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Cooperative Marketing by Farmers

by E. A. StokpYyk !

FARMERS' cooperative marketing associations have now gained a
firm foothold in the United States and are showing a remarkably
healthy growth. There are 8,300 of these associations today, with
2% million farmer members, doing an annual business of over
$2,000,000,000. Here 1s an account of this significant development.
The author discusses the organization, nature, and functions of farmer
cooperatives and devotes a good deal of attention to analyzing their
legal status. He then summarizes the present position of the eooper-
atives handling each of seven major types of farin produets—dairy
products, poultry produets, fruits and vegetables, grain, livestock,
wool, and cotton. Even this, as he points out, does not tell the whole
story, for there are now cooperatives in the United States handling
many other farm products.

COOPERATIVE marketing of agricultural products is a well-estab-
lished economic institution in the United States. 1In the 1937-38 mar-
keting scason approximately 2,500,000 farmers sold more than $2,000-
000,000 worth of agricultural products through 8,300 eooperative
marketing assoeiations.

In every State of the Union, as well as the Distriet of Columbia and
Puerto Rico, eooperative-marketing associations are now in operation

L E. A. Stokdyk was formerly Deputy Governor of the Farm Credit Administration. The writer is in-
dehted to F. M. Hyre, E. Marks, W. C. Welden, and J. G. Knapp of the Farm Credit Administration for
generous assistance in the preparation of this article.
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Figure 1.—Dots

show the locations of the 8,300 farmers’ cooperative associations in the United States.
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(fig. 1). These associations are groups of farmers operating their
own creameries, their own cheese factories, their own grain elevators,
their own shipping associations, their own packing plants, their own
sawmills, or their own sales agencies. The fundamental character-
istic of a cooperative is that it is operated for the mutual benefil of
its members as producers—not as stockholders. Advantages to a
member accrue primarily through his patronage of the association
and not because of any financial investment he may have made.

The legal status of such cooperative activity among farmers has
been clarified through legislation and judicial interpretation. The
legislatures in all of the States, as well as the Congress of the United
States, have outlined standards for farmers’ organizations, and the
courts have interpreted them in the light of the economic objectives
the associations have sought to attain.

The Federal and State Governments have encouraged these coop-
crative enterprises through special incorporation laws, exemption
from certain taxes, loans from governmental and semigovernmental
agencies, and advice and assistance through rescarch and educational
institutions.

Cooperatives themselves have become recognized as educational
institutions. They arc a vehicle for transmitting to farmers an
understanding of the numerous forces and factors that affeet the
economic status of those engaged in agriculture. They are also an
avenue for the dissemination of current information relating to State
and Federal agricultural programs. In turn, they have assisted in
planning and executing such programs.

The three broad economic objectives of cooperatives—lower costs,
higher quality, and better service—are likely to receive increased
emphasis in the future. Some of the objectives of some cooperatives
are now being attained through State and Federal control programs.
A steady and solid growth in cooperative marketing may be expected
as a result of experience and of the advice and assistance being rendered
by governmental agencies.

The 8,000-odd cooperative-marketing associations in the United
States have scen their aggregate annual business grow in recent years
(1933-38) to the 2-billion-dollar level, with 270 associations reporting
sales of more than a million dollars each. According to estimates,
they serve necarly 2} million farmers (table 1). Commodities handled
include practically every type of product grown on American farms and

Table 1.—Number of farmers’ marketing associations, estimated membership, and esti-
mated business for the 5-year period 1933-34 to 1937-38!

g T . |
Marketing | Associ- . Volume of | Marketing | Associ- | Volume of
scason ations | MCMPCTS | huginess? | season | ations | MTeMDeIS | pyginess 2
|¢ 1 i
| e — ISR ¥V N
Thousand i ! Num- | | Thousand
Number dollars i L ber | Number 2| dollars
1933-34 2,464, 000 1,213,000 || 1936-37___ . l 8.151 1 2 414,000 : 1,882,000
1934-35. 2. 490, 000 1,343, 000 i 1937-38..._ | 8.300 ' 2,500,000 : 2, 050, 000
1935-36. 2,710,000 1, 586, 000 §, . ’ )
: |

! Compiled from data assembled by the History and Statistics Section, Cooperative Research and Service
D;v}fsi?n, I:‘agm Credit Administration.
istimated.
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ranches: Livestock, grain, cotton, [ruits, vegetables, dairy products,
eggs and poultry, wool, tobacco, rice, sugar, and many other items of
lesser importance.

BACKGROUND OF THE COOPERATIVE MOVEMENT

Cooperative marketing as it exists in the United States today does
not represent a sudden or spectacular change in the method of handling
farm products. For more than half a century our farmers have
participated in cooperative enterprises. As carly as the 1870’s, and
in isolated cascs even before that, groups of farmers were convinced
that they could obtain certain services cheaper or better by providing
these services for themselves on a cooperalive basis. From that time
to the present, through periods of prosperity and periods of depression,
this idea has grown. In thousands of rural communities throughout
the United States cooperative enterprises have been undertaken, with
varying degrees of success or failure, but each experience has added
to the knowledge of the cooperative way of doing business.

Many of the earlier associations have disappeared; but a few of
those now active date back to the early days of the Granger move-
ment, and over 2,000 associations have been operating continuously
for more than 25 years (table 2). These older associations are most
numerous in Minnesota, Wisconsin, and Ilowa. This group is com-
posed chiefly, though bv no means exclusively, of creameries and
cheese factories. Many of the grain elevators now operating were
formed between 1910 and 1920. Many livestock-shipping associa-
tions also were organized in that period, their organization reaching
a peak about 1919.

Table 2.—Marketing associations classified according to age !

[i I T l
i . .
<G Ass -
Ape (yoars) Au (())#qa i Rauo to li Age (years) &Eis(;)r(";a Rgﬁiﬁlto
e [, | e
Number Percent |, Number \ Percent
Less than 6. .. 1,1 M 1,275 1 16
Gto10 . o 1,063 13 il 2,028 | 21
111015 . 890 1 ] el
1660 20_. oo 1,753 22 fl Total. ... 8,151 | 100

£ Compiled from data assembled during the 1936 Nation-wide survey of farmers’ cooperatives.  For a com-
plete tabulation of the statistical data assombled during this survey sce Farm Credit Bul. 26.

ORGANIZATION OF COOPERATIVE ASSOCIATIONS

Cooperatives are often referred to as nonprofit organizations.
This, of course, does not mean that a cooperative association does
not have capital; nor does it mean that an organization of this type
will never make a purchase-and-sale transaction at a profit. Whut
it does mean is that the earnings of the association—or the savin
as they might better be called—are returned to the patrons of t o
mgsmlzatmn as dividends, whether in cash or in capital equities.
These dividends are called patronage dividends. Patrons may be
members or nonmember users of the association’s services.

