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INTRODUCTION

The purpose of this survey was to provide information that would be
helpful in promoting the consumption of the major citrus crops. The
results contain data which should be of value to all who are concerned
with the production and marketing of these products, with subsequent
benefit to consumers.

During World War II large quantities of citrus products were utilized
by the armed forces and in lend-lease exports. At the same time per
capita consumption among civilians was greatly increased. These demands
were met by record-breaking crops. During the years immediately fol-
lowing the war the industry was faced with the problem of surplus sup-
plies and with the need to locate new outlets and new users for fresh and
processed citrus fruits.! Some relief from this situation was created
when unfavorable weather materially reduced the size of citrus crops
during 1948-49. But such conditions are transient and do not give a long-
range solution to the problem of surplus. For example, the total produc-
‘tion of oranges in 1947-48 was 110,510,000 boxes; in 1948-49 the production
dropped to 99,720,000 boxes; in 1949-50 production was 103,935,000 boxes.?

The introduction of citrus juices in the form of frozen concentrates
provided another reason for making a comprehensive survey of con-
sumers’ preferences for citrus products. This is especially true because of
the increased consumer acceptance of frozen concentrated orange juice.
In January 1949 household purchases of this particular product totaled
approximately 250,000 gallons; in March 1950 the total was 1,098,000
gallons.® In the present survey special attention was given to the factors

1 PysoLs, Ben. H. Crrrus Frurr During WorLp War II. U. 8. Dept. Agr.
Agriculture Monograph No. 3. June 1950.
1 2 JNITED STATES DEPARTMENT OF AGRICULTURE. AGRICULTURAL OUTLOOK CHARTS.

October 1950. USDA Citrus Fruits, Oct. 1950, Washington, D. C

$UNITED STATES DEPARTMENT OF AGRICULTURE. CONSUMER PURCHASES OF
SELECTED FRESH FRUITS, CANNED AND FROZEN JUICES, AND DRIED FRUITS IN MARCH
1950. May 1950. -
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“influencing the use of frozen concentrated orange juice and the effect of
its use upon other citrus products. The increasing acceptance of frozen
concentrates, for example, creates problems for those who grow and
market fresh fruit and for processors of canned juices.

It should be borne in mind that this survey was planned in terms of
the situation as it existed in the winter, 1949-50. Since that time inter-
national and national affairs have undergone a drastic change. In spite of
this, it is believed that the data here presented reflect rather persistent
attitudes on the part of consumers—attitudes that tend to be somewhat

independent of the kind of changes that have oceurred since the actual

interviewing was done.

OBJECTIVES OF THE SURVEY

The objectives of this survey were developed on the basis of those
aspects of the problem which were considered critical to understanding the
position of citrus products within the thinking of household consumers.
The problem was reduced to the following objectives:

1. To ascertlain the use of specific citrus products during the year preceding the
interviewing. )
A. Proportions of homemakers making use of specific products.
B. Intensity of use by homemakers—whether frequent or infrequent.
C. Per capita consumption.
D. Variation in use in terms of:
1. Year-to-year changes.
: 2. Seasonal changes. )
II. To learn the attitudes and opinions that influence consumers in their use
(or nonuse) of citrus products.
A. The role of such factors as price, quality of product, health, and
availability of product in either frequent use, infrequent use, or non-
use, of specific citrus products.

B. The influences involved in ‘year-to-year and seasonal changes in
consumption.

C. The way in which homemakers perceive citrus products within the
general class of fruit, .

D. Attitudes toward various forms of citrus products (sweetened vs.

- unsweetened juices, for example). -

E. Attitudes toward various marketing methods (packages vs. loose fresh

citrus products, for example). -

It would have been desirable to explore intensively the consumer’s
use of and attitudes toward all of the citrus products, but this would
have been impracticable within a single interview. To escape this diffi-
culty data were obtained on general use of all citrus products and
intensive information was restricted to those products that were consid-
ered as being the most important to the citrus industry. These latter
products were fresh oranges and grapefruit and lemons ; frozen concen-
trated orange juice; canned orange juice, grapefruit juice, orange and
grapefruit juice blends (canned blends), and lemon juice. Products, in
addition to the above, for which data on general use were obtained were
fresh limes and tangerines; frozen concentrated grapefruit juice, frozen
concentrated orange and grapefruit blend, and frozen grapefruit segments;
canned lime juice, tangerine juice, orange segments, grapefruit segments,
and mixed orange and grapefruit segments.

DEsicN' oF THE SAMPLE

The universe sampled was all of the private households in the United
States. The respondent in each household was the person who had
primary responsibility for buying and preparing food for that household.

2



Interviewing took place during January and February 1950, the height
of the citrus season.

The sample was designed so that 1ndependent analyses of the data could
be made in terms of: ,

1. The United States as a whole

2. Regions of the United States
a. Southern region
b. Pacific Coast region
~ ¢. Rest of the United States

3. Urban United States
4. Rural United States
5. Metropolitan Los Angeles

To meet this requirement the samples within each of the above regions
~and in metropolitan Los Angeles consisted of more respondents than .
would have been necessary if the data were to be presented only in terms
of the United States as a whole. In other words, the results of this survey -
are based upon a weighted sample. When the data gathered in the
regions of the United States and in metropolitan Los Angeles entered
into an analysis of the United States as a whole they were weighted
“down” to their proper relation to the total number of homemakers in
the United States. The data gathered in metropolitan Los Angeles
received one set of weights when they entered into a United States
analysis and another set of weights when used with data gathered for the -
Pacific region. There were 1,339 respondents in the South, 1,002 in the
Pacific region (422 in metropolitan Los Angeles), 1,400 in the rest of
the United States. When the weights were applied in order to present
the data in terms of the total United States the base of the full sample
became 2,208 cases even though all respondents are included. '

The sample was inspected to detect the existence of bias. Certain of
the sample distributions were compared with available census data.
~ With respect to the number of persons in a household the two sets of
data tended to duplicate each other. For example, the census data for 1949 -
indicated that 19 percent of the households in the United States contained
four persons; the sample yielded 21 percent of the households as being
- made up of four persons. According to census data, 79 percent of the house-
holds in the country were ‘“husband-wife’”” households; the sample
contained 82 percent such households. Nine percent of the census house-
‘holds were nonwhite; 10 percent of the sample households were non-
white (tables 1-3).

On comparing income data, as given by census reports and as deter-
mined from the sample, some discrepancies were noted. The census
information was for income in 1948, whereas the sample data referred to
1949 income. The basic discrepanéy was in the proportions of families
and individuals earning less than $500 during a year, the census per-
centages being somewhat higher than those for the sample. It is possible
that this difference reflected a real change from 1948 to 1949 (table 4).



SUMMARY OF FINDINGS

Use of citrus products.—Practically all homemakers had made some
use of citrus products during the year that preceded the interviewing. In
most instances these homemakers had used at least five different citrus
products The most popular items were:

Fresh C’anned 7 Frozen
Oranges Orange juice Concentrated orange juice
Lemons : Grapefruit juice
Grapefruit

Such items as fresh limes, canned tangerine juice, and frozen concentrated
grapefruit juice, were used by relatlvely small proportions of the home-
makers.

Homemakers with higher famlly incomes tended to use a greater variety
of citrus products. Frequent use (during the winter) of fresh oranges,
grapefruit, and lemons and frozen concentrated orange juice, was more
characteristic of homemakers with the higher family incomes. Frequency
of use (during the winter) of the canned citrus products did not appear
to be related to family income.

With the exception of frozen concentrated orange juice a large majority
of the homemakers were using the same quantity of a citrus product
as they had during the previous year—a rather high proportion of the
users of frozen concentrated orange juice had increased the quantity used.

Attitudes toward citrus products.—Most homemakers regard citrus
fruits as representing a special class within the larger category of fruit. The
uniqueness of citrus fruits is attributed by the homemakers primarily to
their health and food values. Among the various fresh citrus fruits, oranges
were thought by them to be highest in food value; fresh citrus frults, in
general, were said to be of better quality than processed citrus items.

- Health and taste characteristics were the primary factors involved in
either using or not using citrus products. In addition, convenience and
cost factors were influential in the use of the canned products.

Among homemakers who had used frozen concentrated orange juice
this product usually had a preference rating much higher than the canned
citrus juices.

Purchasmg practices and preferences— Direction of Preference with
Alternatives preference greater inlensity
Fresh oranges, fresh grapefruit— Loose Loose
~ loose vs. packaged - '
Fresh oranges, fresh grapefruit— Priced by count Priced by count
priced by count vs. priced by pound
Fresh oranges—mnatural-color vs. color-added  Natural color- Natural eolor
Fresh grapefruit, canned grapefruit juice—  Fresh grapefruit— White
pink vs. white o pink N

Canned grapefruit - White
"~ juice—white

Canned citrus juice—sweetened ) Except Pacific region Unsweetened
vs. unsweetened - —sweetened
Pacific region— Unsweetened
l unsweetened
Canned citrus 1ulce——small vs. large cans Large cans Small cans
Lemon juice—canned vs. bottled Bottled Bottled

Decision-making in purchasing citrus products.—Decisions as to
whether to buy fresh citrus fruit or which one to buy were influenced by
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the quality of the fruit within the store. The criteria used in-judging
quality usually were aspects of the skin rather than size, weight, or variety.

Whereas many homemakers said they usually buy a particular brand of
canned citrus juice, they seem to shift, rather readily, to other brands at
those tlmes when then‘ preferred brand is ‘not avallable

SURVEY FINDINGSI—
UsE or CITRUS Propucts

General use of citrus products.—Nea,rly all homemakers made some
use of citrus products durmg the year preceding the interview. Only
-3 percent of the homemakers in the United States said they had not used
any citrus product during that period. When the various citrus products
were classified in terms of fresh, canned, and frozen, there were rather
striking differences in the proportions of homemakers reporting their use.
Just about all homemakers in the country said they used some fresh citrus
fruit, 78 percent used some canned citrus product, and 28 percent used
-some frozen citrus product. Regional differences existed in use of frozen
citrus products. The lowest proportion of homemakers reporting use of
this category was found in the South; the highest proportion was found in
the area exclusive of the South and the Pacific Coast States. There was
also an urban-rural difference in general use of frozen citrus products.
“Whereas 32 percent of the urban homemakers made use of some of these
items only 18 percent of the rural homemakers did so (tables 5-8). '
If the popularity of a given citrus product is defined by the proportion
of homemakers who used it, the order of popularity for the fresh citrus
fruits was oranges, lemons, grapefruit, tangerines, and limes. Regional
and urban-rural differences were observed for certain of these specific -
fresh products. Fresh grapefruit were used by 68 percent of the home-
makers in the South, by 72 percent in the Pacific region, and by 81 percent
in the rest of the country The proportion of homemakers who used tange-
rines was relatively low in the Pacific region. Fresh grapefruit, tangerines,
~and limes were more popular among urban homemakers than among
those living in rural areas. The proportions of homemakers in metro-
politan Los Angeles using the various fresh citrus fruits tended to be
“similar to those obtained for the United States as a whole (table 6).
For all homemakers in the United States the order of popularity for the
canned citrus products was—orange juice, grapefruit juice, blend of
grapefruit juice and orange juice, grapefruit segments, lemon juice,
mixed orange and grapefruit segments, orange segments, tangerine juice,
~ and lime juice. There were regional differences in order of popularity of the
canned citrus products, canned orange juice being the most popular item
in the South and canned grapefruit juice the most popular in the Pacific
Coast States. In the rest of the country canned orange juice was the most
popularitem. The following canned productshad greater popularity among
urban than among rural homemakers: Grapefruit juice, blends, grapefruit
segments, lemon juice, and mixed orange-grapefruit segments Although
61 percent of all homemakers in the country used canned orange juice only
47 percent of the homemakers in metropolitan Los Angeles did so -
(table 7).

1 Whenever-in this report regional findings are not specxﬁcally accounted for 1t can
be assumed that the regxonal data approxnmate those for the eountry-at-large
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The most popular item among the frozen citrus products was frozen
concentrated orange juice. As a matter of fact, although nearly 30 percent,
of all homemakers used frozen concentrated orange juice, only 3 percent
used each of these other respective frozen citrus products: Concentrated
grapefruit juice, concentrated blend, or grapefruit segments. In the three
regions the popularity of frozen concentrated orange juice was lowest in
the South. Furthermore, this particular product was more popular among -
urban homemakers than among rural homemakers (table 8).

Most homemakers had used a variety of citrus products during the
_ preceding year, more than half of them reporting they had used at least
five products. Approximately 10 percent of all homemakers used as many

as seven citrus products (table 9). '

Use of canned orangeade.—Canned orangeade is a relatively new
product which has been marketed in such a way that reports have led to
“the view that many homemakers are confusing it with canned orange
juice. Canned orangeade is a vitamin-enriched, noncarbonated product.
- Because of the question raised above a section of the interview. was
devoted to investigating consumer knowledge of and reactions toward
canned orangeade. !

Twenty-two percent of the homemakers who had used canned orange
juice during the year said they had noticed that canned orangeade was
being offered for sale. More than half of this group reported they had used
some of it during the year. The proportion of such homemakers was
relatively high in the South and low in the Pacific area; relatively high
in rural areas and low in urban centers. This was especially true in -
metropolitan Los Angeles (tables 10-11).

More than half of the homemakers who used both canned orange juice
and canned orangeade served the latter to the children in the family. In
most such instances the children received the canned orangeade only once
during a day and this was not at one of the regular meals. The pattern
was the same for adults, indicating that canned orangeade was considered
primarily as being a snack for use between-meals (tables 12-14).

Among those homemakers who had used both eanned orange juice and
canned orangeade 10 percent said there was no difference between the
two products. Many of these homemakers based their statements on the
similarity in taste of the two items. Those homemakers who thought the
products were different usually attributed this to water-content and to
taste differences. Typical comments were, “canned orangeade is too
watery’’; “canned orangeade is sweeter’’; “canned orange juice tastes
more like fresh oranges,” and “‘canned orangeade tastes like a soft drink.”
Few attributed the difference to the health or food-value characteristics
of the two products (tables 15-16).

Use of nonicitrus fruit and juices.—At the same time that home-
makers were using citrus products during the winter months nearly all of
them were using some noncitrus product. Approximately 90 percent of
those who used citrus also were using fresh noncitrus fruits, 70 percent
were using canned noncitrus fruits, and -57 percent were using canned
noncitrus juices. In fact, nearly half of the homemakers who were using

~ citrus products were each also using fresh fruit, canned fruit, and canned
~ juices of the noncitrus group. The use of such a variety of products was
~ less typical of homemakers in the South than was true in the other regions.
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- Urban homemakers, rather than rural, made use of this variety. On the
other hand, rural homemakers tended to use only fresh noncitrus fruit
(in addition to citrus products) more so than was true among urban
homemakers (tables 17-20).

The most popular fresh noncitrus frults were apples and bananas,
Grapes and pears were fairly popular. The outstanding product in popu-
larity among the canned noncitrus fruits was peaches. Other somewhat -
popular canned fruits were pears, pineapple, mixed fruit, and apricots.
Among the canned nonmtrus JUICES tomato juice was the most popular,
followed by pineapple juice, grape juice, and prune juice. e

For each of these noncitrus categories—iresh, canned fruit, and eanned
juices—higher proportions of urban than of rural homemakers bought
- items during the winter.

F requency of use of citrus products during the winter.—
“Frequent use’ is here defined as use of a product two or more times a
week. During the winter, 7 out of 10 homemakers who used fresh oranges
were frequent users; nearly 50 percent of those who used fresh grapefruit
were frequent users. On the other hand, frequent use was reported by 28
percent of the homemakers who used fresh lemons. For each of these
fresh citrus fruits frequent use was more characteristic of urban than of
rural homemakers. Frequent use of fresh oranges was reported by fewer
Southern users of this item than was true in the other regions. Frequent
use of fresh lemons was higher in metropolitan Los Angeles than in the
United States in general (tables 21-23).

Among the users of the respective canned citrus juices frequent use was
greatest for canned orange juice (38 percent), next were canned grapefruit
juice (29 percent), canned blends (23 percent), and canned lemon juice
(15 percent). Although the proportions of frequent users were relatively
small, approximately 7 out of 10 of the homemakers who used canned
orange juice, canned grapefruit juice, and canned blends, respectively,
used a given product at least once a month during the winter. In contrast,
only 49 percent of the users of canned lemon juice did so at least once a
month. Frequent use of these canned citrus juices tended to be typical of
urban homemakers rather than of those living in rural areas (tables 24-27).

Few of the users of canned orange segments, canned grapefruit seg-
ments, or canned citrus salad could be classified as frequent users of these
partlcular products. But in each case, there was a strong tendency to use
these products at least once a month during the winter. This pattern of
use tended to be the same for homemakers in the three regions and for
both urban and rural homemakers (tables 28-30).

Most of the users of frozen concentrated orange juice were frequent
users, but this was only 34 percent of the group. Fifteen percent of the
users of this item used it once a week, 19 percent used it 1 to 3 times a
month, and 18 percent used it less than once a month. Again it was
found that frequent use of a citrus product was more pronounced among
urban homemakers than rural (table 31).

There were some homemakers who had used a citrus product within the
year but were not using it during the winter. As might be expected, this
was seldom true among the users of fresh oranges and fresh grapefruit.
On the other hand, 19 percent of the users of fresh lemons fell into this
category. Practically all of these nonusers during the winter said they
planned to continue using fresh lemons, however. One out of ten of those
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who had used canned orange juice, canned grapefruit juice, and canned
blends, respectively, were not doing so during the winter. In each instance
appr0x1ma.tely 10 percent of each of these sets of nonusers sald they had
- definitely stopped using the given product. ,
About 25 percent-of the homemakers who had used canned lemon juice
- werenot using it during the winter; 11 percent of these particular nonusers
said they had definitely stopped using it.
_ Thirteen percent of those who had used frozen concentrated orange
juice were not using this item during the winter and 22 percent of this
latter group reported they did not intend to resume its use (table 32).

~ Family income and the use of citrus producis.—There was a
definite indication that homemakers with higher family incomes used a
greater variety of citrus products. For example, 47 percent of the home-
makers in the low-income group ($2,468 and under) who had used citrus
, products used five or more items. On the other hand, 60 percent of those
in the middle-income group ($2,469-$4,250) and 67 percent in the upper
income group ($4,251 and over) used five or more products (table 33).

In each income group, approximately 95 percent of the homemakers who
‘used citrus products used fresh oranges. For the United States as a whole,
as family income increased there was an increase in the proportions of
‘homemakers who used fresh lemons, fresh grapefruit, canned grapefruit
juice, canned blends, canned lemon juice, and frozen concentrated orange
juice, respectively. Among all of the homemakers in the country, however,
famlly income was not related to the proportions using canned orange
juice (table 34).

There were some regional and urban-rural differences in the way
family income related to proportions of homemakers using specific citrus
products. In some instances the upper- and middle-income groups yielded
similar proportions with the low-income group having a smaller propor-
tion of users. In contrast, there were other instances for which the pro-
portions of users were similar among low- and middle-income groups and
“the proportion of users was greater in the upper-income group. A case in
point was fresh lemons. In rural areas, the highest proportion of users was
found among the homemakers in the upper-income group in contrast to
those in both the lower- and middle-income groups. This same type of
relationship was found among urban users of canned grapefruit juice.
Situations in which the proportions were similar for both upper- and
middle-income groups and relatively less among low-income users of
respective items were: Fresh grapefruit among Pacific coast homemakers,
canned orange juice among homemakers in the South, and canned lemon
juice among urban homemakers (tables 35-40).

It was pointed out above that whether fresh oranges were used at all
was not related to family income. There was, however, a relation between
family income and frequency of use of fresh oranges during the winter.
As family income rose, there was an increase in the proportions who used
fresh oranges two or more times a week. A similar relation was found for
the homemakers who used fresh grapefruit during the winter, with this
frequency. For use of fresh lemons two or more times a week, it was the
high-income group, as against both the low- and middle-income groups,
that yielded the greater proportion. There were rather sharp differences in
the proportions reportmg frequent use (two or more times a week) of
frozen concentrated orange juice during the winter—19 percent among the
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low-income group, 29 percent among the middle-income group, and 44
percent among the high-income group. For each of the canned citrus
products—orange ‘juice, grapefruit juice, orange and grapefruit juice
blend, and lemon juice—there was no reliable indication that family
income was related to frequency of use during the winter (tables 41-48).

There was only one of the products for which it was found that family
income was a factor in whether it was used at all during the winter.
As family income decreased, there were greater proportions who said
they did not use fresh lemons then (table 43).

Education of homemaker and use of citrus products. ~Regardless
of educational level, nearly all homemakers had used fresh oranges during
‘the year. Ateach educational level, about 9.out of 10 of the homemakers who
had used some citrus product had made use of fresh lemons. For each of
the following products—fresh grapefruit, canned grapefrult juice, canned
blends, and frozen concentrated orange juice—there were increases in the
- proportions of homemakers reportlng use as the educational levels of the
- homemakers rise. For canned orange juice, however, the proportion report-
ing use in the group who had attended college was lower than the propor-
tions obtained for the homemakers with less education (table 49).
Frequent use (two or more times a week) during the winter of fresh
oranges, fresh grapefruit, and frozen concentrated orange juice, respec-
tively, was more typical of homemakers who had attended college than of
those with less education. It was among the homemakers who had attended
college that the highest proportion reported use of fresh lemons once a
- month or more during the winter. The data suggest that frequent use of the
“canned citrus juices (including lemon juice) might be more typical of the
homemakers with lower educational background (tables 50- 57).

Age of homemaker and use of citrus products.—There was only '
one product for which the age of the homemaker was a decisive factor
in its use. Among those homemakers who were 50 years of age or under,
approximately 30 percent used frozen concentrated orange juice; only
-18 percent of those over 50 years of age used it. Furthermore, among
those who used frozen concentrated orange juice, it was the homemakers :
who were over 50 years of age who were less likely to report frequent use
of this product during the winter (tables 58-59). -

Quantities of citrus products consumed.—The prior sections of
this report have dealt with the proportions of homemakers using the vari- -
ous citrus products and the frequency with which the products were used

“during the winter. In this section data are presented showing the quanti-
ties of these products homemakers consumed during the 2 weeks prior to
the time the interview took place. It should be noted especially that these
consumption data are always based upon the families actually using a
product during the designated period. Furthermore, the data refer to
quantities reported consumed rather than quantlmes bought during the
‘2-week period. :

For the country as a whole, the median quantities of the citrus products
repor’eed consumed during the 2-week period. (among families using a
given product) were: fresh oranges—approximately 2 dozen (11.4 pounds);
fresh grapefruit—approximately 6 (7.6 pounds); fresh lemons—approxi-
mately 5 (5.4 pounds) ; frozen concentrated orange juice—approximately
214 6- -ounce cans (15 0 ounces); canned orange Julce—apprommately
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114 46-ounce cans- (73.4 ounces); canned grapefruit juice—approxi-
mately 1 46-ounce can (47.1 ounces); canned blends——approxlmately 1
46-ounce can (46.7 ounces); canned (or bottled) lemon juice—a little
more than 1 514-ounce can (6.5 ounces) (table 60).

Among the families using fresh oranges, fresh grapefruit, and canned -
blends, respectively, there did not appear to be any significant differences
in family consumption that were related to region. The amount of frozen
~ concentrated orange juice consumed by the families using this particular -

product tended to be greater in the Pacific region (especially in metropoli-
“tan Los Angeles) than in the other regions. The quantity consumed per
family using this item was much lower in rural areas than in urban

centers—9.6 ounces versus 16.5 ounces. Family consumptlon of canned
- orange juice was relatively high in the South, higher in urban centers than
in rural areas, and relatively low in metropohtan Los Angeles. For
canned grapefrmt juice consumption per family using the product during
the 2-week period was relatively high in the South; was higher in rural
areas than in urban centers. The per family consumptlon of canned lemon
juice was much higher in the Pamﬁc region than in the other parts of the
country.

