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The Newark Branch of the National Association for the 

Advan ce ment of Colored People ( N. A. A. C. P.) received its 

charter on July 14, 1914 with the charged responsibility, 

To uplift the colored men and women of this 
(community and) country by securing to them the full 
enjoyment of their rights as citizens, justice in all 
co urts, and equality of opportunity everywhere. 

In co nducting Newark's first in-depth food price survey, 

Curtis J. Way, the N. A. A. C. P. Urban Program Director, 

the Consumer Education Committee m embers , ( Bernice Co l e , 

Thelma Colli e r, Beverly Copeland, Carol Hertweck, Linda 

Holmes, Debra McKinney, Dorissa Rich, Hildegrade Rose, 

Lillie Rose, and G era ldine Smith) accepted that challenge and 

to them, the N. A. A. C. P. Newark Branch, the c ommunity, and 

I are indeed grateful. fi~C 
roll 
t, Newark N. A. A . C . P. 



EQUA~ITY OF OPPORTUNITY EVERYWHERE 

......... ...... FOODSTORES TOO. 

Curtis J. Way 
Urban Program Director 
Newark Branch N.A.A.C.P. 
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INT EN T OF THE STUDY 

In our handling of num ero us consumer complaints y ea rly, we 

hav e found wid e - spread belief that pric e go ugin g is v e r y prevalent 

in N ewa rk. 

Th e N . A. A. C . P . found that ther e we r e no Newark s tudi es 

available to support this ever - growing charge and thus, we 

attempt ed , at l e ast for th e food shopp e r, to document this allega

tion. 

We selected chain supermark et s and food items because 

deprivation and hun ge r are sociologically traceable to the higher 

rates of anti - social behavior recorded in the center cities. We 

felt that if cha in stores wer e guilt y of prejudicial pricing , the 

N. A. A. C . P. definitely had grounds for imm e diate action. 

DESC RIPTIONS OF STUDY 

A s up e rmarket repres e nting eac h of five chains was selected in 

the N ewark area . Five s uburb a n supe rmark e ts were also chosen, 

one for eac h of the five se l ecte d cha ins. Mark et s in ce ntral Newark 

wer e chosen with th e hop e that tho se in th e h art of th e gh etto would 

con se qu e ntl y di sp la y th e worst abuses in t e rms of pricing and quali

tative off e ring. 
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shopped on th e same day for the same food list. Th e differenc e in th e 

staple items was no ted , and in m ea t, dairy and produc e where quality 

is a factor in th e dollar buy, samp l es were purchas ed and brought 

back to th e news pap e r for in spec tion. Her ana lys i s r evea l ed that fiv e 

of th e 13 it em s were priced hi gher at th e inn e r city stores, and five 

of th e it ems fr om th e inn e r cit y s tor es we r e of lo wer quality. 

How ever, a t these sa m e h eari ng s, another sta tem en t was made by 

Arthur Ros e , Commissioner of Labor Statistics, Department of Labo r 

in prices charged by food stores located in low income ar e as versus 

those charged by sto res in highe r incom e areas was found when th e 

same types of stores and it e ms were co mpared . However, he agreed 

that stores locat ed in lo w incom e areas and meats and produce did not 

appe a r as fresh. 

In general , the m aj ority of report findings and studi es found no 

ev id e nc e that the chains and affiliates deliberately priced at higher 

l evels to the poor . Wh e r e th e poor pay mor e for food, they t end to 

do so because: 

1. th e r e are f ewer , l arge- sized s tor e alter nativ es in th e low incom e 

areas . 

2. small i ndependent ne ighborhood s tore cos t s and ex pens es a r e 

hi ghe r. 

3. many of th e poor lack mobility to shop in mark et s out s id e th e low 

in co m e areas. 
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4. the poor lack funds to taking advantag (;= of . special s or bu y in g 

II II . k e conomy size pac ages. 