Patronage dividends do not necessarily provide a good measure of
the benefits derived from cooperative organizations; however, they
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do represent one of the tangible evidences of these benefits. A bar-
gaining association may do much toward stabilizing a market and
Increasing the price paid to farmers. But this type of activity dooes
not lend itself readily to accurate measurement. There is always the
question of what the price would have been had the association not
operated.

In 1936, the latest year for which complete information is available,
patronage dividends returned by the marketing associations amounted
to $17,342,750 (table 3). This figure, of course, does not represent
the total savings cffected by cooperatives during that year. Part of
the earnings were retained to build up the farmers’ investment in
their associations. Furthermore, many cooperatives have a policy of
rendering services as near cost as possible and do not attempt to build
up any earnings or surplus for later distribution to their members.

Table 3.—Patronage dividends paid in 1936 by marketing associations of each
commodity type !

f T T
| i . i
| Associa- | 1] Associa- | o4, 0
ot atronage B I Patronage
Commodity type i )‘;;?:g dividends l Commodity type 1}2112'?;;: ¢ dividends
dividends | pat i dividends | paid
i Number | Dollars | Number | Dollars
Fruits and vegotables ____ 350 7,529,850 il Livestock. . ... ____ __ H 227 - 583, 950
Grain.___ . ... ... 1,121 ' 3,035, 200 |§ Miscellancous selling. © | 89 . 224, 900
Dairy. .. .. .. l 647 %gi: Qag | Wool ... _._._. IO 157 4, 250
Poultry. R, 43 , 044, 9 _
Cotton. . ... .. , 147 { 1,003, 750 Total ... ... 2,639 |2 17, 342, 750

! Compiled from data assembled during the 1936 Nation-wide survey of farmers’ cooperatives.
2 In addition to the $17,342,750 returned by the marketing associations, $8,087,250 was returned by pur-
chasing associations, making a grand total of $25,380,000.

If an association is to be truly cooperative, the control must be in
the hands of its members. Equality among the members in the con-
trol of the affairs of the association is one of the oldest principles of
cooperative endeavor. The association is managed by a board of
directors selected from the ranks of the farmer-members. The
onc-man-one-vote rule is generally accepted, but it is not indis-
pensable.  Sometimes equality in voting among the members of a
capital-stock association is furthered by limiting the number of shares
a member may own. A few associations use patronage as a basis of
voting rights (table 4).

Table 4.—Marketing associations classified according to basis of vofing !

| i |
: Lo i Associa- | Ratio to i« of wnti Associa- | Ratio to
Basis of voting . “tions ! total ’ Basis of voting tions total
—— e e e e S e ——
| Number | Percent ‘I Number l Percent
One member, one vote __.__. R 6,976 | 86 . Other and unknown__________: 35 !
Stock, or other forms of cqmty.l 1,003 ! 12 ; ——— e —
Patronage_ . ... ___._.._.__! 117 § 1 Total ... .. | 8,151 100

| |

1 Compiled from data assembled during the 1986 Nation-wide survey of farmers’ cooperatives.

Eighty-six percent of all the farmers’ cooperative-marketing asso-

ciations opcrating in the United States use the one-member-one-vote
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principle, while in 12 percent of the associations voting privileges are
based on the ownership of stock or other types of membership cquity.
This latter practice is most prevalent in Illinois and Missouri.

In 117 marketing associations, most of which are located on the
Pacific coast, voting privileges are basced either on patronage alone or
on a combination of patronage and membership. Where a combina-
tion of patronage and membership is used, the usual procedure is to
allow cach member 1 vote plus additional votes based on his pat-
ronage of the cooperative.

COOPERATIVE MARKETING AS AN EDUCATIONAL FORCE

An examination of the history of Amcrican agriculture, cspecially
during the past 25 ycars, will show that probably no influcnce has been
so potent in the economic education of farmers as their own efforts
in cooperative marketing. In many cases these efforts have been
apparcntly unsuccessful, but the very attempt on the part of farmers
to solve their problems together has taught them basic economic
truths. For example, such experience has tended to teach farmers
how the law of supply and demand actually works, how the export
market affects the particular commodities in which they are inter-
ested, and the relation of a sound condition in industry to agricul-
tural prosperity. Much of this knowledge has come incidentally
through their struggles to develop a cooperative-marketing system
for their products.

The process of education in cooperatives comes largely through the
way in which they function as democratic organizations. Experience
in the operation of these associations has shown that they cannot
succeed without full membership understanding, and this requires that
members be kept informed on the problems of their industry by their
hired executives. As a result, these associations hold membership
mectings, issue¢ publications, conduct market tours and grading
demonstrations, hold cooperative institutes, and in many other ways
stimulate thinking.

The operation of cooperative-marketing associations teaches farmers
that agriculture is primarily a form of business. Many of the associa-
tions have ¢ven gone so far as to directly encourage farmers to keep
detailed records on their individual business operations. IFor example,
the many poultry associations encourage their members to keep records
on egg production, while the dairy cooperatives often encourage similar
studies ol milk production. The annual reports and statistical infor-
mation developed and distributed by such associations are of great
importance in teaching business principles to farmers.

Cooperative-marketing associations have also taught farmers that
the problem of marketing is closcly related to the problem of produe-
tion, since the efficient marketing of any agricultural product depends
upon the adjustment of supply to demand. These associations have
becn forced to study the market to determine the demand for particu-
lar products. They have found from experience that the demand for
agricultural products can be increased by an improvement in produc-
tion methods that results in products of higher quality. The sig-
nificance of such a coopcrative association as the California Fruit
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Growers Exchange is, in eflect, as great in the field of quality improve-
ment of its products as in the actual process of selling.

In many cases farmers are not willing to undertake general reforms
in agricultural practices without a definite economie incentive for such
action. Coopcrative-marketing associations have in many cascs
provided this incentive through the assurance of higher returns or
patronage dividends as a result of following recommendations. The
cooperatives’ method of paying returns on the basis of quality has
directly furthered quality improvement and also standardization
of grades.

Thus cooperative effort on the part of farmers has had a dircet
effect in improving the quality of products placed on the consumer’s
table. For example, the large egg-marketing associations have taken
the lead nationally in raising the quality of cggs, while cooperative
creameries have raised the general quality of butter. The fluid-milk
bargaining associations have likewise done much to raise the hygienic
standards for fluid milk. Again, until the advent of cotton coopera-
tives, cotton was largely sold as just cotton. There was little encour-
agement to growers to produce cotton of any particular grade and
staple length, although cotton was sold to cotton mills on a grade and
staple-length basis. Cotton cooperatives have done much to change
this situation through premiums and discounts based on the ultimate
commercial value of the produet. Although much remains to be done
in this direction, it is true that, through the activities of these associa-
tions, cotton growers, both members and nonmembers, have become
conscious of the importance of staple length. Likewise through
offorts in cooperative marketing farmers have been made aware of the
importance of the protein content of wheat.

