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‘ My name is Olan Forker. I am Professor of Agriculiural Economics at
Cornell University. Doyle Eiler, also from the departuent of Agricultural
Economics, and I have been requested by the director of the Division of
Dairy Industry Services and by the Dairy Promotion Order Advisory Board,
to present certain information at this hesring.

We are pot here to plead for or against the continuation of the Pro-
motion Order. Rather we are here to present factual information end present
our professional view concerning the situation st hand. ©Specificelly we
plan to do three things: ' :

1} Present information concerning the competitive situation in which
milk finds itself in the beverage market.

2) Discuss some of the arguments for and against generic or commodity
promotion.programs,

3) Repbrt some of the results of our research on beverage consumption,
consumer attitudes, and the measurement of the change in milk sales
assocliated with media advertising.

We have been actively engeged in a broad scale research program on the
economics of milk conswmption and milk promotion since shortly after the
beginning of the New York State expanded promotion effort in 1972. This
research has been supported partly by funds generated under the Order and
allocated to us by the New York Dairy Promotion Order Advisory Board.

At this hearing we can only present a few of the important results of
our research. I will integrate some of our findings on sattitudes toward
milk snd on milk comsumption intc my discussion. Professor Eiler will follow
with a more in depth discussion of the estimate of the sales response to the
advertising effort of the past 2 1/2 years.

To obtain basic data on attitudes we conducted 1400 in~home personal
interviews in the seven largest New York State Markets: New York City White;
Wew York City Black; New York City Hispanic; Buffalo; Rochester; Albany;
and Syracuse. To obtain basic data on consumpiion patterns and awareness
to beverage advertising we conducted four waves of telephone interviews.
About 4,200 persons aged 12-65 were interviewed each time--in April 1973,
in September 1973, in March 19Tk and egain in September 197h.




A detailed presentation of the survey results are contained in four
piublications. I would like to submit a copy of each for the record at
this time; they are:

Exhibit 1. Judith E. Aronson, Doyle A. Eiler, Olan D. Forker, Attitudes
Toward and Consumption of Milk and Other Beverasges in Selected New York
State Markets, Fall 1972: Base-Line Data for Evaluating Milk Promobion,
A. E, Research 73-21, November 1973 {Ithaca, New York: Department of Ag-
riculturel Economics, Cornell University).

Exhibit 2. Doyle A. Eiler, Stanley R. Thompson, "Adult Attitudes
Toward Major Beverages in Seven New York Metropolitan Markets," Search,
Agricultursl Economics T, Vol. 4, No. 10, 1974 (Ithaca, New York: New
York State College of Agriculture and Life Sciences).

Exhibit 3. Stanley R. Thompson and Doyle A. Eiler, Factors Affecting
Fluid Milk Use in Selected Hew York Stete Markets and their Implications
for CGeneric Promotion Decisions--in Application of Multivariate Probit
Anslysis, A. E. Research 73-16, October 1973 (Ithaca, New York: Depart-
ment of Agricultural Economics, Cornell University).

Exhibit L. -Carolyn B. Cook, Doyle A. Eiler, Olan D. Forker, Beverage
Consumption and Advertising Awareness in Selected New York State Markets,
A. E. Research Th~10, September 1974 (Ithaca, New York: Department of Ag-
ricultural Economics, Cornell University).

Some snalysis has been conducted and is presented in these reports,
put further study of the data is still in process. As the survey results
and the conclusions of the analysis have become availeble they have been
presented to the Advisory Board at their regular meetings. More informa-
tion and more insight will be forthcoming as we continue to summarize and
analyze. C -

THE COMPETITIVE SITUATION

Consumption Level

The consumption of milk as & beverage has been on & dovmward trend
for several years. And milk has been losing ground to some other beverages.
About ten years ago the daily per capita consumption of milk in the United
States averaged slightly over 1l ounces per capita per day. Coffee con-
sumption was higher at about 15 ounces. Soft drink snd besr consumption
was substantially lower than milk at about k 1/2 cunces for each.

During the past ten years, milk consumption has declined by about
10 percent, to siightly under 1l ounces. Soft drink consumpbion has more
than doubled to over 9 cunces per capita. Beer consumption has increased
to over T ounces per capits. Coffee consumption has fared less favorably
then milk, declining from the 15 ounces in 1972 to around 11 ounces cur-
rently.



