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EGG MERCHANDISING STUDIES
IN SUPERMARKETS ;

PART Vi: MARKETING CRACKED EGGS
(A Progress Report
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MARKETING CRACKED BGGS THROUGH RETAIL OUTLETS

INTROTUCTION

Eggs with cracked shells generally sell for substantially less than eggs
with sound shells. However, many of the cracked eggs are only slightly
-cracked with no shell membrane damage or have only blind checks. Nevertheless,
this defect places the eggs in a lower grade even though the interior quality
may be equivalent to that of a Grade A egge

The extent of shﬁll damage to eggs moving from farm to market was shown
in a study by Barle.t Approximately 7 per cent of all eggs showed some shell
damage by the time they reached the wholesale market. When eggs were graded
at the farm, an average of L.l per cent showsd some shell damage. Another

248 per cent of the eggs were damaged either on the pick=up routes, at the
country pickeup stations, or in transit to the wholesale market. Since
elimination of the causes of shell damage is difficult, poultrymen and egg
handlers are continually striving to find new methods for successfully mare
keting cracked eggs.

The purpose of this study was 19 jftest a new technique for marketing
cracked eggs through retail outlets ...2../ An attempt was made to offer con-
Sumers a good quality cracked egg at a price which might encourage consumers
to buy them and thereby increase returns to poultrymen and egg handlers.

THE DEVELOPMENT OF ECON-O-CRAX

In a recent study of egg purchasing practices, a relatively large pro-
portion of urban families expressed a willingness to buy cracked eggs if
they were available.3/ In Tthaca, New York, 59 per cent of the housewives
interviewed indicated they would purchase cracked eggs. This study also
showed that relatively more low income families than high income families
would be willing to buy cracked eggs.

Many consumers buy cracked eggs directly from producers or grading plants.
However, this practice is costly and inconvenient for both the consumer and
the egg handler. This suggests that there might be an oprortunity to mer-
chandise cracked eggs in retail grocery stores.

To merchandise cracked eggs in retail stores, a carton was required which
would serve as a container for the eggs. A pulpboard type carton was selected

i w. c. Barle, "Marketing BEggs Through Wholesale Channels," Thesis, Cornell
University, June 19%50. .

2/ A cracked egg, as used in this study, is an egg with a blind check or a
shell fracture which has not damaged the shell membrane.

.-3/ E. M. Moore, "Purchasing Practices and Quality Recognition for Eggs,
Ithaca, New York," A.E. 835, Department of Agricultural Economics,

Cornell University, August 1952.
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as it offered the most protection to the cracked eggs and also eliminated
leakage problems if the eggs were further damaged. It was also desired to
use the container as a media for telling the consumer what cracked eggs were
and how they could be used.

The carion was designed to clearly identify the product. The name

. Fgon-0~Crax was used to infer that the eggs were cracked and also an economy
buye. A verse was used i¢ convey at least three ideas to the customer. Firsi,
that the eggs were fresh. Second, that the eggs were candled and of a good
quality even though New York State CGrading Laws required a Grade C label on
the carton, and third, that these eggs were good for cooking, baking or table
uses, The verse used is as follows: '

WIWELVE NEWJ LAID EGGS =~ NEATLY PACKED,. ON
THE WAY TO MARKET WERE SLIGHTLY CRACKED;
GOOD FOR COOKING, BAKING we GOOD TO EAT.

RETATL STORE STUDIES

To determine customers' response to Econ-U=Crax eggs, a series of exw
periments were conducted in selected stores in an attempt to get a broad
picture of the acceptance of these eggs. The experiments were designed to
determine: (1) The number of cracked eggs consumers would purchase in
grocery stores. (2) The effect Bcone-O-Crax sales would have on total egg
sales. (3) The acceptance of Eson-O-Crax eggs in stores located in differ-
ent areass (4) The use made of these eggs, and (5) the importance of
Econ=O«Crax sales to egg producers and handlers in terms of net returns for
their eggs.

Ithaca Tesgt

In June 1954, the first Fcon-O-Crax eggs were offered for sale in a
large Jthaca, New York, supermarket. These eggs were placed in the store as
-an additional line of eggs. There was no advance publicity or any point of
sale promotional work done at any timee. This study was continued for a
period of one year.