Until farmers attempt to market their products in cooperation they
have little knowledge or experience of market abuses which may
greatly reduce the economic value of their products. When they
undertake a marketing program of their own, these abuses quickly
come to the surface, and through the mechanism of the cooperative
marketing association become known to the members. Some of the
valuable legislation designed to remove marketing abuses and certain
Federal services established for the same purpose have come about
through the insistence of cooperative groups that these abuses be
abolished. Cooperative-marketing associations, for example, played
an important part in bringing about the cnactment of the Packers
and Stockyards Aect, in improving the Federal erop-reporting serviee,
and in securing more adequate statistical information on agricultural
products and marketing, as well as in the enactment of Commodities
Exchange legislation.

Cooperatives also serve an important function in transmitting
information on the many forces that affect the economic status of
farmers. The State colleges of agriculture, the United States Depart-
ment of Agriculture, and the Farm Credit Administration disseminate
their findings through cooperatives as well as through other agri-
cultural agencies.

Cooperatives have taken an active part in the formulation and
execution of State and Federal surplus-control programs and market-
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ing agreements. In fact some of the most successful of such programs
owe a large part of their success to cooperative-marketing associations.

FUNCTIONS OF COOPERATIVES

The three broad economic objectives of lowering costs, improving
quality, and rendering improved service are common to most coopera-
tive associations. Some have more specific objectives, and a few
have attempted to obtain what were considered reasonable prices by
limiting the quantity of goods moving into the ordinary channels of
trade. A gencral objective-—that of incrcasing farmers’ bargaining
power—is either stated or implied in all cooperative structures.

The majority of cooperative associations handle products sold in
competitive markets where prices are made through the bids and offers
of numerous buyers and sellers.  They deal in commodities produced
in many areas under highly competitive conditions. As a consequence,
they can exert little influence on wholesale prices. They do, however,
have a marked influence on local prices by narrowing the margin
between wholesale or terminal-market prices and local prices. The
method employed is to operate cfficient local units, whether ercam-
erics, clevators, packing houses, or livestock-shipping associations.
At the same time, the cooperatives have aimed to furnish more and
improved marketing services by facilitating the delivery and handling
of members’ products.

After a cooperative has become established and attains efficient
operation, its existence forces competitors to narrow their margins.
and render better service. Then the objective of the association
becomnes one of maintaining a reasonable margin and satisfactory serv-
ices. In many agricultural areas in the United States cooperatives
handling staple products have accomplished about all that can be
expected in the way of narrowing the spread between terminal and
local prices, improving marketing services, and improving the quality
of their products. In some areas, however, there is need for the estab-
lishment of cooperatives to set the competitive pace. In still other
areas there is an opportunity for cooperatives to correct an unsatis-
factory competitive condition caused by an excessive number of
dealers, each operating with a small volume and high overhead costs.
In a few areas there is a chance for producers to inerease their returns
by forming cooperatives to utilize improved techniques or equipment
which proprietary dealers are slow to adopt because of present invest-
ments.

Cooperatives that handle specialty crops usually have one or more
objectives not common to those that handle staples. These include
(1) the expansion of markets through advertising, (2) the timing of
sales to the periods of strong and slack demand, (3) the distribution
of a given available supply among markets to put equal pressure on
all markets, (4) the promotion of reasonable dealers’ margins, and
(5) the adoption of grades and packages to meet the demands of various
income groups.

It is likely that these objectives will receive increased emphasis
in the future because, with the advent of State and Federal programs
some of the problems which cooperatives formerly undertook single-
handed are now undertaken by the entire industry.  This develop-
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ment has had a wholesome effect on cooperative activity, because it
makes a distinction between marketing problems and the surplus
problem. Some cooperatives have attempted to handle a surplus for
an entire industry, but they have found that such activities placed
undue burdens on their members, upon whom the entire cost of the
removal of the surplus fell while nonmembers benefited equally. As
a result, with few exceptions, cooperatives have abandoned surplus-
control programs, and where such action is advisable they now insist
that such programs be undertaken by the industry as a whole.

Some surplus-control programs have tended to weaken cooperative
activity. On the other hand, control programs that are primarily
volume-proration programs and leave the function of pricing to those
who handle the products have stimulated associations that were
efficient and weeded out the inefficient.

LEGAL STATUS OF COOPERATIVE MARKETING

During the early history of cooperative marketing in the United
States cooperatives employed the corporate structure of private busi-
ness. Some still do today. However, certain difficultics that arose
in the maintenance of patron control of voting rights and in the con-
duect of business operations made it desirable for cooperatives to scek
special incorporation acts which would permit restrictions on the trans-
fer of shares and allow the distribution of earnings on a patronage
basis.

Beginning in 1865, when the first cooperative statute, although not
applicable to farmers, was enacted in Michigan, increasing legislative
recognition has been accorded the special staus of cooperative asso-
ciations. The early statutes retained the capital-stock concept that
prevailed in the ficld of corporations organized for profit, and it was
not until 1895, when the California nonstock law was adopted, that
the organization of nonstock cooperative associations was authorized
by statute.

Each of the 48 States now has statutes for the incorporation by
farmers of cooperative-marketing associations. These statutes have
been construed by the courts as desirable and essential for organiza-
tions of a nonprofit character dealing in agricultural products. Gener-
ally speaking, the courts have come to recognize that cooperative-
marketing associations are formed and arc intended to operate on
somewhat different principles from general corporations and that the
members have, aside from their monetary interest, a common interest
in the objects for which the associations are formed.

The comparatively few cooperative rights conferred by the early
statutes have been greatly expanded as a more widespread recognition
has been obtained of the public need for and benefit from cooperative
efforts, and as experience in cooperative activities has demonstrated
the necessity of additional legal safeguards and new procedures for
accomplishing the proper purposes of cooperative associations.

In a large and increasing number of cases, farmers’ cooperatives
have availed themselves of the privileges and safeguards afforded
them by these laws. Of the 8,151 farmers’ cooperative marketing
associations operating in the United States in 1936, 74 percent were
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incorporated under cooperative laws, 14 percent were incorporated
under general corporation laws, and 12 percent were unincorporated

(table 5).

Table 5.—Marketing associations classified according to legal status !