5. the poor lack the training n e c e ssar y to obtain th e m ax imu m 

utility from food products both in term s of nutrition and 

pe rsonal satisfaction. 
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APPLICATION OF PREVIOUS FINDINGS TO NEWARK AND SUB l; H.BAN 

AREAS 

Thi s s urv ey was l a un ched to t e st the a ll egation by N wark r es idf'nt s 

that th e poor pay more in N ewark s up ermarket chains than th e ir 

s uburban neighbor s in s ubu rban mark et s . This stud y did not see k to 

in vestigate problems of c lothin g , hou se hold furnishings or cr e dit 

purchases but co nc e ntrat ed solely on the co st of food purchase and th e 

qua lit y of that food in major supermarket chains. M e mbers of th e 

ewark . A . A. C. P. became involved b e cause information was not 

availab le to answer the queries ( of lo c al shoppers ) as to whether 

food pric e go u gi ng exis t ed in N ewark. 

Our hypothesis: There is a significant difference in prices, quality 

of merchandise and quality of service offered b y supermarket chains 

locat e d in s uburb an areas versus thos e offered by th e same chai ns 

located in the inn er city . 
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SELECTION OF SHOPPERS 

Shoppers or participant s we r e s l ec t e d on th e basi s of av a il abilit y 

and interest. ll w e r e m e mb r s and volunt r s from th e Nf'wark Bran h 

of the N. A . A. C . P. 

QUES TION NA IR ES 

Th e it e ms of th e qu es tionn a ir e ( pri c in g sec ti on ) w e r e se l ec t ed by 

asking fourt ee n indi v idu a l s ( re p rese nti ng bot h c it y a nd suburban r esidents) , 

to submit a wee kl y g ro cer y li s t. In a gro up meet in g , th ese sa me i ndividu a ls 

cam e to an a g r ee m e n t o n whi ch it ems were to co mpris e th e it e ms on th e 

final list. In additi o n, o pe n e nd e d ques t ion s we r e deve loped as a means of 

comm entin g on th e qualit y a nd qu a ntit y of th e m e rchandise in the stores. 

F rom De c e mb e r 11 throu gh Dece mb e r 16, 1968, the questionnaires were 

used to c oll e ct data. Simultan eousl y , th e Newark Evening News and the 

New ark Sta r L e dg e r sup e rmark e t advertisements from the studied chains 

w er e c li pp ed and compar e d to our findings. 
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FI NDINGS 

1. Th e av e rag e p r ic for all fi v in ne r - cit y groc e r y lists was 

fo un d to b e $ 8 1. 61. Th e a ve r age pri c for a ll s ub urb a n 

mark e t s was fo und to b e $81. 72. 

2 . By co m pa rin g th ob ta in e d p r i a nd the pr ice' on th e same' 

it e m advertis d in th news pap r, it was fou nd th at in a 

numb er of cases, ch e ked pri c s w r e h i gh e r th a n a dverb scd 

p ri ces . For examp l e , a m ax imum of ni n e of ou r shoppin g 

list items we r e adve rti sed b y on e of our se le ct e d chain s ( A &P ). 

In the s uburban shop, four cases wer e fo und to b e p r ice d 

h i gher, wh ile in the city, five cases we r e fou n d were fo und to b e 

higher . 

3 . In addit i on, the discrepancy b etween ma r ket pric e and a dv e r

tised pr i ce occ urred most often on stap le i t e m s such as butt e r, 

eggs, bread , etc . whi ch te nd to be req uir e d in ord e r to have a 

nutritio u s diet . 

4 . In th e majo r ity of i ns ta n ces th e c it y sto r es we r e r a te d l owe r th a n 

the suburban sto r es fo r clea nl i ness sta nd a r ds , q ualit y of 

merchandis , ff i cie n cy of h e lp , quan t it y of m e rcha n di s a nd 

attractiveness of disp lays . 

5 . It was found that i n ma ny of th c it y sto r s , t he r e w r ( a ) a n 

i nsuffici nt numb r of ca r r iag s o r carts , (b ) unm a rk d it m s 
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on the she lv es , and ( c ) too many products left on th e floor. 

CONCLUSIONS 

1. Ther is no s ignifi cant difference between the cost of food 

( see computation page ) offered for sale by supermarkets 

in the suburbs and in Newark . 

2. There is, however, a qualitative differ ence in merchandise 

and service. 

3. From the questionnaire responses obtained, it appears that 

female shoppers tend to be highly sensitive to the sanitary 

conditions in s up ermarkets. 