Volume of Fgg Sales

During June, the first month of the study, Econ-O-Crax sales averaged
163 dozens per week (table 1), Sales increased to 187 dozens in July., Sales
of cracked eggs conmtinued to grow until Hovember when they averaged 288
dozens per week, Thereafter, sales leveled off and held at approximately
the November level for the balance of the year,
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Table 1. AVERAGE WEEKLY SALES OF EGGS
‘ One Supermarket, Ithaca, New York.
June 195h-May 1955

R ) Sales of eggs -

Targe Medium Econ=0= AT1

Month A A Crazx eggs
Dozens

June 38 206 163 753
July 316 313 187 876
August 3hk 342 174 860
September 350 W27 187 96k
October 334 50k 270 1,108
November 288 525 288 1,101
December ‘ 343 310 276 929
Jamary L81 394 26}, 1,139
February 433 305 - 26l 1,002
March k15 185 282 882
April - 512 15, 302 968
May LO? 151 282 835
Year . ] Y

Total egg sales ranged from 753 dozens in June to 1,139 dozens in
January, and averaged 958 dozens per week for the year. This compares with
an average of 693 dozens per week for the previous year when Econ-0=Crax
were not offered for sale or an insrease of 38 per cent in average weekly
egg sales.

Econ-0=Crax represented nearly 26 per cent of total egg sales during
the year and accounted for about two-thirds of the change in egg sales.from.
the previous year (table 2). Cracked egg sales ranged from a low of 19.5
per cent of total sdles in September to about 3k per cent of total sales in
May. Large eggs accounted for about Ll per cent and medium eggs. 346 per cent
of total egg sales during the year.

Pricing

During the first two months of the study, Econ-0-Crax eggs were priced
at about B0 per cent of the lLarge Grade A price (table 3). This was at the
request of the research workers. After this period, the price was determined
by the wholesaler supplying the store with eggs. This price ranged from 69
per cent of the Large Grade A price in October 195L to 92 per cent in Jamary
1955. The average weekly price for Eeon-O-Crax during the year was 80 per
cent of the Large Grade A price. The price of Econ-O-Crax relative to large
eggs appeared o have but little effect on their sale. '
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Table 2. PROPORTION EACH TYPE OF EGG3S WaS OF TOTaL SALES
One Supsrmarket, Ithaca, New York,
June 1954-May 1955

Type of eggs
Large Medium Foon=O= A1l

Month A A Crax eggs
' Per cent

June o : 010 9T alt 2146 100
July 13,0 35.7 2143 1C0
August L].O <0 39 08 2042 1c0
September 36.3 Lha» 19.5 100
October _ 30.1 L5a5 2L ol 100
November 26,1 1746 263 100
December 36.9 33,1 29,7 100
January h2a2 3}456 23 .l 1‘00
February L3.2 30.h 26 .1 100
Marech i )-17 »0 2140 32s0 100
April 529 15,9 31.2 100
May 48,1 18.1 33.8 100
Tear - 0.8 3345 2548 00

Table 3. RELATIONSHIP OF ECON-O~CRAX PRICE TO LARGE GRADE A,
AND MEDIUM GRADE A PRICES, BY MONTHS
One Supermarket, Ithaca, New York,
June 195L~May 1955

Per cent EgconeO-Crax price was of:

Large Grade A Medium Grade A
¥onth price price
June - 81 91
July 80 _ 96
August 7h 100
September 79 101
Uetober 69 102
November 73 97
December 84 97
January 92 99
Febmiary 87 92
March 8l 87
April 79 8L
May 86 92
Year 80 9ly

The price of cracked eggs during the year ranged from 8l per cent of the
Jdedium Grade 4 price in April to 102 per cent in October. During the summer,
fall, and early winter months, Econ-O=Crax and Medium Grade A prices were
about. the same. In later months, when the price differential between large
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and medium eggs was smaller, Fcon-O«Crax undersold medium eggs by as much as
8 to 16 percentage points.

There was some relationship between Econ-0~Crax sales and their prices
relative to Medium Grade A egg prices. As the priece of Econ-0-Crax approached
and exceeded the Medium Grade A price, cracked egg sales were relatively low-
ests On the other hand, as the price of EconwO-Cirax fell below the Medium
Grade A price, cracked egg sales became relatively more important.