T

Law under which Associa-  Ratio to Law under which Associa- | Ratio to
incorporated tions total incorporated tions total

|
\ Number Percevrit

Number | Percent
Cooperative stock . . ___.___ 4,166 51 .| Not incorporated.. . . 966 12
Cooperative nonstock 1, 904 23 | e
General corporation. ... W 1] 14 i Total . ___._.___....._.| 8151 100

i Compiled from data assembled during the 1936 Nation-wide survey of farmors’ cooperatives.

The cooperative character of an association does not depend upon
whether it is incorporated under cooperative laws. Unincorporated
associations or even associations incorporated under general corpora-
tion laws may be thoroughly cooperative if properly organized and
operated. Fundamentally, the cooperative association must be oper-
ated for the benefit of its members as producers, not as stockholders.

The Capper-Volstead Act

The legal status of cooperative associations was by no means sccure
from the start, and much litigation and legislative effort was required
before it was made so.  Thus it was not made clear until 1922, with
the enactment of the Capper-Volstead Act,? that a cooperative associa-
tion was not, by reason of the manner in which it was organized and
normally operated, a combination in restraint of trade in violation of
the Federal antitrust statutes, even though no Federal court had so
held. The Sherman Act did not cxempt cooperative associations
from its provisions, and although the Clayton Act?® rccognized in a
sense the nature of cooperative associations as such, it applied only
to nonstock associations and afforded no protection for certain estab-
lished practices of cooperatives. One of the distinet contributions of
the Capper-Volstead Act was the definition of a cooperative associa-
tion which it contained. This definition has served generally as a
standard for coopcrative organizations and activities.

In the meantime, in some of the States, the courts had held that the
contracts or bylaws of cooperative associations operated to unduly
restrain trade,* or that the association was a combination in restraint
of trade, and was unlawful under the State antitrust laws.® Subse-
quent legislation and court decisions have led to a reversal of the hold-
ings in these earlier cases.®

As a result of court decisions and statutory provisions, it is believed
at the present time that a cooperative association which is properly
organized and functions in a normal manner is not acting in viola-
tion of the antitrust statutes. It should be borne in mind, howcver,

242 Stat. 388, 7 U. §. C, 201.

338 Stat. 730, 15 U. 8. C. 12,

4 Reeves v. Decorah Farmer’s Cooperative Society, 160 Ia. 194, 140 N. W. 844; Burns v. Wray Farmers’ Grain
Company, 65 Coln. 425, 176 P. 487.

5 Ford v. Chicago Milk Shippers’ Association, 155 I11. 166, 39 N. E. 651.

0 Clear Lake Co-Op. Livestock Shippers’ Association v. Weir, 200 Ta. 1293, 206 N. W. 297; Rifle Potato Growers’

Coopemt;ve Association v. Smith, 78 Colo. 171, 240 D. 937; Milk Producers’ Muarketing Company v. Iell, 235
App., 222.

223761 °—-40. 45
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that the antitrust statutes do apply to cooperative associations, and
if they engage in prohibited practices, such as boycotting, or in other
activites the effect of which is in fact unduly to restrain trade, they
may be prosccuted or held liable in damages in the same manner as
other business enterprises.’

Special Statutes

As previously indicated, it may be said that the special character
and functions of cooperative associations have received rather full
recognition by both Federal and State Governments. Thus, a coop-
erative association which mects the statutory requirements is exempted
from the payment of income & and other Federal taxes and from the
necessity of registering its securities with the Securities and Exchange
Commission.’

A cooperative association is also entitled to receive advice and serv-
ice from the Cooperative Research and Service Division of the Farm
Credit Administration ° and, upon mecting the statutory require-
ments, is entitled to borrow from the banks for cooperatives;! 1s en-
titled to representation on boards of trade under the Commodity
Exchange Act; 2 and is also entitled to certain exemptions under the
Motor Carrier Act.®?

In addition, the special nature of cooperatives has received recogni-
tion in the Soil Conservation and Allotment Act as Amended," the
Robinson-Patman Act,"” the Agricultural Marketing Agreements Act
of 1937, and other Federal statutes.

Cooperatlvc associations, like other corporations, are the creatures
of statutes, and at present ‘the cooperative acts of the 48 States, gen-
erally speal\mg, give associations properly incorporated thereunder
rather broad powers for organization and operation and a certain lat-
itude in such matters as financing, membership control, marketing
contracts, distribution of carnings, and the character of business which
may be transacted. In many of the States, by statute, an association
may recover liquidated damages for breach of its contracts !’ and
1n]unctlve relief against its members and against others for inter-
fering with the performance of the marketing agreements of members.'

Further recognition of the special character of the cooperative asso-
ciations is reflected in State statutes exempting such associations from
various tax and licensing statutes.

Many of the State statutes have copied the Bingham Cooperative
Marketing Act of Kentucky ** and contain provisions cither identical
with or similar to provisions of the Kentucky act. Under these stat-
utes there has developed and is developing a body of case law that is

T United States v. Borden, 308 U. S. 188, 60 8. Ct. 182, 84 L. E. 143; State v. Standard (il Company et al.,
%d({)’l‘c X, 313, 107 8. W. (2d), 550; I1y- -Grade Dairies v. Falls City Producers’ -Assoctation, 261 Ky. 25, 86 8. W,
2d), 6.
¥452 \lm: 480, 26 T. S (‘ 101 par. 12,
248 Stat. 74, 15 U, 8
1044 Stat. 802, 7 U. 8. (‘
11 48 Stat. 262 264, 49 Stut 317 50 Stat. 717, 12 U, 8. C, 1134c.
12 49 Stat. 14‘)1 717. 8. C. 1.
13 49 Stat. 545, WU 8. C .503 (b) (4b).
14 52 Stat. 81, 16 U, 8, C. 5
15 49 Stat. 1526, 15 U, S. (‘
16 50 Stat. 246, 70, 8. C. ﬁOl
11 Afilk Producers’ Association of San Diego County v. Webh, 97 Cal. App. 650, 275 P., 1001.
8 Local Dairymen’s Cooperative Association v. Polvin, 54 R. 1. 430, 173 A, 35
10 Acts of Kentucky, 1922, Ch. 1, Carroll’s Ky. Statutcb, Baldwin’s 1936 Ru,mon, S883[ 1-41,
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becoming rather well defined and establishes the rights and Habilities
of cooperative associations under stated cireumstanees.

Since cooperative associations are usually incorporated, the general
corporation statutes and court decisions on corporate procedure and
practices are frequently applicable to situations in which the spceial
character of a cooperative association is not directly in question, and
many cases concerning cooperative associations treat such associations
just like other corporations.

Although much remains to be accomplished in improving and per-
fecting the cooperative statutes, and particularly the corporate struc-
tures, forms, practiees, and contracts of individual associations, it
may be said that cooperative associations have established a definite
legal status in both Federal and State law, and have won general
recognition and understanding of their special character and functions.

