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FOREIGN TRADE IN POULTRY AND EGGS 

(Foreign trade is much more complex then is implied in this article. 
It is not my intention to argue U. S. export and import policy but to merely 
point out some reasons why U. s. poultry products are not exported in large 
quantities when prices seem to indicate a good export situation.) 

Foreign trade in poultry and eggs is relatively uni1q:;ortant \.Jhen cc1urared 
to U. S. total annual production. The U. S. exported around 35 million 
pounds of chicken meats in 1958, an eight-fold increase over 1952. Yet, 
even after this huge increase, 1958 exports accounted for only about 0.5% 
of the estimated 6.0 billion pounds of chicken meat produced in the U. S. 
in 1958. 

U. S. exports of chicken meats are expected to increase again in 1959 
to a new record high. The U. s. currently faces very little competition in 
world markets either for quality or price of product. Chicken meat prices 
are very favorable in relation to prices of competing meats. Many of the 
transportation problems have been solved by modern refrigeration. Bulkiness 
of poultry has been reduced by up-to-date processing and packaging. 

It appears that chicken meats would enter foreign trade in large quan-
tities, especially to meat importing countries. Why then, haven't more 
poultry meats been exported? 

Foreign trade is a complex and controversial subject. There is no one 
answer. Probably, the major reason for such a small quantity of poultry 
meat leaving this country is a shortage of U. s. dollars in foreign countries. 
Any scarce item, including money, is usually directed so as to yield the 
highest return. As a result, limited dollar resources of many countries 
are used to modernize industrial plants and facilities rather than buy food 
which can be produced at home, Admittedly, much of this home-produced focd 
may be considered unsatisfactory by American standards but subsistence can 
be maintained on it. 



The dollar shortage in foreign countries is influenced by our own 
import policy. We impose restrictions on importing those items foreign 
countries have to export, such as sugar, coffee, automobiles, tobacco, 
small grains, etc. We have legitimate reasons for imposing these re-
strictions and believe that we gain economically by doing so. But in 
restricting imports we must realize that we also restrict exports of goods 
we have in abundance. Poultry meats happen to be in the same class as the 
innocent by-stander -- innocent but seriously affected. 

Public Law 480, the lmi enacted to relieve the surplus agricultural 
products situation, partially solved the dollar shortage problem. However, 
this law was designed primarily to dispose of surplus stocks held by CCC. 
Poultry meats have constituted a very small, practically insignificant, 
portion of sales under Public Law 480 since poultry and eggs are not pur-
chased in large quantities by CCC. 

World trade in shell eggs remains at a fairly high level. U. s. eggs 
have not entered world trade in large quantities because U. s. prices have 
been above world prices. Eggs exported have been mostly hatching eggs to 
help up-grade poultry in other countries. As breeding stock is multiplied 
in foreign countries the demand for U. s. eggs declines. The outlook for 
exporting table eggs in sizeable quantities in the next few years is not 
particularly attractive. 

Canada was the largest importer of American turkey meats until the 
embargo of 1957. Canade imposed this embargo to encourage domestic produc-
tion much the same as Vie restrict imports of certain commodities to en-
courage production at home. The embargo was relaxed somewhat in November 1958, 
allowing a modest import quota. The embargo will likely remain in effect 
with yearly adjustments in import quotas reflecting domestic production. 

Another reason chicken meats are not sold in some European countries 
is the absence of a 11tasten for the product. Intensive efforts are being 
made to introduce fried chicken to Europeans. Most of the 5 to 7 pounds 
of chicken meat consumed per person per year in these countries has been 
fowel, a by-product meat of egg production. Many Europeans are tasting 
fried chicken for the first time at trade fairs, exhibits, etc. Acceptance 
of this "new;' taste treat has been good. The potential foreign market for 
U. S. broilers is enormous if a 11 tasten can be developed for the product 
and existing trade barriers can be removed. 

The poultry industry in the U. S. cannot depend on foreign markets as 
a major outlet for expanded production. Poultry and eggs produced in the 
U. 3. will have to continue to be consumed in the U. s. 
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EGG PRICES - Average From May 1, 1959 to May 31, 1959 1} 

u. S. Grade A Grade B Grade C 
Market Area Large Medium Small Large Large 

- cents per dozen -

Harrisonbwg 25.9 19.6 13.1 18.4 12.4 
Richmond 24.5 18.7 13.0 20.3 14.3 
Roanoke 26.4 20.5 13.9 18.9 13.8 
1/ Unweighted averages: some buyers paying additional 1-2¢ over grade 

yield prices and up to 4 1/2¢ over commercially graded prices for 
delivery of eggs in large lots, sizing, farm refrigerated, and other 
contractual arrangements. 

