
AGRICULTlJRAl ECONOMICS bEJiAR!MENT 

FILE CC1PY 
Honolulu, Hawaii Agricultural Economics Report 1Nt)-63 NOT REMOVE 

December 1952 

A- Preliminary Study ~ 

< , 

MAI N·LANO MAR~<t. T 
~ 

FOR TARO PRODUCTS 

•! 'I 

I 

Edward t. Rada 
" Market Economist 

University "of Hawaii, College of Agriculture 
Agricultural Experiment Station 

Department of Agricultural Economiqs 





TABLE OF CONTENT ·s 

Summary . 

Page 

1 

Introduction 

Price nnd Acreage .......................... ........... ....... · . ... ....... ... ...... ... .. .............. 13· 

..... . ................. .............................. ................................... ....... ..... .................. ........... 1 

Export History ...... .. ~............... .... . .. ...... ... ..... .. .. .. . .. .. .......... ............ ...... ......... .... ..... 2 

Taro Products for Specialty Fqod Stores . .............. ......... .. ... ...... ...... ....... . 3 

Taro Products as Baby or Cereal Foods ....... ...................... .. . ...... .... . ................ 4 

Taro Products as Dietary Foods 5 

Poi for All e:,,•gies ..................... . ... .. ............................ ................ . ....... 6 

Poi for Gastro-Intestinal Disorders .. .. ........... .... ...... .. ... .... .. . ... 6 

Poi in Low-Sodium Diets ............. .. .............. .................. .., ............ .. ............... 7 

Problems of Marketing Poi on tb.e Ma.inland .. . ., ... . 7 

Promotional and Educational Problem.':\ ......,. .. .... . 7 

Precautions in Selling Poi as a Dietary Food ..... ............. . ........ 8 

Containers and Storage Life .. ..................... .... .. . .............. ........ ....... . 9 

Type of P.-oduct . ....... .. ....... .......... ............... ... ........... .. . . .. .. . . ..... . ............ . .• 10 

Marketing Channels .. ............ ........... ........................ ........ ............ . ... ......... ... 10 

Supply ...... ..... ......... ... ........... ..... ............ ............ .... .. .. ........... ......... .... ..... ....... .. ............ 11 

Production in Hawaii ........................ .......- ....... ........ ....... ............... .. ....... . ....... ........ ... 11 

Poi Mil ling CG.pacity ..... . ... .......... .... .. ...... ....... .... ...... ... ... .. ..................... ... 13 

BibliographY .. ... ....... .................... .. .............. .... .. .... ........... ...... .. .... ...... .. .............................. 15 

Thls study was conducted with funds 411otted to proj&ct 7X 
by the Industrial Research Advisory Council, authorized by 
the Territorial Le3isl ature Act 122, 19ij9, and Act 217, 1951, 
and with Research and Marketing funds allotted to Hawaii 
Agricultural Experiment - Station project 355 under the r.e
search and Marketing Act of 19ij6, 



SUMMARY 

At present, the .largest mainland demand for 
poi is ·from .former residents of Hawaii and 
tourists who have been to Hawa:q. This 
volume could be increased to some extent by 
improving and s tanda:rdizing the ·quality <;if 
the delivered product. 

canned, ready-to-serve poi as a baby· food 
has limited possibilities. It would add 
variety to the carbohydrate foods now being 
packed by the baby-food industry but, on · 
the whole, ~ould have severe competition. 
The market is already suppl i'ed ··by a ·1arg·e 
nu.mber of established products; prices and 
profit margins in the baby-food industry 
are low, and no significant expansion in ·· 
sales volume is expected for this ~eca~~. .... 

The best opportunity for expanding the mar
ket for taro products is i.n the fi~ld of 
dietary foods. ·1 f the total of hyper
tension, allergy, and gastro'intestinal uses 
could be developed together, th~y would 
provide ·a substantial sales volume for poi. 
or taro . flour in any of the large metro~ 
poli ,tan . ar.eas. 

Sever~! conditions must be fulfilled before 
the dletary market can be developed: 
( 1) There must be a series of cl infca·1 
tests in mainland clinics to provide the· 
medical profession with authentic infonna
tion on the value of poi in variuus diets. 
(.2) Processing, packaging, and · storage 
difficulties must be solved so that a 
standard quality in easily usable form will 

.·reach mainland users. (3) The labels and 
descriptive material that accompany the pro
duct must be improved and also must conform 
to regulations of the Federal Food anci Drtig 
Administration. Clearance with the American 
Medical Association would accelerate ac
ceptance b,y . the medical prof~ssion. (4) The 
supply situation requires careful_organi
zation, not only ·in the production phase 'in

•the Territory but in making the product a·-
vailable in mainland markets at all times. · 
In recent years, the frequent maritime 
freight inte~ru~ti~ns have disc9~ra~e4 · 
mainland stores who have ~.ttempte_d to 
handle taro products. Physicians are 
reluctant to start patients on a diet 
unless they are sure it can be continued . . 

INTRODl,JCTION 

Poi is a product of the taro root. Taro 
(Colocasia esculenta) has long been a staple 
in the diet of Polynesians. The taro tuber 
is usually cooked and ground into a viscous 
paste (poi) that ferments with the addition .. 
of water. High heat or freezing Will halt 
the fermentation process. The consistency 
and Viscosity of poi depend on the am.oun.t 
of liquid that is added. · It i~ most fre
quently eaten as •ready-mixedw poi contain.. ing about 18 percent solids; the balance is " 
usually water. Poi can be dehydrated and 
converted to flour which is referred t~ in 
this report as taro flour, althou~ it .has 
been marketed under many commercial . names. 
Also, poi can be frozen solid and later re
converted by placing it in hot water·.· 

A recent suryey of Hawaii's physicians and 
dietit~ans in hospitals and allied insti~ 
tut ions foclica ted that poi is recommended · 
and used by them for _many therapeutic and 
dietary pu~poses. (?), 1 Local physicians 
almost unanimously recommend poi for 
children and h~a,1 thy infants. Poi is also· 
recommended by P,hysicians for infants · 
exhibiting allergies to cereals and for 
malnutrition. Infants Blld adults with cer
tain digestive disturbances and convales
cents requiring an easily digestible food 
are frequently given poi. Poi · is especially 
recom~ended because of its high calcium-

1Nwnbers 1n ta rentheses rerer to bibl1ograr;,h-
1ca1 ·rererences round on page 15. 