If the above trends continue, soft drinks will soon become the domi-
pant bheverage consumed netionwide, followed by milk and then coffee. It
is clear frocm the evidence that milk is loging ground to soft driasks in
the beverage market. ©Some are tempted to argue that this justifies ex-
panded milk promotion efforts. However, it is not clear on the surface
whether one can stop this decline or reverse it through expanded advertising
or promotion.

As a result of the telephone surveys we know a lot more about who drinks
‘'what, how much, when and where. We know that consumpticon of milk decreases
dramatically as people get older while coffee consumption increases dramatically
as people get older. An example of the kind of informetion available in our
report is given in Table 1 attached; it is from Exhibit 4. In our April
1973 survey, New York City teenagers (12-17) consumed an average of 1L4.2 ounces
of milk per day, young adults {18-3L4) consumed 6.2 ounces and mature adults
(35-65) only 4 ounces.

We also discovered that milk consumption is substantially lower in
Wew York City than in the upstate markets. New York City teenagers con-
sumed 9 cunces per day less than Syrascuse teenagers and 5 ounces less per
day than Albany teenagers. The differences are about k ounces Tor the young
adults and 2 ounces for the mature adults.

We alsc found that Blacks in New York City drank as much milk as New
York City Whites. This is contrary to earlier beliefs and exists partly
because New York City Whites are low consumers. But it slso indicates that
factors other than ethnic background wight be jmportant in affecting milk
consumption in New York City.

Figure 1 attached provides an example of informstion presented in our
" Exhibit 3. Analysis of the survey data indicates that the probability of
a person consuming wmilk during & single 24 hour period declines with age
and that the probability of a male consuming milk is greater than that of
a female until sbout the age of 50. And in New York City, the probability
of a female drinking milk exceeds that of a male at ages 50 through 65.

Figure 2 attached comes from the same publication. It shows that
coffee consumers are less likely to drink milk than non consumers of coffee.

Consumey Attitudes

One of the arguments used to justify advertising and promotion is the
need to change or improve consumers' attitudes toward milk. In our atti-
tude survey we determined that the attitude of all consumers was quite fa-
vorable toward milk as compared to the other beverages.

New York State adults viewed regular whole milk as a nutritious beverage
necessary for good health in adults. But it was viewed as high in fat,
calories and relatively bad for someone copncerned with heart disease. Well
over half of the respondents liked the taste of milik.



*AATSIDATUR Hﬂmghoo mmwﬂEOﬂoum Temamotady yo qusmixsdsg Lg pegonpuod AzAang 190I009g

6708 58 €1 Q€ 702 19 6°¢ 7' g Go-GE

7766 T8 Tt 9°g Q2T £ 0T g T L', HE-gT

Logg 6°0T 0°0 2y : 72 Qree T°€T £°0 i1-zT
BEnoBIAC

£°0% g6 - 9°T z°c 69T g Y 4 q°¢ 4s¥ids

2794 LL T Z2°€ 62T G°0T T 6 HE-01

9 TG 9°6 2°0 604 g e T°6T B 4 L°C LT-2T
LoeaTy

Gy gL €T L€ T°9T 0°q L9 g€ qg-at

£°76 £l 1T 64 €T g°9g AR 9 #E=gT

8781 €9 . £°0 0°9 o't Z2°9T ¢:ot1 g0 CbteeT
‘ £41n WIOZ A8y

~fop Tod SO~

TewoT IIBM s xonbr " BYUTIQ AT HTTH . SYUTaQ 3308 suty  dnorp SFY
J0 0 0 {yoWg) 18HIBH

; seoTnpe INLd 831300 Isog ,

€L6T ‘T TIadY
_ SEAACNOGSHE TTY
m,¢mzmMmmoqmwmmzqmz¢mqqmwaHommomzmz"mmomwmw<wﬁzowamgmmzomﬂawqummm‘eﬁmqm¢a



09 05 or og- oz 21

] ¥ i : T i T Ej i . 7 // i

mm@&w.& :

;\

o%

o

Aniegosg

0y
G4
a - . - E | . | . 08

- - - Hos

Gm

. mm.mw "HHdY “YSWS “ALID HHOA Bmz mmwﬁnmzow
ERIGEE m NV u..mq«z *INSONOJdS3Y 40 wwq A8 38N AW 0 »t.ﬁmqmamm T 3dN0id



. suepuodsay 4o 26y .
09 0% O Og 02 4

J ' L K T ¢ i ¥ i 7

|
o
9]
Aigeacsd

- :
s
S

- S1RWNGUDT ~ HEN - ~ - 08

€261 ‘HHdY ‘VSWS ALID MHOA M3N ‘VIL ¥0 334300 40 SHINNSNOD
-NON ONV SHIWNSNOI ‘| N3ONOdS3Y 40 39V AB 35N WUW J0 ALIEVEOHd '8 34NSLd



But thore were some differences. New York City Whites were significantly
more negative in their attitudes toward milk than respondents in any cother
market. HNew York City Black and New York City Hispanie respondents viewed
milk much more favorably than did New York City Whites.

