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• I 
! FOREWORD j 
t ---""ECAUSE of the widespread interest rn the senes I 
• of articles hy Mr. Hurd appearing in the Ore- I 
I gonian, they are reproduced herewith by the Ex- ! 

tension Service, in bulletin form, under the title -.-I 

"A Discussion of the Prune Problem, Contain-
ing Recommendations to Growers and Dealers." I 
An appendix has been included consisting of a I 

tentative organization plan and membership agreements. 
An effort will be made to place the bulletin in the hands 
of all those directly concerned. 

As stated by Mr. Hurd, the recommendations contained 
! herein are not in conflict with, nor a substitute for any 
j sound plan for developing a marketing organization. The 
j Extension Service has favored, and still favors, the or-
,:I ganization of local cooperative associations attached to a 

central selling exchange, as a desirable ultimate selling ! plan. The consummation of this plan, however, is not an l immediate prospect, while on the other hand there appear 
- to be no insurmountable obstacles in the way of uniting 
l growers and handlers of dried prunes in a sales corpora
! tion that can do much for the benefit of the entire indus-
f try. I 
f Attention is called to the fact that an economic analysis • 
• of the prune industry is now being made under the ! 
!! auspices of the Bureau of Agricultural Economics of the !

1 : United States Department of Agriculture, with the coop-
I eration of local agencies within the state. When con- j I eluded the report of this analysis will be forthcoming. ,

1 : . This brief discussion is not intended to encroach in any 
l way upon the complete and thorough-going presentation j 
! of facts related to the production .and marketing of prunes j 

anticipated in that report. • 

·-~' .I·,' 

_ The crux of the matter, briefly stated, is that the Ore-
gon dried prune is a meritorious product that is not now 

I consumed within the United States in any appreciable • I quantity. All suggestions that contribute toward the cor- ! 
,_I rection of this situation are worthy of consideration. The JI 

Extension Service pledges its assistance in every way 
! possible in putting this industry on a sound basis. • 
-_I I 

PAUL V. MARIS, ·, ! Director of Extension Service. • 
i ! 
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A Discussion of the Prune Problem 
Containing Recommendations to Growers and Dealers 

By 

C. J. HURD, 

Marketing Specialist, 0. A. C. 
Extension Service 

INTRODUCTION 

IF.::==:"ilHE following articles were prepared for the Oregonian with the 
hope and expectation that they would cause growers and busi
ness men to realize the actual condition of the prune industry 
in the Northwest. In this hope we have not been disappointed. 
Nearly all papers in prune growing districts have commented 
editorially on the articles. Some have published one or more 
in full. 

Calling attention to the serious condition is not sufficient and would 
be futile unless a constructive remedy can be found. In the realization 
that some one must take the lead in suggesting a plan, the brief outline 
appended to the Oregonian articles is offered to the growers and market
ing agencies for their consideration. Only the outlines of the plan are 
presented; these will need filling in and amplifying and may need chang
ing in some particulars. It is believed, however, that they may furnish 
the basis for conferences between all interested persons and groups to 
the end that some agency will be set up to furnish to the industry the 
services suggested in the Oregonian articles. It is important that such 
an agency be established soon so that when the 1927 crop is ready to 
harvest, organized forces may be available to assist in its distribution. 

We are frequently asked how this plan fits in with the plan now be
ing discussed of organizing the growe·rs into local units for marketing 
their prunes. This plan is not in conflict with the plart for local units. 
Neither is it offered as a substitu'te for complete organization of the 
growers. If the growers were organized one hundred percent into one 
organization, there would· be no need for the organization herein sug
gested, but if there are several organizations marketing through many 
agencies there must be some coordinating force in which all can have 
confidence to join together all competing interests for one comprehen
sive effort to expand our markets and to educate the consumer to the 
excellence of the Northwest prune in the several forms in which it is 
placed on the market. This coordinating force cannot, under the circum
stances, be a marketing agency; its sole business must be that of secur
ing market outlets for the commodity, leaving the actual selling to those 
who are engaged in the business. · 

In this discussion the canneries have not been included, nor is their 
participation in the advertising campaign suggested. In the final set-up, 
however, such participation should be given serious consideration. The 
service proposed for the dried prune industry could be rendered, with 
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very little additional expense, to those engaged in canning fresh prunes 
and to the mutual benefit of both. 