2 

phosphorus content and the beneficial Because of its known nutritional values and 
effect of these minerals on teeth and dietary usage made of poi in Hawaii, a re
bone formation. The dietary usage of connaissance survey ofthe possible mainland 

market for the product was conducted inpoi by physicians and dietitians in Hawaii 
January and February of 1952. The investi

has developed over the years from ob
gation followed up the leads uncovered in 

serving the responses of selected pa the Territorial physicians• survey and in 
tients to poi . and from laboratory studies, the scanty literature on the subject. The 
rather than from exhaustive clinical discussion and conclusions on the narket 
tests. ~utritional studies have estab potential for poi are limited, bynecessi.t.Y, 
lished the fact that poi is a good, health to broad observations and opinions of m~in
ful ca~bohydrate food and is superior land doctors, "heal th food" distributors, 
to the grains and potatoes in vitamin and nutritionists, and other interested indi
mineral content. viduals. 

EXPORT HISTORY 

Taro flour was promoted and marketed on the Hawaiian Taro Products could not make its 
Mainland as a baby and allergy food prior operations pay and sold its equipment to 
to World War II. Frozen and chilled poi ' another firm that occasionally -manufactures
has been ship~ed . to the Mainland for more 
than 20 years. -Canned, . ready-mixed poi .(18 Taro-Lactin and Taroco on a limited scale 
percent solids) has _been exported to .the for ,the local market. 
states only s_foce World War II. Standard 
P?1 (30 percent solids) cannot be canned 

ln .1939, the Galen Company of Berkeley,satisfa_ctorily at present. 
California (not now in business under this 

Early "records show that taro flour was original name) imported Ha~aiian taro flour
manufac'tured in Hawaii as early as 1874, and marketed it as Poy-o-Meal for allergy
and that King Kalakaua signed a legislative purposes, and Poy-o-Lin, a taro flour base
bill in · 1886 authorizing the payment of a with solids added, as an infant food~ . It
subsidy for the manufacture and export of also made a product called Poy-o-Malt which 
taro flour (16). The flour was marketed was sold to dairies. 'nle company contracted
under the trade names of Taroena and Taro for about _100, mo pounds of flour a month. 
Mano. The Galen Company spent 3 years in develop

ing these products and about $25,000 inIn the rnid-1930's, Hawaiian Taro Products, 
promoting -them chiefly a1Pong the l)hysicians Ltd., was formed • . · It manufactured for ex

port .a taro ,flour and also such products as throughout the United States. (A market 
Taro-Lactin, a taro flour with milk solids for the products was also developed in 
added for infant feeding, and Taroco, a taro Venezuela.) Poy-o-Lin _retailed for $1.00 a 
powder to which other ingredients were added pound in 1939-40 and Poy-o-Meal for $1.25 
to make ;it pa_latable in liquid form. This per 1% pounds. At that time Hawaiian 
firm spent considerable time and money pro growers were receiving $1.00 to $1.50 per 
moting its products on the local and main hundredweight for taro. World War II cut 
land markets as .·heal th" foods, for infant off the taro flour supplies, and the busi
feeding; and for making bread and pastries ness was not revived after the war. · 
(10). The f.o.b. Honolulu prices for taro 
flour were $6.30 per 5-pound tin and 16 
cents per pound in 100-poun"d bags. 2 The 'nle Galen Company sold all the poi products 

it manufactured. Poy-o-Lin sold better at 
first, but Poy-o-Meal outlasted it in pre2Inrormat1on rrom Hawaiian Taro PrOducts, Ltd.., 

given to the ~owe Corporation, Chicago, Illinois, ference. Even today inquiries .for Poy·-o-Meal 
Aprll a; 1938, are being -received by ·the successor company 
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from medical men throughout the country. 3 

The promotional efforts of these companies 
have left their imprints on the mainland 
markets. A number of doctors interviewed on 
the Mainland had used the taro flour prior 
to World War II, principally in allergy 
work, and still enthusiastically endorse it. 4 

In 1951, exports of fresh poi from Hawaii 
to the Mainiand amounted to 16,000 pounds 
and of canned, ready-mixed poi, 9,000 
pounds. Little, if any, taro flour is 
being exported at present. Some taro 
is shipped to the Mainland for use as a 
vegetable. 

TARO PRODUCTS FOR SPECIALTY FOOD STORES 

Poi has little chance of becoming a staple 
food on the Mainland. Rice and potatoes 
are well-established staple foods; further
more, most adults dislike the viscosity and 
flat ta~te of poi. On the Pacific Coast, 
where most of Hawaii's tourists originate, 
poi has an unsavory reputation that extends 
substantially beyond those who have actually 
tasted it. This unfavorable public reaction 

-creates -a formidable barrier to the sale of 
poi as a staple, whether fresh, sour, or 
artificially flavored. 

At present there is a specialty market for 
fresh, standard poi,5 mostly frozen, in a 
few fish and meat markets and res tau ran ts 

. in California's coastal cities where the 
Portuguese, Hawaiians, and other migrants 
from Hawaii have settled. The migrants 
still like their poi to the extent of paying 
49 to 50 cents a pound for the frozen poi 
that, when thawed and reconverted, bears 
little resemblance to the fresh product in 
taste or appearance. 

· Most of the fresh poi is shipped in the 2-
and 4-pound pliofilm bags in which it is 
marketed locally, Some of the poi is merely 
chilled in transit while some shippers have 
it frozen en route. The chilled poi con
tinues to fennent slowly so that it is more 
sour on arrival than poi that is frozen. A 
shrinkage of about 12 percent in weight 
occurs during the 6-day trip from Honolulu 
to the Pacific Coast, Poi shippers have 
found that they must pack more poi in the 

3rnrorrnat1on rrom w. Worsw1ck, formerly sales 
manager or the Galen Company, Berkeley, Cal1!
orn1a, February 26, 1952, 

4Informat1on from Dr. J. M. Frawley, Fresno, . 
Cal1forn1a, Apr1l 24, 1952, and from Dr. Jero~e 
Olaoo r, Rochester, New York, May 3, 1952,

5standard pol,'by Tett1tbr1al law; must con
tain at l3 a.st 30 (B rcent solids . 

bags if the 2- and 4-pound net weights, as 
stated on the label, are to be maintained 
on arrival. Many of the Hawaii people on 
the Mainland would prefer to buy the canne·d, 
ready-mixed fonn inplace of the frozen poi, 
which requires considerable time and labor 
to reconvert to a usable form. Some poi 
eaters object to the frozen poi because it 
is impossible to tell the degree of sourness 
when they buy it. Sales could be stimulated 
if shippers indieated the age of poi on the 
label at the time of freezing. 