4. There is a frequent discrepancy in the purveyor's favor, 

between the advertised price of an item and the marked price. 

Although a register clerk may be instructed to mark the item 

down as the shopper checks out, wide margin for error remains, 

especially during rush hours. 

RECOMMENDAT IONS 

It is suggested: 

1. That any further studies in this area expand to include all 

supermarkets and other food stores in the city of Newark. 
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2. That survey instrument be developed to study in a grea ter 

depth, the qualitative differences found in this study between 

the c ity/ suburban markets. 

3. That a check be made to probe the illogical and fraudulent 

situation which exists between the advertised and marked 

prices and that a recommendation for correction be made 

to the market managers. 

4. That funds be made available to train testers in the use of 

the survey instrument to further reduce the chance of 

judge mental errors. 

5 . That possible price gouging in Newark in sales of other 

c ommodities be investigated by similar techniques and 

instruments. 
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_E:XPLANATION OF CHART 

Th e chart on the opposi t e page compar es the average pric e for eac h 

cha in vis it ed for the suburban and c i ty market. Althoug h the five chains 

differed i n pr i ces, th er was n o pattern fo und of high er pricin g for j nn er 

city stores . Often the s uburban stores charged more for a pro duct than 

th e sister city shop . F i na ll y , the average of all th e s uburban market 

prices ($ 18 . 72 ) is $ . 11 high er than the average of all the city market 

prices ($18. 61). 

DATA DESIGN METHODOLOGY AN D COMPUTAT ION 

The qu es ti on na ire i nstrument was divided into two parts: a list of 

items to be pric ed and a se ries of nin e questions designed to pr ov id e an 

in dex of the quality of merchand is e and serv ic e ava ilable. Each test er 

was to enter his assigned store and with his partn er , price the items 

listed and then eva luat e the particular shop by means of the open-ended 

instrument . The t eam concep t was em pl oye d in any a tt e mpt to elimina te' 

individual biases . 

Should the team have bee n s to pped by the store management, th ey 

were instructed to explain that they were " pricing for a club party and 

must r eport prices to th e t rea surer befor making any purcha ses ." 

After the questionnaires wer compl t ed, an a n alys is w as done on 

both the descript iv e and sta ti st ic a l s ignifi ca nc e of th data coll ect d . 

In the analysis process, s up ermark t a dv e rtis em e nts from the studi d 

chains w e r e clipp ed and .om par d to our findings. 
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COMPUTATION 

The difference between means for uncorrelated data and the "t" ratio 

were used for anal ysis. The mean prices for all the suburban and city 

markets were obtained and the standard deviation s were computed. The 

null hypothesis about these two means ($18. 72 and $18 . 61) requires the 

difference between these two means to be zero <Ho-Ml - M 2=0) . Thus this 

difference between means ($. 11) is merel y a chance deviation when the 

population value for the differen ce is zero. After computation, we obtained 

a Z score of (. 25). The Alpha score was set at . 05 which meant that on 

basis of the normal curve, the null hypothesis was accepted. The null 

hypo thesis was allowed to stand, i.e., there is no statistically significant 

difference between the two means. Any apparent difference is attributed 

to ch ance. (There are five chances in 100 that we were wrong.) 
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APPENDIX I 

List of Markets 

1. Acme, Lincoln Park and C linton Avenue, N e wark 

Acme, 100 S. Es s e x A ven ue, Orange 

2. A&P, Spruc e & Somers e t Stre e t , N e wark 

A&P , Morris Aven ue , Short Hills, Springfield 

3 . F ood Fa ir, 537 Orange Street, N ewark 

F ood Fair , 910 Springfi e l d Av enu e, Irvington 

4 . Good De al, 543 Springfi e ld Ave nue , Newark 

Good De a l, 10 Mill Road, Irvington 

5. United Foodtow n, 3 06 Springfie ld Av e nue, Newark 

United Foodtow n, 16 North Day Street, Orange 
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AP P END IX II 

L ist of St udi es 

1. Co n s umer Probl e ms in th Poor : Supermarket Op erations rn Low 

Incom e Areas a n d th e F deral Res pons e - H a rings . 