Importance of Econ«Cw=Crax Sales

Sales of a particular product per 100 customers patronizing a store are
useful in comparing the results of various merchandising practices within a
store and between stores. This method eliminates one of the more important
variables affecting sales, changes in the number of customers shopping in a
store,. ‘

Table L shows that FcommO~Crax sales averaged 3.7 dozens per 100 custom-
ers per week in June 195L. After the first four months, during which time
Econ=0=Crax sales remained relatively constant, cracked egg sales began to
increase, reaching a peak of 6.8 dozens per 100 customers in December.
Cracked egg sales then leveled out and ranged from 6.1 to 6.8 dozens per 100
customers per week.

Table L. ) AVERAGE WEEKLY SALES OF EGGS PER 100
. . CUSTOMERS, BY MONTHS
One Supermarket, Ithaca, New York,
June 195Leiay 1955

e N “Saies per 100 customers
' Large Medium Econe(= A1l
Month A A Crax eges
Do zens
June 86 he? 3.7 170
July 8.0 646 he0 1846
August 73 Te2 3e7 18.2
September 7e7 9.1 Lol 21a2
October Te2 1049 549 2440
November - 643 11.5 623 2hal
December 8.4 TeT 648 2269
January 11.1 ) 641 2692
February 1044 Te3 Sal 2lel
Mareh 9.3 Lol 6e3 19.7
April 11-5 305 608 2108
May el 3akt 6e3 1848

Year 7 , i 87 {e2 _ 5§2qu:yr*”§éggﬂm“"
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The average weekly sales per 100 customers from June 1954 to May 1955
were compared with sales for the previous year by months (table 5}. Fgg
sales increased an average of 5.9 dozens per 100 customers from one year to
‘the next. Sales of EconsO-Crax eggs appear to be mainly responsible for
this increase, accounting for 5,5 dozens per week per 100 customers. How-
ever, other factors such as price differences, both in eggs and in substi-
tute products, changes in customer buying habits, and changes in store
practices, may have affected sales.

Table 5.  INCREASE IN AVERAGE WEEKLY BEGG SALES PER 100 CUSTOMERS
BY MONTHS, COMPARED WITH ECON-O~CRAX SALES
~ One Supermarket, Ithaca, New York,

| 1953~5]; = 195L~55 |
195455 195~55 sales of

Sales per 100 cugtomers increase Econ-0«=Crax per
Month . 1953=5} 195)=55 in sales 100 customers
. Dozens '
June AT 110? . 17.0 5e3 . 307
July ‘ 12,2 18 e6 ’ 6 Ph huo
Augus'b . 908 1802 B 80)4 3.7
September 1h43 21le2 6.9 Ll
October U2 2L140 98 5e9
November 17. 7 2].4]. el : 6 oh 6 03
December 1559 22.9 7.0 6.8
January 18,2 26,2 = - 8«0 6.l
February 18,0 2hel ‘ 6.1 6.l
March : 1789 - 1947 1.8 o 6.3
April 1846 21.8 362 6.8
May 173 18.8 las 6 3
Year 15.5 21.) 549 Se5

These results are very important because many interested in the marketing
of eggs want to krow if cracked eggs are sold in addition to, or as a substi=
tute for other eggse This information seems to indicate that a large part of
these sales are in addition to the purchase of other egegs or that customers
who did not ordinarily buy eggs in this store bought Econ-O=Crax.

Consumer Survey

A consumer survey was conducted to more clearly determine what their re-
actions were toward buying cracked eggs in retail stores. During the first
week Econ-O-Crax were offered for sale, a postal card was placed in each
carton of cracked eggs. This survey was designed to determine the intended
use of cracked eggs, the reason for purchasing these eggs and to learn if
they were purchased in place of orinagddition to.other egegs. The-purchaser
was requested to £ill out and mail the card. Fifty-two, or about 30 per cent,
of the cards were returned. Since many customers bought two or more dozens

- of these eggs, the response was higher than 30 per cente



-7 -

Nearly one year later, in April 1955, when the customers had developed
a more definife buying pattern for Econ-O-Crax, a second consumer survey was
conducted. This survey was to determine how many customers were now regular
users of Feon-O-Crax, the use made of the eggss whether the purchases were
in place of, or in addition to other eggs, and the reasons for purchasing
Econ-0«Crax.