Some canned, ready-mixed poi is sold along 
the Pacific Coast in fancy food stores and 
delicatessens for cocktail, snack, hors 
d'oeuvre, and luau purposes. These markets 
are the principal sources of supply for 
tourists and others who have been to the 
Islands and whowish to serve Hawaiian foods 
on special occasions (see table 1 for number 
of delicatessens on the Pacific Coast ). 
Fancy food stores provide a limited market 
for canned, ready-mixed poi, but of the 
2,000 meat markets and 300 fish markets on 
the Pacific Coast, not more than a dozen 
stores now carry the product. Not all of 
tl1ese stores would have customers for fresh 
or frozen poi, butwith a little promotional 
~ork, canned, ready-mixed poi in small con
tainers could be sold to this trade. 

Several inquiries were received from fancy
food distributors during the survey · for. taro 
chips as a cocktail item and canned taro as 
a fancy food delicacy. These are not being 
processed in the Islands at present but 
were packed on a limited scale prior to 
World War II. The "taro investigations," 
conducted by the Hawaii Agricultural 
Experiment Station from 1936 through 1941. 
expfored the methods of proc~ssing these 
and many bakery products from taro (8). 
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Table 1. Type, number, and value of sales of retail food ~tores · 
in selected Pacific Co~st metropo! itan markets, 1950. 

Grocery s~~res Grocery stc r es OtherMeat Fish DelicaMetropoli~_an , wlthbut tre sh with fre s~ food 
area meat marke t meat markdt markets markets tessens stores 

Los Angeles 
Number of stores 

Valu~ of sales ($1,000) 

San Diego 
Number of stores 
Value of sales ($l;ooc)) 

San Francisco 
Number of stores 
Value of sales ($1,000) 

San Jose 
Number of 
Value of 

Portland 
Number of 
Value of 

Seattle 
Number of 
Value of 

stores 
sales ($1,000) 

stores 
sales ($1,000) 

stores 
sales ($1,000) 

Pacific Coast States1 
Number of stores 

Value of sales ($1,000) 

1.335 4,280 587 75 171 
84,910 827,684 49,380 · 2,258 7,741 

197 605 58 8 12 
13,566 95. 479 3,954 224 323 

2,270 l, 518 623 69 195 
149,774 306. 9 26 50,985 4,533 11. 331 

165 255 31 8 10 
9. 296 46,402 3,162 594 450 

372 877 112 20 8 

16,648 125 .021 11.002 1,356 . 370 

832 511 157 27 48 
34 .o 33 101,988 13,365 1,074 1.677 

2,003 
122.733 

.J 
205 

8,470 

l, 125 
66,026 

111 
5,997 

306 
17.917 

333 
15,468 

8,928 16,157 2. 309 306 491 . 5,809 
471,720 2. 511. 796 186.892 13.696 2 3, 29 7 3 0 6. 9 8 2 

1oregon, washlngton, ana ca11rorn1a. 
Source: 1948 United States Census of Business, Vol. III, Retail 

United States Department ot Comme ra! ~ Bureau or the Census. 

TARO PRODUCTS AS BABY OR CEREAL 

The 1950 United States output of canned 
baey food ( both chopped and strained) was 
123 million dozen cans as ·compared with 22 
million dozens in 1940 and less than 4 
million dozens in 1934 (19). Originally, 
baey foods were sold through drug stores, 
with emphasis on their medical value; by 
19 29 they were being distributed in large 
volumes through food stores (13). The pack 
of baby foods since 1948 appears to have 
leveled off at about the 1950 level. The 
retail sales .volume of the intlustry was 

Trade Area Statistics, 

FOODS 

about $170 million in 1049, and the average 
. retail price was 9. 7 cents per 4 3/4-ounce • 
jar or can. The profit margin of baby-food 
manufacturers in 1949 was down to about'~ 
cent per jar or can (6). 

Fruits, meats, and vegetables ranked in that 
order of importanc.e as baby foods in 1950, 
followed by custards and other de~serts. 
Strained baby t"oods amounted to 78 percent 
of the pack, with chopped or junior foods 
accounting for the other 22 percent (22). 
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Competition among manufacturers and a 
µecreasing baby .population are believed 
to be the facto.rs accounting for the 
sluggishness of the present baby-food 
market. On the other hand,· it , is es
t'.imated .that 1 ess than 40 percent -of 
the potential baby market is using canned 
baby foods. The. number o( babies ·2 years 
and ~nder reached .a peak of 7.4 million 
in 19~8. It has been forecast that the 
baby population will decrease gradually 
for a number of years to come. Production 
9f ,baby . foods, however, is not expected 
to decline with the decreasing baby popu
lation (19) . . , 

Few of the baby-food. processors are in
terested in adding new produc.t:S to their 
iines _at present. They are more interested 
in devi_sing n_ew uses . for the products they 
now package. Many processors feel that · the 
present batiy-food prices are toolow and the 

Table 2, Shipments and interplant 

profit margins toonarrow for them to under
take the costly promot'ional ·process of de
veloping and introducing an · unknown food 
such as poi. An· anticipated development in 
the industry is that baby-food canners will 
branch out into· the special dietary field 
to obtain a wider use of their products by 

ill and elderly persons· (19). Should they 
expand into this field, babY-food canners 
are more likely to -become interested in poi 
as a dietary food rather than in adding it 
to their present list of baby foods. Most 
of the baby-food manufacturers are inter
ested enough, however, to want samples of 
poi for experimental purposes, 

The same comi;:e <tition ·would prevail for poi 
if it were ·to be marketed ' in dry or flaked 
form as a breakfast or baby· cereal. Pre
pared cereals had an f.o.b. plant value of 
more than two hundred million dollars ·tn 
1947 (table 2) • 

transfers of breakfast food cereals 
' in the United States, 1947, 

Value 
Kind Quantity f.o .b. plant 

l,000 pounds l, 000 do9ars 
). 

Ready to serve .... .. . 713,147 148,134 

To be cooked before sening _:. .. :: ....... .. ........... .... ... .. 773,054 69,693 

Cereal coffee substitute ......... .. ... .. ._.. ... ....... ............. .. (i.) 3,772 

Cereal preparation, kind not specified .. (1 ) 159 

Total cereal . preparation ...... ........... .. .......... .. j (1) 221.758 

,1Data not available. 
: Source: 1947 Census of Manufactures, Statistics by Industry, Vol. II, Unit.ed 

States Department or Commerce , Bureau or the Census. 

