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

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

v : T he: food, product'illustration ' ph: the , label Was bhe • dominant-:;1 

feature of the new designY: A prim e 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-
■ : y A; . - / ' -  ' ' '  YYY' : : )  ,,-/''/-YY , 'h' : - : , ,YYYY -I ' :Y, : :A'  Y ■ >;.Y->Y-'Y ■ .. . : Y • :, : v-VVYY' 'Y
. ground provided •excellent- recognition; .and recall,-values; and this was y .,

retained, though Somewhat modified^ in the new.label. Large images

were used for g rea ter impact and eye appeal. It waS considered im por- 

tant to use uniform type for all copy, and prepared-dish  vignettes were 

- used in-order to  stimulate-buyer appetite.

Havinghorst (18) also reported N estle '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 attem pt to tie  packages? to custom er appetite, Brand

emphasis was built with boidness of presentation of the name. Visibility
: : ■ ' ,  ■ :

; and readability w ere prim e considerations. - ŶY-Y Y - 'Y;-;Y.>Y.;- • Y • ',Y

' Y: YExamplds^ design- tp:'cprrect unfavorable: packagerpdr^Qhality, 

im pressiohs were discussed by p ich ter (14). In trying to make tea.-- 

appear m ore masculine, red  replaced blue in advertising, In another
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i '. In a related  te s t MacNeil (29) studied, the sales of fryers pack- 

aged on colored trays, and all colors offered simultaneously to the 

''c en su h ie r ..th e  .colors^ and!their-percentages:,of to tal sa les w ere:. - . ,

Green 
Blue ' 
Red/ 
White . 
Yellow V ■

,40%;
/20%:
, 14%

8%

Of in terest was the particu larly  strong showing of green in both of these 

color-oriented te sts . '' . '''' / yl /

Carton D ating..

■• The consumer survey in.Providence,. R. I., by Taylor et aL (85) 

showed for the most p art that consum ers 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 consum ers 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, ■ ■ 

Arizona, superm arkets. He reported  tha t consumers' purchased more , 

eggs offered in cartons labeled with nutritional information than they , /\.





. The .United States Department of- Agriculture (U.S.D.A.) M arket- ' 

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 consuriiers1 opinions, purchas­

ing habits, and egg use patterns, ;.,̂ e n ty -fo u r: hundred,andTiftypon-::..':..;. 

sum ers were interviewed) across the United .States../ "While it was found 

That;'consumers,generally considered,eggs us ah .essential p art of a-:

' heavy 'breakfast, many of those querried  underestim ated 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  r  b U ; ' ;  '7 I  ■ ■ v:', ; - '7: . •' :■

In  this suhveŷ ;̂ f̂̂  ̂ Was mentioned by 82 p e r  cent of those

including eggs in their breakfast as the reason for this inclusion.

Rowell (34) also found nutrition: an im portant stated consideration. In 

Marketing R esearch 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 p er cent, and to  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. ; : ; 77) V i t,. ;7 v7’d: : : :

, Sixty-three p e r  cent of the respondents" said that they were in te r­

ested in egg s i z e , 43 pep cent in grade, 1.3:per, pent in p r ie e 5dand p;ud7.

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





- * ;  ■

‘ Egg.'UsevAssociations .. ■ '

- The Color Research Institute reported an attem pt to determine

personal associations consumers made with egg use (11). It was found

that the most common group associated, with, egg use w as' children. In
■ : : . •• 

;desde8ding:'order of frequency of association were: t-infants, "men, : and

women. People under th irty  were m ore Often indicated as egg u se rs  

than were people over th irty .

o 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 assoc ia­

tions were about ten tim es,m ore prevalent than unfavorable ones.

- 1
tty ' , ' 'Consumption/Patterns. ^ :■ T :-y-

Several studies have indicated that about 70 per cent of egg con­

sumption was in the form  of direct table use. This was sum m arized by 

;jaspeh;(23): nnd-Iater •pssenfialjy,.c wbo-drew ,,

- together resu lts  of five studies. f /■ .

According to Marketing R esearch Report 405 (20), about One-half 

Of the homemakers questioned ate eggs at meals other tM n breakfast.

: ̂ Easc.nf,:preparation:was^g^ reason 'fbr O ther-than^

fast u ses , in  addition- substitution of eggS for meat: and the fact that









Most purchases from  farm s were made to obtain freshness, although 

' the re/w ere, some: considerations indicated rri'thSSe purchases «,: In / c

contrast to th e :ties 'MbineS findings, 67 -per cent did not buy their eggs 

where they bought the m ajor portion of the ir g roceries.

Taylor et ah (35) worked on consumer preferences in Providence, 

.Rhode Island,,/ They':' repQrted/freshnese':a s : 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 consum efs who bought th e ir eggs directly from  

the: farm er gaye'freshnesS' aS'the reason," Again, this indicated tha t p , 

freshness was associated with farm  eggs. Convenience was given as 

the main reason  for sto re purchases, ThoSe selecting a  source by p rice  

- consfderatiqnsvusuaily picpced/ehaih::S tores; or ̂ poultry, m arkets. ;;//•::

■'■/, f  < c / 'Tn the survey 41 per cent reported buying m ost of-their eggs • 

from  grocery' sto res, 26 per cent from  farm s, and 33 per cent from 

such sources as dairies, peddlers, and meat m arkets. Ninety-two p e r ­

cent purchased -some eggs from  the source of most Of the ir groceries. - 

/Reasons fo r 'choice Of supplier varied  w ^  , As family -income

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

regular grocery storev ■ /

/.!// //' -' / A 'f  ̂ BTAurvey by-Pincbck (32) ::in:Rhaca';and :tiock^ 

was /essentially ' a ? repeat of - an e a r  l ie r ' study. Results o f the tw ow ere ; .





!� �(*4�31"��$2� � . (1#&'* ,,� �� !� G� �� ��,� !� !

!� �(*4.*31",�!$2��.(1#&'*� B&'� 1$3'�0*(*0�%$"� I& ' � * (� &30� 	(&"� T=\O

B#0�2$.#0"W&%��]P� �*(!11*3%G�02�%#*��1$3�./

B**+)",�� &30� ;� � *(� 1*3%��$.5#%�*55'� /$(*�2(*4.*3%)"!� �&(5*(�2&/ �)�*'�

%*30*0�%$� �."� *55'� /$(*�2(*4.*3%)"�%#&3� ' / &))*(�2&/ �)�* '!� � . (1#&'* '�

B*(*� &�$.%� *@*3)"�0�@�0*0�!�*%B**3�$3*� &30�%B$�0$A*3�)$%'!� >$B*@*(,� &�

%$ %& )�$2� [̂ ��� * ( ,1*3%��$.5#%,�*55'� �3�)$%'� $2�%B$�0$A*3�$(� / $(*!

