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Executive Summary

This Study examines 1,680 retail milk prices in 191 stores from 35 firms in four states. Prices are for
galons of whole, 2%, 1%, or skim milk for al brands for November 10-13, 2002.

The study analyzes prices in four distribution channels. chain supermarkets, convenience stores, whole
club stores, and limit assortment stores. The supermarket channel dominates the others. In Boston over
87% of milk sold in grocery storesis sold by supermarkets.

Midland Farms is a new entrant (started July 1, 2002) into the limited assortment channel with 8 stores
and afluid milk processing plant. Midland distributes its milk from the Menands (Albany), NY plant in
refrigerated compartments of its own trucks that carry other grocery products from its Menands grocery
warehouse to its plants.

Midland Farms is selling milk at $1.79 per gallon and $1.49 per gallon for 1%. Hood and Cumberland
Farms complained to the Massachusetts Milk Control Board that Midland is selling milk below cost.

An Aldi store, alimit assortment store, in Clifton, NY is selling skim milk for $1.29 per gallon, 2% at
$1.49 per galon and whole milk at $1.69 per gallon.

In the study we examine chain prices for different milk types (whole, 2%, 1%, skim), brands of milk,
and region, but in this summary we focus on only aggregate all milk results for New England. These
results are reported in Tables 5 and 6 in the report.

New England supermarket average price for milk was $3.01 per gallon. New Y ork supermarket chains,
including many who are in our New England sample, charge only $2.42 per gallon (Table 5).

Price Chopper is the highest priced chain in New England at $3.17. A&P/Wadbaums is next at $3.15.
These chains are relatively small playersin the New England market.

New England’ s two leading chains have milk prices near $3.00 per gallon. Stop & Shop’s average price
is$3.09. Shaw’s/Star Market's average priceis $2.98.

Both of these chains, as are many others, are supplied by Dean/Suiza for private label and Garelick
brand milk. Dean/Suiza offer another label “natures pride” to club stores.

Big Y prices average $3.05 per gallon; however, on November 14, the day after our survey, Big Y cut its
private label price for 1% in all stores to $1.78 per gallon from prior prices at one of the following
levels: $2.79, $289, $3.09, and $3.39. Big Y issupplied by Guida.

DeMoulas, supplied by Crowley, is the lowest priced chain in New England at $2.54 per gallon. See
Table 6.

Antitrust authorities need to examine closely the potential impact of the proposed Hood and National
Dairy Holdings (Crowley) merger. Will this maverick competitor on milk prices at the retail level
continue to have access to low priced milk at wholesale?

Wal-Mart supercenters at $2.79 per gallon are lower priced than the three |eaders, Stop & Shop, Shaw’s,
and Big Y, but they are not the lowest priced supermarket chain in New England. Wal-Mart is supplied
by Dean/Suiza.

New England prices in the other three distribution channels, convenience ($2.84), club ($2.06) and
limited assortment ($1.92) are lower than those of supermarkets ($3.01). See Table 5.

Club store prices are 95 cents per galon lower than chain supermarkets, and limited assortment store
prices are $1.09 per gallon lower than supermarkets. Not al of this price difference is due to lower in-
store retailing costs of these bare bones operators, nor is it due to the fact that supermarkets sell branded
milk as well as private label. Where are the often claimed efficiencies and economies of scale enjoyed
by the leading chains in strategic alliance with Dean/Suiza with one of the world’s largest milk plantsin
Franklin, M assachusetts?

Since no one has complained about the low prices of club stores and limited assortment stores other than
Midland Farms, their prices in Massachusetts do not appear to be below cost.

TheBigY recent price cut to $1.78 for 1% signals that they believe that that priceis not below cost.
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At the Massachusetts Milk Control Board hearing Midland Farms presented evidence that, controlling
for the fact the firm is anew entrant and less than 6 months old, its prices are not below cost.

At that hearing the Sate of Massachusetts economist estimated costs at retail for skim milk to be
$1.74/gallon and costs range up to $2.02 per gallon for whole milk. Again, costs are significantly lower
than the chain supermarket retail prices.

We estimate that chain supermarket prices in New England are at least $1 above their cost levels for all
types of milk. For skim the overcharge is significantly above one dollar.

Consumers in New England are being overcharged at the rate of $144 million per year. These
overcharges started last Fall. The overchargeis $11.44 per year per person.

The International Dairy Foods Association and Professor Kenneth Bailey, Pennsylvania State
University, maintained that doing away with the Compact would decrease farm prices. It has. They
argued that consumers would benefit by even more than the drop in farm price. They have not. Their
model claims that the actual 50 cent drop in New England farm price should produce a 70-90 cent drop
in retail prices. Supermarket prices have only dropped 10 cents. The processors and retailers have kept
the lion’s share of the drop in firm price.

The Consumer Federation of America sided with IDFA because they believed that consumers benefit
from the drop in farm prices. Farmers need to approach them now to seeif they will switch positions.
Jawboning in the public mediawill help encourage supermarkets to cut prices.

New England consumer groups could get the word out on high milk prices, and could consider
information pickets at key supermarkets to encourage lower retail prices.

Farmers need consider joining with, even leading consumer groups, in this quest for lower prices.

New England farmers and consumer groups need to work with counterparts in other parts of the country
to locate similar monopolistic pricing of milk. Chicago and Seattle are prime locations.

Church groups, environmental groups, and others interested in the health of rural and farm communities
need to be apprised of the situation.

Dairy policy at the federal and state level is a crucial component. What needs to be done is awork in
progress.

Cooperatives, such as Agrimark, are a crucial component. Integration in value added products, such as
Cabot cheese, is far preferable to processing private label fluid milk, given the power of the chains.
Strong brands give a cooperative leverage with a supermarket chain. They must carry them.
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

1. Introduction

The relationship between retail and farm prices has always been of interest to farmers, consumers and firms in
the milk marketing channel. Today, however, interest in pricing relationships is at an extremely high level because
the Federal Market Order Administrator’s retail price series for Hartford and for Boston indicate that retail prices
have dropped only a dime while farm prices have dropped as much as 50 cents over the past year (see Appendix A,
Figures 1, 2, 3and 4). Thisissometimes dismissed as sticky retail prices, atemporary phenomenon. However, when
price stickiness persists for ayear, one has to question the source and impact of that stickiness.

Another reason for high interest in retail milk prices is the Midland Farms case that is before the Massachusetts
Milk Control Board. Midland Farmsis a new entrant into milk processing and the retailing of milk. It opened a milk
plant in Menands, New York, just north of Albany during the summer of 2002, and it subsequently opened eight
limited assortment grocery stores, three in Massachusetts, three in Rhode Island, one attached to its Menands, New
Y ork milk plant and another in Troy, New Y ork. Midland commenced selling gallons of milk in July for
$1.79 a galon. Subsequently, in mid-August, it lowered the price of its 1% milk to $1.49 a gallon. These prices
generated protests to the Massachusetts Milk Control Board by Cumberland Farms and Hood. The Massachusetts
milk law prohibits the sale of milk below the full cost of processing distribution and retailing." Last week, at a
hearing before the Massachusetts Commissioner of Agriculture, Midland presented evidence that if one compensates
for its position as a new entrant it is not selling below cost. The state of Massachusetts Department of Agriculture
economist presented evidence that the cost for milk ranged from $1.78 for skim to $2.02 per gallon for whole milk
(Mohl 2002a). The immediate upshot of this set of cost estimatesis that retail prices at $3.02 agallon (Table 5) are at
least $0.99 a gallon over cost of processing, distributing, and retailing for milk.