TARO PRODUCTS AS DIETARY FOODS 

The use of foods for therapeutic and diet-ary · stated that "in present day America, nu
purposes is on the increase in the United . trition is the single most important envir
St~tes largely because of the advanced · ronmental factor affecting heafth." (17) 
knowledge of thenutritional values of foods ' Fl)od faddists are rapidly spreading the 
and the emphasis on the importance of diets "heal tlt' · food gospel, al though nutrition
in maintaining good heal th. In a recent is~s. physicians, and dietitians frequently 
a_rticle, two prominent mainland physic'ians rebuke them for their occasional distortions 

http:facto.rs
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of fact and intrusions into prof~ssional 
practice. Nevertheless, th~ food faddists 
have made Americans •heal th• food conscious. 

Even though foods and diets are receiving 
greater attention, a recent analysis of the 
number and kinds of treatments given new 
patients in medical clinics in the United 
States shows that only 7. apercent are given 
a dietary treatment while 57,4 percent of 
the new patients are treated with drugs, 
The dietary treatment~ .are principally for 
digestive disorders (27. 9 percent) and 
cardiovascular ailments (13. 4 percent) ( 12). 

The increasing importance of the dietetic 
uses of food is evidenced by the growth of 
the dieteti~ canned food business. In 1949, 
the National Canners Association surveyed 
the field and found 17 packers processing 
33 products. In 1951, a repeat survey 
registered 85 canners and 53 products (3). 

Poi for Allergies 

Many diseases and disorders formerly at
tributed to other causes are now traceable 
to allergies, and the study of the causes 
and cures of food allergies is one of the 
rapidly c:!ev e::.op:.ng phases of medical re
search. ?oi anci hro flour have been used 
from time to time in treating allergies, 
principally as a cere:11 substitute, and, if 
clinical te:;ts of poi a re favorable, there 
may be a large potential market for poi. 
The actual size of this market cannot be 
determined from the many different medical 
estimates and opinions on the incidence of 
allergi,es. 

A handicap to the development of this market 
is the strong objection most adults have to 
the taste of read.i -rr.ixec poi and the incon
venience of prepan,ti.on. A few mainland 
physicians have att emp ted to p::.ace adults 
on a poi diet by mafking the objectionable 
taste with fla v-ot"L1 g. Phy5icjar:s who know 
about the nut r ~ t..:.o,.L l and l .l i:rfenic vdue 
of taro flour me: poi feel th ::i·~ perr..aps the 
flour is the better product for !=ldult ·u~e. 
Taro flour can .,e made into gruel or used 
as the principal ingr_edient for specialty 
bakery products such as cookies, breads, 
and crackers. Bakery products made from 

taro·or poi are more acceptable and palata
ble than is ready-mixed poi. 

The greatest mainland market for poi would 
result from the physicians• recommendations 
for its use in diets for babies with aller
gies. Most babies take to poi readily, and 
poi is not likely to cause an allergy. 

Poi for Gastrointestinal Disorders 

Some 15 million people in the United States 
suffer from ulcers at one time or another 
during their lifetime. More than a ha,f 
million ulcer patients receive medical 
treatment or are hospitalized for at least 
1 month during the year. Practitioners of 
internal medicine in Hawaii indicate that 
poi has great value in alleviating gastro
intestinal difficulties (9). 

One mainland physician ·reports good results 
with poi in a limited number of ulcer and 
other gastrointestinal cases. 6 The follow
ing is a quotation from . the physician's 
letter. 

"I feel that it CpoV is· a •ery- •alua
b l~ carbohydrate supplement for infant 
diets and I also have used it extensively 
foe adults who have gastrointestinal dis
funct.ion •. We have found .it very vcrluable 
in the treatment of peptic ulcers, during 
conv:1 :J.e scence, following acute .i:.ine ss, .in 
the postoperative state, and olso in the 
aged individual who so freq:1ent ly l,09 di

ge •tive disturbances," 

The physician stated t~at o~e major ad
vantage of using poi wa :; t~Pt It le ft no 
secondary effects st1c:. :i.i:-. ·:0ustir~. tion, oc
cation ally enco1•ntP..c~c1 w'.F.::1 usin g pharma
ceutical treabt:..1 >£, In ndc1i U0r. , poi has 
a food value t!Jll.t is l:.. ~'., !.ng ~n most medi
cal treatments . 'i'he L·L•l ~':!edings, however, 
were on too l1mi. t~d ~ n.::a.l~ to be considered 
conclusive. The di;:;esti ~:i!..i tY of poi, its 
''softness" on t he g'.:;.s cr'1i !ites~inal linings. 
and its alkaline resi_e:ae.. l effects seem to 
be the properties th a t make poi valuable 
for alleviating many gastrointestinal dis
turbances. 

61ntormat1on trom Dr. Rachael Jenkins, Lomita, 
Cal1!om1a, g1ven to Thomas T. Tate1sh1 Company, 
Honolulu, Hawa11, October 18, 1961, 

http:prepan,ti.on
http:c:!eve::.op:.ng
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The ease of digestibility gives it P.romise 
in other fields, too. Elderly people, 
people with no teeth, and postoperati ves 
are pros~ective clients fqr soft foods. 
Being a carbohydrate food and relatively 
high in caloric content, poi provJdes an 
easily obtainable source of energy for con
valescents and a nutrit'ious ·food for those 
who might be suffering from malnutrition. 
Also, the ready utilization of the calcium 
and .phosphorus in poi is· of importance to 
the nutritional and . physical well-being of 

( elderly people as well as of youngsters. 
The number of aged in the population of the 
United States is steadily increasing. To
day, some l2 million people are 65 years 
ol~ or older, and by 1980 the number is ex
pected to rise to 24 million (11). 

Poi in ~ow-Sodium Diets 

• 

Anoth~r possible but unexplored use of poi 
in d.iet therapy is. in the field of feeding 
hypertension patients. A diet low in salt, 
fluid, and protein but relatively high in 
carbohydrates is prescribed for persons 
suffering from a chronic heart disease with 
edema. The rice diet, low in sodium, is 

PROBLEMS OF MARKETING 

fr.omo~ional anq Educational Problems 

If the mainland market {or poi as a dietary· 
fo~d is to be developed and firmly es- 
tablished, c.o.nsiderable promotional effort 
will have to be expended to accomplish the 
task. 