Per capita consumption. w1th1n the families in the United States using
the respective products during the 2-week period was: Fresh oranges—
approximately 8 (3.9 pounds); fresh grapefruit—approximately 214 (3.2
. pounds); fresh lemons—approx1mate1y 2 (0.5 pounds). Among the
users of the respective processed- citrus juices, per capita consumption
was highest in the case of those who used frozen concentrated orange
juice—30.4 ounees (reconstituted) during the 2-week period in contrast

- to 26.5 ounces among users of canned orange juice, 22.7 ounces among

users of canned grapefruit juice, and 20.8 ounces among users of canned
- blends. Among users of canned lemon juice, per capita consumption
-~ was 2.9 ounces.
With the exception of canned blends per capita consumptlon among
- users of a citrus product tended to be greater in the Pacific region than
in the other regions. Per capita consumption of canned blends tended
to be highest in the rest of the United States exclusive of the South and
the Pacific regions. For fresh oranges, fresh lemons, and canned blends,
" respectively, per capita consumption in metropolitan Los Angeles tended
to exceed that of the Pacific coast-in-general. Among the users of the
following respective products—fresh oranges, frozen concentrated orange
juice, and canned blends—per capita consumption tended to be higher
in urban centers than in rural areas. On the other hand, per capita con-
sumption (among users of a given product) of canned gra.pefrmt juice and
~ cahned lemon juice tended to be hlgher in rural areas than in urban centers
(table 61). -

- For the United States as a whole _per caplta. consumptlon of fresh
oranges, during the 2-week period, among users of this fruit, did not
appear to be related to yearly family income. When the homemakers
using fresh oranges were considered in terms of urban or rural residence,
however, it was found that per capita consumption increased with family
income in urban centers but not in rural areas. Among users of fresh
grapefruit, per capita consumption was not related to family income either
-when the homemakers using the product represented the total United
~ States or when they were divided into urban and rural residence.
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Throughout the country-at-large and within urban centers, per capita
consumption of fresh lemons during the 2-week period was highest among
those homemakers who were in the low-income group (and used fresh
lemons). With respect to frozen concentrated orange juice, among users
of this item, per capita consumption increased as family income increased.
For the country as a unit, there did not appear to be any consistent
relationship between family income and per capita consumption of canned
orange juice. In urban centers, however, per capita consumption of canned
orange juice tended to be highest in the middle-income group, and in
rural areas highest in the upper income group. Both for the United States
as a whole and in urban centers, per capita consumption of canned grape-
fruit juice during the 2-week period (among users of this product) tended
to be highest for low-income homemakers. In rural areas, it was the
homemakers in the middle-income group who reported highest per
capita consumption of canned grapefruit juice. For the total United States
and in both urban and rural areas, it appeared that per capita consump-
tion of canned blends is somewhat higher in the middle-income group.
‘Among users of canned lemon juice per capita consumption of this
partic)ular product was highest among low-income homemakers (tables
62-63). :

Whereas family income did not appear to be related to per capita
consumption of fresh oranges during the 2-week period, there was
apparently a relation between education of the homemakers and per
capita consumption of this fruit. The highest per capita consumption was
found in the families in which the homemakers had attained the highest
educational background {(attended college). Education of the homemakers
did not seem to be consistently related to per capita consumption of
- fresh grapefruit. Per capita consumption (among users of the product)
of fresh lemons tended to be highest among those homemakers with the
lowest level of educational attainment (attended grammar school). As
the educational level of the homemakers increased so also did per capita
consumption of frozen concentrated orange juice and canned orange
Juice increase. Per capita consumption of canned grapefruit juice, canned
blends, and canned lemon juice, tended to be highest among the families
with homemakers from the lowest educational level (table 64). '

In order to learn whether family composition was a factor in the
utilization of citrus products the per capita data were inspected in terms
of four types of families: Families with adults and infants (under 1 year
of age); families with adults and children 1 to 16 years of age; families
with adults, infants, and children; families composed only of adults. For
‘each of the citrus products under investigation, per capita consumption

- was highest in those families made up solely of adults. For fresh oranges,
fresh grapefruit, and fresh lemons, respectively, per capita consumption
was lowest in the families composed of adults, infants, and children. Per

- capita consumption of canned orange juice and canned grapefruit juice,
respectively, appeared to be lowest in the families composed of adults

-and infants (table 65).

- In ascertaining per capita consumption among the users of a given
product the assumption is implicit in the method that each member of a
family unit consumes a like quantity. Because this is not necessarily true
a rough attempt was made to establish the way in which the consumption
of a product was distributed within the family. This was done on the basis
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of distribution to children under 16 years of age as against adults in those
families that had members in both age groups. In such families who used
fresh oranges it was reported by 66 percent of the homemakers that the
children used most of them. Among users of fresh grapefruit nearly 50
percent said the adults used most and 36 percent said that children and
adults used the same quantity. More than half of the homemakers using
fresh lemons said that the children and adults used about the same;
31 percent said the adults used most. In most of the families using frozen
‘concentrated orange juice, the distribution was reported to be about the
same to children and to adults; 22 percent said that the children used most
of this particular product. Whereas 44 percent of the homemakers who
“used canned orange juice said that the age groupsin their families consumed
about the same quantity, 30 percent reported that the children used
most of it. Among those who used canned grapefruit juice and canned
blends, respectively, most homemakers said that both age groups used
about the same. When this was not the case, for these respective products,
the most likely pattern was for the adults to consume most (table 66).

Consumption compared with the prior year.—Those homemakers
who were using a given product were asked: “When you think back to a
year ago would you say that you are using more, less, or about the same
_amountof as you did last year this time?”” With the exception
of frozen concentrated orange juice, a large majority of the users of the
respective products said they were using the same amount. In contrast,
40 percent of the homemakers who were using frozen concentrated
- orange juice reported they had increased the quantity used and 48
percent reported no change. Increased consumption of this product,
over the pI‘lOI‘ year, was most pronounced among the homemakers in the
Pacific region.

For fresh oranges and canned lemon j Julce the data indicated that when
a change in consumption occurred it was somewhat more likely to be in
the direction of an increase. When -a change in consumption occurred
among the users of fresh grapefruit, canned orange juice, canned grape-
fruit juice, or canned blends, the change was more likely to be in the
direction of a decrease (tables 67-74).

~ One of the major reasons given for increasing the quantity of a product
used (especially fresh oranges) had to do with changes within the
families—the children needed more because they were older and bigger
or there had been an increase in the size of the family. Other reasons
stemmed from changes in eating habits—the homemakers had more time
to give to the preparation of foods or they were eating more meals at
home. Health factors contributed to the increase, particularly for fresh
grapefruit and fresh lemons. Usually this was attributed to some health
factor which led to a greater need of the product involved. None of the
reasons mentioned above were especially prominent in accounting for
increased- consumption of frozen econcentrated orange juice and canned
lemon juice. In these instances most of the homemakers were “new
users’’; that is, they had not used the given product during the preceding
year. Nearly 20 percent of the homemakers who reported increased con-
sumption of frozen concentrated orange juice attributed this to the
fact that less of this product was available during the previous year.
In general, about 1 out of 10 of the homemakers who had increased
their use of a given product said this was due to various factors of cost or
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expense. Some claimed the product was cheaper, others said they were
able to afford more of it. Most of the homemakers who made a decrease in
the quantity of a product used over the prior year said this was due to the
increase in cost of the item (tables 75-76).

Seasonal variation in consumption.—Approximately half of the
‘homemakers who used either fresh oranges or fresh grapefruit, said
they used the same amount of these products during the winter as they
did during the other seasons of the year. When there were changes, the
“direction was most likely to be toward increased use during the winter.
This appeared to be especially true among homemakers in the South
and among rural homemakers. Homemakers in the Pacific region were
less likely to make seasonal changes in their use of fresh grapefruit than -
the homemakers in the other regions. Those homemakers who said they
increased their consumption of fresh oranges and fresh grapefruit, indi-
cated that it was in the summer that they used less (tables 77-78).

In general, there was a decrease in the use of fresh lemons during the
winter, most homemakers saying that their highest level of consumption
of lemons was during the summer. In the Pacific region, however, most of
the homemakers who used fresh lemons said they did not make seasonal
shifts in amounts used (table 79).

With respect to frozen concentrated orange juice, most homemakers
tended to use about the same quantity, regardless of season. When there
was a seasonal change, the direction was toward decreased use during

~ the winter and increased use during the summer (table 80).

Among the users of canned orange juice, canned grapefruit juice, and
canned blends, respectively, about 6 out of 10 said they used the same
throughout the year. For each of these particular products the seasonal
changes which did occur were usually decreased use in the winter and
increased use in the summer. Whereas most of the homemakers who
used canned lemon juice reported they used the same all year around,
nearly 4 out of 10 said they used less during the winter and more of it in
the summer. It was among the homemakers in the Pacific region that
the highest proportions reported using the same quantity of canned lemon
juice throughout the year (tables 81-84).

The reasons homemakers gave for making seasonal changes in the use
of the various citrus products fell into several categories. The most
prominent reasons given were what might be termed ‘‘seasonal needs”
such as vitaming being a necessity during the winter, citrus produects as
preventives or cures for colds during the winter, and the desire for cool
drinks in the summer. Much of the seasonal variation was due to shifting
to more preferred products which become available during a specific
season. Changes in the quality of a product and changes in its cost
accounted for some of the seasonal variation. Cost and quality were
more likely to be mentioned as factors in making seasonal changes for
fresh oranges and fresh grapefruit than for the other products (fresh
lemons and the processed items) (tables 85-86).

When homemakers made seasonal decreases in the quantity of either
fresh oranges or fresh grapefruit used, most of them made substitutions.
These substitutes were usually fresh noncitrus fruits. Fewer than 2 out
of 10 of these homemakers substituted the canned form of a given fresh

~ citrus fruit. Homemakers in the South were more likely to do so than the
homemakers in the other regions of the United States. Less than 1 out -



of 10 of those who made substitutions for either fresh oranges or fresh
grapefruit said they substituted the frozen concentrate of the given fresh
fruit (tables 87-90). :

- Specific uses made of citrus producis.—Very few homemakers
who used fresh oranges reported using them exclusively for juice. About
2 out of 10 who used this fruit said they used them only for eating. The

_ great majority, therefore, sometimes used these fruit for eating purposes
and sometimes used them for juice. However, the more typical pattern
~among the latter homemakers was to use fresh oranges usually for eating
purposes (table 91).
Nearly all homemakers used fresh grapefruxt for eating, but 3 out of
10 of those who used this item reported using it for juice purposes at some
~ time. Only 4 percent of the users of fresh grapefruit reported using them
exclusively for juice. In general, the juice of fresh grapefruit was said
to be liked because it is sour, or tart, or bitter, and is appetizing and
refreshlng The major reasons given for not using fresh grapefruit as
‘juice were, “it’s too difficult to prepare,” “I never think of that since I
buy it canned (or frozen) when I want the juice,” and ‘I like the meat
- (sections).” Reflecting upon the view that fresh grapefruit juice is
difficult to prepare is the observation that nearly 9 out of 10 of the home-
- makers who used fresh grapefruit did not own one of the special juicers
made for grapefruit (tables 92-05).

The major uses of fresh lemons were in lemonade (either hot or cold) and
in pies, custards, and puddings. Other uses reported included various
drinks, recipes, garnishing, and medicinal purposes. The main use reported
for canned lemon juice was in drinks, especially lemonade. Whereas
50 percent of the users of fresh lemons reported using them for pies,
puddings, and custards, only 21 percent of those who used canned lemon
- juice said they did so. This difference in use of the two forms of lemon
juice is further substantiated in the replies to a direct question asking
for ways in which fresh lemons were used but not canned lemon juice.
This was asked only of the homemakers who had used both. In reply,
44 percent said they would not use canned lemon juice for pies, custards,
or puddings. There were 20 percent who said they would not use canned
lemon juice in lemonade (either hot or cold) and 16 percent each said they
would not use it in tea or on seafood, respectively (tables 96-98).

Among the homemakers who had used both fresh lemons and canned
lemon juice 1 out of 3 reported they had been using fewer fresh lemons
since starting to use the canned lemon juice (table 99). Those who were

doing so usually said that canned lemon j juice was more convenient, was
easier to use, was less expensive than fresh lemons, and a supply could be
“kept on hand. The homemakers who said they used the same quantity
of fresh lemons, even though they also made some use of canned lemon
- juice, reported they only used the latter when fresh lemons were not
available, that fresh lemons have a better flavor, and that canned lemon
juice was too restricted in use.

In 7 out of 10 of the households in which citrus products were used the
homemakers reported their use as between-meal snacks. In most instances
this type of use occurred two or more times a week (table 100).
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ArtiTupeEs Towarp CitrRus Probucts

Citrus products as a special food class.—Competition between
citrus fruits and noncitrus fruits might not be based entirely upon such
matters as price, supply, and marketing methods. The extent to which
citrus and noncitrus fruits compete could be dependent, to some degree,
upon how consumers think of these products. If, for example, consumers
view citrus fruits as being merely additional items within the general
class of fruit, it could be assumed that competition between them and
noncitrus items would be relatively intense. On the other hand, should
consumers consider citrus fruits as a special group, competition between
them and noncitrus fruits would be lessened considerably. That the
latter tends to be the case is seen in the reply to the question, “Do you
think fresh citrus fruits in general are different from other kinds of
fruit?” Among the homemakers in the United States who had used some
citrus product, 61 percent said there were differences and usually these
differences were described in terms of health and food values. The
particular difference in food value which was emphasized had to do with
the vitamin characteristics of citrus fruits which homemakers think
makes them somewhat unique (tables 101-102).

- Homemakers with a higher educational background were more likely
to think of citrus fruits as being a special food class. The proportions of
homemakers who said that fresh citrus fruits were not different, in
general, from other fresh fruit were greater among those with relatively
less educational background. Furthermore, the homemakers with less
education were more likely to say they did not know whether there
was a difference or not (table 103). '

Opinions as to differences in food value between fresh citrus
Jruits.—Just as there is some degree of competition between fresh citrus
and noncitrus fruits, the various fresh citrus items could compete, to
some extent, with each other. Nearly half of the homemakers who used
some citrus product during the year before the interview said there
were no food-value differences between the various fresh citrus fruits,
27 percent said there were such differences, and 26 percent did not know
whether there were differences or not. Among those who said there were
food-value differences between fresh citrus fruits, about 7 out of 10 made
comments which indicated that they thought oranges had the highest
food value, 17 percent favored grapefruit, and 10 percent favored lemons.

It was the homemakers with the higher educational background who
were more likely to say there were differences in food value between the
various fresh citrus fruits. Homemakers with less education were more
likely to say that they did not know whether there were such differences
(tables 104-106).

Differences between fresh and canned citrus products.—Ap-
proximately 70 percent of the users of citrus products said there were
important differences between fresh and canned citrus products. Most
of the homemakers who made this statement described the difference
in terms of taste, many citing the ‘“tinny’’ or the “processed’’ taste of the
canned citrus products. A substantial proportion of the homemakers
who said there were differences between fresh and canned citrus discussed
their food value and health characteristics. These latter homemakers
stressed the higher vitamin content of the fresh citrus fruit (tables
107-108).
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As in the above comparisons, the homemakers with the higher educa-
- tional background were more likely to say that there were important
- differences between fresh and canned citrus products, although in this
" instance, 62 percent of the homemakers who had only attended grammar
~ school cited differences (table 109).

Reasons for using citrus products once a month or more during
the winter months.—Among those who used either fresh oranges, or
grapefruit, or lemons once a month or more during the winter, health and
taste reasons were mentioned most often. Health factors were outstanding
among the reasons given for such use of fresh oranges and fresh grapefruit.
Among the health characteristics cited by the respective users of the
three fresh citrus fruits were vitamins, the laxative effect of these fruits,
the stimulating influence of these fruits on the appetite, and their role in
either preventing colds or assisting in the cure of colds (especially with
respect to lemons). Another aspect of these fruits which received mention
by about 10 percent of the users of a given product once a month or
more was their general stimulating effect. This was expressed usually in
terms of ‘‘they’re invigorating and refreshing,” or ‘‘they pep you up”

(table 110). , '

-~ Most of the homemakers who made use of frozen concentrated orange
juice once a month or more said they did so because of convenience—*it’s
easy to prepare,” “it saves you so much time.” Approximately half of
* this group, however, gave taste reasons. Some said this product had a
“natural” or “tree-ripened”’ taste; others claimed it was “almost as good
as fresh oranges.” Many homemakers who were users of frozen con-
centrated orange juice once a month or more mentioned various health
reasons. About 15 percent of these homemakers said frozen concentrated
orange juice was relatively inexpensive, and 10 percent said they used
it because it was always available.

The homemakers who made use of canned orange juice once a month
or more usually attributed this to convenience; they saved time and did
not have to ‘“fuss with squeezing oranges.” This convenience was
mentioned also by the frequent users of canned grapefruit juice and canned
blends. Health and taste reasons were mentioned by many of these users
of each product; about 10 percent of each group gave the relatively
lower cost of the canned citrus juices as a reason. In addition, many
homemakers said they made use of canned grapefruit juice and canned
blends once a month or more during the winter because they wanted
variety. This was particularly true for canned blends (table 111).

The fact that canned lemon juice is easy to prepare and saves time was
given as a reason by most of those who made use of this particular
product once a month or more. Other reasons given by substantial
proportions of this group of homemakers had to do with the availability
of the item and its relative inexpensiveness. The other reasons, taste and
health, were those usually connected with use of fresh lemons once a
month or more (table 111).

In discussing their reasons for making use of citrus products once a
month or more homemakers often made statements showing that the
presence of children within the household was influential. Typical state-
ments were, “My girl likes them,” “My boy’s doctor told me to give
them to him,” and “They’re good for the children’s lunch.” This influence
of children was noted especially as a reason for use of fresh oranges once
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a month or more. Among the homemakers in this group using them once
a month or more, 30 percent made remarks which indicated that children
in the family were a reason. Among such users of canned orange juice -
12 percent indicated this. For each of the other products, however, the -
presence of children was given as a factor by fewer than 10 percent -
of the respective groups who used these products once a month or
more (tables 110-111). , ) o

These data indicate that the basic reasons for using citrus products
stem from the taste and health characteristics of these items. There is
an element of consistency in assigning health characteristics to these
‘various products, whether these are different fresh fruits or fresh and
~ processed items. Leading the health characteristics were references to the
vitamin content of citrus fruits—although in many instances the home-
makers were not specific about the particular vitamins involved. The
taste qualities which make these products attractive vary, of course,
with the particular product. It can be assumed that these taste and health
* characteristics are equally sought in the comparable processed citrus
products but their convenience is the factor which is most- prominent
in the thinking of homemakers. To some extent, also, their relatively
lower cost, in contrast to the cost of fresh citrus fruit, is a factor in the
use of the processed items. ! -

Reasons for use of citrus products less than once a month during
the winter.—Approximately 30 percent of those who used fresh oranges,
fresh grapefruit, and frozen concentrated orange juice, respectively, ‘less
than once a month during the winter gave the relatively high cost of
these products as reasons. Relatively infrequent use of fresh lemons was
usually attributed to the fact that the homemakers seldom prepared
anything that required this product. Negative reactions to the taste of
fresh grapefruit and the processed citrus products (frozen concentrated:
orange juice, canned orange juice, canned grapefruit juice, canned blends,
and canned lemon juice) were important reasons given for infrequent use
by the respective groups of homemakers. Fresh grapefruit and canned
grapefruit juice (according to replies) were either too bitter or too sour;
frozen concentrated orange juice tasted artificial and watery; canned:
orange juice was artificial and “tinny”; canned blends were too bitter and
tasted “tinny”’; canned lemon juice had an artificial taste. From 9 percent

" to 17 percent of the relatively infrequent users of the respective citrus
products gave health reasons. In some of these instances either the home-
maker or a family member had an illness which prevented the more

~ frequent use of a product. Relatively infrequent use of the processed
citrus products was often attributed also to habit, for several homemakers

made statements such as, “Oh, I rarely ever think of that when I'm

‘shopping,” and “I only buy that when I expect company.” Finally,
many homemakers were making infrequent use of the processed items
during the winter because fresh fruit (both citrus and noncitrus) was

‘available (tables 112-113). - i

Satisfaction with quantities of citrus products being used.—One

of the important psychological barriers to the promotion of any product

“would be a widespread attitude that no more of the product is wanted by
the family members than is already being utilized. If a housewife, for

example, feels that a half-dozen oranges is all that her family wants during

a week, it would be unlikely that she would increase her usual purchases
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beyond that. This might even be true should there be a drop in price;
that is, she would still buy only a half-dozen oranges.

In this survey an attempt was made to study this particular problem
by asking questions of the following type, “Are there any members of
your family who would like you to serve more fresh oranges?” Only those
- homemakers who had used a product during the year prior to interviewing

were asked the appropriate question. The products investigated were
fresh oranges, grapefruit, and lemons; frozen concentrated orange juice;
and canned orange juice, grapefruit juice, blends, and lemon juice. In
each instance at least 80 percent of the homemakers in the United States
‘said that no members of their families wanted them to serve more of a
given product. The two products for which the highest proportions of users
said family members wanted more were fresh oranges and fresh grape-
fruit, 20 percent and 16 percent, respectively. Only 3 percent of those
who used canned lemon juice said family members would like to use more.
- Southern and rural homemakers were somewhat more likely to say their
families wanted more of the following products—iresh oranges, grape-
{fruit, and lemons; canned orange juice and grapefruit juice. The great
majority of those homemakers who said members of their families wanted
more of a product usually gave expense as their reason for not serving
more. They frequently said they had a certain amount budgeted for
food and the quantity of a product bought was controlled by this. Many
homemakers said they did not use more fresh grapefruit because it was
too much trouble to prepare (tables 114-121). o

Those homemakers who were relatively infrequent users—less than
twice a week during the winter—of either fresh oranges, fresh grapefruit,
or frozen concentrated orange juice were more likely to say that members
of their families wished they would serve more of these respective prod-
- ucts. For each of the other products, the proportions of frequent users
and of infrequent users who reported that members of their families
wanted more of a given item were essentially similar (table 122).

Regardless of the frequency of use of a product, however, family
income appeared to be related to satisfaction with the quantity being
used. Among the homemakers who used fresh oranges two or more times a,
- week, 28 percent of those in the low-income group said their families
wanted them to serve more of this item; 14 percent of the middle-income
group said this; and 10 percent of the high-income group did so. This
trend, relatively higher proportions indicating dissatisfaction in the
lower-income groups, was found among the frequent users of each of the
other products, with the exception of frozen concentrated orange juice..
In that instance the data contain the suggestion that dissatisfaction
with the quantity being served among frequent users is more likely to
‘occur in the high-income group. : : '

Exactly the same relationships as described above for frequent users
of respective products were found among the infrequent users of the
items. For frozen concentrated orange juice, dissatisfaction with amount
being served tended to be reported by a relatively higher proportion in the
upper-income group. For each of the other products, this dissatisfaction
tended to be reported by relatively higher proportions in the low-income
group. - S . i

Within the low-income group, nearly one-half of the homemakers who
‘were infrequent users of fresh oranges said their families wanted them to
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serve more of this fruit; 34 percent of the infrequent users of fresh grape-
fruit made the same statement. In contrast, only 28 percent of the
frequent users of fresh oranges and 17 percent of the frequent users of
fresn grapefruit said this. Desplte the relations described between fre-
quency of use, family income, and satisfaction with amounts being used,
it should again be noted that the majority of homemakers indicated that
neither they nor the other members of their families wanted more of a
given product than was served during the winter.

Reasons for nonuse of citrus products.—“Nonusers” of a given
citrus product were those homemakers who had not used the item during
the year before the interview but had used some other citrus produect.
The major reasons given for not using fresh oranges were fairly evenly
divided between health and convenience factors. For some, a specific
illness prevented their use; others said they were too much trouble to
prepare. The outstanding reasons given for not using fresh grapefruit
had to do with taste—‘“they’re too bitter,” or “I don’t like that sourness.”
About 10 percent of the nonusers of this product said this was due to health
factors. Many of the homemakers who did not use fresh lemons said they
never prepare anything that requires them. About the same proportion
said they disliked the taste of fresh lemons. Most of those who had not
used frozen concentrated orange juice knew about it but had not, as one
said, “gotten around to trying it.”” Twenty percent of the nonusers either
said they had never heard of it or had only recently become aware of it.
Lack of knowledge about it was especially characteristic of homemakers
in the South and in rural areas. Several homemakers said they had not
used it because it was not available in their stores. The primary reason
given for not using canned orange juice, or grapefruit juice, or blends, or
lemon juice was dislike of the taste of these products. Some of the specifie
taste qualities objected to were “tinniness,” artificiality, and bitterness
(especially for canned grapefruit juice). One of the main reasons given for
not using canned blends or canned lemon juice is illustrated in the simple
statement, “Oh, I just never think about it when I’m shopping.”

Nearly 20 percent of the nonusers of fresh oranges and about 15 percent
of the nonusers of fresh grapefruit, fresh lemons, and frozen concentrated
orange juice, respectively, said they did not use a given product because
it was too expensive. Among the nonusers of each of the other products,
fewer than 10 percent mentioned cost (tables 124-125).

A few homemakers said they had not used any citrus product during the
year. Most of them said they had a health reason for not doing so. About
25 percent said that citrus products were too expensive (table 126).

