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CIRCULAR NO. 204

The Market Outlook for Kentucky Strawberries

By DANA G. CARD

The commercial production of strawberries in Kentucky is
being expanded rapidly. In some parts of the State where
strawberries never have been grown commercially, plans are
being made for a large acreage in the near future. Before ex-
tensive plantings of a mew erop are made, in localities where
people are unfamiliar with its production, consideration should
Le given to the economic factors which will have a bearing upon
the success likely to be attained in the growing and marketing
of such a crop. Some of these factors are discussed in this eir-
cular.

MARKET FACTORS

Supply and demand are factors of such importance in the
marketing of strawberries that they warrant careful considera-
tion.

Demond. Strawberries are not a staple food and sales are
affected quickly by price changes. The demand for them is in-
fluenced by weather conditions, competition of other fruits, the
business and employment situation and other factors which can
not be foretold very far in advance. In view of the limitations
on forecasting the probable future demand, it will be assumed
for the purpose of this discussion, that the per capita consump-
tion of strawberries in the future will not differ greatly from
that of the past. Producers should be on the alert for possible
shifts in the demand, however, and take them into consideration
when making their production plans.

Supply. The supply of strawberries depends largely upon
the acreage harvested and the weather conditions that prevail
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prior to and during the harvesting season. The quality of fruit,
ds and production vary so much that seasons of low prices
prices are almost inevitable. The acreage of
probably is the best single measure of

yiel
and seasons of high
strawberries harvested

the size of the industry.

TRENDS IN STRAWBERRY ACREAGE

Changes in production for the country as a whole, when
considered from the long time point of view, should about keep
step with changes in demand. Changes in the production of any
particular region should be made in the light of changes in de-
mand and changes of acreage in competing regions. The prices
received by growers in one of Kentucky’s largest strawberry
marketing associations show only a very slight tendency down-
ward since 1917. The trend of expansion in this State, during
the past ten years, apparently has been about in line with market
conditions and demand. Yearly fluctuations in acreage, how-
ever, have been large in some instances.

Kentucky. Table 1 shows the acreage of strawberries, the
carloads shipped and the number members by associations in
this State, as reported to the College of Agriculture by assoeia-
tion managers and other interested parties. The total acreage
as reported indicates an increase in 1927 of more than 549 over
1926 and of nearly 1409% over the acreage of 1925. This in-
crease is largely in Warren, MecCracken, Ballard and Simpson
counties.

Competing States. When comparing Kentucky with those
states whose strawberries go to market at about the same time or
slightly earlier, it appears that the states whose berries precede
Kentucky’s on the market are deereasing their acreage while
states whose marketing season more nearly coincides with that
of Kentucky, are increasing production, Table 2. Tf these
diverging trends in acreage are temporary in nature, some read-
‘ustment may be expected in the near future.

By grouping the important strawberry producing
according to the time of harvest, a comparison of acreage changes
of Early, Second Early, Intermediate and Late producing states

states
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TABLE 1.—Strawberry Acreage, Membership and Carload Shipments