�)$&1./� &30��B&3'$3�TM`O� (*�$(%*0� :!^� 0$A*3'� &'� %#*� &@*(&5*�

'�A*� *55��.(1#&'*�2$(� ]M<�#$.'*#$)0'� %#*"� '.(@*"*0!� �#*�4.&3%�%"

(*�$(%*0�&'�)& '%��.(�1#&'*0,�B&'�

!� �6� !� !� �3*� 0$A*3

�� �� �B$�0$A*3

6�  F�, �� #$%#*(G� �

�)D �

��D �

�CD�

-#.�+,>$>�  !� �.�%,1� ,!%� �,"#.%,1� ,�� #!"$%�< .� C�� -$.� �$!"�  <�" ",4� � �

-#.�+,>$>�� �

� . (1#&'*� )$%'� $2�%B$�%$�%#(**� 0$A*3'� B*(*� /$'%�2(*4.*3%)"!� ��

(*�$(%*0��"� 	$3'./*('� �3� �$B *�(' � TM\O� '.(@*"!� �#�(%"G*�5#%��*(� 1*3%�

$2�%#*� <;\� 1$3'./ *('� 4.*'%�$3*0� (*�$(%*0��.(1#&'*'� $2�%#�'� '�A*!� ��

(&35*� $2�2($/ � �3*� %$� T�.%�3$%��31).0�35O� 2�@*� 0$A*3�&11$.3%*0�2$(� &))��.%�

;� � *(� 1*3%�$2�*55�� . (1#&'* '!� �





%�/ *!� �1%.&)G'#$���35�B&'� 0$3*� �"�%#*��B�2*� �3�&�$.%� ^=� �*�V� 1*3%�$2�%#*�

1&'*'� &30��"�%#*�#.'�&30�&30���2*� &3$%#*(� M![� � *(� 1*3%�$2�%#*�%�#�*!

�."�35G�>&��%���&))#1"�

�&)'#*/ � T<O�̀ �*3�$(� � ($D*1%�� �(*1%$(�2$(� �!� I !� �$$0� � * '*&(1#� �
• - - ' ; !� :� . ■

	 $(�$(&%�$3,��1)&�/ *0�%#&2��%��'� &�2&))&1"�%$� �*)�*@*�%#&%�1$3'./ *('�"!,� �

/&+*� �."�35�0*1�'�$3'� &30�1&((" �%#*/ � �.%� (&%�$3&))"!� �&1%$('� $%#*(�

%#&3�(&%�$3&)�$3*'� &(* �2(*4.*3%)"�1$3'�0*(*0�*C%(*/ *)"� �/ �$(%&3%��"�%#*

1$3'. / *(!]�$G!� � G� G � hG

(� �*3*(&))"7�!� .(1#&'*'� �&'*0�� � �� (�1*� 1$3'�0*(&%�$�'�& (* �1$3G-� � �%�

�'�0*(*0��(&%�$3&)!� �&)'#*/ �#"�$%#*'�A*0!%#&%�B#*3�$%#*(�%#�35'� &(*!�

*4.&),� )* ' ' � *C�*3'�@*� �($0.1%'� '#$.)0� �*� 1#$'*3� �"� '#$��*('!� �.%�$%#*(�

%#�35'� &(* � '*)0$/ � *4.&),� &30�� (�1*� 1$3'�0*(&%�$3'� /&"� �*� &)%$5*%#*(� "�

'.�/ *(5*0��",$%#*(�2&1%$(' !� GG"�"� "J� ," " " � ( " � � 7!� "

!� �$ �)).'%(&%*�%#�'� 2&))&1"�)�*� 1�%*'� %#*�2$))$B�35� 1&'*!� �3� *C�*(�?

/*3%�B&'� 1$30.1%*0�%$� &))$B,�1$3'./ *('� %$� 1#$$'*� �*%B**3�%B$��&1+&5*'��

$2�&3� �3'%&3%��$B0*(!� �#*� �$C*'� 1$3%&�3*0�*' '*3%�&))"�%#*� '&/*� �($0.1%!�

�&1+&5*� (����� B&'�')�5#%)"�)& (5 * ( �%#&3� 2̀��� �&1+&5*,� �.%�%#*� B*�5#%'� &30�

� (�1* ' � B*(*� �0*3%�1&)!� �*@*#%"G*�5#%�� * ( �1*3%�$2�%#*� 1$3'./ *('��&'+*0�%$�

1#$$'*� �*%B**3�%#*�%B$��&1+&5*'�1#$'*�%#*� )&(5*(,� G��&1+&5*G�'�A*�#&0� 6

� # �6�*@�0*3%)"��/&0*� &�0�22*(*31*!

� . (1#&'*(' � B*(*�%#*3�� (* '*#%*0��&1+&5*'� ���� &30� �	�� &30-&'+*0�

%$� /&+*� &�1#$�1*� �*%B**3�%#*�,�%B$!��� �&1+&5*!��	�� 1$3%&�3*0� /$(*� �$B0*(







��@�3'� T^O� '&�0��%� �'� &3� $�*3�4.*'%�$3�&'�%�� B#*%#*(� $(�3$%�&0@*(%�

%�'�35�1&3��31(*&'*� '&)* '� $2�2$$0��($0.1%'� *�%#*(�&'� &�1&%*5$("�$(� &'� &�

�(&30�B�%#�3�&��&%*5$("�� �0@*(%�'�357� #� /&"�#&@*� %B$�$�D*1%�@*'�
G� :!� % �

T:O� %$� �31(*&'*� 1$3'./ �%�$3�$2� '$/*� �%*/ �& )�&��5 �"*3 �� (�1*,���(�"T�O��%�,�

�31(*&'*�%#*� �%*/ F'� '#&(*� $2��&(%�1.)&(� / &(+*%'!� !�  � ,� 2� �

��@�3'� (*�$(%*0�%#&%�%#*(*� B&'� &�2**)�35�%#&%� /.1#��($/$%�$3&)�

*C�*30�%.(*� B&'� *31$.3%*(*0� �3�1$/ �*%�%�@*� (�@&)(" �B�%#�3��&(%�1.)&(!

6	! �1&%*5$(�*'� $2��($0.1%',!� 6�22�*�*31�*'� �3� �($0.1%�$3�B*(*� 1$3'�0*(*0�$22G!
� � � �

'*%��"� 1�'%)"��($/$%�$3&��&1%�@�%"!� !

