SOME CONSUN ER OPI[N]IONS ABOUT EGGS AS AFFECTED
‘ BY SELECTED EGG CARTON COPY ’ .

o Thomas -:Chariee Clark

A TheS1s Submltted to the Faculty of the ,b :

DEPARTMENT OF AGR]ICULTURAL ECONomes‘ e

In Partlal Fulflllment of the Requlrements _'
| For the Degree of
MASTER OF SCIENCE S
In the Graduate College

UNIVERSITY OF ARIZONA l




- TABLE OF CONTENTS ' -

‘. 1 INTRODUCTION DT

Ob]ectlves.;.i_.-e,.;-.. ....... 2
Hypotheses Tested.,.‘., ...... eeaegeseierienessesacacnns s 3

. u REVIEW oF LITERATURE RRCTT BN O ST

The Carton...’;,_:;;ﬁ.,,.;,.,...-‘.,;.;‘.;,;1;.-',.,.,;:.;'5,,,,..,f.'.~.g..,...j;;‘.;;..;’..‘.; B _,
. Carton. Functlons....'..;;,.;;;.';.;.._.'.g.'..'.."..f...,,.,.”;.'.. RS B
-9

- Trademark Desigh......oiiererenneennes ,

' Packaging Acceptance’ Research ....... etieioeeeens - 9 v
7 Carton FOIMiceeroisruceraesesssrcncassoonsavaonssass w10 0 000
. :'Plastlc Cartons.... eremesieeaenes R &

S Consumptlon Patterns...'..,,o.o.;...;'1.;'.'.,.;.9.‘,.',9..’,;‘;5 osom 17 L
PRI Buymg Patterns of Consumers.s..,_,f..ifa,';..a..",.q.,.,..L,’.;.;:"’j 18

e Quahty QNG SIZE: vt besrnesiversersnesiresesemsninines o 187
. 'Source.of Supplyv.‘.::;.'.-.f.;,,.;;.‘.S.;;..;,.._.‘ ..... SROTURRR R | BEREC R
" Frequency of Purchase....o...iviiueiiivessonaninns 28 00 0
- Buying Decisions........ e ensdasstasains PSS - JEEE
. Buying Habit Fallacy..eeccereiveerreaioniononernees 25 0T
. Egg Promotion: i ieieereermesisneensionmveeness 7367
~ Sales Promotion......... teconrarenvecnnansernarensenas 20 T
fg,,_*Pomt -of-Salé: Advertlsmg“...o..,.;...,,.;.~.,.' ,,,,, ceeer 28
. . Institutional Advertlsmg ....... Grsniiieestiosanereas on 290
e DISPlayieeesieeiiiidaies ianecenesdiiesarnoenisitossasens " S0
- Combinéd’ Methods...;.,.;,.,,.»e.b.‘,;;;;..,;..-'.'n.;,.,.’..;.[..,‘.,. < ) A
, Sources of Egg Informatlon..,;..'..,;_‘.;.q..v»..;..'.._..'.‘....‘».‘_? 320 o

iv".



 “TABLE OF CONTENTS (continued)

oo PROCEDURE.,.;;,l,,.:.,.....m.'...a‘;‘.,\..,.,«.;‘,,m.;...,.,,-7.;.‘;‘,;.; ..... 33
o Subject Matter of Survey ,,,,,,,,, rereeeeresaoes 33 .
- The Quea-;tatonnalzte.,.,-,.;-..e.,.,,.r”.\..},.,,.,;”.‘m.;e;‘.,;,.,‘,.,;.v;;';.";,-;,'.;° - 34
" 'The Sample....,.‘.;.....a.,;a.‘.«'.,,-o,._.,,.‘.,'.@,..;..:,.;;..v...‘;;.;,' ..... C 34
o The Sample Area..... 35 o
Drawing the Sample....ccccenneneene. S | I
. The Interv1ew,...‘,.‘m},.";;,1.;.1.'.,.;.9;;?,,e'..~_;,.',;,.;;.9.’,‘.1.;;e‘,..;a;.‘ 39
o ;-Handhng the Datae.*;m.' ..... O P RN = SR ST
Statlstleal TeStS.0iveuenireene. eseveeeeesieeenneien 4B B
‘IVV',' RESULTS AND DISCUSSION.,;.;,.,;., ....... i 48
L Consumer Ra,nkmgss..;;.r..;“f,..‘;i;ﬂ,;,,.,;.;;‘.{ ..... 49 S
Consumer Agreement on Ranklngs...,.";,;;.;v ..... B 50 o
Correlatlon Between Ranklngs..e.e...f....f.,." ..... . .B3~
Frequeney of Servmgs.,.;._.-,...‘......,..,.....;..,.v,‘.,,,»‘.f..’,, .. 56
" Assoelatlon ‘Between Breakfast Regulamty S
. _and Egg Consumptlonn.;;e.'-...,.,...,.o..e.,,”.M.;; ‘58
B Assocmtlon Between Egg- Consumptlon and: L
EthDiC GIroUD...ceececeerrareecssransosansonsonsoons 60
 Egg Consumption as Related toFood: e n
o o Budgetgo‘.a'“awa..‘“a,“na.“e...“e .a.aoo«u;“‘“b.“"* 63 T S
Effeet of Physicians" Advme about Egg B L
S Consumptlone..;m_.'..,‘ ..... everieeeiinssenes P O 1 AR TR
FOOd Valuea.bso;e.o\ola; ooooo ) nk.b‘aonarean‘o. aaaaa oa-nqa‘e.’o’ ooooo ,no_;b 68 , “
Assomatmn Between Carton Copy and Food—i; . o
- Value RanKings.....olvussoermesennsernssvnnennnnie 68
Food-Value Rankings as Related to Eduea-» R S
| H0NAl LEVELiiveuieatnseneonivnsosranverssscosorsios 89
Association Between Food Value Ranklngs R
Lo and Egg Informatlon...;,.._,3;;.,.....“.,,..,.,.,” ,,,,,,, o 69 _
Salesmanshlp Rankmgsw._7,.f;'.‘._f,v;;..';.,..,,».,.;,;;u;;;;,,;. L

Assocmtlon Between Appearanee and Egg e T
Carton Salesmanshlp,....;_a,; ..... B R TI ©
‘ Ve ‘ -



 LIST OF TABLES

1. '..Compos1te Consumer Ranklngs of Eggs, Cereal
. Meat, and Pancakes According to Food Value, e el
‘ Ease of Breparatlon and Carton Salesmanshlp vee A9 T

2.0 ‘TCoefflcrents of Concordance Assocrated with- the R
: Varlous Sets of Consumer Rank1ngs..;°;;..‘9.m...,m.a,.f.,f B2

s Correlatlon Between Food Value, Ease of Pre—'
.- paration, ‘Carton Salesmanship of the Packaged I
,,Foods and Frequency of Servmgs of these Items ... 55

E 4 | L’Weekly Famlly Egg Consumptlon for 400 Tuoson A
L Famlhes ,,,,,,,,,,,,,,, chelncracacenarentns FRCIP ST

L 9. .Weekly Egg Consumptlon py Persons Represented R
SO by Interv1ewee..,;,‘.;.-.v_.‘o,,.,,,.u.”., ,,,,,,,,,,,,, eedeie sebseseionaes B8

6 A'Per Caprta Weekly Egg Consumptlon as. Related to'---‘;":_-»":.~ ot
' the Regularrty of Breakfast for the Famlly.,a',.e;-,b.;,,;,ol_ 60

T "Z '.f'Egg Consumptlon as Compared to Ethmc Group of S
o Respondent.,.,...,...‘.,,f,,.,.,..,v ,,,,,, erooscsosesoonnaes ceeseseenses B 0

8 .»Comparlson of Ranked Frequenmes of Breakfast RER
. Servings of Eggs, Cereal Meat and Pancakes by-f B i
‘]Ethnlc G—roup . .";.;.;ﬁ ..... B ST LTI LU LI ;,;,,':". w6z -

9 . v.’,Most Frequently Served Food Item- Compared to R TRRoAr
SR eFood Budget Level,,,;.v‘;;...;;‘.,,.,_...,mu..3.,a,.,oe..,.,...a..,.,.,m.;:,‘_; o 84 o

10 ; Indrv1dual Weekly Egg Consumptlon Compared to e e
o \‘Weekly Food Expend1tures,.;.,5;,‘,...0.0,,..,.,5.,.,...4,,,.,? ceser 66

o Summary of Phys:uuans Adv1oe to Famllles about' |
s ,Egg Consumptlon.M;,.,\...g.j,..,‘.,p.. ......... 67'_

Cowino




6 4# 5 I"#$%&

,34% /,0$

|2v " Comparison: bicErea” In % |

" Families- Receiving .Physicians' Advice:against <
Egg Consumption Because of Cholesterol to
Frequency of Servings in Families Not Receiving

mvi'hrS ICE, . iyennyy X prnnnn ND.vyern B, L, e @

Xd;;  .Comparisoh Betwe” Plaee 'RankingSTn”
Food Value of Eggs and Other;Food Items. . .
According to Educational Level of Respondeht. 69

LI Food Value Ranking of Eggs as Related to the
Respondents' Awareness .of Egg Information....... ”

IS; Comparison of:the Carton Salesmanship-'Rank-
ings for the'Four Egg Cartons......... veoveposd 72

M. . Reasons for Ranking Packages First in Sales -
manship................. @.....pveeen. «.0©,.*..,,.« O .,

mL7, :Reasons for Rankingthe -Egg'Carton First in
Salesmanshipe 0@ss » @™

QR

18. Reasons for Ranking Paekages. 1.ast in Salesman- e

S hip Roe®©®eQoee®©eoaehboeo>©00OR0h OCOCOCe ©ee ©©+ee©o0e0©Oo0aa©OCe ©®Oe e © © 0™e «
El Com I -

S -/ noroTo
'19. 'mMost Favored Place of Egg Purchase as Reported"’
by Respondents. @

Promotional Devices Reported by Respondents as
Mgst Influential oil their Buying, Decisions........ ,,

ARespondentahRetall of Egg Information about the
Food Value and Healthfulness of Egg Over the
Last Si% Months G CRR @ D

Sex of Person Doihg Most of Family/s Grocery
.'.Buying©o©©®©©©©©©©a 0©©Oa©aeaa©ta ©©a©0©0Co0©©©aoo0ao ©»e ©O®eaGa7ee OO®e 85

mil



| $ 0%%*(/ 3* %$ B#&% *C%*3% *55 1&(%$3' 32).*31* 1$3"./%(
$ 3$3 (*5&(0 35 2$30 @&).* &30 $3@*3 *31* $2 *55']
1, $1$/ &(* %#* '&)* & ) %" $2 '*)*1%*0 *55 1&(%$3' B %#
% &)W & ) %" $2 $UH*( (*&+2&'% 2330 &1+&5*'!
*'$).% $3 $2 %#*'* 5$&)' B&' | %*01%$ %#* .1'$3 &(*& *1&."* $2
) | %*0 % /* 1&30 /$3*", (*'$.(1*'! 6
0D.W3% 3@*'% 5&% $3 B& %$ ($@ 0* 0&%& 2$( %#* *'% /&%
1'$3 *55 1$3'./ % $3 &%%*(3'! $.(1* $2 *55'. )", *55 .'* *@*),
Uott* *22%1% 22&/ )" #1 W $3 *55 .'* )*@*)", *%1l, B*(* %$ * 0*%*(G,
/ 3 *0 G ! , 862#!6 76

>" S+ *'106%'06*01 |
#*2$))$B 35GH#" $U#*+ B*(* %*'%*0! .('.&3%%$ 1%#* & $@*
$ D*1% @*' 2!G 2 "G 1l 2@
1O#*(* ' & '5321&3% $' % @* 1$((*)&% $3 *%B**3 %#* 2(*G
G @ Gy $2 *(@ 35 %oH* (*&+28'% %*/' *55',!1*(*&),!, 1*&%, G
&30 &31&+* &30 1$3'./%( $ 3$3 & $.% %#* 3.%( % $3&)
@&).* $2 Yo#t*'* %'
2 ,1GG=l #*(* '& '5321&3% $' % @* 1$((*)&% $3 *%B**3 Yo#t* 2(*
4.*31" $2 '0(" 35 (*&+2&'% %*/' *55', 1*(*&), /*&%, &30
&31&+* &30 1$3'./*('$ 3 $3 & $.% %#* *&'* $2 (* &(&% $3

G @

$21%W % /! (@ , 66 6 6 @

) (F2%(*31*" %$! &31&+*' 31).0* B&22)*'!



