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markets must be studied individually to gain an insight into the
pricing problem,
Objectives of the Study

The specific objectives of the study were:

(1) To determine the organization and structure of markets
anong egg dealers in ecastern South Dakotaj

(2) To discover the effects of marketing practices on egg
prices;

(3) To determine the relationship between various pricing
policies and practices and the nature of dealers'
operations;

(4) To discover pricing policies and the influence of
terminal market prices and grades on country egg dealers®
operations. ;

Proceduse

The data for this report were obtained from country egg

deslers in two areas in eastern South Dakota (Figure 1), One
hundred and eighty-seven dealers were interviewed in the summer
and fall of 1956, These interviews included all known cowntry egg
dealers within the area studied. The area chosen to carry out
this study includes a major portion of South Dakota's egg pro-
ducing and marketing sector, A list of licensed egg dealers was
obtained from the South Dakota Department of Agriculture.

Volume data were collected for 1955, All other material

collected was for market operations occurring in 1956,
























CHAPTER IIX
DESCRIPTION OF COUNTRY EGG DEALERS' MARKETING ARRANGEMENTS

Individual country egg buyers in eastern South Dakota vary
as to type of organization, volume of eggs marketed, and size of
trade areas from which eggs are received, These factors are
inf luential in determining the price and non-price policies followed
by country egg dealers.

Organization

Country egg buyers' marketing operations mu&e three types
of buyers. The first group consists of buyers whose businesses
are devoted primarily to egg marketing. Included in this group
are local produce stations, bLranch and feeder stations, and truckers
engaged in purchasing eggs from producers, In the second group
are those organizations in which egg buring is of secondary importe
ance in _thc firm®*s overzll bLusiness operations. Egg assembly
plants, cresmeries, and hatcheries are included in this category.
The third sector concerns those egg marketing agents where egg
operations are limited and of mimor importance in the firm's business.
Retail grocers are included in the third category.

Local produce stations depend om their egg buying opera-
tions as a major source of revenuwe, Their main suppliers are
producers. Other sources of supply include retail grocers, branch
and feeder stations, and other produce stations. Central market
wholesalers and egg assembly plants are tlwi: market outlets.

Minor sales of eggs were made to retail grocers and directly to

consumors.,



12

Branch and feeder stations are owned Dy other country
egg buyers, usually produce stations. Their buying operations
are dictated by the home plant. They do not function as sellers,
but rather as egg collection stations.

Truckers engaged in country egg buying activities purchase
eggs directly from producers. They in turn sell their eggs to
wholesale dealers, Usually truckers have regular routes in which
they pick up eggs from producers.

Creameries® egg operations are similar to produce stations.
Egg assenmbly plants operate similarly to other country egg buyers,
with the exception of retail grocers. Added operations performed
by egg assembly plants include freezing eggs and preparation of shell
eggs for cold storage. ILgg assembly plants are marketing agents
for eggs shipped to buyers out of statz, One dealer i.uo sells
eggs to the Army, «

The hatchery demand for eggs is at a peak during late
winter and early spring. Hatcheries observed tend to buy eggs
from a limited number of producers. In order to insure an adequate
supply of eggs during hatching season, they buy the producers’
egg output over a twelve~month period, During non-hatching periods,
they sell their eggs to other country egg dealers.

The majority of country egg buyers are retail grocers and opera~=
tors of produce stations (Table I). Retail grocers regard their egg
buying activities as a service to producers, and as a source of eggs

for retail sales. Income from egg aales*m usually not included
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grocers supplemented eggs purchased from producers with eggs supplied
by egg assembly plants, local produce statiomns, and creameries. In
the seasons of excess local production the reverse was found to be
true,
Ownership

Seventy per cent of the country egg dealers in the areas
under study were individual proprietorships (Table II), Most
local produce stations, retail grocers, and truckers were in this
category. This group is the most heterogeneous in egg marketing
operations. Individual proprietors vary from small :Ml grocers
handling under five hundred cases of eggs yearly to large egg
assenbly plants processing over 50,000 cases of eggs yearly.
Partnerships tend to show the same qualities as do independent
proprictors in market organizatioen, '

-

-

TABLE II., Number of Egg Buyers by Type of Ownership in Two Areas
in Bastern South Dakota, 1956

e e e e e e ]

Type of Number Percentage
Ownership : of Total
Indivicdual Proprietorship 125 70.6
Profit Corporation 18 10,2
Partnership 18 10.2
Cooperative A6 N8