Within each market reguler whole milk, when compared with low fat and
skim milk, was viewsd as more nutritious, more expensive and better tasting.
However, regular whole milk was considered to be higher in cealovies, higher
in cholestercl, snd worse for both weight watchers and persons concerned
with heart disease.

While the attitudes towerd the various beverages were found to dgiffer
substantially, we could not identify any relationship between attitude and
consumption behavior. In particular, virtually no significant differences
were observed between the attitudes of adult milk consumers and sdult milk
non-consumers in sny of the seven merkets. This leck of attitudinal dif-
ferences raises some question as to whether one can change consumption be-
havior by changing the consumer's attitude. If there is any causal rela-
tionship between attitude chenges and consumption changes it would appear
to be long run in nature.

Competitive Advertising of Other Beverages

The manufacturers and distributers of other beverages are trying hard
to increese their share of the market. The coffee distributors are trying
hard to reduce the rate of decline in their share. Soft drink distributors,
distributors of fruit Julce snd Julce drinks and distributors of beer and
wine are spending tremendous sums of money to maintein momentum in the rate
of increase in the consumption of their products. Data in Teble 2 provide
an indication of the relative amounts spent monthly, by quarters.

" During the calendar year 1971, the dairy farmers of this State spent
between 2 and 2 1/2 cents per capite advertising milk in the New York City
and Upstate markets of New York State. As a result of the expanded funding
available under the auspices of the Dalry Promotion Order, the esmount spent
increased to a level near T cents per capita in 1973, three and one half times
as much. But even at the higher level of T cents per capita, dollar expen-
ditures by major advertisers of soft drinks were 6 times that amount, or
near 42 cents per capita. The dollar expenditures by major advertisers of
coffee and tes were 5 times that of milk, or near 35 cents per capita,

The dollar expenditures by the major advertisers of fruit julice and juice
drinks was 3 times that of milk, or near 20 cents per capita. Dollar ex-
penditures for beer and wine were much higher at T times the amount spent

for milk, Advertising levels for esch of the various beverages, of course,
varies from month 1o month and from yesr to year; it also varies substantielly
among merkets. But the evidence is clear thal the battle for the share of

the beverage market is & keen and competitive one; and that other beverage
distributors spend much more than the milk industry in an aittempt to maintain
or increase their share.
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ARGUMENTS FOR AND AGAINST GENERIC PROMOTION

Many arguments have been used in the pest to Justify expanded promo-
tion efforts. We can list some of them. (1) "Look et the decline in per
capita sales; you must advertise to stop it.” (2) "Look at the way soft
drinks are increasing their share of the market; we must advertise to prevent
even more milk drinkers from switching." (3) "Look at how much money is
spent by Coca Cole, Pepsi, Brim and Gallo; dairy farmers munt do likewise
if they are to stay alive.” The facts on consumption level, market shares
and competitive advertising are correct as I have just indicated above.
However, if advertising and promotion is to be of economic value to the dairy
farmers of New York State it must result in at least & short run shift in
the demend curve so that more milk will be consumed with advertising and
promotion than would be consumed without, everything else being constant.
Furthermore, the comparative increase in sales would have to be large enough
to increase revenue to dairy farmers in en amount equal to or greater than
the cost of the advertising effort. In our research of the past two years
we have attempted to measure the impact of the program. Professor Eiler will
discuss the results of this part of our research in some detail.

But before I close I want to make seversl points relative to the con-
tinuation of the Promotion Order.

(1) Estimates of the sales response to advertising expenditures would
pot have been possible, without good end valid estimetes of the monthly
gquantity of milk sold in each of the important New York State markets.

With the funds provided under the Order, the New York State Department of
Agriculture and Markets was able to expand and improve the data procurement
process so that reliable estimates were available.

