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percent in 1980. All other caloric sweeteners, including honey, maple syrup, and
molasses, maintained a 1-percent share. In 1993, beverages accounted for 72 percent
of total HFCS deliveries for domestic food and beverage use.  Corn sweeteners
became economical as a result of abundant corn supplies and low corn prices.
Moreover, sales of byproducts—corn oil and corn gluten feed and meal—made corn
sweetener production even less expensive. At the same time, Federal sugar programs
maintained high support prices and import quotas on sucrose.  Total corn sweetener
use surpassed cane and beet sugar use for the first time in 1985.  

USDA’s Economic Research Service annually calculates the amount of food
available for human consumption in the United States.  The U.S. food supply histori-
cal series measures national aggregate consumption of several hundred foods.  It is
the only source of time series data on food and nutrient availability in the country.

■ Cost of Food Services and Distribution

The estimated bill for marketing domestic farm foods—which does not include
imported foods—was $401 billion in 1994.  This covered all charges for trans-

porting, processing, and distributing foods that originated on U.S. farms.  It repre-
sented 79 percent of the $511 billion consumers spent for these foods.  The remaining
21 percent, or $110 billion, represents the gross return paid to farmers.

The cost of marketing farm foods has increased considerably over the years,
mainly because of rising costs of labor, transportation, food packaging materials, and
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Figure 1-7.

Per capita consumption of grain products1

1Excludes quantities used in alcoholic beverages, fuel, and corn sweeteners. 2Corn, oats, barley, and rye.



other inputs used in marketing, and also because of the growing volume of food and
the increase in services provided with the food.

In 1984, the cost of marketing farm foods amounted to $242 billion.  In the
decade after that, the cost of marketing rose about 66 percent.  In 1994, the marketing
bill rose 5.6 percent.

These rising costs have been the principal factor affecting the rise in consumer
food expenditures.  From 1984 to 1994, consumer expenditures for farm foods rose
$179 billion.  Nearly 90 percent of this increase resulted from an increase in the mar-
keting bill.

The cost of labor is the biggest part of the total food marketing bill.  Labor used
by assemblers, manufacturers, wholesalers, retailers, and eating places cost $189 
billion in 1994.  This was 6 percent more than in 1993 and 73 percent more than in
1984.  The total number of food marketing workers in 1994 was about 12.8 million,
about 24 percent more than a decade ago.  The growth in employment occurred
mostly in food stores and public eating places.

Packaging is the second-largest component of the marketing bill, accounting for
8 cents of the food dollar.  Costs of these materials increased nearly 7 percent in
1994.  Packaging costs rose due to increased use of shipping boxes, food containers,
and plastic materials.  Actual prices of boxes and food containers were also higher,
further driving packaging costs up.  Most other marketing costs—such as transporta-
tion and energy—rose at a faster pace than in 1993.
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Per capita consumption of caloric sweeteners

1Includes small quantities of honey, and molasses and other refiner’s syrups. 2Dry basis



■ Food Expenditures and Prices

Total food expenditures, which include imports, fishery products, and food origi-
nating on farms, were $617.1 billion in 1993, an increase of 3.7 percent over

these expenditures in 1992.  The average was $2,393 per capita, 2.5 percent above the
1992 average.

Away-from-home meals and snacks captured 46 percent of the U.S. food dollar
in 1993, up from 41 percent in 1983 and 35 percent in 1973.

The percentage of disposable personal income (income after taxes) that U.S. con-
sumers spend on food continues to decline.  From 1993 to 1994, disposable personal
income increased 5.8 percent while food expenditures rose only 4.0 percent.  U.S. con-
sumers in 1994 spent 11.1 percent of their disposable personal income on food, com-
pared to 11.8 percent in 1990, 13.5 percent in 1980, and 13.9 percent in 1970.

In the United States, total retail food prices (including meals served in restaurants)
rose 39.8 percent over the last 10 years (1984-94).  Prices of food eaten away from
home increased 39.8 percent, while retail foodstore prices increased 40.2 percent.
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Figure 1-9.

What a dollar spent on food paid for in 1994
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