Total 177 100.0

‘‘‘‘‘
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Produce stations have the greatest lprud in volume of
eggs purchased, However, over half of the produce stations
observed purchased 5,000 to 24,999 cases of eggs yearly. Egg
assenbly plants handle the largest volume of eggs. Pive of the
six plants purchased in excess of 25,000 cases of eggs yearly with
one firm purchasing less than 25,000 cases of eggs yearly., Branch
and feeder stations, creameries, and truckers are intermediate
egeg purchasers with volumes ranging from 2,000 up to nearly 25,000
cases of eggs purchased per year. Creameries' volume is equally
divided between firms purchasing over 23,000 cases of eggs yearly
end from 5,000 to 24,999 cases of eggs yearly (Table IV), Small
volune egg buyers tend toward indifference to egg marketing opera=
- tions duec to the minor role of egg marketing in their overall
business operations. Country egg buyers.whose egg volumes exceed
1,000 cases yearly genmerally are mteru:ed in egg marketing as a
source of direct income, not as a service to other sectors of their
business. Because of their financial interest in egg marketing,
large volume operators play an important part in determination of
egg marketing policies. :
Country Bgg Buyers® Bgg Procurement Areas

Country egg buyers® procurement arcas vary with type of
business. Retail grocers® procurement area radii vary from less

than one mile to 50 miles. The purchasing aress of grocers in
the southeastern area averaged six and a;e-huf miles, and ten miles

in the northeastern area. ®
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The five hatcheries studied were located in the southeast
area. Their procurement area radii were from five to 20 miles
with an average of about 12 miles. Truckers, feed and seed stores,
and fertilizer stores' procurement radii vary from less than one mile
to ten, with an average of six miles. Branch and feeder statioms
in the northeastern garea have a gresater gverage procurement radius
with 21 miles, while the average procuren&nt radius in the southeast
was approximately 25 miles. Procurement radii varied from about
12 to 30 miles for branch and feeder stations in the northeastern
area, and ten to 20 miles in the southeastern sectors.

Creameries and produce stations had approximately the same
size M’t areas in the north and south averaging around 18
‘miles in radius. Onme exception was creameries located in the
southeastern area which average around 3:5 miles radius in proe
curement areas. Produce stations' proen:mt radii vary from
less than one mile in the southeastern area to 50 miles. Northe
eastern produce stations vary from four to 50 miles in the radii of
their purchasing areas. Creameries in both areas sStudied had
approximately identical variations in procurement with radii varying
from seven to 50 miles,

Bgg assembly plants have the largest range and average size
purchasing areas. Ranges vary from 30 to 300 miles in the northe
east, and 25 to 150 miles in the southeast area. Average radius
was slightly greater in the northeastern area, being 113.7 miles,
then in the southeast which averaged 101.2 niles average purchasing
arep per dealer (Table V).






Country egg buyers' purchasing areas overlap. This over-
lapping condition makes it possible for producers to have a choice

in market outlets for their cggs.



CHAPTER IV
MARKETING PRACTICES

Marketing practices include the operations of country egg
buyers from the time of purchase to the sale of eggs and egg
products, Buying, selling, storing and transportation will be
the marketing practices with which we will concern ocurselves in
this chapter.

Buying snd Grading

Eggs are purchased Ly country egg dealers as current
receipts or graded to size and quality, Current receipt pur-
chases do not include imdividual egg quality; rather, eggs are
purchased by the case (thirty dozen container) without regard to
the quality of eggs. Graded eggs are p:quhued by individual
egg quality, Decisions as to which nt;d of buying is most
advantageous are dependent upon the type of cgg demand individual
firms are involved in satisfying.

Graded eggs have some of the following advantages in
marketing operations: homogencous product, less perishability
among wniformly high quality eggs, and ease of produce evalua~
tion. Shell epggs vary in quality and consequently price. Therefore,
country egg buyers purchasing eggs on a grade basis tend to pay
producers for the quality of the eggs as well as the gquantity.
Perishability of shell eggs is dependent upon quality. High quality
eggs are less prome to quality deterioratijion than low quality eggs.
Therefore, ¢gg dealers engaged in storage operations demand quality

. .


















Bgg assembly plants along with produce stations and creame
eries market approximately 95 per cent of the graded eggs purchased
from producers in the two areas studied, The primary outlets for
country egg dealers selling graded eggs were found to be wholesale
buyers in South Dakota, and out-of-state purchasers. A minor
volume of eggs was sold by country egg dealers directly to cone
sumers, |

Current receipts marketing was concentrated in produce
stations who marketed 85.4 per cent of the curremt receipts in the
two areas studied. Retail grocers accounted for approximstely
four per cent of the current receipts marieted which were sold to
consumers.