�$�3%�$2�5&)*� �0@*(%�' �35� ,

�&+*(� TMO� (*�$(%*0!���3���;[]G!<3!�&��'%.0"�0*'�53*0�!%$�&��(&��*��$!'G!�!��

6'���)�%�*��$2��31(*& ' �35 �'&)* ' �%#(�.5#����3%G$2G� �($/$%�$3'�!�� >*��1$3�G� �

*).0*0�%#&%��($/$%�$3&)�*)&'%�1�%�* ' � 2$(� 2&/ �)�&(� �($0.1%'� '.1#�&'� *55'� k��

B*(*� )$B�1$/ �&(*0�%$�%#$'*� $2� )* ' 'G. '*0 �1$/ /$0�%�*'!� �#*� �($/$%�$3'
G� �� !� @ � @� � �� ��� !� J� 66� �
#&0� )�%%)*� *22*1%�$3� '&)* ' !� G

�� ,!�� "�&%*(,!� �30*('$3� T=O� 1&/*�%$�&�' �/ �)&(� 1$31).'�$3!� �*��.30�%#&%��

�3� �&)%� �&+*� 	�%"� 1$3'./ *('� 0�0�3$%� �31(*&'*�%#*�(� *55�� .(1#&'*'� &'� &�

(* ' . )%�$2��$�3%G$2G'&)*� &0@*(%�'�35� *C�$.30�35�%#*� /&3"�. '* ' � $2� *55'!

>�'� '%.0"� �31).0*0�%#*� 0�'%(��.%�$3�$2� *55� (*1��* '� &30�&3�&��*&)�%$�%#*�

2(.5&)�' �0*� $2�#$/ */&+*(',�"� '%(* ' ' �35 �%#*� *1$3$/"� $2� *55'!� >$.'*?

B�@*'�!B*(*� 3$%�*3%�1*0�%$� '.� '%�%.%*� *55'� 2$(� $%#*(� 2$$0'!� �#*'*� (* '. )%'�





creating an effective display. Brand names in display situations p ro ­

vide a basis for appeal to custom ers. These names are  emphasized in 

merchandising as' a standard of quality and reliability.

The Seattle survey of Sloacum and Swanson (37) indicated that 

cohsum ers Who; purchased eW# by brand'd

Then they made a distinct effort to avoid that particu lar brand in the 

future. In one-fourth of the cases where eggs were purchased by brand, 

custom ers had been buying the ' same brand for five y ea rs . Jasper and 

Cray''(24),:re^

were purchasing eggs {by brand in 1950.v - '. C V ■ -d{

, In d iscussing changing m arket structu re M ueller (28) stated that 

many brands were losing their traditional ability to command significant 

r prem ium ^,' B buying { a n d 'e e llih g p fa c ti^

chains which have initiated house -brand eggs.

D isplay! { - ■ . ' ' - l  ■ - ■ v':{ : { ■ '; '

;.{, ■ 1:;{;{Ilost;’̂ display their goods in some fashion^ •according'-;

• to{Kanthef (2-6), He considered this display. of.product as the core Of 

sales promotion Within the • store. Im portant Characteristics p i  egg dis - 

play were reported as size, location within the store, type of custom er

appealed to, type of service, package, -and type of display cabinet.

; : ■ Gray (12) could-produce no apparent close relationship between 

average weekly volume of eggs s old and location of egg displays within





Sources of 'Egg lufofmatioii
' •: ■

• Magaiiuesw^grev.fpund -to; be thb/.most prominent source':bf'Con- ::

sum er egg-information by the- Poultry and Egg N ational: Board (11) „ 

Other sources in descending order of importance a re  reported to be

booklets, . newspapers, physicians, television, store signs, egg cartons
v;.:.

k: and radio.';''

k ,

''':T

:v- ,





These., data; categories,, provided' sub-sam ples which ' were. ;
'.'v v :

examined,to,diScbyeT..r^lotipnsMpe. among socio-economic and egg-tise :

classifications„■ Relationships found for sub-sam ples as defined by

socio-economic c rite ria  wbre. imputed to the pppulation,

The Questionnaire • '

The questionnaire designed for and used in this survey appears 

in Appendix II. Questions listed  bii the schedule were developed to p ro ­

vide information with which to te s t the hypotheses; The literatu re 

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. .

'll; -d' - 1  --- 'E5Te0fed:responses wene/included-in the schedule only to facili- '• 

tate data handling. Respondents, were urged to volunteer answers with­

out suggestions from  interview ers ̂  Space was provided on the Schedule 

for any answers iespondents might offer.

' : ;  1'- ’: . d:v; ; ■ l;Tfae;-;Saniple : : ' " ' ^ Ip';'-'; ; %

Sampling was used in this study as a device facilitating estab- 

lishmeht of population characteristics within tim e 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 particu lar observation in 

one section has a geographical and tim e-of-day counterpart in the three 

other sections. No attem pt Was made to prescribe the carton treatment,

tOvyitiich iany ; particu lar unit in ■ a cluster was' to  'bee exposed,; ! ■ \ ; Vv
,

- In order to locate, c lu s te rs ,: the: three economic' a reas were; sub- / 

divided into parts  so that each part contained approximately the same 

number of -houSe 'unitsi.V These: parts were then "numbered, V A number of - '

p a r ts  equal to the number of clusters allotted the area, w e re :selected.by 

use of a table of random numbers. The blocks within the selected p arts
X :

were numbered, and one block was chosen randomly from  each selected

;partv ;c

'. The starting point for interviewing in each block was .selected: ' . 

randomly. Boundary s tree ts  (north, south, east, or west) on which the ; 

f irs t  call was to be made was ■ determ ined by the role of a die, Anecphd %: 

ro ll of two dice determined the position of the  f irs t  house to be contacted.
/''I-,'' : 1 <: ■■ '

From  the f irs t  house interview ers moved clockwise around the block

contacting every second unit until the c lu ste r of four had been, completed.

Ip all cases designated blocks produced the required interviews.
V , -  c v

Blocks su rro  original block were'-to'-be

nates when clusters could not be completed in original blocks, . A lter­

nates were. (1) west, (2) east, (3) north, and (4). south. One-half of the .

interview s. 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.



■ ■ ' ’ 'v‘ ; - y

: This was done to minimize tim e-of-day bias. This bias effectively 

weights the sample in favor of the population that happened to be home - 

'during .a lim ited tihae period. , .

I t  was recognized-that statistically; more- desirable information

could be obtained with interviews from  the f irs t choice selected in the;
■ ' ' : ' ' . - , : - ' - - - ". % ' ' V: \ '- v ■■■/■■': : . ' ' ■ , ' ■> ; : j. ./ ... . , ' ' ' " : ' :
sampling procedure:.. HoWeyer^ duetto, lim ita tionsef tim e  .and funds it'.

v.'V>:
: ; W  ■; was decided:;#: go ''im m edi##y.bp;alterh^es ab^ '̂'#^

than to make call-backs. One of the main objections to this procedure 

was a resulting bias toward larger than representative fam ilies, since 

there was ab 'e tte r chance.of finding Someone home in la rg er fam ilies. ’ 

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).

: :v

-'V'. : 'e/ 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 in te r- 

view beyond the fact that it dealt with Idod. Respondents were not p e r ­

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

. . .