of Associations in Kentucky.
= Mem- | Carloads
‘ E ECroaso bers Shipped
Association 34 ! l
;x%ﬂ 1922(1923(1924(1925(1926{1927* [1925|1926|1925(1926
] l
ER B
McCracken Co. [1913| 500/ 500] 775|1175/1822|3000 | 675/1020/121 |217
Warren Co. [1908(1350|1600{1100| 300| 450{ 700 | 100| 150] 44 | 81
Independent
Association 19221 225( .185| 250 300 500 83| 97 27 | 30
Woodburn 1102 3| et 75| 150 75| 140| 175 71| 86| 16 | 23
Oakland 1920( 660 700| 400{ 250 300| 400 | 200| 225| 30 | 54
Franklin 1919| 500 500/ 300| 300/ 600| 800 95| 226/ 51 |111
Christian Co. 1916| 750| 500 400/ 150/ 250 350 | 100| 110/ 7 | 20
Pembroke 1921 170( 135| 150| 140/ 150| 250 45| BTl 6 | 14
Hopkinsville 1919| 250| 200 150( 100| 200| 200 50| 50/ 5 | 14
Logan Co. 1921| 200/ 200 200| 100| 250 350 | 100 200 10 | 26
Henderson 1922 15| 15| 15| 19| 13| 150 2 8e0 Eah il B 83
Todd Co. 1920| 125| 75| 40| 20 0l 25 0o o o 0
|
\ \ \
Total 4520(4725|3865(2879(4475/6900 |1547|2240/322 |593
sz sl a et o il
1 Estimate of 1927 acreage made in 1926.
2 Carload equivalent sold locally and in l.c.l. shipments.
TABLE 2.—Strawberry Acreage and Carload Shipments.
(Kentucky and Competing States.)
Acres , Carloads
State | 1
|
1924 : 1925 ’ 1926 1924 | 1925 1926
! |
I | I
Arkansas 15.200f 14,860( 13,970| 1,613| 1,009] 1,321
N. Carolina ! 5,690] 5,040 4,590 2,046 1,660] 1,232
S. Carolina ! 540! 430 430 70| 44| 21
'I:‘_ennessee 21,170 16,160 12,120 2,902] 1,661] 1,248
Virginia 10,700 8,300| 12,120 1,919 1,239] 1,143
| | 1
|
Total | 53,300! 44 750( 43,230 8,650 5,613 4,965
| l |
K?HWCI{Y 4 370| 3,980 4,700| 467| 305| 570
Missouri 11,000/ 13,000 16,120 990| 1,571 1,335
Delaware 6,100 5,600 5,880 1,307| 401 668
Maryland 10,200[  9,200]  9,290|  2,153|  1,055| 1,426
New Jersey 5,400/  4,000] 4,000 402| 126 208
! |
Total 37,070’ 35,780 ' 39,990 5,319 6,159 4,207
| I !
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may be made. Five states have been classed as ‘‘Early,”” Ala-
bama, Florida, Touisiana, Mississippi and Texas. The ‘‘Second
Rarly’’ group includes Arkansas, North Carolina, South Caro-
lina, Tennessee and Virginia. The ¢‘Intermediate’’ states in-
clude Kentucky, Missouri, Delaware, Maryland and New Jersey.
Acreage figures for the ¢‘Late’’ states were not obtained prior
to 1920 but Indiana, Michigan, New York, Ohio and Pennsyl

vania have been grouped together to show acreage trends since

that time.

In Figure 1T the actual acreages,
vest periods, are indicated by the heavy, curved lines and the
trends! in acreage, for the ten year period 1917-1926, are indi-
cated by the lighter, straight lines. A decided increase in straw-
berry acreage is shown in all except the late producing states.
n a fairly steady inerease since
1919, altho prior to that date a very marked decrease took place.
Mhe second early acreage has increased much more rapidly
cxcept that more violent fluctuations have taken place. The
recent decrease in acreage in that group may be an attempt at
readjustment from over-cxpanded acreage in 1922 to 1924.

age also has increased but with less

orouped according to har-

The early acreage has show

The intermediate acre
rapidity than that of the second early group and with smaller
This group of states, like the others,

fluctnations since 1919.
acreage in the two seasons prior to

saw decreases in strawberry
that year.

Kentucky’s acreage does not show up we'l in Figure I be-
cause of the scale used but the proportionate increase in this
State has been almost identical with that for the intermediate
oroup in which it is placed. Kentucky has just about kept step
with her competitors in the general development of the indunstry.

Tt may be asked, Why has acreage fluctuated so much from
year to year? Is it due to the influence of price? Acreagt
rather than production figures purposely have been used in order
to eliminate variation due to weather conditions. Price -
formation available is rather limited but such information as 1

1 L,ine of Least Squares.
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readily obtainable indicates an effect of prices upon acreage.
In Figure IIT the deviations in acreage from the trend, as given
in Figure II for the Tntermediate States, are shown in terms of

COMMERCIAL STRAWBERRY ACREAGE
By Groups of States

Thousdand
Acres
50 TN
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Fig. II.—Actual acreages are shown by the heavy, curved lines. The
trend in acreage for each group is shown by the straight, solid lines.
Kentucky is grouped with the Intermediate States. Strawherry producing
states included in each group are: Early—Ala., Fla., La., Miss. and Tex.
Second Barly—Ark., N. C., S. C., Tenn, and Va. Intermediate—Ky., Mo.,
Del., Md. and N. J. Late—Ind., Mich., N. Y., Ohio and Penna.

percentages. Similar information is shown for the yearly aver-
age net prices received by the members of one of Kentucky’s
strawberry marketing associations. The average price for the
period was $3.55 per 24 quart crate.