In the second survey the postal cards were again placed in the cartons,
but an additional incentive was offered the customer in an attempt to obtain
a greater mumber of returns. The customer was offered a coupon worth 10
cents toward the purchase of one dozen Fcon-O-Crax if the card was filled out
and returned. Postal cards were placed in 400 cartons and 171, or about L3
per cent, of the cards were returned.

Use of Cracked Fggs. The first survey showed that over two-thirds of the
respondents used the eggs for all purposes (teble 6). About 17 per cent used
the eggs for cooking or baking, and 13 per cent for table use. In the second
survey, a larger proportion of the respondents, over 80 per cent, said they
were using these cracked eggs for all purposes. A few used them for table
use only and 13 per cent for cooking and baking only.

Table 6. USE OF ECON-0-CRAX EGGS
Tthaca, New York,
June 1954 and April 1955

First survey Second survey

Number of Per cent Number of Per cent
Use e regpondents  of total respondents  of total
Table use only 7 13.5 6 3¢5
Cocking and baking only 9 1743 23 13.h
A1l purposes 36 69.2 140 81.9
No reply - - 2 1.2
Total 52 100.0 171 100,0

Reason for Purchases. . Of the 52 respondents in 195k, 77 per cent gave price
as the major reason for purchasing cracked eggs (table 7). Nearly one-fifth
indicated that price combined with quality and use was the reason for buying
Econ~O-Crax. The second survey also showed that price was the primary reason
for buying Econ-O~Crax eggs.

Table 7. REASON FOR PURCHASING ECON=-O~CRAX FGGS
Ithaca, New York,
June 1954 and April. 1955

- T First survey ~ . Second survey
Number of Per cent Number of Per cent
Reason respondents of total respondents  of total
Price Lo 77.0 67 39.6
Price, quality, and use 10 1942 oL She7
Other 2 3.8 8 L6
No reply - - 2 1.l
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Importance of Substitution. One of the most important factors in the merchan-
dising of Econ=O~Crax is the effect these eggs have on other egg sales. There-
fore, the purchasers were asked if they bought Econ-O-Crax in place of or in
addition to other eggss, In the initial survey, nearly 70 per cent indicated
Econ-0-Crax were substituted for other eggs (table 8). About the same pro=
portion of customers in the second survey said Fcon-O-Crax replaced their
purchases of other eggs. The substitution could be for eggs purchased from
this store, but to a large degrees it was for eggs purchased from other

sources. The balance of the customers indicated that they purchased Econ-
0-Crax in addition to other eggs.

Table 8. EXTENT OF SUBSTITUTION OF ECON-C-CRAX FOR OTHER EGGS
Ithaca, New York '
June 1954 and April 1955

Pirst survey Second survey

- ‘Number of Per cent Number of Per cent
Ttem respondents  of total respondents of total
Econ-0-Crax :
substituted for 36 ' 6942 121 707
other eggs
Econ-0-Crax
bought in addition 16 30.8 L1 23.4
to other eggs o :
No reply ' - - 9 569
Total 52 100.0 17 10040

Personal Interviews. A follow-up personal interview was made of 72 of the
121 respondents who indicated they substituted the purchase of Econ-O-Crax
for othér eggs in the second survey. Of those interviewed, all but one ine
dicated they were now regular users of Econ~O-Crax.eggs.

Each respondent was asked what type of eggs their purchase of EconsO-
Crax replaceds A relatively large proportion, over Ll per cent, said they
now purchased Econe0-Crax instead of Large Grade A eggs (table 9).  Nearly
one=fifth substituted Feon~0-Crax for Medium Grade A eggs. About 36 per
cent substituted Econ=0~Crax for ungraded eggs purchased from farms and
other sources.

Table 9, TYPE OF EGGS REPLACED BY THE PURCHASE OF ECON-O-CRAX
Ithaca, New York, May 1955

Type of eggs Tumber of | Per cent .
replaced - - regpondents of total
Graded eggs: C - S L

Large Grade A 32 ) , hu,h263,9 .

Medium Grade A 1l 1945}
Ungraded eggs: g

From farms b 19.5)36 ;

From other sources 12 1646)7°°
ALl types | 72 - 100,0

i - Y e A e Lm . o

— e



-9 -

Rochester Test

Two tests were conducted in Rochester, New York, during 1954 and 1955.
The purpose of the first test was to determine the sales volume of cracked
eggse The second was to determine if total egg sales could be increased by
offering Econ-O=Crax. s

First Test

A large supermarket had tried to market cracked eggs, but had encountered
several problems. The carton they used offered little protection for the eggs
and many of them received further damage in the store display. If a cracked
egg became a lesker, it could easily cause considerable damage to the emtire
display. Whenever this further damage was sustained, it was necessary for
store personnel to repack the remaining eggs and clean the display.