There is another reason for investigating milk prices at this time. The Northeast Dairy Compact expired a year
ago. Prior to its expiration there was an extensive debate over the merits of the Compact. At that time, the
International Dairy Foods Association (I.D.F.A.) noted that if the Compact had not been in existence processors
would have paid approximately 10 cents a gallon less for raw fluid milk. They then used Professor Kenneth Bailey's
markup model for milk pricing to argue that retailers would have dropped price not 10 cents, but at least 14 and
possibly as much as 18 cents a gallon (Cotterill 2002, p. 17).

Now, we no longer have the Compact, and farm prices have dropped 50 cents a gallon. According to the
International Dairy Foods Association and Professor Bailey from Pennsylvania State University, retail prices should
be 70 to 90 cents a gallon lower than they were at the price peak, just after the Compact ended. Clearly, thisis not the
case. The Consumer Federation of America, an ally of 1.D.F.A. in the fight against the Compact appears to have lost
the price dividend that they thought would be theirs by defeating the Compact.

As a prelude to discussion of pricing policy and alternative strategies for improving the performance of the
marketing channel, this paper presents milk prices over space to complement those that we have than over time.
There are several interesting questions that the price distribution over space can answer for us. Included among these
questions are the following: Are prices higher in New England than in New York? Most of us are aware that New
York has a price gouge law that limits the retail price of milk to no more than twice the delivered, raw milk priceto a
processor (see Appendix B). More specifically, the retailer must have at least one brand of milk, such as its private
label milk, which is no more than twice that raw delivered milk price to a processor. Other brands of milk in that
store can be higher priced.

Another interesting question is how does price vary by channel of distribution? The largest amount of fluid milk
sold through stores is sold in supermarkets. For example, the Boston metropolitan area supermarkets account for
87.3% of al grocery store sales (Metro Market Studies, 2002, p. 109-116). We often hear how efficient supermarkets
are and agricultural economists are increasingly documenting that large processors in other industries have economies
of scale. Dean Foods Franklin, Mass. plant is one of the largest in the nation. Ergo efficiencies in the supermarket,
Dean Foods vertical channel should be major and result in lower prices than in other channels. Thisis especialy true

! For afascinating look into New England milk marketing history that sheds light on contemporary farm problems and recounts
the incident that lead to the Massachusetts Milk Control Law, see (Pattee, 1927, p. 8-13, 27-29). These are provided in the packet
distributed at this meeting.

Food Marketing Policy Center Research Report No. 73 1



Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

in Massachusetts where al retailers are prohibited from selling below cost, so convenience stores and other cannot
use milk as aloss|leader.

So the question is how the big boys, the leading supermarket chains and their dominant processor suppliers, price
a retail compared to others. How do supermarket prices compare to smaller distribution channels. convenience
grocery stores, club stores, and limited assortment stores? Also, how do prices vary by supermarket chain? Are the
prices higher at Stop & Shop, Shaw’s, and Big Y, the leaders in Southern New England, compared to the mavericks
and upstarts, if indeed we have any? (Hint: We have DeMoulas and Wal-Mart). Can we say anything about chain
pricing strategy? For example, are the price patterns that are observed consistent with competition with its pricing of
milk at cost? Finally, how do prices vary by type of milk? There are four types of milk that we consider: whole milk
(3.25% butter fat), 2% milk, 1% milk and skim milk.

2. Survey Design and Methodsfor Price Comparisons

Shifting now to our survey methodology, we compare prices only on gallons of milk in plastic jugs across all
stores. The prices surveyed are valid for the time period from Sunday, November 10" through Wednesday,
November 13". As such, it is a one shot in time look at the price surface. Prices do vary over time; however, the
Market Administrator’s time series data indicate that there has been very little variation for the Hartford and Boston
markets during 2002. We surveyed stores in Connecticut, Massachusetts, Rhode Island, and parts of New Y ork.
New York stores are located in and around Albany and Schenectady, Fishkill, Wappingers Falls, Newburgh, Monroe,
Middletown, White Plains, and western Suffolk County on Long Island. Prices were collected on each store’s own
(private) label milk as well as all gallon brands carried in the store, including Hood and Garelick milk. We have
collected 1680 pricesin 191 stores throughout the region. The data cover 35 firms that operate grocery stores.

The critical issue when conducting an analysis of retail pricesis how does one summarize and actually analyze
price variation. Here we will always use the lowest price that is reported for a particular item. For example, when an
item is on sale we use the in-store advertised sal e price rather than the regular shelf price.

Our first run through the data is a directed, commodity focus on milk prices. This approach identifies the lowest
price for atype of milk (whole, 2%, 1%, and skim) in a store. This price seriesis most suitable for consumers who
are price conscious, regard milk as a commodity, and consequently always switch to the low price option when
buying a particular type of milk. For a supermarket, this means that we will usually be using the private label price.
There are however some exceptions to this general rule. For example, Shaw’s normally retails Hood milk at prices
ranging from $3.39 to $3.59 per gallon, but all types of Hood milk were on sale for $2.89 a gallon, which is 10 cents
below Shaw’ s private label prices. Thus, we use the Hood sale pricein Shaw’s.

To analyze these minimum prices across stores we have computed the average of the minimum prices in each
distribution channel and for each individual chain. We have also broken down these average minimum prices by state
as well as reporting them for all New England and for the entire sample. Finally, to understand how these minimum
prices are distributed around the reported averages we have charted the frequency distribution for these prices for
each type of milk again by distribution channel and for each individual chain. In these charts we have identified the
state that each observation comes from so one can see the influence of physical geography on price for each chain.

Clearly not al shoppers buy the cheapest type of milk in a supermarket. Some are brand loyal and pay a
premium. Our first attempt to move up from the minimum price in a store for a type of milk was to compute the
average price across the brand carried. These average prices are reported in Appendix C by distribution channel and
by chain for each type of milk: whole, 2%, 1%, and skim.

A more accurate measure of the consumer’s milk bill on a per gallon basis is a weighted average price that
recognizes that not all consumers buy private label, the low price option, and they do not buy equal amounts of each
brand of milk. We do not have brand level weights, however a good approximation is the average of the minimum
and average price series. Thisweights private label at 75% when one has one brand (25% weight), and at 67% when
one has two brands (16.7% weight each). This captures the general brand structure of New Y ork and New England.

Food Marketing Policy Center Research Report No. 73 2



Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

3. Survey Results: Prices by Distribution Channel

This discussion of results builds from the most detailed to the most general.? Table 1areports the average lowest
price for each type of milk in the stores surveyed. It summarizes this variable’s values by reporting the average for
different distribution channelsin different states as well as New England and the al of the sample. First note that for
all types of milk and all channels milk is lower priced in New York than it isin New England. Whole milk in New
England chains, for example, is $2.89/gallon and it is $2.36/gallon in New Y ork.

Next notice for a particular type of milk, such as whole milk, price rankings across the market channels are
identical in all regions. Convenience stores have the highest minimum whole milk price. Then come chain
supermarkets, then Club stores (Sam's, BJs, Costco) and finally limited-assortment stores (Price Rite, Save-A-Lot,
Midland Farms).

Note how prices for different types of milk vary for a particular area. Consider chain supermarkets in New
England where whole milk averages $2.89 per gallon. Two percent averages $2.86 per gallon. One percent is $2.88
per galon, and skim is $2.87 per gallon. In New Y ork chains average minimum prices across the types of milk are
virtually identical at $2.35 per gallon. Retail prices are nearly identical across types of milk and thus are not based on
the underlying value of the milk.®> Why isthis so?

Finally note in Table 1a that convenience stores in New England have much lower prices on one percent milk.
One percent milk retails at $2.30 per gallon and skim sells at $3.02. Two percent and whole milk also retail for more
than $3.00 per gallon at New England convenience stores. These numbers are capturing the fact that Cumberland
Farms sells 1% milk for $1.99 per gallon, but continues to have very high prices on other types of milk.

Table 1b reports the number of observations (stores) in each cell of Table 1a. Note that some of the cells have
very few stores. Ideally, one would like more storesin the thin cells.