This bulletin is being sent to every prune grower in the Northwest 
whose address can be obtained, as well as to all agencies now engaged 
in the marketing of the commodity. We invite constructive criticism 
and should be glad to hear from any one who has a suggestion to make, 
either as to form of the organization or the method to be used in put
ting it into effect. 

Some objections have been made to contributions to the adver
tising fund by the packers on the theory that any contributions made by 
them would, in the last analysis, be paid by the grower by increased 
charges made for services. Probably, however, this would not occur. 
The packing charges and brokerage charged by the packers are fairly 
well standardized and limited by competition with each other and by 
charges made by cooperative associations. Marketing agencies, it is 
believed, should contribute to the fund. They should also be represented 
on the Board of Directors of the corporation, for the reason that if the 
campaign for increased consumption is successful the sales resistance 
will be less and it will therefore be less expensive to market prunes. 
In this way the packer will be saved considerable money. If we suc
ceed in increasing consumption the packer will also be able to sell more 
prunes, thus increasing his profits. It would be ridiculous for the grow
er to spend money to make the selling of his prunes easy and then con
tinue to pay the same price for selling that he does under the present 
conditions. This should be a cooperative project, and the only way to 
make it cooperative is for all factors to contribute to the fund sufficiently 
to carry it through. It is also desirable to have the packer represented 
on the Board; his experience in marketing and his knowledge of markets 
will be invaluable. Unless he does contribute he could not expect to 
have anything to say in directing expenditure of the funds. 

The only interest of the Extension Service in this matter is to be of 
service to one of Oregon's most promising agricultural enterprises. We 
shall be glad to serve in any capacity to the end that the industry may be 
saved from possible ruin. 

C. J. HURD, 

Specialist in Marketing, Extension 
Service, Oregon Agricultural College. 



FIRST ARTICLE 
Published in THE SUNDAY OREGONIAN, November 7, 1926. 

HE prune grower admittedly is in serious trouble. No news
paper article or marketing specialist is needed to convince him 
of that fact; he admits it. Not only that, but he has been 
aware of this condition for a long while, nor is this the first 
time in his experience that his investment in orchards and 
equipment has been in jeopardy. Twenty-five or thirty years 
ago prunes were even cheaper than now and many fine or

chards were destroyed. Better prices during the succeeding ten years in
duced further planting with resulting low prices. These cycles of high 
and low prices cause the grower to wonder whether he really is produc
ing a commodity which the consumer·wants and for which he will pay a 
price that will permit the grower to continue its production at a reason
able profit. 

The farmer is not the only one interested in this question. The 
banker, the merchant, and the professional man are equally concerned 
as the money received for this crop constitutes no mean portion of Ore
gon's too limited agricultural income. 

The production of prunes offers almost unlimited opportunities for 
expansion. Only a small amount of the available land is now planted. 
The trees require little attention compared with other tree fruits and 
come into bearing earlier than most. It is one of the few commodities 
produced in the Pacific States that is not elsewhere produced equally 
well and much nearer the great consuming markets. With these facts 
before us it seems that we can all agree that every possible effort should 
be made to stabilize prune production and insure a gradual expansion. 

Problem needs answer. At the present time we hear much about 
there being an over-production of prunes and that we must adjust our 
production to market requirements, which is reasonable, providing mar
ket requirements cannot be expanded. We might ask here whether we 
have over-production or under-consumption, or is it a fact that the 
Italian prune is not a good, healthful food product and has no place in 
our economic agriculture? To this last question any one who has ever 
had the good fortune to eat a dish of well-cooked tart-sweet prunes, 
served with good rich cream, will emphatically answer in the negative. 

