ol, 550 27 , 600 6. 300 10» 30U f\A n ^oot , uou———

—

1 40 50

3 2,450 9,000 5 1, 700 1. 200

1 1,400 12,700
13 1.560 6,600 19 2, 200 2.900
2 50 500 3 40 400

2 10,400 12, 400 6 220 1,000 10 1,500 800

1 2, 600 2,000 8 1, 100 2, 200

8 48,500 13, 200 6 580 3,000 12 3.400 1, 500

1 ( C 1

•3

O 64 3 600 55. 000

East South Central 81 37, 200 55.63C 17 6, 210 10, 250 40 8, ISO 2,600

3 2,000 4, 180 11 4,500 1,000
4 ' 20 , 100 6,000 9 2,700 4,980 14 1,700 550

6 8,400 230 1 10 120 13 1,550 900

71 8, 700 49,400 4 1,500 970 2 400 150

130 100 79 420 24 16, 600 16, 780 65 7, 070 14, 700

9 400 3 520 20 2, 100 1, 300

9 1,000 400 3 2,000 5, 180 17 2,500 3^300
79 41,700 24,700 15 9,200 5,600 4 270 100

326 87,000 50,800 6 5,400 6,000 24 2,200 10,000

10 2, 130
;

1 , 600 47 29 , 590 21, 7 30 OCrtoV

,

odV ^o 1 cn

10 2, 150 1,600 5 1,400 3.000
12 20,500 15,500 15 8,000 6,500
7 1, 200 920 4 800 1,900

7 2,500 1,430 30 10,800 20,000

9 2.000 1.550 1 140 150

1 130 50 2 700 980 6 510 2.600
Utat, 9 2,540 1.300 21 18,200 5,000

12
i

3,220 2,740 99 37.700 107 , 500 415 48 , 600 266,000

25 13,700 26,800 55 7, 600 34,000
40 14,000 20, 700 34 6,000 18,000

12 3, 220 2,740 34 10,000 60,000 326 35,000 214.000

Includes Independent local associations, federations, large-scale centralized associations, sales agencies. Independent service-rendering asso-

ciations, and subsidiaries whose businesses are distinct from those of the parent organization.

^Includes members, contract members, and shareholders, but does not Include patrons not In these categories.

'Estimated membership and estimated business for each association Is credited to the State In which the association has Its headquarters.

^Includes the value of commodities for which associations render essential services either In marketing or purchasing and the value of commodi-

ties sold by associations either on a commission or a brokerage basis.

marketing season Includes the period during which the farm products of a specified year are moved Into the channels of trade. Marketing

seasons overlap.

*Less than $10,000.

^The larger part of this membership Is Ir. Arkansas, with the remainder In Tennessee and Missouri.
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TABLE 15 (Continued)

miscellaneous'
'