Taste preference scales.—The above discussion has shown that
opinions regarding health and taste are the most important factors
involved ‘in the attitudes toward and use of citrus products. This was
true regardless of whether the attitudes were favorable and so led to use
of a product, or unfavorable and so led to nonuse of a product. Obviously,
all of the citrus products were not thought of as being equal in terms of
health or taste values. Usually fresh oranges were said to be highest in
food value (table 105). The data which follow show the relative positions
of citrus products in terms of taste preferenee as expressed in the
interviews,

To establish these scales the method of paired comparisons was used.
In this method, the homemaker was asked to give taste preferences when
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each item was paired with every other item. For example, the homemaker
stated a taste preference for fresh oranges paired with fresh grapefruit,
for fresh oranges paired with canned orange juice, and so on. This pro-
cedure permits the establishing of a scale of preference. Not only are the
products ranked in order of preference but the “psychological distances’
between products can be learned. The following is an illustration of the
concept of psychological distance. Of three items, products A, B, and C,
people might consider A the best product (in terms of taste) with B a
rather close competitor but with C having a very low preference rating.
Or, it might develop that A is an overwhelming favorite, with both B and
C having rather low preference ratings. Merely establishing the rank
order of the products would not show the psychological distances between
the products. o

TASTE PREFERENCE SCALES FOR
SELECTED CITRUS PRODUCTS

Based on Homemakers Who Had Used and Those Who Had
Not Used Frozen Concentrated Orange Juice
During the Year Prior 1o Interview

UNITED STATES SOUTH
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U.'S. DEPARTMENT OF AGRICULTURE NEG. 48155 -XX BUREAU OF AGRICU_LTURAL ECONOMICS
Freure 1.

The products for which preference scales were developed were fresh
oranges, fresh grapefruit, canned orange juice, canned grapefruit juice,
canned blends, and frozen concentrated orange juice. In this analysis
especial attention was given to the position of frozen concentrated orange
juice on the taste-preference scales. This was done because an important
question is involved in how increased acceptance of this product will
affect the position of other citrus products in the thinking of consumers.
Two sets of scales were developed—one for homemakers who had used
frozenTconcentrated orange juice and the other for nonusers of the
product. When nonusers of frozen concentrated orange juice were asked
to give the paired comparisons involving this item they were asked to
reply in terms of the product which they thought tasted better.
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In a given scale the product which had the highest preference rating
was assigned a value of 100 and the other items were scaled downward
from this point. This does not mean, however, that the most preferred
items on different scales have the same psychological value. For example,
fresh oranges were always the most preferred item, so in each region
their preference value is 100. But it cannot be concluded that the intensity
of preference for fresh oranges is the same from region to region.

The scales are presented in Figures 1-3. Fresh oranges, the most pre-
ferred product, were followed by fresh grapefruit and then by the processed
items. Among the homemakers who had used frozen concentrated orange
juice the preference position of this product was relatively close to fresh
grapefruit and removed from the three canned juices. In other words,

TASTE PREFERENCE SCALES FOR
SELECTED CITRUS PRODUCTS

Based on Homemakers Who Had Used and Those Who Hod
No! Used Frozen Concenirated Orange Juice
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U.S. DEPARTMENT OF AGRICULTURE NEG. 48156-XX BUREAU OF AGRICULTURAL ECO&OMICS R
Ficure 2.

among the processed items preference for the taste of frozen concentrated
orange juice was considerably greater than preference for any of the three
canned juices. In contrast, among the nonusers for frozen concentrated
orange juice the scale pattern was quite different. In the first place frozen
concentrated orange juice fell toward the bottom of the scales. Further-
more, it will be observed that the items tended to ‘“‘stretch out’ all over
the scales. In the scales based upon users of frozen concentrated orange
juice, the products tended to cluster into two groups. Toward the top
there was a group composed of fresh oranges, fresh grapefruit, and frozen
concentrated orange juice; clustered lower down on the scales were the
canned juices. An exception to this was found in the South and in rural
areas where the preference position of canned orange juice was relatively
high compared with the positions of canned grapefruit juice and canned
blends.
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These data show that from the point of view of taste, the two fresh
citrus fruits are most preferred, with fresh oranges the leading item.
Among the homemakers who had used frozen concentrated orange juice,
its preference position is somewhat less than that occupied by the fresh
fruit but rather removed from the canned citrus products. This would
seem to indicate that, in terms of taste (one of the more important attri-
butes of citrus products) the canned items are in a relatively weak com-
petitive position among users of frozen concentrated orange juice. For
those who had not used frozen concentrated orange juice during the
year prior to interviewing, however, the preference position was relatively
low. Whether this is due to actual earlier experience with this product,
or anticipation, cannot be ascertained from the information available in
this survey.

TASTE PREFERENCE SCALES FOR
SELECTED CITRUS PRODUCTS

Based on Homemakers Who Had Used and Those Who Had
Not Used Frozen Concenirated Orange Juice
During the Year Prior fo Interview

URBAN "RURAL
USERS NONUSERS USERS NONUSERS
(D--pl - -1 00m--

o Fresh é Frozen concentrated @Canned
oranges orange juice grapefruit juice
@ Fresh Canned £ Canned
grapefruit ¥ orange juice blends
U.S. DEPARTMENT OF. AGRICULTURE NEG. 4B157-XX BUREAU OF AGRICULTURALV ECONOMICS
Frcure 3.

Consistency of the taste of canned and frozen citrus products.—
Approximately 70 percent of the homemakers who used canned citrus
juices said that in general, the taste of these products seemed to remain
the same and not to change from time to time. Nearly 80 percent of those
who had used frozen citrus juices said the taste of these particular products
seemed to be rather consistent (tables 127-128). Most of the home-
makers who said that there were taste changes in these products described
them as being changes in sweetness and sourness. Some said there were
changes in bitterness, others described these changes in terms of ““tinni-
ness” or ‘“canned taste.” In general, homemakers who noticed such
changes in the taste of either canned or frozen citrus juices tended to
continue to use the same quantity of these products, but changed the
brands they bought.
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PURCHASING PRACTICES AND PREFERENCES

The usual survey technique for ascertaining preferences between specific
choices is merely to ask the respondent which of the alternatives is pre-
ferred. A typical question is, “When you buy fresh oranges do you prefer
buying them loose out of a bin or do you prefer them already sacked or
bagged?” The reply to such a question, however, does not give any
indication of the extent to which the stated preference might govern the
respondent’s behavior in a situation which actually involved the choice
presented in the question. The homemaker who said she preferred oranges
that are sold in bags might not hesitate to buy them if they were available
only loose in a bin in the store in which she was shopping. But there could
be other preferences that were so intense that this homemaker would
seek her choice in other stores rather than buy the item in the form in
which it was immediately available. When data based upon mere state-
ments of preference are presented, the real significance of the preference
to the respondents cannot be ascertained. By “real significance” is meant
how vital the choice actually is in controlling the behavior. In addition
to knowing what the preference is, it is necessary to obtain some indica-
tion of the intensity with which the preference is held. )

In this survey an attempt was made to cope with the above question
by following each statement of preference with a question of this kind,
“Tf you should go into a store and only find oranges being sold (opposite
of preference) would you still buy them there?”” The results will show that
this device served to vield some measure of the intensity of the preferences.
In the discussion which follows, the term “direction of preference’ refers
to the choice expressed by the greater proportion of homemakers when
presented with given alternatives in a straightforward preference question.
The term “intensity of preference’ is used to indicate the particular choice
for which the greater proportion of homemakers showed resistance to
the alternative.

Fresh oranges and grapefruit—packaged vs. loose.—The direction
of preference was for fresh oranges and fresh grapefruit sold loose out of
a bin. Only 10 percent of the homemakers who used fresh oranges and
2 percent of those who used fresh grapefruit said they preferred these
respective fruits when sold in sacks or bags. Most of the homemakers
who preferred loose fruits said they could select fruit of better quality;
they could “see what the fruit is like.” Another reason given by many
homemakers was that they could select the exact number they wanted.
This was especially true among the homemakers who preferred fresh
grapefruit to be sold loose out of a bin. Typical of the main reasons
given for preferring these fruits packaged or in sacks were, “They’re less
expensive that way,” “You save time,” and, “The fruit in the sacks is of
better quality.” For fresh oranges intensity of preference was definitely
associated with having them sold loose. This is seen in the following
data. Only 6 percent of the homemakers who preferred fresh oranges
sacked or bagged said they would not buy them loose. On the other hand,

- 35 percent of those who preferred this fruit to be sold loose said they would
‘not buy it if it was sacked or bagged. In other words, resistance to
selecting the alternative in this particular choice was greater among these
homemakers who preferred the fruit to be sold loose out of a bin. Fifty-one
percent of the homemakers who preferred fresh grapefruit to be loose
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said they would not buy fresh grapefruit if it was available only in
sacked or bagged form. (tables 129-133).

Fresh oranges and grapefruit—priced by count vs. priced by
pound.—The direction of preference was for fresh oranges and fresh
grapefruit to be priced by the count, although one-third of the users of
these respective products said they had no preference in this matter.
Many of the homemakers said they preferred pricing by count because
this was the method they were accustomed to. Other reasons given in-
cluded the notions that pricing by count made the fruit less expensive; -
one could select the exact number needed; and it “permits you to get

~ your money’s worth since you pick the bigger fruit.” Among the few
homemakers who preferred these fruit to be priced by the pound, such
reasons were given as, ‘“That’s the more accurate way to do it,” “You
get your money’s worth that way,” and, “That makes them less
expensive.” For each of these fresh ecitrus fruits, the greater intensity
of preference was found among the homemakers who preferred them
priced by the count (tables 134-137).

Fresh oranges—natural color vs. color added.—The homemakers
who had used fresh oranges during the year were asked whether they had
“noticed any fresh oranges that have color added to the skin.” With the
exception of the Pacific region, approximately 7 out of 10 of them said
they had seen such oranges. Within the Pacific region, 77 percent said they
had not noticed this about fresh oranges. Among the homemakers who had
noticed the added color, the direction of preference was toward natural-
color oranges but about 4 out of 10 of these homemakers said they had no
preference in this respect. That they thought natural-color oranges taste
better and are tree-ripened and mature fruit were reasons given for
this particular preference. Most of the homemakers who preferred color-

~added oranges liked their better appearance. Greater intensity of
preference was associated with natural-color oranges (tables 138-142).
. The importance of the color of the skin of oranges was further explored
by obtaining opinions about oranges that are “slightly green in color.”
Most of the homemakers who used fresh oranges made negative comments.
In fact, less than 10 percent had anything to say that was favorable, or
positive, about them. Another 10 percent, approximately, said that this
“slightly green color” made no difference. Usually negative comments
revealed that the homemakers concerned did not consider these particular
oranges as being ripe—‘‘they’re picked too early,” several said—and
had a poor taste. About 6 out of 10 of the homemakers who used fresh
oranges said they do not buy oranges that are slightly green in color
(tables 143-144).

Fresh grapefruit and canned grapefruit juice—pink vs. white.—
For fresh grapefruit the direction of preference was toward pink; for
canned grapefruit juice it was toward white. But it should be noted
that many homemakers were not aware that pink grapefruit juice was
available. Many of the homemakers who preferred the pink variety
(whether as fresh fruit or as juice) said that it tasted sweeter. In contrast,
the relatively sour or tart taste of the white variety seemed to influence
preference in this direction. The greater intensity of preference was
found among the homemakers who preferred the white products, regard-
less of whether this was the fresh fruit or the canned juice (tables 145-152).
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Canned citrus juices—sweetened vs. unsweetened.—Preferences
for sweetened and unsweetened canned orange juice, canned grapefruit,
juice, and canned blends, were ascertained among the users of these
respective products. With the exception of the homemakers in the
Pacific region, the direction of preference was in favor of the sweetened
juices. In the Pacific region, the direction of preference was toward the
unsweetened juices. This was especially characteristic of the homemakers
in metropolitan Los Angeles. A basic desire for either sweetness or tartness
seemed to influence the direction of preference. Many of the homemakers
who preferred the sweetened juices explained this by the simple state-
ment, “I like sweet things.” And many explained their preference for
the unsweetened juices by saying, “I don’t like sweet things.” In addition,
many homemakers selected the sweetened juices in order to save the
sugar that they would have to add to the unsweetened juices to make
them as desired. Some of the preference for unsweetened citrus juices
was attributed to health factors. This was expressed by such statements
as, “Too much sugar is bad for my health,” and “My diet does not let
me use sugar.” Some preferred the unsweetened citrus juices, they
said, because they could add sugar to get just the sweetness they wished.
For each of the three canned citrus juices, greater intensity of preference
was associated with the unsweetened product. (tables 153-160). .

-In about 6 out of 10 of the households in which use was made of the
respective canned citrus juices (orange, grapefruit, and blends) the
homemakers reported that neither they nor other members of their
families liked to add sugar to these juices. Sugar was somewhat more
likely to be added to canned grapefruit juice than to the others. In
those households in” which sugar was added, the practice was popular
among the children, although many adults also did this (tables 161-162).

Canned citrus juices—small vs. large cans.—For each of the three
canned citrus juices—orange, grapefruit, and blends—preference was
definitely directed toward the large cans, about 6 out of 10 expressing
this preference among those using a respective juice. The principal reason
given was that the large cans were more economical. Many thought this
particular size more convenient—I can keep a supply on hand,” “I
don’t have to shop for it so often.” Another reason, given by many,
was that the large cans suited the size of their families (apparently
large). In contrast, many of those who preferred the small cans said that
they suited the size of their families (apparently small). Even more
homemakers said they preferred the small cans because they provided
just enough for one serving; many of these homemakers thought that the
taste and health qualities of these juices deteriorate when they are kept
after the can has been opened. Regardless of the kind of citrus juice
involved, the homemakers who preferred the small cans were more
intense in their preference (tables 163-168).

Lemon juice—canned vs. bottled.—For the country as a whole,
mnost of the homemakers who had used either canned or bottled lemon
iuice said they preferred it in bottles rather than in cans; 3 out of 10
said they had no preference in this respect. In the Pacific region, however,
more of the homemakers said they preferred lemon juice in cans than
expressed a preference for it in bottles. The major reasons given for pre-
ferring it in bottles centered around the view that a bottle helps to
preserve the quality of the juice. Several homemakers said that a bottle
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~ i8 more convenient as it is easier to store and to recap. Most of the
homemakers who preferred lemon juice in cans apparently were expressing
a habit—*I always buy it that way.” Some, however, claimed that the
cans were more convenient—easier to store and not involving possible
breakage. Some claimed that the lemon juice in cans tasted better than
that in bottles. The group with the more intense preference was the
homemakers who preferred lemon juice in bottles (tables 169-172).

DEecision-MAKING IN PurcHAsING CiTRUs PRobucts

The prior section of this report contains a discussion of certain of the
factors related to the homemaker’s choice of citrus products and the form
of them she selects. For example, intensity of preference as well as
direction of preference should be a factor in the decision to buy an
unsweetened citrus juice rather than a sweetened one. In the present
section data are given on other aspects of the homemaker’s decision-
making processes with respect to citrus products.

Role of store advertisements.—Approximately 6 out of 10 of the
homemakers who used some fresh citrus fruit said they usually decided
on the kind they wanted to buy before going to the store. However, rela-
tively few of the homemakers who used citrus products said that store
advertisements helped them to decide upon the citrus product to buy.
Relatively few said that store advertisements about ecitrus products
helped them to decide upon the store in which they would buy them.
Among those who did say that store advertisements influenced their
decision as to where to buy citrus products, most said they were swayed
by the prices quoted, particularly “specials” (tables 175-176).

Decisions within the store.—Most of the homemakers who usually
- decided upon the kind of fresh citrus fruit they wanted before going to
the store said there were times when they changed their minds and did
not buy as they had planned. In most instances this change of plans was
attributed to the poor quality or appearance of the fruit; in many other
instances price played a part in change of plans. The importance of the
quality of the fruit actually on sale was demonstrated also among those
who usually waited until in the store to decide what to buy. In this group
7 out of 10 said that the quality or appearance of the fruit helped them
to arrive at a decision. In contrast, about 3 out of 10 of the group said that
price was a decisive factor (tables 177-178). :

When describing how they evaluated the quality of fresh oranges and
fresh grapefruit, many homemakers specifically stated they were judging
the fruit from the viewpoint of either juiciness or taste. The attribute of
‘the fruit used to make the evaluation generally was some aspect of the
- skin rather than weight, size, or variety. Perhaps the most important
finding on how homemakers go about evaluating these products is the
great variety of criteria, often contradictory, that are used. Some say
small oranges are best for juice, some want medium-sized oranges for -
- juice, and still others claim that large oranges are best for juice. Some
want the skin not too dry, some want the skin to be without spots, some
want a *“good orangy” color, some want a “bright yellow” color, some
want a “good shaped” fruit, and still others want a certain variety.

It does appear, however, that with many homemakers the color of the
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skin of either fresh oranges or fresh grapefruit is a primary factor in
evaluating their quality. This was true for fresh oranges to a greater extent
than for fresh grapefruit, especially among the homemakers in the
Pacific region and the rural areas. But what constitutes a satisfactory
color varies a great deal (tables 179-180).

Loyalty te brands.—Approximately 40 percent of the homemakers
in the country who used canned citrus juices said they usually buy a
particular brand. Buying these products by brand tended to be more
characteristic of homemakers in the Pacific region and in urban centers.
For the country as a whole, 51 percent of the homemakers who used
frozen concentrated orange juice said they usually buy a particular
brand. Homemakers in the South, however, were more likely to say that
they did not usually buy a particular brand (tables 181-182).

Among those in the country who said they usually buy a particular
brand of canned citrus juice, 58 percent claimed there were times when
they could not get that brand. In contrast, only 36 percent of those who
usually buy a particular brand of frozen concentrated orange juice said
there were times when they could not get that brand. Occasional inability
to get the brand usually bought was more likely to be reported by
homemakers in the South for both canned citrus juices and frozen ¢on-
centrated orange juice. For neither canned citrus juices nor frozen concen-
trated orange juice, was loyalty to brand very high. About 80 percent
of the homemakers who occasionally could not get the brand they
usually bought said that at such times they simply bought another brand
(tables 183-185).
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TasLe 1.—Comparison of sample and census data: Size of household

Total Total - Total
_ United States Urban Rural
Size of household | — -
Census ! | Sample | Census! | Sample | Census! | Sample
(1949) (1950) | - (1949) (1950) (1949) (1950)
) ) Percent 7 Percent | Percent | Percent |- Percent | Percent
One person_ . __.... 8 9 8 i
Two persons.__.... 27 31 ' 29 | 30 25 31
Three persons______ 24 21 24 22 24 20
Four persons.___.._ 19 21 19 22 -19 18
Five persons_.___.__ 10 10 | 10 9 12 11
Six persons. __..___ 6 5 5 5 8 5
Seven persons__.__. 3. 2| 2 2 4 3
Eight persons_._.__ - 1 1 1 1 2 2
Nine or more persons 21 -2 1 1 2 3
Total .. __._. : 100 | 100 100 100 100 100
Number of )
horusefhrolds ....... 42,107,000 2,208 25,792,000 | = 1,553 |16,317,000 654

1 MARITAL STATUS AND HoUSEROLD CHARACTERISTICS! APRIL 1949, U.8

. Burean

Census Current Population Reports, Population Characteristics. Series P-20, No. 26,

1/27/50
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TaBLE 2.—Comparison of sample and census data:

Marital status

Total Total Total
United States Urban - Rural
Marital status - -
' Census ! | Sample Census ! Sample | Census! | Sample
(1949) | (1950) | (1949) | (1950) | (1949) | (1950)
Percent | Percent | Percent | Percent | Percent | Percent
Husband-wife 1
households_ - .. .. 79 82 76 81 83 - 85
Other (single,
widowed, ete.)- - - 21 18 24 19 17 15
Total . ... 100 100 | 100 100 100 100
Number of -
households______. 42,107,000 | 2,208 [25,792,000 | 1,553 |16,315,000 654

1 MarITAL STATUS AND Houseprorp CHARACTERISTICS: APRIL 1949. U. S Bureau
Census Current Population Reports, Population Characteristics. Series P-20, No. 26,

1/27/50.
- TasLE 3.—Comparison of sample and census data: Race
Total Total " Total
United States Urban Rural
Race
i Census! |Sample? | Census! | Sample?| Census! | Sample?
(1948) | (1949) | (1948) | (1949) | (1948) | (1949)
Percent - | Percent | Percent Pefcent Percent | Percend
White. oocooeno 91 90 90 90 92 92
Nonwhite_ _ .. _.__. 9 10 10 | 10 8 -8
Total. _...._ 100 100 100 100 100 100
Number of families
and individuals.__|46,674,000 | 2,150 [29,368,000 | 1,517 |17,306,000 633

1 IncoME oF FaMILiES AND Prrsons 1N THE UniTep StaTes: 1948. U. S. Bureau
Census Current Population Reports, Consumer Income. Series P-50, No. 6, 2/14/50.
2 Cages where race was not ascertained have been omitted. Race was not ascertained
for 3 percent of the total United States sample, for 2 percent of the total urban sample,
and for 3 percent of the total rural sample.
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TABLE 4.—Comparison of sample and census data: Income of families and

individuals
Total 7 Total Total
, United States Urban Rural
Total money income
(Families and ) : .
individuals) Census ! | Sample? | Census! | Sample?| Census ! Sample?

(1948 | (1949 (1948 (1949 (1948
income) | income) | income) |income) income) |incorne)

(1949

Percent | Percent | Percent | Percent | Percent | Percent
Under $500________ 9 3 7 2 12 5
$500 to $999_______ 9 6 7 5 11 9
$1,000 to $1,499____ 8 6 7 5 10 13
$1,500 to $1,999____ 8 9 7 7 9 13
$2,000 to $2,499___._ 10 10 10 9 11 12
$2,500 to $2,099___._ 9 10 9 9 | 10 13
$3,000 to $3,499___._ 10 8 11 7 9 8
$3,500 to $3,999___. 8 10 9 11 7 8
$4,000 to $4,499____ 7 7 7 8 5 5
$4,500 to $4,999____ 5 6 5 7 3 3
$5,000 to $5,999__._ 7 8 8 10 5 5
$6,000 to $9,998___ | _________ ) - 17 | 4
$6,000 to $9,999____ 8 e 10 [_______ 6 | _____
$9,999 and over_ ___| _________ 2 | 2 PR 2
$10,000 and over. .. 2 | b 2 D 2 |
Total .. _____ 100 100 100 100 100 100
Number of families
599

and individuals_._[46,674,000 | 2,040 (29,368,000 1,440 |17,306,000

! IncomMe oF FAMILIES AND PErSONS IN THE UNITED STATES: 1948. U. S. Bureau
Cengus Current Population Reports, Consumer Income. Series P-50, No. 6, 2/14/50.
2 Cases where income was not ascertained have been omitted. Income was not
ascertained for 8 percent of the total United States sample, for 7 percent of the total

urban sample, and for

8 percent of the total rural sample.

TABLE 5.—Use of citrus products (fresh, canned, and/or frozen) during the

year prior to interviewing

All homemakers

United Refst Metro-

nite . o politan
States South | Pacific United Urban | Rural Los

States Angeles

. Percent | Percent | Percent | Percent | Percent | Percent | Percent

Used some citrus product 97 96 96 97 97 96 96

Did not use any citrus

product__..____._____ 3 4 4 3 3 4 4

Total _....__.__. 100 100 100 100 100 100 100

Number of cases____.____ 2,208 | 1,339 | 1,002 | 1,400 | 1,553 654 422
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TaBLE 6.—Use of fresh citrus fruit;s'dum'ng the year prior to z'nterviewing‘

All homemakers

‘Fre:‘sh citrus fruits United ‘ : o ‘ Restof | =~ ‘ | Metro- .
States South Pacific United Urban Rural - politan Los
. o States ‘ : o Angeles ‘
Percent Percent ! Percez(/.t 1 Percent ! Percent® ' | - Percent! Percent !