Producers sold 74.5 per cent of their graded eggs to
creameries, and over three~quarters of %b’l.l’ énrnut receipts to
produce stations. MHatcheries and branch and feeder stations and
creameries purchased eggs as current receipts from producers;
however, in some instances they graded producers® current receipts
and sold these eggs on a graded basis,

Country egg dealers tend to buy and sell eggs among theme
Selves. With the exception of branch and feeder statioms, country
egg dealers use more than one trade chamnel in marketing eggs.
Transportation

Transportation of eggs from producer to the first assewbly
point varied with country egg buyers. Producers transport eggs
when selling to retail grocers. BEgg assagbly plants, local









eggs for two days or more were using poor stﬁue practices,
Country egg buyers marketing eggs dai;y were using constructive
storage practices imcluding cold storage rooms, and fans for

ventilation,






TABLE IX., Commmication Media Employed by Country Egg Buyers in
Two Areas in Bastern South Dakota When Receiving Prices
from Other Than Local Sources, 1956

. Medium enmployed Nusmber of firms
Radio 56
Telephone 40
Newspaper | 31
Truckers 26
Card or letter 3

Prices quoted Ly local newspapers are reéceived from egg assembly
plants or large produce stations located in the same city, Thirty-
one dealers mentioned newspapers as a source of price information
(Table IX), P '

Central market price quotations t';nd to be recelved bLy
large volume egg dealers and passed on Ly these dealers to smaller
dealers. Fourteem of the local produce stations handling less than
5,000 cases of cggs yearly received prices from egg assembly plants
by telephone. Twenty rcuu‘aoccu received price informatiom by
telephone from produce stations, creameries, and egg assembly plants,
Retall grocers as a group were on the end of the price dissemination
process. Their sources of price informatieon varied with truckers
bringing price information to retail grocers located in sparsely
populated areas, and newspapers serving samll retail grocers located
in the towns.

D S5
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Countey egg dealers as a group tend to compare different
price sources before arriving at decisions on their own firms'
pricing policies. Twenty«four dealers use central market guota-
tions when purchasing current receipts, with approximately twice
88 many dealers relying on central marlet guotations for graded
egg prices., Wholesale prices origimate from country egg buyers
engaged in wholesale marketing of eggs. Usually egg assembly
plants communicate wholesale prices to local produce statioms.
Thirteen country egg dealers, 1l procduce stations, and two cream-
eries use current receipt wholesale prices. ZLleven produce stations
refer to wholesale egg prices when pricing for graded eggs.
Competitors® prices are observed by the greatest number of buyers
with 99 referring to competitive prices on current receipts, and
55 using competitive prices for graded eggs. Small w.lm dealers,
especially grocery stores, referred to c:;apetitan' prices wore
of ten than did large volume egg dealers. Dranch and feeder stations
use prices established Ly their home plants, Three branch and
feeder stations used home plant prices for current receipts, and
seven referred to graded up&ru. Twelve firms studied used a
combination of the above mentioned price sources when purchasing
eggs on current receipts, Ome firm purchasing on grade combined
sources of pricing information in determiming his price. #imal
decisions en price policies, in the case of small volume operators,
will usually take into consideration competitors® prices. This
condition holds especially true for loca] egg buyers where competition



is keen for producers® egg volume., It is of interest to note many
country egg buyers vary thelr sources of price information according
to type of eggs purchased. CGraded egg purchasers rely heavily

on central market quotations, while purchasers of current receipts
in propertion rely more heavily on competitors® prices, This
situation is due to current receipts being used in the domestic
state market, with graded eggs being 5014 out of state in come
petition with out-of «state dealers (Table XII),

TABLE XIX. Sources of Price Informatiom Used by Country Egg
Buyers in Two Areas of Bastern South Dakota, 1956

Source of price Number using Nusber using
information current receipts graded reports
_Eeports
Competitors' price 90 55
Central market quotation 24 50
Wholesale price i3 11
Price established by home plant® 3 7

Combination of above 12 1

* Pertains to Branch and Feeder Stations.

A relationship seems to exist between volume of eggs
marketed and dealers who disseminated central market price quota-
tions to smaller volume operators. Large volume dealers included
in their price quotations to other lecal Buyers their opinion as

to what their eggs were worth in the cenjral markets taking into



consideration the expenses in Services amd trangportation from
South Dakota to the central market. When imterpreting the central
market price quotations large volume operators® prices commmicated
to other country cgg dealers became their interpretations of central
market prices. To some extent these large volume operators who
purchase 80 per cent of their eggs in the instance of egg assembly
plants from other country egg dealers tend to be price leaders in
the area from which they purchase eggs., Of all 14 dealers marketing
in excess of 25,000 cases of eggs yearly none mt;amd competitors
as a sourc: used in arriving at their individual pzi#ins policies.