But what of the other two questions? Of the 60,000,000 or 70,000,000 
pounds of tart-sweet prunes produced in Oregon and Washington, more 
than three-fourths have been or will be sold for export, leaving less than 
four ounces per capita to be used by American consumers. This does 
not look like an excessive amount, nor does it have the appearance of 
over-production. True, there are other prunes than those grown in 
Oregon and Washington and the four ounces does not represent the 
total amount of prunes consumed. The contention is that the Italian 
prune, because of its tart-sweet taste and rich flavor, constitutes a dis
tinct commodity. If this contention is correct, why is it that we are 
unable to dispose of so delicious a fruit, produced in so small quantities, 
except at a price that leaves the grower so little for his labor and prac
tically nothing on his investment? 
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Surplus crop exported. Prunes are one of those unfortunate com
modities that we hear so much about lately, of which we produce an 
exportable surplus, the export price, or the price that we can secure for 
the surplus, determining the price of the entire crop. This world price 
is influenced by world production and world economic conditions. 
Prunes not being one of the few necessities, when economic conditions 
are not the best the amount of prnnes required for export naturally 
falls off and the price is reduced. Our foreign competitors have the 
advantage of much cheaper labor with much lower standards of living, 
and their production is increasing; conditions in the foreign markets are 
therefore likely to be worse rather than better. 

Our immediate and permanent remedy would seem to be the in
creasing of the consumption in our domestic markets to the point where 
the export trade would not have the inflt1ence that it has at present on 
our domestic prices. This can be done by intelligent and energetic 
merchandising, which means proper advertising in such a way that the 
actual consumer will be influenced. A well organized effort has never 
been made to market the Italian prune as a distinct commodity. Under 
our present disorganized method, or lack of method, it is quite impos
sible to do so. 

No one private distributor can afford the expense; neither can a 
cooperative association afford it, unless such an association controls a 
very large percent of the commodity. Advertising, to be effective, should 
be on a commodity basis and not on brands and labels. "Tart-sweet 
prune" is so distinctive that it could easily be advertised as a commodity. 
If advertising was made to feature these distinctive qualities, only a 
small amount of the benefits of the advertising would accrue to other 
varieties of the prune. 

Selling methods needed. Our present method of marketing is sug
gestive of a funnel with a large mouth and a very small neck. Our 
packers, brokers, and cooperative associations constitute the mouth and 
the retail dealers the neck through which the prunes must reach the 
consumer. Heretofore all our efforts have been to increase the mouth 
and if the outward movement was not fast enough we began to stir 
2round in the mouth with "pep" letters to the brokers, they in turn con
tinuing the agitation by writing to jobbers or more frequently by price 
cutting. Meanwhile the neck of the funnel becomes still more contracted 
because of this agitation, with the result that only four ounces of prunes 
per capita reach the consumer and these of doubtful quality and at a 
high price, which high price is not reflected back to the grower. 

To increase the consumption, which is the main objective, we must 
increase the size of the o~tlet. When that is done we shall not need so 
much agitation in the mouth of the funnel. To accomplish this result 
will require organized effort. Every pound of prunes sold should bear 
its proportion of the expense regardless of how or where the prunes 
are sold. 

The desirable thing, of course, would be a complete organization of 
the growers around the present nucleus into one unified sales agency that 
would control all prunes and thus be able to finance and conduct a na
tion-wide sales service. Pending· the consummation of such complete 
organization an independent corporation should be formed to which all 
firms, whether private or grower owned, handling prunes should contribute 
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On the board of directors all contributing interests should be repre
sented. The business of the corporation would be to advertise the "tart
sweet prune" as a distinct commodity without regard to brand or label. 

Group action solution. At the present time, on invitation of inter
ested growers, the newly organized division of cooperative marketing 
of the United States Bureau of Agricultural Economics has been asked 
to make a survey of the prune situation in Oregon and Washington and 
to make recommendation looking toward marketing conditions. This is 
a move in the right direction, but to be effective the survey must not be 
confined to the producing sections but must go out into the consuming 
centers and determine, if possible, the proper methods of merchandising 
and the sales service required to extend the outlet for our prunes. 