Moving to Table 2a one has our estimate of the weighted average prices per gallon that consumers paid for all
brands of milk. Unlike Table l1athis chart recognizes that consumers do buy higher priced brands of milk. All of the
prices in Table 2a are higher (or equa to prices in Table la if a store carries only one brand, as is the case with
convenience, clubs, and limited assortment stores). Note for Supermarket chains in New England the average prices
are nearly identical across types of milk: $3.02 for whole, $3.00 for 2%, $3.01 for 1%, and $3.00 for skim. Again,
these prices do not reflect the differentid costs of the underlying raw milk. Yet they should if firms are competitive
and maximizing profits.

Again note that prices for milk in supermarket chains in New York are much lower at $2.42 per gallon on
average. Milk at supermarket chain storesin New York is on average 59 cents per gallon cheaper than it isin New
England. The New York price gouge law clearly has teeth because we have seen no evidence to suggest that non-
milk costs of processing and retailing in New Y ork are 59 cents a gallon below that in New England.

Also, there is more competition at the processing and retail level in New York markets than there is in New
England. Dean Foods/Suiza has used mergers, acquisitions, and long term contracts to acquire a very strong
dominant position in the New England fluid milk processing industry. In June 2000, Dean Foods/Suiza controlled
64% of the New England supermarket channel and had an even higher share in the core Eastern Massachusetts-Rhode
Island market with 80-90% of sales (Cotterill and Franklin 2001, p. 18). Now, Hood seeks to acquire Crowley/Weeks
Dairy viaits merger with National Diary Holdings (Mohl 2002b). Southern New England’s processing industry will
be reduced to three key players, Dean Foods, Hood/Crowley, and Guida. At retail in Southern New England, Stop
and Shop has a dominant position (greater than 40% share) in many local market areas. This is especialy true for
Connecticut and Rhode Island (Cotterill and Franklin 2001, p. 20). Also, Big Y is dominant in Springfield, its
hometown.

2 |f you want the bottom line, jump to the Aggregate Price Results for Distribution Channels and Chains section. Otherwise, read
on.

3 Raw milk in the federal market order costs less as one removes cream and lowers the fat content. At the raw milk level, 2% is
10.5 cents per gallon cheaper than whole (3.25%) milk. One percent is 8.4 cents per gallon cheaper than 2%, and another 8.4
cents per gallon is the difference between one percent and skim.
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4. Survey Results: Pricesfor Leading Chains

Table 3a gives the average lowest price for each type of milk for individual supermarket chains. It also breaks
down these prices by state and region. There are 13 chainsin Table 3a. The first section of the table reports average
lowest prices for whole milk. Examining the first column, in New England, the Stop and Shop price for the cheapest
whole milk in the 30 stores (Table 3b) price checked averages $2.98 per gallon. To see how the lowest price per
galon varied across these stores, please inspect Figure 1la. That figure clearly establishes that the modal price (the
price charged in nearly al stores) is $2.99 per gallon for Stop and Shop.

The average lowest price for whole milk at Shaw’s is $2.87 per gallon. Figure 2a indicates that Shaw’s modal
price is $2.89 per gallon. Thetwo leading chain’s private label milk is processed by Dean Foods/Suiza.

The average price for whole milk in DeMoulas is $2.44 per galon, well below the others in New England.
Crowley/Weeks Dairy in Concord, New Hampshire processes DeMoulas private label milk. A key question that
must be answered is the antitrust review of the Hood National Dairy Holdings merger is the impact on DeMoulas, the
low price competitor in Eastern Massachusetts.

Guida processes Big Y private label milk. The Big Y retail price for whole milk in Table 3ais as high as Stop
and Shop at $2.98 per gallon. In New England, whole milk is also highest priced at A& P/Waldbaums ($2.97) and
Price Chopper ($2.99). The pricesfor al of these chainsin the other type of milk (2%, 1%, and skim) in Table 3aare
similar to their whole milk prices.

Table 4a gives our estimate of the actual milk bill paid by consumers at each of these chains on a per gallon
basis. The reported prices are aweighted average of all milk prices, branded as well as private |abel. Therefore, these
prices are higher than those reported in Table 3a. Whole milk pricesfor five of the 13 chains average above $3.00 per
galon. Again, DeMoulasis cheapest at $2.54, then Roche Brothers at $2.74.

5. Wal-Mart Supercentersare Not the Lowest Priced Chain

Note in Tables 3a and 4a that the Wal-Mart Supercenter prices are lower than those of many, but not all
supermarket chainsin New England. Focusing on Table 4a and our estimates of what consumers pay for all brands of
milk, at Wal-Mart whole milk prices in New England average $2.86, which is higher than DeMoulas and Roche
Brothers. The same ranking holds for the other three types of milk. We must, however, acknowledge that the three
New England Wal-Marts that we price checked are not in the same local markets as Roche Brothers and DeMoulas.
They are not direct competitors.

There is another interesting insight on Wal-Mart. Their prices are lower than some but not all chains, yet they
remain well above various cost estimates for supplying milk. The expansion of Wal-Mart is no panacea for milk
market channel pricing problems.

6. Aggregate Price Resultsfor Distribution Channelsand Chains

Table 5 aggregates across milk types to provide a single price level measure for each distribution channel. In
New England, chain supermarkets milk prices average $3.01 per gallon. Convenience stores have a lower average
price at $2.84 per gallon. Club stores average price is $2.06 and limited assortment stores check in at $1.92 per
galon. All of these prices are distinctively higher than their counterpartsin New York. Also note that the big boys
have higher retail prices. The claimed efficiency of large supermarket chains and the strategic partner in the
processing sector, Dean/Suiza, are not passed forward as lower prices. It is hard to imagine how a club store who
sells milk for 95 cents a gallon less than supermarket chains can save that much on in-store retailing costs. Again,
recall that at least for Massachusetts, club stores cannot sell below their full cost, so club stores are not using milk asa
loss|leader. Chain prices are inordinately high.

Table 6 aggregates across milk types to provide a single price level measure for each chain. We were surprised
to find that Price Chopper has the highest prices in New England at $3.17 per gallon, followed by a perennial high
price operator, A& P/Waldbaums at $3.15 a gallon. Then one drops to the leading firms in the region, Stop and Shop
at $3.09 agallon, Big Y at $3.05, and Shaw’s at $2.98 per gallon. DeMoulas is the lowest priced firm at $2.54 and
Wal-Mart checksin at $2.79. Need one say more?
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7. Consumer and Farmer I mpacts of Noncompetitive Prices

At this juncture let’ s focus on the lack of competition in New England and specificaly its impact on consumers
and farmers. Recall that supermarket chains sell 87% of the milk in Boston and similar amounts elsewhere in New
England. The simple average price across the four types of milk for New England is $3.01 per gallon. What is the
cost of supplying that milk to consumers in their neighborhood supermarkets? Midland Farms, a limited assortment
store, claims that it can sell whole milk at retail in Massachusetts at a price as low as $1.79 per gallon without selling
below cost. Big Y supermarkets has just cut the price of its 1% and skim milk from the following prices in different
stores, $2.79, $2.89, $3.09, and $3.39 per gallon to $1.78 per gallon. Are they violating the law and selling below
cost? Referring to Table 1a, club and limited assortment stores in Massachusetts that we surveyed have average low
prices for all types of milk that range between $2.20 and $1.84 per gallon. Are they selling below cost? The staff
economist at the Massachusetts Department of Agriculture estimates costs ranging from $1.74 to $2.02 per gallon.
The evidence clearly and strongly suggests that chain store retail milk prices in Southern New England are at least
one dollar higher than the cost of supplying milk to consumers through those stores. A crude estimate of the
minimum overcharge to consumers is one-dollar times the number of gallons of milk sold through supermarkets in
Southern New England. Based on Cotterill and Franklin (2001 p. 68) we estimate supermarket milk salesin Southern
New England (Boston, Providence, and Hartford/Springfield Information Resources, Inc. market areas) to be 8
million gallons per month. Therefore, the minimum overcharge is 8.0 million dollars per month and 96 million
dollars per year. On aper capitabasis, given a population of 9,448 million, one has an overcharge equal to $10.16 per
person annualy.