B efore a s ubcommitt ee on Government Operatio n s· House of R epresen -

ta ti ve s. 90th Congr es s-2nd sess ion 10 / 12 and 11 / 24, 25 / 67 . 

2 . Caplovitz, Dav id . Th e Po or Pay More. Free P ress of Glencoe . 

ew York, 1963. 

3 . Illustr ate d Life, "Mrs. Wes t' s Chain-R eacting Boycott to Food Pric es . 11 

V. 61 : 57 - 58 , . 4 
11 66 . 

4 . Il l ustrat ed Busin ess Week . "Housewives Skew Higher Fo o d Prices . 11 

0'22'66 , 42-43 . 

Items 5- 17 r e fe r to g roup s r es ponsibl e for studies o f the problem area in 
their lo ca lit y . 

5 . Louisville J aycees in Cooperation with the Lo ui sville - J effe rson Cou n ty 

Youth Com mi ssion . Louisville , Ky . 1/ 69 . 

6. J . Hugo Warren of the New Observ e r (V. 6 no . 22 ), Washington , D . c . 

8/31/68 . 

7. Drs. Marcus Alexis and Leonard S. Simo n, Professors of Business 

Administrat ion , Univers ity of Roch e ster . 

8 . WKRC, Taft Broadcasting Co ., Cincinn at i , Ohio , 7 / 17 / 68. 

9 . Balt imor e Co mmunity Re lations Comm i ssion , Baltimor , M a ryland, 6 / 68. 

10 . G n c Murph y , Staff Writer , Los Angeles Tim s , 11 / 68 . 

12. Bett e r Bu s in ss Bureau of St. Lou i s , St . Louis, Missouri , 6 / 68 . 
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A PPENDlX lI 

List of St udi e s 

13 . Marquette Univ e rsit y , Marketing Dept . , Milw a uk ee , Wj Sl ' , 4/67 . 

14 . Unit ed Pl an nin g Org a nizatio n, Gro ce r y Shoppjng in v\'as hin gton, I). C:. 

'?i/ 10 /6 6. 

15. Consum e r and Mar k e ting Servic e , U.S . De partm e nt of Agriculture . 

Co mp a rison of Pric es fo t' Sel ec t ed Foo ds in Chain Stores in High an d 

Low Incom e Areas of Six Cities , \Vas hington, D. C. 6 / 68 . 

16. Tew Yo rk Cit y Co un c il on Co nsum e r Affa ir s , 7 /67, C . E . Wright , 

Summ e r Partic ip atio n in th e Program of th e N ew Yo rk C ity CounC'D 

on Consumer Affa ir s , Corn e ll. 

1 7 . Co mmitt ee on Government Op e rations Consumer Problems of th e 

Poor : Sup ermark e t Operations in Low Income Areas and the F e der a l 

Res ponse: Union Ca l e nd a r No . 775, House Rcpr ., No . 18 51, Washin gton, 

D. C ., 8/7/68 . 
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APPENDIX III 

NAACP CONSUMER PROGRAM QUESTION NAIRE 

ITEM 

Milk 
White Br ead 
White B rea d 
Eggs - White 

Butter 
Margarine 
Coffe e 
Re gul ar F lour 
Granul ated Sugar 
Toil et Tissu e 
Dete rg e nt 
Bl ea ch 
Spa gh ettio' s 
Soda 
Soda 
Soda 
Dry Cereal 

Soup 

Grits 
Corn M eal 
Rice 
Baby Lima Beans 

BRAND 

Store 1 s Brand 
Arno l d 
Store 1 s Brand or 
Indicate Other 
Hot el Bar 
Blu e Bonnet 
Maxwell House 
Pillsbury's 
Jack Frost ' s 
Scott 
Tid e 
C lorox 
Armour 
Pepsi 
Fresca 
Store's Brand 
Ke llogg's 
Ric e Krispi es 
Chicken Nood l e 
( Campbells) 
Quaker 
Quaker 
Caro lina 
P ea k Brand or 
Indicat e Brand 

- 20 -

SIZE/ or (Quantity A mount ) 