; ' l./'V;;,: Four food packages, were, placed before .respondents. There was; i v  �� 

ah egg carton, a ce rea l box, a meat package, and a pancake mix pox; in





F igure 2 .  Rvxage S et C as S hown to C onsumers.





\M

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

Figure 6 .  Egg C arton Used in Package��'�� �� CSection �O!
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answers. Coded answers were tran sferred  to data processing cards 

and desired information Was extracted from  these cards by running 

-.tliem^flirough,'.a so rte r . ' Three p asses  through:a , ;

so rte r  were required to classify the information. Subsequent operations 

on the data were perform ed on a desk calculator.
•V

Statistical T ests : -v'

Both param etric and nonparam etric tests were used in analyzing 

data'prpdqced by the ■questionnaire. In parq ihetric  s ta tis tics  the sta tistic  

derived froih a sample is an estim ate of a corresponding population 

param eter . Nonparametric sta tistics require mo assumptions about the

populationmnder' Sttidy. /pcroevehp ■ cehtaih^asp^ be'assoeb-

iated with nonparam etric sta tistica l te sts  even though none are  required.

These assumptions are  'g en e ra l#  few er' and Weaker than those associated
‘ • . ■' \  . . . ' . '

' with-parametric- s ta tis tiea l,tests:.y.. ,, ,' - y .  ̂ b :

Nonparametric te s ts  were used where the rankings expressed by

consumers were not converted.to an interval scale. That is to say, no ,

stipulation was made as to the distance between particu lar rank values., .

Direction was afforded the ranks. A rank of one was assum ed to be

better or m ore favorable than them-ahk of two. This assumption pro- ;

yided rankings on an ordinal scale. - " . y
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Consumer Rankings

Rankings assigned by the consumer to the breakfast food items 

eggs/, cereal,; meat, and pancakes are  sum m arized in  Table L These ■ 

::rknkings:; were: made' by ;tlie;cQnsimaer bn the bases the following, - 

crite ria : (a) frequeucy of servings,' (b) food value of a norm al serving, 

(c) the Convenience with which the item  may be prepared, and (d) sa les 

ability of the package. Within each c rite ria  the rank frequency distribu- 

;tiohs;.were tested for independence by ch r square te s t s , :■ No .absolutes h 

are  indicated by Table 1, nor is any consideration made of the variation 

present in the composite rankings, ' •: . ■ : :

Table: Composite- Consumer -Rankings of Eggs, Cereal, Meat, and , ■
f ,. ■ fv--Pancakes According' to ̂ Fo6d.;V aiu e ,E ase  of Preparation, T :; 

■'; .. :'■ and Carton Salesmanship, f ev. V'

Ranking Categories , Composite rank given by 400 consumers
- :fl ' - 1st. ' ''2nd' 3rd ’ : M i.:- ; .

\ :"■■-■■,;' «vV!- ■■,;■ ’-v : :
Frequency of , servings ■:--cereal:; ' ■,

: ..eggs meat ; pancakes,. ,

Food vaiue : . " '.b d ' 'meats*;.:/ cereal* : 'panca|tes
Ease of preparation c e r e a l : : eggs ; : meat /■pancakee:/. / ■•;
Carton salesm anship cereal .., ■ e^gs i ' ; pancakes meat

* ■
Not significantly different at ,05.



Eggs were ranked f irs t  in 'food value. In this category no d iffer­

ences were found between the rankings given meat and cereal. These 

two items ranked second to eggs but ahead of pancakes. Eggs were; ; 

second to cereal in the other three ranking categories: frequency of 

servings, ease of preparation, and carton salesm anship. Meat was 

ranked th ird  in frequency of servings and ease of preparation. It ranked 

last in carton salesm anship,' Pancakes, ranked la s t  In all categories k 

except carton salesm anship, where i t  was given the th ird  rank.

Consumer Agreement on Rankings .

' r -The- degree of agreem ent among/ccnsume when they ranked 

the item s was expressed by Kendall’s coefficient of concordance (36, 

p. 229). This coefficient, W, is a nonparam etric device which is  a 

function of the variance among the N sums of ranks. The formula for

k ' 'I/ ': ' ' v n k 'k k :  ' -  .

! � �  ; ■ k2 (N3 -'H)

.Where

that is

•s.-,*' the sum of squares of the observed deyiations from  the 

mean of the summed ranks

k -  the number of sets of rankings, e.g., the number of 
consum ers responding
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establishing their indiyi^Eil preferences. Siegel (36? p„ 23.7) stated 

that ' ’A high or significant value of' W may be in terpreted  as meaning 

that the observers or judges are  applying essentially the sam e standards 

in ranking the N; objects under study.’’ t

Table 2. Coefficients of: Coiicordance Associated with the Various Sets 
of Consumer Rankings. v.

Basis for Ranking !f W-value

;;'Frequency of servings

Ease of preparation 
Carton salesm anship 

, Sec'.. A V
-.Sec. B ' - 

:Sec.:::C ; : ■ 
■ SectD

tl42*;
..72*

, ,
.16

.33 .

Significant at .05.

. ' ■ t '

: :■ ■ tThe. relaMvely'high;tvr: found for the ease-of-preparation cate- -1

gory is of in terest. The value of .72 was almost twice as high as any 

other value of W that the rankings produced. In ranking the items in 

Such a way as to produce such 'a value, consumers exhibited extrem ely ■

. strong agreem ent ■ among the ms elves-. Consumers in making their
;' U; ' '

' '.V



' ' '
53.

Eankiiigs in this area  named cereal as the easiest item  to prepare in;

345 .cases out of-396: p o s s i b i l i t i e s , ' '' .
; ; :V . ;

- . vGonsumer evaluation:of tho-:sales ability of the cartbii did not 
• ■ : ' ■ ' " : ■ .

.display significant agreement. Lack of significant resu lts  indicated

that consum ers w ere not using the sam e standards in judging the cartons, 

This suggested that establishing c r ite r ia  for strong carton salesm an- 

- ship would be: complicated .due' to mhltiple consumer .standards 'which,

: ''• were ho t■ examined in this survey, : ' ;

Correlation Between Rankings

One rof :the objectives of 'the' s tudy 'W

food value, convenience with'which ,the food can be served, a n d ' s a l e s , '  

appeal of the package may influence the frequency with which the rOspec- 

.. , tive food .items are  se rv ed ,. Spearman’s ;rank correlation: coefficient; r g-- ' .•■ 

■was used, to determine' if such relationships existed (36). The formula: /::'' ::; ' 

for the coefficient is ' ';r.; V . '■ ■ ;

r s =■ 1

6. S d 
iwl

2v

N3 - N

where

d g difference between ranks given according to different

..c r ite ria  . t  ■ ."'; ■ . . ' ' . ' ’h - ■■:■■■■'/:- ' .