The effect of price upon acreage is not felt immediately.
Plants which will yield one year’s crop were set before the
nrevious year’s berries were picked and sold, so plantings must
be based on expected returns or on prices previously received.
A change in acreage probably will appear two or three years
after the price change which induced it. This is commonly
called a lag in the effect or influence of prices.
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If the changes in strawberry acreage, indicated in Figure II

had taken place gradually, vear by year, the total acreage hy
groups of states would be represented by the straight trend lines,

T OF DEVIATION FROM THE TREND IN STRAWBERRY

PER CEN
PRICES AND ACREAGE" (1917-1925)
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Fig. II1I.—Using the trend line as zero, the deviations from the trend
in acreage of strawberries in the Intermediate States (see Tig. II) and the
deviations from the trend of prices received by growers in one of Ken-
tucky's strawberry marketing associations are plotted here in terms of

percentage.

Thus these lines may be said to represent the ‘‘normal’’ acreage
for each group of states. Actual acreages shown above thes:
lines, as in 1923, may be said to be above normal and actuil
acreages shown below these lines, as in 1925, may be said to be
below normal. Similarly a normal trend line for prices received
by growers, has been constructed and used in Figure IIL

An early estimate of the strawberry acreage for 1927 in the
Intermediate States, indicates an increase of 219, over the
acreage harvested in 1926. Such an inerease will result in a total
acreage in these states of 21.7% above what might be termed
normal in 1927.

From Figure III it will be seen that acreage in the Inter
mediate States was above normal in 1917, 1922, 1923 and 1926.
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The average for these being 13.6% above normal. During the
same four years, prices averaged 29% below normal. During
the years 1918, 1919, 1920, 1921, 1924 and 1925 the acreage aver-
aged 8.9% below normal and prices averaged 19.6% above nor-
mal, Carload shipments from the Intermediate States averaged
97.99, above normal in the four years of large acreage and
18.6% below normal in the six years of small acreage. Acreage
abov.e normal is likely to be accompanied by prices below nor-
mal and vice versa.

In some produets periods of relative over-production are
followed by periods of relative under-production in successive
waves or cycles. It may be that fluctuations in strawberry
acreage are due to similar influences altho the information at
hand is not sufficient to prove that such is the case.

Qtrawberries are a luxury for most people and their market
is quite dependent wpon general business eonditions. Their pro-
duction is influenced easily by whether conditions and risks as-
sumed by growers are greater than in the production of some
other crops. Producers should be aware of these facts and be
prepared for some years of comparatively heavy losses as well as
years of good profits. Eaeh grower in Kentucky, who considers
the growing of strawberries to be a profitable enterprise, should
strive to determine what acreage of strawberries will fit into his
plan of farming meost profitably, and maintain approximately
that acreage.2 A policy of reducing production in periods of
low prices and increasing production in periods of high prices
usually oes too far or moves too slowly to be the most profitable
in the long run.

We may conclude from the information given in Figure IT
that, from a long time point of view the strawberry industry is
gradually expanding. In the future, prices will indicate
whether or not this is taking place too rapidly.

It has been pointed out that Kentucky is keeping her place
in the ranks of expansion. Is it wise to continue this expan-
sion? Tn periods of rapid expansion it is a good business policy

?For further discussion see Kentucky Asgricultural Experiment Station
Bulletin 255, “Strawberries and Farm Profits in Western Kentucky.”
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to proceed cautiously.  During the period 1917-1926 Kentucky
shipped 11% of the cars of strawberries shipped by the Inter-
mediate States. In 1926 about 139 of their shipments came
from Kentucky. Obviously, production changes in this State
alone must be large in order to influence the market materially
but when combined with corresponding changes in other states
the effect may be marked. Production changes in competing
states should guide the action of Kentucky producers and pro-
duction figures of other regions therefore are important.

QUALITY

Regardless of the keenness of competition, quality is a factor
which will place any strawberry producing region in a favorable
light. The producer having a product of the highest quality
has a distinet advantage. Some of the growers in strawberry
producing sections of Kentucky are not giving as much atten-
tion to cultural practices as 1s necessary for best results. Rigid
inspection at the car Jdoor is essential but in itself does not 1m-
prove the quality of berries. Real quality improvement must
come thru cultural and handling practices.