Used fresh eitrus fruits____________._.___ U S | 96 ... 96 |.__. 95 [___.| 97 ... 97 [o_-. 96 |__.- 96
Fresh oranges_._._____._._____ | 93 93 89 93 93 92 91
Freshlemons.__________..___ . ____ 88 88 89 88 89 85 92
Fresh grapefruit_ . __________ e —— 76 68 72 81 81 | 66 | 79
Fresh tangerines_.___.._.________.| 62 63 39 65 66 54 69
Fresh limes.___ . ________._ . _____._. 20 : 18 17 21 22 | 13 24

Did not use fresh citrus fruits.._____________ I 4\ 41 5 |- 3 |.-- 3. L 4

Total. ... | 100 100 100 100 100 100 100

‘Number of cases_--j___________-_______,___‘_ 2,208 | 1,339 | 1,002 1,440 1,553 654 422

1 Percentages add to more than their subtotals because many homemakers used more than one product.
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TaBLE 7.—Use of canned citrus products during the year prior to‘interviewing

All honiemakers

Canned citrus products Ijnited . Rest of ‘ Metro-
States South Pacific United Urban Rural politan Los
States Angeles |
Percent ! Percent ! Percent ! Percent 1. Percent 1 Percent ! Percent !
‘Used canned citrus products..._.____ e I 78 |._-. 74 ... 80 |.___ 80 |.__. 81 | 71 |.._- 75
Canned orange juice___._.___._____| 61 65 | 55 59 61 61 47 ‘
Canned grapefrult ]ulce ____________ 55 53 61 55 58 48 59
Canned blends_._.________________ 39 28 40 44 43 31 36
Canned grapefruit, segments ________ 34 18 37 41 39 24 | 34
Canned (bottled) lemon juice._.____ 24 14 21 29 26 19 20
Canned orange and grapefrul’c ‘ ‘ ‘
segments_______________________ 19 11 15 23 21 13 1
Canned orange segments_____.___._ 12 9 9 14 13 10 | 7
Canned tangerine juice_.._________ 7 4 3 9 8 6 3
Canned lime j Juiee. . .o ____ 4 - 2 3 5 4 3 ‘ 3
Dld not use canned citrus products __________ R 22| ___ 26 |_.__ 20 |-.__ 20 |_.... 19 |.... 29 |_... 25
Total. L 100 100 100 100 100 . 100 100
Number of €a8es - - - oo oo oo eeas 2,208 © 1,339 1,002 1,440 | 1,653 654 422

! Percentages add to more than their subtotals because many homemakers used more than one product.
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TABLE 8.—Use of frozen citrus products during tlie year prior to interviewing

Frozen citrus products

All homemakers

¥

Rest of

Uni; d ‘ ‘ " Metro-
St atg o South Pacific United Urban Rural politan Los'
' : ‘ States © Angeles
Percent ! Percent! | Percent® Percent * Percent ! Percent ! Percent !
Used frozen citrus produets__ . _..__.___._ I 28 ... 190 | 23| 33 ... 32 {.___ 18 |____ 26
Frozen concentrated orange ]uxce--_- 27 18 22 32 31 C |18 24
Frozen concentrated grapefruit juice | 3 3 3 4 4 2 3
~ Frozen concentrated blend__ ___.___ 3 2 2 3 3 1 ‘ 4
. Frozen grapefruit segments_________| 3 | 2 13 3. - 1 ‘ 3
Did not use frozen citrus products_._________ - 72| o 81l |.___ 77 .o 67 |- 68 ... 82 |___. 74
Total oo 100 100 100 | 100 100 100 100
Number of eases. - ... ______________ 2,208 1,339 1,002 1,400 1,553 654 422 -

1 qucentages‘add to more than their subtotals because some homemakers used more than one product.



TaBLr 9.—(Products conszdered——fresh oranges, lemons, grapefruit; frozen
concentrated orange juice; canned orange juice, grapefruzt Juice, blends,
lemon juice.) Number of citrus products used per homemalcer during the
Year pr 101 to interviewing. . .

All homemakers

Number of citrus ) ' A
products used | o004 I . bofitan
o States South | Pacific United Urban | Rural Los
States Angeles
Percent | Percent | Percent | Percent | Percent | Percent | Percent
One product_.______.___ : 3 4 2 2- 2 4 2
Two produets_ ... _____ 8 12 716 5 14 6
~ Three products.__ ... __ 14 15 15 14 13 17 | 19
Four products. ... ... 17 15 19 17 17 - 15 19
Five products_ . ... ._ .. 19 | 23 19 18 20 16 17
Six produets_.___._____. 20 17 21 20 21 16 20
Seven products. . ... __ 12 8 9 15 14~ 10 . 9
Eight produets_________ 4 2 4 5 5 4 4
Did not use any citrus
product.. .. _._..___. 3 4 4 3 3 4 )
Not ascertained.._______ R Pt S, L F
Total ... ___. 100 100 100 100 100 | = 100 100
Number of cases___._... 2,208 | 1,339 | 1,002 | 1,400 | 1,553 654 422

! Less than 1 percent.

TaBLE 10.—(Asked only of the homemalers who had used canned orange
Juice during the year prior to interviewing.) Replies to the question: “Have
you seen any canned orangeade being sold this year?”’

Homemakers who had used canned orange juice dunng

year prior to interviewing

Replies . Rest Metro-
Unite o |0 of - olitar
States South | Pacific United Urban | Rural |P Los 1
States Angeles
Percent | Percent | Percent | Percent | Percent | Percent | Percent
Had seen canned orange- .
ade being sold_____.__ 22 23 122 21 23 19 20
Had not seen canned
omngeade being sold - . 4 70 74 76 73 7 77
Don’t know___.__.__.._ 2 4 2 2 3 3 2
Not ascertained_._______ 2 3 1 1 1 2 1
Total.___________ 100 100 100 100 100 100 100
umber of cases__._____ 1,339 874 555 '829 949 398 200
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TaBLe 11.—(Asked only of the homemakers who had used canned orange
 juice during the year prior to inlerviewing and had seen canned orangeade
~_being sold.) Replies to the-question: *‘Have you used any canned orange-

o ade?’

| Homemakers who had used canned orange juice during
year prior to interviewing and had seen canned orange-
ade being ‘sold - : :
Replies T -
: United Reft ) ‘ 'Mclatro-
| United | . v : o politan
States South Pamﬁci United Urban | Rural Los
" | States : Angeles
Percent | Percent | Percent | Percent | Percent | Percent | Percent
Used canned orangeade_.| 55 | 61 46 - 52 52 63 37
Had not used canned ‘ : ) :
orangeade. ... . .. 45 28. 54 | 47 48 6 63
Not ascertained.._.._... o1 ) S I 1 i ) I
Total ... 100 100 100| 100| 100| 100 | 100
‘Number of cases. ... 289 | 107 | 125| 174 | 218 71| 41

1 Less than 1 percent.

TaBLE 12.—(Asked only of the homemakers who had used canned orange
juice during the year prior to interviewing and had used canned orangeade. )
- Replies to the question: “Did you serve canned orangeade to the children, -
to the adults, or to both?”’ ' E

Homemakers who had used canned orange juice durin
the year prior to interviewing and had used canne

orangeade!
' Replies —- —
. Rest of : i
I%J?al,zgg South | Pacific | United | Urban | Rural
aked States

Percent | Percent | Percent | Percent | Percent | Percent
Served canned orangeade

to children only_.______ 8 5 13 9 8 8
Served canned orangeade
to adults only._..___.__ 41 32 35 47 39 45
Served canned orangeade
to children and adults___ 49 59 48 43 50 47
Not ascertained. ... __._. 2 4 4 1 R I
Total. . ... 100 100 100 100 100 100
Number of cases_ .. _.__._ 158 121 - 58 91 113 45

1 Data for metropolitan Los Angeles not presented because of small number of cases.
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TABLE 13.—( Asked only of homemakers with children who had used canned
- orange juice during the year prior to interviewing and had used canned
orangeade.) Replies to the question: “When do the children (1 o 16 years

~ of age) usually drink canned orangeade?”

7 ‘When children 1 to 167yea.rs
" of age usually drink canned

- Homemakers. with children who had used canned
orange juice during the year prior to interviewing
and had used canned orangeade! -

orangeade . Rest of
ISI;E;::S | South Pacific | United Urban
: ” . States
Percent Percent | Percent Percent Percent
Once duringa day ... _.__. e BT .| BT || 67 |.__.| 76 |__._.] 65
orning ....._..._._. 22 15 24 | 28 22
(o6} | S ; 3 9 2 1
- Other (but not evening) | 42 39 34 46 42
Twice during a day___.___._ ceoe| X7 oo} 25 .| 9. l12 (. 19
Morning and noon_.__. 1 3 U R 1
Morning and evening . .| 1 e ——— : 1
- Morning and other___.| 14 20 5 10 15
Noon and other.._.___ 1 2 2 —-- 2
-~ Evening and other_.._._ L R I 12 - 2
Three times during a day .. .[.._-| 3 |-_..| 2 |.._| 4 || 2i._._. 2
Morning, noon, evening.| 1 ———- 2 2 2
Morning,evening,other_| 1 | 1 2 ———- 1
Noon, evening, other__.| 1 1 .- - 1 )
Four times duringa day.._|..__| 1| 1 |..__| 2|.._|.... ce- 2
Have children but serve : '
canned orangeade to
adultsonly______.______ oo T op 8 ooo) 10 foa.f 6 ... 7
Not ascertained. . ________. e B o) T 8o 4 f.. 7
Total ... .. _.. 100 100 100 100 100
Number of cases_______..__ ceee| 99 | 88 |- 42 ... 50 |....1 73

! Data for rural areas of United States and metropolitan Los Angeles not presented
because of small number of cases.

2 Less than 1 percent.



TABLE 14.—( Asked only of homemakers who had used canned orange juice
during the year prior lo interviewing and had used canned orangeade. J o
Replies to the question: “When do (the adults 17 years of age and over)
usually drink canned orangeade?’ : ) .

: Homemakers who had used cané\ed OEange jxéice during
7  brior £o i . A ) X
When adults 17 years year prior to interviewing and had used canned o1 angeadg )
of ageand over usually
- - drink canned . Rest of :
orangeade ] IS]? a'lzgg South | Pacific | United | Urban | Rural
” States
Percent | Percent | Percent | Percent | Percent | Percent
b To il 65 | BT | TE | 87 .. 78
20 116 19 23 18 271
3 4 50 |1 21 | 4]
1 1 5 1 1 2|
46 44 28 50 46 45
Twice during a day__._|....| 15 {0 21 | |10 || 11 j..__|'15 | 14
Morning and noon.| 2 2 R 1 2 1
- Morning and even- : '
117 S, 2 - RS 1 1 N
Morning and other_{ 11 16 [} 8 11 10
Noon and evening_| ? 1 el ceee R 1
.~ Noon and other___.| 1 2 2 e 1 R
. Evening and other.| 1 R S 1 2 2
Three times during a ' ' '
[ P25 ZARCR PPN SUPH N U SUPUP J FRUR R I R 1] 2 |eiacfeea-
Morning, noon,
evening. - .._.. 1 [N 1 1 1 e
Morning, evening )
-other...._o_.__. 2 1 2 R 1 —e-
_ Noon, evening, ] o
other--, ........ 2 1 ——— ———m . ————
Four timesduringaday.| ...} 2l-..} 1 |co 2 |ccofeeo|oae Plac-cfeae-
Served canned orange- g
“ade to childrenonly__|___.] 81 .| & |--o |13 ..o 9 |- 8|--=] 8
Not ascertained. ... . VR [ O VORI [ ¥: T NSRS CRE S SN I~ I AR :
Total____._.....| {100 | {100 | 100 100 100 100
Number of cases_..... - 158 121 581 191 (113 45

-1 Data for metropolitan Los Angeles not preéented because of small number of cases.
2 Less than 1 percent. : o
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1-':&5LE::15.‘—:(Aslcea!~ onlyy . of  homemakers-who  had wused : canned ‘orange
Jutce during the:year prior to- inlerviewing and had -used canned-orange-

~ade.) ‘Replies torthe question: -“Do-you think there is. any
difference between canned orange juice and-canned orangeade?’

,p_art'ic'ular

- Homemakers: who had used canned orange juice dur-

« ¢ ing the year prior-to-interviewing
) canned orangeadel -

and had used

Replies
el it S | Rest of o )
United | South | Pacific | United | Urban | Rural
pate States '
. Percent | Percent | Percent | Percent Percent | Percent
There is a .difference be- : ) £ - ST . o
tween -canned orange |
juicé and c¢anned or-:
angéade____.i___.____: 89 88 93 89 88| 91
There ‘is no difference be--.| N o '
‘iween cahned orange
juice and canned or-- ] B &
angeade__ . ___.__._____ - 10 11 4 -10 10 - 9
Not ascertained - ..__.___ 1 1) 3 1 2 oo
Total.___._...__.. 100 100 100 [ 100 | 100 100
Number of cases_ .. ... 418 121 58 91 113 |- 45

! Data for metropolitan Los Angeles not presented beeause of small number of cases.
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TABLE 16.—How homemakers think that canned orange juice and canned orangeade are different

Difference mentioned between canned orange

Homemakers who said canned orange juice and canned
orangeade are different !

‘juice and canned orangeade United Rest, of
States South |  Pacific | United Urban Rural
States
‘ ‘ Percent? | Percent? | Percent? | Percent? | Percent?® | Percent?
Water content differences: : ‘
.Canned orangeade—t00 Watery. L. L. o-------- 38 38 41 28 38 38
‘Canned orange: juice—t00 watery ..o iooioooooooo- 3 S 2 5 2 5
Taste differences: K :
"Canned orangeade—sweeter._____ P S 21 23 22 20 22 19
‘Canned -orange juice—sweeter_ .. . oo ool 2 B 2 P 2 20 I I
Canned orange juice tastes more like fresh oranges ... ... 11 6 14 14 9 16
Canned orangeade tastes more like fresh oranges_.____..___- e 6 8 | lao 6 5 8
Canned orangeade—like a “‘soft drink” ..o 10 6 8 14 9 14
Canned orangeade—artificial; tinny..._ ...l 6 6 11 5 6 5
Canned orange juice—artificial; tinny oo o oo el 1 P2 R i1 B2 2 R »
..+ Canned ordange juice—bitter; acid___._ .. . - 3 4 2 1 6
Canned orangeade—Dbitter; acid- ... - - 1 -3 2N EER 1 1
Canned orange juice—tastes better (unspecified) - .- ... 3 4 11 2 3 4
Canned orangeade—tastes better (unspecified) ... ... 2 4 2 1 3 1
Miscellaneous specific taste differences.. - - - .- .2 K 1 3L
Health, food-value differences: . . . . . ‘
Canned orange juice—higher. in vitamin and mineral content. .- 6 4 15 6 5 8
Canned orangeade—higher in vitamin and mineral content._____ 3 1 2 ) B
Canned orange juice—better in health, food value (unspecified) - - 6 1 3 4 11
Miscellaneous specific health, food-value differences_._ ... .-~ N R 2 b T4 4

oLy o (Continued onenext page)



TABLE 16.—How homemakers think that canned orange juice and canned orangeade are different.—Continued.

Homemakers who said canned orange juice and canned
‘ orangeade are different, !
Difference mentioned between canned orange
juice and canned orangeade . ‘ Rest of
ISJEI ;:;gd South Pacific United Urban Rural
es States
L ‘ ‘ Percent® | Pereent® | Percent? | Percent® | Percent? | Percent?
Miscellaneous differences:
Canned orangeade—better for refreshment; as a cooling drink_ 12 8 11 15 13 10
Canned orangeade—preferred by children___________________. 5 4 6 6 7 2
Canned orangeade—cheaper___________._____ T TT7C 1 2 2 ) A
Not ascertained.._________________._____._.____ 77" 6 6 11 6 7 4
Number of cases.. ...___._______._._____ T S S 140 | 106 Y 81 99 41

! Data for metropolitan Los Angeles not presented because of small number of cases.

? Percentages total more than 100 because some homemakers cited more than one difference.
? Less than 1 percent.

.
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TABLE 17 —Replies to the question:

“What other (noncitrus) fresh fruits are you buying this time of year (during the winter )27’

Replies

Homemakers using one or more citrus products during the year prior to interviewing

Unite d‘ i Rest of Metro-
States South Pacific United Urban Rural | politan Los
States . Angeles
Percent ! Percent ! Percent ! Percent ! Percent ! Percent * Percent !
Bought noncitrus fresh fruit during the
winter. .- T S U PSR R 93 .- 90 |- 92 |____ 94 |____ 94 |____ 88 | ____ 93
Apples oo SRR 86 84 85 87 89 81 89
BanaNaS . - - - mmemmm e mmmm e = 66 63 70 67 68 61 69
GTAPeS. o ommemommm e mmmm e 31 29 14 34 34 24 18
Pears. e m e 19 11 15 24 25 7 27
Berries, general . __ - 20, 2 2 2 2 2 1
Peaches: - oo oo 1 1 1 1 1 1 1
AvoeadoS_ - - oo - 1 2 3 1 1 2 2
Pineapples .- - oooooooooo [ 1 1 1 1 1 1 1
PlUMS  © - o oo e 1 1 2 1 1 1 1
Apricots; cherries; melons, general_______ 2 2 1 2 2 2 1
Other fresh fruit_ . ..o 1 2 2 1 1 1 2
Did not buy noncitrus fresh fruit during the
WIDLET - - o o e R A 10 |- A P 6 |___. 6 | .- 11 |- 6
Not ascertained - - .- oomommae- S L L P ) I I 2| 1. 1
Total. oo 100 100 100 100 100 100 100
Number of cases. - - -« cocccommmmmemam - 2,139 1,290 961 1,362 1,510 629 407

1 Percentages add to more than their subtotals because many homemakers mentioned more than one

2 Less than 1 percent.

fresh fruit.
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TABLE 18.—‘Replies.‘to the question: “What (noncitrus) canned frusts are you buying (during the winter)?”’

Homemakers using one or more citrus products during the year prior to interviewing

Replies United Rest of Metro-
States South Pacific United Urban Rural politan Los
States Angeles
Percent 1 Percent ! Percent * Percent ! Percent Percent 1 Percent !
Bought noncitrus canned fruit during the :
winter_______ .o _______________.______ e 70 || 64 |_.__ 67 |- _. 73 ... 77 |o-_- 56 |- __ 80
Peaches,______,__-___; ______ oo lcoomn - 54 ‘ 51 47 57 61 39 67
Pears .. __ 28 20 26 32 34 16 37
Pineapples . __________________________ 26 24 23 27 28 21 24
Mlxed frmts, fruit salad _______________ 18 14 16 20 21 12 17
Apricots_ .. __________________________ 12 7 19 13 13 9 27
Cherries_ . __.________________________ 8 7 6 9 9 8 7
Plums_ 6 2 4 8 7 4 6
Apples; applesauce .................... 6 8 3 5 6 4 4
Berries - ...~ 4 2 5 5 5 3 7
~ Prumes__o__ ... _______________ 2 1 1 2 1 2 2
Figs_ ... 1 1 2 1 1 1 2
Other canned fruits____________________ 2 2 2 2 2 1 2
D1d not buy noncitrus fruits during winter___|____ 28 [____ 33 |_.__ 31 |____ 25 [.__. 21 |..__ 43 |____ 17
Not ascertained_ . _________________________ S 2 |- 3 |---- 2 |- 2 .. 2. 1] __. 3
Total . ______ 100 100 100 100 100 100 100
Number of eases. - .. __________________._ 2,139 1,290 961 1,362 1,510 629 407

1 Percentages add to more than their subtotals becaus

2 Less than 1 percent.

e many homemakers mentioned more than one kind of canned fruit.
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. that ts, any kind of Juzce9”

TABLE 19. —-Replws to the question: “Beszdes citrus juices, what other canned Juices are you buymg now ( durmg the wmter )—

Homema.kers using one or more citrus products: dunng the yea.r pnor to mtervxewmg

Replies United ‘ ‘ Rest of ‘ ‘ ‘ Metro-
States South Pacific United Urban Rural | politan Los
. States ‘ Angeles
Percent 1 Percent 1 Percent ! Percent 1 Percent 1 Percent! Percent ¥
Bought noncitrus canned j juices during the |
WINEET - e e I 57 1o 47 |- 64 |____ 59 |___- 65 |._-- 37 |---- 67
Tomato juice_ .- P 37 29 42 39 | 43 20 |44
Pineapple juice. .- oo lo-o-- 21 15 19 24 25 12 22
Grape Julce ___________ b m m e 12 12 15 111 13 10 14
Prune juice ... oo 11 9 8 13 13 8 8
Vegetable juice_ .- 5 3 7 6 6 3 7
Apple juice_.--_...-_ L llceoa- e 5 4 8 5 6 3 12
" Apricot juice i -l 3 1 3 4 4 | 2 | 6
Peach juice. - - . 1 1 1 1 1 2 1
Other canned juices. - _ i 1 1 2 2 2 1 4
Dld not buy noncitrus canned juices during
the winter_ oo - 41 .. 50 |.__- 33 | ... 38 |____ 33 |- 60 |- 31
Not ascertained ___ _ .- el 2 . . [ 20 f— -3 I 3. |-__- 2] 8 |---- 2
Total. - . 100 100 100 100 100 | 100 100
Number of OASES - oo oo 2, 139 1 ,290 961 1 ,3_62 1,510 629 407

1 Percentages add to more than their subtotals because many homemakers mentxoned more than one kind of canned juice.

* Less than 1 percent.



ViTAVBLEV} 26.—{Summary of other

Sruit products (beside citrus) boz'cghtr during
the winter )

the year prior to interviewing

Homemakers using one or more eitrus products during

Products reported -
~ " bought- - : q Rest Metro-
- - nite : . of politan
States | South | Pacific United Urban | Rural Los
- States Angeles
: , Percent | Percent | Percent | Percent | Percent | Percent | Percent
Other fresh. fruit, other
canned fruit and other :
canned juices.._______ 46 37 47 49 53 28 56
Other fresh fruit. and
" other canned fruit_____ 22 24 16 22 21 25 20
Other fresh fruit and
other canned juices____ 9 | 8 14 8 9 7 9
Other canned fruit and :
other canned juices..__ 1 1{ - 2 1 2 1 1
Other fresh fruit only__. _ 16 21 15 15 11 28 8
Other canned fruit only__ 1 2 -2 1 1 2 3
- Other canned juices only. 1 1 1 1 1 1 1
~No other fruit products
bought_ ____.________ 4 6 3 3 2 8 1
Not ascertained.._______ 1 1 1 1 1 : 1
Total. ...________ 100 100 100 100 100 100 100
Number of cases. ____..._ 2,139 |- 1,290 961 | 1,362 | 1,510 629 407

! Less than 1 percent.
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TasLe 21.—(Asked only of the homemakers who used ‘fresh oranges during the year prior to interviewing.) Replies to the
question: “At this time of year, that is, during the winter, about how often do you serve fresh oranges?” ’ '

Homemakers who used fresh oranges during the year prior to interviewing

Frequency of use of fresh oranges ‘ ‘
during winter United ‘ Rest of : ‘ Metro-
States South Pacific United Urban Rural “politan Los
At States Angeles
Percent Percent Percent Percent Percent Percent Percent
Once a month ormore_______ ... .____ e 94 |____ 92 |___. 95 j.___ Y . 96 |___- 90 |__._ 96
Two or more times a week__._________. 73 67 ‘ 75 76 79 60 78
Once a week_____ S 11 13 10 10 9 14 9
One-to three times a month___________. 10 12 10 -9 8 16 9| .
Less than once amonth._________ . ________ - 5 02-- [ — 3 |- 4 || 8| 8 |- 3
Do not serve fresh oranges in winter_____.... I ) IR L 2. ) I 1.2 20 1
Not ascertained.___ . ____ ...~ S L L PR I U S DO N LN R P
Total ool 100 100 100 1100 100 100 | 100
Number of CASeS_ - - - - 2,054 1,249 893 1,308 1,449 605 385

1 Less than 1 percent.
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‘TAB‘LE 22— Asked only of the homemakers who used fresh yrapefruii during the \ye“ar prior to interm’éwz"ng. ) Replies to the

‘question: “At this time of year, that is, during the winter, about how often do you serve fresh grapefruit?”’

Homemakers who used fresh grapefruit during the year pﬁor to interviewing -

Frequency .of use of fresh grapefrdjt

Metro-

88

during winter months United ‘ ) - Rest of ' ‘
: States . South Pacific - United Urban Rural politan Los
‘ ‘ States 5 Angeles
Percent Percent Percent Percent Percent . Percent | Percent
Once a month or more__;___;-_;_;--, ______ e 87 |- 84 | 87 (.| 8| __| ‘89| __. 80 |-
Two or more times a week .. ___ e 48 |43 C| 44 50 S 151 37 Co] 52
Once a week_____._ (SR memmooollo| 20 o 18 21 20 20 19 | 16
One to three times a month__ __________ 19 ] 23 ‘ 22 | o118 18 24 20 :
Less than onceamonth ______________ (SRR I 11 ... 14 | ___ 9 ... 10 |.___ 9 |____| 17 |- 9
Do not serve fresh grapefruit in winter_______ R L 2. 41 . 2 ... 2 ... 2 3
Not ascertained____.____________. [ S RO I S N S fl S (R s Ll . C R PR ‘
Total ... Ll 100 100 100 100 100 1100 100
Number of eases_ _ - __________.__ 1,685 905 727 1,130 1,252 433 332

! Less than 1 percent.
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TaBLE 23.—(Asked only of the homemak
question: “At this time of year,

ers who used fresh lemons during the year prior to interviewing.) Replies to the

that s, during the winter, about how often do you serve fresh lemons?”