The grower holds the key to the situation. Unless he can be made 
to see the necessity for group action a desirable industry is liable to 
drop by the wayside. 



SECOND ARTICLE 

Published in THE SUNDAY OREGONIAN, December 5, 1926. 

S STATED in the preceding article the Italian prune, because of 
certain distinctive characteristics, could be advertised and mer
chandised as a distinct commodity and very little of the 
benefits of such advertising would be lost to other varieties of 
prunes. Preliminary and prerequisite to such advertising ahd 
merchandising certain reforms must be made in our methods 
of preparing this commodity for market. 

First of these is the establishing of standards of quality and a rigid 
adherence to such standards. At the present time prunes are sold on 
sizes and not on quality of the product. The larger sizes bring a sub
stantial premium over medium or small sizes, amounting at the present 
time to a differential of three cents a pound between those weighing 30 
to the pound and those weighing 40. This differential is without any 
regard to quality or food value. A big prune is not necessarily a good 
prune nor is a small prune necessarily inferior. In fact the reverse is 
usually true, the best quality being found in the medium sizes. 

Size makes Ettie difference. Nor is this price differential based on 
the relative amount of food value of the different sizes. The Oregon 
Experiment Station reports that in sizes of 30 to the pound 13.8 percent 
is represented by pit and 86.2 percent by the edible portion; in those 40 
to the pound 15.2 percent is pit and 84.8 percent is edible. The difference 
is only 1.4 pounds to the hundredweight. 

Stating it in another way: At the current wholesale prices of prunes, 
ten cents per pound for 30's and seven cents for 40's, the edible portion 
of the 30's would be worth 11.6 cents per pound and that of the 40's, 
8.25 cents per pound. Consumers of the large-size prunes who consume 
one hundred pounds are actually paying $3.45 for 1.4 pounds of prunes 
without any assurance of getting any better quality. If we are going 
to expand our markets the consumer must be assured of a uniform, good 
product that does not vary from year to year. Only in this way can 
customers be retained and the results of advertising be made cumulative. 

The Oregon Experiment Station is now doing research work pre
liminary to proposing standards of quality. This work should be hasten
ed to as early completion as possible. When standards are once adopted, 
trade practices among the dealers should be so rigid that adherence to 
the standards on a voluntary basis would be unanimously adhered to; 
failing this, the standards should be legalized and enforced by state in
spectors. 

Baid prunes spoil advertising. A few car-loads of poor quality prunes 
can easily nullify any amount of advertising. Recently a broker in a 
Middle West city said, "Up to and including 1920 several carlots of 
Oregon prunes were sold in this city each year, but, to my knowledge, 
none have been sold since that date." The reason assigned was the 
inferior quality of prunes sold that year. A large retail dealer stated 
that, to his personal knowledge, he has lost 20 customers during 1920 on 
account of the poor quality of prunes sold under a label that had always 
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proved reliable before. He had actually taken back and destroyed more 
than a ton of prunes. "Never again" was his comment. 

The grower is not wholly to blame nor is he blameless in the mat
ter. A number of growers take pride in putting out a fine product, 
properly dried under sanitary conditions, which naturally costs them 
more than if less care was taken. When they sell their product, how
ever, no attention is paid to quality and they find that they receive no 
more than their neighbor who has "scraped" up and dried everything 
in the orchard including brown-rot. Sizes alone determine the price. 
Very naturally under such conditions the careful grower becomes less 
careful. The correction of this cond.ition is fundamental and must pre
cede any merchandising campaign. 

Tests made at station. Uniformity in moisture content must also 
be secured. Tests made at the Oregon Experiment Station show a vari
ation from 17 to 27 percent of moisture in packed prunes. The correct 
amount of moisture for dried prunes should be determined and all 
prunes when offered for out-of-state shipment should bear an inspection 
certificate guaranteeing that the product in the package contains no 
greater amount of moisture than that allowable under the standards. 
We have a law requiring that butter be not sold that contains an exces
sive amount of moisture. Should not the same principle apply to prunes? 
The consumer must be protected against an excessive amount of moist
ure, always remembering that the consumer in the last analysis has the 
last word. 