It is difficult at best to acquire new 
consumers when selling an unknown pr.o
duct. Fio~ h,biis change slowly, and 
usually there must be a strong motive 
for a. person

. 
to change

. 
his eating habits 

or to buy an unknown food. The two prin-
cipal motives f9r changing dietary habits 
are fashion and heal th. ( 18). The "heal th" 
aspect's are important when selling poi 
as· a special dietary food, while the 
"fashion" asp_ects are more important for 
selling poi through fancy food stores and 
del icatessen·s. ' 

per~aps the most widely used hypertension 
diet, but it has been observed that the 
rice die.t is generally unpopular among 
patients (especially ambulatory patients), 
~d many medical researchers believe that a 
more palatable substitute diet is needed. 
Future investigations are planned to test 
diets that are more palatable and that 
would provide a higher carbobydrate content 
than does the rice diet (14). 

Poi has a low•sodium content. Chemical 
analyses show a sodium range of from . 0020 
to ,0076 percent in air-dried, cooked taro 
(16), · This sodium content is .low enough 
for taro and poi to be used in low-sodium 
diets. Patients already on a salt-free or 
"severely restricted" diet are generally 
accustomed to eating bland foods so poi 
should be acceptable to -most adults on this 
type of diet. The greatest drawback to 
those persons on a "moderately restricted" 
salt diet would be i tslack of palatability. 

A prominent mainland nutritionist reports 
that the potential market for low-sodium 
foods is thought to be about as large as 
the present baby-food market of some 123· 
million dozen cans annually (2), 

POI ON · THE MAINLAND 

Some basic work was done more than a -decade 
ago with taro flour products among the 
medical profession, but the effects of the 
initial promotional efforts have been 
largely dissipated. The least expensive 
and most effective means of establishing a 
dietary market would --be clinical research 
work conducted by reputable medical men. 
Most new dietary products are introduced to 
the medical profession and ·then to the 
public in this manner. The clinical work 
sqould be done on the Mainland to establish 
the -special dietary usefulness of poi under 
mainland conditions. If the results were 
favorable, as anticipated, their dissemi
nation through medical journals would be 
highly effective in introducing the product 
nationally. Physicians must be sold on a 
new product before the consumer market can 
be developed. A little support from the 
doctors, and the market for poi could be 
expanded. 
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The market for poi as a dietary food will 
develop at a slow pace until the manufac
turers or distributors provide instructions 
and information on the preparation and use 
of the product on labels or in leaflet forms. 
The lack of this basic information is one 
of the major complaints of mainland dis
tributors. Dealers complain that the labels, 
as used by local canners and distributors, 
are practically usel_ess from the standpoint 
of in forming the consumer as to what the 
product is, howit can be prepared and used, 
and how it should be stored, As an example 
of the need for informing the trade and 
public about poi, many complain ts are_ re
ceived by mainland dealers that the· poi is 
spoiling. Canned poi is usually slightly 
acid with a tangy taste, and many persons 
first tasting it assume that· the product is 
spoiling. Distributors, retailers, and 
consumers need to be in formed about this 
characteristic of poi. 

One of the basic problems in the marketing 
of poi is that consumers (over a year old) 
dislike the taste of the product. In a 
recently conducted consumer survey it was 
found that ·uhabitH and ~like the taste" 
accounted for n ai rly 60 percent of the 
reasons for the choice of foods. "Dislike 
the taste" was foremost (23 percent) among 
the reasons of the "don• t eat" - ers for not 
eating certain cereals. Significantly, 
less than 10 percent of the reasons given 
by consumers for eating certain cereals 
were attributed to food values (4), This 
may be t•rue for basic or staple foods, but 
food values play a more important part in 
selling special dietary foods. Neverthe
less, physicians generally agree that, un
less the food is ·palatable, patients cannot 
be retained on a strict diet. Patients 
either break the diet or are constantly re
questingt the doctors for substitute foods. 
In extreme cases, if there is hope for re
lief, patients will endure almost any un
pleasantness. 

Artificial flavoring of poi to overcome the 
taste objections of children and adults has 
been frequently advocated. The purpose of 
flavoring would be to increase the accept
ance of poi by giving the bland product a 
pleasan't flavor. This might prove a diffi-

cult problem, and some physicians, particu
larly allergists, are opposed to adding any 
flavoring ingredients for the simple reason 
that the patient might be allergic to the 
ingredients added. If ingredients need to 
be added, the allergists themselves prefer 
to prescribe the kinds and quantities to be 
mixed with the poi. 

Precautions in Preparing and Selling 
Poi as a Dietary Food 

Although there are many opportunities for 
marketing poi fol:' various dietary uses, 
there aremany responsibilities and possible 
liabilities involved in preparing and dis
tributing the product for this market. The 
processor would have to be extremely care
ful in the sanitary preparation of the pro
duct, in maintaining strict controls over 
quality, and in abiding by all the regu
lations pertaining to . the production and 
labeling of foods for special dietary uses. 
If poi is to be advocated for special 
dietary uses, the claims and statements on 
the label or accompanying literature should 
be approved in advance by the Federal Food 
and Drug Adninistration. 

' 
The Federal Food, Drug, and Cosmetic Act 
prescrihes certdn regulations for the oanu
facture, labeling, and advertising of the 
i terns listed in the title of the Act (21) 
and shipped in interstate commerce. Strict 
definitions of a food and regulations for 
its 1abelin g are provided in the Act. The 
definition of a food for special dietary 
uses is as follows: 

Regulation •. 1.11 (a) The term "special 
dietary uses," as applied to food for man, 
means particular (as distinguished from 
general) uses of food, as follows: 

fl) Uses for supplying particular diet
ary needs which exist by reason of 
a physical, physiological, patho• 
logical. or other condition, in
cluding but not limited to the con
ditions of disease,, convalescence, 
pregnancy, lactation, allergic 
hypersensitivity to food, under 
weight, and overweight; 
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(2J Uses for supplying particular diet~ 
ary needs ·which · exist by rea~bn of 
age,' including but not limited to 
the ages of infancy and childhood; 

( 3 J Uses for supplementing ·or fortify
ing the 6rdinary or isua) _di e t with 
a n y · v"i t a mi n , m i n e r al , · o r o t h e r 

dietary property, , Any such parti
cular use of a food is a special 
dietary use, regardless of whether 

/ -t ,, such food also p~rports to be or ~s 
represented for general use, 

If a food purports to be or is represented 
for any special dietary use · by man, its 
label must ·bear a ·statement of the dietary 
properties upon which such use is based. 
Also, if a food is represented or purpe1rts 
to ,be a ·treatment for a disease resulting 
from a dietary deficiency in man, its· label 
must contain adequate directions for such 
use. . In addition, if a food · is represented 
or purported to have special dietary use 
for man by reason of ·its vitamin content, 
min.eral properties, hypoallergen"ic pro
perties., or is recommended for infants, or 
in the control of body weight, or in dietary 
management. with respect to disease, the 

' label · must bear certain speci fie information 
on each · claim made. In brief, these are 
the principal precautions a manufacturer 
must observe if he intends to comply with 
the Federal Food, Drug, and Cosmetic Act 
(20). 