BROILER PRICES - Average From May 1, 1959 to Hay 31, 1959 

lfarket Area 

Virginia 
Del-Mar-Va 
West Virginia 
North Carolina 
North Georgia 

J) Unweighted average. 

Ave. 1 
Price 

16.05 
16.70 
15.25 
15.0 
14.85 

Week 
Ending 

5/1 
5/8 
5/15 
5/22 
5/29 

Total 

Weekly Summary of Purchases 
in Virginia 

No. Birds 
Purchased 

926,514 
958,700 

1,036,500 
1,082,465 

932,280 

4,936,459 

Weighted Ave. 
Price (cents) 

17.05 
16.10 
16.07 
16.0S 
15.91 

16.23 

Average Virginia Poultry Feed Prices and Feed-Price Ratio 

Date 

Price 

Laying 
Mash 

Per 100 Pounds 
Broiler Turkey 
Growing Growing Feed-Price Ratios 1/ 

Mash Mash Egg Broiler Turkey 

May 15, 1958 4.80 5.30 5.30 10.0 3.8 7.8 
April 15, 1959 4.80 5.10 5.10 8.6 3.2 5.4 
May 15, 1959 4.75 5.10 5.10 8.0 3.2 5.7 
i/ Number of pounds of feed equal in value to one dozen eggs, one pound of 

broiler live weight, or one pound of turkey live weight. 
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FOR A MILK MARKETING 
COOPERATIVE TO 
SUCCEED 

In the last 
issue of 11 Peep 
and Moo" op-
portunities 
for milk 

marketing cooperatives were discussed. 
Only those who are prepared can take 
advantage of such opportunities. As 
pointed out in the last issue, op-
portunities for milk marketing co-
operatives lie in the field of market-
ing services, such as hauling, handl-
ing, and selling milk. To be of real 
service to member dairymen a cooper-
ative must be more effective and 
efficient in marketing milk than its 
competitors. A cooperative must 
fulfill the requirements discussed 
below, if it is to be prepared when 
opportunity knocks. 

Lov::i.l ifE'ltr.hArshin: One of the 
fundamental 
requirements 

of a sound cooperative is an inter-
ested membership. A dairyman must 
be fully aware that he can accomplish 
more through a marketing organization 
than alone. For example, an indi-
vidual dairyman could not market his 
surplus milk profitably in distant 
markets. However, through a cooper-
ative this can be done. Realizing 
what a cooperative can do for him, 
a dairyman should take an active 
par~ in the functions of his cooper-
ative. It is each member's respon-
sibility to participate in such 
functions as membership meetings, 
election of directors, and any matter 

which comes before the membership 
for consideration. To act wisely 
in any of these situations, a mem-
ber must keep informed of his co-
operative' s ventures and operations. 
Each member should be as diligent 
in the business of his cooperative 
as he is in dai.rying for it is vital 
to his financial success. 

A dairyman may find himself 
torn between loyalty to his cooper-
ative and an interest in a competing 
business. A cooperative cannot be 
influenced to follow a course bene-
ficial to a business in which a 
member may have a financial interest. 

Fro~rAssive Ronrd 
of Directors and 

The board of 
directors acts 

Maria~ers: for the mem-
bership and 
sets the policy 

under which the cooperative shall 
operate. The manager runs the busi-
ness within the framework of this 
policy. The director-manager team 
must be progressive to keep pace 
with our growing economy. If a co-
operative is to survive it must move 
forward as rapidly as our economy as 
a whole. Cooperatives must be leaders 
and set the pace. They must be out 
front doing new things. The benefits 
of an innovation diminish as more and 
more people use it. Its advantages 
are only for those who are first to 
use it. Therefore, successful co-
operatives must be innovators. They 
cannot lag behind and wait for someone 
else to develop new practices. 
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In view of this, a cooperative 
board of directors should be fore-
sighted and plR.n for the future. They 
should be receptive to new ideas and 
be bold enough to attempt new things 
which after careful analysis seem de-
sirable. The manager must be consci-
entious, capable, creative and have 
sufficient help to operate the busi-
ness. He cannot be burdened with chores. 
He must have time to think, plan, and 
develop better ways for doing business. 