(2) An advantage of a state Order is that it causes the cost of the
promotion  program to be shared by all producers supplying the market. Ben-
efits, if any, accrue somewhat equally to all suppliers and therefore a
mandatory program is more equitable then a voluntary program.

(3) Another advantage of & state Order is that it provides the funds
and the institutional arrangement, or linkage, whereby date can be collected
and funds can be sllocated to continually monitor and measure response and
control the sllocation of funds consistent with findings.

(4) Tt is incorrect to argue categorically that milk promotion either
does or does not pay. Consumers sre dynamic, the market ig dynamic, adver-
tisers are dynamic, conditions are always changing, new ideas are hopefully
always fortheoming. Therefore the management and information system which
controls the program must also be dynamic.

{5) If the order is continued, and in view of the last 2 yvears' ex-
perience, it is extremely important that the following points be kept in
mind:
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a) The Advisory Board should be made up of the best dairy farmer talent
available.

b) Department of Agriculture and Markets should be adequately stalfed

to monitor and evaluate the progranm and provide the proper information

to the Advisory Board so that they can control the expenditure of money
and ensure the realization of a positive return.
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TESTIMONY PRESENTED AT THE NEW YORK STATE DEPARTMENT OF AGRICULTURE
AND MARKETS HEARING ON THE DAIRY PRGMOTION ORDER
OCTOBER 23, 1974

By Doyle A. Eiler

I aw Dovie A. Biler, Assistent Profesgsor of Marketing in the Department
of Agriculbural Economies st Cornell University. 4s Professor Forker has
indicated, we have been requested by the Director of Dairy Industry Services
and the Dairy Promotion Order Adviscry Board to present some of the results
of our extensive dairy consumption research progrem. While Professor Forker's
statement hes outlined the scope of our research activities, I would like
to carefully develop one specific research effort. Much of my testimony
is based upon the dociment I would like to introduce at this time:

Stanley R. Thompson end Doyle A. BEiler, An Econometric Analysis of
the Response of Milk Sales to Advertising in Selected New York State
Markets, Cornell Agricultursl Economics Staff Paper T4-23, September
1975 (Ithaca, New York: Department‘dﬁ Agricultural Economics, Cornell
University.) -

The primaxry question being asked by New York State dalrymen and the
participants in this hearing is:

Will New York State dairy farmers benefit from a continuation of the
dairy promotion order?

Thig is a tough question, particularly in these times of double digit
inflation, feed grain scarcity and depressed farm income. I am not going
to predict what will heppen in the future, because I don't know. What I
will do is carefully examine with you what has happened under the current
promoticn program. Our apalysis focuses on only TV, radic and newspaper -
advertiging financed by the promoticn order. The important development cost
required to prepare advertising copy has not been included in our analysis,

What I will do is carefully examine with you the results of the increased
media advertising program financed by the current Dairy Promotion Order.
Many promotion activities have been expanded since the passage of the 1972
order; but sinmce TV, radic and newspaper advertising have received the
greatest funding increase we have concentrated our analysis on these pro-
Erams.

The dairy farmer's investments in advertising should be evaluated in
the same way as other investment alternatives. The increased costs should
be compared to the change in revenue which it is supposed to generate.

While the cost of increased advertising is relatively easy to determine,
the revenue increages from advertising can be estimated only through the
spplication ¢f sophisticated econometric techniques. Let me now briefly
summarize the procedure which we used in estimating the sales increase from
advertising. :
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Many factors besides advertising effect the sales of fluid milk. These
include the traditional decline of milk consumption during the summer months;,
consumer resistence to higher retail milk prices; the gradual growth in milk
consumption as consumer purchasing power grous and increased consumption
associated with population growth. The interrelationships between these
variables and fluid milk sales must be cerefully analyzed in deriving an es-
timate of the impact of advertising on sales. Because the ilmpact of adverw
tising does not occur all at once but gradually over & pericd of time a poly-
nomial distributed lag econometric wodel was used.

At this time I would like to introduce Tables 1-3 which contain the
actusl data used in estimating the relationship between milk salez and ade
vertising. Monthly observations were aveilable from January 1971 to March
1974 for three Markets, New York City, Albany snd Syracuse. The data gcoversad
a period of 16 ménths prior to and 23 months during the expanded advertising
program. '

The Department of Agriculture and Markets provided the data on retall
prices of fluid milk and the sales of fluid milk in each market. In preparing
the data for smalysis, we placed milk sales on a per capita daily basis and -
adjusted. it for the calendar composition of the month.

