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Extension Notes:
How Smart Food Shopping Can Pay O ff For You

Is your food bill climbing 
higher with every shopping 
trip? Does it cost more to feed 
your family every month?

“ Inflated food prices are 
not in the shopper’s control. 
But food costs involve more 
than the actual price of items,” 
reports Sue Gangler, Wgrm 
Springs Extension Agent.

Smart shoppers can have 
better control over their food 
money & spend less than they 
might by using helpful Shop­
ping tips, recognizing store 
techniques to encourage over­
buying, & comparing prices,

COMPARE COST OF BRANDS & SAVE

P r ic e s  can  v a ry  a g r e a t  b e tw een  d i f f e r e n t  b ra n d s  o f  fo o d s .

N o rm ally , n a t io n a l  b ra n d s  a r e  more e x p e n s iv e  th a n  s t o r e  b ra n d s .

Q u a l i ty  & p e r s o n a l  p r e f e r e n c e  p la y  a b ig  p a r t  h e re  in  c h o o s in g  

one b ra n d  o v e r a n o th e r .  O fte n  s t o r e  b ra n d s  a r e  th e  same q u a l i t y  as 

th e  n a t i o n a l  b ra n d s  - sh o p p e rs  j u s t  a r e n ' t  p a y in g  f o r  th e  n a t i o n a l  

a d v e r t i s i n g .

T h is  c h a r t  shows th e  p r i c e  ra n g e s  b etw een  s e v e r a l  b ra n d s  o f  c e r t a i n  

f o o d s t u f f s .

Food Item , B rand À Brand B B rand C Brand

Canned k e r n e l
. | |

co rn  (16 oz) $ .33 $ .35 $ .39 $ .4 0

Canned p each es
(16 oz) $ .33 $ 39 $ .46 $ .55

P ean u t b u t t e r
(28 oz) $ 1 .49 $ 1 .5 5 $ 1 .7 2 $ 1 .7 9

Cake m ixes
(18 1 /2

oz) $ .55 $ .59 $ .66 $ .66

V e g e ta b le
s h o r te n in g

(48 oz) $ 1 .4 9 $ 1 .85 $ 1 .8 5

D ish  soap
(32 oz) $ . .68 $ .94 $ 1 .1 3 $ 1 .4 5

added Sue.
Try out some of these 

shopping ideas this week. See 
which can make a difference 
in your grocery bill.

Shop once a week if pos­
sible.This saves time, effort 
and money.

Shop alone. Other family 
members may tend to pick up 
snacks and other items not 
actually needed. Children may 
pressure for cereals and other 
foods or snacks they have seen 
advertised on TV.

Shop on a full stomach. 
Shopping when you are hungry

encourages you to buy more. 
Everything looks good, partic­
ularly those things that are 
ready to eat at the moment.

Shop with a list. And stick 
to it unless you find some 
additional good buys.

Avoid over-buying. NO food 
is a bargain unless you can 
use it. It’s easy to get carried 
away when there is a good 
special on perishable items 
such as fresh fruits and veg­
etables.

Use weekly newspaper specials 
& coupons to your best advan­
tage. Stock up on staples & 
family favorites when they are 
“on sale.” Specials & coupons 
can be a substantial savings to

Watch Out For 
Store

Psychology
Grocery stores encourage 

shoppers to overbuy or buy 
more than they need. Recog­
nize “ store psychology” that 
can inflate grocery spending.

Impulse item s, such as 
candy, magazines, gum, etc., 
are near the checkout counter. 
This encourages you to pick up 
items while waiting in line.

Aroma. It takes extra re­
sistance to not buy freshly 
baked goodies when the bak* 
ery, usually near the store 
entrance, is wafting our de­
licious aromas.

Mass displays. There is 
something about a mass dis­
play or big baskets that sug­
gest lower cost. Check to see if 
these really are bargains.

Multiple pricing. This has 
a power of suggestion that 
your are  getting a bargain. 
Sometimes there is a small 
saving by buying two or three 
item s but 3 cans for 99 is 
really 33 cents a can so buy 
the amount that you can use.

Placement of food on shelf 
and throughout the store. Sta­

you.
Compare brands of an item 

Try less expensive brands on 
your family, there is little or 
no difference in quality.

ple items such as sugar and 
flour which you are likely to 
buy are often on bottom shel­
ves. New products and impluse 
type items such as cookies and 
snacks are usually at eye-level 
or they may be in mass dis­
plays at the end of a counter.

