
The per capita level of total fat in the food supply increased 3 percent from 1970
to 1994, reflecting increased use of salad and cooking oils and shortening. Between
1970 and 1994, animal sources’ share of total fat declined from 61 to 48 percent,
while vegetable sources’ share jumped from 39 to 52 percent. 

In 1970, the meat, poultry, and fish group contributed the most saturated fat to
the U.S. food supply—37 percent, followed by the fats and oils group at 33 percent.
By 1994, the fats and oils group’s contribution to total saturated fat had jumped up 
8 percentage points, to 41 percent, and the meat, poultry, and fish group’s contribution
had dropped 11 percentage points, to 26 percent.

CNPP calculates the amounts per capita per day of food energy and 24 nutrients
and food components in the U.S. food supply. Vitamin B12 is the only micronutrient
(includes vitamins and minerals) whose level in the U.S. food supply declined
between 1970 and 1994; the 19-percent decline in vitamin B12 reflects lower con-
sumption of organ meats (for example, liver) and egg yolks. All other vitamins (A, 
C, E, B6, thiamin, riboflavin, niacin, and folate) and all minerals (calcium, phospho-
rus, magnesium, iron, zinc, copper, and potassium) show gains in per capita supply
from 1970 to 1994. For example, a 16-percent increase in vitamin C consumption
reflects higher fruit consumption spurred by improvements in variety and year-round
availability of many fresh fruits. Increases in thiamin, riboflavin, niacin, and iron
reflect hikes in enrichment levels of flour called for by revisions in Federal standards
in the 1970's as well as increased grain consumption in more recent years.

■ Cost of Food Services and Distribution

The estimated bill for marketing domestic farm foods—which does not include
imported foods—was $421 billion in 1996. This amount covered all charges 

for transporting, processing, and distributing foods that originated on U.S. farms.
It represented 77 percent of the $544 billion consumers spent for these foods. The
remaining 23 percent, or $123 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
other inputs used in marketing, and also because of the growing volume of food and
the increase in services provided with the food.

In 1986, the cost of marketing farm foods amounted to $271 billion. Over the
following decade, the cost of marketing rose about 55 percent. In 1996, the marketing
bill rose 1 percent.

These rising costs have been the principal factor affecting the rise in consumer
food expenditures. From 1986 to 1996, consumer expenditures for farm foods rose
$184 billion. About 80 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, accounting
for nearly half of all marketing costs. Labor used by assemblers, manufacturers,
wholesalers, retailers, and eating places cost more than $200 billion in 1996. This
was 5 percent higher than in 1995 and 67 percent more than in 1986. The total
number of food marketing workers in 1996 was about 13.5 million, about 21 percent
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more than a decade earlier. Over two-thirds of the growth in food industry employ-
ment occurred in public eating places. 

A wide variety of costs comprise the balance of the marketing bill. These costs
include packaging, transportation, energy, advertising, business taxes, net interest,
depreciation, rent, and repairs. Their relative proportions are illustrated in the accom-
panying dollar chart.

■ Food Expenditures and Prices

Total food expenditures, which include imports, fishery products, and food origi-
nating on farms, were $691.2 billion in 1996, an increase of 3.3 percent over

these expenditures in 1995. The average was $2,605 per capita, 2.3 percent above 
the 1995 average.

Away-from-home meals and snacks captured 46 percent of the U.S. food dollar
in 1996, up from 38 percent in 1976 and 43 percent in 1986.

The percentage of disposable personal income (income after taxes) that U.S. 
consumers spend on food continues to decline. From 1995 to 1996, disposable per-
sonal income increased 5.0 percent, a faster pace than the rise in food expenditures.
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Figure 1-8.

What a dollar spent on food paid for in 1996

Includes food eaten at home and away from home. Other costs include property taxes and insurance, account-
ing and professional services, promotion, bad debts, and many miscellaneous items.
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