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Data

The data used for the study are from the Bureau of Labor Statistics
1980 - 1981 Consumer Expenditure Survey. This is the most recent data
set of its kinds and contains information gathered from a national prob-
ability sample of U. S. households. The survey data contains reliable
expenditure information by households on frequently purchased items such
as food, beverages, gas, electricity, Cgasoline, health and beauty prod-
ucts. In addition the data contain information on the socioeconomic

characteristics of the households.

Total Household Food Expenditure Pattern

The household is our unit of analysié and we assume that each hou-
sehold operates on a food budget which is used to purchase a number of
different food items at any given time. Because the food budget is lim-
ited, what is spent on one food item cannot be spent on the other food
items. For instance, a dollar spent on beef cannot be spent on eggs, or
fruits or any other food item.

In a sense, a whole array of food items can be thought of as com-
peting for the food budget. The percentage of the total household food
budget spent on the various food items provide a basis for determining
the relative competitive positions of a given set of food items.

Table 1 contains a summary of the mean percentage expenditures on
selected food items for the U. S. and each of the four regions: North-

east, North Central, South and West.


















An indication of the absolute size of these market segments are
shown in Table 4 where the product usage is described in terms of the
number of households by income category and regions.

Table 4 The Size of the Fresh Fruits Market Segments: U. S.,
Northeast, North Central, South and West.

Market United North North

segment States east Central South West
Light Users 45,373 10,348 12,684 12,695 9,646
Medium Users 11,358 252117 3,190 2,695 2,746
Heavy Users 4,660 1,165 1,078 863 1,554
TOTAL 61,391 13,790 16,952 16,253 13,946

There are concentrations of light usérs in the South and in the
North Central. The medium and heavy users are more or less distributed
evenly across regions.

The size of the market segments by income groups and regions are
shown in Table 5. The table is self explanatory: of all the households
in the Northeast with income less than $8,000, there are 3,767,000 who
spend less than two percent of the total food budget on fresh fruits.
Similarly, there are 1,440,000 households with income between $8,000 and
$12,499 and 782,000 with income between $20,000 and $29,999, who spend
less tha two percent of the total food budget on fresh fruits.

Assuming that the market potential is greatest among the light
users, the relatively large number of households in the light user cat-
egory and the less than proportionately low number in the medium and
heavy categories suggest, rather clearly, the target household groups

for promotional activities.






Table 6 shows the age of head profile relative to fresh fruits
usage. As shown in the table, the highest percentage of households in
each age category are light users and in all regions, the highest per-
centage of of light users occur in th 25-34 age group.

Table 6 Age of Head Profile and Fresh Fruits Consumption Pattern
for Households in the Northeast, North Central, South and West

Age categories (years):

25 35 45 55

Usage Under to to to to Over
Category 25 34 44 54 64 64
Northeast: = = ==cececoemoenoomo fm=mmmmmmmmm e

Light Users 9.8 15.6 11.0 10.6 1071 15.4
Medium Users 0.5 352 3.8 320 4.0 4.8
Heavy Users 0.1 1$%2 1%3 2°1 2 1.4
North Central:

Light Users 12,1 18.2 199552 10.3 1350 12752
Medium Users 0.8 Sl 322 355 35l 4.3
Heavy Users 0.2 18 153 1S 143 1.0
South:

Light Users 1350 20.0 9.6 10.6 10.7 13.8
Medium Users 1L 393 Sl 312 2.0 4.1
Heavy Users (0] il 0.6 1.2 1L53) 1551 (1559,
West:

Light Users T 20.0 23 8% 9.9 11.0
Medium Users 1% 4.3 3.9 3.0 3.4 3.8
Heavy Users 0.5 2152 2 256 1.8 1.4
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the next highest light users are in the 35-44 age group.
In all cases, however, less than proportional number of households
are in the medium and heavy user categories for all age groups and
regions. Clearly the target segments of the household is represented by

younger and retired heads of households.

Summary

On the basis of consumer expenditure pattern, fresh fruits in gen-
eral are allocated a medial percentage of total household food budget.
To the extent that household food consumption behaviors are influenced
the the socioeconomic characteristics of households, the following fac-
tors were analyzed with respect to fresh fruit expenditure pattern:
household income, household size, age, education and race of head of
household.

0f these factors, household income and age of head were found to be
the most discriminating. Three categories of consumers: light, medium
and heavy users, determined on the basis of the precentage of total hou-
sehold food allocated to fresh fruits were developed.

The largest number of light users are in the South followed closely
by North Central. The West has the lowest number of light users. In each
region, the lowest number of households are in the heavy user category.

There are concentrations of light users among the low income (under
$8,000) households and those in the $20,000-$34,999 income brackets.
Numerically, medium and heavy users, by income group and in all regions
are much smaller than the light users.

On the basis of age of head of household, the largest number of
light users are in the 25-34 age group followed by the over 64 age

group. With the exception of the West, the medium users are predomi-
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nated by the over 64 but the heavy users are distributed in ways that
vary from region to region.

These results provide a basis for identifying, characterizing and
segmenting the fresh fruits market for the purposes of advertising and
promotional activities.

For promotional objectives, the target consumer spends less than 2
perecent pf the total household food budget on fresh fruits, is either
over 64 years or in thed 25-34 age group. These characteristics are evi-

dent throughout the U. S. but is highly concentrated in the South.
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