3.. 'Consumer bpiﬁién about the}fo‘od value of eggs_'can'bé RS At
o altered by carton copy

SR X 'Consumer opmron about the convemence of eggs can be

- altered by carton copy

5. “’The appearance of the egg carton affects the sales appeal L

of the carton
”These hYpotheses were con51dered as core hypotheses and d1d< A

e not preclude 1nvest1gat10n of secondary hypotheses Several other hypoth— i

Aeses Were 1n l:‘act tested These hypotheses all dealt w1th assoc1at1ons R j"
. ‘between the so<:1o econormc status of the consumer 'and h1s reported .
- :““ ;behav:lor or op1n10n Whlle the core hypotheses could have been tested RS
o Wlthout 1nclus1on of secondary 1nvest1gat10n 1t Was felt that marg lnal . |
xeturns on the extra investment of time and energy justified thcelr.P?*eSf“::“f, i

¢ 'ence'in this report. . = . -
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’f In 1957 chhter (14) pomted out that When self serv1ce type
g stores dommated retalllng, the package was the producers most 1nt1—ii‘ ; f‘, | s
_mate llnk with the consumer In occupymg th1s pos:rtlon packages '
.assume the role of salesman |
s l)ackages must reach out to buyers fn supermarkets through a e
maze of advert1S1ng recollectlons and a general lack of brand loyalty to : S
,y ‘get shoppers to cons1der the product for poss1ble purchase The 1mpact ', -

(”;".of colors and shapes v1ewed perlpherally has been 1nvest1gated to pro— =

. V1de knowledge useful m makmg package des1gn strong and able to

L stud1es that 1nd1cated that consumers glance 1dent1f1ed the Dole label

. ;reach consumers Thrs qualrty was exemphfled by the old Log Cabln
.v Syrup can Wthh could have been mlstaken for no other package
Packages must aldl iﬁ flash recogn1t1on of products prov1de a-
‘i_strong dlstlnctlve look in mass merchand1smg, and 1mpart to consumersi :
k_ ;'a feellng of quallty (38) chhter (14) told of a study attestmg to the
| 1mportance of quallty 1mpressrons Coffee made 1n a s1ngle batch was"
- i ‘served from d1fferent contamers (packages) L1qu1d from antldue urns {"tf -
- ‘Was rated by taste testers as belng better than coffee from ordlnary N

- pots Actually, the only d1fference Was the s1ze shape and style of E

. -the contamer from Wthh the coffee Was poured

Havmghorst (19) reportlng on the rede31gn1ng of lables c1tes o

e w1th on yf‘pmeapple products Th1s type of-" 1dent1f1cat1on was undeswable,-_"‘



-mbecause :the>6ompa:ny:m ~ ' o

preducts,, A new label.was designed to reorient consumer thinking /

about Dole and encourage association of the name with, more than pine -

% : The:food,product'illustration'ph:the,label Was bhe «dominant-:.1

feature of the new designY: A prime aim was to create appetite appeal ;Y
that would suggest benefits derived from actual consumption of the
product. Market study had .shown Dole's traditional two-toned back-
Ig)r/é\uéd Ipléo\(/Yl\cge)d -élggllenth rec%Yngl(ltlloH gndA‘chlz;IIY iyarue.s 'andlth;s v\(/\é\éYi/Y
retained, though Somewhat modified® in the new.label. Large images
were used for greater impact and eye appeal. It waS considered impor-
tant to use uniform type for all copy, and prepared-dish vignettes were
-used in-order to stimulate-buyer appetite.

Havinghorst (18) also reported Nestle's development of a new
label for Decaf. The product had just undergone changes to improve
quality, and the company wanted to build a strong brand image that
‘wouldbayeva striking impact oh shoppers-and .suggest top quality. Here,
too, ‘there vpas ah attempt to tie packages?to customer appetite, Brand
emphasis was built with boidness of presentation of the name. Visibility
;énd readability were priFné c'onsiderations.. - YYYY - YRYSY- -Y-',Y
' Y:YExamplds®  design-tp:‘cprrect unfavorable: packagerpdr*Qhality,

impressiohs were discussed by pichter (14). In trying to make tea.--

appear more masculine, red replaced blue in advertising, In another



a test tube by consumers Subsequent to consumer re]ectlon of th1s

case margarme p1ctured 1n an 1ce cube Was found to be ass001ated W1th e

g '1’?;job‘,‘ -

o i_about the company 01‘ the product To convey thoughts of a long tradl— St

L ’fTrademark Des1gn
Consumer Research Corpora‘tlon measured the 1mpress1on of
'T'trademarks on consumers (30) Ten palrs of des1gns were tested

agamst n1neteen 1mpress1ons Whlch mlght be conveyed to consumers

o ‘tlon of rellablllty a trad1t10na1 p1ctora1 trademark appeared best A
o 'modern or abst ract deS1gn was. thought to mean a forward looklng or '
» "youthful company Femlnlne symbols were 1ndlcated as dep1ct1ng con- . ,"".: o

;. ﬁsumer products and the only place Where leftward motlon gave a |

L 3 'stronger 1mpressz.on than r1ghtward motlon Was in conveylng 1deas of

),lqw,prlces., .

Packagmg Acceptance Research

Erlckson (16) pomted out that Was dlfflcult to determme publ:a.c

L ;reactlon to a new package or product w1thout actually presentlng the

RS 'f:v,), V;'1tem for acceptance The uncertalntles 1n demand developmg Were great

A ‘,and COStS Were hlgh”tn coIIIIJEUK‘lSon Wlth cost' T ductlon research T




&(%$3 $(/ 9
L *14+%( TIO (* $(%*0 %#&% 3 &\, \<! *(,1*3%,$2 *33"%@&3 &

'%$(*'GB*(* '*)) 35 *55' 31 & *( #&5'1  &( $3'$2 %#*! =C<-%" * B*(*
%0 " MP *( 1%3% $2 %#* '%$+*, &30 MC\ 1&(%$3' B*(* $22*(*0 3 =\ 6
*( 1*3% $2 %#* '%S (' &")$( *% &R TM[O 3 [\ (* $(%*0 %#&% [M *(
1*3% $2 %#* *55' '$)0 3 ($@ 0*31*, #$0* ')&30- B*(* '$)0 3 MC\ G
1&(%$3'1 $(%"GU%H(** *( 1*#% *(* '$)0 3 =C<G 1&(%$3'! | #*G MC\ 1&(
& 1$'% .0 " $.)%(" /&(+*%', 30* *30*3% 5($1*(', &30 2&(/*("

B# )* %#* =C< 1&(%$3 B&' %#* /& 3 &1+&5* $2 %#* 1#& 3 '%$(*' &30
0& (*'! G #*'* 2 5.(*' B*(* &™*0 $3 %#* 4.%'% $3 35 $2 <P[ 1$3"./*('!

3 %#* ( #$#6*'! GT@ - 0'e ) G '@GG,! 00

3 1$3%(&'%, & *% (53 & '%.0" " " ($%*3 TMPO 3 :[]

30 1&%*0, " /*&3' $2 /&%1#*0G)$% *C *( /*3%', %#&% =C< 1&(%$3' B*
(*2*((*0 $@*(G MC\ 1&(%$3'G "& (&% $ $2 " %$ h6 6 | G 6
6 &G >$"% *% &)! IT=0 '0BAD*D&(%$3' 8*1&." %#*" 2*)% %#* *55 * 6!
30.'%(" B&' 3*5) 5*3% 3 %#* ( &1+&5 35 (&1% 1*'| #*" '%&%*0 %#&%
HE K (*2%(*31* 2$( '%")*, 1$)$(, &30 ' A* $2 &1+&5* #&0 3$% **3 |
G&0*0.8%* " 0*%*(/, (00J $(+ B&' 0$3* B %# 1&11$3"./*( &3*) $2 2 2%"G |
UoH(** *('$3' 3%H#* *0b($ % &(*&! #* &3*) 30 1&%*0 & 1$3' 0%(& )*
3%*(*'% 3 /.)% )*GO$A*3 1&(%$3'! &(%$3' $2 %#* $3*GOSA*3 ' A*
&11%5.3%*0-2BB)" =< [ *( 1*3% < "+$ (*2*(*31*' *C (*"*0! % B&'6

(* $(%*0 %#H&Y% %H#* &3*)' 1#$'* & %BSGOS$A*3 5(**3 &30 B# %*F, 55" %

1&(%$3 $@*( &)) $%#*( 1&(%$3' $22%(*0 3 %#* %*'%! (*2*(*31* 2$( /.



e dozen cartons was attrlbuted to a two cent per carton prlce advantage o

' they enjoyed over the s1ng1e dozen cartons

e Pnsnc Cartons -

Plastlc cartons have been the ob]ect of cons1derab1e attentlon
. The M1ch1gan State panel (22) compared two p].astlc cartons W1th three

Paper cartons and expressed a three to one preference for the plastrc

. ,;type

Nybroten (3 1) conducted an experlment comparmg plastlc carton 3 ?_:--3:1'

‘ :acceptance W1th that .of convent10na1 cartons Durlng a 16~ Week test

‘ perrod only 4 per cent of the sales from a matched lot experlment were‘:"l.'" L

\of plastlc cartons when a three to four cent premlum Was charged for o S

'plast1c cartons When the premmm was dropped plastlc carton sa}.es

o rose to 16 per cent of total sales 1[n Morgantown West V1rg1n1a Where R

| "there had been no condltlonrng of a premrum prlce for plastlc cartons

o ‘plast1c cartons managed to account for 41 per cent of total sales m the B

B same type of matched lot sales experlment

A Cornell expernnent reported by Darrah and Moore (13) had el

' , 1nd1cated prevrously that consumers were more 1nterested in plast1c
'cartons than Nybroten s eXperlment showed Slxty three per cent of. the'

consumers contacted expressed 1nterest in plast1c cartons ever three :

i _;,t}other carton tYpeS—-one W1th a plastrc top, one of paper W1th Wmdow L

.cut outs and a conventmnal pulp type The reason most frequently



-5_.stated for the preference of plast1c cartons Was v1s1b111ty Plast1c S

‘ 'x"’cartons Were not con81dered attractlve nor durable Cons1dered most

l‘iattractlve Was the carton W1th the plastlc top The regular pulp—type

i carton ‘was ]udged most durable S e
A sales performance test followed the op1n10n survey and 47 per e
7 cent of total sales Were of all-plastlc cartons "l‘he regular carton

’ 'accounted for 38 per cent of sales Where 1t had not scored nearly S0’ -

S, ';well 1n the oprmon survey ThlS Was construed as an unW1lhngness on o e

w Ly'the part of the consumer to actually change from a carton to Whlch he
‘ _”;was accustomed
When these plastlc cartons Were offered at a f1ve cent prem1um .

. over the regular cartons they accounted for only 16 per cent of total e

e "sales ThlS flgure was comparable to Nybroten s fmd:mgs in West t-' o
| '.v Vlrglllla. | |

| Color

lloyt et al (22) 5 1n addltlon to egg carton form preference

’1,‘:’stud1ed carton color preference They reported color ratmgs of the
' "fconsumer panel Color comblnatlons of green and Wh1te blue and Whlte

| and red and Wh1te Were ad]udged about equal 1n consumer preference ‘

E }"When used on 2X6 cartons SOlld color 3X4 cartons Were also rated

o :_'T'Red Was a four to three favorlte over orange




I . In a related test MacNeil (29) studied, the sales of fryers pack-
aged on colored trays, and all colors offered simultaneously to the

"censuhier..the .colors™ and!their-percentages:,of total sales were:.- ,

Green ,40%;
Blue ' 120%:
Red/ , 14%
White .

Yellow\Va 8%

Of interest was the particularly strong showing of green in both of these

color-oriented tests. " "ol /
Carton Dating..
mThe consumer survey in.Providence,. R. I., by Taylor et aL (85)

showed for the most part that consumers had ho sure knowledge of the
meaning of carton dating. Dated cartons found in homes of consumers
were generally dated with the. last date the eggs should be sold without
regradihg. Only one out of 135 consumers knew this. Fifty-five per
cent used these dates as some indication of freshness, but this could be

very misleading where the true significance was not known. .

Informative Labels

Pdwell(34) tested consumer reaction to cartons labeled with v
information concerning the nutritional value of eggs in three Tucson, mm
Arizona, supermarkets. He reportedthat consumers'purchased more

eggs offered in cartons labeled with nutritional information than they ,A
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‘did in regular cartons ‘When egg buyers were questioned in an assoc:i.—

ated 1nterv1eW they verbally 1nd1cated that the label 1nﬂuenced their

. decision to buy.,

: Reasons io:_rEgg Use -
: Artempts have been made to 'f‘ind-out{ why people do or.‘do not"buy : L
. and .;use eggsa In Des Moines,3 'Baker‘and Goldman (5) found that 55@95 S
‘}‘cent of rhe' peopl_e they, 'ques'ffloned..ate %elg»gs-hec‘ause ”nre’ lﬁie themr-" |
. Relatively few, about 17 per cent, mentioned nrotein,, ri!;amins i or .
: minerais.,. 'Fire.and one—half per ;cenf of the.househoiders ‘u’sed} no eggs
| at all Reasons for nonuse Were generall‘fy” vconc’ern‘ed‘ Withdistaste, :thie']
,A consumer being too young, and allergles to eggs |
3 Three hundred consumers in Columbus Ohlo were asked by ‘
' 'Jasper and Cray (24) Why they used eggs Forty—szx per cent answered ~»

: s1mp1y that they llked themo Also g1ven as reasons were:

.‘Health propertles 329 |

Convenience | 11%
Ecomomical - 6%
| Doctor's orders .49

| Jasper"s 'summary' of twenty-twe pre-1953 egg'preferenée'sur-, o
‘reys (23) shows ‘famil;vy inCome | ‘Siz'e of familﬁr, and race or nationality
as factors heavﬂy mfluenemg egg demand Reasons for use Were sum— :
mar1zed as tastefulness healthfulness and convemence Reportmg dates

of these surveys ranged from 1924 to 1952



. The .United States Department of- Agriculture (U.S.D.A.) Market- '
ing Research Report (M,R,,R») 405 (20) Was the resulting publication of
a survey made in November and December of 1958. This study was V
undertaken to provide some knowledge of consuriierslopinions, purchas-
ing habits, and egg use patterns, ;enty-four: hundred,andTiftypon-::.."...
sumers were interviewed)across the United .States../"While it was found
That;'consumers,generally considered,eggs us ah.essential part of &
‘heavy 'breakfast, many of those querried underestimated breakfast needs
of people whose daily routine Was hot considered too physically demand-
ing, Forty per cent of the respondents did hot use eggs regularly: for
breakfast. 'V rbU:;; 71 m 1A ¢ :l

In this suhvey™/ MW Was mentioned by 82 per cent of those

including eggs in their breakfast as the reason for this inclusion.
Rowell (34) also found nutrition: an important stated consideration. In
Marketing Research Report 405 (20) this-food value was attributed to i ..
protein by 40 per cent, to general nourishment by 29 per cent, to itiin-
eralS by 8 per cent, andto carbohydrates by 2 per cent. Twenty-eight
per cent Chose eggs because they were filling. Sixty per cent of all those
questipneddrqguently ate eggs for breakfast. ; S VAN B SO AVH Ao M

, Sixty-three per cent of the respondents” said that they were inter-
ested in egg size,43 pep cent in grade, 1.3:per,pent inprieeSand p;ud?.