PURCHASlNr, TOTAL
GEOGRAPHIC DIVISION

AND STATE ASSOCIATIONS EST (MATED H J LI 1 1 U 1* ^ ESTIMATED
bVs I

«

e s

y 5 so c 1 * T 1 0 1 s ESTIMATED ESTIUATEO
L 1 STED eus 1 HE s5 L 1 STEO MEMeE R S L I 5TED MEMBERS BUS 1 IE SS

fum ber SI, 000 Jftotter number SI, 000 Hiokber JPu«ber SI, 000
UNITED Sr/OTS 44

1

101 700 46 300 2 742 uUU , uuu 10 450 "X 7Qn nnn

12 1. 210 470 63 103, 800 55.200 163 142,390 135,490

Maine 2 60 1 13) 20 5, 200 3. 300 38 8, 290 8.310

2 160 260 2 2,000 7.800 12 5, 160 11. 260

1 200 50 4 1, 100 600 33 7 600 13 900

3 500 60 16 94,000 41.000 41 112.400 85 810

Rhode Island 150 20 3 1 420 2 190

3 140 80 21 1 500 2 500 36 7 . 520 14 020

23 4, 360 2,000 337 136, 000 109 . 500 612 265,930 333.560

New York 17 3, 400 1 , 200 223 9 2, OOU oO, OUU 379 166, 040 235 . 270

3 800 500 27 14 , 000 10 500 52 26 800 22 120

3 160 300 87 30 000 19 000 181 73 090 76 170

94 31,700 6,950 661 323, 000 152,000 2.522 1.010.030 907,510

Oh 10 7.000 700 109 35.000 38,000 309 168,800 179.740

4 700 250 95 68,000 37,000 204 146,400 129,320

34 16,500 800 149 120.000 26,000 628 336,040 282,740

20 4,000 2, 200 74 25,000 15,000 276 123,990 112,770

26 3,500 3,000 234 75.000 36,000 1. 105 234,800 202 . 940

156 24,800 15,500 994 347,500 139,900 4. 211 1, 199,540 1.051. 350

55 7,600 2,400 257 88,000 42,000 1,399 358,600 336,500

Iowa 10 1,500 4,000 128 86.000 14,000 760 244 , 370 210,620

Missouri 56 9,600 7, 200 150 64,000 50,000 328 183,800 147 , 260

North Dakota 18 2, 800 700 121 25.000 8,000 590 99,330 103,430

South Dakota 3 900 500 68 18,500 5,400 298 77.530 59 . 670

8 1,300 200 167 50,000 13,800 458 157,800 95, 250

Kansas 6 1, 100 500 103 16,000 6,700 378 78, 110 98,620

40 12,020 3, 140 191 157,800 57, 180 482 311,560 230,750

7 2, 200 900 9 2,310 1, 200

5 700 200 38 13,000 6, 000 56 22, 200 19, 220

1 1,400 12,700

5 600 80 63 113,000 38,000 125 135,060 54,510

3 150 50 22 9,000 1.700 53 17,730 7,750

10 7 , 900 2, 000 46 19. 000 8 , 600 84 4 2, 520 2S , 480

3 260 10 100 40 23 9.560 5,850

11 2 200 200 7 1 200 160 SI 75. 680 44. 160

3 210 600 7 300 1, 780 80 5 . 100 59.880

22 7, 300 1, 200 80 57. 000 11,500 273 255,490 105, 530

2 100 30 9 5.000 340 38 98, 910 23,410

4 400 90 IS 12,000 920 58 83,900 17,470

g 4 000 800 38 20, 000 4, 640 72 39,040 8, 100

g 2 800 280 18 20. 000 5, 600 105 33, 640 56,550

32 12, 800 5,880 97 27 . 330 10 . 500 787 246. 270 257,030

6 2, 200 600 8 900 700 50 6,460 12,610

13 8,900 4,600 4 230 600 53 16,510 24 , 260

7 1, 100 500 22 12,000 2,000 203 86,360 78,320

6 600 180 63 14, 200 7,200 481 136.940 141,840

28 4,410 3.960 176 61.570 14.520 553 192.600 170,800

12 1, 100 800 90 11.500 4.500 199 28.650 32.470

3 590 600 32 16,000 2. 700 118 61,490 4 2.300

1 000 800 g 2, 800 600 31 7.220 6. 670

6 1, 100 1,000 32 10.700 3.500 111 39.400 35.880

3 500 60 2 1.300 1. 100 18 4.620 3.360

1 80 700 3 18,000 1. 600 14 19.510 6.050

2 40 1 131 7 1, 100 500 54 31,090 43,500

2 170 20 8 620 570

34 3, 100 7, 200 143 56.000 49.700 847 226. 190 587.980

9 500 1,800 77 23,000 16.400 213 84,540 126.320

12 1,800 1,300 41 16.000 5.300 156 49.500 69.900

13 800 4, 100 25 17.000 28,000 478 92, 150 391. 760

''includes associations handling commodities not specified above, those handling several types of coDmodltles, and those fur-

nishing special marketing or other services.

'^After making adjustments for the purchasing business reportedby the marketing associations and the marketing business reported

by the purchasing associations. It Is estimated that the tot purchasing business was approximately $750,000,000, 19.8 percent

of the total farmer cooperative business.

^Less than $10,000.



19

TABLE IS (Cont miied)

POULTRY AND POtJlTRY PRODUCTS TOBACCO WOOL AND MOHAIR

GEOGR APM 1 C Dl V I S ION
AND STATE EST IWATEO ESTIMATEC> *S50C 1 *T 1 OH S E SI 1 » AI ED E ST 1 » ATEO ASSOC 1 AT IO«S ESTIMATED EST lUATEO

L ISTEO KE'BEKS BUS 1 HE $S
I. 1 S I E 0 UE MS EB S BUSINESS L 1 STEO ME MB ED S eu S 1 HE SS

SI ,000 SJ , 000 Hunber liur.ber SJ .000
166 111.000 145.000 11 124.300 17 , 700 134 85,000 34,000