THE PRINCIPAL TYPES OF FARMER COOPERATIVES
IN THE UNITED STATES

Dairy Products

In volume of business and number of members, dairy cooperatives
lead those of all other commodity groups. Scattered throughout 45
States are more than 2,400 dairy eooperative organizations selling
milk, eream, butter, eheese, and other dairy products for almost
three-quarters of a million farmers (fig. 2). Approximately 48 perecent
of all the fluid milk, 39 percent of all the butter, 25 percent of all the
cheese, and lesser amounts of other dairy products pass through the
hands of cooperative-marketing organizations at one stage or another

Figure 2.—Modern plant of one of the 2,400 dairy cooperative organizations.
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as these products move from farmer to consumer. During the last
5-year period, the number of cooperative dairy marketing organizations
increased from 2,286 to 2,421, and during this same time sales increased
from $380,000,000 to $687,000,000 (table 6).

Table 6.—Number of dairy marketing associations, estimated membership, and estimated
business for the 5-year period 1933-34 to 1937-38!

Marketing | Associ- i

; |
Marketing | Associ- . Volume of | - Volume of
season ations | Members | b ciness 1 ’ season | ations | Members | T iness 1

: | Thousend || ‘ : ! Thousand

i Number| Number ? dollars ! |N_mber: Number ! dollars
1933-34_. ____ 2, 286 757, 000 380,000 | 1936-37____.____ i 2,338 656, 900 577, 100
1934-35___ __ 2, 300 750. 000 440, 000 ’ 1937-38_ .. __ .* 2,421 700, 000 686, 000
1935-36._.______ | 2,270 1 720,000 520,000 ° !

i ! I

1 Compiled from data assembled by the History and Statistics Section, Cooperative Research and Service
Division, Farm Credit Administration.
2 Estimated.

Oldest of the dairy associations are the cooperative cheese factories,
Concentrated largely in Wisconsin and surrounding States, 543 pro-
ducer-owned plants are making each year approximately 150,000,000
pounds, or about one-fourth of all the cheese made in this country.
In 1936 the output of these 500-0dd plants was valued at $24,133,000.
Averaging about 30 members each and with annual sales that average
less than $50,000 for each association, the cheese factories are the
smallest of the dairy cooperatives.

More than 200,000 dairy farmers producing milk and cream for
fluid use look to cooperative organizations to find a market for these
products. About 140,000 of these dairy farmers are members of
fluid-milk bargaining associations, of which there are more than 100
now in operation. The others are members of associations that go
a step further than bargaining, actually taking title to the milk and
processing part of the supply. In some cases the milk is pasteurized,
bottled, and carried to the consumers’ doorsteps by the coopera-
tive, but usually the fluid milk is sold on a wholesale basis.

The conversion of milk or cream into butter is the primary work of
approximately 1,400 cooperative creameries. Through these cooper-
atively operated plants, farmers are selling about 500,000,000 pounds
of butterfat each year. Scattered across the country from Vermont
to California, cooperative creameries now are operating in at least
28 States; but, as would be expected, they are most numerous in the
heavy butter-producing region comprising the North Central States.
Minnesota alone has 600 such creameries, Iowa has 260, and Wiscon-
sin 220. In each of these three States more than half of the factory-
made butter comes from cooperative plants.

Poultry Products

The principal business of 194 associations is marketing eggs and
poultry for 106,000 farmers. During the 5 years ended in 1938, the
number of poultry associations increased from 147 to 194 and the
volume of business from $48,000,000 to $91,000,000 (table 7). In
addition to these 194 egg and poultry associations, some 700 other
cooperatives are handling poultry products as side-line enterprises.
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Chief among these are a number of local cooperative creameries, most
of them in the Middle Western States.

Table 7.—Number of egg and poultry associations, estimated membership, and estimated
business for the 5-year period 1933-34 to 1937-38 !

. . i . | L
Marketing lASSOCl-i Volume of !! Marketing ! Associ- !

' : i Volume of
season | ations | Members * = y)qiness 2 season - ations ~iembers l business 2
! I i S U, ——
{ Thousand | . Thousand
Nuinber, Number ? dollars o Number| Number ¢ ' dollars
1933-34_____.._ i 147 | 73,000 48, 000 || 1936-87__.______ 180 1 112,500 72, 000
1934-35_._______ 164 | 85,000 53,000 | 1937-38.__.____. 194 l 106, 000 91, 000
1035—36,_,_.____| 154 , 93, 000 69, 000 |. l

1 Compiled from data assembled by the History and Statisties Section, Cooperative Research and Serv-
ice Division, Farm Credit Administration.
? Estimated.

In California, Oregon, Washington, Utah, and Idaho, where inten-
sive commercial poultry production has developed on a large scale,
poultrymen now own and opcrate some of the world’s largest egg,
poultry, and turkey marketing associations. At least eight associa-
tions located in this area transact an annual volume of business in
excess of $1,000,000 cach. The business of some of these associations
exceeds the $10,000,000 level when feed and other supplies handled
arc included. Many progressive practices have been instituted by
this group of organizations; for example, box packing of turkeys on a
Government-graded basis, oil treatment of shell eggs to improve their
keeping quality, and the cleaning of eggs by the sandblast process.

In the Eastern States, where the producing areas lie within casy
reach of large consuming centers, the auction method of selling eggs
and poultry has become very popular. In this area, 26 egg and poultry
auctlons are now in operation. The first of these was organized in
Flemington, N. J., in 1930. Since that time additional ones have
been formed in Pennsylvania, New York, Connecticut, Massachusetts,
Rhode Island, New If;mpshire, Ohio, Indiana, and Maryland, as well
as at four other points in New Jersey. Through these associations
13,068 poultrymen in 1937 sold 947,210 cases of eggs and 172,314
crates of poultry, the combined value of which was more than
$10,000,000.

In the Middle Western States, the production of eggs and poultry
is a side-line enterprise on most farms, and the marketing of these
products is likewise a side line with many cooperatives in this arca.
In contrast with the specialized and commercial poultry farms of the
far West, production is on a much smaller scale. A farm flock of not
more than 100 hens is the general rule. These producers pay less
attention to quality and grade and know less about the value of their
eggs than the large-scale poultrymen. This situation is not par-
ticularly conducive to the development of poultry marketing organi-
zations as such. It is here that most of the 700 or so cooperative
associations that market poultry products as a side line to the handling
of other commodities are located.

The greatest development of this type has occurred in Missouri.
Here the eggs and poultry are assembled through local exchanges and
then moved to concentration points, where the eggs are candled,



698 Yearbook of Agriculture, 1940

graded, and packed, and much of the poultry is dressed before being
moved to eastern markets in full carlots. In some other parts of the
Middle West, especially in Minnesota, the local creamery provides a
convenient place for assembling and handling eggs. The farmer can
deliver his eggs and cream at the same time.