KENTUCKY’S MARKET POSITION
Qtrawberries are highly perishable. The distance to market,
therefore, is an important factor in handling them. Kentucky’s

TABLE 3.—Population of the Fifteen Largest Cities in the U. S.
(1920 Census)

New York City, New York
Chicago, TIHNOIS -..icoeeemrorooomeracmesreeoenarecnenes
Philadelphia, Pennsylvania
Detroit, Michigan
Cleveland, Ohio
St. Louis, MiSSOUrL ....oorceccececroeeooenemmcaszens
Boston, Massachusetts
Baltimore, Maryland
Pittsburg, Pennsylvania

588,343

T.os Angeles, Cailifornia 576,673
PRl NeW YOIK ol .ot 506,775
San Francisco, CAlifOrIIA o cececmmommememememememsesaceomsasasacacecs 506,676
Milwaukee, WiISCONSIN oomommcmcmeemznaccsromemeemmeoaeemoneeeees 457,147
WathinEton, D, @ Sl e et e 437,571
Newark, NEW JEISEY ..... cccoswssustccmesmsscmscnsrmssmmssenssosnroass 414 524

S e

17,678,543
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geographical location in reference to the most important markets
of this country is a point in her favor. The cities of the
Northern and Eastern States and of Canada form the principal
markets for Kentucky strawberries. Table 3 lists the fifteen
Jargest cities in the United States with their total population of
17,678,000 people, as shown by the census of 1920. All except
two of these cities, San Francisco and Los Angeles, are within
1,250 miles of any point in Kentucky. Nearly 36% of the
people living in these fifteen cities are within 500 miles of Louis-
ville, Kentucky, and about 90% of them are within 1,000 miles,

Growers in Arkansas and Missouri have an advantage in
location with respect to such markets as Kansag City, St. Louis
and Minneapolis, and the Atlantic coast regions have a similar
advantage with respect to Eastern markets. Kentucky, how-
ever, has a distinct advantage with respect to such markets as
Detroit, Cleveland, Buffalo, Pittsburg and possibly Cincinnati,
altho the latter city gets most of its strawberries from Tennessee.
The average annual unloads of strawberries at Pittsburg, Cleve-
land and Detroit during the years 1921-1925 were 23.6% as large
as those at New York City, Chicago and Philadelphia. The
apparent per capita consumption of berries is slightly greater
in the smaller markets. Pittsburg, Detroit and Cleveland un-
loaded, on the average, during the five years, 1921-1925, one car

for each 2,000 people. The three larger markets unloaded one

car for each, 2,440 people during the same period. At the same
time the average 1. c. 1. price to jobbers in the three large mar-
kets was only 3/10 of a cent per quart higher than the average
in Pittsburg and Cincinnati. Comparative prices in Detroit
and Cleveland were not obtained.

In parts of Kentucky the use of express refrigeration service
permits a wider distribution in the sale of strawberries than is
possible when only freight service is available. Express service
is particularly valuable in seasons when the strawberry crop in
states which normally supply the Eastern Markets is short, per-
mitting Kentucky growers to reach those markets profitably with
express shipments.
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It should not be concluded that large cities are the only im-
portant markets for strawberries. In 1922, Kentucky berries
went to more than 85 cities in 18 different states and Canada,
Figure I. The small or medium qized cities of Northern
indiana, Michigan and Ohio ‘furnish~market outlets for many
Kentucky strawberries. In 1922 about 409% of Kentucky’s
strawberries went to cities of less than 950,000 inhabitants® and
in 1924 about 30% of the berries from Kentucky and North
Mennessee went to eities of that size or smaller.*

STRAWBERRY PRODUCTION AND COOPERATIVE MARKETING

Clommercial strawberry production in Kentucky is almost
inseparably linked with cooperative marketing. Many people
hardly realize that strawberry associations in this State are co-
operative enterprises, they have developed so closely with the
industry.

In 1907 and 1908, the impetus which really started Ken-
tucky on its career as a commercial strawberry state, was a
desire on the part of an ambitious railroad freight agent to in-
erease the tonnage from his shipping point. To do this satis
factorily a sufficient acreage to permit shipping in carload lots
had to be assured. A market outlet then became necessary and
those farmers who grouped themselves together for mutual ad-
vantage in production made plans for selling their product co-
operatively.’ Excepting strawberries grown near Louisville and
Cincinnati, and sold in those cities, practically all of Kentucky’s
commercial erop is nOw marketed cooperatively.

This, no doubt, is a healthy state of affairs but it carries
certain problems with it. Probably the very fact that, organiz-

tion for selling has seemed necessary has held the associations
When troubles have qrisen members

together in most cases.
£ the association and tried to sell their

have not dropped out o

3 Ky. Agr. EXp. Sta. Bul. 246—*‘The Marketing of Kentucky Straw-

berries.”