CGHAPTER VI
PRICE BASIS

After price information has been received by the country
egg dealers, other factors which will be taken into consideration
before individual prices are established will include one or more
of the following factors: competition, nirketlng agreements, or
expected margin of profit on sales.

Competition ‘

Competition among country egg dealers exists in three
forms: price, service, or a combination of the two. Firms
studied either met, ignored or bettered competitors' prices. Egg
assembly plants in five instances ignored competitors® prices
and in one case equalled their prices. Produce statioms in 33
cases met competitors® prices, and 1gnoa;td competitive prices in
four instences. Seven produce stations bettered competitors with
six mentioning services as the method used in meeting coampetition.
The mpjority of retail grocers (58) ignored competition with nine
equalling competitors® prices and 17 paying more for eggs than
were their competitors., Hatcheries tended to ignore competitors
as did all but two creameries, who equalled competitors® prices.

Transportation of eggs from producers to country egg
purchasing stations were services remdered by egg assembly plants
and produce stations. Cther forms of cohpetition which cannot be
adequately measured in the scope of this paper include good will,
and traditional selling practices of producers.

-

-’—.'
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Marketing Agreements
Marketing agreements when referred to country egg dealers

relate to agreements between dealers on pricing policies. Marketing
agreements varied from complete control of egg buyers' pricing
policies to informal agreements on pricing eggs between country
egeg dealers, Complete control exists when the purchaser informs
the receiver what price to pay and from what areas eggs may be
purchased. Most agreements were between the two extremes., Howe
ever, comtry egg buyers usually conformed to wholesalers® pricing
policies. Under this situation dealers were either allotted a
comission on eggs purchased, or paic hourly wages for hours
worked by wholesale buyers. In some instances, a combination of
the two, hourly wages and commission, were used. In a wminor
number of instances, country egg buyers hsving mketﬁag agree-
ments purchased eggs on their own initia:t:lv¢ and sold at the
market p:_':lu. In following this policy the dealer hoped to earn

a higher return on eggs handled than would have been possible on
a commission-selling basis. Loyality to wholesalers for benefits
received at some earlier period and restricted marketing chamnels
along with financial dependence were given as reasons for keeping
marketing agreements.

Informal agreements on pricing policies were found to pre-
vail where country egz buyers were relatively sgual in financial
strength, It was observed in the southedstern area where three
country egg dealers, all of relatively qtg.l strength, listened



to the market reports from Ames, Iowa, and then met for coffee.
During this social get-together reported egg prices were discussed
and prices for the day were established,

Retail grocers occasionally engaged in marketing agreee
ments with producers. These sgreements followed a pattern.

Retail grocers agreed to buy the producer's output, and pay him

a price related to other buyers in the commmity, Producers in
turn agreed to sell his egg production to the grocer on the price
basis acceptable to both parties, These agreements were informal,
and usually guaranteed producers a premium over pricu. quoted by
other egg buyers in the community,

Profits

Gross margin is the difference in prices paid for eggs
by country egg dealers and prices rcce:lvled when eggs are sold.
Mmmhmsmtedndutméﬁumsm“cm
in Table XIIX. Expected gross margin expressed the dealer's
opinion as to what he felt to be a fair return on labor and
investment, Actual gross margin was country egg dul_cu' gross
receipts recelived,

Country egg buyers®' gross marging varied with marketing
cost and locational factors. Firms engaged in selling eggs outside.
of South Dakota tended to have greater expenses per case of eggs
handled than did local buyers and sellers. Margin expected and
received tended to be greater in relation to the services readered
by country egg buyers (Table XIII).









43

"TABLE XV, Range of Prices Paid by Country Bgg Buysrs in Eastern
South Dakota for Eggs Purchased on June 1, September 1,

1956
Basis of Egg ; Northeastern Area Southeastern Area
__Purchases September 1, 1956 June 1, 1956
cents per dozen
Current Receipts 21 -3 28 - 42
Grade A Large 30 - 35 29 « 36
Grade A Medium and B Large 22 - 28 26 « 30
Under Grades 15 -« 20 18 - 26

TABLE XVI, Average Prices Paid Ly Retail Grocers and Other Country
Bgg Buyers in Eastern South Dakota for Bggs Purchased
on June 1 and September 1, 1956

Basis of Egg Northeasters Area Southeastern Areca
JPurchases September 1, 1956 June 1, 1956

cents per dozen

' Retail Grocers Others Retail Grocers Others
Current Receipts 26.3 22,0 31.7 29.3

operations. This made it possible for grocers te pay higher prices
than other country egg buyers.