«25 per cent in shell'color. White'was slightly favored over brown, in shell



| .color“ One-half stated that freshness was a crlterlon for the1r selectlon.,
Of eggs but the survey assumed th1s to be an 1mportant cons1derat1on |
‘} ) :1n all cases ) | - . | :
Among reasons for nonuse or 11m1ted use were concerns about
}Aa poss1ble e:tfect of eggs on the heart or c1rculatory system other
'physwal condltlons that eggs mlght aggravate and Welght cons1derat10ns; RS
" Younger people sa1d that they d1dn’t eat eggs because they ]ust d1dn't |
o l:uke them preparatmn and consumptmn was too tlme consummg, or

they were cons1der1ng health factors

Consumer op1n10n about t_he health value of eggs was also estab-
| :l1shed in th1s survey (20) Three per cent of the consumers whose B S
- ffam111es were 1ncreasmg thelr egg Consumptmn attr1buted th1s to -

L ‘. 1ncreased knowledge of the egg s contrlbutlon to health ThlS knowledge e

"':;,came from newspapers educatlonal 1nst1tut10ns and doctors Eggs '

PN : Q; were. rated as more healthful than hot cereals pancakes toasted Whlte S

W e ‘,_':bread cold cereals and sweet rolls or pastry

i ".‘,A'l?:’or heard somethlng that could alter the1r op1n10n about eggs One—thlrd e S

. of those recallmg recent egg 1nf0rmat1on sa1d that the mformatmn mlghtf\,

mak.e people heS1tant about eat1ng eggs The mam negat1ve 1nformat10n

R :;‘recalled was concerned w1th eggs poss1bly causmg or aggravatmg arl-l"";‘ I

o '_‘:ments ot the heart or c1rculatory system i



‘Egg.'UsevAssociations . |
-The Color Research Institute reported an attempt to determine
personal associations consumers made with egg use (11). It was found
that the most common group associated, with, egg use was'children. In
;desde8ding’order of frequency of association were: t-infants, "men, .a.r.1d
women. People under thirty were more Oftenindicated as egg users
than were people over thirty.
0 Additional associations were found. Eggs were thought to be a
‘necessary food,; proteinyrieh,- nonfattening, economical,'and-a-Plight™ '
food. Unfavorable egg associations were: fattening, "heavy" food, bad

on the heart, uneconomical, and low in protein. The favorable associa-

tions were about ten times,more prevalent than unfavorable ones.
: 1
tty ', ' ‘Consumption/Patterns. ~ m T V-

Several studies have indicated that about 70 per cent of egg con-
sumption was in the form of direct table use. This was summarized by
;jaspeh;(23):nnd-later pssenfialjy,.c wbo-drew ,,

- together results of five studies. f/m

According to Marketing Research Report 405 (20), about One-half
Of the homemakers questioned ate eggs at meals other tMn breakfast.
AEasc.nf,:preparation:was”g” reason'fbr Other-than”

fast uses, in addition- substitution of eggS for meat: and the fact that
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conSurners considered eggs a tasty souro'eof energy'also'Were reported,
as use-reaSOnso - |

When eggs Were used as a main dish other than for breakfast
'they Were usually scrambled Forty -two per cent reported scrambhng
eggs for the noon meal, and 47 per cent scrambled eggs in the evening.
Frying and boiling eggs were each about half as popular as scramblingo
This survey reporﬁ;ed 87 per cent of the ,homemakers ‘usi*ng:,. eggs at“. |
1east sometimes for baking. | o

- The.Color Research Institute (il) found that 91 per cent of the
households 1nterv1ewed used eggs for breakfast 48 per cent used eggs
for 1unch and ‘16 per cent used eggs for the evening meal. When used
for cook’ing? eggs generally found their way into pastry. Salads and

main dishes were also depicted as uses to which cooked eggs were put.

Buying Patterns of Consumers

, Quahty and Size B

- Egg quality was found to be the most influential factor affectmg
consumers -buylng decisions by Jasper and Cray s Columbus survey (24).
- Pmce was most 1mportant to 23 per cent, and size governed the eh01ce
of 9 per cent of the respondents Consumers showed some knowledge of
egg grades as 70 per cent chose either AA or A eggs from pictures. of |

' the four consumer ,grade’s,’, Baker and Goldman (5) found in an earlier






:vdld not hold When the dlfferentlal narrowed because medlum eggs sold

= When negatrve dlﬁerentlals ex:n.sted

' ‘-SIOurcve th J-Supp_ly‘ﬂ;_"'f '

Kantner (26) reported in 1949 that 1n New York most eggs were _

'sold 1n medlum s1zed stores ot the grocery or complete food 11ne type

: }i».TDellcatessens rneat markets dalry stores and others accounted for

coa total of 20 per cent of all’ egg sales Ten per cent of the West V1rg1n1a S

| households 1nterv1e'wed in 1956 bought thelr eggs from sources other o

o than their regular grocery stores accordlng to Nybroten (30)

Convemence Was found to be a rna]or factor 1n dec1d1ng Where to e :

buy eggs 1n the Des. lVl01nes survey ot Baker and Goldman (5) Quallty '- ": '

. ' was llsted by most respondents who bought eggs from producers as the

g ,reason for selectlon of that partlcular source of supply Of the 500
| jhouseholds contacted in the survey 54 per cent purchased d1rect1y from e

producers and 60 per cent ot these drove to the farm to make the pur—

B chase Almost half bought from the same place as they bought most of

_ thelr groc er1es

The Columbus Oth sources of egg supply 1n 1950 were |

: "-‘:_reported by Jasper and CraY (24) as belng

Retall grocer ; 38% , POultry markets 12%5,43 PR

Farm 2{1%_;: otmer 1%
. Dellverybyffv'a'rin’ 19% :



Most purchases from farms were made to obtain freshness, although
‘there/were,some: considerations indicated rri'thSSe purchases«In /c
contrast to the:ities '‘MbineS findings, 67 -per cent did not buy their eggs
where they bought the major portion of their groceries.
Taylor et ah (35) worked on consumer preferences in Providence,

.Rhode Island,,/ They:'repQrted/freshnese'as:the chief'criteriohiorthe-'r**" v
Selection of a source of supply. The 605 families contacted ranked con-
venience and habit very high when considered as a single category.

About B5 per cent of the consumefs who bought their eggs directly from
the: farmer gaye'freshnesS'aS'the reason,” Again, this indicated that P,
freshness was associated with farm eggs. Convenience was given as

the main reason for store purchases, ThoSe selecting a source by price
-consfderatignsvusuaily picpced/ehaih::Stores;or*poultry, markets. ;;//e::

mif <c /"Tnthe survey 41 per cent reported buying most of-their eggs
from grocery' stores, 26 per centfrom farms, and 33 per cent from
such sources as dairies, peddlers, and meat markets. Ninety-two per-

cent purchased -some eggs from the source of most Of their groceries. -
/Reasons for 'choice Of supplier varied w# , As family -income

increased, so did the tendency to buy eggs from places other than the

regular grocery storev = /
[AEIF =T A'TABTAurvey by-Pincbck (32) ::in:Rhaca';and :tiock”

was/essentially'a%epeat of-anearlier'study. Results ofthe twowere ;
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exammed to determme what changes had taken place in purchasmg ~

patterns of egg buyers These changes were noted:

Source of purchase o SR 1952 1957

Farm -~ | - 13% 9%
.;Deltyered by farm’ L o 40% - 23%
Supermarket | 26% 419
' Ne1ghborhood grocery E 6% ’ 15%
Other o 12% 12%

A rather large shlft away from dellverles and toward supermarket pur—' _
chases was evidenced. - - o ‘

 Anderson (2) stud1ed market patterns in Salt Lake City. He
reported that reta11 stores furnished consumers 62 per cent of thelr o
‘eggs, Wh11e producers so].d some 22 per cent d1rect1y to the consumer.
Dairy sales accounted for '6 per cent of egg sales reported in this par- -
t1cu1ar study | | }} | |

Muel].er (28) pomted out the concentrat1on takmg place in food
] retailing, From 401, OOQ food and grocery stores in 1950 there has been
a move to 285, 000 stores in 1958. In 1960 over 70 per cent of the_ retail
food st_ores sold over 335, 000 dollars,‘ worth of goods. This percentage
was u_p from 43 per cent in 1952. Typi'cally,‘ todaythe largest ‘clhain of -
stores in a city does ‘25' per cent of the total food business in the city,.

~while independent stores account for 60 per cent of all sales. -
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" Buying Decisions "

The Du Pont Company s Marketlng Research Sectlon reported ,‘ e

e = 11n 1950 that two—thlrds of all food purchases 1n supermarkets are basedj }

.:"' .}

L f.i'on dec1S1ons made Whlle the shopper 1s in- the food market (21) Th1s

o ,estlmatlon Was up 15 per cent from a s1m1lar estlmate made in’ 1945
.In the above study two thousand shoppers Were 1nterv1ewed 1n

~“":f‘,':supermarkets erty flve per cent had shopprng l1sts at least 1n mmd

~ when they entered the store but only 8 per cent had llsts that were SR

o ':v‘even partlally ertten,‘f o

A later estlmate of supermarket purchases by D1chter (14) Was :

S that more than half of all sales Were made on spur of the moment

s demsrons The flnal prod 1nto actlon chhter says is: made by the

"" “.ff"‘ift.were frequently and heavrly consulered 1n connectlon Wlth dec1s1ons to

- : package

Sloacum and Swanson (37) determlned by 1nterv1ew1ng '7 38

3 'Seattle homemakers that 1t was the actual purchaser Who generally had B

::";-the most 1nﬂuence in flnal buylng dec1s1ons ln the1r survey they also

o :fffound that chlldren are rarely consulted as. to egg buylng dec1S1ons but L

buy other foods

In a report based on several pro]ects usmg exper1mental obser- PR

‘” ‘:";j?f"f:vatlonal or survey approaches or a combmatlon of both Nybroten (30)

o v-“-::f-sald that the Wlfe frgured in food buymg dec151ons 95 per cent of the R
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’ “than "A" (5 oz to 3 oz) and was prlced at 39 cents whlle package ”A” LT

L :"_‘Was pr1ced at 29 cents ThlS made the powder in "C” about 20 per cent".:,f;.l',:.

A cheaper than the powder in ”A” | Package ”A" was again sllghtly larger' i

» than the other package and 44 per cent of those tested chose the larger S

- on Facts requ1red tor a rational selectlon were present but they

Were not properly put together by the consumer lt Was much eas1er to :

\’ i

I make a ch01ce solely on the bas1s of the obvmus dltference 1n conta1ner ':'_‘."%::'-'

';_"srze-. PRI

o Egg Pro'motion |

The bas1s for promotmnal act1v1t‘y was. set down by E H Cham_

- A general class of product is. d1fferent1ated 1f
. any s1gn1f1cant bas1s exists for d1st1ngu1sh1ng the goods
- (or services) of one seller from another.: Such a basis
" may be real or fancied, so long as it is of any impor=" =
~.. tance whatever to buyer and leads to a preference for-
" one varlety of product over another. Where such d1f:ter=-
0 "[entlatlon exists, buyers will be palred with sellers not o
S by chance and at random (as under. pure competltlon) , A el
R ‘but accordmg to the1r preferences . .