As yet the Act has not been extended to 
<: over the label -requirements for low-sodium 
foods inasmuch as· this field is . in the ex
ploratory ·state of development. Neither 
does the Act prescribe the percentage of 
solids that special dietary foods must con
tain. This is left to the individual manu
facturer to determine on the basis of his 
estimation of ··consumer preferences. The . 
Act does apply, · hbwever, if the solids con-. 
tent, on ari 'alysis·, is below that stated on 
the label. 

The Federal Trade Commission is responsible 
for. the policing of adverthiing claims in 
the ·food and drug field: The Federal Food 
and Drug Administration, . however, has juris
diction over pamphlets, leaflets, or other 

. 

types of advertising _literature that make 
claims for a certain prol;luct and accompany 
it in the distribution process. This type 
of advertising is considered to be a part 
of the label. 

The Ameri can Medical Association, through 
its Council of Foods and Nutrition, is also 
interested in the adve.rtising claims of · 
food manufacturers and di.stri butors. It is 
concerned only with the . Labeling and adver
tising of special dietary foods of manu
facturers who apply for the Coun.cil' s seal 
of acceptance. The seal is -generally' im
printed on the label. To obtain the privi
lege of using the seal, the: manufacturer or 
distributor must meet and abide. by certain 
basic rules the Council has e s.tablished. : 
The. seal has a tangible goodwill and -adver
tising value, and .many manufa-cture·rs aHow 
the Council to rule on their advertising 
claims and program for the privilege of 
using it (23). 

Containers and Storage Life 

Canned, ready-_mixed poi is sold on the 
Mainland in various typf!s and sizes of con- . 
tainers. .Two canners pack 13 ounces of .poi 
(net weight) in a glass jar having a screw 
1 id. Another packer puts up a 16-ounce 
glass jar of poi and also a 9-ounce tin. 
Anothe~ canner packs poi in a 
ounce can. Frozen fresh poi 
plio"film bag_s (some in cotton 
taining 2 or 4 pounds. 

l-pound .12~ . 
is sqld in 
bags) con

Consumer preference for glass containers is 
increasing rapidly; moreand more ·baby foods 
are being packed in glass. Tin · r epoi:tedly 
imparts an unsavory taste to the poi. The 
relative :merits of the two t ypes of con
tainers for poi should be thoroughly tested. 
Vacuum-type 1 ids are pref erred to the 
screw-type on glass containers to permit 
easier opening. 

To meet . the needs of the infant trade and 
delicatessen markets, · a 4 1/2-: to 5-ounce 
container is needed in addition to the 
larger sizes. The larger sizes are satis
factory_. w~en a considerable amount of poi 
is to be consumed in a short period of 
timE!, such as at aluau, - or if a person 
eats poi fra:iuently. 
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Another sales drawback is that little is 
known about the storage characteristics of 
canned poi. It should retain its quality 
and composition for a year or more. Baby 
food manufacture rs require that their pro
ducts have at least a 1-year shelf life, 
preferably 2 years. 

It was learned during the mainland survey, 
and later substantiated by local distribu
tors, that canned, ready-mixed poi (18 per
cent solids) is too thick for convenient 
consumer use. The poi becorres caked within 
a couple of months after being canned, es
pecially in th·e colder mainland climates, 
making it difficult to use and destroying 
its convenience of serving. Processors 
claim that 16 percent solids poi would be 
easier to can and would hold its consisten
cy much longe·r than the 18 percent poi. 

Type of Pro duet 

Most physicians familiar with the special 
dietary value of taro .and poi are more 
familiar with taro flour than with the 
canned, ready-mixe_d; poi. The taro Bour 
was marketed in the States prior to World 
War II under various trade names whereas 
canned, ready-mixed poi has never been pro
moted on the mainland markets, · 

Taro flour has many ad\a.ntages over canned, 
ready-mixed poi: (a) It is easily stored 
and retains its qualities in storage for a 
longer time; ( b) it is less costly to trans
port and store; (C) much of the objectiona
ble taste of poi is destroyed when taro is 
dehydra. ted and ground into flour; and (d) 
its alternate uses are greater (it can be 
made in to cookies and other 1:akery products 
or diluted to a baby bottle mixture). 

On the other hand, canned, ready-mixed poi 
has several advantages over taro flour: 
(a) Ready-mixed poi can be served without 
further preparation (~nen not chilletl and 
caked) and can also be dHuted for baby use:. 
This is its greatest selling point since 
consumers are willing to pay extra for con
venience of serving. (b) .The retail pack
age is small, and the cost per unit is rela
tively low--35 to 45 cents retail for a 13-
ounce jar on the Pacific Coast as compared 

with $1. 27 or more per pound wholesale for 
taro flour f.o.b. Honolulu. 7 A 13-ounce 
jar of ready-mixed poi contains an equiva
lent of a bout 2 1/2 ounces of taro flour: 
the balance is water. A pound of dry ma
terial in ready-mixed poi costs consumers 
from $2. 50 to $3. 00, Consumers, however, 
are willing to pay more for a pound of dry 
material in ready-mixed poi than for a 
pound of taro flour because the ready-mixed 
poi is sold in small units and in a more 
convenient form. 

Harke tin; Channels 

At present, canned poi is marketed princi
pally through fancy- food and "ha al th" food 
stores. The markup in these outlets is 
high--usually 50 to 75 percent of cost--and 
the turnover is slow. Many physicians an_d 
rela ted techn.icians were found to re an tago
nistic toward "heal th" food stores because 
of the-ir alleged encroachment on certain 
functions of the medical · profession. This 
animosity tends to mak~ 1'ooalth" food stores 
a questionable channel of distribution, 
particularly if reliance is placed upon the 
medical profession to endorse and promote 
the sale of poi. At present, ho~ever, 
these stores are the logical outlets for 
the small volume of poi sold on the Main
land. Regardless of their reputation among 
the m-edical profession, ''he al th" food 
stores a re increasing in number and in 
caliber of service. 