Prices paid by country egg dealers varied with the type of
business operation. Retail grocers had greater variation in prices
paid for eggs than other country egg buyers in the two periods

studied (Table XVII). Retail grocers' price range was probably

‘J’






CHAPTER VII
SUMMARY AND CONCLUSIONS

The main objective of the study was to determine the
factors which influence country pricing policies along with a
resultant understanding of the competitive structure. Country
egg dealers in two areas in eastern South Dakota were surveyed
with the following results:

Country egg dealers differed in respect to the importance
of egg marketing in their overall operations. Some eﬁg dealers
looked upon egg operations as a major source of income, while
others considered egg marketing as a service to other sectors
of their business.

Comntry egg dealers varied in vum from o few cases of
egpgs marketed yearly to dealers engaged in marketing more than
25,000 cases yearly, Large volume operators were found in egg
assenbly plants, crmuic_l, and produce stations. Other buyers
tended toward smaller egg operations.

Bggs were purchased as current receipts or graded to size
and quality., Graded eggs were often chamneled to out-of~state
markets. Current receipts were used in egg~breaking operations.
Also retail grocers in South Dakota sold current receipts to
local consumers.

Handling practices which help to preserve egg quality
were found to be lacking in 38 per cent of the dealers interviewed,

y

The majority of country egp dealers held eggs less than 48 hours.



Cost incurred while marketing eggs was dependent on volume of
operations and services rendered.

Price information received by country egg dealers depended
on their market position, Price leaders were usually large volume
dealers selling eggs out of state. They received price information
from central markets, Local egg dealers in turn received price
quotations, usually daily, from price leaders. Radio was used
extengively in receiving prices from central markets, while tele-
phone and word-of -mouth were used to disseminate price information
to other local buyers. Most small volume country egg dealers
considered competitors' prices when making decisions on their
own pricing policies.

Market agreements between country egg buyers were found
to be related to relative volume of the individeal firms. Small
dealers with market agreements were usugliy dominated by larger
dealers. large dealers tended toward mutual understandings among
themselves in pricing policies.

- Competition among émt:y egg dealers included price com=-
petition and services. Retail grocers as & group tended to ignore
price competition as did other country egg dealers with the excep-
tion of produce stations where the majority of dealers equalled
competitors' prices. Produce stations and egg assembly plants
included transportation services to preducers,

Gross margin expected and received by egg dealers was
partly dependent on the complexity of dealers® operations. Dealers

.4')‘
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selling over long distances and offering other services expected
and received a larger gross margin than other dealers studied.

Comparison of prices received by producers on June 1 and
September 1, 1956, seems to indicate a greater demancd for current
receipts in June than in September, This was found to be due in
part to egg breaking operations which use curremt receipts and
operate in spring and early summer. Retail grocers taken together
were found to have a greater sSpread in prices paid for eggs than
did other country egg dealers. However, retail grocers as indivie
dual firms did not show evidence of variation in p:icei peid to
different producers from which they purchased eggs. Restricted
purchasing by some retail grocers and purchasing eggs as a service
to their customers are probably the two reasons for price variations
being greater among retail grocers when compared to other country
egg dealers, g«

Country point pricing policies are largely dependent on
central ﬁrhu for price information., Price leaders receive
central market quotations -and disseminate them to other local
buyers. Central market prices, upon dissemination by price leaders,
become the interpretation of prices by these firms, Central market
prices in turn become a base used by country egg buyers in pricing
policies. The influence of central market prices tend to be
related to country dealers' market outlets. Retail grocers sell
eggs to comsumers at the price which they will move, and refer to
competitors® prices only as they affect their ability to purchase

*
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eggs from consumers, Wholesalers selling to out-of-state markets
depend directly on central market quotations as price bases for
market operations. Consequently, prices paid by price leaders
tended to be homogencous. Other country egg dealers who chanmel
their eggs to wholesale buyers are indirectly affected by these
interpretations of central market conditions as seen by price leaders
who tend to be collective in their decisions on price pelicy.