Homemakers who uséd fresh lemons during the year prior to interviéwing
Frequency of use of fresh lemons in winter . Rest of M étr o-
gf:é:g South Pacific United Urban Rural politan Los
States. Angeles
Percent Percent Percent ‘Percent Percent Percent Percent
Once a month or more_ - —————-__ ol el ol s2le.| 66| . 72l._.| 57| __. 85
Two or more times a week_ _ _ .. _.______ 28 31 37 26 32 17 44
Onceaweek o 16 16 20 16 17 14 20
One to three times a month._ __ ___..____ 24 23 25 24 23 26 21
Less than once a month__.____________ U 13 |- 13 |__-_ 10 | 13 |- 12 |..-- 14 |..._ 10
Do not serve fresh lemons in winter_ e 19 ... 17 |- 8 ... 21 |..._ 16 |- 29 |_ ... 5
Not ascertained..____ e e i m e —imm R L . L PR R - LI L L TN IR
) I 100 100 100 L 100 |. 100 | 100 100
Number of €ases. - oo ccuoa e cmemcccaaa 1,948 1,174 892 1,237 1,390 558 387

1 Less than 1 percent.
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TABLE 24.—( Asked only of the homemakers who used canned brdnge Juice during the yedr prior to interviewing.) Replies to
the question: “At this time of year, that is, during the winter, about how often do you serve canned orange juice?”

Homemakers who used canned orange juice during the year prior to interviewing ‘

Frequency of use of canned orange juice

in winter United Rest of Metro-
States South Pacific United Urban Rural politan Los
States ‘ Angeles
Percent Percent Percent Percent Percent Percent Percent
Used once a month or more. . ._____________ 76 |___. 72 | 75 ... 7| 76 |- 74| ___ 72
Two or more times a week._ ‘ 38 36 38. 40| 33 ‘ 32
Onceaweek_____.____________________ 13 15 15 14 15 16
One to three times a month___ . ______ - 23 21 Cl 24 |24 22 26 24 -
. Less than once amonth___________________ N 14 |____ A7 |.-o 13 ... 13 ... 14 ____ 15 |___- 17
Do not serve canned orange juice in winter___|____ 10 (oo 11 |._.. 11 | .. 10 |._._ 10 ... 11 (.. 10
Not ascertained_.___.____. _______________ - L P L 1. - Lo P LN 1
Total. ..o . 100 100 100 100 100 100 100
Number of eases_ .- _______.__________.____ 1,339 874 - 555 829 941 398 200

! Less than 1 percent.
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TABLE 25.—( Asked only of the homemakers who used canned grap.
to the question: “At this time of year, that is, during the wenter,

efruit juice during the year prior to interviewing.) Replies
about how often do you serve canned grapefruit juice?”’

Homemakers who used canned grapefruit juice during the year prior to interviewing

Frequency of use of canned grapefruit juice
in winter United . Rest of Metro-
States South Pacific United Urban Rural politan Los
States Angeles
Percent Percent Percent Percent Percent Percent Percent
Used once a month or more___ . __...- R 71 .- 69 |.__- 72 |- 73 |- 73 | -- 69 |___. 73
Two or more times a week____._._ 29 30 30 29 30 28 27
Once a week. oo 15 13 16 16 15 15 17
One to three times a month 27 26 26 28 28 26 29
Less than once a month.___________________ I 19 |- 20 |._-- 17 |- 18 |-.- 18 |- 21 .- 17
Do not serve canned grapefruit juice in winter_|____ 10 {___. 11 |- | I 9 |- 9 |- 10 |- 10
Not ascertained. .. -__._.- e —mam————— O LI L P L R . R 1. L IR PN
N T T 100 | 100 100 | 100 100 100 100
Number of €ases. - - - oo ccccccccmm—nm e 1,209 706 616 767 895 313 251

! Less than 1 percent.
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TABLE 26.—(Asked only of the homemakers who used canned blends durin
question: “At this time of year, that is, during the winter, about

g the year prior to interviewing.) Replies to the
how often do you serve canned blends?”’

Frequency of use of canned blends in winter

Homemakers who used canned blends during the year prior to interviewing

United . Rest of Metro-
States South Pacific United Urban Rural politan Los
States Angeles
Percent Percent Percent Percent Percent Percent Percent
Used once a month or more_ _______________ e 69 |..__ 60 |____ 72 ... 71 ... 70 |-___ 65 [.___ 73
Two or more times a week_____________ 23 19 23 124 24 19 19
Once a week______ e 15 11 12 17 16 13 16
_ Oneto three times a month_ ___________ 31 30 37 30 30 '33 | 38
Less than once a month.._.._.__.____. [ER RIS 20 |- 27 |.___ 18 ... 18 [.__. 19 (- 22 | 17
Do not serve canned blends in winter_.______|____ 11 .. 13 |._.. 10 | 11 . 11 ... 12 1___ 10
. Not ascertained-. . _______________________ R L L P L S Lo Ll ) R DR
Totalo ... 100 100 100 100 100 100 100
Number of CaSeS_ « oo 869 378 398 620 667 202 150

1 Less than 1 percent.
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TaBLE 27.—(Asked only of the homemakers who

used canned or bottled lemon juice during the ye

ar prior to interviewing.)

during the winter, about how often do you serve canned (bottled) lemon juice?”

Replies to the question: ““ At this time of year, that is,

Homemakers who used canned or bottled lenion juiée dﬁring the yéar prior ‘1‘;0‘ interviewing.

Frequency of use of canned or bottled ‘ ‘
lemon juice United Rest of o Metro-
" State South Pacific “United Urban Rural politan Los
S ‘ ) ‘ States : Angeles
Percent Percent Percent Percent Percent Percent Percent
Used once a month oFr MOTe. - —ciecocuocoan- —-- 49 .- 49 |____ 49 |._. 48 |---- 50 |-o-- 45 |- 54
Two or more times a week_ _ . .- 15 14 13 15 16 10 13
Once a Week - oo 10 10 111 10 10 12 7
One to three times a month. -| 24 125 | 25 23 | 24 23 34
Less than once a month_ .. __ ..o ~——~ i 23 |- 19 |- 28 | ... 24 |____ 25 |oooo S16 |- S 21
Do not serve canned or bottled lemon juice ‘ ‘ ‘
FA ey AU R O O [ B SR 92 || 2T 24| 38| 24
Not ascertained - owcoccemccmbomea—caon- ——— ) N 1 f--- 1| | I | (S 0 U NS I 1
L 103 7Y U 100 100 100 100 100 100 100
Number of CAS€S- - cmececmmccmmmmmmmemmme== 533 181 213 410 408 126 84




TaBLE 28 —( Asked only of homemakers who used canned orange segments

during the year prior to inlerviewing

time of year, that is,
orange segments?”’

.) Replies to the question: “At this

during the winter, about how often do you serve canned

Homemakers who used canned orange segments during
the year prior to interviewing !
Frequeney of use of
canned orange seg-
ments “United . Rest of
) States South | Pacific | United | Urban Rural
States
Percent | Percent | Percent Percent | Percent | Percent
Onceamonthormore.-|.___| 51 |____| 51 |.___| 53 s f4a9 | | 58
Two or more times
aweek_ ________ 9 7 3 10 9 8
Once a week______ 12 14 12 12 | 12 12
One to three times
a month..__.__| 30 | 30 38 29 28 38
Less than once amonth_|____{ 29 |____| 30 | ___ 29 |o_o] 27 |.__{ 33 |...| 15
Do not serve canned '
orange segments in
winter_____________|___| 9| _ .| 8|__| 7 e 10 || 8. | 13
Not ascertained. . _____ SR I & ) P % N PO I S O SRR I T R T N I B Y
Total . ..______ 100 | {100 100 100 | |100 100
Number of cases.______ 263 118 93 191 199 65

! Data not given for metropolitan Los Angeles because of small number of cases,

52
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TABLE 29.—( Asked only of the homemakers

to the question: “At this time of year, that is, during the winter, about how often do you serve canned grapefruit segments?”’

who used canned grapefruit segments during the year prior to interviewing.) Replies

Homemakers who used canned grapefruit segments during the year prior to interviewing

Frequency of use of canned grapefruit ‘
segments United Rest of Metro-
States South . Pacific United Urban Rural politan Los
States Angeles
Percent Percent Percent Percent Percent Percent Percent
Used once & month o more_ - - _..--- ose i as|| 88 || 83| Blj._..] 58 |... 55
- Two or more times a week__ ... 10 9 11 10 11 6
Once a week______. e e 11 111 11 11 12 8 13
" One to three times a month__ ... 31 127 38 , 31 29 39 36
Less than once a month______________ .. [ 27 | - 28 |- 25 |..__ 27 (... 28 |- 23 |.___| 29
Do not, serve canned grapefruit segments
1D WIDLEr - - e oot emm e mm e a e s 10 |___- 14 |____ 8 |- 9 .. 10 |---- 10 |- 8
Not, aseertained - - o ooooooomoonoomoee oo 11 . 13 |- 9 11 .- 11 4. 9. 8
Total e e 100 - 100 100 100 100 100 100
Number of CaseS_ - oo cZomoommommommens 755 | 241 367 576 597 158 143
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TaBLE 30.—(Asked only of homemakers who used eanned citrus salad during the year prior to interviewing.) Replies to the
question: ‘At this time of year, that s, during the winter, about how often do you serve canned citrus salad (muzed orange

and grapefruit segments)?”’

Frequency of use of canned citrus salad

Homemakers who used canned eitrus salad (mik_ed orange and grapefruit segments)
during the year prior to interviewing

(mixed orange and grapefruit segments) ] ) ‘ Rest of ‘ ‘ Metro-
‘ : Ié}uied South Pacific United Urban Rural politan Los
vates States Angeles
Pérééni Percent Percent Percent . Percent Percent Percent
* Once & month or more———...___________ ceee| 80 || e8| oss| st a9l | sl 30
Two or more times a week _______._____ ‘ 6 ‘ : 7 10 | 4
. Onceaweek ______.___ SR 10 8 12 11 -10 12 -6
One to three times a month_____.___.__ 33 ‘ 33 | 37| 32 | 82 133 29
Less than once amonth.___________________ . 28 |_... 24 |__._ 25 (... 29 |.___ 30 |.___ 22 | __ 40
' Do not serve canned citrus salad in winter___|____| 9 |-.-- 16 .. 7 |---- 8 |._-f 8 |---- 11 |___¢ 15
Not ascertained ... _______________. | ___ 13 |.... 16 |- 13 |.... 12 |____ 13 ... 12 | 6
o Tota.l .............................. 100 100 100 .. 100 100 100 | 100
Number of eases. ... .. .._____.____ 417 150 155 319 330 87 48
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TABLE 31.—(A‘sked only of the homemakers who used frozen concentrated or
Replies to the question: “At this time of year, that s, during the winter,

orange juice?”’

ange juice during the year prior to interviewing.)
about how often do you serve frozen concenirated

Frequency of use of frozen concentrated

Homemakers who used frozen concentrated orange juice during the year prior to interviewing

Rest of

Metro- ‘

orange juice in winter : o
‘ %ﬁ;&:g South Pacific United Urban Rural politan Los
States Angeles
Percent " Percent Percent Percent Percent Percent Percent
Once & month oF More_ oo ol oes ol ose | es|.| ml__ vl ex|..| 67
" Two or more times a week.____ f—m———e— 34 28 33 36 36 24 32
Onceaweek_____ .. _____l__ .- 15 - 14 14 15 16 13 16
One to three times a month______ Ceen 19 17 18 20 18 125 19
Less than once amonth_____ .. . ______ L 18 |- 20 |_.-- 18 ... 18 |- 17 |oooo 23 |- 20
Do not serve frozen concentrated orange
juice in WIner. - oo oo e ieim oo I 13 |- 21 |-._- 17 |___. 10 |- _- 12 oo 15 |- 13
"Not aseertained __ - .. oo - 1 LI R U, I 1. ) 1O DR, I R
Total. . e 100 100 100 100 100 100 100
Number of cases. - oo aoom e 599 235 220 449 484 115 102

1 Less than 1 percent.



TapLe 32.—(Asked only of homemakers who have used the product * during

" the year prior to interviewing but did not serve during the winter.) Replies
lo the question: ‘Do you think yow will be likely to go on USING. o
Jrom time to time, or have you definitely stopped using..........?7"
Unated States®

Homemakers who used the product during the year
prior to interviewing but did not serve it in winter
Replies Frozen C
anned Canned
T'resh Q?;;ieg- %’:;r?eg' grape- | Canned | (bottled)
lemons oraneg e | jui c% fruit blends | lemon
juice juice juice
Percent | Percent | Percent | Percent | Perceni | Percent
Plan to continue.___._.__ 99 77 86 91 86 88
Definitely stopped using. - 1 22 14 | 9 13 11
Not ascertained. .. __._. __ il 1 8 8 1 1
Total . __.________ 100 100 100 100 100 100
Number of cases_ ___ _____ 368 | 77 134 116 97 145

1 Data not given for fresh oranges and fresh grapefruit because of small number
of cases.

2 Data not given for regions because of small number of cases.

3 Less than 1 percent.

- TaBLE 33.—(Products considered—fresh oranges; lemons; grapefruzts
frozen concentrated orange juice; canned orange juice; grapefruit juice;
‘blends; lemon juice.) Relation between family income and number of
citrus products used per homemaker during the year prior to interviewing,
Unated States ,

Homemakers who used some citrus products
during the year prior to interviewing, United
States

Number of citrus
products used

Low income

Middle income

High income

($2,468 and (82,469 to ($4,251 and
under) $4,250) over)
Percent Percent Percent
One produet___ . _.___.___.___ 5 2 1
Two products._._ ... ___.___.___ 15 6 3
Three produets_ .. ________.____. 19 14 11
Four produets. . ________________. 14 18 18
Five produets_.____._.___________ 18 21 20
Six produets_._.__________________ 17 20 23
Seven produets_ ____ ... _____.___ 9 14 17
Eight produets__._.____.__________ 3 5 7
Total .. 100 100 100
Number of cases_._.__._________. 644 685 649
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TaBLE 34.—Relaiion between income and use of citrus products during the
year prior to interviewing, United States

Products used

Homemakers who used some ecitrus products
during the year prior to interviewing, United

States

Low income | Middle income | High income
($2,468 and ($2,469 to ($4,251 and
under) $4,250) over)
Percent ! Percent ! Percent !
Fresh oranges__._ .. ... _______ 95 97 : - 96
Fresh lemons_____ .. _._____.__ 86 94 95
Fresh grapefruit. . ... 67 80 88
Canned orange juice_ . ...._______ 61 66 61
Canned grapefruit juice__.________ 50 57 63
Canned blends___ . _____________ 32 42 48
Canned (bottled) lemon juice______ 18 26 31
Frozen concentrated orange juice-_ - 13 31 41
644 685 649

Number of eases_________________

1 Percentages total more than 100 because many homemakers used more than 1

product.

TABLE 35.—Relation between income and use of cztrus products durmg the
year prior to interviewing, South

Products used

Homemakers who used some citrus products '
during the year prior to interviewing, South

Low income

Middle income

High income

($1,733 and ($1,734 to ($3,361 and
under) $3,360) over)
) Percent 1 Percent ! Percent !

Fresh oranges. . - .. .. ___.____ 96 97 97
Fresh lemons____._______________ 84 92 96
- Fresh grapefruit. ... 57 68 84
Canned orange juice_- .- ..-.____. 60 72 71

Canned grapefruit juice.__________ 45 55 -
Canned blends_ _ ____-___________ 19 31 39
Canned (bottled) lemon juice._.__. 9 13 20
Frozen concentrated orange juice._ . 6 15 34
Number of cases-._._____________ 395 423 396

1 Percentages total more than 100 because many homemakers used more than 1

product.
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TaBLE 36.—Relation between income and use of citrus products during the
year prior to interviewing, Pacific

Products used

Homemakers who used some citrus products
during the year prior to interviewing, Pacific

Low income

Middle income

High income

-($3,028 and ($3,029 to ($4,781 and

- under) $4,780) over)

- Percent ! Percent ! Percent 1
Fresh oranges. ____._____________ - 91 94 | - 94
Freshlemons ___________________ 89 94 96
Fresh grapefruit____._________ S - 65 81 81
Canned orange juice_ . ___._______ 57 61 58
Canned grapefruit juice_ _________ 60 66 68
Canned blends.___ - ______._______ 33 47 46
Canned (bottled) lemon juice.____. 20 25 23
Frozen concentrated orange juice. _|- 14 23 32
Number of cases_...___.__._____. 304 307 286

! Percentages total more than 100 Vbecause,marrl'y homemakers used more than 1

product.

TABLE 37.—Relation between tncome and use of citrus products during the

year prior to interviewing, rest of United States

Products used

‘Homemakers who used some eitrus products

during the year prior to interviewing, rest of U. S.

Low income

Middle income

High income

($2,819 and ($2,820 to ($4,681 and
- -under) $4,680) over)

) ' - Percent? Percent " Percent !
Fresh oranges_ . _______________._ 95 97 96
Fresh lemons________.____________ ) 87 94 94

- Fresh grapefruit__________.___ S 5 78 83 88
Canned orange juice_ . ___________ - 59 63 60
Canned grapefruit juice__________ 50 | 57 63

Canned blends_ _________________ 41 45 52
‘Canned (bottled) lemon juice._____ 25 32 35
Frozen concentrated orange juice_ . 19 38 45
Number of cases__...____ R 416 439 392

1 Percentages total more tha_,h, 100 because many homemakers used ﬁore than 1

product. -
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TaBLE 38.—Relation between income and use of citrus products during the
 year prior to interviewing, urban

Products used

Homemakers who used some citrus products

: durmg the year prior to interviewing, Urban

Low income | Middle income | High income
(82,860 and (32,861 to (84,801 and
under) - $4,800) over)
Percent? Percent? Percent !
Fresh OTADEEs oo © .96 97 96
Fresh lemons__-_____ 89 94 - 95
Fresh rapefrult 77 83 89
Canned orange juice 64 64 59
Canned grapefruit juice.. 58 58 64
Canned blends. - .. _._.________ 39 43 50
Canned (bottled) lemon juice_..... 21 | 30 32
Frozen concentrated orange juice. . 18 35 45
Number of cases. .. oo _____ 481 467 453

1 Percentages total more than 100 because many homema.kers used more than 1

product.

TaBLE 39.—Relation between income and use of citrus products dumng the
- year pmor to 'mtermewmg, rural

Products used

Homemakers who used some citrus products
dunng the year prior to interviewing, Rural

Low income | Middle income High, income
(31,754 and | ($1,755 to ($2,991 and
under) $2,990) over)
: Percent - Percent ! Percent !
Fresh oranges_ ... __________ 93 96
Fresh lemons_ ... ____________ 83 87
Fresh gmpefrult- - 55 69 78
Canned orange juice.--.---- 55 64 72
Canned grapefruit juice 40 46 61
Canned blends__ _ .. __________ 22 33 42
Canned (bottled) lemon juice. .. .- = 14 21 25
Frozen concentrated orange Julce_ - 6 18 30
Number of ¢88es_ .- oocemo. 186 179 21

1 Percentages total ‘more than 100 because many homemakers used more than 1

product.
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TaBLE 40.—Relation between income and use of citrus products during the
year prior to interviewing, Metropolitan Los Angeles

Home;makers who used some citrus products
during the year prior to interviewing, Met-
ropohtan Los Angeles

‘Products used :
' Low income | Middle income | High income
($3,150 and |  ($3,151 to (85,389 and
under) $5,388) over)
Percent 1 Percent 1 Percent t
Fresh oranges. - ____.___._______. 94 95 95
Fresh lemons_ _______.__________ 91 98 96
Fresh grapefruit_ . ____________ 77 81 85
Canned orange juice. ... _.___.___ ) 47 50 49
Canned grapefruit juice__________ 58 62 65
Canned blends_ . _.______________ 30 39 41
Canned (bottled) lemon juice______ 18 26 18
Frozen concentrated orange juice._| 22 25 30
Number of cases .- .o oooo___ 125 129 124

1 Percentages total more than 100 because mahy homemakers used more than 1

product.

- TaBLE 41.—Relation between income and frequency of use of fresh oranges
in winter, United States

Hoinerha.kgrs who used fresh oranges during the
year prior to interviewing—United States

Frequency of use of fresh

Middle income

oranges in winter Low iﬁcome High income
($2,468 and ($2,469 to —$4,251 and
~ under) $4,250) over)
Percent Percent Percent
Once a month or more__________|_._____ T 96 [.______ 97
Two or more times a week___ 62 - 77 82
Once aweek______________ -l 13 10 9
One to three times a month__ 15 9 6
Less than once a month__ _______| ______ 8 |- 3 |aconoo 2
Do not serve fresh oranges in
winter. ________.___ S B 2 ) B 1
Not ascertained - - .- _._______ | _.___ | __|._____. L P I
Total . _________________ - 100 100 100
Number of eases_ . __ __.________ 612 666 625

! Less than lrpe‘rcent.—
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TARLE 42. —Relatwn between income and frequency of use of fresh grapefruit
in winter, United States

Frequency of use of fresh grape-
_fruit in winter :

Homemakers who used fresh grapefruit during-
the year prior to interviewing—United States

Low income

‘Middle income

High income -

($2,468 and ($2,469 to ($4,251 and
under) $4,250) over)
Percent Percent Percent
Once a month ormore__________| _____. 81 | .. 88 |- 91
Two or more times a week___ 40 46 55
Once a week___.___.___ R 18 22 20
~_ One to three times a month__ 23 20 16| -
Less than once a month_____- .| ______ 16 |- ___ 10 |_.____ 8
Do not serve fresh grapefruit in
winter_ _ N o |ooo_o_ b 3 Y b2 R 1
Not ascertamed- S N R (A L t
Total ..o 100 100 100
Number of cases_ . ... 434 546 570

1 Less than 1 percent.

VTABLE 43. —Relatzon between income and frequency of use of fresh lemons
m wmter Umted States

- Homemakers who used frgas;h lemons during the
year prior to interviewing—United States

Frequency of use of fresh

lemons in winter Low income | Middle income | - High income
: : ($2,468 and (82,469 to ($4,251 and
under) $4,250) over)
Pereent Percent Percent
Once 8 month or more_ ___.__.__|. - 59 (o _____ 67 |- 79
Two or more times a week___ 24 ' 26 34 -
Onceaweek____________.__ 14 16 20
‘One to three times a month__ 21 : 25 25
Less than once a month_________| ___.__ 16 (.- 14 | ______ 9
Do not serve fresh lemons in '
winter. . .. |ooao 25 oooaoo- 19 jo__. 12
Not ascertained . _____ .. ________|-______ L PUERY N R i
Total. - oo 100 100 100
Number of cases. ... ..o 553 640 615

1Less than 1 percent.
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TABLE 44, —-—Relatwn between income and frequency of use of frozen con-
cenirated orange juice in wznter Umted States

Homemakers who used frozen concentrated
orange juice during the year pmor to inter-
viewing—United States

Frequency of use of frozen con-
centrated orange juice in winter .
o Low income | Middle income | High income
($2,468 and ($2,469 to ($4,251 and
under) $4,250) over)
) Percent - Percent Percent
Once a month or more_ . ________| __.____ 61 | . 66 |___.___ 75
‘T'wo or more t1mes a week___ ‘19 29 44
Oncea week_ _.______.___.__ 19 14 15
One to three times & month__ 23 23 : 16
- Less than once a month _________|.______ 26 |o.o_._. 19 ... 14
Do not serve frozen concentrated
orange juice in wmter ................ 13 |___.. 15 | .. 10
Not ascertained . - - _____|.______|__.__ S LI IR 1
Total. . ... 100 100 160
Number of cases. . .. ___._____.__ 81 215 268

1 Less than 1 percent.

TaBLE 45. -fReZatzon between income and frequency of use of canned or
: bottled lemon juice in winter, United States

Frequency of use of canned or

Homemakers who used canned or bottled lemon '
juice during the year prior to interviewing—
Umted Sta.tes

bottled lemon juice in winter

Low income

Middle income

High income

- ($2,468 and ($2,469 to (%4,251 and
- under) $4,250) over)
Percent Percent - Percent
Once a month ormore. . ... _.._| .__.__ CB2 | 47 |o .. 50
Two or more times a week__. 18 15 14
Onceaweek________-______ 12 10 10
. One to three times a month__ 22 22 .26
Less than once a month._ . ___.___|______. 20 oo . 25 [L_____. 23
- Do not use canned or bottled -
lemon juice in winter . ______._[_______ 27 | . 27 | . 26
Not ascertained_ ____________-__|-______ D B I 1. 1
Total. oo oo 100 100- 100
Number of eases_ - .____.___._ 119 178 204

62



TABLE 46. —-Relatwn between income and frequency of use of canned orange
Juice in winter, United States '