'' number of'.'objects ranked^,: . ■: t  .h:.' ; ■



Significance of r  is  determined by checking the calculated r  against 

tabulated critica l values. Wbere N (the number of objects ranked); 

equals four;'.the•value of :.rv ;■ needed fo r significance is  l.pv This value 

of r  can be obtained only when there; iS complete agreem ent between 

two sets of rankings. ■

Computation of the Spearman rank correlation coefficients was 

as shown in Tabie ,3.; The rank distribution under food value. re flec ts ; 

the tie for second place between m eat and cereal in  this category. The 

two item s w ere given the average of the two rank positions which they

i o b e i ^ i e d . - /: :; ' :' /  ■■ J

A Significant relationship (P < .05) was found to exist between ' 

rankings representing frequency of Servings of the food item s studied , 

ahd ease of preparation (r rm,: 1.0, Table 3). The significanembfithis 

coefficient p rescribed  acceptance of the;'hypothesis' that a  ■ significant . . v 

correlation existed between the two cpnsunier expressions.

, Spearm an’s rank correlation coefficient developed in testing the 

hypothesis that a significant positive correlation exists between the 

frequency of servings rankings ,!%� the food value rankings culls for the 

rejection of this, hypothesis. The correlation coefficient showing the 

association between these two areas was .75, short of 1.0 required for 

■ significance .andacCeptance . , ' ; / ;  , ; .••; '■ - ;; t

. The coefficient developed to Show association between carton 

salesm anship and frequency of servings was the weakest of the three
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Table 4. Weekly Family Egg Consumption Found for 400 Tucson ; 
Fam ilies. ' - ' • /

Number of eggs used r 
. per' Week' ■ ■ - :,r :

/ Number ’ ■
■ of fam ilies ' -h-. Percentage

1-12 \  . '  ̂ ‘ ; 1 2 9 ' ; ' 32.25 '
' '1 3 -2 4  v I  , 40.5 ■ : ;

25-36 : .'.v .;; ''? 4 ,;
OVer/36;y : 0 .

Not ascertained : . ; ■ ' i - ' / .25 /  ' ;

Total 400 - v 100.00

Average egg use for the individual was. found to be 5.8 eggs p e r 

week. This weekly average converts to 301.6 eggs per person per year.

This com pares with ah A gricultural Marketing Service estim ate of 303 

■' eggs per-ind iv toa lT h  .I960 (25),.: ̂ This figure rep resen ts  only shell eggs.. , :

Excluded are  eggs used in prepared mixes and other eggs consuined 

which were not bought by consumers as shell eggs. The number of eggs

reported as being used might have been affected by season. The survey 

was conducted from  {May to - August. Representative consumption over th is . 

period might not be representative of average consumption over the ,

whole year. VX.'V:'". - ■: ;v . ; ; ' :

Vf; An egg consumption level of oyer-lb  eggs: per -Week was re p o r te d ^  

for 2 per cent of the ihdividuals (Table 5). The la rgest percentage



(46.25 per cent) of egg consumers fell into the ’'four to six eggs per 

week” categoryi' •., ,■ , y : , ■ :,x;y .■ s i  v
^ s -  V 5

Table 5. Weekly Egg Consumption by Persons Represented by 
i  Interviewee, ' .. :

Weekly egg 
consumption of 

individual

, ? : - - ' ■
, ; ' Number of 
, persons

r ■ :
.Percentage

’ . ? . ‘ '' ' ' ■ *; '

' . /  ■> : ' o ;; : ; V:o5' '; '■
■ 1-3 . V .'-x si : ' /  ; ; ; 22.75;' ■■

d ' lSB - ' y ;;;-': : :4 6 .2 5 '- v .

: 'A ; : : : : .
-d: y  ;d.,',. ; ■ /:33'. . 9.25 -
; : ' ■: y'l3-15T,- : - . -  ; : 6: , : ' ;

over. 15 / ■ , '''' 8
Not ascertained ' , ' i  -  : ' ;  . .25 .

Total ' 400 100.00 ; ,

Association Between Breakfast Regularity; and Egg Consumption 

iy'. ::v ■ The, relationship between fam ily breakfast -habits .and level of 

egg consumption was; studied. The f irs t  step was to determ ine whether 

or not all m em bers of the particu lar family were regular breakfast 

ea te rs . Any person who m issed breakfast more than once weekly was 

considered an irreg u lar breakfast ea ter. This a rb itra ry  definition was 

sufficiently restric tive  to render decisions about the effects of irreg u lar
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■ : : Food Value ^  ■; . .

Consymer opinion about the relative food value of eggs, cereal, 

meat, and pancakes was tlie concern of much of this investigation. It 

has already been pointed out that consum ers ranked, eggs f irs t  in food 

value, m eat and cereal an inseparable second, and pancakes fourth .! 

This; section deals with these rankings and how they appeared affected 

by certain  variables (carton copy, education, and egg propaganda).

Ass ociatlon Between - Carton Copy and Food-Vahie Rankings

Consumer response to a suggestion on the carton, that eggs are  

high in food value was tested. A carton which displayed copy containing 

this suggestion was presented to the consumer as one of the four cartons 

representative of the food types he ranked (Figure 5). Other consumers

saw egg cartons which did not allude to food value. Food-value rankings
/ V '"v .v / T V ' \  v /■; : , " . : _ .-
given the four item s were compared, on the basis of whether or not con­

sum ers were exposed to the carton which suggested that eggs were of 

high food value. Distributions of these rankings are  shown in Table G, 

Appendix I. These distributions were not significantly different at the 

.;'5 per ;cenh Ihvel w hehte v ';. h . ';V.' , ;''V: v-'

Since no differences could be associated with changing carton 

copy, it was assum ed that consumer opinion about food value was not ' 

affected.by egg carton copy. This conclusio.n is lim ited to, the food item s 

included in the te s t and to the particu lar copy used.



�� ���� � � ! � 9 9 6� �� ,� � � � �� � ��a�!!� �� ���,� ��� 9�G � � �� @� 7� <;7

�$$0G &).*� �&3+�35'� &'� �*)&%*0�%$� �0.1&%�$3&)� �*@*)-� �� �

�$$0G@&).*� (&3+�35'� B*(*� *C&/�3*0�%$� '**� B#*%#*(�%#*"�@&(�*0�

'�53�2�1&3%)"�B�%#�%#*� *0.1&%�$3&)�)*@*)�$2� (*'�$30*3%'!� �5&�3,� $�'*(@*0�

0*@�&%�$3'� 2($/ �%#*$(*%�1&)�*C�*1%&%�$3'� 1$3'%�%.%*0�%#*� �&'�'� 2$(�D.05?