The actusl media advertising expenditures made by the American Dairy
Association and Dairy Council of New York were placed on & monthly per capita
base. ‘

For the time period covered in this analysis monthly advertising ex-
penditures ranged from zero +to more than one cent per capita. The greatest
variation in advertising expenditure occurred in the Albeny end Syracuse mar-
kets. In both Albany and Syracuse a sgix month period of no sdvertising was
followed by a period of heavy advertising. Actuel snnusl advertising during
1971 (prior to the Promotion Order) was 2.k, 2.2, and 2.5 cents per caplta
in New York City, Albany and Syracuse respectively. For a current twalve
month period during the expanded program, per cepite advertising was at the
rate of 6.9 cents in New York City, 9.0 cents in Albany sad 106.2 cents in
Syracuse.

Effect of Advertising on Sales

Through the application of a polynomial distributed lag secopometric
model it was possible to estimate the relationship between milk seles end
advertising in each of the three markets. Miilk seles were posibively related
to advertising in all merkets but the importance of advertising ir explaining
variability in milk sales was much grester in New York Cliy than it was in
Albany and Syracuse. Moreover, the continuing effects of the advertising
expenditure lasted longer in New York Citv. While the continulng effect of
miik advertising lasted three and four months respectively in Albamy and
Syracuse, the continuing effect in New York lasted five months.

In our statistical model we related milk sales to milk sdvertising,
milk prices, consumer income and seasonality. Our model ¢an provide us with
an estimate of the extent to which milk gales increased as & result of the
increased advertising progreu.
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Footnotes t¢ Tables 1, 2 and 3

Y The net sales within the Standard Metropolitan Statistical Arvea {SMSA)
were adjusted for type of days inm the month {i.e., number of Sundays,
Mondays, etc.). The sales were placed on a per caplta pasis according
to the population in the SMBA. :

Includes medis advertising expenditures for television, radio, and news-—
paper. Advertising expenditures were placed on a per capita basis accord-
ing to the population in the media coverage area.

Personal income within SMSA before taxes. Personal income was placed on
a per capita basis according to the populstion of the SMSA. Source:
Personal Income in Areas and Counties of New York State (various issues )
New York State Department of Commerce.

Prevailing food store milk price in half gallon paper comtainer. Source:
Survey of Prices Charged for Milk on Reteil Routes, Food Stores and Dairy
Stores 25 Upstate Markets, Division of Milk Control, Department of Agriculture
and Markets, Albany.

SMSA counties are:

New York City; Nassau, Wew York City--five boroughs, Rockland, suffolk
and Westchester

Albeny-Schenectady-Troy; Albany, Rensselser, Sersboga. and Schenectady

Syracuse; Herkimer, Oneida, Onondaga, and Oswego

Media Coverage Area (MCA) Population. Estimated population viewing tele~-
vision stations of & given market. Population source: New York State
Department of Health.

Consumer Price Index (CPL}, 1967 = 100.

Cost of Advertising index, where Tirst querter 1971 = 100. This index
reflects variations in the cost of prime time spot television.



hpﬁmnmpﬁnb TIowIo) moﬁdonoum ﬂﬂhﬁpﬁﬁuah@ﬁ Jo qusmigsdad ‘JI9TTI .d mﬁhon ﬂ aomm&osa m A5TU23g wn.cmhdmmhm
osnoudig UT L9t pUE

¢ fovary ur 7 & T0x 9T mH a mo oapma 18 Py mmpmﬁApmo uwmn¥ I07 posSh SPUSTITIINGO wuﬂmﬁuhmpﬁd mnt

17

,ﬁm.m! AR5 “.HJAWF.OH . o _‘” FUISTIIDADY DISBIIOUT woI]
: B watde) I9g UWINYSY 385 §,I8uaug

HITS114I0ADY D350010U] Woa] SUInGey 387

9Ll CQvg T ety JUTSTLIOADY UT SSESIOUT
m“m : &' e TL6T oangyousdyy SursTiIvApy eYTde) I8g
Ut $06-6 969 €161 samqtpuadxy SUTSTIISADY BITABY Iog