Frequency of use of canned
orange juice in winter

Homemakérs who used cénne{l orange juice dur-
ing the year prior to interviewing—United States

Low income

Middle income

High '1ncome

($2,468 and ($2,469 to ($4,251 and
under) $4,250) over)
Percent Percent Percent
Once a month ormore_ _________| ______ 76 | 76 | 78
Two or more times a week__- 38 37 42
Onceaweek_______________ 13 15 15 |
One to three times a month__| - 25 24 21 -
Less than once a month_________ | ___.__ 15 .. 15 ... 11
Do not serve canned orange
- juicein winter - .. ________|_______ [ PR 9 |- 11
Not ascertained .~ - | | |iao L IR
Total . _ . .. 100 100 100
Number of cases. - - __ . .__-_____ 394 454 - 393

1 Less than 1 percent.

TABLE 47 —Relation between income and frequency of use of canned grape-
- frust juice in wznter United States

Frequency of use of canned grape-

Homemakers who used canned grapefrmt Jumer
during the year prior to interviewing—United

States

fruit juice in winter

Low income

Middle income |

High,inconie,

($2,468 and - ($2,469 to " ($4,251 and
under) $4,250) over)
Percent Percent Percent
Once & month or more. .. _._|-__..__ (R 70 {oo - 73
Two or more times a Week___ 33 - 26 31
Oncea week_______________ 15 18 14 -
One to three times a month__ 28 26 28 o
Less than once amonth_________|_______ 17 |- 22 ... 16
Do not serve canned grapefruit '
juice in winter - . _____________|_______ (o P 8 [ i 11
Not ascertained ... | L ISR IS
 Tofali oo 100 100 100
Number of cases_ - ______-____ 324 389 409

1 Less than 1 percent.
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 TaBLE 48.—Relation between income and frequency of use of canned blends
in winter, United States

Homemakers who used canned blends during the
year prior to interviewing—United States
Frequency of use of canned
blends in wgter Low income | Middle income | High income
($2,468 and (82,469 to (84,251 and
under) $4,250) over)
Percent Percent Percent
Once a month or more_ _ ________{.______ 67 |._ ... 67 |..____. 70
Two or more times a week__. 20 22 24
Onceaweek. .. _______.___ 16 14 15
One to three times & month_.| - 31 31 , 31
Less than once a month_________{_ P 20 |______. 22 | ... 19
Do not serve canned blends in '
winter._ _ . ________________..|_______ 13 11 11
Not ascertained ____.___________|__.____ L PR I ST 1
Total . _ . ______________. - 100 100 100
Number of cases_ _ . ________.____ 208 |- 288 311

1 Less than 1 percent.

TaBLE 49.—Relation between education of homemaker and use of citrus

products during the year prior t

o interviewing, United Staies

Homemakers who used some citrus prod-
ucts during the year prior to inter-
viewing

Products used ) —

ﬁ?ﬁgﬁ:ﬁ ) Atﬂmded Attended

g sehool high school 7 college

Percent ! Percent ! Percent 1
Fresh oranges_ . _____________________: 95 97 96
“Fresh lemons________ . ____._____...____ 87 93 94
Fresh grapefruit_______________._______ 72 81 90
Canned orange juice_ _ _________________ 62 65 57
Canned grapefruit juice._.__.__________ 53 57 62
Canned blends_ . . __.___________.______ 34 44 46
Canned (bottled) lemon juice_________.___ 20 27 31
Frozen concentrated orange juice._ ... 14 42 47
Number of eases_. . _.___._____.___.____ 736 1,059 299

"1 Percentages total more than 100 because man

produet.
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TasLE 50.—Relation between

education of homemaker and frequency of use

of fresh oranges in winter, United States

Homemakers who used fresh oranges during
R ) the year prior to interviewing
Frequency of use of fresh )
oranges in winter ]
Attended | = Attended Attended -
grammar school | high school college
 Percent Percent Percent
" Once a month or more . ___|-______ 91 |- 96 | _____. 95
Two or more times a week___ 65 |- 76 80
Onceaweek_______________ 13 ' 11 7
One to three times a month.__ 13 9 8
Less than oncea month_________|.______ 8 .. 28 IR 3
Do not serve fresh oranges in )
winter_ __ - __ o |eeooo. 1. 1. 2
Not ascertained - _______________|.__.___ L2 SRR RN NI I
Total..____._ [ 100 100 100
Number of eases_ - _____....___ 700 1,022 287

! Less than 1 percent.

TaBLE 51.—Relation between education of homemaker and frequency of use
of fresh grapefruit in winter, United States

Homemakers who used fresh grapefruit during
- the year prior to interviewing
‘Frequency of use of fresh 5
grapefruit in winter
' Attended Attended . Attended
grammar school |  high school college
Percent Percent Percent :
Once a month or more. .| R 83| ... 87 | .. 92
Two or more times a week___ 46 47 53 :
Once & week _______________ 18 20 20
One to three times a month__ 19 20 19
Less than once a month_________[.___._. 15 | .. | 1 I -6
Do not serve fresh grapefruit in
Swinter_ oo |l_i___. 2 |- P I 2
Not ascertained. _______________| ___.___ LI PRSPPI PN
Total . ... 100 100 | 100
Number of cases_ - .. _________. 528 856 268

* Less than 1 percent.
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.TABLE 52.—Relation between education of homemaker and frequency of use
-of fresh lemons in-winter, United States

Homemakers who used fresh lemons during
- the year prior to interviewing
Frequency of use of fresh ) )
lemons in winter B
R - Attended Attended - Attended
grammar school | high school |- college
Percent Percent Percent
- Once & month or more_ _ -; ......... I R 7N 69 [___.._. 77
Two or more tlmes a week.___ 28 1 - 27 | 32
Once a week.._._____._..__. 15 |- 17 18
One to three tlmes a month_._ 21 25 27
~ Lessthan onceamonth.________.|___.___.| - 15 |.______ 12 ... 11
Do not use fresh lemons in winter |.______ 21 | ____. 19 (... __ 12
Not ascertained . .- _.___________|-______|\._____|.______ L U 1
Total. . ... - 100 100 100
Number of cases_ - ... _._____ 643 984 : 281

1 Less than 1 percent.

- TABLE 53.—Relation between education of homemaker and frequency of use
] of frozen concenirated orange juice in winter, Uniled States

Homemakers who used frozen concentrated
orange juice during the year prior to inter-
_viewing
- Frequency of use of frozen con-
centrated orange juice in winter - —— - -
' Attended | - Attended Attended
grammar school | ~ high school college
_ Percent Percent Percent
Once & month or more. _ __..__._|._____. 61 | 69 |_______ 71
Two or more times a week.__{ - 25 .32 45
Oncea week._._._________. 14 17 12
One to three times a month_.| = 22 | 20 | 14
- Less than once a month_________|___.___ 22 ... 18 ... 16
Do not serve frozen concentrated
orange juice in winter_________|_______ 16 | ... 13 |ocoeaos 12
Not ascertamed_ I R RS ) B IS L . 1
Total . _ .. __._______ - | 100 100 100
Number of cases____.____._._~.| 104 342 141

1Less than I percent.



TaBLE 54.—Relation between education of homemaker and frequency'of use
of canned orange juice in winter, Unated States

Frequency of use of canned -

Homema,kers who used canned orange juice
durmg the year prior to mterwewmg

orange ]ulce in winter . S
Attended - Attended Attended
grammar school | high school college
Percent Percent Percent
Once a month OF MOre. - oo - 75 [ .- - 79 foo .. 66
Two or more times a week._. 37 40 32
Onceaweek. __...__._._____ 15 15 14
One to three tlmes a month__ - 23 . 24 . - 20
Less than once a month_________|. .. = _ 14 | ... 12 |oaaon 20
- Do not serve canned orange juice B ) )
C inwinber_ oo o _fooa__l_ 11 | 9 |- 14
Not ascertained - - _ .- oo oo fomococ|ocaool|oaaios L2 IO R,
Total .- oL 100 100 100
Number of cases_ . - _______.____ 457 687 - 170

1 Less than 1 percént.

TABLE 55 —Relatwn between education of homemaker and frequency of use
of canned grapefruit juice in winder, Umted States

) Frequency of use of canned

Homemakers who used canned gra,pefruxt ]ulce
during the year pl‘lOI‘ to interviewing

grapefrutt juice in winter ] .
Attended ~Attended Attended
grammar school |  high school college
- Percent Percent Percent
Onee a month or more. - - __|-_____. B (U2 73 .. . ) 69
Two or more times a week___ 33 : 27 27
Oncea week _________._____ 13 17 14
~ One to three times a month_. 24 29 28
Less than once a month_ .. ____|-_.____ 21 oo 18 .-o_-C 19
Do not, serve. canned grapefruit
juice in winter_ . ___________j___.___ 1 P, {4 I 12
Not ascertained .| oo [coafeaaaoa L PR 1
Total . ..o ._ 100 100 100
Number of cases_ - .- .. _____. 301 608" 184

! Less than 1 percent.
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TaBLE 56.—Relation between education of homemaker and frequency of use
of canned citrus blends in winter, United States

Homemakers who used canned citrus bledds
: : -during the year prior to interviewing
~ Frequency of use of canned i i
blends in winter - )
S Attended Attended - Attended
grammarschool | high school | college:
Percent Peroem - Perceni
Once s month or more_ - .____.__|__.____ 66 1 ___ . 72| 63
Two or more times a week___ 21 26 17
Onceaweek_______________ R ; - 16 12
One to three times a month..| 28 30 34 )
Less than once amonth___._____| ______ 20 19 ... 22
Do not serve canned blends in | ' .
winter. . ... oo . . o . A3 s L I 14
Not ascertained . ______--_______|__.__ - b A SRR S (RS 1
CTotal__ o : 100 100 100
~ Number of cases. . _....._.._._.| 251 461 137

TABLE 57.—Relation between education of homemaker and frequency of use
of canned or bottled lemon juice in winter, United States

- Homemakers who used canned or bottled lemon
]ulce during the year prior to mtervnewmg
- Frequency of use of canned or ;
bottled lemon juice in winter -
Attended Attended Attended
grammar school | . high school college
Pe}‘cent, ] -Percent Percent
"~ Once a'month ormore. .- ___|.__.___ BT N PO 48 (... 42
Two or more times a week__.| = 23 . 11 12
Onceaweek.___.____.____. 11 ) - 10 8
One to three times s month__ 17 27 22
Less than once a month_________|_______ S20 fo_ . 24 |_loo. . 28
Do not use canned or bottled |
lemon juice in winter_ ________|____ - 27 | 27 | 30
‘Not ascertained. _.________ ... __|_.__._.__ 2 |.lo .. ) O IR 1
Total - ... _______. |- 100 100 , 100
Number of cases. _ ________..__. 148 282 | 93

! Less than 1 percent.
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TaBLE 58.—Relation between age of homemaker and use of citrus products
~ during the year prior to interviewing, United States

Homemakers who used some citrus prod-
ucts during the year prior to mter-‘
) viewing
Products used
34 years of 35 to 50 51 years of
age and under| years of age | age and over
Percent ! Percent ! Percent !
Fresh oranges_ _ __________________.____ :
Fresh lemons__________________________ 92 93 88
Fresh®grapefruit. . _______-________I____ 74 82 79
- Canned orange juice. . ______________-__ 65 62 61
Canned grapefruit juice.__- Looaoliolo 52 59 58
Canned blends_ - . _______________-____ 38 43 39
Canned (bottled) lemon juice.___________ 25 25 24
Frozen concentrated orange juice. . ______ 33 31 18
Number of ecases._ ... _____________.___ 715 774 623

! Percentages total more than 100 because ‘many homemakers used more than 1

product,.

TABLE 59.—Relation between age of homemaker and frequency of use of
' frozen concentrated orange juice in winter, United States

Frequency of use of frozen con-
centrated orange juice in winter

Homemakers who used frozen concentrated
orange juice during the year prior to interviewing

34 years of age

35 to 50 years

51 years of age

and under of age and over
Percent Percent Percent
Once a month ormore. _-_______|.______ 72 | .. (U 58
Two or more times a week___ 36 37 22
Once a week_______________ 17 16 12
One to three times a month__ 19 17 24
Less than once a month_________| __..__ 15 | ... 18 |....... 24
Do not serve frozen concentrated
orange juice in winter.._______|._.___. 13 (... 12 [.o_.__ 16
Not aseertained . .. _____________|._..__ L L PR 2
Total . . 100 100 100
Number of cases_ _ - . _____._____ 234 242 114

1 Less than 1 percent.
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TABLE 60. —Median amounts “of citrus products reported consumed by
famzlzcs using a given product durmg the 2 weeks prior to interviewingt

) . P Rest 7 Metro-

Produc"c - g&:gg So,utih Pacific Unoifb ed | Urban | Rural p(}ilé;:n

States | Angeles

Fresh oranges (pounds)-- 114 | 11.3 | 114 11.4 114 11.2 11.5

Fresh i;rapefrult (pounds)| 7.6 8.0 8.0 7.6 7.6 7.7 7.9

Fresh lemons (pounds)___| 1.2 1.3 1.3 1.2 1.2 1.3 1.2
Frozen concentrated - '

orange juice (ounces)__| 14.9 13. 3 17.8 16.1 16.5 9.6 18.6
Canne orange juice

(ounces) . oo oo o_. 73.4 84.3 69.2 69.8 79.0 70.6 . 69.0
Canned grapefruit juice -

(ounces) . - - owuen._ 47.1 | 575 46.6 46.5 | 46.4 64.4 45.8
Canned blends (ounces)._| 46.7 44.5 45.5 47.1 46.8 46.3 45.5
Canned (or, bottled) S

lemon juice (ounces)...| 6.5 6.6 9.2 6.4 6.5 6.6 9.6

! The following conversions were used when necessary:

l dozen oranges = 5.84 lbs. 1 can frozen concentrated
apefruit = 1.29 lbs. - orange juice = 6oz
1 emon = 0.227 lbs. 1 large can citrus juice = 46 oz.
1 small can citrus juice = 18 oz,
1 can lemon juice = 514 oz.
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TABLE 61 —Per capita consumption among users of a given citrus product
durmg the 2 weeks prior to interviewing'

United Refst M(leitro-
1 Unite . P o - politan
Product States South | Pacific United | Urban | Rural Los
‘ States Angeles
Fresh oranges:
Per capita consump- B
tion (tbs.)____.__.] 3.9 3.7 4.7 3.9 4.0 3.5 5.0
Fresh grapefruit:
Per capita consump- . )
tion (Ibs.)___..___ 3.2 3.1 3.8 3.2 3.1 34 4.0
Fresh lemons: o .
Per capita consump-
tion (Ibs.) ... 0.5 0.6 0.7 04 0.5 0.5 - 0.8
Frozen concentrated
orange juice:
Per capita consump-
tion (0z:) 2. ___. - 304 29.4 37.6 30.1 308 | 279 37.0
Canned orange juice:
Per capita consump- )
tion (0z.) oo 26.5 26.5 30.5 26.1 27.0 25.3 29.4
Canned grapefruit juice: )
Per capita consump- o -
tion (02.). .. o.._. 22.7 21.6 26.2 22.7 21.9 25.0 24.6
Canned blends:
Per capita consump-
tion (0z.)_ . _..._. 20.8 17.5 19.1 21.7 21.3 18.7 23.6
Canned (or bottled) -
lemon juice:
Per capita consump-
mon (0z.)----..2| 29 3.4 3.6 2.7 2.7 3.9 3.9
! Conversion ratio:
1 dozen oranges = 5.84 lbs. 1 can frozen concentrated
1 grapefruit = 1.29 lbs. . orange juice = 6oz
1 lemon = 0.227 lbs 1 small can orange or grapefruit
) juice or canned blends = 18 oz.
1 large can orange or grapefruit
~_ juice or canned blends = 46 oz.
1 can lemon juice = 5% o0z

? Single strength.
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TABLE 62.—Relation between income and per capita consumpiion among
users of a given citrus product during the 2 weeks prior to interviewing,

United States!

2 Single strength.

Per capita consumption among users of
a given citrus product during the 2
" weeks prior to 1nterv1ew1ng
Product Middl High
. iddle ig
Logséi%(’gme income income
and \;nder) (82,469 (84,251
to $4,250) and over)
Fresh oranges:
- Per capita consumption (pounds)_ ___| - 3.8 3.9 4.0
- Fresh grapefruit:
Per capita consumption (pounds).___ 3.3 3.0 3.2
Fresh lemons:
Per capita consumption (pounds). .. 0.6 0.5 0.5
“Frozen concentrated orange juice:
Per capita consumption (ounces)?-__- 26.6 30.8 32.9
Canned orange juice: -
Per capita consumptlon (ounces).____ 26.4 27.8 26.0
_ Canned grapefruit juice: )
Per capita consumption (ounces)_.___ 26.1 22.0 222
Canned citrus blends: )
Per capita consumption (ounces) .- 20.7 21.8 20.0
Canned (or bottled) lemon juice:
Per capita consumption (ounces) _____ 4.3 2.4 24
1 Conversion ratio:
1 dozen oranges = 5.84 lbs. 1 can frozen concentrated
1 grapefruit = 1.29 lbs. orange juice = 6oz
1 lemon = 0.227 Ibs. 1 small can orange or grapefruit :
juice or canned blends = 18 o0z.
"1 large can orange or grapefruit
juice or canned blends = 46 oz.
"1 can lemon juice = 534 oz.
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TABLE 63. —Relatzon between income and per capzta consumptwn among
users of a given citrus product durmg the 2 weeks prior to interviewing,

urban and rurall

Per capita consumption among users of a given citrus
product durmg the 2 weeks prior to interviewing

3.1

? Data not shown because of small number of cases.
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) Urban Rural
Product . ; -
_Low | Middle | High | Low | Middle | High
income | income | income | income | income | income
($2,860 | ($2,861 | ($4,801 | ($1,754 | (81,755 | (82,991
and | to and and to and -
under) | $4,800) | over) | under) | $2,990) | over)
Tresh oranges:
Per capita consump- -
tion (pounds).__... 3.9 4.1 4.1 3.2 3.8 3.3
Fresh grapefruit: )
- Per capita consump- :
tion (pounds).__.___ 3.1 3.0 3.2 3.1 3.8
Fresh lemons:
Per capita consump- . ‘
tion (pounds).._.._. 0.6 04 0.5 0.5 0.6 - 0.5
Frozen concentrated
orange juice. .- ______._ 2 2 2 ? 2 3
Canned orange juice:
Per capita consump- . '
tion (ounces) ... 274 30.5 24.1 23.7 23.7 27.2
Canned grapefruit juice:
- Per capita consump- - :
tion (ounces)_._._.. 24.5 21.2 22.6 24.7 30.8 21.1
Canned citrus blends: s
Per capita consump-
tion (ounces).....__ 20.5 22.7 21.3 18.0 19.8 16.5
Canned (or bottled) lemon
juice:
Per capita consump-
tion (ounces)_._____ 3.1 2.6 2.3 5.7 4.0 2.5
1 The following conversions were used when necessary:
1 dozen oranges =5.84 lbs. 1 large can citrus ]unce =46 oz.
1 grapefruit =1.29 Ibs. 1 small can citrus juice =18 oz.
1 lemon =0.227 lbs. 1 can lemon juice = 514 oz.



TaBLE 64.—Relation between educatzon of homemaker and per capita
“consumption among users of a given citrus product dumng the 2 weeks

prior to mtermewmg, United Statesl

? Single strength.
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Per caplta. consumptmn among users of"
a given citrus product during the 2
weeks prior to interviewing
Product
fitended | Attended | Attended
“school high school college
Fresh ora,nges -
Per capita consumption (pounds).____ 3.5 3.9 4.6
Fresh grapefruit:
Per capita consumption (pounds). ... 3.4 2.9 3.6
Fresh lemons:
Per capita consumption (pounds)_._: 0.5 0.5 0.5
Frozen concentrated orange juice:
Per capita consumption (ounces)? 28.0 29.4 33.9
Canned orange juice:
Per capita consumption (ounces)___-_ 25.6 26.5 29.3
Canned grapefruit juice:
« Per capita consumption (ounces)..___ 25.3 21.1 23.1 -
Canned -citrus blends: )
Per capita consumption (ounces)_.___ 22.2 20.4 19.6
Canned (or bottled) lemon juice:
Per capita consumption (ounces)____ . 3.9 2.5 1.7
- ! Conversion ratio: o
1 dozen oranges = 5.84 Ibs. 1 can frozen concentrated .
1 grapefruit = 1.29 Ibs, . orange juice = 6 o0z
1 lemon = 0.227 lbs. 1 small can orange or grapefruit !
" - juice or canned blen = 18 oz.
1-large can orange or grapefruit
juice or canned blends = 46 oz.
1 can_lemon juice = 514 oz.
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TABLE 65.—Relation between family composition and per capita consump-
tion among users of a given citrus product during the 2 weeks prior to

interviewing, United States

Per capita consumption among users of a glveu
citrus product during the 2 weeks prior to
interviewing, United States :

ae : . Families
, qullxes with adults and: - with: -
Product -
: I'nfa,lnts Chil(liren I
only only nfants
(under 1 | (1to 16 and A‘iﬁlt’s
year of - | years of | children only
age) age)
Fresh oranges:
Per capita consumptlon
(pounds). .. ____._______._ 3.9 3.6 2.9
Fresh grapefruit: . -
Per capita consumption ] : ) )
“(pounds) .- ________________ 2.8 2.5 2.0 4.5
Fresh lemons: )
Per capita consumption :
(pounds) . el 0.4 0.4 0.3 0.7
Frozen concentrated orange juice: .
Per capita consumption -
(ounces)?.. ... 16.6 26.8 294 39.1
Canned orange juice: - . s
~Per capita consumption C ’ .
(ounces) ..o __.__. 20.9 23.5 22.8 34.4
Canned grapefruit juice:
Per capita consumption
(OUNCes) ..o 13.3 19.1 19.8 30.4
Canned citrus blends:
Per capita consumption
{ounces) - oo 3 18.2 21.3 26.6
Canned (or bottled) lemon juice:
Per capita consumptxon
(OUNCes) . oo oo 3 2.2 2.5 4.1

4.7

1 The following conversions were used when necessary:
1 dozen oranges =5.84 lbs.
1 rapefruit =1.29 lbs.

1 large can citrus juice
emon =0.227 lbs.

1 small can citrus juice
1 can lemon juice

2 Single strength.

? Data not presented because of small number of cases.
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1 can frozen concentrated orange juice= 6 oz.

=46 o0z,
=18 oz.
= 514 oz.



TABLE 66.—( Asked of the homemakers with children under 16 years of age
and who used a given product during the year prior to interviewing.) Replies
to the question: “Who would you say uses most of the. ..... ... in Yyour

- family—the infants, the older children, or the adulis?”’

Homemakers with children under 16 years of age and
who used during the year prior to interviewing

Replies Fresh - Frozen

Fresh | grape- | Fresh |¢0ncen- Canned

) trated | orange
oranges gt{flﬂg- lemons orange | juice

juice

Canned
grape- | Canned
fruit | blends

juice

Percent | Percent | Percent | Percent | Percent | Percent | Percent
Children under 16 years

of age use most_______ 66 12 5 22 30 13 13
Adults use most_ _______ 11 48 31 13 19 36 25
Both use about the same : -

amount___..._._.__.__ 21 36 57 56 44 43 54
Not ascertained._ . ._____ 2 4 7 9 7 8 8

Total. .. ... 00| 100| 100| 100| 100| 100 100
- 7 Number of cases________ 1,076 856 | 1,011 - 338 711 611 451

L Data not presented for canned lemon juice because of small number of cases.

TaBLE 67.—Replies to the question: . . . would you say that you are using
more, less, or aboul the same amount of fresh oranges as you did last year
this time?”

Homemakers using fresh oranges during the year prior
to interviewing

Replies _ Refst M?tro-
nite i ¥ politan

States | South | Pacifie | 1y 0 4 | Urban | Rural |y
States Angeles

. Percent | Percent | Percent | Percent | Percent | Percent | Percent
Using same amount of

fresh oranges this year._ 65 61 60 67 65 65 54
Using more fresh oranges
this year.__..__...__. 20 23 25 18 21 17 29
Using less fresh oranges
this year___._.._.____ 14 15 15 14 13 17 16
Don't know_ ..o ... LY DR SO, L L IO I,
Not ascertained......._. 1 1 ®) 1 1 1 1
Total.. ..o 100 100 100 100 100 100 100
Number of eases______._ 2,054 | 1,249 893 | 1,308 | 1,449 605 385

! Less than 1 percent.