In August 195L, the EconeOuCrax carton was tested to determine its ef-
fectiveness and desirability in selling eggs. This carton offered more pro-
tection to the carcked eggs, thus eliminating display damage caused by leakers.

The average weekly sales of Fcon-O-Crax eggs ranged from 62 to 126 dozens
during the first five months of the study (table 10). During August, Septem-
ber, and October, this store offered frequent specials on pullet eggs. In
October, November, and December, several specials were run on medium eges.

As a result, Fcon-O0=Crax were not the most economical buy, which held down
their sales.

Table 10. AVERAGE WERKLY SALES OF HGGS, BY MONTHS
One Supermarket, Rochester, New York,
Angust 195L-May 1955

Type of eggs
Large Medium Pullet Econ=-0- AlY
Month A A A Crax eggs
Dozens

August 216 192 186 126 720
September -~ - - - 259 351 13k 62 806
October , 26 Lkl 90 102 882
November 258 Li20 6 102 786
December 269 Lé1 - 86 816
Janmary -~ S 378 234 - 216 828
February 32l 246 - 252 822
March 294 26l - 26k 822
April 557 134 - 182 873
May 258 216 - 17h 678
10 Months 310 300 L2 153 805

Sales per
100 customers 7.y 7.2 1.0 3.6 1942
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From Jamary to May, Bcon-0-Crax eggs were priced at or below medium
eggs. Sales increased substantially, reaching an average of 26, dozens in
March. For the 10-month period, sales averaged 153 dozens weekly, and rep=
.resented 19 per cent of the total egg sales.

‘This store was located in a relatively low income area and the customers
were predominately of Italian descent. These factors combined to create a
market for an economy 8gg. : :

Total egg sales remained relatively constant during the entire study,
averaging 805 dozens per week for the 1lO-month period. This suggests that
the Econ-0-Crax eggs were important in maintaining a high level of sales when
other economy eggs were mot availablee.

Second Test

A second test was conducted in two supermarkets to detemmine the effect
of Eeon=0-Crax on total egg sales. These stores were located in a relatively
low income area where thers appeared to be a need for an economy egge A test
versus control experimental design was used for this study. Weekly egg sales
were recorded for August in both stores to establish a base for comparing
sales. During September, Econ-0-Crax were offered for sale in Store 1 in ad=
dition to the regular display of eggs and Store 2 was used as the control.

In October, the test and control stores were reversed with Econ-O-Crax being
sold in Store 2 only.

- In September, sales in the test store (Store 1) increased to L92 dozens,
an increase of 22.l4 per cent over August sales, the base period (table 11).
During this same period, sales in the control store (Store 2) increased 18.L
per cent over the base, The difference in percentage changes was four points
in favor of the store with Econ-0-Crax eggs.

Table 11.” “° " SALES OF BGGS, TEST AND CONTROL STORES
RNRE Two Supermarkets, Rochester, New York
= August-October 195k

Store 1 ' Store 2 Difference

Total Per cent Total Per cent between test
Time - egg change egg change and
period _sales from base sales from base control stores
Dozens Per cent  Dozens Per cent Per cent
August {Base) LO2 - 228 - -
September - Loo 22y 270 184 Le0
Qctober 552 3743 355 5547 1864

Source: Appendix, Tables 9 and 10.

When the test and control stores were reversed in October, sales in the
test store (Store 2) were 55.7 per cent above the August base, while sales
in the control store were 37.3 per cent above the fugust sales, The net in-
crease in sales during this period was 18.L percentage points in favor of
the store with Econ=O=Crax.
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Other Tests

To further measure the effect of Econ-0-Crax on total egg sales, tests
were run in several supermarkets located in other New York cities. In each
of these stores Egon-O-Crax were offered for the first time. A record of
egg sales for one month prior to the introduction of cracked eggs was used
as a base for comparing sales.

§§gre A

Store A customers represented, in general, the population of a manu- ‘
facturing area. ‘Weekly egg sales averaged about & dozens per 100 customers.
Econ-0-Crax were introduced and featured as an economy buy in an attempt to
improve egg sales.