/ * 3 %!!� � '�53�2�1&��%�T�a� !P[O� &''$1�&%�$3� �*%B**3�2$$0G@&).*� (&3+�35'�

&30� )*"*)�$2� *0.1&%�$3�B&'�2$.30!� �#*3�(*'�$30*3%'� (* �$(%*0�#�5#*(�

)*@*)'� $2�*0.1&%�$3,� %#*"� (&3+*0�*55'� 2 �( '%� �3�2$$0�@&).*� &�0�'�($�$(%�$3?

&%*)"�#�5#�3./ �*(� $2�%�/ * ' !� �#*� 0�'%(��.%�$3'� &(*� '#$B3� �3� �&�)*� :M!

�&�)*� :M�!� ��	$/ �&(�'$3� �*%B**3� � �( '%G� )&1* � �&3+�35'� �3� �$$0�  &).*� $2�
6� ��� 6!�� �55'� &30���%#*(� �$$0��%*/ '���11$(0�35�%$� �0.1&%�$3&)� �*@*)� �

66� 6� �� -� �!� �� $2��*'�$30*3%!� !���,�� @!� ,� 2

�0.1&%�$3&)� )*@*)�$2
% �-� G� !� 6� 6� �� ,� �� -� �
,� � �/ *'� �%*/ � (&3+*0�2�( '%

(*'�$30*3% !� !� �55'� @� F ,� �%#*('� �� !

�*)$B�#�5#� '1#$$) �� �G�@��@� [P� � � �� - -

>�5#,'1#$$)�G� ��� � � � ! � ,

��$@*� #�5#� '1#$$)� �� 6� �� �� G� �6�6� 6��� 6�6� �� 7� ,��6� �� �� ,  8 ��
�<%�&'1*(%&�3*0 � � - � �

%$ %& )� �� 6� 6 ,�� =<[� � :\^� �

6� S��� �� G� 6�� 2� G� �
K7� :\!P,� �=� 0!2!� �

�� � ''$1�&%�$3� �*%B**3� �$$0G &).*� �&3+�357��&30��55��32$(/&%�$3

�#*� #"�$%#*'�'� %#&%�%#*� 1$3'. / *(F'� (&3+�35�$2�%#*�2$$0�@&).*� $2�

%#*�2$.(� �%*/ '� B$.)0�3$%� �*� &22*1%*0��"�#�'� &��)�%"�%$�(*1&))� �*�35� *C�$'*0



to information about food value of eggs was tested, Observed distribu-'
■ : : ' r '- A: : : -';':}  ̂ \ ^  '

tions of answers were compared to theoretical distributions, and a 

significant (P < .05) difference in the distributions was found. Those 

respondents who reported having heard or seen something about the food 

value or healthfulness of eggs within the last six months gave higher 

rankings to eggs than did those who reported no notice; Frequencies 

that were compared are  shown in Table 14.

Table-14. Food-Value Rankings of Sggs as Related to the Respondents’ 
Awareness of Egg lirformation. , ' ,

Respondent aw areness 
, of egg information

h ' Food-value ranking of eggs
: ' 1st . '' ,2nd ' 3rd ' 4th ; l  Total

Noticed egg information ' ' : ' 121 ■ ■ 2-6 161- - - '
Did not notice egg 

informatioh . 148 -6 7 14 7 236

Not ascerta ined .. ■ v ;v;::^Av:b:y-'2:::

‘ ,2 ' ^x:- « 9.4, 3 d.f.

. Salesmanship- Rankings

The portion of the survey dedicated to carton salesm anship was 

included to help evaluate carton copy and design. Consumers were asked 

Vto^rate.'the cartons placed. before him bn the basis of the packages'- 

ability to se ll him the product. Reasons for ranking packages both f ir s t
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form  were .named about one-fifth as ̂  many tim es as the other 

group-

Table 16. Reasons for Ranking Packages F irs t in Salesmanship.

Number of responses.

Illustration ' \  t   ̂  ̂ j  : ''' :
■ : .

General attractiveness 91 ■

C o lo r ; r  ; . 86 t  . .
Gopyh-f
Form ; " . ■ 17
Other and not as c e rtained ^:63:

.'•v- '

The egg carton was ranked f irs t  in salesm anship a total of 144 

tim es (Table 17). The bulk of these rankings were afforded cartons C 

' and Di ''The most frequently.'indicated .reasons for naming egg cartons: ’ ‘ 

f irs t in salesm anship were "color'' andV''Illustration." Carton copy was 

a  prominent reason for ranking the carton f irs t only in  the case of carton 

A. Two reasons for this seem likely if the occurrence is due to som e- 

thing other than chance. The reasons appear to be (1) the allusion to 

Arizona both by name and by the outline map on the carton could have 

produced ah association with a local product and freshness ,, and (2) con­

sum ers might have lacked anything else to which to attribute the ranking.



Table l7. ' Reasons for Ranking the Egg Carton F irs t in: Salesmanship.

. -  Reasbn, ■/. : , Number ranking egg carton f irs t
'..Sec.-A -f Sec. B " Sec. ,C 'S e c ,D ' Total

Color . ; / /
. ' 1 V  ' :

, 1 /  '/ o :■1 24: ; i 7 : ; ; , 42
Illustration i ; . ! ' 14 ; ' ' ■■■.■ 3.9'; , :• ,4l'
Generally attractive : . ;1 ' k 10 6 >: / v - v y ; ; ' ■ 24;
Copy ' \  V V; ; : , 5 ' '2:: 4 :. o ■ ; 11 : '■ ■

' '.V: . ; '
Form 0 . /  i : \  - 0 ; : - : i  : ■ . 2
Other and H. A .' - '" . 6 ■ 4 ■: 8 • 24 ;

';;::yTotal\\ - ; l 4 -v ■ ; -' ' ' r :/ 56; ■ ,'144 .
k';

' V:';
"■ • / ■ ■ ■ • , ■ v-’V.

The m ost named reason for ranking a  package la s t in salesm an­

ship was Igener ally unattractive.” Ju st as with its counterpart, "gener­

ally attractive, ” in the reasons for ranking firs t, this category lacks 

meaning definite enough to be of rea l use. Unless otherwise established 

"unattractive” must rem ain a value judgment. Color and form  accounted 

for about 3.2 per cent of the reasons for rejection. Over half of the 

respondents fell into the "other or not ascerta ined '' "class.,;',,;• r.

Results obtained from  the question were unsatisfactory and may 

indicate a weakness in the question itself. Another possibility is the 

inability of the respondent to determ ine for himself the cause of his 

indifference toward the package. Table 18 sum m arizes the reasons 

given for ranking the various cartons last.
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CHAPfEE : V.

' : : SUMMARY OF CONCLUSIONS AND SUGGESTIONS
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; . Egg Consumption ' '

Most Tucson fam ilies •were found to consume 13 to 24 eggs per 

week (Table 4)„ Individual egg consumption was 5.8 weekly or 302 eggs 

per year. • ' ' • : V. - '

Egg consumption varied with breakfast regu larity  (Table 6). 