12 8 770 9 270 4 1 850 3, 550

1 650 10

1 2.200 1.000

5 3,400 3,700 2 700 3 500

1 170 170

5 3.000 4. 400 1 500 40

Ui A/i 1 ^ At 1 ant f 31 18,900 22, 300 33 5,840 390

16 S.OOO 8,200 2 440 70

8 7, 200 7. 100

6,700 7.000 31 5,400 320

17a • t Map t K /^»n t r a 1 13 5 470 4 230 3, 000 780 5 12 560 2 800

4,900 3. 700 1 500 140 1 4,000 1.500

3 400 220 1 3,000 300

2 140 300 1 1, 400 240

1 30 10 1 260 160

1 2.500 640 1 3,900 600

33 10, 400 15 . 650 1 1, 200 500 18 41, 050 15,800

4 900 1, 700 1 3, 000 850

3 570 6O0 6 3, 400 570

13 5, 400 12,000 1 l.OTO 500 2 14,500 4. 000

2 600 300 6 10. 000 2.840

1 30 20 10 , 000 7 , 500

7 1, 400 750

3 1,500 280 2 150 40

5 620 2 1 1, 100 3 420 18 8 100 1 ooO

1 70 250

1 350 230 1 3.000 2, 300 1 600 50

3 540 5.000 1 8, 100 1, 120 13 4, 100 710

4 90 60 4 3,400 240

3 1,000 80

3 2, 240 190 6 109 , 000 13,000 15 7, 380 1,060

1 100 10 4 72,000 11, 100 6 2,800 550

1 2.000 50 2 37,000 1,900 7 4,400 480

1 80 10

1 140 130 1 100 20

2, 130 390 5 490 190

30 40 1 50 ( 10 J

3 400 180

3 2, 100 350 1 40 10

36 14, 640 19,950 33 5,560 8, 120

12 1, 100 200 7 800 520

2 1,500 1,500 12 1,900 1, 200

3 300 SO 4 570 1,700

10 6,800 1,500 3 1,700 2, 200

2 30 250

1 90 120

s 4,600 16,400 3 440 2,000

4 340 300 1 30 130

22 46,400 67 , 400 3 2. 170 1.090

6 33. 600 26, 600 1 40 20

4 3, 300 5.800 1 2.000 1,050

12 9.500 35,000 1 130 20

Less than $10,000.
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TABLE IS (Continued)