The men composing a progressive 
board must be better than average. 
They should be men who are successful 
in their own businesses and still want 
to do better. They must be dedicated 
to the objectives of cooperative milk 
marketing. Think of these qualifica-
tions the next time you elect direc-
tors. 

Control of 
Member Milk: 

To market milk 
effectively, a 
cooperative 
must have title 

to the milk as well as physical con-
trol of it. A cooperative must be 
able to direct milk to those outlets 
which use it in the highest class. A 
membership marketing agreement gives 
the cooperative title to the members' 
milk. To market this milk it must 
have trucks, equipment, and facilities 
for hauling, receiving, cooling and 
holding milk. A cooperative can divert 
surplus milk more economically with a 
larger volume of milk. Through such 
diversions a cooperative can often 
dispose of surplus milk in deficit 
markets at prices above the local sur-
plus price. 

Under some circumstances, co-
operatives have found that it pays 
to control their members' milk through-
out the marketing system. Facilities 
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for manufacturing surplus milk &nd 
for bottling fluid milk have strength-
ened the position of cooperativ8s in 
many markets. However, before a co-
operative can provide these functions, 
it must be large enough to meet the 
competition. 

Volume: The hauling, assem-
bly, storage, and 
movement of milk 

requires a large investment in build-
ings, trucks, tanks and equipment. 
These fixed costs must be spread 
over a large volume of milk if unit 
costs are low enough for the cooper-
ative to be compstitive. Facilities 
must be used as near capacity as 
possible. Unit costs for handling 
small amounts of milk are prohibitive. 
Therefore, a large volume is necessary 
before a cooperative can successfully 
market milk. Many small cooperative 
associations do not have sufficient 
volume to handle milk efficiently. 
In such cases, it may be wise for 
small cooperatives to merge into 
larger organizations which can market 
milk efficiently and effectively. 
The major businesses in our country 
and in the dairy industry have be-
come large through mergers. Mergers 
have increased the volume of business 
as well as the area served. Through 
size it is possible to tackle pro-
jects which a small local business 
cannot attempt. Furthermore, a 
large volume of milk is necessary 
for an effective sales program. To 
take advantage of sales in deficit 
markets, a cooperative must have 
anough volume to keep handling and 
shipment costs per hundredweight low. 

Adequate FinRncing: Large investment 
in plant and 

facilities is necessary for handling 
milk, particularly in the processing 



and distribution o~-milk. Com-
petent employees are necessary and 
require good salaries. In addition, 
operating capital requirements are 
high because of the many functions in-
volved in marketing. In order to 
operate successfully, it becomes nec-
essary for the cooperative to be ade-
quately financed. National chain 
dairy companies, which have access to 
almost unlimited capital, are the 
biggest competitors in the dairy in-
dustry. Your cooperative must be in 
a position to meet this competition. 
This requires money. 

';A. penny saved is a penny earned" 
may not be the best philosophy. Today 
it takes dollars of investment to earn 
pennies. ?or example, if a dairyman 
pays a fee of 10 cents per hundred-
weight to his cooperative for marketing 
his milk and receives 11 cents more 
in return, he is better off by 1 cent 
per hundredweight. IrivPsting in a co-
operative provides an outlet which 
might not otherwise be available. 

Membership and 
Public Relations: 

Keeping a mem-
ber informed of 
the objectives, 
operations and 

ventures of his cooperative puts him 
in a better position to evaluate his 
organization. By keeping in touch 
the cooperative makes each member feel 
that he is part of the organization. 
Keeping him informed keeps him loyal. 
A well informed producer will not fall 
for unfounded rumors which are detri-
mental to his cooperative. 

In addition to maintaining good 
membership relations, a cooperative 
must keep the public informed. Our 
farm population is declining and ex-
erts less influence on lawmakers and 
the economy. Public opinion is a 
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strong force in our present day econ-
omy. Therefore, it is necessary that 
the public be informed that coopera-
tives are for the mutual benefit of 
its members and must operate with 
the welfare of the consuming public 
in mind. To maintain good public 
relations cooperatives should share 
savings with the consumer. 

These basic requirements must 
be present for a milk marketing 
cooperative to be successful. Their 
presence alone, however, does not 
assure success. They must be mixed 
in the right proportions by a guid-
ing hand. This guiding hand is 
management. With the right touch of 
the hand of management the key to 
success is readily turned. 

·-/ j ,() ,/.-
/) ·r . : ./;.h¥J 
A. '-J. Ortego 
Asst. Ext. Agri. Econ. 
Milk Marketing Specialist 
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