Thirty-eight per cent of a li fam ilies contacted had m em bers who were - 

considered irregu lar b reakfast-eaters . Egg coneum|)tion.:in .this/grpup 

was lower than consumption associated with fam ilies made up of mem­

bers who never m issed breakfast. i



No difference was observed between egg consumption of differ­

ent ethnic groups (Table 7). ^

More eggs were consumed by Individuals with high food expendi­

tu res than were consumed hy individuals. With low food budgets (Table

The effects of physicians ’ advice against egg consumption 

because of cholesterol appeared negligible. Only 4,25 per cent of all 

fam ilies contacted had received such advice, and egg consumption 

among these fam ilies did not differ significantly from  consumption in

. Frequency of Servings \

C ereal was found to be the most frequently served  breakfast

item. It was followed in order of the m ore frequently served by eggs,

meat. '.and pancakes (Table ''y : ,

;; No significant relationships could be found between frequency of

servings as compared to consumer opinion of either food value or pack-

age salesm anship, Spearman’s rank correlation coefficients of ,75 and

,2, respectively, were fpuhd for these comparisons (Table 3). F re -

quenc y - of - s e r  vings rankings did vary: with- ease - of-preparation rankings 
. ■ .

(r.„ «  i:0). ; : . \  ' ' : : \ .
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Table G. Food-Value Rankings.

Item and rank .. ' f : ' ' ' Section
: : . ' f
- " , T Total

' ■ ' V' : ; 'V'..'' ,:A. „ , ' . B ’ C . ’i ■ Dt - . ' :
Eggs / ’

. 1 st: ' . 73 71 . .61 ' 58 :.- 263  ̂ .
" 2  hd , : % ; . :  ; ■v- ::1 4  i t 2 0 . . 24 V t ' - ; ,35':' : 93':,

3rd -  i . 5 , ; •4 :' 9" 'i 'i: t  ''2:'''''. i. 2 0 :
4th v ; : i : 2 4  • \ 3 'v '''^ ' , . .1 4 : . ; -

Cereal
... 1st ' ' ' 17 ' 27 24, 76

'2nd . 31 30 17 ' .27: ; ' 105
3rd , : 37 41 28 -. '■■''30'; 136

. 4th _ .20 9 26 • , 17 : • . ' 7 2 ,

Meat ' • ' - , '
'1 s t ' ; 23 . . : ,15 i 11 ■'"; :13:.; " 61

, 2nd' \  . 34 40 ' ■ 45 . 3 l : . ' 140
3rd, : 32 ' :35 : 2 6  .. ' : ' ■ \ ■ ■■ ,127

■ ,4 t h : : i .i-'7' ■v: v i a t  : : 50 . '

Pancakes ;
1st ' s' 0 ' '' ::, : 0 : ::* " . 8 - , 1 3 ,''
2nd : ■ 4 ■ ' ' 2 11 : :': ' 2. 19
3rd .. . . :25 v . 18 36 '. 31' ' 110
4th . . - 62i : 77 ' 51 . 57 . 247 :

1 . ' ; .;
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Item and rank
Sebtipn A

!
! vSeotipn-B Section Q Section D Total

Bnder.'' SO/and ’'Under’ * 30 and 'Under'-'SQ .and-U nder ■' 30-and '.Under ' 30 and.
over over over 30 over over ;-s':

Eggs ‘ • : . -■ - ' / - .. - -
1st V y; 24.:<. 49 28 -IS - 26 ' 35':-; ' 19 ' - 39 ;' 97. ' 165
2nd I '  2 ; 12 y -:9„; y ; : i i  y . 10 ;:yi4-:;:;'-'v 11 y . .24yv ;32 61
3rd ; . 
4th'. ..

: i  :
■ ■ V:

:4; :
y 3 '

: V 1
" 1 ;

5:--'-''-:’
' v

, 1
y. :2.; . ! ; • - ; y l

13
;  ".7 .

-V. '' .-
C e re a l" '- : ' ■ - ' ' ■ 1 ■ • - V .

' i s t , - : . ; :  - - oiy-'- 8 "  T ; , -io  : / .  i 3 ::''v y::'i4'':: v.' : 4 y . 20 - 24// : - 52
2nd -12 : 19 - . .15. :' yy; t& ' - - 5 1 ■■■'12' ■; -: 9 ' y. y 18' Vi; y.'' 4 1 ■ ;  -64
3rd v ; ■ . . 12 ::25' ' 16 v - y ^ s ; . 12 16 . 14 :/y -5.6. 80

' 4th . ' " : : '.y r : ' /- Ayys-'y!-;- i s ;  • y . i r ;:;y8 i- V 12 -
; v y : y : .. 4 " 1 3 /;; / . y 22 .yy ¥

Meat-: ’ . ■
: .- . 1 	 1 � 	 � ■/:;■;.

. :ist-'::i;:y .,; .5. 18 -yyi. "11. ; : :y -..4:;;' 'v'l'-i: ;  "6: / ' ; ; ; i 9 ' ...y ,/42

. 2 n d  ; v:; y 14.. .20.. ' ;  is - , ; '2 7 ; . '- " -21 , 24 ■■.11:: i/y/‘20':'..':// y-59 yy:#.:
'3rd - y. ' , ; .y s 'i :y ' 24 . - .- ' 21:.y-'. -14: . : : ; 1 2 ’; • yl4:-'- . , 8 : 26 i /:49- - 78

, 4th y ,. - ;Sy, . ’ ' : '1- -l''-: ::-6yy ;  .5 -yvv i i  : y 7 y, 13 ./15y . 35
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- • - • - y - ' ; " . . ."■yy

■ '-lst:' ''v.y-.;- y y .  o ' 5 - - 0. - 0: .o -V 0 . :'. 5 ;  y 3 : : ; / y s  ; 8
. ; 2nd .; . ’ . / ’ :: :: l  ;-’ ^ - .3 y ' 2 , o y ' -S- .y ;;:8 :;:yy . 0 ;  : / 2 - y- / : ' 8 ■ .11 :

3rd:' y -y - -yayvyy ' l l  Vi; '' - ' ; 3 v'-yyiS.-- y 15, v y 2 i/ ;y v 8 .: . ,: 23: y , . y. :34 / 76"
'4 thy  :: - : 4 2 ;- '- ; ' y:34-' 43- : - 22': ' y'' 39:'.V ; -.2oy y. :96 y"'::,151::
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The following computations show the method used in deter min-

■ * l ' /  . .

ing if pairs of distributions were independent. This particu lar example 

" examines the independence o f  the food-value rankings of eggs' and -d; 

cereal. The distributions for the egg and cereal ranks were:

Rank Eggs . C ereal

■ v ■:

, : - ■
: 243 ' ; 89

1.5' ■; ".;'7
-.2d: ;■'104
'2.5 . :d : /  . 1 'd p. : 3
3 . d : :p \  - 21 - :  ' ■ ■

: ■"v:- ; . : '-..^d ■. d r  - dd.-;
-131

,3 .5 ': ; 0 ' .. . : ;.-:::d4
4 r: :. ^ d  d d - p M d  d - : :: - 74

Total 392 392

'■■y- : To eliminate sm all expected observations, some ranks were
combined. ' : .