What this article has attempted to emphasize is the desirability of a 
quality so standardized that when the housewife in New York or Kansas 
buys a package of Oregon prunes and likes them she can go back to 
her store or any other store and purchase another package with the as
surance of securing the same quality as the first purchased. Such is not 
the case at the present time. 

In a later article an -attempt will be made to outline what is believed 
to be the proper method of organization and the service required proper
ly to merchandise the "tart-sweet" prune. 

G. Harold Powell quoted. Two quotations from G. Harold Powell, 
general manager of the California Fruit Growers Exchange from 1912 
until his death in 1922, are presented below. Dr. Powell is conceded to 
have been the greatest authority on cooperative marketing and cooper
ative merchandising in the United States, and the California Fruit Grow
ers Exchange stands as a monument to the soundness of his judgment. 

Cooperation and Standard Grades 

'jNo conununity can become known in the markets of the country, and especially 
to the great consuming public, unless the fruit is handled, graded, and packed under 
standard rules and. regulations and sold under an association trade-mark brand, each 
local unit retaining its own local brand in addition to the trade-mark to identify the 
quality of the fruit of the community. The wholesale or retail dealer buys on the 
quality of the local brand to supply the quality required by his customers. The con
sumer buys on the advertised trade-mark of the general association. The trade-mark is 
the guarantee of the association to the consumer and the public. It represents a mini
mum standard grade with various grades above the minimum representing the quality 
of fruit of each community." 
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National Advertising 

"There are a few fundamentals that are essential to a growers' campaign of na
tional advertising that may be summarized. The growers must be organized on a 
sound, permanent basis. They 1nust have a large volume and pack their fruit under 
staudard grades. They must provide a system of inspection to enforce the rules. 
They must own and control their trade-mark and they must establish a system of na
tional distribution to the wholesale trade in order to insure a coordinated and even 
distribution. Without these fundamentals already established national advertising front 
the growers' point of view is a questionable undertaking." 



THIRD ARTICLE 

Published in THE SUNDAY OREGONIAN, December 12, 1926. 

N PREVIOUS articles it has been contended that the "tart
sweet" (Italian) prune because of its tart-sweet taste and other 
desirable and peculiar qualities was susceptible of being mer
chandised as a distinct commodity and that very little, if any, 
of the results of advertising would be lost to other varieties of 
prunes, providing these distinctive qualities were featured. 

Some of the weaknesses of our present methods of market
ing were pointed out, as well as some of the necessary improvements in 
these methods before it will be possible to increase the consumption to 
the point where our domestic demand would consume our entire crop 
at a fair price and relieve us of the necessity of competing on unequal 
terms for the foreign market. The grower holds the key to the situation. 
Let us see what the situation is at the present time, and then we shall be 
in a better position to suggest the remedy. • 

We now have ten or more firms, private and cooperative, engaged in 
packing and selling prunes, all selling under different brands. These 
different organizations, almost without exception, turn over to brokers 
the actual marketing and distributing of the prunes. The broker, in 
turn, sells to the jobber for sale to the retailer. The "tart-sweet" prune 
is merely one of the different commodities, including other varieties of 
prunes, that the jobber has to sell. 

Selling problem considered. The jobber is not interested in a par
ticular variety of prune except to the extent that his customers call for 
it. So long as he can supply what his customers want he is satisfied. 
The retailer has the same general attitude as the wholesaler; prunes are 
merely one of the many things he has to sell. He keeps them because 
some of his customers may call for them. He takes the position of giv
ing the customer what he wants instead of creating a demand for a par
ticular commodity. 

If this analysis is correct it would seem that the grower alone is in
terested in expanding the market for his commodity. If this is true, he 
alone will have to furnish the organization and the money for creating 
a consumer's demand. When this demand is created, the retailer, the 
wholesaler, and the broker will readily respond, as it is their business to 
supply the wants of the consumer. That is the way they make their 
living. 