Total egg sales for the base period, December 195k, averaged 11l dozens
per week (table 13). When Econ-Ow=Crax were introduced in Jamuary, egg sales -
averaged 258 dozens per week or an increase of 126 per cent over the base.
Average weekly egg sales for February were 308 dozens, an increase of 170
per cent over December.

Table 12, WEEKLY EGG SALES
One Supermarket, Central New York
December 195L=February 1955

Total epp Econ=O=Crax Per cent inw

Week . sales sales grease over base
Dozens Per cent

Nov. 29=Dec. L 102
Dec, 6-11 ' 103
Dec. 13"18 137
Dec. 20-25 1h2
Dace 27=31 88
Average (Base) 11l - -
Jan, 3-8 29 135 118
Jan. 10«15 . 217 12 90
Jane 17=22 258 171 126
Jan., 2Lh=29 307 194 169
Average 258 ‘ 160 126
Jan. 31-Febs 5 Lho : 370 286
Febe 7wl 27h 183 10
Feb, =19 140 115 23
Febe 2106 378 - 300 232
Average 308 22 170

2=month average 283 201 148
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This shows that a store experiencing a relatively low wvolume of egg sales
might materially increase sales by offering Econ-O=Crax. It is interesting to
note that Fgon=0-Crax represented nearly three~fourths of total egg sales
“during the Study,

Store B

This store, as in the case of Store A, was experiencing relatively low
egg sales, selling only 73 dozens weekly during September (table 13). Grade
AA eggs had been introduced several months before this test, but the addition
of a highequality egg had failed to improve egg volume. EgonsO~Crax were
placed on sale as an economy buy in an attempt to stimulate egg sales.

Table 13, WEEKLY EGG SALES
One store, Central New York,
1954
Total egg Fooneo-Crax Per cent inw
Wesk : sales sales creage over base
- Bozens | Por cent
Septs 6=11 8)4
Sept. 1318 : 105
Septe 20-25 90
Septs 27-Octe 2 . 114
Avéfage {Base)} A?3 - -
Octe kg 216 18 : 196
Octe 11-16 150 2l 106
Octe 18-23 150 72 106
Octe 25-30 11l 12 56
Average 158 39 116
Novs 1«6 156 LB . 11h
Yove 8«13 137 - 81
Nove 1520 168 L8 130
Nov, 2227 186 il 155
Average . 160 36 1i9
2emonth average 159 .38 118

In October, total egg sales increased to 158 dozens per week with cracked
eggs accounting for about one-fourth of total sales. For the two-month period,
total weekly sales were 118 per cent greater than September. Of the actunal
increase in sales, Econ-0D-~Crax made up about half of the total.
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Store C

Store C regularly offered both white and brown eggs. Weekly egg sales
were relatively high, about 18 dozens per 100 ecustomers. Econ-O-Crax were
introduced to enable the store to offer customers an economy egg, thus making
a more complete line of eggs. '

Egg sales during the base period, Jamuary 1955, averaged 672 dozens
weekly (table 1L}, With the addition of Econw0~Crax, sales increased 17 per
cent in February and 1146 per cent inMarch. Over the two-month period,
Econ=0=Crax sales accounted for about 1lh per cent of total egg sales. The
actual increase in egg sales was aboubt equal to Econ-O-Crax sales indicating
that the addition of cracked eggs as an economy buy increased egg sales.

Table 1l. : WEEKLY EGG SALES
One store, Central New York
JamiarywMarch 1955

Total egg Econ=O-Crax Per cent in-

Week saleg sales grease over base
L Do zens ) Per cent
Jan. 3"'8 ’ - 861_‘.

Jano 10-15 h32

Jans 17=22 1,056

Jan- 21[."29 336

Average 672 - ) -

Jan, 31-Febe 5 672 72 0.0
Feb, 7=12 . 936 Lk 39.3
Febe 111~19 816 1Ll 283
Feb. 2126 720 96 13+2
Average 786 11h 1740
Febs 28=Mara S 792 ‘. f 96 2he5
Mare T-12 _ 696 e 120 36
Mar, 1419 o 672 L8 040
Mar. 21=26 _ 8L0 1k 25,0
Average - 750 102 11,6
2-month average 768 ' 108 13

WHOLESALING CRACKED EGGS

Bgg handlers are often confronted with the problem of marketing cracked
eggs. Generally, these eggs sold at relatively low prices. The development
of improved methods for wholesalers to market cracked eggs may offer an op=
portunity for them to increase their net returnse.
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Volume of Cracked Begs

In a one-week period, June 13-18, 1955, 10,580 dozen eggs were candled
by a wholesale egg buyer in Central New York (table 15). OFf this total, L5
per cent of the eggs showed shell damage. In November, the volume of eggs
candled had increased about 50 per cent (table 16). The proportion of
cracked eggs remained about the same representing nearly L per cent of the
total volume handled.