Fruits and Vegetables

In all of the important commercial growing areas, producers of
fruits and vegetables have developed cooperative marketing organi-
zations. More than 1,100 such associations are now operating in 45
States. During the 1937-38 marketing scason these assoclations
marketed approximately $300,000,000 worth of products for 164,000
members (table 8). The greatest development has occurred in
production arcas farthest from the large eastern markets. California,
with 371 associations, through which 37,000 growers marketed $151 -
000,000 worth of products during the 1937-38 season, leads all other
States. Florida, with 85 associations, is the second leading State and
is followed by Oregon, Colorado, and Washington (table 9).

Table 8.—Number of fruit and vegetable marketing associations, estimated membership:
and estimated business, 5-year period 1933-34 to 1937-38 !

T
Marketing | Associ- - Volume of [ Marketing Associ- | .| Volume of
season ' ations | Members | cinesst season ations . MemDbErs | pcinee 2
| [ .
[ | — I
I Thousand | I Thousand
Number| Number ? dollars : Number| Number * dollars
1933-34.___ ... 1,194 185, 000 182, 000 I 1936-37 ..____..| 1,104 144, 700 282, 000
1934-35___ _| 1,082 158, 000 200, 000 :f 1937-38________. 1, 164 164, 000 300, 000
1935-36_ ... 11,063 166, 000 ! 212, 000 ‘
I i [

1t Compiled from data assembled by the History and Statistics Section, Cooperative Research and Serv’
ice Division, Farm Credit Administration.
? Estimated.

Table 9.—Number of fruit and vegetable marketing associations, estimated membership,
and estimated business for leading States, 1937-38 marketing season !

: i |
Associ- | Member- | Volume of | 3 Associ- | Member- ' Volume of
State ations ship , business 2 ; State ations ship business 2
i .
i Thousand | i Thousand
Number| Number * dollars |! o Number| Number ? dollars
California_____. 371 37,000 151,000 |, Michigan. .___. 54 8, 500 9, 380
Florida. - 85 5, 400 21,000 :| New York._.__ 39 5, 800 7, 000
Oregon. . 57 9, 800 19,000 i| Allothers.___.. 458 76, 100 64, 120
Colorado. 32 12, 400 15,000 ;.
Washingt 68 9, 000 - 13, 500 “ Total__...___ 1, 164 164, 000 300, 000

t Compiled from data assemkled by the History and Statistics Section, Cooperative Rescarch and Service
Division, Farm Credit Administration.
2 Estimated.,

Approximately 60 percent of all the citrus fruit produced in this
country is marketed by cooperative organizations. In the California-
Arizona area, the proportion marketed cooperatively reaches 85 to 90
percent. Cooperatives have done much to increase the consumption
of citrus fruits—oranges, lemons, and to a lesser extent, grapefruit
and tangerines—by judicious advertising and by placing on the market
a well-graded product.

In the cranberry industry, also, cooperatives have been an impor-
tant factor in expanding markets by carefully planned advertising
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and by wise handling of the crop. Fully 60 percent of the cranberry
crop is placed on the market by cooperative organizations.

Possibly no other vegetable is handled more widely by coopera-
tives than are potatoes. More than 180 associations scattered over
33 States are now marketing this product. Not all of these are
strictly potato associations, as many of them also handle fruits and
vegetables of other types. Apples coming mainly from the Pacifie
Northwest, the Shenandoah Valley, and the commercial areas of
Michigan and New York are handled by 78 associations. Strawbcrries
from Louisiana, Missouri, Arkansas, Kentucky, the Eastern Shore
of Virginia, and other commercial areas find their way to market
through 125 coopcrative associations.

Many other fruits and vegetables are handled in substantial vol-
ume by cooperative organizations. Some of the more important of
these are included in the list below:

Product Net sales by cooperatives | Product Net sales by cooperatives !
CHtrus. oo . $124, 748, 000  Pears. ... —._.._._...  $3, 883, 000
Potatoes.___________ 21, 073, 000 Celery . _.__..____ 3, 146, 000
Grapes?____ ... _____ 17, 279, 000 Cherries_ - __. ._.____ 2, 627, 000
Apples_______.____ 11, 740, 000 Tomatoes___._______ 1, 933, 000
Prunes__.___.__ . _____ 7, 640, 000 Apricots_ __ .. . ___.__ 1, 604, 000
Strawberries _______. 7, 607, 000 Lettuce- .- .______ 1, 468, 000
Cranberries_ - - ______ 6, 155, 000 Avocados_ _____.____ 1, 363, 000
Peaches___._ . ______ 4, 632, 000 Olives and olive oil___ 1, 249, 000
Lima beans_________ 4, 092, 000 Asparagus___________ 1, 242, 000
Peas . ______ 4, 063, 000 Beans, green_ _______ 1, 240, 000

! Data from 1936 Nation-wide survey of farmers’ cooperatives.
2 Includes table grapes, raising, grapcejuice, and wine.

At least 16 other vegetables, 4 other kinds of fruit, and 2 other types
of berries are now handled by cooperatives, but in volumes of less

than $1,000,000 each.
Grain

Starting well back in the 1800’s, the cooperative movement among
grain growers had a rather firm foothold in this country before the
turn of the century. However, the most active period, as measured
by the number of new associations formed, did not occur until 15 to
20 years after 1900. Stimulated by an increasing acreage of wheat
and corn during the World War period, cooperative elevators made
their most rapid growth between 1915 and 1921. The peak in number
of grain marketing associations was reached in the early 1920’s, when
about 4,000 such organizations were operating.

Since that time there has been some decline in the number of asso-
ciations, but this has not necessarily been accompanied by a corre-
sponding decline in volume of grain handled. As changing conditions
have brought better means of transportation, a considerable number
of weak local associations have been eliminated, the members and
business gravitating to the larger and more efficient organizations.

Nearly all the local elevators handle coal, feed, salt, and other farm
supplies. In some instances, particularly in northern Ohio and
Indiana, the volume of supplies handled now exceeds the volume of
grain marketed, and these associations are more logically classified
as purchasing associations, although they still handle considerable
quantities of grain for their member-patrons.
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For the 1937-38 marketing season, 2,619 grain associations re-
ported an aggregate business of $475,000,000 and a total membership
of 360,000 (table 10).