Since the cooperatives are in fact and the packers in practise agents 
of the grower, they will have to be taken into consideration when plan
ning an organization, but the grower will have to furnish the initiative 
and part of the money. The suggestion in a previous article was to or
ganize a separate corporation that would have nothing to do with sell
ing any particular brand of prune but would advertise and furnish sales 
service for the commodity. 

Special name needed. A distinctive name, "tart-sweet" for the Italian 
and "Oregon-Sweet" for the French, for illustration, should be selected 
and copyrighted for use on all prunes that have passed a rigid inspection 
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as to quality. The name should be descriptive. The writer does not 
know who coined the word "tart-sweet," nor whether it is copyrighted, 
but it is descriptive and if available should be considered. "Oregon
Sweet" is also des.criptive of the Petite or French prune grown in Ore
gon, as it is admittedly of a better flavor than the same variety grown 
elsewhere. 

In addition to growers and packers, the organization should have on 
its Board of Directors men of large business experience who could de
vote some time to the business of the industry. A grower's contract 
should be adopted authorizing the agency that markets the grower's 
prunes to deduct and pay over to the corporation a per-pound assess
ment; this to be duplicated by the marketing agency. One-twentieth 
of one cent per pound from the grower and the same amount from the 
marketing agency would raise approximately sixty thousand dollars per 
year. This amount is so small that the grower would scarcely miss it. 
Yet, if wisely spent, in selected districts where the "tart-sweet" or "Ore
gon-Sweet" prune is already favorably known, it would furnish a good 
demonstration of what benefits might be expected. 

New advertising suggested. Advertising does not necessarily mean 
newspaper, billboard and placard advertising alone. The most effective 
method of advertising, in the writer's opinion, is by demonstration meth
ods of how to cook and serve the prune and in actual sales service ren
dered to the retailer in showing him how to make displays and in con
vincing him that large sales and small profits will bring him greater 
returns than extraordinarily large profits and small or no sales. In this 
connection it might be pertinent to quote from "Crops and Markets," a 
weekly publication put out by the United States Department of Agri
culture, under the heading "California Prunes to be Advertised." 

"The management has decided that, instead of the regular advertis
ing program this year, more attention will be given to a sales' promotion 
program, with just enough advertising to stimulate this work. The pro
gram calls for sales' promotion work in 450 cities this fall, requiring the 
service of about 200 salesmen for a period of about eight weeks, depend
ing upon the size of the city. Display material including a reproduction 
of the billboard poster, suitable for a store window, and a counter dis
play, featuring the new 11-ounce can of prunes, will be distributed." 

Prunes now canned. Other methods of expanding the outlet of 
prunes should be given serious consideration and assistance. With a 
small amount of money devoted to research, many ways might be found 
of marketing "tart-sweet" and "Oregon-Sweet" prunes, other than in 
their present form. "Prune Port" is being placed on the market as a 
soft drink and "Candied Prunes" are being featured by one of the co
operative associations. 

Both fresh and dried prunes are being canned in ever increasing 
amount. This year's output of canned fresh prunes will probably be 
twice that of a year ago. There is no fruit that excels the "tart-sweet'" 
prune as a canned product and there is no doubt that an increasing 
amount will be used each year. Canned dried prunes ready for eating 
are also coming into favor and no doubt will be a factor in the marketing 
of dried prunes in the next few years. No real research work with the 
whole industry back of it has ever been attempt_ed. 
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Problems can be solved. The writer is convinced that a breakfast 
food can be prepared, all ready to serve, made out of prunes, that will 
compete with any fruit now on the market and with many of the pre
pared cereals. When this is done it will furnish a market for many mil
l.ion pounds of prunes. It is estimated that 75 percent of all prunes con
sumed are eaten for breakfast. All breakfast foods are therefore com
petitors and as cereals and most fruits are either prepared ready for 
serving by the manufacturer or are more convenient to serve than are 
prunes, restaurant and hotel keepers feature other fruits and cereals in 
preference to prunes. 