, ‘Ludlngton (27), a top cereal execut1ve says that the promotlonal o

o problem is f1nd1ng one attrlbute of a product that can be promoted 1n the

P ;most 1mpresswe manner

The Department of Agrlculture otfered the oplmon that efforts to

A1ncrease egg consumptlon must be geared to efforts to 1ncrease the con-? L

S

‘Tc?sumer 's apprec1at1on of the 1mportance of a good breakfast (20) lt e



' ?_iisuggested that an energy requlrement theme be used to stlmulate publlc;‘j;{{

B 1nterest if'a better breakfast

. sales Promotion . ¢

o Some form of promotlon 1s ord1nar11y requlred 1n order to st1m—f RELEER

"f‘ulate sales Kantner (26) belleved that at the very least prospect1ve B

o . customers must be remmded that a product eX1sts before he Wlll con-

e '_,motlon devrces fall convemently mto four ma]or classes advertrsmg, '

: s1der 1t as-an alternatlve to some other 1tem He stated that sales pro- R

{-brands dlsplay, and pr1c1ng Merchants use these dev1ces W1th varymg o

degrees of sk1ll and effect1veness Some storekeepers advert1se fre— \

e S quently, others not at all Some sell only products carrymg a brand

'-',':,‘,_.‘.name others promote unbranded merchandlse

4 per cent Were usmg 1n store advertrsmg

B *l'liv“_Advert1smg | S | | |
A ln 1949 Kantner (26) reported that only 6 per cent of the stores -

SR he checked in New York Were domg newspaper advertlsmg, and that only :

Concurrently in. Cleveland Cray (12) found that no store had a e
- Weekly sales average of more than 90 dozen eggs when advertlsmg Was

l1m1ted to the premlses 0ver 60 per cent of the stores advert1smg eggs:‘ e

Vi : .1n at least t'vvo dffferent Ways averaged over 90 dozen sold per Week

- 'This survey 1ncluded l 500 stores in- the Cleveland area
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were obtained even though shoppers Were noted as frequently noticing

" “the advertising and in some cases studying it in detail.

, 'Institutional AdrrertiSing
A‘VThe effectiveness of ,Varioﬁs“‘techniques used in a.bevtt‘_er break-
fast progra'm Were studied by Baker and Byiahd (4). A coneehtrate&

program wasf uhdertaken to focus consumer attention on eggs and their
’ importance as a healthful food.*. Several media Were used to provide
consumers With'iniormation aimed at egg-educatiori Newspaper articles,
. School demonstratlons telev181on and pomt -of-sale advertlsmg were
all employed | | |

Of the 243 persons interviewed after the program» 91 per cent
appeared to have been reached by the program Ascertamed sources of
: 1nformatlon were: |

Newspaper - ~" .. 58%

_ Point- of sale advertlsmg 9%
‘Radio-TV 9%
Meetings 1%

Egg consumption increased 36 per cent during the program. A control
check showed a 4 per cent increase in another -city with no promotional
. program. e

Brands

A"brand name may be able to give an egg some degree of dis-

tinction. This distinction is imporfant in newspaper advertising and



creating an effective display. Brand names in display situations pro-
vide a basis for appeal to customers. These names are emphasized in
merchandising as' a standard of quality and reliability.

The Seattle survey of Sloacum and Swanson (37) indicated that
cohsumers Who; purchased eW# by brand'd
Then they made a distinct effort to avoid that particular brand in the
future. In one-fourth of the cases where eggs were purchased by brand,
customers had been buying the'same brand for five years. Jasper and
Cray"(24),:ren
were purchasing eggs {by brand in 1950.v-. CVv m-o{

, Indiscussing changing market structure Mueller (28) stated that

many brands were losing their traditional ability to command significant
rpremium”,' B buying{and'eellihgpfacti®

chains which have initiated house-brand eggs.

Display! { - m . ' '"-1 = w{ {m " '
4 mL{{llost; display their goods in some fashion”™ eaccording'-;
¢o{Kanthef (2-6), He considered this display. of.product as the core Of
sales promotion Within the store. Important Characteristics pi egg dis-
play were reported as size, location within the store, type of customer
appealed to, type of service, package, -and type of display cabinet.

; . mGray (12) could-produce no apparent close relationship between

average weekly volume of eggs sold and location of egg displays within



. , stores There was: also 11ttle ev1dence of a strong relat1onsh1p between o

' ,_,~"',place of dlsplay (shelf counter ﬂoor or refrlgerator) and average N ‘

",“"’}Volume of sales TR

Anderson (2) obtamed results contrary to those of Cray He

: found that 31zes and grades var1ed cons1derably among stores as'a . |

e ‘_.“;result of ch01ces offered size of dlsplay, and locatlon Of d1splay He | ‘A .

Ca T «T'attested that proportlon of egg sales made by each grade or s1ze could

K _‘j-be altered by changlng the mass of the dlsplay

s '," ,-.Combmed Methods

Havas and Grubbs (17) reported on a study of promotlonal and
A:‘merchandlslng techmques Observatlons Were made 1n twelve super-.:

: "'f...‘markets and 1ncluded th1rty promotlons over a ten month per1od

ng, prlce reduct1ons, and spe01al dlsplays used together produced

| “'-.f'f';greater ga1ns in sales than d1d any of the three methods used separately :

S _ lt Was also noted that the amount of advert1s1ng and the degree of pr1ce \

i reductlon had profound effect on sales response Where spemal d1splays v e

;"-}Were used sales per 11near foot of d1splay Were no greater than sales

: assomated W1th ordmary shelf d1splay

Th1s report 1nd1cates that a comblnatlon of newsPaper advertrs—



Sources of 'Egg lufofmatioii

o {Magaiiuesw”grev.fpund o, be thb/.most prominent source'bf'Con- ::
sumer egg-information by the- Poultry and Egg National:Board (11),,
Other sources in descending order of importance are reported to be
booklets, .newspapers, physicians, television, store signs, egg cartons

Vi
k: and radio.""

"T



CHAPTER TI

;Sub]ect Matter of Survey

"l‘he consumer survey techmque Was used to pursue the ob;aec—')

i tives: stated in Chapter l The survey Wwas des1gned to prov1de data in -

| three areas of 1nqu1ry (l) consumer rankmgs of eggs cereal meat |

“:; _and pancakes as related to frequency of servmgs food value ease of;‘ e

2 preparat1on and carton salesmansh1pl (2) egg buy:a.ng and. consumptmn

: ;patterns of consumers and (3) the soc1o econom1c pos1t10ns of con— o

b 'sumers Data obtamed 1n the form of consumer rankmgs furnlshed

‘1nlormat1on from Wlnch mferences Were made about relat1onsh1ps exrst—- RS

. ing . between actual breakfast serv1ngs of eggs cereal meat and pan—

,.cakes and consumer oplnron about food value ease of prepara‘tmn and RS

- sales ablllty of packages of these 1tems

Egg buylng and consumptlon data y1e1ded 1nformat1on on sources <L

o of the consumers egg supply, the number of tlmes eggs were served

o for breakfast Weekly egg consumptlon per famlly, etc

~ eocm economlc data Whlch Were developed 1ncluded such thmgs SR

g as age seX educatmnal le‘vel and ethmc group Famlly 1ncome and :‘ -

" food budget expendrtures were also 1ncluded

33



These., data; categories,, provided' sub-samples which 'were.;
v .
examined,to,diScbyeT..r*lotipnsMpe. among socio-economic and egg-tise :

classifications,m Relationships found for sub-samples as defined by

socio-economic criteria wbre. imputed to the pppulation,

The Questionnaire o

The questionnaire designed for and used in this survey appears
in Appendix Il. Questions listed bii the schedule were developed to pro-
vide information with which to test the hypotheses; The literature
review helped the author to;dewiop: questions and expected respopsesd
Questions that required, consumer rankings or opinions-,were placed
before egg; consumption questions so that consumers were not alerted
to the fact that eggs were of prime, concern. - p.

Il; -d.. —'"E5TeOfed:responses wene/included-in the schedule only to facili- *

tate data handling. Respondents, were urged to volunteer answers with-
out suggestions from interviewers” Space was provided on the Schedule

for any answers iespondents might offer.
; 1- .. dv ; m;TfaezSaniple ; T A %

Sampling was used in this study as a device facilitating estab-
lishmeht of population characteristics within time and money budgets
available, pSampling requires a definition of the population to be sampled

and a decision oh what type of sample is to be drawn. A stratified”
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among sections at least to the point that any particular observation in
one section has a geographical and time-of-day counterpart in the three
other sections. No attempt Was made to prescribe the carton treatment,
tOwvyitiich iany;particular unit inm cluster was'to 'beeexposed,; 'm \:\W
In order to locate, clusters,:the: three economic' areas were;sub- /

divided into parts so that each part contained approximately the same
number of-houSe 'unitsi.V These: parts were then"numbered, VA number of -
parts equal to the number of clusters allotted the area, wereselected.by
use of a table of random numbers. The blocks within the selected parts
were numbered, and ont)a<t:)lock was chosen randomly from each selected
;partv ,C

" The starting point for interviewing in each block was .selected: '
randomly. Boundary streets (north, south, east, or west) on which the ;
first call was to be made was mletermined by the role of a die, Anecphd %
roll of two dice determined the position ofthe first house to be contacted.
From the first house inter\lllié’\'/;/ers moved cloc:k%/vise grou-nclj the block
contacting every second unit until the cluster of four had been,completed.
Ip all cases designated blocks produced the required interviews.

Blocks surro . original block were'-to'-be
nates when clusters could not be completed in original blocks, . Alter-
nates were. (1) west, (2) east, (3) north, and (4). south. One-half of the .
interviews.wereibaken' between hbomahd five Ohe-fotirth betw;eeh;."/l.::::

A
nine A.M. and noon, and one-fourth between five PiM. and eight P.M.



:This was done to minimize time-of-day bias. This bias effectively
weights the sample in favor of the population that happened to be home -
‘during .a limited tihae period. :

It was recognized-that statistically; more- desirable information

could be obtained with interviews from the first choice selected in the;
-l. [ | . . |" . _ 1 _ _ -".%I_ ..I f \ )
-V m: L] S N AT Do
sampling procedure:.. HoWeyer® duetto, limitationseftime .and funds it'.
V\&

;was decided:;#:(:]o"immedi##y.bp;alterh"es ab\'#h e
than to make call-backs. One of the main objections to this procedure

was a resulting bias toward larger than representative families, since
there was ab'etter chanceof finding Someone home in larger families.
This possibility:.appar did .'hbf occur because the sample mean pf

.3.76 persons per family was not significantly different from the Tucson

average of 3.37 as reported by the planning (33).
Ay g The’Interview:.

Schedules were completed for each of four hundred cohsumers ;
included in the survey by interviewing them in their horn Interviewers,
in gaihihg admittance to homes, did not-divulge the nature of the inter-
view beyond the fact that it dealt with Idod. Respondents were not per-

mitted to read the schedule, so that expected responses were not dis-

; "1I'V;;,: Four food packages, were, placed before.respondents. There was; iv

ah egg carton, a cereal box, a meat package, and a pancake mix pox; in



*} each set F1gure 2 shows the packages that comprlsed one set Shown fji_*

B consumers Egg cartons used 1n the survey (Flgures 3 4 5 and 6)

. dlffere d 1n form and/ or copy The other packages Were exactly the

" same’ in each set shown respondents ‘j“ff'»_t ﬂ

Respondents were asked to regard the packages presented h1m B

e fi as, representatlve of types of foods The Hormel sausage box for e B

‘example was to represent all meats that consumers mlght use for T

, breakfast etc

The number of days that each type of food was served to the

’ famlly of the reSpondent durlng a normal Week was determmed Infor—"j:‘~:::""""‘:""'5”""

B ‘matlon was recorded and converted to ranks w1th rank one belng the

: -fmost often served (1tems 2 and 3 Appendlx IH) Respondents were :

“ rasked to rank the food types accordlng to (a) food value of a normal |

' ‘_-serv1ng and (b) convenlence or ease of preparatlon of the 1tem (1tems 4’ B

"‘,;and 5, Appendlx ]II) A fourth rankmg wh1ch reﬂected speclflc packages'

ST ;:'l~'-ab111ty to help sell the 1tem to consumers ‘was also obta1ned (1tem 6,

P : g . Appenle IH)

In the above rankmgs the number one. was ass1gned to the hlghest

o v1n food value the eas1est to prepare or the possessor of the most sales 5

. ab111ty Ranks of two three and four were success1ve1y weaker than

o "'the rank of one.




Figure 2. Rvxage Set C as S hown to Consumers.






Figure 5. Egg Carton Used »n Package Set C (S ection G).

Figure 6. Egg Carton Used in Package ' CSection O!