1 “Kentucky North-Tennessee gtrawberry Deal Season 1924’—Bureau of
Agricultural Ticonomics, S. Department of Agriculture. ;
5 For further information on the development of strawberry g'rjo“'l“g
in Kentucky see Kentucky Agricultural Txperiment Station Bulletin 4
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The Market Outlook for Ilentucky Strawberries 13

own berries but have formed a separate and competing market-
ing organization.

During the past few years considerable thought and study
has been devoted to membership problems of cooperative market-
ing associations. Marketing associations are -essentially--sales
agencies for their members and are dependent upon the patron-
age of their members for existence. It is essential, therefore,
that the membership shall be kept in a frame of mind friendly
to and enthusiastie about the association. This problem has pre-
cen‘ed itself to nearly all cooperatives in this country, from the
large cotton and tobacco associations of the South to the smallest
livestock shipping association or cooperative creamery of the
Northern States. They feel the need of keeping their mem-
bers better informed as to the affairs of the assoeciation.

Frequently it has been said that what cooperatives need
most is loyal members. This may be true but to be loyal the
members must have more knowledge of the association than
merely the fact that they are bound by a contract to sell thru it
Cooperative marketing association officials may well take the
membership into their confidence much more than has been done
in the past.

Kentucky strawberry associations have not been entirely
free from unrest and dissatisfaction among their members.
Neither have they always been as open and frank with their
members as they might have been. In some of the associations
growers think of the manager much more as a local buyer than
as their hired agent. Perhaps some of the managers forget, at
times, that they are merely the employees of the association. It
should not be construed that the managers are to take orders
from any or all of the growers, in regard to association activities.
A unified plan of action is essential and it should be earried out
thru the hoard of directors. Each manager, however, should
realize that he is an agent for the association and that his success
in the job depends upon the results he is able to obtain, not alone

in dollars and cents but also in personal satisfaction to the
growers.
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of a small cooperative 1n Minnesota said
to render to our members the
vince them that we

The manager
recently, ‘It is not only our job
most efficient service possible but also to con
) Prequently members do not recognize the benefits
ive marketing until they are pointed
t of members usually

are doing it.’
or perplexities of cooperat
out to them. Dissatisfaction on the par
avoided by removing or explaining the causes
n such dissatisfaction. If returns o
particular sales are not what were expected, it may have been
due to unavoidable adjustments in prices. If final seftlement
at the end of the marketing season, it may he
£ claims, a slow settlement by buyers,
med of such matters with
aged by such informa.

can be overcome or
of events which result 1

is not made quickly
due to a slow adjustment o
or other causes. Growers may be infor
cafety and their confidence will be encour
Tn Kentucky there are strawberry associations in which
ceived, methods of sale, markets
d in making sales and the like,

tion.
cuch information as prices Ie

shipped to, problems encountere
is considered a trade secret helonging to the manager. Such an

attitude on the part of officials does not inspire the confidence
Vho would like to invest money

and loyalty of the members. V
in a bank or in any other husiness enterprise which did not
furnish frequent and complete reports of its activities?

marketing association should strive t
develop and maintain a warm, friendly feeling of confidence
between its members and officials. This can best be done by
being open and frank about all matters, including mistakes as
well as accomplishments, problems still ansolved as well as those
for which a satisfactory colution has been worked out, and by
making such information readily available to members not only
t before the request is m ade for it. The activ

Every cooperative

upon request, bu
interest of members in association affairs always should be er-

couraged.

FURTHER EXPANSION IN KENTUCKY

Strawberry growing in Kentucky has proved successful 2

a community enterprise. With this in mind, consideratiol
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The Market Outlook for Kentucky Strawberries 15

should be given to the following points, by those who are con-
femplating the commercial production of strawberries.

1. A standardized variety should be planted by all growers
in order that a uniform product for sale may be insured. Failure
to do this has proved costly in the past. In Kentucky the
Aroma variety has been found most satisfactory.

9 Tf more than the local market is to be supplied, a suffi-
cient acreage of «trawherries must be set to permit shipments in
carload lots. This usually will require at least 125 or 150 acres.
Most farmers have had little experience in handling strawberries
<o it is preferable that the acreage be distributed among a large
number of growers with one or two acres each rather than among
a few growers with larger patches. The distance from the ship-
ping point should not be too great, however.