Drug stores also handle certain special 
dietary foods. For example, the Borden 
Company markets a number of milk substi
tutes--Mull-Soy, a substitute for cow's 
mitlk, and Bremil, a substitute for human 
milk--through drug stores only. In 1951, 
drug stores sold 23 percent of all infant 
cereals andSO percent of all milk modifiers 
and formulas sold at retail to civilians 
(15). Drug stores are much more convenient 
outlets for consumers than either ~1leal th" . 
food stores or delicatessens, but they pre
fer to handle merchandise having a rapid 
turnover. 

More and more supermarkets are adding 
special dietary · food sections. niese out-

7rnrormat1on tram Pac1!1c Farms, Honolulu, 
Hawa11, given to organon Inc., orange, New Jer
sey, January 23, 1951. 

• 

.l 
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lets would be the logical° marketing channels 
for Hawaiian poi if it were better known 
anq ad~quate supplies were available. 
Supermarkets are convenient shoppin~ centers 
and account for much of the volume of the 
grQcery trade. Supermarket markups are 
gen~rally · lower than those of specialty 
stores, hence the price to consumer might 
be lower than at present. 

Selling prices of the canned, ready-mixed 
poi varied from store to store and city to 
city. The 13-ounce jars retailed from 35 
to 45 cents each, whereas the 9-ounce can 
sold 'for as much as 60 cents each'. The 1-
pound 12-ounce can retailed for about ~5 
cents. Mainland distributors genera1ly buy 
the poi outright at f.o.b. Honolulu prices. 

Supply 

The greatest problem in selling poi on the 
Mainland, even through the few "health" . 

PRODUCTION 

With approximately 75 percent of the Terri
tory's population on Oahu, most of the poi 
produced in the Islands is consumed in or 
around Honolulu. The quantity· of poi milled ' 
from taro and consumed on Oahu from 1943 
through 1951 is shown in table 3. · In 1951, 
roughly 5 million pounds of poi were used 
on Oahu by a population of slightly more 
than 300,000. Consumption was ~bout 16 
pounds per capita. In 1932, slightly more 
than 6 million pounds of poi were consumed 
on Oahu ( 1). The population then ·was · 
207,800, hence consumption in that year:. was 
about 29 pounds p·er person • .. People of 
Hawaiian ancestry eat considerably more poi 
per person than do Caucasians or Orientals. 
For example, in i936 it was estimated. that 
70 percent of the poi was consumed by 
Hawaiians (8). 

Increasing ,population on the island of Oahu 
has caused a shift of good taro land to 
higher economic uses. Soil diseases, in
sects, and water problems impair the pro
ductivity of the remaining taro land. More 
and mor~ of Oahu's taro and poi supplies 
are furnished by the neighbor islands (table 
3). About half of the taro receipts from 

food outlets, ·· is inadequate supplies. Many 
stores have calls for the product but can
not obtain it even when supplies for export 
are available in Hawaii. This was found to 
be particularly true in Los Angeles, where 
only a small, scattered supply of poi was 
found in retail stores during the survey. 
The situation is most distressing when the 
supply is suadenly cut off from an active 
market. This usually happens during a 
shipping strike or when taro supplies are · 
short in the Islands. When taro supplies 
are short, Hawaii distributors give pre
ference to the local market. Mainland 
physicians who know of the dietary value of ' 
poi turn to it as a last resort when no 
.other food seems to be satisfactory. 6 One 
of the principal reasons is that the supply 
is so . undependable that doctprs try all 
other possibilities first . The mainland 
market cannot be developed and expanded un
less a continuous and su.fficient supply is 
guaranteed to mainland distributors. 

IN HAWAII 

the outer islands come from Kauai, about 30 
percent from Hawaii, and the remainder from 
Maui and Molokai. In addition, large quan
tities of fresh : poi are shipped from the 
outer islands to Oahu. 

Taro production iri 'the Islands since 1943 
is shown in table 4. Acreage and production 
have gradual,ly decre.ased .in th.e Territory... . ... , 
during the past 8 years. While acreage and 
production have dropped off materially on 

on Mau.i-- has increased and is .·, Oahu, ac~eage 
above the 19_44-1945 level onsubstantially 

Kauai. 

All the taro. produced in the Territory, ex
cept that in the Kona .district, is produced 

·under wetland culture. Wetland production 
requires the planting, growing, and harvest

. ing of . taro on land that is cpvered by 
water.' Taro growers are finding it more 

'• and 'more difficult to obtain labor to work 
·in · the muddy taro patches. The Kona output 
of . dry land ,taro accounts for only 5 per:Cent 
of the Territory• s production, .- but there 
are large acreages of idle land on the 

8rnronnation rrom Richard A. Klein, Chicago,
Illinois, May 3, 1952. 
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T.able 3. Oahu supplies of taro ' and poi, 1943-51. 1 

p O iT G r 0 

Year Total Milled on ·Total marke tProduction2 Unloads 3 unroads 4 .supply -Oahu supply 

1943 

1944 
1945 

1946 

1947 

1948 

1949 

1950 

1951 

10,031 

9,002 
9,315 

. ' 6,135 

· 5,800 

6,400 

6,600 

· 5;29cp :. ·, 

,. •'.
5; 300 

•,• 

1,000 pounds 

1,173 

841 
1,759 

1,594 

2,402
. • 

3,167 

3,06.S 

2,866 

3,013 

11,204 6,722.4 

9,844 5,906.4 
11,074 6,644.4 

7,729 4,637.4 

8,202 4,921.2 , 

9,567 5,740.2 

9,665 5,799.0 

8,156 4,893.6 

8,313 4,987.8 

l,000 pounds 

(5) 6.722,46 

(~) 5·,906.46 
170, 2 6,814,6 

'. . . 6 
(5) . 4,637.4 

(5) 4. 921. 26 

279. 7 6,019.9 

152.7 5,951.7 

15 2. 8 5,046.4 

328.8 5;31s.6 
-

1unload data ror 1943-45 include only steamer unloads; data ror years 1946 through 1951 
include stearoor and plarie unloads. 