If this retail pricing extends into Northern New England, and it most certainly does because the leading chains
and processors operate up there, then one can add the Northern New England Information Resources, Inc., market
area. We estimate that milk sold through supermarkets throughout New England totals 12 million gallons per month
or 144 million gallons annually. The annua minimum overcharge is $144 million and $11.44 per person.

Farmers also benefit from lower retail prices because consumption would increase. As consumers drink more
milk, the current “excess” supply situation would disappear more rapidly and farm priceswould rise. Also, thereisan
immediate impact on farm prices via the way milk is priced in the Northeast Federal Milk Market Order. A one
percent increase in the Order’s use of milk for drinking rather than manufactured dairy products increases farm prices
four percent. Thisis because the price farmers receive for milk used for drinking is much higher than the price they
receive for milk used in manufactured products, including cheese and butter.

8. Concluding Commentsand Some Optionsfor Action

This study examined 1680 milk prices in 191 stores from 35 firms in four states. Prices reported are valid for
Sunday November 10", 2002 through Wednesday November 13", 2002. When combined with the time series data
from the Federal Market Administrators office in Boston and Hartford, one obtains a fairly comprehensive view of
retail milk pricing in New England and neighboring parts of New Y ork. Pricesare lower in New Y ork.

Milk prices in New England are high, relative to costs and relative to prices in New York. Market power is
clearly being exercised in New England by processors and retailers. Absent wholesale prices, it is hard to determine
how much of the power dividend is being captured by retailers and how much by processors. There clearly is a need
for public access to such data. The Massachusetts Milk Board has stumbled into the area because complaints about an
entrant firm, Midland Farms, has forced them to estimate processing and retailing costs. Yet the Board currently is
looking at the wrong firm, an integrated processor-retailer entrant. It should be examining the actual processing,
distribution, and retailing operations of the leading firms in the New England dairy industry. To date, antitrust
enforcement has failed to protect consumers and farmersin thisindustry. The future outlook is hardly better.

This suggests that states, or groups of states, via a Compact must exercise stronger oversight on the operation of
the dairy marketing channel. One need not go back to regulating milk like a public utility. Public hearings, publicity,
moral suasion/jawboning can cause firms to reign in greedy pricing practices. Daylight also rewards firms who are
innovative, efficient, and competitive on pricing.
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Consumer groups could consider setting up informational picket lines outside leading supermarket chains to
inform shoppers about high milk prices and aternatives, such as nearby clubs or limited assortment stores. Farmers
might even want to consider joining them to publicize how high retail prices hurt them. Farmers in Maine are
dumping milk (Bombardieri 2002) to protest low prices. This is not the correct location for airing their grievances
with the milk marketing system. Farmers need to help consumers see the light and shop right. Buying less milk at
higher priced supermarkets would give them the message. It is more economic to raise farm price by expanding
demand via a drop in retail prices than it is to dump milk in an attempt to restrict supply. If prices dropped from
$3.00 to $2.00, a 33 percent move, fluid milk consumption would increase 10-20 percent, according to retail demand
elasticity estimates.

New England consumers and farmers also need to look to other regions. Our prior research indicates that similar
noncompetitive retail problems have occurred in Chicago and Seattle (Cotterill and Brundage 2001). Undoubtedly,
there are other markets where milk pricing is noncompetitive. Farmers have a stronger tradition for group action than
consumers. Perhaps farmers should take the lead. For farmers to recapture this policy agenda in Washington, they
need to be united across regions and have the support of nonfarm groups such as consumer, environmental, and
church groups.

Building a consumer-farmer coalition movement around milk prices could be the start of a strong relationship
that would spill over into support for farmland preservations and a family farm based agriculture. Farmers would be
well advised to read the old timers like Richard Pattee. We close with a quote from him:

| have seen hundreds of good men and women out on the farms, working
themselves and their children from dawn to dark, denying themselves practically all
luxuries and some real necessities because the stuff they raised sold for so little. It
has been a system of industrial slavery under which handlers of our products made
fat profits for themselves by selling at a good margin but at a price far below what
our stuff was worth. As long as we would sell for less than cost, they would add
their profits and resell at less than value.

| have felt that consumers were willing to pay fair prices if they knew them
to be fair and that the producers got them. | till so believe. If ever we can perfect
our organization, | believe we can make dairying pay in New England. The main
thing is to get together to realize that it is a problem in which we must think and act
asaunit, not asindividuals. ... Isn’t it a shame that hundreds of good men with good
herds don’t get enough for what they sell to save money for a doctor’s bill? | have
had scores of letters like this, “I had sickness in my family and had to sell off my
cows to pay the bills.” These men hadn’t wasted their money foolishly as it came in.
They simply were not able, with all hands working, living at the least possible cost,
raising most of what they ate, wearing old clothes that didn't cost much when
bought, going without the comforts of city homes, no gas or electric light, no steam,
hot water or furnace heat, no bath rooms and flush toilets, no theatres and very few
other amusements, to save money enough to meet an emergency like sickness. So
they had to sell off stock and go to work at something else.

We didn’'t want to get rich unfairly off consumers. We do want such a
marketing system as will enable us to get aliving price without asking consumers a
prohibitive price.

-- Richard Pattee, 1927
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Table la. Average Lowest Price By Channel

Cotterill, RW. et al.

Type Channel New England MNew York  Massachusetts  Connecticut  Rhode Island All
Whaole Chain 2.89 2.36 282 2.94 2.90 2.72
Whole Convenience 3.03 2.51 288 3.09 312 2 88
Whaole Club 2.16 2.01 2.20 213 218 213
Whaole Limited 1.94 1.69 1.99 1.99 1.54 1.92
Twao Chain 2.86 2.35 2.81 288 2.90 2.69
Two Convenience 3.01 248 2.89 3.04 3.09 2.85
Twao Club 211 1.86 2.14 2.09 2.14 2.08
Twao Limited 1.94 1.49 1.99 1.99 1.54 1.91
One Chain 2 .88 235 281 293 2.90 271
One Convenience 2.30 243 2.16 2.43 1.99 2.35
One Club 2.03 1.92 2.09 1 .98 208 2.01
One Limited 1.79 N/A 1.84 1.99 1.62 1.79
Skim Chain 287 235 2.80 292 2.90 270
Skim Convenience 3.02 248 2.90 3.07 3.09 2.86
Skim Club 1.93 1.91 2.06 1.84 2.04 1.92
Skim Limited 1.99 1.29 1,90 1.99 1.99 1.85
Mote: N/A means no observations in data

Tahle 1b. Number of Observations (Stores) for Average Lowest Price By Channel

Type Channel MNew England MNew York  Massachusetts  Connecticut  Rhode Island All
Whaole Chain &7 40 34 44 9 127
Whaole Convenience 24 10 7 14 3 34
Whaole Club 14 3 4 8 2 17
Whole Limited 12 1 O 2 q 13
Two Chain &7 40 34 44 9 127
Two Convenience 24 10 7 14 3 34
Two Club 13 2 4 8 1 15
Two Limited 12 1 (s} 2 i 13
One Chain 87 40 34 44 9 127
One Convenience 24 10 7 14 3 34
One Club 14 3 4 8 2 17
One Limited 12 0 6 2 4 12
Skim Chain &7 40 34 44 9 127
Skim Convenience 24 10 7 14 3 34
Skim Club 12 3 3 7 2 15
Skim Limited L | | 2 | 5
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Table 2a. Weighted Average Price By Channel

Cotterill, RW. et al.