Country egg dealers engaged in -;nti.nc eggs either as
& source of income or a service to other portions of the dealers®
businesses, Where income was dependent upon eggs, pr:léu tended
to show less fluctuation than where eggs mclpurd:ned as a
service to other sectors of the business,

The competitive structure of country egg buyers in the
two areas studied included few buyers and was characterized by
limited price competition. Competition iu the form of services
to producers was extended by most of the country dealers. A
minor group of retail grocers purchasing eggs for consumer sales
were the main agents inveolved in pricing competition for eggs.
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TABLE I, Percentage Distribution of Eggs Purchased According to Source and Type of Purchase by
Country Bgg Buyers in Eastern South Dakota, 1955

Purchased from

Type of Graded Current Dealers Dealers on Producers Producers

Businesses Basis Receipts Producers Dealers on Graded Current R, on Graded omn Current
Basis Basis Basis R, Basis
(per cent)

Local Produces 6.8 93.2 98.1 1.9 98.3 1.7 7.1 92.9
Retail Grocers 31.0 69.0 87.8 12.2 98.3 1.7 28.7 1.3
Egg Assembly

Plants 50.8 49.2 22.2 77.8 42.4 57.6 83.1 16.9
Creameries 95.7 4.3 99.5 +3 0 100.0 96.0 4.0

“ ‘ ;: ‘
Hatcheries 95.8 4.2 100.0 0 0 0o 95.8 4.2
Branch & Peeder

Stations 78.4 21.6 100.0 0 0 0 78.4 21.6
Truckers &

Others 0 100.0 100.0 B 0 . 0 0 100.0

is
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RULES AND REGULATIONS PERTAINING TO THE BUYING,
SELLING, CANDLING, AND GRADING OF EGGS

The following rules and regulations are adopted pursuant to the provisions
of Chapter 82 of the Session Laws of 1949 and these rules and regulations do here-
by repeal all previous rules and regulations pertaining to Chapter 82 of the Ses-
sion Laws of 1949 and shall be in effect the 6th day of June, 1955, and thereafter
until amended or repealed.

NO. 1., DEFINITIONS. In construing the law and these regulations

(a) The word "Secretary" means the Secretary of Agriculture. .

(b) The term "person" means an individual, firm, co-partnership, corporation,
company, society, or association, and shall be construed to imply both the singu-
lar and the plural as the case requires.

(c) The word "producer" means poultry raisers, farmers, and other individuals
and firms producing eggs for sale. :

(d) The term "current receipts" means eggs which have been purchased from pro-
ducers by the first buyer and which have been properly candled by such buyer but
have not been sorted or graded except by removal of all eggs unfit for human food.
Current receipts are ungraded eggs.

(e) The terms "rehandled current receipts" and "rehandled eggs" are synony-
mous and mean current receipts from which checked and cracked eggs, badly stained
eggs, dirty eggs and other edible eggs of low quality have been removed.

(f) The term "undergrade eggs" means current receipts from which the Grade A
and/or B eggs have been removed. '

(g) The terms "case count" and "straight" and other terms of similar import,
as applied to methods of buying and selling éggs, mean buying or selling eggs that
have not been candled, sorted or graded to determine their actual value or their
. fitness for human consumption. The law prohibits the buying or selling of eggs
on a case count, "straight" or any other basis which does not include careful
candling of the eggs involved.

NO. 2, LICENSE.

a) Every person, except as exempt by Regulation No. 3, paragraph (a), en-
gaged in the business of buying, selling, dealing in, or trading in eggs in South
Dakota shall, on or before engaging in such business make an application to the
Secretary of Agriculture for license to buy, sell, candle and grade eggs as pro-
vided by law. Application shall be made on forms provided by the Secretary and
shall be accompanied by the PRESCRIBED annual fee. Licenses will be issued only
after inspection and apprsval of premises and-equipment. All licenses expire
on the 28th day of February following the date of issue and the license fee shall
not be prorated for fractions of one year, No license may be transferred from
one person to another person but the movement of the business of a licensee from
one location to another in the same municipality shall not invalidate his license,
provided he has first advised the Secretary of Agriculture of the proposed move.

A vehicle license may be transferred once during the license year from the original
vehicle to another (either new or used). If a candler's or grader's license is
allowed to lapse, it may be renewed without examination for the period of one year,
Dealer licenses must be posted in a conspicuous place at the office in the place

of business licensed; candler and grader licenses must be posted in or adjacent

to the work area, and in case of truckers, the license shall be kept at all times
in each truck of the licensee. ™



-2-

(b) The following phrase in Section One of the law "no person shall engage
in the business of buying, selling, dealing in or trading in eggs in any location"
shall be construed to mean the buying, selling, dealing in or trading in eggs in
or at any point in this state regardless of whether or not such person shall have
a permanent or established place of business in the state.