Table 15. : CANDLING YIELDS
One Wholesaler, Central New York
June 13-18, 1955

Candling yield

Size and grade Dozens Per cent of total
Extra large A 768 Tob

Large A 6,94l | 65.

Medium A 1,326 +12.5

Small A 726 6.9

Cracks _ 180 - heb

Bloods 210 2.0

Other 106 140

Total 10,580 100,0
Table‘lé. HGGS CARDLED AND IMPORTANCE OF CRACKED EGGS

One Wholesaler, Central New York
November 1955

Gracked eggs

o . Eggs Cracked as per cent
Week candled eges of total
S Dozensg o Per cent
Nov. 1=5 12,612 630 540
Nove 7«12 13,825 - 510 367
Nove 1L=19 1,650 - 570 349
Nove 21-26 e 17,820 510 300 )
~ Average e 14,593 5es 3.8

Price of Cracked Eggs

Cracked egg prices in alternative market outlets for this wholesaler are
shown in Table 17. In June, the wholesale price of Econ-O-Crax was Ll cents
per dozen compared to 28 cents for cracked eggs marketed in ¥ew York City.
This represents a difference of 16 cents per dozen. This difference was not
as great in November, averaging about 13 cenis per dozen. There was less
difference between Econ-O=Crax prices and prices of eggs sold frozen or to
local bakeries than for those sold to wholesalers. Nevertheless, the differ=
ence was still important. :



- 15 -

Table 17. WHOLESALE PRICE CF CRACKED EGGS IN VARICUS CUTLETS

Central New York,
June and November 1955

Cutlet ' Juneé/ Novemberg/
Cents

New York City 28,0 3246

Frozen ' 38.0 bl 0

‘Tocal bakeries: - 3h.0" 38,1

Beon=0=Crax L0 1640

Y Prices based on market of June 18, 1955,
2/ Average prices for four-week period in November 1955.

This price data clearly shows that egg hgndlérs could substantially ine

crease their net returns by developing retail outlets for cracked eggs.

This

is especially true if outlets for frozen and bakery eggs are limited and it

is necessary to market these eggs in New York City.
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SUMMARY AND CONCILUSIONS

The purpose of this study was to test a new technigue for marketing
cracked eggs through retail outlets. Studies were conducted in -seven. super-
markets in New York State. "

The introduction of Econ~(-Crax increased saleés of eggs from 14 to 148
per cent, depending upon the volume of egg sales before Econ-0-Crax were
offered for sale, the area in which the store was located, and the.line of
eggs offered. - ‘

Econ=0-0rax were initially priced at about 80 per cent of the Large
Grade A price. However, the sale of cracked eggs was more closely associated
with the price and avallability of medium and small eggs than with large eggs.

These studies indicate that cracked egg sales in a retail store result
from changes in customer buying habits for eggss. Some customers shifted from
eggs previcusly purchased in the store to Eeon-0=-Crzx eggs. Others who previe
ously bought eggs from sources outside the store shifted to Econ-O=Crax.

Still another group of customers were buying Econ«O~Crax in addition to eggs
regularly purchased in the atore.

In a survey, about three-~fourths of the customers interviewed, reported
using cracked eggs for all purposess The remainder said they used these eggs
for cooking and basking only, or for table use only., Price was the most ime
portany reason given for the purchase of Econ~O=Craxe.

In a wholesale candling operation, about L per cent of the eggs showed
shell damage. This study indicated that wholesalers could inerease their
returns for this portion of their eggs by marketing them as Econ-0-Craxe

By packaging only good cracked eggs and offering them in carefully=-
selected stores, total egg sales can be increased. At the same time, this
will provide an opportunity for producers and egg handlers to realize greater
returns for their cracked eggs.