Type Channel New England New York  Massachusetts Connecticut  Rhode Island All
Whaole Chain 3.02 2.43 2.96 3.07 3.03 280
Whole Convenience 3.03 2.51 2 88 3.09 312 2 H8
Whole Club 216 2.01 2.20 213 218 2.13
Whole Limited 1.94 1.69 1.99 1.99 1.54 1.92
Two Chain 3.00 2.42 295 303 3.03 2.84
Two Convenience 3m 248 2.89 3.04 3.09 285
Two Club 211 1.86 214 2.09 2.14 2.08
Two Limited 1.94 1.49 1.99 1.99 1.84 1.91
One Chain 3.01 2.42 295 3.06 3.03 2.85
One Convenience 2.30 248 216 2.43 1.99 2.35
One Club 203 1.92 2.09 1.98 208 2.
One Limited 1.79 N/A 1.84 1.99 1.62 1.79
Skim Chain 3.00 2.42 2.94 3.05 3.03 2.84
Skim Convenience 3.02 248 2.90 3.07 3.09 2.86
Skim Club 1.93 1.91 206 1.84 2.04 1.92
Skim Limited 1.99 1.29 1.9% 1.99 1.99 1.85
MNote: N/A means no observations in data

Table 2b. Number of Observations ( SKUS) for Weighted Average Price By Channel

Type Channel New England New York  Massachusetts Connecticut  Rhode Island All
Whaole Chain 272 88 107 138 27 360
Whole Convenience 24 10 7 14 3 34
Whaole Club 14 3 4 8 2 17
Whole Limited 12 1 (&} 2 q 13
Two Chain 271 90 107 137 27 361
Two Convenience 24 10 7 14 3 34
Two Club 13 2 4 8 1 15
Two Limited 12 1 (s} 2 4 13
One Chain 270 87 107 136 27 357
One Convenience 24 10 7 14 3 34
One Club 14 3 4 8 2 17
One Limited 12 0 [+ 2 g 12
Skim Chain 271 58 107 137 27 359
Skim Convenience 24 10 7 14 3 34
Skim Club 12 3 3 7 2 15
Skim Limited L | | 2 | 5
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Tahle 3a. Averape Lowest Price By Chain

Juvpe  Chain Mew Enpland  Mew York  Massachusetis  Comnecticst Rhode Island All
Whole Stop & Shop 248 2153 291 10z 200 2RH
Whole Shaw'sStar Market 2B7 - 184 2.ED 1] 2ET
Whole DeMoulasMarket Basket 244 - 244 - - 244
Whole Roche Bros 2.50 - 2.50 - - .50
Whole Big?h 298 : 1K 105 . I08
Whole A&ZPWaldbaums 2.97 2,606 2719 m = IE3
Whole Shop Rite 276 241 - 276 = 62
Whole Price Chopper 2.90 217 2490 MA - 2.1
Whole Bo Jacks 2.81 : 209 . 278 TE3
Whole Flanmalford MNIA 215 MiA . . 215
Whaole Eing Kullen - 257 - - - 147
Whole  Wal-Mart Superocier 273 2106 242 el - 21
Whole Pathmark - 2.57 - - - 157
T Alop & Shop 2497 248 241 iz 299 T ET
Two  Shaw's'Star Market 2AT - 2 R4 ult 2H9 257
Two  DeMoulasMarker Basket 244 - 244 - - 244
Twoe  Roche Bros 250 - 250 - - X580
Two Big¥ 2m - 1.0 20 - 270
Two  A&P'Waldbaums 2.99 2.0 2.79 103 - 14
Two  Shop Rite 276 241 - 2. 76 - 262
Two  Price Chopper 299 217 299 M - .20
Twn Bo Jacks 2R3 = 109 = 278 T E3
Twe  Hannaford MUA 2.23 WA - - 225
Two  King Kullen - .37 - - - .57
Two  Wal-Mant Supercemter 163 206 2 i 261 - p
Twi Pathmark - 2,57 - . - 257
(me  Stop & Shop 2497 248 2.91 m 299 2R7
(kne Shaw's' Star Market 287 - 184 2ED 189 2ET
(kne DebloulasMarkcet Basket 244 . 144 s = 2.4
(ke Roche Bras 2.50 = 2.50 = = .50
(ke Hig Y 296 - 340 i | - 9%
(ke AL PrWaldbaums 2.97 266 2.79 m . I.E3
Ome  Shop R 2 241 - 2.8 - el
ke P T.'l'mpptr 299 207 2499 MNA - s
[kne Ho Jacks 283 - 2099 - 278 el
(ne  Hamnnaford NA 2.25 N'A - - 225
Cme  King Kullen - 2.57 - - - 2.5
Cme  Wal-Mart Superceiter 263 2106 266 26l - 225
(e Pathmark - 2.57 - - - .57
Skim  Swop & Shop 2497 248 2491 1.0 299 286
Skim  Shaw's'Siar Marker 2RT - 2 RS 280 2 B9 287
Skim  DeMoulasMarket Baske 244 - 244 - - 244
Skim  Roche Bros 2.50 - 2.50 - - 250
Skim  Big¥ 293 - 2 202 - zm
Skim AP Waldbaums 297 266 .79 1o = TE3
Skim  Shop Rite 2. 76 2.41 = 2. Th = 62
Skim  Price Chopper 2.0 217 2406 M/ A - 3.3
Skim Eo Jacks 281 : 109 . 278 I E3
Skim  Hanmaford MiA 2.25 MiA = = 225
Skim  kang kullen - 257 - - - 1587
Skim  Wal-Man Supercemter 253 el ] 253 2.53 - 22X
Skim  Pathmark - 2.57 . . . .57

Maotes: - means chain pol in arca. N/A means no observations i data
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Tahle 3b, Mumber of Observations (Sionss| for .-h':rnuq- Lovwesi Price By Chain

Tvpe  Chain Mew Enpland  Mew Yok Massachusenis  Connecticus  Bhode Island All
Whols  Stop & Shap 30 S 11 15 4 1H
Whole Shaw's Siar Market 18 = B 7 1 IR
Whole DeMoulasMarket Basket 4 = 4 = - 4
Whole Roche Bros 3 3 - 3
Whode Bigy 12 = i B . 12
Whole A& P Waldhauns f 5 ] 5 11
Whode Shop Rite fi 4 - & ({1}
Whode  Price Chopper 1 i3 1 A - T
Whole Bo Jacks 1 E 1 . 2 3
Whole Hamnalond MIA B BA . - B
Whole  King Kullen 2 - 2
Whode  Wal-Man Supercenter i f 1 2 )
Whole  Pathmark - i - i
Twoe  Siop & Shop 30 # 11 15 4 k"
Ty Shaw'a S1ar Market 1.3 E B T 1 I
Twoe  DeMoulasMarket Basker 4 - 4 - 4
Two  Roche Bros i - 3 - 3
Two  Bigh i2 - 4 S 2
Twoe  ALPWaldhaums s 5 | 5 1
Twoe  Shop Rite [ 4 b L]
Twa  Price Chopper | & | MA - 7
T B Incks 3 = ] = 2 i
Two Hamnaford MIA R MA = - R
Twoe  King Kullen - 2 - 3
Twe  Wal-Mar Supercenter 3 fi 1 z a9
Twa Pathmark | - 1
Ume  Siop & Shop M i | 15 4 k|
e Shave's Star Market 18 B T 1 [IE
ne Dbl ulasMlarket Basket 4 4 - 4
ng Roche Bros 3 1 = i
e Hig 12 i 5 12
Oni A PYWaldhaunas f 5 1 5 . 11
Ome  Shop Ri ] 4 6 L
g Frice Chopper | i3 MA - T
ne Fao Jacks i 1 - I |
Ume  Hamnaford MA B MA - #
Ome  King Kullen - 2 - - 2
Ome  Wal-Mart Supercenier i ] | 2 9
Ume  Pathmark - | - |
Skim  Stop & Shop £l ] 11 15 4 k!
Skim  Shaw's'Saar Market 18 - & T i I8
Skim  DeMoulasMarkes Basker 4 - 4 - 4
Skim  Roche Bros i - i - 3
Skim  Big¥ i2 - 4 2
Skim A& PWaldhmans {s 5 ] 5 11
Skim  Shap Rite i 4 & (L1}
Skim  Price Chopper | L] | MA - 7
Skim  Eo lucks k] = 1 . 2 i
Skim  Hamnaford MUA R MA . R
Skim  King Kullem 2 - 2
Skim  Wal-Man Supercenter 3 f 1 z 4
Skim  Pathmark 1 . ]