'I'ABLE 68.—HKeplies to the question:*

year t}ns tzme?” '

. would you say that you are using
more, less, or about the same amount of fresh grapefruit as you did last

Homemakers using fresh grapefruit during the year prior
) to interviewing

Replies -

Using same amount of
fresh grapefruit thisyear
Using less fresh grape-
fruis this year_ _.____
Using more fresh grape-
‘frutt this year_ _______
Don't know__________._
Not ascertained. . .. _-_

o Rest Metro-
] g&:g’g South | Pacific Unoifi ed Urban | Rural poLh(l;gn
1 - | States Angeles
Percent | Peicent | Percent | Percent | Percent | Percent | Percent
76 71 73 78 77 74 68
14 16 15 13 12 18 15
9 1l 12 8 10 7 16
LI B, O o I 1 el ician
1 2 1 1 1 1 1
00| 100] 10| 100] 00| 100| 100
1,685 905 7271 1,1 0| 1,252 433 332

Less than } percent.

J.ABLE 69. ~—Rephes to the question: *.

thzs tlme?”

. would you say that you are using
more, less, or about the same amount of fresh lemons as you did last year

Replies

Using same amount of
fresh lemons this year.
Using less fresh lemons
this year__.__.___._
Using more fresh lemons
thisyear. . ._._..._-.
Don't know.__..___._____
Not ascertained ...._..__

to interviewing

Homemakers using fresh lemons during the year prior

United Re?t Mclatro-

nite ' Do i o T politan
States South | Pacifie United UrLan | Rural Los

States Angeles

Percent | Percent | Percent | Percent | Percent | Percent | Percent

84 83 83 85 84 84 77

9 9 8 9 8 10 10

5 7 8 4 6 5 i

[0 R F ' v ,

2 1 1 2 2 1 2

100 100 100 100 100 100 100

1,948 | 1,174 892 ,237 ,390 558 387

1 Less than 1 percent.



TasLE 70.—Replies to the qicesﬁoﬁ: “, . would you say that you are using
P

‘more, less, or about the same amou

you did last year this time?’

nt of frozen concentrated orange juice as

/ Homé'rhakérs' using frozen concentrated orange juice
" during the year prior to interviewing
oh Rép ﬁes SRR 4 ) Refst ) B Mtiatro-
- i ~ [Unite e |- oof politan-
States South | Pacific United Urban | Rural Los
States - | Angeles
Bt Pe}fcent Percent | Percent | Percent | Percent | Percent | Percent
Using same. amount of : :
frozen concentratedor- ) : - - )
ange juice as last year_ 48 52 33 49 | 48 51 35
Using more frozen con- : :
centrated orange juice : - : ‘
_-this year._____ Fudieem 40 37 58 39 41 39 46
Using less frozen -con- ' ] : i
- “centrated orange juice ) ' :
this year____._____.__ 7 3 4 8 6 8 7
Don't know._____.___ | 2 R PR PR P 1 1
Not ascertained 5 71 b 4 5 2 11
Total. ... 100 100 | -~ 100 100 100 | 100 100
Number of cases_ .- 509 | 235 | 220 449 | 484 | 115 102

! Less than 1 percent.

TaBLE 7,1.%Replieé to the quésti(m: “. .. would you say that yéu are using

more, less, or about the same amount of

year this time?”’

f canned orange juice as you did last

prior to interviewing

Homemakers using canned orange juice during the year

Replies it Refst; M(letro-
nite . o politan
States South | Pacific United Urban { Rural Los
States Angeles
. Percent | Percent | Percent | Percent | Percent | Percent. | Percent
Using same amount of :
canned orange  juice '
this year _____..__.._ 74 72 66 76 74 74 . b4
Using less canned orange
juice this year..______ 14 14 17 13 14 14 - 22
Using more canned or- .
ange juice this year__._ 10 12 14 9 10 11 21
Not ascertained.___.._ o 2 2 3 2 2 1 3
Total ... 100 | 100 | 100 | 100 | 100 | 100 100
Number of cases___.._.. 1,339 874 555 829 941 398 | - 200

7
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TaBLE 72. —Replzes to the question: . . . Cwould you say that 'you are aSing
" more, less, or about the same amount of canned gmpefrmt ]uzce as you
did last year this time?”’

L : Homemakers using canned grapefrult juice durmg the -
year pI‘lOI‘ to interviewing

,~‘__‘.R(‘ep1ies given ) U Ao Retgt ) 'Melatro-
| - | United | g0 i | Pacific | 790 politan

States South | Pacific | {j,:1.q | Urban Rural Tos
. States Angeles

Percent | Percent | Percent | Percent | Percent | Percent | Percent

Using same amount of
eanned grapefruit juice

this year ... 79 78| 75| 81| 9| 79| 67
Usmg less canned grape- - - | -

fruit juice this year____ 12 12 14 12 12 13 . .20
Usmgmore canned grape- , N .

fruit juice this year_.__ 7 8 9 5 - 6 - 6 (11
Not ascertained._-.____. 2 2 2 2 3 2 -2
' Total ... 00| 100| 10| 100| 100| 100| 100
Number of cases......_- 1,209 706 616 |.- 767 | 895 313 251
TABLE 73 —Rephes to the question: . . . would you say that you are using

‘more, less, or about the same amount of canned orange and grapefruit
blends as you did last year this time?”’

Homema,kers using canned blends during the year prior
to interviewing

Replies ) U ) 7 | Rest M‘ljtm-r
nite } ific | . of politan

States | South | Pacific | 74| Urban Rural | ¥y
States Angeles

Percent | Percent | Percent | Percent | Percent | Percent | Percent
" Using same amount of -

canned blends this year 77 74 75 79 78 75 66
Using less canned blends o :
this year ... ._..__. 11 - 13 13 10 11 13 16
Using more canned blends -
this year._...._.-_._- 8 9 9 7 7 11 - 14
Not ascertained . _.______ 4 4 3 4 4 1 4
Total .. _______ 100 100 | 100 100 100 100 100
Number of cases..__.._.| 869 378 | 398 620 667 202 | 150
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TABLE 74.—Replies to the question: ‘. . . would Vyou say that you are using
more, less, or about the same amount of canned or boitled lemon juice as

you did last year this time?”

Homemaker

s using canned or bottled lemon

-the year prior to interviewing

juice during

Repliés Cuted Refs.t, ) M?ro-
' nite; - . of olitan
States Sourph -| Pacific United Urban Rural p Los
- States Angeles
. - Percent | Percent | Percent | Percent | Percent | Percent | Percent
Using same amount of . I
canned orbottled lemon ) ]
juice this year________ 72 65 70 74 72 74 59
Using more canned or : - :
“bottled - lemon . juice ) - :
this year____._.____.. 13 | 17 13- 12 13 12 17
Using less canned or bot- -
tled lemon juice this| - - - )
year_________________ 8 11 7 7 7 9 11
Don't know___._______. L - T 1 L PR B
Not ascertained..__.____ 7 7 9 7 8 5 13
) Total ... _...__ 100 100 100 100 100 100 100
Number of cases________ 533 181 | 213 | 410 | 408 84

" 1Less than 1 percent..
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TaBLE 75.—Reasons given for using more fresh oranges, fresh grapefruit,
fresh lemons, or frozen concentrated orange ]uwe than was used during the

prior year Umted States

Reasons given

Homemakers who said they were using more of
4 given product than was used during the
prior year -

Fresh
oranges

Fresh
grapefruit

Fresh
lemons

Frozen con-
centrated
orange juice

‘Family change_.________________
C‘y};lldren older (bigger) and
require more_ ... _______._.

Increase in family size____-__
Miscellaneous family changes.

Health . ___.__ . . _..__.__
Health status requires more of

the product, unspecified-_ -
Specific ailment requires use

of more of the produet_____
Miscellaneous specific health

Product is cheaper ________.__
Can affordmore. ___________._
Miscellaneous cost reasons. ..
Availability . _____________.____
More of product available____
Raises own; has pnvate source

of supply- e cfeioo
Moved where more of product
isavailable_______________

~ Miscellaneous specific availa-
bility reasons_ . __._______.
Quality_ ..
Quality better this year_ S,
Miscellaneous quality reasons.
New users of the product; did not
use any of - product prior year_ - _
Other reasons. __._.___________._
Change in eating habits (have

more time to prepare food;

eat at home more often, ete. )

Easy to prepare: handy. ...
Miscellaneous other reasons___
Don’tknow_.____.___ ... ________
Not ascertained. ... _________.__

Number of eases_ . .. ___ ... ___.__

Percent t

_____ 38

_____ 19

_____ S 12

_____ 25

..... 2
_____ 4

Percent !

______ 19

oo 31

_____ 10

~e.--| 30

Percent !
_____ 14

_____ 32

_____ 33

2

_____ 10

17

56
24

415

153

106

1 Pereenta.ges add to more than their subtotals and these add to more than 100
because some homemakers gave more than 1 reason.

3 Less than 1 percent.
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TABLE 76. ——Reasons given for usmg .mgre canned orange Juzce canned
grapefruit juice, canned blends, or canned (boitled) lemon Juice than was
used during the pmor year Umted States

Hememakers who said they were using more of

a given product- than was used during the

pnor year
Reasons given -
. ) Canned | Canned ! ~Canned
orange grapefruit %?’:;1 ; sd (bottled)
juice juice ’ lemon juice
Percent ! Percent 1 Percent ! Percent !
Hea,lth reasons. __ . __ el 28 i) 34|l 24 |._...] 11
) Health status requires more of : I .
the product, unspecified_.__|- 22 28 20 7
Specific ailment requires use of ) - b ]
more of the product.______ -5 5 4 4
“Miscellaneous speclﬁc health | . -
DT ESL0) o1 S 2 1 ) R
"Fa.mllychange ______________________ S22 o) 11 o) 15 |l 2
Children older (blgger) and - - . : S
- Tequire more. . .__...._... 12 6 1. 10 1
“ Increase in family swe_ ceea--| 10 ' 5 ) 5 1
Costooo ool S IS I N 13 1. 6 1. 18
-~ Can afford more this yea.r_ T e N . 4 2
-Product cheaper this year.___| . 3. 4 | 2 8
~Other preferred products too | . | : ’
expensive .. ____________. 2 41 L . 8
New users of the product; did not | )
use any of product prior year. |____[~ 47|.____ [ 2 P S 9. 31
Availability_ - ________________ . | 2 oo R P 2 1. 6
Moved where more of produet | | - ) ’ =
isavailable_.________.____ 1 2 2 3
Private source of supply..__.. 2 2 2 e
Other preferred  product not. : )
cavailable_ - _______________ 2 2 1 1
Mlscellaneous speclﬁc avmla— T )
- bility reasons.__.__.__.__. S 2 . 1) - -3 )
Quality; product is of better quahty el 2 | 8o 6 ... 5
~Other reasons_____.______.______ oo 38 o] 32 |.____| 40 |.____ 32
‘Changesin eatmg habits (have o
less tlme ‘to prepare food; | -
ete.) o . ,___', 21 24 30 17
- Easy to prepare; handy.___.__| 12 7 67 17
Miscellaneous spemﬁe other I : ]
TeASONS . oo __ 3 - 3 6 2
Don’t know________________;___, e 20 OGRS RN 2 S 2
Not ascertamed .............. RN DR Y 3 8 |- 8 |-_o-- 7
Number, of cases. . ________ 1 139 77 68 | 67

1 Percentages add to more than their subtotals and these add to more than 100
because some homemakers gave more than 1 reason.

" 2 Less than 1 percent
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TaBLE7 7 Replws to the questions: “Would you say that the amount of fresh oranges you are using al this time of year (during
the winter) is more, less, or about the same as you were using durmg the fall, summer and spring of last year?”’ “What seasons

. of the year do you use more (less)?”

" Homemakers using fresh oranges during the year prior to interviewing

Replies

United

Rest of ‘Metro-
States “South - Pacific United Urban Rural politan Los
‘ States Angeles
Percent 1 Percent 1 Percent t Percent t Percent Percent ! Percent !
Use the same amount of fresh oranges in
‘winter as in other seasons.______________. o 47 |_.-- L 46 ... 49 |____ 49 | .- 41 |____ 50
Use more fresh oranges in winter___.________ N 37 |- 47 |- 30 |___. 33 {.___ 34 | 45 | . __ 25
- Use less:
Insummer_ ... ____________ 34 44 26 30 30 42 21
Infall oo 4 5 6 4 4 4 4
Inspring . oo _________! 4 7 4 3 3 7 4
Don’t know or not ascerta.med ______ 1 1 : 1} 1 1 1 1]
Use less fresh oranges in winter......._...._ U 16 |- 11 f____ 23 |---_ 18 | 17 .. 14 |___._ 24
Use more:
Insummer_ . ___ .. . .. ... 14 9 20 16 16 11 22
In spring - - - oo 1 1 2 1 1 2 .2
Infall e 2 2 2 1 1 2 1
Don’t know or not ascertained_____. 2 2 1 2 2 2 1
Not ascertained. . . _____________ o 2 2l ___ 1. 2 LI 2. 1
Total. - . 100 100 100 100 100 100 100
Number of cases. . _________________ 2, 054 1,249 893 1,308 1,449 605 385

1 Percentages add to more: tha.n their: subtota.ls because ma,ny homemakers mentloned more than one season where use varies.

2! Less than 1 percent.
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TABLE 78.—Replies to the questions: “Would you say that the amount of fresh grapefruit you are using at this time of year
(during the winter) is more, less, or about the same as you were using during the fall, summer and spring of last year?”’

“What seasons of the year do you use more (less)?”

Homemakers using fresh grapefruit during the year prior to interviewing

Replies United . Rest of Metro-
States South Pacific United Urban Rural politan Los
K ‘ States Angeles
Percent ! Percent ! Percent ! Percent ! Percent ! Percent ! Percent !
Use the same amount of fresh grapefrult in
winter as during other Seasons._ . __________ oo 49 |.___ 46 |____ 61 |.___ 49 |__ .. 50 | . 46 (... 61
Use more fresh grapefruit i in winter__________ Lol 38 (... 43 |.___ 21 f____ 38 |__.. 37 |- 42 ... 20
Use less: ‘
Insummer_ . _________________. 26 41 19 36 34 41 17
In sprlng________‘ _________________ 4 6 3 4 4 5 2
Infall_________________________. 3 4 4 3 4 2 3
Don’t know or not ascertained._.____ 1 1 1 1 1 2 2
Use less fresh grapefruit in winter __________ - 12 ... 10 - __ 17 |- ___ 12 | 12 oo 11 .. 18
Use more: ‘ ‘
Ipsummer_ ___.________._________ 9 7 14 9 9 8 15
Inspring_________________.____.__ 2 2 2 2 2 2 2
Infall__________ . ______ 1 1 2 1 1 1 2
Don’t know or not ascertained______ 1 2 1 1 1 1 1
Not ascertained . ________________________ I 1. 1 ___ 1. 1. 1 .. 1. 1
Total ____ L ____ 100 100 100 100 100 100 100
Number of eases_ _________________________ 1,685 905 727 1,130 1,252 433 332

1 Percentages add to more than their subtotals because many homemakers mentioned more than one season when use varies.

2 Less than 1 percent.
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TaBLE 79.—Replies to the questions: “Would you say that the amount of fresh lemons you are using at this it

the winter) is more, less, or about the same as you were using during the fall, summer, and spring of last year

of the year do you use more (less)?”

me of year (during
2 “What seasons

Homemakers using fresh lemons during the year prior to interviewing

Replies United Rest of Metro-
States South Pacific United Urban Rural politan Los
a States Angeles
Percent * Percent 1 Percent Percent ! Percent ! Percent ! Percent !
Use the same amount of fresh lemons in
winter as in other seasons_ ________.__---- R 37 |---- 42 j.--- 52 |- 33 |- 38 |.__- 35, |- --- 51
Use less fresh lemons in winter________..-_-_ e 57 |- 53 |—--- 42 [-.__ 60 |___- 55 |---- 61 |__-- 43
Use more:
In summer_ o maee- 56 52 41 59 54 59 42
Infall oo oae- 1 2 1 1 1 2 2
In spring .. e 1 2 1 1 1 1 2
Don’t know or not ascertained____._ 2 2 1 2 2 2 1
Use more fresh lemons in winter___ ... .-~ e 4 ___ 4 |.___ 3 51 53 P 0 5
Use less:
In summer_ _ oo 4 3 4 4 4 3 4
In spring oo oo mme e 1 1 1 1 1 2 1
In fall ___________________________ 2 2 2 2 2 2 2
Don’t know or not ascertained___ - 2 2 2 2 2 2 1
Not ascertained._ __ . ccooococoaeaa—an I 2 |.___ 1. 1. 2| 2| .. 1| 1
Total. _ e emee = 100 100 100 100 100 100 100
Number of €ases_ - - oo oo ccmmmameeeaee 1,948 1,174 892 1,237 1,390 558 387

1 Percentages add to more than their subtotals because many homemakers mentioned more than one season when use varies.

2 Less than 1 percent.
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TaBLE 80.—Replies to the questions: “Would you say that the amount
time of year (during the winter) is more, less, or about the

of frozen concenirated orange juice you are using at this
same as you were using during the fall, summer and spring of last

year?” “What seasons of the year do you use more (less)?”

Homemakers using frozen concentrated orange juice during the year prior to interviewing

Rep hgs United ) Rest of Metro-
States South Pacific United Urban Rural politan Los
‘ States Angeles
Percent 1 Percent 1 Percent ! Percent 1 Percent ! Percent 1 Percent
Use the same amount of frozen concentrated ‘
orange juice in winter as in other seasons___|____ 54 . __ 46 ... 54 | _. 56 [o__. 55 ... 50 fo__. 64
Use less frozen concentrated orange juice :
inwinter__________.___________ SR S 27 |____ 35 ... 24 | ___ 25 |____ 26 |____ 31 |- 15
Use more: ‘ ‘
Insummer_ __ .. _______________ 24 31 18 23 24 28 115
Infall .. 2 3 4 2 2 2 ——_—
Inspring. - . _____.._.__ e 1 3 1 1 1 1 e
Don’t know or not ascertained._..___ 1 ‘ 1 3 1 1 1 ——-
Use more frozen concentrated orange juice ‘
in winter . _____._______________"_ SR P 13 |_._. 14 |o___ 14 .. 13 |.-__ 13 [____ 15| ___ 8
Use less: ‘
Insummer. . _____._______.______ 9 11 7 9 8 13 4
Inspring . ______._______________ 2 3 2 2 2 2 —_——
Imfall . _____ 1 2 2 1 1 S e
Don’t know or not ascertained_.____ 3 3 7 3 4 1 4
Not ascertained._..________________________ ——— 6 |.___| 5 (___ 8 |- 6 [_... 6 [_._. 4 (____ 13
Total ... 100 100 100 100 100 100 100
Number of cases_ .. ________.___._.______ 599 235 220 449 484 115 102

! Percentages add to more than their subtotals because many homemakers mentioned more than one season when use varies.

2 Less than 1 percent.
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| TaBLE 81.—Replies to the questions: “Would you say that the amount of canned orange juice you are using at this time of year

(during the winter) is more, less, or about the same as you were using during the fall, summer and spring of last year?” “What

“seasons of the year do you use more (less)?”

Homemakers using canned orange juice during the year prior to interviewing

Metro-

Replies Onited ‘ . Rest of ‘ | .
States South Pacific United Urban Rural politan Los
States Angeles
Percent ! Percent Percent Percent ! Percent 1 Percent Percent !
Use the same amount of canned orange juice
in winter as in other seasons__________.___ I 61 |- 59 ... 60 |_.__ 61 |.___ 59 |_... 64 |___. 64
Use less canned orange juice in winter- . _____ ——— 28 |___. 29 |.___ 28 |- 28 |_.-. 31 L. 23 |.-_= 21
Use more: ‘ ‘ : ‘ :
In summer_ . ______._____ [ 26 26 25 26 28 21 20
Inspring . . _..___ e 2 3 1 1. 2 3 2
Infalll .o ... SR 1 2 3 1 1, 12 1
Not ascertained . __________________ 1 1 1 1 1 41 ‘ 1
Use more canned orange juice in winter__.__. R 9. 10 .. 10 |- 9 |--is 8- 12 .. 11
Use less: : ‘ ‘
Insummer_ . ... ____________ 8 9 8 7 7 10 - 11
Infall ___ L ____ 1 1 2 1 1 1 1
Inspring. . __________ 1 2 1 2 1 1 1
Don’t know or not ascertained. __._ 1 2 1 1 1 1 1
Not ascertained.____________ . _____________ - 2 .. 2 I 2 ... b/ 2 ... ) O P 4
Total . 100 100 100 100 100 100 100
Number of cases_ ... ... 1,339 874 555 829 941 398 200

! Percentages add to more than their subtotals because many homemakers mentioned more than one season when use varies.'

‘2 Less than 1 percent.
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TaBLE 82.—Replies to the questions: *‘Would you say that the amoun
of year (during the winter) is more, less, or about the same as

year?”’ “What seasons of the year do you use more (less)?”’

t of canned grapefruit juice you are using ot this time

you were using during the fall, summer and spring of last

Homemakers using canned grapefruit juice during the year prior to interviewing

Replies United Rest of Metro-
States South Pacific United Urban Rural politan Los
States Angeles
Percent 1 Percent ! Percent ! Percent ! Percent Percent ! Percent!
Use the same amount of canned grapefruit
juice in winter as in other seasons__.___.__ I 65 |_.__ 63 |___. 66 | ___ 65 |..__ 65 |___. 64 |____ 70
Use less canned grapefruit juice in winter__ __|____ 25 [_.._ 26 ... 24 | ___ 26 [.___ 27 | ___ 21 (. __ 21
" Use more:
Insummer ______________._____._ 23 24 21 23 25 17 20
Inspring . ______________________ 2 3 1 2 2 2 1
Infall. . _____ 2 1 2 2 2 2 2
Not ascertained____.______________ 1 1 2 1 1 2 1
Use more canned grapefruit juice in winter___| ___ 8 |.__: 9 (.___ 8 |__. 7. 6 ... 13 .. 8
Use less: ‘ ‘
Insummer_____________________.__ 7 8 8 7 5 12 8
Inspring . _____________________ 1 1 1 1 2 2 2
Infall __________ . _____ 1 1 1 2 1 1 1
Don’t know or not ascertained______ 2 1 2 2 2 2 S
Not ascertained. .. ________________________ J— 2 ... 2 |____ 2 ... 2 |..._ 2 .___ 2 ... 1
Total L _____ . '100 100 100 100 100 100 100
Number of cases. . ______________________ 1,209 706 616 767 895 313 251

! Percentages add to more than
? Less than 1 percent. . ‘

their subtotals because many homemakers mentioned more than one season when use varies.
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TABLE 83.—Replies to the questions: “Would you say that the amount of canned blends you are using at this time of year

(during

the winter) is more, less, or about the same as you were using during the fall, summer and spring of last year?”’
“What seasons of the year do you use more (less)?”’ ‘ :

Homemakers using canned blends during the year prior to interviewing

Replies taited Rest of Metro-
States South Pacific United Urban Rural politan Los
States Angeles
Percent ! Percent 1 Percent ! Percent 1 Percent ! Percent ! Percent !
Use the same amount of canned blends in
winter as in other seasons. ________.______ B 64 |__._ 62 ... 69 |.___ 64 |____ 62 |_.__ 68 |____ 70
Use less canned blends in winter_ _ ... ______ e 27 |---- 26 |- 22 |___. 27 |- 29 |.__. 18 |___ 19
Use more:
Insummer__. .. ___._____________ 24 24 20 25 27 16 18
‘Inspring_ . iooao_o.. 2 2 1 1 2 1 1
Infall .. 1 1 2 1 1 1 1
Not ascertained___________________ 1 1 1 1 1 1 R
Use more canned blends in winter___________ R 6 [--__ A A P 6 |_-_- 5| ___ 11 ... 7
Use less:
Insummer. . ______ 6 6 6 5 4 10 6
Infall . __ 2 1 1 2 1 2 N
Inspring .. 2 1 2 2 2 2 .
Not ascertained 1 1 1 1 2 1 1
Not ascertained ___________________________ o b 2 P 5 |.--- 2 .. [ 2 4 .- 3 |--_- 4
Total. . e 100 100 100 100 100 100 100
Number of cases_ . . oo ccco oo 869 378 398 620 667 | 202 150

1 Percentages add to more than their subtotals because many homemakers mentioned more than one season when use varies.

2 Less than 1 percent.



TABLE 84.—Replies to the questwns “Would you say that the amount of canned or bottled lemon juice you are using at this
time of year (during the winter) is more, less, or about the same as you were using during the fall, summer and spring of

last year?” “What seasons of the year do you use more (less)?”