) ' ‘ TUTEI3I5ADY DOSBOADUY JO 3500

4 $0°E P 0t 92°6T 9590IDUT S9TRE JO SNTBA WIT BITdB) 134

*3700"°5 JO anTea WI8y ®

g9y SOT®S ¥TTE PINTY JO %0 ToUOTITER® qoeq
SN0 /0N 3G JO TTLIURISIITR sotad 1 sSBID
¢1 ssgel) ® pue osuodgex ATddns ou Fuprmssy

UT95 SCLE8 JO eNiu, wilog

*ZO :N.w . “ZO m : 20 66 | BUTSTTIOADY DPOSERIDUI 0%
) _ S o _ ‘ oTRANG TIFIY UTeD s0Teg ©37de) I3g
5068 EOGH SR K . ToAdT TLBT 2u3 9% us9q PRy FUTSTIIPAPY IT
- YT PINT JO s0Teg ©3tde) JI3d PRYEUTIST
20 #20S "zo  60SH "20 ZTEE CEL6T UT ATTH PINTJ JO 897§ wi1de) I°d TERIDY
wl/S-SL/n wLIS-EL/ ELIZT-ELIT : . Trep sotes
YGjg-asnoBLig VK~ AuBqTV VSHS—DAL

vors 44 BursTaJoAPY [RUOTITPPY WOXF SUMIIY PRIBTIST 4 STA%L



18

At this point I would like to carefully develop with you the contents
of Table 4. The actual saleg of fluid milk during & 12 month periocd during
the expanded advertising program was 3212 ounces Dher person. If milk ad~
vertising had been at the 1971 level we could predict using our model that
milk sales would have been 3117 ounces per person. The 93 cunce {3.05 per-
cent) difference in milk sales can be attributed to the increased advertising
program,

Following the same proceduvre for the other maxhets, Albany's wilk sales
were 6% ounces per person per vear and Syracuse's were 2l ounces per person
per year more than they would have been with sdvertising at the 1971 Jevel.

We determined that milk sales increased in each market from increased
advertising, but was it worth the cost incuryed?

The New York advertising program has been desigrned to increase the con-
sumption of fluid milk. Asswming no supply response on the part of dairy
farmers, an increase in the sales of Class I milk means & reduction in the
sales of Cless II milk. This shifting of milk from Class II toc Class I
increases the farmer's blend price for milk. In the Federsl Order II area,
the difference in Class prices during the 12 month period was gpproximately
$2.40/cwt. or $.0016/ounce. Multiplying the sales increase attributed to
advertising by the increase in the farm value of milk due to its shift from
Class II to Class I, we can estimate the value of the increased advertising.

In the New York City merket the farm value of the increase was 15.2¢
per cepita. Albany's increase was worth 1.0¢%* per capita and Syracuse's
3.8¢ per capits.

The expended advertising program cost 6.9¢ per person in New York City
during 1973. This is a 4.5¢ increase compared to the 1971 level. In Albsny
the increase was 6.8¢ per person and in Syracuse 7.7¢ per person.

We have now estimated the farm value of the increased milk sales and
we have caleulated how much it cost New York State dairy farmers to get
these sales increases. Has it been a good investment? In Few York City
the dairy farmers® net return from increased advertising was 10.7¢ per person.
This vepresented a $3.38 return for every additional dellar spent in New
York City. Dairy Tarmer retutrns in Albeny were -5,8¢% per person and in
Syracuse they were -3.9¢. These represent returns of only 15¢® on every
additionsl doller spent in Albany and only Lo# cepts for every additional
dollar spent in Syrescuse.

The results indicate that New York dairy men's increased investument
in medie sdvertising under the 1972 dairy promotion order has begen clearly
profitable in New York City. His increased advertising in the upstste mar-
kete has been of questionable value. While increased advertising in the
upstate markets did not appear 10 be profitable, these markets sre velatively
small when compared to New York City. '

¥ Revised subsequent to the henring.
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Based upon our analysis and the relative milk sales in the various
New York State markets, we would conclude that New York State dairy farmers
have received a positive return on their investment in increased advertising
under the 1974 dairy promotion order.

One word of caution, our analysis has been limited to what has happened
under the largest expenditure item funded by the 1972 promotion order.
Whether milk advertising will continue to be & profitable investment of
dairy farmers is difficult to say because of the dynamics of our economic
environment. Consumers will not be the same tomorrow as they are todsy.
What was a successful program today may be a bust tomorrow. This implies
a continuing need for monitoring and evaluating all program areas, not Just
advertising.