Motes: - means chain mot in arca, WA means no obhservarions in daia
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Table da Weighted Average Price By Chain

_T:.-'p: {haim _ Iy FJ1E|H-‘| New York  Massachuseiis  Connecticui Bhode [sland All
Whole Stop & Shop 110 262 104 304 XA 30l
Whole Shaw's'Slar Market 198 . P L i 109 298
Whole Debaulas Blardke: Basket 154 - 154 . - 254
Whale Roche Bros 274 - 174 - - 274
Whale Big ¥ a0 - X6 507 - o
Whole A&PWaldbaums 1la 2.1 o7 il8 = i
Whale Shop Ene 2490 2.44 MiA 2.oH} . 271
Whale Price Chopper 17 231 7 MA - 246
Whole Ko Jacks 303 - 114 - 208 103
Whole Hanmalord I O 231 MiA - = 2.5
Whole King Kullen - 257 - - - 257
Whale Wal-Mamt Supercenter 285 215 204 281 - 2.40
Whole Pathmark . 2.57 - - - 285
Two  Scop & Shop i@ 258 Y4 i3 Y. 300
Two  Shaw's/'Star Markeo 208 - 203 il 254 298
Two  Debdoulas Marker Baske .54 - 2.54 - - 1A
Two  Roche Bros i - .72 - - 2.12
Two  Big¥ 207 - Y3 280 - 2497
Twn AL P Waldbaums 115 1T o7 3017 - 200
Twi Shop Rie 200 245 = 2,5} = 271
Twi Price Chopper 117 2.33 X7 M = 243
Twn Ko Jacks 3003 - 114 : 1.0H 103
Twia Hannaford N'A 1131 Wik . . 231
Two  King Kullen s 257 . . s 257
Two  Wal-Man Superoanier 279 215 2.84 276 - 238
T Pathrnark - 257 - - - 257
(e Stop & Shop 108 158 104 313 1o 300
e Shaw's/Siar Market 208 - 104 i 1.4 248
ne Dehoulas Markel Baskel 154 - 2.54 . - 254
e Boche Bros 272 . 2.72 : . 212
One  Big¥ 108 - 113 306 - 108
e AL PO aldsums ENE! 2 107 35 = 299
One  Shop Rite 2.0 244 - 2,540 - 2.7
(e Price Chopper EN ) FK KR M A - 246
(e Ro Jacks 103 WA 34 - 258 103
(e Hannaford WA 233 MNiA - - 253
(e King Kullen s 287 - - . 2.57
One  Wal-Man Supercenier 2.8 215 284 2.78 - 256
(e Pathmark = 157 = x = 257
Skim  Ssop & Shop X 2.8 .04 53 R 300
Skim  Shaw's'Star Market 208 - 2.93 i 2.9 208
Skim  DebMoulaz Marker Bazkel 254 - 159 - = 254
Skim Roche Bros 272 = 2,72 = = 2.12
Skim Rig¥ 10 = k(i) 5,04 = 306
Skim  ALPWaldbaums 114 27 o7 315 . 290
Skim  Shop Eile 1400 2 .44 e 2.5} e 271
Skim  Price Chopper 117 233 L7 MA = 245
Skim Ko Jacks A0 - 114 - 208 303
Skim  HanmalFord MiA 213 MiA& - - 2351
Skim  King Kuallen - 247 - - - 257
Skim  Wal-Man Supcrocnier 2 215 275 270 - 236
Skim  Parhmark - 287 - - - 287

Mabes: - means chain not in area, N/ A means e observations in data

Food Marketing Policy Center Research Report No. 73 5



Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

labde db. Mumber ol Cbservations (S US ) R Weighled Average Price By Chain

Jype  Chain Mew Enpland  New York  Masachusstls  Connecticit Rhode Island All
Whole Step & Shop LT 17 13 i 12 108
Whole Shaw's'Star Market 549 - 24 26 G B
Whale [De Moulas Madkel Baskel 12 - 12 - - 12
Whole HEoche Bros o : o - - i
Whale Big Y 47 - 16 K1 - 47
Whole  ALPWaldixiams 19 T i 16 - 26
Whale Shop BEile 10 T - 1l - 17
Whale  Price Chopper 4 4| 4 M/ A - 25
Whole Ro Jacks Q - k] - f 4
Whole Hanmatord WA & WA - - I8
Whole King Kullen - 2 - - - 2
Whole Wal-Mam Supercemier 9 13 3 L - 24
Whale Pathmark - 1 . = - |
Two  Siep & Shop k| 17 i3 4 12 108
Two  Shaw's'Siar Marke 50 - 24 26 H bl
Twn e MoulasMarket Baskel 12 = 12 e = 12
Two Roche Bros o = o = - q
Two  Big¥ 47 = 16 31 - 47
Two A& Waldbaums 18 T 3 15 . 15
Two  Shop Rile 10 B . 1l . 18
Two  Price Chapper 4 e 4 M - i
I'wis Ko Jacks ] - ] - 1] i
Two  Hanmalford MNiA 18 MiA . . 18
Two  King Kulken . 2 . . . i
I'wo  Wal-Mam Supercemter Q 15 i i - 24
I'wo  [Mathmark - | - - - 1
(e Stop & Shop ] 17 13 i 12 108
Uime Shaw's' Star Market 50 - 24 26 o #
(1T e Moailkas Marker Basken 12 - 12 - - 12
e Hosche Horos ] - o - - i
Cine Big 45 - & L - 4
One  A&PWaldbaams 18 1 3 13 - 25
e Shop Ride 0 T - I - 17
(e Price Chapper 4 21 4 A - 25
One  Ro Jacks 9 - 1 - f 4
(e Hannaford MiA 18 WA . - I8
e King Kullen - 1 - . - 2
ine Wal-Marn Supercenster ] 14 i1 i - I3
(e Fathsmark . | . . . 1
Skim  Stop & Shop al 17 Ek 44 12 108
Skim  Shaw's' Star Market A0 = 2 2 o S0
Skim  De Moulas Marker Baskel 11X : 12 . . 12
Skim  Eoche Bros o : o e . q
Skim Big¥ 47 . 16 31 - 47
Skim  A&PWaldbaums 15 T 3 15 - 15
Skim  Shop Bae 10 T - 1] - 17
Skim  Price Chapper i e i MiA . i
Skim Ko Jacks a - 1 - [ 4
Skim  Hanmaford NA 18 MiA - - 18
Skim  King Kulkzn - 2 - - - 2
Skim  Wal-Mam Supercemier 0 14 1 L - 23
Skim  Pathmark - i - - - i

Mates: - means chain net i area, MA means o observations i data

Food Marketing Policy Center Research Report No. 73 6



Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action?

Table 5. Milk Prices By Channel

Cotterill, RW. et al.