\M



The schedule for each 1nterv1ew was completed by asklng 1nter- e

e :ﬁv1ewees the llsted questlons and recordmg responses Interv1ewers S e

were mstructed not to lead respondents 1nto expected answers prowded -

| 'for on the schedule

» A problem of deflnrtlon of qual1f1ed respondents for each famlly |

SR b‘arose Slnce the study was pr1mar1ly concerned w1th the affect of carton ; o

RS . -copy on' the shopper 1t appeared that the 1deal respondent for each

eI f jf;famﬂy would be the person who d1d most o:f the famlly s grocery shop-‘ L

e p1ng Where the mam shopper Was not avallable others 1n the famlly

S v_::vwere accepted 1f they in fact part1c1pated 1n grocery buylng Persons :..

o vcould be expected to know detalls of budget expendltures famlly con=" A

R sumpt1on rates and 1ncome flgures Acceptmg responses from these R

‘people could have dlstorted the secondary 1n:format10n obtalned ’l“hls

. /v_.pract1ce however prov1ded better copy response 1nformat10n than

would have been avallable under a more restrlctlve def1mt1on of a. qual—;f"; ‘1

L : j_""',iy;lfled respondent The pract1ce also made quahfled respondents more .»,:f-f

avallable and therefore kept the expense of locatlng them m1n1mal

i J'Handnng:tip;g ‘ﬁa’éa A

Questmnnalres were edlted as soon ai'ter collectlon as possﬂoleasl, R

" ln most cases th1s was w1th1n twenty—four hours Spot checks were

" ‘ made W1th reported respondents to ascertaln the valldlty of the recorded




L answerso Coded answers were transferred to data processmg cards
and des1red :mformatlon Was extracted from these cards by runmng ,

':./,them through a sorter Three hundred and s1xty—f1ve passes through a i

sorter Were requ1red to class1fy the 1nformat10n Subsequent operatlons |

R "‘_on the data Were performed ona desk calculator¢

| 'Statlstmal Tests AR

Both parametrlc and nonparametrlc tests Were used in analyzmg

l.:{‘_dataproduced by the quest1onna1re In parametr1c stat1st1cs the statlstlc “
: vderlved from a sample 1s an estlmate of a correspondlng populatlon L
: parameter Nonparametrlc statlstlcs requlre no assumptmns about the

T HPOpulatlon under study However certam assumptlons may be assoc-"“ a’

- ,“1ated w1th nonparametrlc statlstlcal tests even though none are requlred

L "'j;These assumptlons are generally fewer and Weaker than those assomated

L .:""“"W1th parametrlc stat1st1ca1 testsifzf‘fff‘“,‘{':f' " S

Nonparametrlc tests Were used Where the ranklngs expressed by "

- consumers Were not converted to an 1nterva1 scale That 1s to say, no

- stlpulatlon was made as to the d1stance between partlcular rank valueso . l

V' N Dlrectlon was afforded the ranks A rank of one Was assumed to be

L better or more favorable than the rank of two Thls assumptlon pro- . R

. v1ded rankmgs on an ordmal scale,

¢ At



'The chi sQuare teS’t was :used‘fr‘eque’ntl’y The re}.ative numberk'-‘ o

R of responses Whlch fell 1nto various categorles was usually of prlme : NEN

R . ‘ilmportance in the analys1s The test mdlcates Whether a s1gn1f1cant

‘_\'vdlﬁerence ex1sts between the observed number of responses fallmg in

: categorles and the expected number based on.an hypothesrs The null

hypothes1s a statement that there is no drfference between the observedﬁ""i"'vﬁ

number of responses falllng 1nto each category and the theoretlcal dls— .
trlbutlon of responses i8 re]ected 1f the dlfferences are 50 large as to .’ i d
be expected only frve per cent of the t1me by chance e |

~The hypothes1s 1s,then tested by

Sk o, BL2
'XZ =y ( = 3 ) R
i=1 !

ina @h;efway 51Ciass}ui¢_aﬁon and .vl o T
T e ke E..2
=z 3 ( lf{E‘ i)
' : -1""1 J’“l o ’ 1] o

" in a two Way classrflcatron Where

| 0 g observed frequency 1n the: category

B

' E expected frequency 1n the category

0

| ‘ k K c\olumn-“v

Usrng these formulas the 1arger the value of x2 the more an'-, e o

‘ observed dlstrlbutlon dev1ates from a theoretlcal d1str1but10n The " r



v‘,\"i;‘Proba;bthy of a particulatr "’XZ- value -occurring by chétnc'e“ isf'{re"éd from a L

= i'-“chl square table after the: va,}.ue 1s obtalned “This probablhty enters

mto the dec1s1on-mak1ng process If the probablllty is equal to or 1ess ‘

s than an arb1trary level of s1gn1flcance chosen for the partlcular s1tua--

| | tlon a nul]. hypothes:l.s bemg tested would be re]ected

” , The 1eve1 of s1gn1flcance 1s a statement of 11m1ts It d1v1des the

S condltlons under, wh1ch the hypothes1s Wlll be a,ccepted from the condl-

‘ tlons under Whlch the hypothesm will ‘be re]ected In thls study the level

i of S1gn1f1cance for all cases was - 05 That is’ to say, that 1t was

» requu'ed that a X2 Value has a probablhty of 05 or less of chance

) - ":‘occurrence be:fore 1t could be con51dered s:¢gn1f1cant An example of

. chi square bemg used to compare d:n.stmbuttons of responses appears m

e "_"':Append1x II..

Two addltlonal stat1st1ca1 techmques were used in the study These o

” Jtechmques usmg Kendall's coefflclent of concordance and Spearman S -

RN 'rank correlatlon coeff1c1ent are d1scussed when they are used



o CHAPTER IV -

RESULTS{AND DISCUSSION

The orolermg of the results in th1s chapter 1s arb1trary and does j‘f.; oy

| - Hnot partlcularly reﬂect the 1mportance on any one area as compared to |

any other area Areas of 1nvest1gat10n overlap and blend and are not,

H by the1r nature convenlentl‘y ordered A broad look at the area of con- o

R sumer oplmon 1s presented :Elrst Detall is developed as cons1derat1on S

v1s made of the underlylng structures wh1ch make up the broader class1-»f ]

f1cat10n

POI‘thIlS of the 1nvest1gatlon cannot be reported as part of con- ol

sumer opmlon These areas (the source of eeg Supply, Pl’ OmOtlonal

"factors 1nfluene1ng purchase dec1s1ons recall of 1nformat10n a‘hout eggs =

and sex of grocery shoppers) are glven 1nd1v1dual treatment Other

S 11nformat10n such as level of egg consumptmn educatmnal level of ,: DR

-'"respondent and famrly foocl expendltures are conswlered in conjunctron

- ,Wlth consumer op1n1on because they Were stud1ed as. factors thought to

be assoc_lated with dlffer_ences in pre_ferences anol op1n1ona
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' Consumer Rankings

' ‘Ranki‘n'gs ‘ussigned by‘ the eonsumerl to’ 'the‘ breakfast fo’od iterns

- eggs cereal meat and paneakes are summarlzed in Table 1 These L f

‘rankmgs Were made by the consumer on the bases of the followmg

= ﬂ'errterla (a) frequeney of servmgs (b) food value of a norma]. servmg, i

L(e) 'the convénience Wlth wh1ch the item may ‘be prepared and (d) sales

| ,ablllty of the packagee Wlthln each criteria the rank frequency d1str1bu- L “l'}j

_’f-: 'tmns were tested for 1ndependence by chi square testser No absolutes

. are mdleated by Table 1 nor 1s any conmderatron made of the varlatron g'lf; L

present v1n‘ the eompos:rte ranklngs, )

v'Ta.‘ble 1 Composrte Consumer Rankmgs of. Eggs Cereal Meat and
: " Pancakes- Accordmg to - Food. Value Ease of Preparatlon
and Carton Salesma.nshlp ' : i

St

” ﬁankirig. Cstegories L Composifé rank given by 400 consumers
. TTiep 7 and T 3rd ' 4th

/FreQuencY of servmgs ﬁ:'cereal L 'eggs meat . pancakes

; ',:'Food va.lue R eggs X "meats* “‘cer‘ea‘v‘lﬂé"‘, ) “péneékes R
_Ease of.preparation : ]‘cerea,l o ‘eggs o meat . - ,V‘paneakesff :

. carton salesmanship }cerea]_’._ eggs V-'paue'ake's meat

. Not significantly different at .05.



- 'Eggs ‘were ranked first in f‘food‘ v-aIue ~In this category no djffer- ,’ CeL

~ ences were found between the ranklngs glven meat and cereal 'I‘hese e
,'two 1tems ranked second to eggs hut ahead of pancakes., , Eggs Were e
'second to cereal in the other three rankmg categorles frequency of

- servmgs ease of preparatlon and carton salesmanshlp Meat was

,g'ranked th1rd in. frequency of servmgs and ease of preparatlon It ranked }

e 1ast in carton sa].esmanshlp Pancakes ranked last 1n all categorles ‘

CoWis:

except carton salesmansh1p, Where 1t Was glven the thlrd rank

SN Consumer Agreement on Rankmgs

The degree of agreement among consumers When they ranked L o

.-,”f.":the 1tems Was expressed by Kendall's coeff1c1ent of concordance (36 |
: “p 229) Th1s c*oeff1c1ent W 1s'a nonparametrlc dev1ce Wh1ch is a.

_,,functlon of the varlance among the N sums of ranks The formula for I

. mean of the summed ranks

: that is
s E;<R- - TRy

K = the number of sets of ranklngs e g the number of

consumers respondmg

s'm ;the"»sum-‘ of squares of the obs‘erred deyi_a_tions from the . | e
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N &= the number of objects ranked (four food 1tems)
: R] - ‘sum of ranks
: The denormnator of the equatmn represents the maximum poss1ble sum
of squared dev1at10ns from the mean of the summed ranks Th1s dev1a— o
e t1on grows larger as agreement among ]udges 1ncreases the larger -
the produced S, the larger the valueof W, and the _greater the ev1dence

of agreement among judges. The coeff1c1ent of concordance does not

" cons1der the "correctness" of any partlcular ranklng, 1t con51ders only‘g AR

thevmternal agreement within a collectlon of ranklngs

The s1gn1flcance of W was determmed by produc1ng a chi square‘ s
value for the formula e S | | }‘
| | 2 e k(uQiSW‘ el ‘, ‘>(36}‘,}.p; 236) |
Where o | _K o o
e = ‘v number.of sets. of,'ranl«:ings

= ‘numher of ObjeCts ranl«ie'd_ R

g @
W '

= coeffi'cient'k.vot conclordance 3
at = N-l |
When th1s ch1 square valueexceeds or equals a tabular ch1 square value |
for the chosen level of s1gn1f1cance (1n thls study 05) 5 the null hypothesurs
that the k rankmgs are not related 1s re]ected

Where the W—value Was tound to he srgmﬁcant in- the cases of
,the ranklngs of servmgs food value and convemence (Table 2), 1t Was -

.‘assumed that consumers used essent1ally the same value Judgments in
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‘estabhshlng thelr 1nd1v1dual preferences S1egel (36 p 237) stated

. that ”A_ hlgh or S1gn1f1cant Value of W may be 1nterpreted as meamng

‘ that the observers or ]udges are applymg essentlally the same standards

in rankmg the N ob]ects under study "

: : Table 2. Coeff1c1ents of Concordance Assoc1ated Wlth the Var1ous Sets

of Consumer Rankmgs

_\Basisfor- Ranking SRR . W-value:

: _'Frequencv of servmgs : AR o -3Tk. |
Food value . am
" Ease of preparatmn ‘ : - I ‘ _:‘ ".,72*
 Ccarton salesmanship L B
CSec.A . o an
See.B a6
" Sec.C T T R o4 |

- Sec; .33

— —
‘Significant at .05.

The relat1vely hlgh W found for the ease of preparatmn cate— .

' gory is’ of 1nterest The value of '7 2 was: almost tw1ce as hlgh as any

E other value of W that the rankmgs produced ln ranklng the 1tems m -

such a Way as to produce such a value consumers exhlblted extremely

w St

. strong agreement among themselves Consumers 1n makmg thelr T



,_rankmgs in this area named cereal as the easwst item to prepare in o
345 cases out of 396 pOSSlbllltleS |

Consumer evaluatlon of the sales ablhty of the carton d1d not -

S dlsplay s1gn1f1cant agreem.ent Lack of 81gn1f1cant results 1nd1cated i

._that consumers Were no‘i: using the same standards in ]udgmg the cartonso - :

v ThlS suggested that estabhshmg crlterla for strong carton salesman— o
“; shlp Would be comphcated due to multlple consumer standards whlch

o were not exammed in thls survey

- Correla‘tmn Between Rankmgs |

One of the ob]ectlves of the study Was te determme to what extent}" :

food Value convemence Wlth Whlch the food can be served and sales
o appeal of the package may 1nf1uencc ‘i:he frequency Wlth Whlch the respec- B ,
) _tlve food 1‘i:ems a,re served Spearman s rank correlatlon coeff1c1en‘t rS

“Was used to determme if such relatmnshups e,nsted (36) The formula

| "for the coef_flclent is o T N EAT
' 6 2 d =
r, = 1 - ‘ ;Si]
R - N -N

d = differenc_e _betWeen rdnks'given‘according 't_o‘different‘r' S
M_cr1terla —_—

Na-: ) number of ob]ects ranked



T ~“'_‘,",S?ignivficance of rS is determmed by checkmg the calculated r agamst;

R jfequals four the value of rs needed for S1gn1f1cance is 1. 0 Th1s value '

2 tabulated cr1t1cal values° : ‘Where N (the number o:E ob]ects ranked)

' of rS can be obta1ned only When there is complete agreement between

- ,two sets of rankmgs

Computatmn of the Spearrnan rank correlat1on coeff1c1ents was L

" :, :- as shown 1n Table 3 The rank dlstr1but1on under food Value reﬂects ’
| "the t1e for second place between meat and cereal 1n th1s category The b

z ftwo -1tems--were g1ven the average of«the, two rank; pos1t1ons.»whlch vthey )

. "}";f@ccupled e SR L , .