1 Gallon 
1 1 / 2 lb. 
2 lb. 

1 dozen Grade A 
1 lb. 
1 lb. 
2 lb. reg. 
5 lb. bag 
5 lb. bag 
4 rolls 
3 lb. & 1 oz. box 
1 Gallon 
15 oz. can 
6 pack - 16 oz. ca n s 
6 pack - 12 oz. can s 
6 pack - oz. cans 

10 oz. box 

10 1/2 oz. can 
24 oz. box 
24 oz . box 
1 lb. box 

16 oz. bag 



ITEM 

B abyfood 
C a n Milk 

Loin Pork Chop s 
Cut- up Chi c k e n 
Whol e Chi c k e n 
Groun d C hu c k 
Slic e d B ac on 
Sli ced B ac on 
O ra ng es 
F r e sh T ur nip s 
Fre sh Swe e t 
P otat o es 
F r e sh Wh i te 
Pota to es 
Fr e sh 
String B e a n s 

BRAND 

Gerber V getable 
Pet 
C a mpb e ll 1 s 
Skinl s s Swift P r e mium 

O s car M aye r 
Stor e 1 s B r and 
Sunki s t 
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SIZE/ or ( Quantity ~'}_m~_l_~ 

4 1 /2 oz . jar 
4 1 /2 oz . jar 
16 oz. c an 
1 lb. 
p e r lb. p rice -·-- -
p e r lb. pr fre 
pe r lb . pr ice ·- - - -- - · 
p e r lh . p ric e 
1 Jb. pri ce 
1 lb. pric e 
10 
p e r lb. pric e 

per lb. pric e 

per lb. pric e 

p e r lb. pric e 



Continu e d P a rt ( 2 ) Qu esti onn a i r e 

Pl eas e A n sw e r th e fo ll ow ing by ch e cking ( 1 ) on e ca t e gor y a nd m ak in g any 

p e rtin e nt ca te gor y . 

1) Ar e th e produ c t s v i s ib ly offe r e d in di ffere nt s i z e co nt a ine r s 

1) On e si z onl y 
2) 2 di ffere nt s i z e s 
3 ) 3 or mor e diff e r e nt s i zes 
4 ) O th e r c om m e n ts ----- -- ----------- - -----

2 ) A s se s s ho w th e m e r ch and i s e is d i sp l ay e d 

1) N eatn ess 
A) . Ve r y goo d 
B) Sa tis fac tor y 
C) Poor 

2 ) C l ean l in e ss 
A ) Ve r y goo d 
B) Satisfa c to ry 
C) Poor 

3) A c c e s s ibilit y 
A ) Ve ry Good 
B) Sa tisfactor y 
C ) Po o r 

4 ) OTH E R COMM E NTS : - -------------------

3) A sses s th e cl e a nlin ess of th e stor e . 

1) Ve r y good 
2) Sa t i sfact o ry 
3) Po o r 
4 ) O th e r Com m nts: -- ------------- ------- - -

4) A s ss th e va ri ty of food avail ab l 

1) Sa ti s factor y 
2) Un sa ti sfa ctor y 
3) Ot h er C o mm ent s : - --- - -------- - --------
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5) Assess the grade or quality of meat, veg., fruit and dair y 
products . 

1) Quality s e ems very good 
2 ) Satisfactor y 
3) Poor 
4) Oth er comm e nts: ------------- -- --- -- - - -

6) A sse s s th fre shn e s s or condition of th e m ea t, ve g . , fr uit p r od uc e . 

1) Ve r y good 
2) Sa tisfa c tor y 
3) Poor 
4) Oth e r Comm e nt s : -------------- - --------

7) A s s e ss th e sal es se r v i ce by ask in g fo r a n it e m or a s king to have an 
it e m weighed. 

1) Is a Cl e r k avaifabl e? 

Y e s 
No 

2) Is the Cl e rk friendly? 

Y e s 
No 

3) Is th e s e rvice e fficient ( in terms of time & accuracy weight) 

Y e s 
No 

4 ) Other Comm e nt s : -------------------------

8) Do es th s tor e giv e s tamps? 