Table 10.—Number of grain! associations, estimated membership, and estimated busi-
ness for the 5-year period 1933=34 to 1937-38 2

! : i i
Marketing | Asso- «, Volume of l Marketing ASS0- !y . .| Volumeof
season !ciatlons! Members | pginess 3 ’ season ciations, METPIS | puginesss
! i
| ! i i
: Thousand ' ‘ I Thousand
| Number Number ¢ dollars Number! Number § I dollars
1033-34 ... .. 3,178 | 600,000 . 286, 000 |‘ 1936-37. ... __. 2,614 362, 000 | 397, 900
1934-35_. | 3,125 ; 4580,000 ' 315,000 i 1937-38 ___.._._1 2,619 360, 000 . 475, 000
1935-36 ... l 3,010 1610, 000 360, 000 |, |
: : | . : !

t Includes dry beans and rice.

2 Compiled from data assembled by the History and Statistics Section, Cooperative Research and Servics
Division, Farm Credit Administration.

3 Fstimated.

4 Includes an unknown number of patrons who were not members.

The tvpical local cooperative elevator has a membership of 100 to
200 persons, each of whom owns one or more shares of stock in the
organization. Ordinarily dividends on capital are limited to 8 percent
or less and voting to one vote per member, regardless of the number
of shares owned. Grain is received from both members and non-
members, and generally the prevailing price is paid at the time of
delivery. Supplies likewise are sold at going prices. Any earnings
or savings made by the associations are later distributed as patronage
dividends on the basis of the volume of business transacted. Some
associations distribute patronage dividends to all patrons, and others
only to members.

Many of the local elevators hold membership in large regional sales
agencies through which much of the grain is marketed.

Livestock

Moat animals are one of the most important commodities produced
on American farms and ranches. Cooperative organizations are play-
ing an important role in the marketing of these animals (fig. 3)
Approximately 600,000 producers now hold membership in 900-odd
associations engaged in shipping and marketing livestock. During
the 1937-38 season the business transacted by these associations
exceeded $300,000,000 (table 11).

Table 11.—Number of livestock associations, estimated membership, and estimated
business for the 5-year period 1933=34 to 1937-38 ! ~

i ; il . : i
Marketing Asso- .1 Volumeof .  Marketing Asso- i i Volume of
seasorl ciations‘ Members l business2 |,  scason jciationsl Members | pince s
| L . 2 | .;___. ———
! Thousand ! i . ~ Thousand
Number! Number 2 dollars ' Nuwmber; Number ? | dollars
1933-34¢ ___.__. 1,371 | 410,000 162,000 ; 1936-37_._____.. | 1,012 549,000 ! 320, 000
1934-35 _._ 1, 697 ’ 410, 000 175,000 + 1937-38__.____.. 926 1 600, 000 | 312, 000
1,040 | | '

1935-36.. ._._:.'.) 600, 000 |

250,000 1

1 Compiled from data assembled by the History and Statistics Section, Cooperative Research and Service
Division, Farm Credit Administration.

2 Estimated.
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Figure 3.—"Market toppers” in a pen of the Central Cooperative Association, South
St. Paul, Minn. Cooperative commission associations handle approximately one-fifth
of all the livestock received in public stockyards.

Cooperative livestock-marketing associations may be divided
roughly into two groups——those operating primarily at terminal
markets and those opcrating primarily in the country. The first
group is composcd mainly of large terminal sales agencies handling
Lvestock on a commission basis. The latter group is composed
chiefly of local associations engaged primarily in assembling and
shipping. A few of the local associations do their own selling, but a
large majority of them consign the livestock to commission associa-
tions at the terminal market.

Dating back to 1883, the local livestock-shipping associations
represent a much older movement than does the terminal agency.
In many areas local shipping associations were well established when
the present terminal agencies first made their appearance. The
years 1917-23 proved to be the period of maximum growth in the
local-shipping-association movement. At its peak more than 2,300
associations were shipping livestock cooperatively. One of the
primary purposes was to assemble livestock in carlots and thus take
advantage of carlot transportation.

With the coming of hard-surfaced roads, the movement of livestock
by motortruck caused the local shipping associations to become less
active and in many cases to cease operations altogether. During
recent years direct buying on the part of packers has caused the
number of active associations to decline still further. In 1938 ap-
proximately 850 were still in operation. Many of these had turned
{heir attention to truck transportation. Some of them own their
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own trucks and do the hauling themselves. Others function more or
less as ‘“bargaining”’ agencies in arranging with private truckers to
haul the livestock under terms and conditions favorable to the live-
stock producers.

Judging from the increase in the number of members served (table
11), the decline in number of local shipping associations has not seri-
ously affected the terminal agencies. Many farmers who once
shipped through the local associations now are sending their livestock
by truck direct to the cooperative commission associations on the
terminal market.

Cooperative terminal sales agencies are now operating on practically
all of the larger livestock markets in this country as well as on some
of the smaller ones. On many of these markets the largest single
agency is a farmer-owned organization. Receiving cach year from
10 to 15 million head of cattle, calves, hogs, and sheep, the cooperative
commission associations handle approximately one-fifth of all livestock
sold at public stockyards.

Tn 1917 the Farmers’ Union of Nebraska established the Farmers’
Union Livestock Commission on the Omaha market. This was the
first of the present commission associations. From that time on, the
movement expanded rather rapidly; in 1925, 28 cooperative commission
associations were in operation. By May 1939, 43 associations with
12 branch agencies were operating on 42 markets and, in addition, 5
regional or State associations were operating at places other than
terminal markets. In 1938 these 60 large-scale cooperative agencies
handled 12,286,914 head of livestock (table 12).

Table 12.—Livestock handled by cooperative sales agencies,
5-year period 1934-38!

Agen- Livestock Agen- Livestock
Year cies 2 handled Year c%es 2 handled
Head Number Flead
1934_ 13,710,949 || 1937 e 57 13, 052, 441
1935 . 55 11,965,517 {| 1938 . 360 | 312,286,914

1936 55 13, 846, 348

1 Compiled by the Livestock Section, Cooperative Research and Service Division, Farmm Credit Ad-
ministration.

2 As used here, an agency means a complete operating unit with its own manager, staff of salesmen, and
aec%m}.ing system. Some associations maintain agencies at more than one market.

3 Preliminary.

The commission associations at the terminal markets reccive the
consigned livestock and take care of the yarding, feeding, watering,
sorting, and selling. In addition to handling livestock for sale, they
also purchasc stockers and feeders for their member-patrons.

Wool

Approximately 50,000 ranchers and farmers scattered throughout
the United States arc marketing wool cooperatively. During the
1937-38 season this group of wool growers sold $11,300,000 worth of
wool through 130 cooperative organizations (table 13). The greater
part of the wool marketed cooperatively is handled by 25 or 30 large-
scale centralized associations, which operate on a State-wide or
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regional basis. These cooperatives assemble, grade, warehouse, and
sell the wool for their member-patrons. Much of the wool handled
by this group of associations is marketed through the National Wool
Marketing Corporation in Boston.