i A s1gn1f1cant relat1onsh1p (P < 05) was found“to ex1st between |
“?ra’nkmgs representlng frequency of servmgs of the food 1tems studled

| fand ecase of preparatlon (r m 1 0 Table 3) The s1gn1flcancaof th1s . o

o ‘acoeff1c1ent prescr1bed acceptance of the hypothes:.s that a 81gn1f1cant

Zcorrelat1on ex1sted between the two consumer expressmns

Spearman S rank correlatlon coeff1c1ent developed in testmg the B

,,(,:

- hypothes1s that a s1gn1f1cant pOS1t1ve correlatmn ex1sts between the

'jlfrequency of servmgs ranklngs and the food value rankmgs calls for the‘_" :f

re]ect1on of thls hypotheS1sg The correlatlon coeff1c1ent showmg the

. assoc1at1on between these two areas was 75 short of l 0 requ1red for A:v

o “,‘S1gn1flcance and acceptance

The coeff101ent developed to show assoc1at10n between carton A

. salesmansh1p and frequency of servmgs was the weakest of the three



‘Table 3 Correlatlon Between Food: Value Ease of Preparat].on Carton Salesmanshlp of the Packaged
Foods ‘and Frequency of Servmgs of These Items B SR

R -
Composrte rank glven item by consumers e leference in ranks :

r ‘ ".," R 'Salesman— " Servmgs- ! Servmgs_.-’ ! Serv1ngs—~
' "Food - ' ‘C,o.nvenv._ﬁ ' shipof " ' food ' conven- - ' salesman-
-'-yalue -~ ' ‘ience. ' package " yvalue " ience " - ship
PR LUy B AR AR , - s St (SéCO- A)

1

1
Food = !
itém
?

- Servings

Cereal S 3 ,
) 160

Eggs‘ |
Meat,_,, o

Pancakes

SR s

2
0
2

T X
N Nl
oot
L R
o o o ©

koo e ST P
- Spearman's rank correlation coefficient.. -

sk . e
- Significant at .05,

C
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e s rank correlatlon coeff1c1ents The calculated value of rs was only 2

T A value of 1. 0 was requ1red to estabhsh a s1gn1f1cant relat1onsh1p In

calculatlng th1s c‘oeff1c1ent only‘ th‘e rankmgs g1ven by consumers ‘
' 'exposed to egg carton A were used Th1s was done because th1s egg
. ; » carton was the only one representat1ve of the egg cartons in. general

' use in the survey area.

.Fr,é@énﬂ@j{ 9@ Servings

-

The four hundred fam1l1es contacted 1n the survey reported

servmg eggs a, total of 1 682 t1mes durlng a representatlve week. Th1s

N made eggs second to cereal (1 830 weekly serv1ngs) as the most fre—

1quently served 1tem, . Meat was reported as be1ng served 1 182 t1mes

) V?per week and pancakes Were the least served w1th 424 weekly serv1ngs : ; :

| '.: fLevel of Egg Consumpt1on ’:, |

Most fam111es werevfound to use 13 to 24 eggs per week Th1s | g ’

range of egg consumptmn contamed 4:0 5 per cent of the fam111es report-
ing 1n the survey (Table 4) ThlS is essentlally in agreement w1th |

‘_Powell (34) Who found 1n surveymg the Tucson area that 46 per cent of

o ; ‘[the fam111es used between one and two dozen eggs per week Sl1ghtly

o over e1ght per cent of the famlhes reported us1ng more than three

. ‘zdozen eggs per week



Table 4 ' Weekly Famlly Egg Consumptlon Found for 400 Tucson

~ Families,
Number of eggs »used S Number — R
_perweek -~ - - " offamilies ‘. Percentage
1-12 128 3225
wHo o w
. over36 .o 320 . .8
: Not ascertamed o '»‘ , 1 .25
“Total - . - 400 - . 100.00 '

- Average egg use for the 1ndrv1dua1 was found to be 5 3 eggs per o
Week This weekly avera.ge converts to 301.6 eggs per person per year.
| ’Thls compares W1th an Agrlcultural Marketlng Serv1ce est1mate of 303
| eggs per 1nd1v1dua1 1n 1960 (25) Th1s flgure represents only shell eggs |
" Excluded are eggs used in prepared mlxes and other eggs consumed |

,‘.‘Whlch were not bought by - consumers as shell eggs. The number of eggs .
: reported as belng used mlght ha,ve been affected by season The survey
§ ", ‘Was conducted from May to August Representatlve consumptlon over thlS_‘.b

per1od mlght not be representatwe of average 'consumptlon over_ the

B Whole year.

An egg consumptlon level of over 15 eggs per Week Was reported

| -'f'for 2 per cent of the 1nd1v1dua1s (Table 5) The largest percentage i



) (46.2’5.per'e’_ent), of egvg, eonsumers fefl,tinto.tbe,"Tf'(:)ur.‘t()'~six eggs per. o
ek ey

) _"Table 5 Weekly Egg Consumptlon by Persons Represented by
' R Interv1ewee, ‘ , :

. Weekly egg T — v
~ consumption of ~:. ¢ ' Number of . ' Percentage
individual -+ opewsems .,

o 2 s
46 185 . 4625
Cmeg oo a0 ags
115 e s
over1s .. . 8 . .2

~ Not afscertaine_dl S 1 - o b.;2,5

Total ~~ - . 400 100.00

Assomatlon Between Breakfast Regulamty and Egg Consumptlon

The relatlonshlp between famlly breakfast hab1ts and 1evel of

o ’eggv consumptlon vwas studled The flrst step was to determme Whether
" or not all members of the partlcular famﬂ.y were regular breakfast

eaters Any person who mlssed breakfast more than once weekly was

‘ cons1dered an 1rregu1ar breakfast eater Thls arb1trary def1n1t10n was

4ksuff101ently restrletlve to render d;eelslons about the effects of 1rregu1ar IR '



B breakfast habits conServative It was found that 38 per cent of the
. lvlfamllles had at least one person who was an 1rregular breakfast eater v .
The data relatlng the per cap1ta weekly consumptlon of eggs B

: With the breakfast hablts of fam111es (‘Table 6) 1nd1cate that families -

. . hav1ng 1rregu1ar breakfast hab1ts consumed s1gn1f1cant1y (P < 01) fewer ‘., |

ieggs than those regularly eatmg breakfast It Was noted that a larger

percentage (48 2 per. cent) of fam111es hav1ng 1rregu1ar breakfast hab1ts B

~ were assoc1ated Wlth a Weekly per caplta consumptlon of four to six eggs S 2

than that observed (44 9 per cent) for fam111es eatlng breakfast at least
six tlmes weekly However the reverse was true for the group of

- u famlhes havmg a per caplta consumptlon range of seven to n1ne eggs

per Week Th1s range of consumptlon 1nc1uded 21 T per cent of the

fam111es W1th regular breakfast habits, . Wh11e only 13 2 per ‘cent of those

-‘.famllles W1th 1rregu1ar hablts were found to be at th1s level of egg con—

»sumptlon.,



o thable 6. Per Caplta Weekly Egg Consumptlon as Related to the
B Regularlty of Breakfast Within the Famﬂy :

- . T Regular o ~Trregular
Weekly egg use preakfast ' . breakfast

perperson _ "TTNo. Per cént ©  No. " Per cent
4.6 112 449 13 482
19 s a2 132
10-12 ¢ 21 10.8 6 4.0
1315 520 o |
over 15 1 2 88 a0
NA 1 e e |

Total L 248 99.4 152 L1005

= 20.1,. 5 d.f

- .'Assoc1at10n Between Egg Consumptlon and Ethnlc Group

In each ethmc group con51dered. (Whlte Negro Spamsh and e

i .other) the predommant level of egg consumptlon was four to SlX eggs

. per Week (Table 7) Thls modal range ‘was in agreement Wlth the f1nd~ L

o '1ng of 5 8 as the mean Weekly 1nd1v1dua1 egg consumptlon for the survey,,‘_' -

| Ethmc groups Wer e Compared_ on the basis of the frequency with " i

}Whlch they named the food 1tems as the most servedi for hreakfast

S (Table 8) The Whlte Negro comparlson produced achi equare value of"::'-f

25, 7 3 d.f. ThlS was found to be mgmﬁcant at the 5 per cent level of

probablllty Major d1vergences from expected frequenmes Were in the



. oer'eal and meat cate'gories ‘Negroes 'named meat as the most serv?e'd ST

.1tem a dlsproportlonately hlgh number of tlmes Whlle Whltes d1d the '
""same Wlth cereal Ch1 square tests for 1ndependence of the Spamsh

- Negro and Spamsh Whlte comparlsons produoed Values of 7 28 and 2 35 B

L ,‘respectlvely Nelther were s1gn1flcant at the 5 per cent level ‘with three_',-_f:

o degrees of freedomo These results 1nd1cated that preferences for the _'
four food 1tems tested are related to the ethmc background of some

¥ r_groups .

.'Table 7 Egg Consumptlon as Compared to Ethmc Group of Respondent g

Level of egg | ‘ ’ Ethnlc group .
use . White o

(eggs per week) ' (non Spamsh) SPamSh Negro Other
g o. j‘ SR P 0 0
i1 e T 12
4s6 13t ooo25e o 25
13-15 e
Over 15 ; .

Not asc;ertamed“,l 0 o

OO W
om0 N ©
I A T = - -




fTablé 10. Individual Weekly EggConsuxmp‘tion.‘Compared fobweeklyh Food Expenditures.

_Co’nsumpvt:ion‘ i | ‘W‘?‘e_kly‘ food expenditure

H
levelof . ' (a) less than'$5.00 -+ (b) $5.00 t0.$10.99 = 1 (c) $11.00 and over
- individual e e —
. 1

| No. ' Pet, ' No., ' - Pet, ' . No, ' Pet. .
o e e 13 e
S am st e 23 o a2l
46 o4 s 141 49 16 36
79 107 18 58 .19 . . 8. - 18
012 o T e
~ oOver15 .. |

' Not ascertained

S GRS

o o Ow
© ®™ w © @
=3

o O O =3
© = . =g

Total .~ 55 100~ 285 1008 45 . 100

.

ab %t = .86, 3df .
Caie X% =307, 34t
=753, 8df

B!

- .i«'»b:c | X2

99
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~ Table 11 Gupimany 68 Physmlans' AdVlce to Famlhes About Egg
. o Consumptlon L ' ’

Advice and - . ' Number of ' Per cent of 400
. Teason ' - famlhes adv1sed:f LI famlhes adv1sed

'éqiérgyf9j:}5,‘.'.7'jf‘"':’:'”<‘1Q'u>«u'_ S e
':'C,holesjierol" BRI f‘ : 17 ol -4 25

o EBateggs . iAo 25

ol . . a1 10

;Table 12 Compamson of Frequency of Egg Servmgs in. Fam111es
e Receiving. Physmlans’ Advice-Against Egg Consumption
-~ Because of Cholesterol to Frequency of Servmgs in -
:_"'-,'Famlhes Not Rece1v1ng th1s Adv1ce '

Number of egg
. servings.

B | Don'tfeat-,--f R
“per week

e i Physician'sAdVice- :
’ _
' . . cholesterol r

s
S50 St
Sl
89
34

o kO MO O W W

j;'-:i RS AT R LR
=L
-3

Totall_“ 356 e

2 9.6, 44t (P> 05)

No advice . .



Food Value

| Consumer op1n10n ahout the relatrve food value of eggs cereal -
, meat and pancakes was the concern of much of th1s 1nvest1gat1on., It
| has already been po1nted out that consumers ranked eggs flrst in food
‘value meat and cereal an 1nseparab1e Second and pancakes fourth
'7 ThlS sectlon deals W1th these ran.kmgs and how they appeared affected

by certam var1ables (cartoncopy, educatmn, and egg pro.paganda)..

: ?'; Assomatlon Between Carton Copy and Food Value Ranklngs
Consumer response to a suggestmn on the. carton that eggs are
hlgh in food value was tested A carton Whlch dlsplayed copy contammg : '

»-‘-lth1s suggestlon was presented to the consumer as one of the four cartons

representatlve of the food types he ranked (F1gure 5) Other consumers ‘.

,saW‘ egg cartons which d1d not allude to- food value Food-value rankmgs e

glven the four 1tems Were compared on the ba51s of Whether or. not con— o v

"sumers were exposed to the carton Wh1ch suggested that eggs Were of
”fhlgh food value D1str1but1ons of these rankmgs are shown in Table G,

: Appendlx I These d1str1but10ns were not s1gn1f1cant1y dlfferent at the ;

i 5 per cent level When tested hy ch1 square

S1nce no d1fferences could be assomated W1th changmg carton

) tcopy, it Was assumed that consumer oplmon about food value was not

-, affected hy egg carton copy ThlS conclusmn is’ 11m1ted to the food 1tems.;{;j; =

. 1ncluded in the test and to the partlcular copy used
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* Food-Value Rankings as Related to Educational Level -

Food—ralue' rank‘ings Were examined to see whether they varied

' -'S1gn1f1cant1y w1th the educatlonal 1eve1 of respondents Again observedv o .

o dev1at10ns from theoret1ca1 expectatlons const1tuted the bas1s for ]udg— .

‘,ment A mgmﬁeant (P< 05) assoelatlon between food value rankmgs

. and level of educatlon was found ‘When respondents reported hlgher |

o 1evels of edueatlon they ranked eggs flrst in food value a OhSpI’OpOI‘thII— |

3 "}ately hlgh number of tlmes.u The;dlstrlbut1ons are shown in Table 13.