Channel Mew England New York  Massachusetts Connecticut  Rhode Island All
Chain 3.01 2432 295 3.05 3.03 2.85
Convenience 2.84 249 2.71 2.91 2.82 2.74
Club 2.06 1.92 212 2.01 211 2.03
Limited 1.92 1.49 1.95 1.99 1.52 1.87
Motes: Average of prices for types of milk in Table 2a

Table 6. Milk Prices By Chain

Chain Mew England New York  Massachusetts Connecticut Rhode Island All
Stop & Shop 309 2,59 3.04 313 3.09 3.00
Shaw's/Star Market 298 - 295 3.01 2.99 298
DeMoulas/Market Basket 2.54 - 2.54 - - 2.54
Roche Bros 273 - 2.73 - - 273
Big Y 3.05 - 3.13 3.01 - 3.05
A& P/Waldbaums 315 270 3.07 316 - 2.99
Shop Rite 290 2.44 N/A 2.90 - 2.71
Price Chopper 317 233 317 N/A - 2.46
Ro Jacks 3.03 - 314 - 298 3.03
Hannaford N/A 233 N/A - - 2.33
King Kullen - 257 - - - 2.57
Wal-Mart Supercenter 2,79 215 2.84 2.76 - 2.38
Pathmark - 2.57 - - - 2.57
Motes: average of prices for types of milk in Table 4a,

- means chain not in area, N/A means no observations in data

Food Marketing Policy Center Research Report No. 73 7



Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action?

Figura 1a
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 1c

Distribution of the Lowest 1% Milk Price at 38 Stop & Shop Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 23

Distribution of the Lowest Whole Milk Price at 18 Shaw'sStar Markot Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure Z¢
Distribution of the Lowest 1% Milk Price at 18 Shaw's/Star Market Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 3a
Distribution of the Lowest Whale Milk Price at 4 DeMoulasMarket Basket Stares
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Figure 3b
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.
Figure 3¢

Distribution of the Lowest 1% Prico at 4 DoMoulas™arket Basket Storos
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Milk Pricesin New England and Neighboring Areas of New York: A Prologueto Action? Cotterill, RW. et al.

Figure 4a
Distribution of the Lowest Whole Milk Price ai 3 Roche Bros Stores
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Figure 4b
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 4¢
Distribution of the Lowest 1% Milk Price at 3 Roche Bros Stores
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Figure 44
Distribution of the Lowest Skim Milk Price at J Roche Bros Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 5a
Disiribution of the Lowest Whaola Milk Price at 12 Big ¥ Stores
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Cotterill, RW. et al.

Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action?

Figure Sc
Distribution of the Lowest 1% Milk Price at 12 Big ¥ Stores
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Distribution of the Lowest Skim Milk Price at 12 Big Y Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

V. Figure 6a

Distribution of the Lowest Whola Milk Price at 11 ASPWaldbaums Stores

Figure &b

Distribution of the Lowest 2% Milk Price at 11 A&PWaldbaums Siores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure Gc

Distribution of the Lowest 1% Milk Price at 11 A&P/Waldbaums Stores

Distribution of the Lowest Skim Milk Price at 11 A&PMWaldbaums Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure Ta

Distribution of the Lowaest Whala Milk Price at 10 Shop Rite Stores
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Figure Th

Distribution of the Lowest 2% Milk Price at 10 Shop Rite Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figura Te

Distribution of the Lowest 1% Milk Price at 10 Shop Rite Stores

Figure Td

Distribution of the Lowest Skim Milk Price at 10 Shop Rite Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 8a
Distribution of the Lowest Whole Milk Price at T Price Chopper Stores
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Figure 8b
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Flgure 8

Distribution of the Lowest 1% Milk Price at 7 Price Chopper Stores
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Figure 8d
Distribution of the Lowest Skim Milk Price at T Price Chopper Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.
Figure 9a

Distribution of the Lowest Whaole Milk Price at 3 Ro Jacks Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.
Figure 9c

Distribution of the Lowest 1% Milk Price at 3 Ro Jacks Stores
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Figure Sd

Distribution of the Lowest Skim Milk Price at 3 Ro Jacks Stores

1 BAA, Slore
1 Rl Horg

¥ of Siores

Food Marketing Policy Center Research Report No. 73 25



Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 10a

Distribution of the Lowest Whole Milk Price at 8 Hannaford Stores

Figure 10b

Distribution of the Lowest 2% Milk Price at 8 Hannaford Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 10c

Distribution of the Lowest 1% Milk Price at 8 Hannaford Stores

Figure 10d

Distribution of the Lowest Skim Milk Price at 8 Hannaford Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 11a

Distribution of the Lowest Whole Milk Price at 2 King Kullen Stores

# of Siores

Figure 11k
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 11e
Distribution of the Leowast 1% Milk Price al 2 King Kullen Stores
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Figure 11d
Distribution of the Lowest Skim Milk Price at 2 King Kullen Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 12a

Distribution of the Lowest Whole Milk Price at 1 Pathmark Stores
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Figure 12b

Distribution of the Lowast 2% Milk Price at 1 Pathmark Storas
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 12c

Distribution of the Lowest 1% Milk Price at 1 Pathmark Stores
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Figure 12d
Distribution of the Lowest Skim Milk Price at 1 Pathmark Stores
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 13a

Distribution of the Lowest Whole Milk Price at 8 Wal-Mart Supercanters
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Figure 13b
Distribution of the Lowest 2% Milk Price at § Wal-Mart Supercenters
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Milk Pricesin New England and Neighboring Areas of New York: A Prologue to Action? Cotterill, RW. et al.

Figure 13c

Distribution of the Lowast 1% Milk Price ot 9 Wal-Mart Suparcentoers

# of Siores

Figure 13d

Distribution of the Lowest Skim Milk Price at 8 Wal-Mart Supercanters
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Appendix A: Boston and Hartford Farm and Retail Prices
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Appendix B: New York Milk Price Law

STATE OF HEW YOREK
DEPARTMENT OF AGRICULTURE AND MAREETS
I WINNERS CIRCLE
ALBANY, NHEW YORE 12235

DBION OF MILE CONTROL AND DARIRY SERVICES

184575731

TO: Retailers of Milk

DATE: October 18, 2002

SUBJECT: Announcement of threshold price relative to milk price gouging law,
effective NOVEMBER 2002

THRESHOLD PRICE

Effective NOVEMBER 2002, threshold pricaes for milk, lowfat milk, or skim milk offered for retail
sale in the state are!

Half
Galion Gallon Quer
Metro Region: $2.57 $1.34 $70
(NYC and Counties of Nassau,
Suffolk, Rockland, Westchester,
QOrange, Putnam and Dutchess)
Upstate Region: $2.41 $1.25 $.66

{Remaining Counties)

A retailer who sells above the threshold price may be in violation of the law unless such selling
price is justified as not being unconscionably excessive. Such justification includes net invoice
price paid for the milk item plus actual costs incurmed in handling and selling that milk itam.

Compared to the previous manth, threshold prices increased $0.08 a gallon, $0.04 a half gallon
and $0.02 a quart in Metra NY and increased $0.08 a gallon, $0.03 a half gallon and $0.02 a
quart in Lipstate NY



Appendix C: Average Price Tables

Tahle C1. Average Price By Chain

T Chain Mew Englamd  Mew York  Massachusens  Connecticut  Khode 1slamd All
':&bnlq: Slop & Shop . . ] 125 : 1.