Related foods often tempt 
your appetite and cause you to 
buy foods you may not really 
need. It is hard to resist dips 
and cheese placed next to 
crackers, or shortcake next to 
fresh strawberries.

P rices can vary a great 
between different brands of 
foods. Normally, n a t i o n a l  
brands are more expensive 
than store brands.

Quality & personal prefer­
ence play a big part here in 
choosing one brand over a- 
nother. Often store brands are 
the same quality as the nation­
al brands - shoppers just aren’t 
paying for the national adver­
tising.

*

Where To Grocery Shop?
From The 

Community C enter
In response to many re ­

quests for coffee to' be furn­
ished during meetings held at 
the Community Center, we 
have decided to offer this ser­
vice as a part of our regular 
meeting room policy. Coffee 
requests must be made at the 
time you reserve the room and 
it would be a good idea for you 
to call again the day before 
your meeting to double check 
with us.

This service will include 
the amount of coffee you spec­
ify, cups, sugar and cream . 
Community Center staff will be 
responsible for starting the cof­
fee in time to have it ready for 
your meeting and cleaning up 
afterw ard. Should you need 
more coffee, they will prepare 
a second urn upon request. 
Charges for this service are as 
follows and the Community 
Center will bill your Depart­
ment at the completion of your

meeting:
Small Urn (40 cups) - 

$6.00.
*/2 Small Urn (20 cups) - 

$3.00.
Large Urn (55 cups) - 

$8.25.
In the past, we have al­

lowed the departments to “re­
turn coffee to us for coffee 
borrowed.” This has been un­
satisfactory; therefore, as of 
this date, no other coffee ar­
rangements (than the one in­
volving charges mentioned 
above) will be made.

Since we have only two 
urns available, those meetings 
requesting urns first will be 
given preference. Charges for 
coffee will be made to those 
meetings cancelling after the 
coffee has been made. We hope 
this new service will assist you 
in scheduling meetings using 
the Community Center.

Your choice of a grocery 
affects your overall food bill. 
Store location, distance, type of 
store, & selection & quality of 
goods are personal consider­
ations when grocery shopping.

Also, frozen or refrigerated 
foods may not be in. satisfact­
ory condition upon returning 
home. However, a desired 
food selection & quality may 
justify a shopping trip  to a 
distant location.

Food prices vary between
When living in Central tyP*? of stores. Grocery stores 

Oregon, store location is a *nt° three general categor- 
realistic & important factor in *es: Superm arkets, discount 
shopping. Lower grocery prices tood stores, & small groceries, 
found in a neighboring town The latter includes 7-11 type 
may actually cost more due to stores & neighborhood corner 
traveling costs. groceries.

This c h a r t  r e f l e c t s  th e  range o f grocery  p r ic e s found in  sup erm ark e ts , 

d isco u n t food s to r e s ,  & sm all g rocery  s to r e s .  With the  ex cep tio n  of 

ground beef & orange's, a l l  the  fo o d s tu ffs  l i s t e d  a re  o f the  same brand .

Food Item superm arkets in  
C en tra l Oregon

sm all g ro c e r ie s  
in  C en tra l Ore

d isco u n t food 
s to re s  in  Bend 
& P o rtlan d

1# ground beef $ 77- .89 1.15 .79 ;

American ( s l ic e d ) $1.35 - $1.49 $1.39 - $1.53 $1.19 - $1.20
cheese '

1 oranges $ 20 - $ .33 $ 20 .39 $ .13

1 lo a f  b read .63 $ .63 '$  63 - .67

10# f lo u r $1.88 - $1.99 $1.90 - $1.99 $1.54 - $1.55

5# sugar $1.19 $1.33 $1.29 - $1.35 $ ..0 1  - $1.09

Discount food stores can 
charge very low prices on 
most items, due to fewer store 
services offered to the cu st­
omer. The shopper does part of 
the labor by marking & boxing 
his own groceries.

Generally, superm arkets 
have lower .prices than grocer­
ies, although this varies. Shop­
pers should compare prices of 
like items between their favor­
ite stores to know the cost 
differences.


