4 \,middléiincongie, and upper-income consumers try to satisfy theiitwants. ~
Thevarietieg of products to be found differ among the locationg and

. With-mflocat:ions.bet’wegn types of esta:bliishn{ent. So.do thgfpribeg{“'fdr -

e ping. The new varjants may and pro‘ba‘bly‘kd' affect the prlces of the
~ Pbroduce in the,\séklocations. vommissioner Rogs mentioned the problem
- of one of my New York ;frijends who said the way that;‘bacontpric,es' '

brand so that the consumers have no kaltyernativle"but, to buy the other
brands which appear at higher prices and may be really no different
in quality. : ; Ehae L
~ Under the circumstances, consumers have no way Presently of

knowing whether g price change is quite general or how persistent it is

' ‘likely to be. If new,bmndsi appear and familiar brands disappear, the

%o questions op marketing Practice that would require some
explanation, i T U R s I e ]
- If the range of prices for standard brands of coffee were ‘higher 2

. consistently in supermarkets of middles»income suburbs—whether you
‘ca,H*Nassau-‘Suﬁ*olk middle income or not——. Ll s R ST
 Mr. RosenTrar, Uppe‘r‘miqldle income ?

that are stocked, S T i e T o

Similar schemes for descri»bing the ranges in price,changes could be

- developed. Whep the prices fop particular products change, the effects

- ondifferent, classes in the Population can he judged by such location or
classifications of the‘repo'rt‘ihg es;ta}:).lishmen:t.;s. » e o