Table 13.—Number of wool and mohair associations, estimated membership, and
estimated business for the 5-year period 1933-34 to 1937-38 ¢

I
Marketing | Associ- | Volume of Marketing | Associ- Volume of
season ations | Members business ? Season ations Members business ?
Num- Thousand Num- Thousand
ber Number ¢ dollars ber Number ? dollars

1933-34_________ 120 63, 800 13,700 || 1936-37________ 139 79, 200 11, 500
1934-35... . 119 71,000 15,700 || 1937-38 ________ 130 50, 000 11, 300
1935-36_________ 114 51, 400 11, 000

| ! |

1 Compiled from data assembled by the History and Statistics Section, Cooperative Research and Service
Division, Farm Credit Administration.
i Estimated.

The remainder of the associations are mostly local wool pools.
Generally, these organizations are small and often serve but a single
county. In most cases they are informally organized and are fre-
quently inactive except for a month or two after shearing time. The
wool is assembled and offered for sale to the highest bidder, consigned
to another cooperative or a private sales agency, or sold direct to
mills.

Cotton

Cooperation among cotton farmers has developed along three
distinct lines: (1) Cotton marketing associations, (2) cotton gins
(fig. 4), and (3) cottonseed-oil mills.
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No other phase of

Figure 4—Cotton being delivered to a farmer-owned ginning plant.

cooperation is making greater gains in the South at present than the ginning movement.

More than half the 500-odd cooperative gin associations now operating in this country
are less than 5 years old.
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Located at strategic points throughout thé Cotton Belt are 15
large-scale centralized marketing associations, most of which are
operating on a State-wide or regional basis. These associations
report a total aggregate membership of 280,000 cotton farmers, and
during the crop year of 1938-39 they handled 1,522,037 bales of
cotton. Approximately half of this was Government-loan cotton.
During the 5 years ended in 1939 the proportion of the total cotton
crop handled by the marketing associations ranged from 12.2 percent
to 17.5 percent (table 14). Only once during the last 15 years has
the aggregate annual volume dropped below the 1,000,000-bale level.
Three times during that period it has exceeded 2,000,000 bales.

Table 14.—Cotton handled by large-scale cooperative cotton-marketing associations,
6-year period 1933-34 to 1938-39 !

Cooperative deliveries
e e | T0tal gin-
Afgsociz\- Bales f rgngs han-

ions ~ Bales for |, dled coop-
anll}elfefor i Govern- 1?,;‘:1]‘1"1’(?(]1@'“ eratively 3
h ment loan 2

Marketing season

Number Number Number Number Percent
15 | 1,104,975 ; 651,111 | 1,756,086 13.9
15 847, 397 811,193 | 1,658, 590 17.5

15 | 1,456,238 59,365 | 1,515,603 14.5

15 1,863,629 |_____. _.___ 1, 863, 629 ; 15.3

- . - 150 1,541,355 691,001 | 2, 232,446 | 12,2
193889 . ..ol - 15 723, 005 ¢ 799,032 | 1,522,037 | 13.1

! Compiled from data assembled by the Cooperative Research and Service Division, Farm Credit
Administration.

2 This service consisted mainly of classing and filling out loan documnents.

3 Running bales as reported by the U. S. Bureau of the Census.

The cotton-gin movement has reached its greatest development
in Texas and Oklahoma, where 20 to 25 percent of the crop is ginned
through farmer-owned and farmer-operated plants. In these two
States alone more than 400 cooperative gins have been organized
within the last 20 years, fully half of them within the last 5-yecar
period. At present there are more than 70 gin associations in
Mississippi, nearly all of which are less than 5 years old.

The movement is gradually spreading to other cotton States, and
at least a few such organizations are now to be found in New Mexico,
Arizona, California, Louisiana, Alabama, and several other Southern
States. In some regions where ginning charges were high, opportu-
nities for savings have been great. Some of the earlier cooperative
gins were able to pay for their plants out of savings within a relatively
short period.

In addition to ginning seed cotton and supplying the bagging and
ties necessary for wrapping the bales, the cooperative gin ordinarily
markets the cottonseed for its members. In some instances these
organizations also market a part of the cotton lint.

Ordinarily cottonseed is sold by the cooperative gins to private
oil mills, but during recent years cotton growers in certain areas
have undertaken to extend their cooperative activities into the crush-
ing field. At the present time there are six cooperative oil mills in
operation. The oldest of these is at Minter City, Miss. This associa-
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tion was organized in 1922 and has operated continuously since that
date. Of the other five, two were organized in 1934, two in 1937,
and one in 1939. During the 1937-38 season the five associations
then operating crushed a total of 107,900 tons of seed at an estimated
saving of more than $350,000 for the member-growers.

All told, 415 cotton associations were in operation during the
1937-38 marketing season (table 15). As indicated previously, 15
of these were large-scale selling agencies, 5 were oil mills, and the
remainder were cooperative gins. During the year the aggregate
sales of these 415 associations amounted to $110,000,000.

Table 15.—Number of cotton associations, estimated membership, and estimated business,
5-year period 1933-34 to 1937-38:

Marketing Associ- s ho Volume of Marketing Associ- ors I Volume of
season | ations | MEMDPers | yycineess | scason ations | Members iy diness?
N P — —
' Thousand Thousand
(Number| Number 3 dollars Number| Number 3 dollars
1933-34.________ 25 200, 000 100,000 || 1936-37 ______._ 401 341, 800 138, 500
19; 5. - 305 255, 000 100,000 |} 1937-38. ______. 415 350, 000 110, 000
1935-36. . _______ 311 300,000 110, 000 Ii
|

! Compiled from data assembled by the History and Statistics Seetion, Cooperative Research and Service
Division, Farm Credit Administration.

2 Includes some Government-loan cotton.

3 Estimated.

Probably no other phase of cooperation in the South is making
greater gains at the present time than is the gin movement. The
number of “co-op” gins has increased since the close of the 1937-38
season, and well-informed persons have stated that the number now
exceeds 500.

Other Products Handled Cooperatively

More than 15,000 farmers, located mainly in California, Oregon,
Georgia, and Virginia, are marketing nuts cooperatively. During
the 1937-38 season, 52 active nut associations reported an aggregate
business of $15,800,000.

Eleven associations, having a combined membership of 70,000, are
marketing tobacco. Marketing hay is the principal enterprise of 8
associations and a secondary enterprise of at least 40 others. Therc
are 25 to 30 sugar-beet bargaining associations. In the Southern
States 8 or 10 cooperatives are manufacturing cane sugar. And one
or more associations are handling each of the following products:
Maple sirup and maple sugar, honey, timber, nursery stock, pulp-
wood, tung oil, broomcorn, and fox fur.