NO. 3. EXEMPTIONS.

(a) A producer who sells to consumers eggs produced by his own flock shall
be exempt from Class A and Class B and vehicles licenses and candling provisions
of the law. Producers candling and grading their own eggs are not exempt from
candling or grading licensing of the law.

(b) Eggs to be used for hatching, appropriately labeled as such, are exempt
from the candling provisions of the act and need not carry a candling certificate.
Cases containing hatching eggs shall be identified by clearly and plainly stencil-
ing or stamping on one end of each case the words "HATCHING EGGS" in capital
letters not less than 1 inch in height.

(a) Set=in stations. See Regulation #19. '

(b) A1l other buyers. All eggs except as exempt by Regulation No. 3 herein
shall be candled as received in the licensee's place of business before the close
of the next business day unless candling certificates are attached as herein pro-
videds, All eggs which are found to show upon careful candling black, white or
mixed rot, sour eggs, green rot, moldiness or mustiness, blood rings, fertilized
eggs beyond the blood ring stage, or any other condition showing filth, decompos-
ition or putrefaction shall be rejected as unfit for human food. Cracked eggs
which are otherwise clean and sound provided they are not leaking need not be
discarded. Leaking eggs are unfit for sale or shipment and must be discarded.
The licensee shall pay only for good edible eggs exclusive of those rejected by
candling as herein defined. A licensee shall return to the producer all reject
eggs and shall render to the producer a written statement showing his name, the

- total number of eggs received, date received, amount of advanced payment, if any,
date of candling, number rejected, number of eggs paid for, price or prices paid
for same and final settlement or balance due, where advanced payment has been
made. Copies of all such detailed statements to producers shall be kept on file
by licensees for ninety days and shall be open for inspection by the Secretary or
his duly authorized agents.

NO. 5. CANDLING EQUIPMENT; USE. A place to be adequate for candling eggs
must be provided with a bench or table for handling egg cases and candling equip~-
ment in such manner that the work may be done with ease, accuracy and rapidity.
The room must be in semi-darkness or darker. In every case the candling equip-
ment shall be in condition for immediate use at any time. No candling device
intended for the examination of more than one egg at one time may be used, except

upon approval by the Secretary. In candling, the egg is held by the hand in a
slanting position with the large end against the round opening in the candling
device., This hole shall be round and not more than one inch in diameter. A
60 WATT ELECTRIC LIGHT BULB SHALL BE FIXED IN A POSITION OF NOT MORE THAN TWO
INCHES BEHIND THE HOLE IN THE CANDLING LIGHT. CANDLING LIGHTS EQUIPPED WITH A
MAGNIFYING GLASS AND/OR A REFLECTOR MAY BE USED WITH A 50 WATT CLEAR BULB. A
few moderately rapid turns are given to the right and to the left while the
operator closely examines the interior of the egg for defects. Mechanical de-
vices, upon the approval of the Secretary, may be used. All eggs purchased
from producers shall be candled in a manner and in a room or place subject to
approval by the Secretary. All eggs coming imto South Dakota from other states
for sale must be candled upon receipt unless all cases bear lawful candling
certificates from the state of origin showing the contained eggs have been
candled,
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to law and which are so labeled. No person, except as exempt by Regulation No. 3,
paragraphs (a) and (b), shall have in his possession any eggs in cases without
proper candling certificates in and on such cases unless such eggs be graded and
labeled according to these regulations., All candling certificates attached to
cases shall be removed and destroyed or cancelled by mutilation before re-use of

any egg case.

NO. 8, PURCHASE GRADES. The grades, under which eggs shall be designated
and shipped, shall be the grades adopted and promulgated by the Secretary pursuant
to law. Re-handled eggs and undergrade eggs must be identified as required in
Regulation 11l.