Table 13, Compamson Between First- Place Rankmgs in Food Value of
’ ‘ Eggs and Other Food Items Aecordmg to Eduoatmnal Level
of Respondent o

Educational level of - Times item ranked first

respondent ' Y Eggs' Lot Others
,, Below hlgh school e L 50 | 50 ¢ .
 Highschool . .. ... 13 .61
"V‘;Above hlgh sehool e " T4 27
".’v'Not ascertalned I E 9 " 4
C Total - - . . .28 148

- ,XZ.’ = 1_4;,6, 2d.f.

g Assoc1at1on Between Food Value Rankmgs and Egg Informatlon

The hypothes:.s that the consumer s rankmg of the food Value of )

‘ the four 1tems Would not be affected by hzs ab111ty to recall bemg exposed
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to 1nformat1on about food Value of eggs was tested Observed d1str1bu—f? Lo

't1ons of answers Were compared to theoret1cal d1str1but1ons and a

vs1gn1f1cant (P < 05) dlfference 1n the d1str1but10ns Was found Those

B :-respondents Who reported havmg heard or seen someth1ng about the food

‘ Value or healthfulness of eggs W1th1n the last SlX months gave hlgher

' »ranklngs to eggs than d1d those who reported no notlce Fr.equencl_es

a ,Zv;that Were compared are shown 1n Table 14

L Table 14 Food Value Ranklngs of Eggs as Related to the Respondents' :
' ' Awareness of Egg Informat1on ‘

i N o L ‘ . i .
o Re.spondentawareness v Food value rankmg of eggs
. 'o‘f" fegg informati'_on '

Not1ced egg 1nformat1on : 121 ' 2,6 1 o _7'4 o " 161}'A
B D1d not notice egg ' ' 148 67 14 7 - . 938
PR 1nformat1on ‘ I R DT R AR

x4 5 9.4, 3df

~'ZF\'.,I'Salesnlanship-Rankings_ S

B The portlon of the survey ded1cated to carton salesmanshlp was,

| 1ncluded to help evaluate carton copy and des1gn,\ Consumers were asked

lst " 2nd_ 3rd T TTotal

to rate the cartons placed before h1m on the bas1s of the packages' o =

ab1l1ty to sell h1m the product Reasons for ranklng paekages both f1rst



gt
: “and last were also requested It Was hoped that these reasons Would '

provrde 1nformat1on useful as guldes in egg carton des1gno - |

‘ Assoc1at10n Between Appearance and Egg Carton. Salesmanshlp

leferent egg cartons were used in each sectlon of the survey 5.

- Carton A_. was chosen as a rather dull representatwe of the-cartons 1n

use today It was a drao pulp—type carton thought to be representat1ve o

of the unattractlve end of the line of cartons generally used Cartons Bi ) :

- C, and D Were essent1ally the same type of carton They Were colorful

l1thographed cartons featur1ng 1llustrat1ons suggested for egg cartons

. by the Poultry and Egg Natlonal Board All cartons used in the survey

v‘_'are 1llustrated on pages 42 and 43, | |

R Ch1 sq_uare values produced by comparmg the rank d1str1but10ns
accordlng to carton salesmansh1p (Table 15) led to. the followmg conclu-

. sions:

1 ‘Carton.A Was ranked a poorer salesman than all,,of the other .,

egg cartons. -
' 2 vCarton B was ranked a poorer salesman than either carton
B Cor D |
| "3., No d1fference in sales ab111ty could be detected between car-. Z ‘
tons C and D U |
The separatlon of carton B from cartons very smnlar to it is probably :

due to the promlnent blank space in. 1ts copy These results mdlcate
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' that consumers are sens1t1ve to carton appearance as expressed in thelr o

evaluatmn of carton salesmanshlp

Table 15 Comparlson of the Carton Salesmanshlp Rankmgs for the o
\ Four Egg Cartons : s

1

;',Esscarunlja‘?“

- ,salefsmaﬁéhip ranking

Baws

141z 14 o '55;ff':' .

56.. . . 15 . 1T g . -

B0 . sl o 100

H

'y

CHACRACRA TR CRA LT R

W

]
a
MR M MM

(]

32.5,
163.7, 3 d.f.
64,3, o
221, 3df
- 24,5,
1.8,

3 d.f.
3 d.f.

Sdfa
Sdf*

ek : o :
L Not_signiiicant-atﬁ;()&, S

o Reasons for Salesmanshlp Ranklngs

Table 16 shows reasons glven for ranklng cartons f1rst in sales-"

K mansh1p It 1s qulte possﬂole that: general attractlveness 111ustrat1on

"',and color are: 50 1ntertw1ned that no. reasonable separatlon can be. made .' : S

| "Thls group of reasons was predomlnately the most named Copy and




fo‘rm were ,named about_one-fifth ?S:';; ,lv“ﬂany‘ times. 35}- the Othert." o

- Taple "16._; ‘Reasons for Ranking;Packages First in Salesmanship.

., Reason .. ... ., .Number of responses ' - = -

" Ilustration B £ R

s Generalattractiveness S R}

-Color PR S o IR ‘86

-Other and not ascertamed LA 88 o |

The egg carton Was ranked f1rst in salesmanshlp a total of 144

: ) t1mes (Table 17) The 'bu]k of these rankmgs were a:Eforded cartons C

L ”’f}and D The most frequently 1ndlcated reasons for nammg egg cartons

rflrst in salesmansh1 were: ”color” an, llustratlono" Carton co was -
‘ P 3’ ‘

‘a promment reason for rankmg the carton flrst only in. the case of carton B

i A TWO reasons for th1s seem hkely 1f the occurrence is due to some—

. thmg other than chance The reasons appear to be (1) the allusmn to

'Arlzona both by name and by the outlme map on the carton could have

L : lpfproduced an assoc1at10n Wlth a local product and freshness and (2) con— i

__lsumers mlght have lacked anyth1ng else to Whlch to attr1bute the rankmg



L ffrespondents fell 1nto the ”other or not ascertalned” class., IS

4

Table 17, ;Re.asons'for Ranking the Egg C,arton l'f‘irst ‘in,;‘Sale‘Smanship., e

. . «Y

g Number rankmg egg carton flrst
'Sec A 'Sec B Sec C Sec D ' Total

‘ﬂ‘Color

i M w4

Tllustration R ST S VP T S
. Generally attractive . 1 10 e T 24
" Copy B .5 2 4 0 ';11H”.A

Form ' 0 0 12

Other and N.A. -~ 6 8 6 24
© Total 14 24U 86500 144

| ’l‘he most named reason for rankmg a package last 1n salesman— '
) ‘sh1p Was "generally unattractlve " Just as W1th 1ts counterpart ”gener— |
ally attract1ve R 1n the reasons. for rankmg f1rst thls category lacks L “
| - meamng def1n1te enough to be of real use, Unless otherw1se establ1shed

: ‘”unattractlve” must remaln a value ]udgment Color and form accounted

' for about 12 per cent of the reasons for re]ectlon Over half of the

Results obtamed from the questlon were unsatlsfactory and nxay Ty
- 1ndlcate a weal«:ness 1n the questlon 1tself Another p0581b111ty is the

}, 1nab111ty of the respondent to determme for h1mself the cause. of h1s |
.1nd1fference toward the package Table 18 summarlzes the reasons

g1ven for rankmg the varlous cartons last



Mg

- Table 21. Respondent's Recall of Egg Informatlon About the Food
' Value and Healthfulness of Eggs Over the Last Six Months.

R T -
Recall and source_ R Numbe_r ' 7__Percer‘xtage

- “No r'ecfalzl"f : P 236 o 59 . -

U CReeall o

 Newspaper . .6, . 1525 o
. Magazime . - 59 - " 1475
‘Other .41 . 10.25

' Notascertained . - .. - 3 .75

Total’ .. 400 - 100.00

Sex of ;Glrocery:S_,hopper -

Roughly three- fourths of all fam111es reported a dependence upon :

| ;'a female for the greatest part of the1r grocery shoppmg (Table 22) The B

A female also flgured 1n some of the grocery buymg for another 14 5 per B i

'n‘""cent of these famllles Thus 1n only 12 per céent of the famlhes con-
B tacted was the female not a grocery shopper Attempts to 1nﬂuence the '

~shopper should recognize this dominance.



- Table .‘ZZSeX iojf_;PeJr:é?;o?n DOin‘fgf;Most':Of'Fé;miljf's' Gr‘c_)ﬂc‘e:ry”iBuying; o S

t [BE

SeX ol B Number o Percentage o

Female . 294 .. 135
Eitherorboth” - . . B8 . .. 145

CTotal .. 460 1000




. CHAPTER V.
| SUMMARY OF_,CONCLUSIONS AND SUGGESTIONS'

Th1s study 1nvest1gated the relat1onsh1ps between frequency of 2

o servmgs of the food 1tems eggs cereal meat .and pancakes and con-

" sumer op1n10n about the food value ease of preparatlon and carton R

Salesmanshlp of these 1tems The 1nvest1gat10n also prov1ded 1nforma_‘-~ i

'.tlon about egg purchase and consumptlon patterns of the Tucson area.
'The f1nd1ngs of the 1nvest1gat10n and suggestlons for further study are

. :summarlzed in this chapter

i Egg Ccnsum'pftien -

Most Tucson fam111es Were found to consume 13 to 24: eggs per

3 Week (Table 4) Ind1v1dua1 egg consumptlon was 5 8 weekly or 302 eggs , o

' _> per year., | |
Egg consumptlon varled W1th breakfast regularlty (Table 6)

Thlrty elght per cent of all famlhes contacted had members Who Were

cons1dered 1rregu1ar breakfast eaters Egg consumptron 1n th1s group G oy

) ‘vwas lower than consumpt1on assoc1ated W1th fam1l1es made up: of mem—'

'bers Who never ‘missed breakfast



No d1fference was observed between egg consumptlon of dlffer—v e
»ent ethnlc groups (Table 7. | ’

More eggs Were consumed by 1nd1v1duals w1th h1gh food expend1—-’j

3 tures than Were consumed by 1nd1v1duals W1th low food budgets (Table}_: .

The effects of phyS1c1ans adv1ce agamst egg consumptlon =
) ,because of cholesterol appeared negllglble Only 4 25 per cent of all

| f fam111es contacted had rece1ved such adv1ce and egg consumptlon

: K.among these fam111es d1d not d1ffer s1gn1flcantly from consumpt1on in o

famllles Where thlS adv1ce had not been recerved (Table 12)

Fr eque'ncy of "Sezrvings -

Cereal was found to be the most frequently served breakfast
| 'f1tem, lt Was followed in order of the more frequently served by eggs

:«mmeat and pancakes (Table l)

:{

No S1gn1f1cant relatlonshlps could be found between frequency of L

S serv1ngs as compared to consumer op1mon of elther food value or pack- S

. ‘age salesmanshlp Spearman s rank correlat1on coefflclents of 7 5 and

2 respectlvely, were found for these comparlsons (Table 3) Fre— >

. '»"v.‘.,quency of serv1ngs rankmgs d1d vary w1th ease- of—preparatlon rankmgsfi; S




" Eog_d Value o |

Eggs were: ranked f1rst in food value but second to cereal in.-

o frequency of serv1ngs (’l‘able 1). Thls 1nd1cated that although consumers

thmk that eggs prov1de more food value than cereal the1r est1mat1on

y of the beneflts derived from th1s extra food value does not lead them to g

B 3 select eggs over cereal as the1r most served breakfast 1tem°

. lt was found that as the educatlonal level of respondents‘ rose
- ‘.they Were 1ncl1ned to rank eggs hlgher in food value (Talole 13) Eggs " L

were: also ranked h1gher in food value b;v those respondents who recalled ;’
s havmg seen or read somethlng about the food value or healthfulness of , |

eggs in the six months prlor to be1ng 1nterv1ewed (Table 14)

B Ease‘gf Preparation

| Respondents dlsnlayed strong agreement in rankmg the 1tems
'accordlng to ease of preparat1on (W= 72 Table 2) Cereal Was ranl;ed |
- first: (345 f1rst place votes out of 396 possﬂo1ht1es) Eggs ‘meat, and
‘pancakes followed 1n that order., Ease of preparatmn was the only attr1—‘. o
bute con81dered that .showed a p051t1ve relat1onsh1p to frequency of

servings.

‘_’Carton Salesmanship .