In determining the approximate acreage to be planted, it
has proved helpful to secure from each prospective grower a
sioned statement of the acreage he will set out. This gives a
definite check on acreage before planting time and aids in the
purchase of plants, when this is necessary.

2 (Careful attention should be given to the potential labor
supply in a community and the possibility of eetfing pickers
from elsewhere. The problem of getting oood pickers is a very
important one in strawberry orowing. In a mnew produecing
region experienced pickers will be searce and inexperienced
pickers will require exceptionally close supervision.

4, Adequate railroad facilities for the satisfactory trans-
portation of strawberries are essential. Express and fast freight
refriceration service has proved of great benefit to some localities
in Kentucky and an unsatisfactory train schedule has proved a
real handicap to others.

5. A definite business organization for the sale of berries
and the purchase of supplies is essential for best results. The
association should be incorporated and by-laws governing its
affairs should be drawn up. The College of Agriculture can be
of assistance in this respect.®

S A o o A 3
e I\(_\nt,_ncl\_v Collece of Agriculture fxtension Circular 134—‘Plans for
o f)])(ln1l‘\'n Marketine,” gives sugeested forms of articles of incorpora-
ion, by-laws and membership agreements.
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6. Perhaps one of the most essential features of a coopera-
tive marketing enterprise 1s a competent manager in whom the
members have confidence. In‘a strawberry association he must
know strawberries, and must be able to locate and develop market
outlets for them. To be successful he also must know men and
be able to inspire their confidence and to keep them: interested,
catisfied and well informed as to association affairs.

7. The association’s board of directors should be made up
of men who have a vision of its purpose and opportunities and
who will be willing to give considerable time to the study of asso-
ciation problems. Many cooperative marketing enterprises have
failed because of inactivity or misguided activity on the part of
their directors.

8. Quality is a very important factor in marketing. Rigid
inspection and orading is necessary for the sucecessful operation
of a strawberry cooperative. Tnspection is only a means to an
end, however, because the real problems of quality production
are in the hands of the growers. Careful methods of production
and handling must be rigidly maintained for best results.

9. Another feature which will bring suceess to strawberry
cooperatives much more casily than is possible without it, is a
otate of reasonable expectation on the part of members as to the
possible accomplishments of these associations and the probable
finaneial returns from strawberries. Tiarge profits are not likely
but reasonable returns for hard, conscientious work seem prob-

able. Members who expeet too much will be easily disappointed
while those whose expectations are more moderate will be satis-
fied more easily.

CONCLUSIONS

First. ‘A gradual trend toward increased strawberry pro-
duetion is very apparent. This increase probably will be ac-
companied by periods of relative over-preduction and low prices
and periods of relative under-production and high prices. Ken-
tucky has just about kept pace with competing states in this
expansion. Kentucky is a rather small factor in the strawberry
market and in order to be informed as to what to expect in the
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future, her growers must keep a close watch on what is taking
place in competing states.

Second. Curtailed production in periods of low prices and
enlarged production in periods of high prices usually go too far
or move too slowly to be the most profitable in the long run. It
seems wise, therefore, for Kentucky farmers to seek a combina-
tion of enterprises which results in the most efficient use of their
land, tools and labor, rather than to jump into and out of enter-
prises which look to be more profitable or less profitable as the
case may be. When strawberries are found to fit into this best
combination of enterprises, they usually will prove profitable.

Third. Regardless of swings in production, Kentucky has
a favorable geographical location in reference to markets. Ex-
cessive production during the marketing season will inerease
market competition. It appears, however, that Kentucky’s posi-
tion will permit a reasonably increased production within her
borders.

Fourth. To compete successfully in the market, quality of
fruit must be maintained at the highest possible level. This
must be watched in mew production areas where growers lack
experience and in old production areas where, because of cultural
methods or other factors, quality sometimes has declined.

Fifth. Existing associations and new ones that are organ-
ized should map out a definite program of furnishing informa-
tion to their members and maintaining amorg them a spirit of
loyalty. All possible points of contact between growers and
their association should be developed. Information furnished
to the growers should inelude general erop and market informa-
tion, the results of each year’s business, the markets patronized,
problems encountered and general information relative to co-
operative marketing developments. It takes more than dollars
and cents returns to make a cooperative marketing association
permanently suceessful.

Sizth. Persons proposing to establish strawberry produe-
tion as a new enterprise in their community should study the
situation very carefully, first as to general conditions which
affect the industry as a whole and secondly, as to local condi-
tions which indicate success or failure.