The law does not compel transactions in eggs to be on the basis of grades.
The Secretary, however, is authorized to promulgate regulations defining purchase
and retail standards and grades for eggs, and hereby promulgates the following:
(a) Purchase grades shall be as follows: '
(1) Grade A lLarge -- Eggs of this grade are of A quality as defined in
these regulations, or better. The minimum net weight per dozen shall
be 2L ounces; the minimum weight per 30 dozen, L5 pounds and the minimum
weight of individual eggs shall be at the rate of 23 ounces per dozen.
(2) Grade A Medium ~-- Eggs of this grade are of A quality as defined in
these regulations, or better. The minimum net weight per dozen shall be
21 ounces; the minimum net weight per 30 dozen, 395 pounds; and the mini-
mum weight of individual eggs shall be at the rate of 20 ounces per
dozen.
(3) Grade A Small -- Eggs of this grade are of A quality, as defined in
these regulations, or better. The minimum net weight per dozen shall be
18 ounces; the minimum net weight per 30 dozen, 3L pounds; and the mini-
mum net weight of individual eggs shall be at the rate of 17 ounces per
dozen, 2
(4) Gpade B -- Eggs of this grade ‘afe of B quality, as defined in these
regulations, or better. The minimum net weight per dozen shall be 2L
ounces; the minimum net weight per 30 dozen, L5 pounds; and the minimum
weight of individual eggs shall be at the rate of 23 ounces per dozen.
(5) Grade C -- Eggs of this grade shall include all eggs fit for human
food which are not included in Grades A Large, A Medium, A Small and B,
including checks, stains and dirties.
(b) A 20% tolerance in the quality of the above purchase grades will be per-
mitted, provided that the permitted tolerance must be of the next lower grade.

NO. 9. RETAIL GRADES.

(a) Retail grades shall be as follows:
(1) Retail Grade A Extra Large (optional) -- Eggs of this grade are eggs
of which at least 80 per cent are A quality and the balance B quality.
The minimum net weight per dozen shall be 27 ounces; the minimum net
weight per 30 dozen, 507 pounds; the minimum weight of individual eggs
shall be at the rate of 26 ounces per dozen.
(2) Retail Grade A Large -- Eggs of this grade are eggs of which at least
80 per cent are A quality and the balance B quality. The minimum net
weight per dozen shall be 2l ounces; the minimum net weight per 30 dozen,
LS pounds; and the minimum weight of individual eggs shall be at the rate
of 23 ounces per dozen. *,
(3) Retail Grade A Medium -- Eggs of this grade are eggs of which at least
80 per cent are of A quality and the balance B quality. The minimum net
weight per dozen shall be 21 ounces; the minimum net weight per 30 dozen,
39% pounds; and the minimum net uﬂ!'ght of individual eggs shall be at the
rate of 20 ounces per dozen. -y
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NO, 20, CLASS B LICENSEES RECEIVING EGGS FROM SET-IN STATIONS.

g (a) Holding time before candling -- The Class B licensee receiving eggs from
‘get-in stations shall candle or grade all such eggs not later than the end of the
business day following date of receiving.

(b) Records -- The Class B licensee after candling er grading egge received
om set-in stations, shall prepare in triplicate a statement showing the producer's
e, date received from set-in station, name of set-in station, amount of advance
ient made, if any, number of eggs received, number of eggs paid for, price or
ces paid for same, final settlement or balance due if an advance payment has

)een made, date of candling or grading, name of Class B firm which is buying' the
eggs, and name of candler or grader, One copy shall be retained by the Class B
licensee for a period of ninety (90) days -~ one copy shall be rendered to the
get-in station, who shall hold same in his files for a period of ninety (90)

ays -- one copy shall be furnished the producer when final settlement is made.

3% F 3 ¥ *
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The above and foregoing Rules ;nd Regulations Pertaining to the
Buying, Selling, Candling, and Grading of Eggs are hereby adopted by
the Department of Agriculture for the State of South Dakota, pur-
suant to the provisions of Chapter 82, Session Laws of 1949, on this
6th day of June, 1955, and shall become effective and be in full
force and effect thirty (30) days after filing in the office of the
Secretary of State and transmission to the Clerk oi‘ Courts of each
County of the State, as provided by SDC 65.0106.

Dated this 6th day of June, 1955.

DEPARTMENT OF AGRICULTURE
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RECEIPT OF SECRETARY OF STATE FOR DUPLICATE
CORIGINAL

I, Geraldine Ostroot, the Secretary of State of South Dakota,
in accordance with the provisions of SDC 65,0106, do hereby acknow-
ledge receipt of one of the duplicate originals of the above and
foregoing RULES AND REGULATIONS PERTAINING TO THE BUYING, SELLING,
CANDLING, AND GRADING OF EGGS, which said duplicaie original I have
~ filed in my office as of June 6, 1955, in Box 103, File No. 167475
and endorsed said date thereon as the filing date thereof.

Dated this 6th day of June, 1955.

JGERALDINE OSTROOT
“‘Secretary of State of the State
of South Dakota.

el o o R RS
By: Aeptr, ﬁ . .i‘é it
Assistant Secretary o /;.'
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