' , ■ : ; ^ R a n k  '

;> . - :

. v v
: ;i .5 :  :

' 2 a n d .'2.5

V;.; ,;\3 : .

:i;3 .d  ^and 4 :i;;

Total

: ' ’' ̂ dEggS-' d ' ■ .Cereal ■d.-d.' Totai,'' -
: m 3 ' - ;., d^ d ; '69-' / V /312d;.-: d:

m /  d '- # d ' ' .: d m . ;' 7 , ' ' 29 - d,'.:

: ' d , ' 92 ' ;; v" ' .107 - . .199;: d

- 131 ''l^^d- - ■, ' . ■ . , - '

! 
; ^r po

' ;392; .-'d; : 392 d , ; 784 - ; -d

Substitute in the form hla

*2■.'"K
, ,-i^l 1

- ' ’■!" -

rv-

> ; ' 4



�� �

@$,"�� �>"
�!% �
�.%
�"+

%
� ��

/,!�,H$>	 �>"
�!%

��

�(� ] #4%� 1 #� -4$,>$� .,!H� "+$>$� �"$I>� �! � "+$�  .%$.�  <� <  %� �,4#$ �
1 #� "+�!H� 1 #�  3",�!� <. I� ,� ! .I,4� >$.��!0N

�00>	

�$.$,4	

@$,"	

/,!�,H$>	

] #4%� 1 #� .,!H� "+$� �"$I>� ,>� " � "+$�. � $,>$�  <� -.$-,.,"� !N

�>" �
�!% �
�.%
�"+

�>" �
�!% �
�.%
�"+

�>" �
�!% �
�.%�
�"+

�>" �
�!% �
�.%
�"+

7 � � W� .,!H� "+$>$� -,�H,0$>� W�"+� .$>-$�"� " � "+$� , 3 �4�"1 �  <� "+$ �
-,�H,0$� " � +$4-� > $ 44� "+$� �"$!" 

�00>	� �>"
�!% �
�.%
�"+

�$.$,4	� �>"
�!% �
�.%
�"+

@$,"	� �>"
�!% �
�.%�
�"+

�00>	

�$.$,4>

@$,"	

/,!�,H$>	

�>"
�!%
�.%
�"+

�>"
�!%
�.%
�"+

�>"
�!%
�.%
�"+

�>"
�!%
�.%
�"+

��8

�7

��

:^

�)

� �

��

��

��

��

�8

�O
�"

 �
>

�
�̂

�I
�%

$
�>

��
�

�J
��

��>
��

�
�J

�
. �

>
��

�
�:�

���
>

��
�

$
$

�
" �

>
��

�
�O

�I
��

>
��

�
��

I�
>

��
�$

��
>

��
�Q

�
" �

>
��

�
5:

�?
��>

��
�

���
?�

�>
��

�
���

?�
��

3
��

�2
�



MG

/,!�,H$>	� �>" �
�!% �
�.%�
�"+

�T� ]+1� %�%� 1 #� .,!H� "+$� -,�H,0$� <�.> "N

� 4 .
�44#>". , "� !
� .I�
� �?$
� -1
6$!['� � "".,�"��$!$>> �
�$�$

	� �

�7

=`

C � ]+1� %�%� 1 #� .,!H� "+$� UUUU-,�H,0$� 4,>"N �C

� 4 .
� .I
��?$
6$!N� A!,"".,�"��$!$>>
� � � %

)N� : W� I,!1� ,.$� �! � 1 #.� <,I �41� �,"� + I$&� N

:
�

7

�
 �$.� C

��N� : W� I,!1� $00>� % $>� 1 #.� <,I �41� #>$� -$.� W$$HN

P
� � 7
� � � � �

�� � �� �C�
�) � �� �� �
� 8 � � � �
��� �� �7 �
 �$.� �� % ?$! �
� �N

��N� ]+,"� � > � "+$� ,�$.,0$� W$$H41� $00� � !>#I-"� !�  <� ,� I$I3$.�  < �
1 #.� <,I�41N

P

�� �� ) �
� � � � � �
��� �� �8 �
 �$.� �8

B� �  � N

��N� E $>� $�$.1 !$� �! � 1 #.� <,I �41� $,"� 3.$,H<,>"� .$0#4,.41N

_$>� �
� 
��N���N� '

�)

��

��

��

(J�
J�>

��
�

$
B

3
�G

8T
5��

�(
$

�>
��

�
��

��
�$

B
3

��
7

�I
�:

P
�>

��
�

K�
�

��
��

�$
B

3
�

I��
>

��
�

 �
�

�T
5�

�
��

KO
�>

��
�

��
Q�

��
�>

�
�5

��
��

��
>

��
�

�O
�2

��
>

��



4 -

; ; ;

C R - . V

Who does most o f  the grocery buying in your family? 33

Male 0
Female 1
Either or both 2

What advertising media enters most into your food buying : • . " "
decisions? 34"

Newspaper 0
Point-of-sale advertising ■ l' V -

Television 2
Packaging 3
Producer .Specials 4
Other & NoAo 5

What do you estimate you spend on food per week (per person)? 35 . , , . /;
To $5,00 0
5,00 to 7*99 1
8.00 to IO.99 2 - : - . ' , ;-r  , -

11.00 to 13.99 3
l4 .00  & over 4
N.A. 5

Have you been advised by a physician about egg.consumption ; ; ■ * ‘
in  the la s t  year (what)? 36 \

No 0 : v :  /
Yes — don’t  eat -*» a llergy 1
Yes — don’t  eat chloresterol 2
Yes — don't eat - -  other 3

4 si*.
In the la s t  6 months have you read, heard, or seen anything
about the food value or healthfulness of eggs? (Where)? 37 >■ - ■

No 0
Newspaper 1 ■ / V;
Magazine 2 " r;
Other 3 1N.A, 4

Where do you buy your eggs? 38 \ 0
Regular grocery 0 l QProducer 1 \
Other • • 2 \ 0

What grade in school did you complete? 3 9 S o
Below high school 0 s G>
High school 1 j A
Above high school 2 i 0
N.A.

3

li O

; 0

1: O; '■
j | 0

v ' . . '■ ■ ■ . . . 0

;'G

s ; G"}̂

: 0

: 0

j  : 0)
i  :