This and many other problems could and would be solved by such 
a service organization as has been suggested, but the solution of none 
of them is possible under present conditions, unless pulling up our or
chards is considered a solution. 

We hear much about organization to stabilize the price of prunes, 
which is a very desirable thing to do, but the growers are particularly 
interested in what "price" is to be stabilized. A stable price of two or 
three cents might be as disastrous to growers as the present unstable 
price. In the long run the supply and demand will govern the price and 
if the grower is to have a stable price that will approximate his cost of 
production, it must come about by expanding his markets. 

The above suggestions are not intended in any way to take the 
place of complete organization of the growers but as an auxiliary t<l 
such organization and to protect the industry pending more complete 
organization among the growers. 



A BRIEF OUTLINE OF THE LEGAL SET-UP AND OBJECTS OF THE 

PROPOSED NORTHWEST PRUNE SERVICE CORPORATION 

There shall be organized by a committee com,posed of packers, growers, and others 
interested in the prune indttstry of Oregon and Washington, under the provisions of 
the corporation laws of Oregon relating to cooperative associations, a non-stock, non~ 
profit organization on a membership basis. 

There shall be two classes of member~. 

Class I 

Class I members shall be growers of prunes in the states of Oregon and Washing
ton, or owners of land on which prunes are gro'Yn an4 from which they receive- prunes 
as rent, or persons who in any other way contror the marketing of prunes from the 
farm and who have signed a marketing agreement in the general terms suggested in the 
accompanying outline. The membership fee per member in Class I shall be one 
dollar (?). 

Class II 

Class II shall be composed of packers, jobbers, cooperative associations or jnc:li
viduals and firms purchasing prunes from 1nen1bers of Class I and who have agreed to 
contribute funds for the maintaining of the corporation. Membership fee for Class II 
shall be $25 ( ?) . 

All Members Shall Have One Vote Only 

The corporate powers of the association shall be vested in and controlled by a 
board of directors of not less than 15 members, who shall be elected as follows: 

Class I 

Members of Class I shall elect from among their members directors who shall repr~: 
sent them on the Board of Directors .of· the corporation for one year or untjl their suc
cessors have been elected and qualified. They shall be elected in such manner and at ,su~h, 
time and place as shall be d_etermined in the by-laws of the corporation and s,hall be in 

number equal to and no more than are elected to represent members in Class II. 

Class II 

Directors in Class II shall be selected by members of Class II, one from each cor
poration or cooperative association, individual, or firm which is a contributing member 
to the corporation and which purchases prunes from the members of Class I in an 
amount of not less than two million pounds. 

· In addition to the above directors there may be selected, by some public institu~ 
tion or official, two directors who may not necessarily be growers or packers but who 
represent the general public on the Board. 

Outline of Methods of Procedure of the Northwest Prune Service Corporation. 

The Directors of the Corporation shall meet within five davs after their election and 
proceed to organize by electing a president, vice-president, s~cretary-treasurer, and an 
executive comn1ittee composed of the president, vice-president, secretary-treasurer, and 
two other members. The directors shall proceed to outline the general policies of the 
organization and ar'range for suitable quarters and for such assistance as may be deemed 
necessary to carry out the policies as outlined by the directors. They shall prescribe 
the duties of the Executive Committee and may delegate to them the duty of carrying 
out the policies as adopted by the Board of Directors and may assign to them such 
other duties as may be deemed advisable and yet not conflict with the articles of asso
ciation and by-laws of the corporation. 

Meetings of Board 

There shall be one annual meeting of the Board of Directors and such other regular 
meetings as may be provided for in the by-laws of the association, including not less 
than four meetings per year. 

The Executive Connnittee shall h0ld regular monthly meetings at such time and 
such place as may be most convenient. The Executive Committee shall include not 
less than two members from each class of the membership. It is suggested that two 
members be chosen from each class and that the fifth member be a public director serv
ing in the interest of the general public. 