The pulp—type carton (carton A) was cons1dered a relat1ve1y poor :

: salesman by the respondents (Table 15). Although 1ndfcat1ons were that o




,',shappé-ré did not use tn'e»s’aﬁie;‘fvélu.e j‘ﬁdgmenfsvinéerainating‘ ‘i:he"s'ai}e;s_i’ o
o .]abilitie’s of the packages V(Tameﬂ 2), it appears possible to make the egg.»"

carton a ‘more effective coin;petfitor‘in this area. Tnis Was indiCated by“. i
'hlgher comparatlve ranklngs glven egg cartons C and D (Table 15)

> Illustratlon color and ”general attractlveness” Were ma]or cr1ter1a

| '_ ;‘,v;‘for carton salesmanshlp ranklngs (Tables 16 and 17)

- " Etfects 9@;1Ag?e g;f;_Re}sfpondent o

Ranklngs in the varlous categomes were not affected by the age A

of the respondent

Market Characteristics -

Tucson consumers Were found to purchase most of the1r eggs

xfrom thelr regu.lar grocery store (Table 19), and newspaper advertlsmg _"' e

© was named as the most 1nﬂuent1a1 promot10na1 medlum (Table 20)

- In 88 per cent of the famlhes contacted a female Was 1nvolved 1n‘ ]

i ‘grocery buylng Males represented 26, 5 per cent: of the fam111es in

j‘grocery buylng (Table 22)

G ;Suggeéﬁ'ohi_g.fof Furfﬁerllnvestigation "

The phase of the 1nvest1gat10n deahng with salesmansmp of the =

) packages Was 1nconc1uS1ve Weak assoc1at1ons among consumer rank-

'y o 1ngs in th1s area showed that there ‘was uncer"camty about what factors



,85'-7‘

~ made up salesmansh-ip anol j ust hdw _the'jz should be*eValuatedo . Commer- |
cial research'institutes and'container’concerns have undoubtedly: studied )
"' thlS problem but the1r :l:'1nd1ngs are ‘not avallable in detail. It packaglng
e research 1s to be cont1nued by publlc agenc1es aflrmlng—up of ava1l— S
able knowledge in the area is de51rable o
| A good start in this cl1rect1on m1ght be f1nd1ng out What the con- ,.

sumer: means by "attractlve” and ”unattraetwe Al The association

e ~between package salesmansh1p and attractlveness has been establlshed -

but What does it mean‘? After establlshment of the factors makmg up

o ‘attractlveness and salesmanshlp, the questmn becomes one of Whether o

: "or not the consumer W1ll recognlze the factors When applled to packag—}"

| mg and evaluate them cons1stently Assumlng that there can ' be agree—

© ment in th1s area;: does it follow that a package accepted by the con-
‘sumer as-a. good salesman w1ll in :fact mcrease sales of the item so
.packaged? These quest1ons are ne1ther unreasonable nor 1rresolvable

' and-mlght profltably‘ be consniered for future 1nvest1gat10n;
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Table C. Ethnic Group Q.f"ReSp‘o-rident;‘ .

N ?

Growp -, Number , Percentage

‘ White}(non—:Spahish)‘ o o 290 e 730
Cspamish o s 14
: Negro 49, 123 o
‘ O’the'r'ahd not asceftainéd SRR 9 o B 5 o

\.

- Table D. Family Size of Respondent.

T [ 2

© Number infamily .,  Number . . , Percentage - -

0 0 15
s - a0
%o 185
L 5. 375
s 4 10

 gandover . 8 15

R R TS R R I

Total - - 1400 B 1000 B ,




93

Table E. Family :][nc'c'):r.né 6_f Respbndents;_

. , " Number !
- Amount of income . of o 1T

. _Percent_age‘ '
' families ' Of total 'Of ascertained

. Lessthan$2,000 .- 4 10 13

$2,000 - $3,999 - 42 105 134

 $4,000 - $5, 999 o122 U805 0 39.0 g

©$6,000-$7,999 . -~ 100 . 250 320
$8,000 -$9,999 . - 24 60 .77
| $10,000 - $11,999 14 | 35. 45
$12,000 and over = 7 w75 23
© Not ascertained. 87  2L75 -

Total . . 400 . . 1000 . - 100.0 -

Table F. Educational Level of Respondent.,'

Educational level : . i Number . ' Percentage

~ Below high school 1000 - . 250

 Highschool - . 188{,}"‘ o a0 |

Above high school 105 26.25 -
. Not ascertained B - 1.75

CTotal - . 400 - 100,00




— j"’_1['9[&)_1(:3 G. ‘Food-Valﬁ_e Rankiﬁgs"’

Itemfandry'ank R »

B |

Xl

- Eggs .
. 1st
2nd
3rd
4th

~ .Cereal -
Co1st
o 2nd
- 3rd
4th

- Meat -
. ”1sﬂt‘, o
: 3rd

*. Pancakes

Ast
2nd
3rd
4th

s

31

37

20

23
84
32

25
62

B

o
20

T
30

' 15
40
35

18
77

. 61
24 -
gl
4

27

17
28
26

a5
16

BE TR
P
51

58
o _‘f_35‘

24
a7
30~
o1

Hgel
2
.34

81

5T, 4T

121

263
S 93
200

14

L
105

136
oz

61

140

19

110
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Table H. .«FOO‘_dvaa,hl‘e Raﬁkings bg}. Agei_.q'f Reépéndeﬁfg .

7 Cot ot i y

Sectlon A Secnon B . Sectlon C Sectlon D Total

L :Ift?m'f‘md??nk, Co 'Under ’30 and 'Under '30 and 'Under ’30 a,nd Under '30 a,nd 'Under T30 and

, ; ' 30 . 'over ' 30 over K 30 over B 30’, 'over 130 ‘ ’over‘
' st .. 2 49 2

| 2% ,.43;~ 26=>j’-35,4— ;-19‘, 39 97T 165
gnd - - 2 120
o o
2

, 11 . 160 14 11 24 o 132 61
Brd - R
4th. 3

R X

| Cereal T e e
CMst 08 e 100 - 1814
2nd .12 .19 15 15 - - 5. 12
3rd . 120 25 16 25 |
4t o BT 15 0 1.8 o121

200 24 B2
18 S0 41 0 64

S N CE-TNEN CRE

lst
ond
3rd

- %4 21 14 la 14 8 as . a9 g
4th

e
TGRS | B

Pancakes -
st
2nd
3rd

BT , 15 15 a1
4th - - 2

- 43 : ' - 22 -v -» 29 ~. 2

R

8T 96 151;,

4
2 .9 E DR
©025° 12 16 16 - 14 0 .56 80 ..
4. 13- . 22 50
o184 iy 40 mo Lo e 19 s
‘20 18 a7 91 24 . 11 20 - 59 8L ¢

5. 1 .6 5 1t 7 13 15 3

a5 s e




"‘}}?fjf,9‘4u1v"j;,tgg;; ,f[80};f  {¢8

| _‘ Table I. . Ease-of-;P'reparationiRankingé.,-f o

S

Ttem and rank ' ~ Section

R ;."_fC*"f v D V‘

nggs‘A’ o L v f,’bf . . ‘}.j‘ - i o
Clst s ol 20 120 4T
“ond U o TWo . -68 . 64 1 a3
. 3d .18 . .22 -0 13 . 1T . 10
R 4th-.'-‘;. . : S 1 PR 1 R "1,' t 0 ’ L 8

Cereal = e
o 1st - ‘ : ... 89
- 2nd . - 2
o 8¢d o om

343
32

o 8
17

2nd 26 15 14 9 64
8rd - - .. 56 69 65 . .61 . 251
4th 13 12 1 30 T2

Pancakes R
cist ,T,:‘ﬂ': 1
C8ed o1 oo 180 2000 0 55
.76 . . .66 . 315

© G oy o




. Table J. Ease of Preparation by Age of Resmndent; PR

-(;_Eggs

- Cereal

© . Meat

Tt

, e e et 3 :
, » ) -Section A ., Sectlon B e Sectlon C- Sectlon D . Total
‘Item and.rank -  '?~' Under '30 and ’Under ' 30 and- 'Under '30 and ! Under 30 and “Under ' 30 and
o 30 tagver ' 30 ‘ over : 30 Y over ! .30 ’ over 130 . ' over

9 0 12 < 93 . 95

1st -

.~ 2nd

o 3rd
4th

X s—‘n'g
O YO

502
S 14 10 12
' 20 i

0 ;D
o1
o

o118 295 o

Cast o 2 |

2
- 2nd T L
3rd | S : D

4th R | S

==t 00O

S OO
PR

Olen N
VO T N

[A\)
(an]
[]
fa]
[\
[J8]

- 3rd. L 14 42
4 - 4 9

428t 34 21 4o 93 ';]'158“» |
10 86 13 - 9 . 21 - 2L 51

D =3 CO
©w

. Pancakes -

- st i

~ 2nd L
- 3rd R S
4th - 23

10 -8 o2
14 . 18 37
j;43':r;116‘ 199

4z . 23

B OO
Lk O

Swo o

L6




| -4fPancakesa{ff¢jtef5*”

oy -Table KSalesmanshlp-of-Package Rankmgsoy Age Q’f g{espohdéﬁt; S

t

Sectmn A Sectlon B Sectlon C , Sectlon D . 4 Total

-  ' Under ' 30 and Under 30 a,nd Under '30 and ’Under '30 and 'Under ’30 a.nd

“y 30 'over 30 -ir'over {' 30 'over ,' 30 o "over M 30 1 over

28"i‘,'64ﬁ f*i‘su‘f
26 - 27 - 55

1 ‘17f12'*?f'12" "~2'”";929f e

Codst o e , - | 7
9 15 9 ¢4 Il
. 8
3

c2nd T30 9 .9
3rd oo e 30 AL 37027
o

S 4th o .ii 200 0 3500910

oo

'lst;3 oo 14 83 22 019 T 1900 0 T 25 B0 96
Sando Ll I8 T 26 28 T
3 8. 5

DS OT GO =T

- 3 f>j~1q;;ig;;14.j '
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st 6. - 9. .0 5 2
Brd oo 712 27 f24e 14 1600 15

| , | 16 .58 72

35 B9 103 -
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Srd IR 20T 4 T e
SAtho TR o811t iT.. 14 018 16 -

-3
J=*.
[\
[E=
[0's)
DO DN

5 e ose

L2l RS el e o
18 . 23 54

B R Tt RET
9 14 ar

T 2200w B3 T

16 0887 T BT s

S80 . AT s
20 '8 81
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'?wﬁ,jsubsﬁhﬁb‘ﬂlthéiofﬁnﬂAH:

‘ The followmg eomputatmns show the method used in determm— BE -

1000

- 1ng 1f palrs of d1str1but10ns Were mdependent Thls partlcular example SN

fexammes the 1ndependence of the food value ra.nklngs of eggs and

cereal The dlstrlbutlons for the egg and eereal ranks were

r fRénk,

T e
e 1
"'iggz,v“f'

Tetal -

L 'eombmed

s 2 .and,fé;'5, 2 ;
RN el
 Total

9 : (O

“-fiEgeS*?

kN o | B ',;Cer'eal o
1 248

C 107

SN VL

L ) ,‘Cer_eal o _
169 S
T

74
‘3924”

To ehmmate small expected observatlons some ranks Were

69 . 3120

181 152
78 k
392

784 -

ok
X m T D e
’*ﬁffatél‘jelvﬂ'ﬁ**




«Pa

Meat : lst
‘ ‘ 2nd
3rd

hih

Pancakes:  lst
2nd
3ed
bth

. 4. Would you please rank these items in the order of Pood value
you think you obtain from a normal serving? '

. Eggs:  lst
' 2nd
3xrd
bth

Cereal: lst
2nd
3rd
bth

Meat: - 1st .
2nd
3rd
hth

Pancakes: lst
) 2nd
hth

5. Would you rank the items as to their ease of preparation?

Eggs: lst.
2nd
3rd
bih

Cereals lst
2nd
3rd
bth

Meats 1st

' 2nd.
3rd

bth

Pancakess 1st
2nd
3rd
htn

6. Now rank these packages with respect to the ability of the
package to help sell the item.

Eggss lst
2nd
3rd
bth

Cereal: 1st
2nd

rd

th

Meat s lst
: 2nd

3rd

Lth

1k

_is.

16

17

18

19

20

21

o2

23

=

25
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9o

10.

11,

Pancakes: lst

Why did you rank the '

Color

2nd
Ird
bth

package first?

Illustration

Form

Size '

- Copy

Gen., Attractiveness

N.A.

Why did you rank the package last?

Cdlor
. Form -

Size

Gen. Unattractiveness

 NeAo

How meny are in your family (at home) 2

O~ o Fw e

over 8

How many eggs does your family use per week?

0
l==6
T - 12
13 « 18
19 - 24
25 - 30
31 - 36

over 3 dozen

N.A.

What is the average Weekly egg consumption of a member of

your family?

8 1O

-~
B\ oww

10 -

13 - 15

over 15
NoAo

Does everyone in your family eat breakfast regularly?

Yes
No
WoA,

26

27

28

29

. 30

31

32
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13,

150

16,

17,

18,

19.

b

Who does most of the grocery buying in your family?

Male
Pemale
Either or both

What advertising media enters most into yourAfood buying
decisions?

Newspaper ‘
Point-of-sale advertising
Televigion :
Packaging

Producer Specials

Other & N.A.

What do you estimate you spend on food per week (per person )?

To $5.00 -
5.00 t0 7.99
8.00 to 10.99
11.00 to 13,99
14.00 & over -
NoAs

Have you been advised by a physician sbout egg. consumption
in the last year (what)?

No

Yes -~ don't eat -~ allergy

Yes -~ dontt eat -~ chloresterol

Yes -~ don't eat -- other

Yes -- eat :

In the last 6 months have you read, heard, or seen anything
about the food value or healthfulness of eggs? (Where)?

o
Newspaper
Magazine
Other
WA,

Whefe do you buy your eggs?

'Regular'grocery
. Producer
Other

What grade in school did you complete?

Below high school
High school.
Above high school
N, ‘

33

35

36

37

32
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