2Est1mates based on· ni1111ngs except ror 1943, 
3M1111ngs rrorn total taro supply, assuming a 60 perc;:ent recovery or po1. 
4Does not lnclude pol In Jars and cans tor retail sales. 
5oata not available. 
6Data 1ncomple te. 
Source: Market Statistics (annual); Statistics of LJiversified Agricult.ure . i .n Hawaii (annual); 

Hawa11 Univ . . A~rr., Ext. Serv. 

Table ·4, Taro production and acreage, Territory of Hawaii, by islands, .1943-Sl. 1 ' 
----------------------'-------.:..----------,-~--'-----·· 

Kauai Molokai 
Year Oahu Hawaii and and Territory

Niihau Lanai 

l, 000 · l, 000 l, 000 l, 000 j 1-, 000 l,·O 00 
pounds acres pounds acres .pounds acres pounds acres f pounds acres · pounds acres 

19432 .- 17,136 1,042 

1944 9,002 488 4,025 235 995 74 1. 350 88 63 2S 15,435 910 .. 
19453 9,315 446 3,615 223 1,080 60 1,975 94 165 34 16.150 857 

1946 6,135 433 2,190 192 975 52 2,085· 105 95 20 11,480 800 

19473 5,800 418 . 2,490 223 l, 305 65 2,775 205 245 19 12,615 .930 

1948 -6, 400, , 462 2,650 238 1,575 82 3,340 210 230 23 14,195 1,015 

1949 ' ' 6, ·600 462 2, 500 190 . l. 270 85 3,200 175 330 32 13,900 944 

1950 5,290 426 2. 500 158 1,400 91 2,250 169 300 30 ll, 740 874 

1951 .. 5,300 .. 411 2,150 153 l. 350 95 2,530 162 500 50 11,830 871 

1Acreage ls average acreage durln~ _given year• . 
2Data: not 'avaHable ·by Islands. · 
3Island acreages · ara estimates. 
SourCB: Statistics of Diversified Agriculture in Hawaii (annual), Hawa11 Unlv. Agr. Ext, Serv. 

http:5�,906.46
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island of Hawaii that might b~ suitable for 
mechanized production of dryland taro. How
ever, field tests, extending over at least 
a 5-year period, need to be undertaken to 
determine the economic feasibility of such 
plantings. 

Price and Acreages 

Accompanying the decreasing demand and supply 
has been a rise in the price of poi due to 
rising costs in processing, packaging, and 
growing. The higher prices further retard 
demand for poi as consumers gradually shift 

... to the less expensive rice and potatoes. 
The Honolulu retail price of standard poi 
rose from less than 10 cents a pound prior 
to World War II to 22 cents a pound in 
November 1951, Rice, on the other hand, was 
retailing for 10 and 11 cents a pound in 
November of 1951, and potato prices averaged 
6 to 8 cents a pound. 9 This difference in 
prices among these basic commodities is re
sponsible for much of the substitution of 
rice and potatces for poi, even by persons 
of Hawaiian ancestry. 

' 
During World War II, the Office of Price 
Administration controlled taro and poi 
prices on Oahu from August 1943 to October 
1946. The price for Grade A taro was set at 
3.1 cents a pound, pulled, sacked, and de
livered at roadside. The maximum wholesale 
price allowed for standard poi was 11 cents 
a pound; at retail the ceiling price was 
set at 13 cents a pound. Ready-mixed poi 
was to be retailed at no more than 9 cents 
a pound. The Office of Price Stabilization, 
established after theoutbreak of the Korean 
War in 1950, set ceiling prices for taro 
and poi on November 20, 1951 (9). The re
tail ceiling price of standard poi was set 
at 22 cents a pound; ready-mixed poi in 
bulk or in packages, at 17 cents per pound; 
ready-mixed poi in 13-ounce jars, at 33 
cents; and ready-mixed poi in 28-ounce tins, 
at 66 cents. Wholesale ceiling prices were 
set at approximately 80 percent of the re
tail selling price. Taro ceiling prices 
were to be no more than 6 cents a pound. 

91nronnat1on rrom the Research and Statistics 
section or the Turritortal Department or Labor 
and Industrial Relations. 

Apparently, production of taro from 875 to 
900 acres is adequate to supply the poi 
needs of the Territory• s present population 
at the current rate of consumption. Nine 
hundred acres will produce roughly , 12.5 
million pounds of taro which in turn yield 
about 7.5 million pounds of standard poi. 

The amount of taro acreage planted appears 
to follow a cyclical pattern, resembling 
the production cycles of other agricultural 
crops. A short supply of taro brings about 
a high price; also, not enough poi is 
available for the local market. New plant
ings inc·rease, resulting in bumper crops a 
year or two hence, and prices to growe·rs 
fall. The reaction of taro growers to low 
returns is a decrease in plantings, thus 
starting another eycle. This cyclical pat
tern of price and acreage creates an insta
bility in the taro and poi industries as 
depicted in chart 1, which shows the acreage 
lag in relation to .price. An expanding 
mainland market could provide a means of 
breaking the price-acreage cycle. With ex
panding sales, taro grower6 could be as
sured of a more stable industry and an up
ward trend in production. 

Poi Nilling Capacity 

A survey of the poi mills in the Territory 
in May 1951 revealed that there was adequate 
mill capacity for increasing poi production. 
Some 32 mills were in operation at that 
time, of which one third were on Oahu. 
The total weekly capacity10 of the mills 
was about 800,000 pounds of taro; almost 
half of the capaci cy was on Oahu. The mills 
were operating at less than 30 percent ca
pacity at the time of the survey. In May 
1951 taro was short and the millers indi
cated that they were operating about 5 per
cent below their normal grind. The largest 
poi mill has a capacit.Y of 150 bags of taro 
a day and, at the time of the survey, was 
operating at about 70 percent capacity. 
Six of the largest poi mills ( four are on 
Oahu) represent about 45 percent of the 
total territorial capacity, However, exist
ing mills could more than double their poi 
output if a market were available and taro 
supplies were abundant. 

10capac1ty was considered to be the proceRslng 
or one ru11 cooker or taro a day. Cookers var1ed 
in capacity rrom 10 to 90 100-pound be.gs or taro. 
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Chart, Territorial taro acreage and annual average prices of taro, 
1944-51 1 
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1F. o. b. roadside price to millers. Pr:ices are weighted ror grade and seasonal vol.ume. 
Source: St~tistics of Diversified Agriculture (annual), Hawa11 Un!v. Agr. Ext. Serv. 
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