GRAIN. DRY BEANS, AND RICE LIVESTOCK NUTS

GEOGRAPHIC DIVISION
AND STATE ASSOC 1 ATI OH

S

LISTED
CSTIHATEO
UEHBERS

EST 1 MATEO
BUSINESS

ASSOCI ATIOHS
11 STED

EST 1 HATED
HEUBERS

EST 1 HATED
BUSIHESS

ASSOCI ATI OKS
I 1 STEO

EST 1 HATED
HEHBEa S

EST 1 HATED
eusi HE SS

IMTED STATES
l/umber

2.358
flunber
400.000

SI. 000
700. 000

1/tmber
700 600,000

SI. 000
595.000

Muxber
46

laiber
53,000

SI, 000
75,000

East North Central

3 230 1,950 4 16, 100 14 . 820

1

2

181

230

1,800

150

1

2

1

10,000

100

6,000

6.000

70

8.750

538 97.700 177,000 226 313,000 263, 800

118

47

303

54

16

24 . 700

8.000

49.000

12.600

3.400

40,000

26, 000

88.000

20.000

3.000

10

IS

53

18

130

65,000

40.000

110,000

23.000

75.000

62,000

47,300

114,000

10,500

30.000

West North Central 1.502 248.000 371,000 374 204 . 300 220.000

244

248

60

321

171

219

239

52.000

47.000

12, 000

40.000

27,000

32, 000

38. 000

70,000

72,000

16.000

66.000

30.000

42,000

75, 000

188

84

12

78

3

4

5

93,000

33.000

45.000

10.000

3.000

13,300

7, 000

81.000

55.000

34 . 500

18,400

6.700

19.300

5. 100

3 520 260 44 15,540 5.080 4 23,000 28.700

2

1

400

120

240

20 5

15

7

10

5

2

640

5,000

2,500

5,500

1,000

900

80

800

600

1.600

1.400

600

2

2

4. 200

18,800

4,000

24,700

1 410 300 8 20,600 9.800

1 410 300 1

2

5

12, 000

3,600

5,000

5.900

2.500

1.400

127 23.020 63,440 3 10,780 42.410 7 15,950 23,320

4

4

73

46

640

1,480

14,300

6,600

6,440

10,000

27,000

20,000

1

1

1

140

7,240

3,400

10

18.300

'24, 100

2

5

550

15,400

120

23,200

111 20. 370 37 . 050 30 14,480 24,720

57

23

4

21

1

5

8,800

S.OOO

550

5. 200

650

170

17,000

8,600

700

6,000

250

4,500

6

19

2

2

1

1,800

8,000

600

4,000

80

4,850

5,700

250

13,800

120

73 9,750 49,000 11 5, 200 14,370 35 14,050 22,980

38

13

22

5, 250

2,500

2,000

19,000

14,000

16,000

1

4

6

600

2, 100

2.500

1,620

2,750

10,000

1

7

27

250

1.800

12,000

80

1,000

21,900

^Included In menJDership of Cooperative Orange League Federation Exchange, inc., (purchasing) Ithaca, New York.

Includes sales at Kansas City, Missouri.
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Table 16. - Farmers' Mutual Fire Insurance Companies:

in force, and costs, 1914-41^

Number of companies, insurance

YEAR COMP AN 1 ES^
AMOUNT OF

INSURANCE IN

FORCE DEC. U

COST PER $100 OF INSURANCE

LOSSES E XPEN SES TOTAL

SI . 000 Cents
1,947 5, 264, 119 20.4 6.0 26.4

1915 1,879 5,366,760 17.5 6.0 23.5

1916 1,883 5, 635.968 19.6 5.9 25.5

1917 1,829 5,876,853 18.2 6.4 24.6

1918 1,866 6.391,522 18.8 6.3 25. 1

1919 1,922 6.937.523 17.3 7.8 25. 1

1920 1,944 7,865,988 17.4 8.4 25.8

1921 1,951 8,409,683 19.4 7.8 27. 2

1922 1,918 8,769,948 20.9 5.8 26.7

1923 1,907 9,057,938 19.8 6.6 26.4

1924 1,929 9,487,029 20.4 6.5 26.9

1925 1,839 9,477, 139 21. 1 6.7 27.8

1926 1,911 9,988,580 19.4 6.9 26.3

19 27 1,889 10,345,463 19.0 6.3 25.3

1928 1,884 10,781,212 20.5 6.6 27. 1

1929 1,876 11. 118,510 21.8 6.6 28.4

1930 1,886 11,382, 104 24.8 6.8 31.6

1,863 11.292,339 24. 1 6.9 31.0

1932 1,847 10.974.082 24.9 7. 1 32.0

1933 1,826 10.466,384 21. 2 7.3 28.5

1,852 10.571,508 19.7 7.2 26.9

1935 1,941 11,083.300 15.7 7.5 23. 2

1,936 11,339,510 20.7 7.4 28.0

1,924 11,569.476 16.5 7.6 24. 1

1,914 11,868,569 18.0 8.0 26.0

1939 1,904 12, 143.881 18.4 8.2 26.6

1.898 12 , 294 , 287 17. 1 8.

1

25. 2

1,885 12,518,913 16. 2 8.4 24.6

"Data supplied by V. N. Valgren, Cooperative Research and Service Division.

^Number of companies for which data could be obtained. Variations from year to year in this
column may not represent real variations In number of companies operating.
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Table 17. - Farmers' cooperatives: Types, nunber, and meiid}ership

TYPE ASSOCI AT 1 ON S

EST 1 MATEO
MEMBERS OR

r Ar\ 1 1 L 1 r AH 1 b

Production: her

2.442 177,392

10. 145 90,000

3.489 50,000

963 100,000

Dairy herd improvement associations (February 1944)^ 954 20,825

306 5,981

Cooperative dairy-cattle artificial-breeding

99 23.448

40 1,954

5437 207,300

Marketing and purchasing:

7,708 2,580,000

2,742 1,270,000

Financing:

2.805 448,000

523 ^275,196

13 ^1, 158,525

370 20,000

1.885 3, 300,000

Public Service:

5,000 330,000

850 1,210,000

41 27,500

^Fann Security Administration, U.S. D.A.

^Bureau of Dairying, U.S. D.A.

Grazing Service, Department of interior.

"^Office of Indian Affairs, Department of Interior

^any of these were organized under a cooperative law and have articles of Incorporation and
bylaws. These associations are largely concerned with production problems.

^Class B voting members.

^Membership of 1,368 associations having loans outstanding.

^Bureau of Labor Statistics, Bui. 757.
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