Whole Shaw'sSsar Market 300 - 103 13 300 108
Whole DeMuoulas Market Basker 265 - 265 - - 268
Whole Roche Bros 208 - 298 - - 2408
Whole Big¥ 3.21 - 328 1LIE = 1.21
Whode ASPWaldbhaums M 274 336 134 - 118
Whole Shop Ring RN 247 - 304 - 281
Whide Frice Chopper 114 249 334 MNA = 263
Whole BRo lncks 324 = 320 a 321 124
Whole Hamnaford MiA 241 A - - 241
While King Kullen . .57 . . e 257
While Wal-Mari Supercenter 2098 2.1 1.0 294 . 2.52
Whole Pathmark - 257 - - - 2587
Twds Stop & Shap 3.1 268 30K 12% I1E 11z
Twir Shaw's Star Market 308 . 305 113 3.(Hp 109
Two  DedoulasMarket Basken 265 - 2.68% - - 2a5
Ty Boche Bros 295 E 295 - - 2495
Twdr Hig ¥ A [ B 326 A0 E ils
Twoe  AKPWaldbaums 331 274 336 .50 - 113
Two  Shap Rie 34 240 - 104 - 2RO
Two  Price Chopper 344 249 KRt | NA - 262
Twos  Rolacks 314 - 120 - 3.2 124
Twe  Hamnaford MiA 241 MA - - 241
Two  King Kullen - 257 - - - 257
Two  Wal-Mart Supercenser 295 .M 301 .91 - .41
Twoe  Pathmark - 257 - - - .57
Ome  Stop & Shop A | 268 308 125 LN E i3
Omg  Shaw's'Star Market 308 - 104 113 3.0 109
Ome DeMoulasMarket Baskes 2463 - 265 - - 165
Ome  Roche Bros 204 - 2.94 - - 2494
Onig Hig ¥ 3.0 = 326 117 = 1.20
Ong A POWaldhanas 3.3 274 336 1.30 = 115
e Shap Rise 3.4 247 = Jk E 28l
U Price Chopper L 249 R MNA L 263
e B Jacks 3.214 e 320 . 3.2 124
U Hamnaford MA | | M - - 24l
U Eaing kullen - 157 - - - 257
e Wal-Man Supercenter 297 2.4 101 295 - 253
e Pathmark - AT - - - 257
Slam  Swop & Shop i 2 6E ERFS 12% KR T 113
Skim  Shaw'sSar Markel 0w = 105 113 R 19
Skim  DeMoulasMarket Basken 263 - 263 - - 2o4
Skim Roche Bros 294 - 294 - - 2494
Skim Big ¥ ER L - 324 AL - 119
Skim  AKPWaldhauns 33 M 3136 1350 - 115
Skim  Shap Rite 34 247 - 104 - 281
Skim  Price Chopper 3 249 33 WA - 262
Skim Ro Jacks 34 - 320 - 3.21 124
Skim  Hamnaford MA 241 MA - - 241
Skim  King Kullen . .57 . . a 257
Skim  Wal-Mart Supercenter 2.90 2.4 297 2 B6 s 250
Skim  Pathmark = 257 = - = 257

Moles: - means chain ol 5 arca, NOA means no chservalions in &sla



Table C2. Number of DHservitions (SkLUST for Averpe Price By Chain

TE Chain Mew EnEImd Mew York  Massachusetts  Connecticut  Rhoxde Island All
Whaole Siop & Shop a1 17 13 46 12 108
Whole Shaw's/'Star Marke 59 - 24 26 O 39
Whole De Moulas®arket Basket 12 - 12 - - 12
Whole Roche Bros a - a - - a9
Whole Big ¥ 47 - & il - a7
Whole A&P"Waldbaums 19 7 1 1 - 26
Whaole Shop Rite 1] 7 - 10 - 17
Whole Price Chopper 4 21 4 MIA - 25
Whole Ro Jacks Q - 3 - 6 q
Whole Hannaford MIA 18 WA - - 18
Whole King Kullen - 2 - - - 2
Whole Wal-Man Supercenter Q 15 i & - 24
Whole Pathmark . 1 = . = 1
Two  Siop & Shop ] 17 13 46 12 104
s Shaw' s Star Market 50 . 24 26 i 54
Two  De Moulas®larker Basket 1z - 12 - - 12
Two  Roche Bros a9 - & - - @
Twan Hig ¥ a7 = i il - 47
Two  A&P"Walkibaums 18 7 ] 15 - 25
Two  Shop Rite 1] ] - 10 - 18
Twai Price Chopper 4 23 4 MNIA - 26
Two  Ro Jacks q - 3 /] 4
Two  Hannaford WA 18 WA - 13
i King Kullen - 2 - . - .
Two  Wal-Man Supercenier a 15 3 1 - 24
Two  Pathmark - | - - - 1
One  Siop & Shop 91 17 13 46 12 10#
e Shaws S1ar Market 56 - M 26 L] 54
One D Moulss Blarker Basket 12 - 12 - - 12
Ong Roche Bros qQ - 9 - - 4
I Hig ¥ a6 - [ i e A
One A& P'Waldbaums 13 7 3 15 - 25
One  Shop Rite 1 7 - 10 - 17
e Price Chopper & 2 4 MA L 25
(e Ro Jacks aQ - 3 - & 4
Ong Hannafird MIA 18 WA - - 13
{Ine King Kullen . 2 - . . .
One  Wal-Man Supercenter a i4 i & - 23
Ong Pathmark - | - - - 1
Skim  Siwop & Shop al 17 i3 46 12 108
Skim  Shaw's/Star Market 50 - 24 26 a4 59
Skim  De MoulasMarker Baske 1z - i3 - - 12
Skim  Roche Bros Q - 9 - - a
Skim  Big¥ 47 - 16 31 - 47
Skim A& P'Waldbaums 13 7 3 13 - 25
Skim  Shop Rite 10 7 - 10 - 17
Skim  Price Chopper 4 22 4 MIA - 26
Skim  Ro Jacks Q - 3 - & 4
Skim  Hannaford M/A 18 MiA - - 18
Skim  King Kullen - 2 . . . .
Skim  Wal-Man Supercenter a 14 3 & - 23
Skim  Pathmark - | - - - 1

Motes: - means chain nol moarea, MNA mesms no observalions in datia



Table C3. Average Price By Channel

Type Channel New England Mew York  Massachusetts Connecticut  Rhode Island All
Whole Chain 315 2.49 310 319 316 2.99
Whole Convenience 3.03 2.51 2 88 3.09 3.12 2.88
Whole Club 2.16 2.01 2.20 213 218 2.13
Whole Limited 1.94 1.69 1.99 1.99 1.584 1.92
Two Chain 3.14 2.49 309 317 316 2.98
Two Convenience 301 248 289 3.04 3.09 2.85
Two Club 211 1.86 214 2.09 2.14 2.08
Two Limited 1.94 1.49 1.99 1.99 1.54 1.91
One Chain 3.14 2.49 309 319 316 2.99
One Convenience 2.30 248 216 243 1.99 2.35
One Club 203 1.92 209 1 9% 2.08 2.0
One Limited 1.79 MN/A 1.84 1.99 1.62 1.79
Skim Chain 314 2.49 3.00 318 316 2.98
Skim Convenience 3.02 248 290 307 3.09 2.86
Skim Club 1.93 1.91 2.06 1.54 2.04 1.92
Skim Limited 1.99 1.29 1.99 1.99 1.99 1.85
Note: N/A means no observations in data

Table C4. Number of Observations (SKUS) for Average Price By Channel

Type Channel New England MNew York  Massachusetts Connecticut Rhode Island All
Whole Chain 272 BE 107 138 27 360
Whole Convenience 24 10 7 14 3 34
Whaole Club 14 3 4 & 2 17
Whole Limited 12 1 6 2 1 13
Two Chain 271 on 107 137 27 361
Two Convenience 24 10 7 14 3 34
Two Club 13 2 4 b 1 15
Two Limited 12 1 6 2 4 13
One Chain 270 BT 107 136 27 357
Cne Convenience 24 10 7 14 3 34
One Club 14 3 4 8 2 17
One Limited 12 0 6 2 1 12
Skim Chain 271 BE 107 137 27 359
Skim Convenience 24 10 7 14 3 34
Skim Club 12 3 3 7 2 15
Skim Limited 4 | 1 2 1 3
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