The general objects of the Association shall be to promote consumption and sale 
of the "Tart-Sweet" and the "Oregon-Sweet" prune. Since the amount of money at 
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the disposal of the Corporation will not be sufficient for a nation-wide sales campaign 
and since all marketing agencies have certain territories in which they are accustomed 
to operate, the Executive Comn1ittee shall determine how many cities it will be possible 
to operate in during any one yea!'. The members of Class II shall be permitted to 
select half the cities in which campaigns .are to be launched; the remaining half shall be 
selected by the Executive Committee using the best information that they can obtain 
from all sources in determining which cities are to be entered. The selection of the 
cities shall be on an equitable basis, cousidering the amount of prunes that each member 
of Class II has to market. 

MEMBERSHIP AGREEMENT NO. I 

This ag1-eement entered into by and between the undersigned prune grower, party 
of the first part, and the Northwst Prune Service Corporation, party of the second part: 

WHEREAS: The Northwest Prune Service Corporation is a service organization 
organized for the purpose of promoting larger consumption of the "Tart-Sweet" and the 
"Oregon-Sweet" prune by advertising and furnishing sales service to Retailers, Jobbers 
and Broke1·s, or by any other method that the directors of the corporation believe that 
the sale and consumption of the "Tart-Sweet" and the "Oregon-Sweet" prunes may be 
increased either domestically or in foreign countries. 

Fo::- and in consideration of the above services to be rendered and for other valuable 
consideration the party of the first part hereby agrees to contribute to the party of the 
second part one-twentieth of one cent per pound for all prunes produced and sold during 
the years 1927, 1928, 1929, and 1930 and continuously thereafter. 

PROVIDED, that either party may, by written notice to the other party during the 
month of December 1930 or during the month of December of any year thereafter, with
draw from this contract, and after such notice has been given neither party will be 
bound by the terms of this contract. 

The party of the first part further agrees that any person, firn1 or corporation, pri
vate or cooperative, to which he sells his fruit or any agent who sells his fruit for him 
is hereby authorized and directed to retain from the purchase price of said prunes the 
one-twentieth of one cent per pound and turn the same over to the corporation to be 
used for the above-stated purposes under the direction of the directors of the said cor
poration. 

That he further agrees that he will not sell prunes to any agency refusing to coop
erate with the Northwest Prune Service Corporation by contributing an equal amount to 
the said corporation. 

The party of the first part further agrees that after the year 1928 the amount of 
said contribution of one-twentieth of one cent per pound may be increased to not to 
exceed one-tenth of one cent per pound, if in the judgment of the Board of Directors of 
the party of the second part an additional amount can be used advantageously and is 
necessary to carry on the advertising and 'sales campaign. 

It is understood and agreed by and between the party of the first part and the party 
of the second part that this contribution is made with the understanding that the agency 
to which the party of the first part sells his prunes or through which prunes are sold will 
contribute a like amount to be used for the same purpose and through the same agency 
and under the same conditions as the contributions of the party of the first part are used. 

Signed _____________________________________________________________________________________ _ 

MEMBERSHIP AGREEMENT NO. II 

This agreement entered into by and between the undersigned, a corporation, indi
vidual or firm engaged in the business of marketing the "Tart-Sweet" and "Oregon
Sweet" prunes grown in Oregon or Washington, party of the first part, and the North
west Prune Service Corporation, party of the second part : 

Said party of the first part agree to collect from the growers of whom they pur
chase prunes one-twentieth of one cent per pound or such other amount as may be 
agreed upon betweer.. the party of the second part and the grower and turn the same 
over to the corporation to be used in such manner and on such· terms as agreed upon 
between the grower and the said corporation, party of the second part. 

Party of the first part further agrees ,that they will not purchase prunes from any 
grower who does not contribute to the funds of the party of the second part. 

They further agree that they will contribute to the funds of the party of the 
second part an amount equal to that contributed by the growers and that they will coop
erate with the party of the second part in every way possible to promote larger con
sumption and more orderly distribution of the "Tart-Sweet" and "Oregon-Sweet" prune. 

Signed _____________________________________________________________________________________ _ 
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