9) 

1) Y e s 
2) No 

Pleas mak 
which you f 

any additional omments, criticisms. or sugg sUons 
1 ar e p e rtinent. 
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APPENDIX IV 

PRICE LISTS FROM STORES SHOPPED 

$ 1. 03 $ 1. 03 $ 1. 03 $ 1. 03 $ 1. 03 $1. 03 $ .96 $. 96 

.39 . 39 . 34 .34 .34 . 25 .25 .2 5 

. 59 . 59 . 49 .59 .59 . 59 . 59 . 59 

. 67 . 71 . 67 . 69 . 63 . 71 . 69 . 69 

. 86 . 86 . 87 . 87 . 87 . 82 . 86 . 86 

.34 .3 4 . 35 .29 . 33 . 45 . 34 . 34 

1. 37 1. 37 1. 37 1. 37 1. 37 1. 37 1. 37 1. 37 

. 53 . 53 . 55 . 69 . 67 . 59 . 4 9 . 4 9 

. 63 . 63 . 63 . 63 . 83 . 63 . 61 . 61 

. 13 . 13 . ~o . 13 . 50 . 13 . 13 . 13 

. 77 . 77 . 77 . 77 . 81 . 77 . 77 . 77 

. 52 . 52 .70 .52 . 55 . 49 .49 . 52 

. 18 . 3 1 . 18 . 3 3 . 33 . 33 . 16 .20 

. 87 . 87 . 89 . 89 . 89 . 89 . 89 . 89 

. 89 . 87 . 89 . 89 . 89 . 89 . 89 . 89 

. 69 . 69 . 59 . 49 . 89 .0 8 . 0 8 . 7 9 

. 3 6 . 36 . 37 . 45 . 37 . 45 .36 . 36 

. 14 . 15 . 20 . 17 . 17 . 18 . 13 . 13 

. 25 . 25 . 24 .22 .23 .2 4 . 25 .25 

. 18 . 27 . 22 . 23 . 23 . 23 . 23 . 23 

.22 .20 . 21 .21 . 21 . 21 . 39 . 35 

.25 . 39 . 31 .21 . 27 . 39 . 32 . 32 

. 11 . 11 . 11 . 11 . 11 . 11 . 11 . 11 

. 0 9 .09 ;;::: J , . 18 . 10 . 10 .10 -,, 

. 15 .22 . 17 .l' 8 . 17 . 18 . 15 . 15 

. 68 . 49 . 85 83 . 89 . 85 . 69 . 69 

. 69 . 69 1. 1 5 1. 15 .79 1. 19 1. 15 . 59 

. 42 . 42 . 3 1 . 3 1 . 31 . 4 7 . 51 . 53 

. 3 8 . 38 . 2 7 . 3 9 . 49 . 43 .39 .39 

. 69 . 66 . 69 . 69 .75 . 69 ,75 .75 

1. 10 1. 10 . 9 9 . 99 . 99 . 89 . 85 . 85 

. 68 . 68 . 7 5 . 86 .7 4 . 79 . 69 . 75 

. 4 9 . 49 . 59 . 5 9 . 06 . 69 . 39 .39 

.09 . 09 .08 :{:: .08 '7 .29 . 10 

. 18 .20 .23 . 19 . 19 . 19 .39 . 39 

.08 .08 . 15 . 07 . 15 . 13 . 10 .49 

. 4 9 . 4 9 .39 .39 . 39 . 49 .29 .39 

Not e : Pric s r f r to groc r y it m s in A pp ndi x III. 

):c Shopped it m s w e r not availabl in tor . . 
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$ 1. 0 3 $ . 96 
. 33 . 19 
. 49 . 57 
. 67 . 67 
.7 8 . 86 
. 32 . 29 

1. 37 1. 37 
. 57 . 57 
. 61 . 61 
.5 0 . 13 
. 77 . 79 
. 53 . 53 
. 3 1 . 67 
. 89 . 93 
. 89 . 87 
. 43 . 79 
. 36 . 37 
. 15 . 15 
.24 .2 4 
. 25 . 3 1 
.21 . 1 7 
. 25 . 3 1 
. 11 . 14 
. 10 . 10 
. 15 . 15 
. 75 .79 
.29 .29 
. 49 . 49 
. 4 9 . 49 
. 69 . 69 
. 89 . 89 
. 65 . 69 
. 10 . 4 9 
. 09 . 07 
. 15 .29 
. 09 .09 
.29 . 37 
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