Homemakers using canned or bottled lemon juice during the year prior to interviewing

‘Rgphes ﬁni ted : Rest of Metro-
States South Pacific United Urban Rural politan Los
States Angeles
Percent ! Percent 1 Percent 1 Percent ! Percent ! Percent Percent 1
Use the same amount of canned lemon juice
" in winter as in other’ $easons.- .. ... . [ I 48 | __ 46 |____ 57 |.___ 48 |- 49 |__._ 46 (. __ 56
Use lesscanned lemon j Julce m winter_____.__ il 37 |- 34 [__.. 29 ... 38 |..-- 35 fooo 42 | .. 32
se more:’ ‘ ‘
In SUMMET. - 35 31 26 36 34 39 31
Inmfall. .. 2 2 2 1 1 2 2
‘In spring..___._____.._____._____| 1 2 1 1 1 1 1
‘Not ascertained. . __._____________._ 1 2 1 1 1 2 1
Use more canned lemon juice in winter______ el A - 10 |- 6 {_.__ AN P 8 |.... 7 5
Use less: " ‘
Insummer_ . _________________ 5 8 5 4 5 5 4
Inspring._______________ PR 1 1 2 1 1 2 1
Infall ol _____ 2 1 2 2 2 . R
Not ascertained_..________________ 2 2 1 2 2 2 1
Not ascertained ___ . .. ________l_._.____ I 8 |- 10 |___. 8 ... o 8 ... 5 ... 7
Total. .o .. 100 100 100 100 100 100 100
Number of eases_ . _.__ . _________________ 533 181 213 410 408 126 84

1 Percentages add to more than theu' subtotals because many homemakers mentioned more than one season when use varies.

2 Less than 1 percent.



TABLE 85.—Reasons given for making seasonal changes in the amount of
fresh oranges, fresh grapefruit, fresh lemons, or frozen concentmted orange

Juice used, Umted States

Reasons given

Homemakers who said they made seasonal
changes in the amounts used of a. given
produet

Frozen

concen- -

crangss | grapernuic | lomons | traied
g grap orange
juice

Seasonal needs (need for vitamins in
winter; cool drinks in summer, etc.)
Seasonal’ availability of other’ pre-
ferred products. ... _________
Seasonal availability of given citrus
product- .
Cost and economy reasons._.__.- s
Quality variation reasons._____.__._
Raise own vegetables, other non-
citrus fruits________ .. .
‘Change in - family demands (new
families; children home more in
summer; ete.) ... _______
Other reasons. .- ___._.____
Not ascertained . ... _____.__

Percentt | Percent! | Percent! | Percent!

~Number of cases. _ .- oo oo

38 23 93 38
20 16 1 26
19 - 33 1 2
18 22 5 7
16 26 1 1
5 4 2 1
4 1 1] 21
5 4 1 5
3] 5 1 4
1,091 842 1,194 242

1 Percentages add to more than 100 because some homemakers gave more than

- 1 reason;
? Less than 1 percent.
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TaABLE 86.—Reasons given for making seasonal changes in the amount of
canned orange juice, canned grapefruit juice, canned blends or canned
( bottled) lemon juice used Unated States

Hdmemakers who said they made seasonal
changes in the amounts used of a given
product,

Reasons given G 4 o q
anne anne
%ﬁ‘;? eg— grape- | Canned | (bottled)
e fruit | blends | lemon
juice juice
Percent 1 | Percent! | Percent! | Percent !
Seasonal needs (need vitamins in winter; -
cool drinks in summer, ete.)_ ________. 51 50 62 79
Seasonal availability of other preferred
products. _ . _________ . ___________ 28 31 25 8
- Cost and economy reasons.__.__._._____ 12 12 9 7
Change in family demands (new families;.
children home more in summer, etc.)__. 4 3 4 6
Raise own vegetables; other non-citrus :
froits_ - . ... 2 3 2 2
Quality variation reasons_._______._.____ 1 ) I DI U
Other reasons. ______ ... _.___._....__ - 7 7 5 5
Not ascertained . . _____________.______ 5 4 |- 3 1
_Number of cases_ - . ... ..___. e 506 - 403 287 235

1 Percentages add to more than 100 because some homemakers gave more than

1 reason.
2 Less than 1 percent.

TaBLE 87.—( Asked of the homemalkers who made changes in the amount of
fresh oranges used during the year.) Replies to the question: “When you
use less fresh oranges do you use something else instead?”’

Homemakers who made changes in the amount of fresh
oranges used during the year

Replies Catind Res Motro-
nite : 5} politan

States South | Pacific United Urban | Rural Los
States Angeles
Percent | Percent | Percent | Percent | Percent | Percent | Percent
Use something else. ... 66 59 66 69 65 67 62

Do not use something

else. oo 29 37 30 25 29 30 34
Not ascertained ... _..__ 5 4 4 6 6 3 4
Total ... ..o.oo.. 100 100 100 100 100 100 100
Number of cases........ 1,109 732 481 679 747 362 195
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TABLE 88.—(Asked of the homemakers who made changes in the amount of
fresh grapefruit used during the year.) Replies to the question: “When
you use less fresh grapefruit do you use something else instead?”’

Homemakers who made changes in the amount of fresh
grapefruit used during the year

Replies 7 R efst, M (;,tro-

United : o politan

States South | Pacifie United Urban | Rural Los

o States Angeles

| Percent | Percent | Percent | Percent | Percent | Percent | Percent

Use something else ..... 58 45 62 62 57 61 54
Do not use something )
else. oo 36 49 34 | 31 36 35 40
Not ascertained. . ... ..- 6 6 4 7 7 4 6
Total..coeemoaao- 100|100 100 100 100 100 100
Number of cases. ....--- 864 | 282 | 587 | 628 | 236 131

483
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' TaBLE 89.—Products substituted when homémakeré use less fresh oranges

Products substituted

~ Homemakers who make éuBétitufibi;é when using less
fresh oranges

Fresh noncitrus fruits. .
Canned noncitrus fruits. -

Canned orange juice_____
Canned grapefruit juice._ _
Canned blends.______.__
" Canned vegetableriuices--
Frozen orange juicé
Fresh grapefruit_____.__
Other fresh citrus fruits. -

- Fresh fruits; not ascer-
Canned fruits; not ascer-

Canned juices; not ascer-

. : S Rest Mefuro-
gg:gg South { Pacific Urfift od | Urban | Rural p(i]‘gc:n
| States Angeles
Percent!| Percent!| Percent!| Percentl| Percent| Percent!| Percent!
56 50| - 59 58 53 63 46
i t 3. 1 5 4| 3 5 2
Canned noncitrus juices..| . 6 5 7 6 T 4 8
X 4| 21 71 1 14 13 5
3 4] 2 3 4 2 3
2 3 -2 2 2 1 2
4 13| 1| 15| 12 18 8
concentrate. . _....... 8 7 5 9 9 4 4
4| 3 4 4 4 3. 9
4 5 2 4 5 4 3
tained whether citrus )
Or NONCitrus. .o .. 2 -1 3 S 2 1 1 4
tained whether citrus :
or noneitrus. .- .___ - 1 2 2 2 1 1 1
tained whether citrus
Or noneitrus: .. ... 2 1 4 2 3 1 5
8 7 7 9 10 5 6
728 429 315 470 486 242 121

1 Percentages total more than

than one type of product.
2 Less than 1 percent.
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- TaBLE 90.—Produsts substituted when homemakers use less fresh grapefrﬁit

‘Products substituted

: Homemakers who make substitutions when using less

fresh grapefrult

- Fresh noncm'us fruits....|
Canned noncitrus frulfs- o
Canned noncltrus juices_

Canned Vegetable juices._

-Canned gra,pefrult juice_ -

- Canned orange juice__ ... :

VCanned blends __________

Fresh oranges_ . :

Other fresh citrus fruxts -

Frozen concentrated

. orange Julce__-?,__:--_-' o

Fresh fruits; not ascer-

tained whether citrus |~

~ or. noncm'us--, .......
Canned fruits; not ascer-
tained whether eitrus -
or noncm [V S
Canned juices; not ascer-
~tained - whether citrus
or nonecitrus. - - ——mm
Not ascertained.__.._._.-

Number-of 'casies_ I

- d : : Refst ] \/Ielztm- )
nite e | o politan
States South | Pacific United Urban | Rural | 77 O
; . ‘States Angeles
Percent!| Percent!| Percent! Percent‘ Percentl| Percent!| Percent!
50- 46| 48- 51 48 54 - 41
31 2| 7 3 2 S N T
3| 5| 8] 3 4 31777710
14 11 12 15 T1t 20 13
13| 22 8 1 13 12 13
4l e 2 4 4 3 ,
2 2 feeoas 2 2 1 1
10 7 12 11 11 9 20
2| 2 3 2 1 3 4
4] 3 2 4 1 4
2| . 4 2 1 2 1
2 2. 3 2 [ 20 PR
2 1] 4 2 2 1 4
11 4 6 11 13 7 11
- 501 219 175 | 367 358 144 71

lPercentages total more than

 than one type of product.
- % Less than 1 percent.

100 because many homemakers

substituted more



o TasLE 91 ~—Replies to the question: “Do you usually serve your fresh
oranges for eating or do you squeeze them for juice?”’ -

IIomemakers whe used fresh oranges during the year
g prior to 1nterv1ewmg

Replies ,U . ) 'Refst ' M(latro-
. Unite . of : politan
States South Paclﬁc United .Urban | Rural Los

States o Angeles

: B Percent | Percent | Percent | Percent | Percent | Percent | Percent
- Usually used for: C

Eating only___—__._ 19 20 19 19 19 21| 17
Eating; | sometlmes ) - o
for juice. . ....... 421 47 43| . 39 38 50 38
Juice; sometimes S
) for eating ...... - 30 24 29 | - 33 33- 23 35
" Eating and juice- ' o
equally . __.______ 3. 3] 4 3 3 2 4
Juiee only ... ... 4 4{ - 3 41 5 2 4
Cooking and decora- - - S -
tiononly_________ L R | P B P, - 1
Not ascertained.. ... ez 0 2 24+ 21 2 2! -2 2
Total_.._ .. 100 100 100 100 100 100 100
" Number of cases__._.___ 2,054 | 1,249 | 893 | 1,308 | 1,449 605 385

! Less than 1 percent.
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TABLE 92.—Replies to the question: “Do you usually serve fresh grapefrust
Jor eating or do you squeeze them for juice?”’

Homemakers who used fresh grapefruit during the year
: prior to interviewing

Replies

United : Refst Mel:tro-

nite i 9 . olitan

States | South | Pacific United | Urban | Rural p Lo
States Angeles

Percent | Percent | Percent | Percent | Percent | Percent | Percent
Usually used for: -

Eatingonly________ 70 65 61 73 70 69 57
Eating; sometimes . :
for Juice. .. 25 28| 30 23 25 25 34
Juice; sometimes .
foreating_______ | ..o oo o | ool e
Eating and juice
equally_____.___. 1 -1 1 1 17 .1 1
Juiceonly._._._____. 4 5 7 3 4 4 8
Don’t know. _.......... LI P R 1 L RN I
Not ascertained.._.._... 1 1 1 1 1 ) I
~ Total...._..___. 100 100 100 | 100 100 100 100
Number of cases.._._._.. 1,685 905 727 | 1,130 | 1,252 433 332

1 Less than 1 percent.

TABLE 93.—( Asked only of homemakers using fresh grapefrutt as a juice.)
Reasons given for liking fresh grapefruit as a juice

Homemakers using fresh
Reasons given grapefruit as a juice

Percent !
Taste, unspeeified-___-___._________________________
Sour; tart; bitter_ . _ ___ . ____________ .l _________.
Fresh taste_ . ____ - ______________ . . _ ...
Dislike for taste of canned grapefruit juice____._______
Sharp; tangy__ - ________ . . _______
Appetizing; refreshing_ . ___.________-____._______.__
Provides variety__.____..__________________________
Easier; more convenient__ . _________________________
Healthful (unspecified) .. ______________.__________
Good forcolds. - - _____._______________________.
Good when ill (other than colds)__._________________._
Vitamin content is high. . __________________.________
Laxative .. ...
Other specific reasons. . .- _________________________
Don’t know_._____ Ll _._____.__
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Number of eases. ... - oo 505

1 Percentages add to more than 100 because some homemakers gave more than 1
reason.
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,7TABLE 94, —( Asked only of homemakers who' don’t Tse frésh gra;oefrwt as
jmce ) Reasons gwen for not usmg fresh gmpefruzt as 3mce

D Tl - : , )
Reasons - Homemakers who don’t use

fresh grapefruit as a juice
) - Percent !

) J uice dlﬂicult to prepare; canned juiee easier, ete._____ .| - ] 30
Habit; never thought of it; always use canned or frozen ! 28
Want the “meat’’; like Sections. - - ____ ) 23
Fresh grapefruit j Julce is too bitter. ... ______ ’ 5
Wasteful to extract juice. .- __.__________ ST [ 5
Have no (adequate) juicer-______ T llil._C R 3
Canned juice cheaper ______________________________ -3
No “roughage’” in juiee_ ... ____ - __________l___ 2

~Canned juice available. - __.___.____ R S 1
Miscellaneous specific reasons_ . ___ R 2
Don't know_ _ . 2
Not ascertained . . _________________ PR 8

- Number of eases_ ... - _____..__.. 1,175

1 Percentages add to more than 100 because some homemakers gave more than
1 reasoin.

TABLE 95'.;( Asked only of homemakers who usually use ffesh gmpefmii
as a juice either wholly or partly.) Replies to the question: “Do-yau own
one of those special juicers made for grapefruit?”’

'Hbmeﬁakers using fresh grapefruit as a juice either
wholly or partly

--Replies . 5 d, - 7 it i M?tré_
nite . of politan
States | South | Pacific | yrn;0q | Urban | Rural | %y oo

States : Angeles

Percent | Percent | Percent | Percent | Percent | Percent Percent

Own a grapefruit juicer. 12 8 11} 14 13 9 “11
Do not own a grapefruit I o
FIN LTSS S 88 91 89 86 871 - 90 89
Not ascertained.._.._... 1 1o TR R B (R
Total.ooooooee 100 [ 100 | 100 | 100 | 100 | 100 |" 100
Number of cases....___. 505 309 279 310 374 131 143

1 Less than 1 percent.
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VT:A,BLE'- :9-6.-——Ways mn whickf fresh lemons are used

Homemakers using fresh lemons during the year prior
-to 1nterv1ew1ng B

Metro-

era.ys used - o Rest ‘
. : g{:fgg South .| Pacific Ui'?ii ed Urban | Rural p(illl(f:’n
T States Angeles
S e Percentl| Percent\| Percentl| Percent!| Percent! Percentl| Percent!
Lemonade (hotoreold)..; 56| = 65| - 46 54 51 69| . 42
Tea unspeclfied_- SN B F:! 24 9 16 20 12 17
~Teed tea- ... N -9 14 4 7 10 8 4
Hot tea_._____________ -3 3 2 3 3 1 1
Undiluted juice.._..._.. 7 11 9 5 6 9| 11
Cocktails; aleoholic - . o ) :
rinks_ oo ... _._._. 4 2 6 4 4 2 5
Drinks; unspecified: :___ _ -6 .3 8| 8 7.0- -5 ‘11,
Cold drinks; soft drinks; 1 1 i
_ “unspecified...._______ -6 4| 6 7 6 5 4
Hot drinks, unspeclﬁed-_ 2 1 2 2 2 2 2
Pies; puddings; custards.| =~ 50 | 57 - 49 47 44 65 | 52
Cakes; cookies. __..._.._ 7 8 8 7 7 8 10
Seafood (fish; oysters)_..| 16 10| 30 17 19 10 22
Salads. oo o 8 6 15 | 8 9 5 16
Salad dressmg __________ 3 2 7 B 4 2. 9
Meats. oo~ 3 3 5 2 3 2 3
Sauces_ oo 2 2 2 3 3 1 3
Vegetables. ...____.. . 2. 1 2 3 2 2 2
Jelly; preserves_._.____. 1 2 1 1 1 -2 1
Gs,rmshes--'.--__-.‘- ..... 1 1 3 1 1 2 2
Soup. oo o 1 2 1 1 1 2 1
Jello ge]a.tln ___________ 2 2 1 2 2 2 1
Cookm baklng, un<
specx e e mmmmmemn 12 51 14 15 14 6 16
Flavormg, unspemﬁed- - 4 2 6| 4 4 2 4.
Desserts, unspecified - - _ - 2 -2 2 -2 2 1 2
Medicinal uses (lemon in - S . ' '
water, etc.)----: ..... T 7 11 7 8 5 11
Hau‘ rinse_...___._._.. 1 2 3 1 1 2 -4
Water softener; bleach--_ 1 1 1 1 2 1] 2
Skin bleach. .. _._____.. 2 2 1 2 2 2 1
Miscellaneous. spec!ﬁc ] . .
swaysused ... I __._ -1 2 4 31 3 -3 3
Not ascertained___....._| - -2 1 2 1 2 1
Number of cases_ ——— s 1,948 1,174 892 | 1,237 1,390 558 387

K Percentages add to more than 100 because many homemakers
than 1 way in which fresh lemons are used.

2 Less than 1 percent.
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'; TasLE 97.—Ways in which canned or bottled lemon juice i3 used

the year prior to interviewing

Homemakers using canned or bottled lemon juice during

VYays used’ . ) Rest Metro-
g{:ﬁgg South | Pacific U rﬁi eq | Urban | Rural p‘}llg:‘"
States ) Angeles
o , : Percent!| Percent!| Percent!| Percent!| Percentt| Percent’| Percent’
Lemonade (hot or cold)..| 41 43 34 41 39 49 31
“Tea unspeclﬁed---_-_-_ 81 14 4 7 8 8 8
Teed tea- ... 4 5 2| 4 4 4 2
Hottea ... ..__.______. 2 2 2 2 LI O,
Cocktails; a.lcohohc } -
drinks_____.-______-__ 8- 1 10 9 10 2 12
i Undlluted juice._.-_____ 3 -3 4 3 3 5 5
" Drinks, unspecified..___: 12 8 13| 13 12 12 23
Cold drinks; soft drinks, -
~unspecified_...._._._. 9 14 9 8 9 8 7
Hot drinks; unspecified - _ | O R 3 1 -1 2 2
Pies; puddmgs custa.rds- 21 23 25 20 17 34| 23
Ca.kes, cookies__________ 6 4 4 7 6 8 6
Seafood (fish; oysters)__- 8 - '47 9. 9 8 6 10
Salads_ - ..o ... 6- 3| 4 7 7 4-
Salad dressmg .......... 4 2 3 4 4 3
LT (L T 2\ 1] 2 -2 L 2
‘Meats_ - oo _______ 1 2| 2 2 1 1 1
Jello; gelatin. __________ ) N 1 1 1 S O PR
- Vegetables_.-__________ 1 1 2| 1 1 1
Jelly; preserves___.__.__ 1 1 3 2 1 2
Soups. ... 2 1 2 e LI ! IR
-Cooking; baking, : ’ -
unspecified . _-__-__.. 13 7 10 15 15 6 7
Flavoring, unspecxﬁed- .- 3 2 4 3 2 5 2
Desserts, unspecified .. .- 1 2 1 1 1 1 1
Medlcmal uses (lemon in
- owater)..ooooo.i... - 7 31 8 7 7 6
Hairrinse_...._........} =~ 2 ' 1] 4 2 2 2 4
~ Skin bleach___.________ - 2 B B I, 2 ) (O RPN
~Water softener; bleach__._ LI S 2 2 LB O 1
Miscellaneous speclﬁc !
waysused_____.______ '3 2 © 4 3 2 6 4
Not ascertained..._.. - 6 9 6 6 7 5 7
Number of cases.......-| 533 | 181 | 213 | 410 | 408 | 126 84

1Percentages total more than 100 because many homemakers
than 1 way in which canned or bottled lemon juice is used

t Less than 1 percent.
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TABLE 98 —Ways in which fresh lemons would be used but not canned or

bottled lemon juice

Ways canned or bottled lemon
juice ‘would not bhe used

Homemakers using both fresh lemons and canned or
bottled lemon juice during the year prior to inter-
viewing and who mentioned ways in which fresh
~ lemons would be used but not canned or bottled
lemon juice!

United
States

South

Pacific

Rest of
United
States

Urban

Pies; puddings; custards_ _-__.
Cakes; cookies.-___________ -

Seafood (fish; oysters) ]

Garnlshes_-__-__________;-__ B

Saueces_ ... ________._.

Jelly; preserves.. ... -

Vegetables. .. __-___ ool
Soups.- - .- ooaoo__.
-~ Cooking; bakmg unspeclﬁed___
‘Desserts, unspecified . . .. _____
Flavoring, unspecified._______

Lemonade (hot or cold).._____

Tea, unspecified_ .- __ S
Teed tea— - - ____ U

Hottea_ _____ .. .- B

Undiluted juice. ... __._____
Cocktails; alcoholic drinks. . _
Drinks, unspecified. .. __.____
Cold drinks; soft drlnks, un-

specified. ___ . .. L. _____

Medicinal ﬁses (lemon in water,
ete.) - S RERRCEEETEEERTS

Hair rinse_-_ __ ________.____._
Skin bleach. - .____
Water softener bleach ________

‘Miscellaneous specific ways-
‘notused. . _.________.___. -

~ Everything lemon is used for ¢__

‘Number of cases_ .- ________

Percent ?

44
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96

113

210

216

1 No data shown for Rural or Metropolitan Los Angeles because of small number

. of cases.

2 Percentages add to more than 100 because many homemakers mentioned more than
1 way canned or bottled lemon juice would not be used.

3 Less than 1 percent.

¢ Homemakers who have tried canned or bottled lemon juice but will probably not

use again.
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TABLE 99.—Replies to the questwn “Have you been using just about the
same amount of fresh lemons—or less, since you have been using canned

lemon Juwe?”
Homema.kers using fresh lemons and canned or bottled
lemon Jume durmg the year prior to 1nterv1ewmg
Replies . atted o ] Re%st M <la_tr o
nite Do of politan
| States South | Pacific United Urban | Rural Los
; : © | States Angeles
- "Pefcent Peicént; Percent Perceﬁi Percent | Percent | Percent-
Same amount of fresh ) ' - -
~_lemonsused..___...__ 62 68| 66| 60 61 64 60
Less fresh lemons used--_ 33| 26| 28| 35 34 32 29
Not ascertamed ......... 5y 6| 6 -5 5 4 11
Total_.ocoooo.. 100 100, 100| 100| 100| 100| 100
Number of cases......_. 504 | 177 | 206 | 384 385| 119 82
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TABLE 100. ——Replzes to the questzons “Do you or other members of your family use any of the fresh, canned or frozen citrus

products between meals or for snacks?”’ “About how often do you use them like that this time of year?’’

Homemakers using some citrus products during the year prior to interviewing

Replies United i ‘ . Rest of Metro-
States South Pacific United Urban Rural politan Los
States Angeles
: Percent 'Percent Percent Percent Percent Percent Percent
Used as snaeks_._ . oo ... _.____ ot 70 [-.L. 76 |- 70 | .. 67 | __ 70 |- 6 N 74
‘Two or more times a week_ ____________ 52 53 54 51 54 47 59
Oncea week_____________________.__. 8 12 8 7 8 10 7
" One to three tlmes amonth._._________ 6 7 5 6 6 9 6
Less than once a month_____.__________ 4 4 2 3 2 5 2
Not ascertained how often as snacks...__| ? 1 1 1 1 1 1
Do not use any fresh, canned or frozen
citrus between meals or for snacks.._______ e 30 |- 23 \.___ 30 |____ 33 |_._. 30 |____ 29 |____ 26
Not ascertained... - __________ I L S 1. L L P L P L3 P 1
Total . 100 100 100 100 100 100 100
Number of Ca8eS. - =~ ~< o ooeamee 2,140 1,290 961 1,362 1,510 629 407

1 Less than 1 percent.



~TasLE 101. —-—Re’plzes to the questwn' “Do you thmk fresh citrus fruits in
general are dzﬁerent from other kinds of fresh fruzts?”

Homemakers using one or more citrus products during -
the year prior to mterwewmg

Replies it Refst 7 Mi:tro-
T | Unite: Ty o ’ politan
States South rPaclﬁc United Urban | Rural Los
o ) States Angeles
: o Percent | Percent Percent | Percent | Percent Percent | Percent
Fresh citrus fruits are 1T ) . o
o different. ... ________ 61 55 | 67 63 61 61 67
“Fresh citrus fruits are E .
not different ._________ 21 21 | 17 21 22 18 20
‘Don’tknow whetherfresh | - : i :
citrus fruits are dxf- ) o -
o ferent_________.___._ - 18 24| - 16 16 17 21 13
Not ascertained. . _...__.. T B EE 1 1 ! 1
 Totaleeaeoooooo_. 100 | 100 | 100 | 100| 100 | 100 100
Number of cases.. ... 2,139 | 1,200 | 961 | 1,362 | 1,510 | 629 407

-~ TlLess than 1 percent.
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TA?LE, 102

—Ways in which homemakers think fresh citrus fruits differ

~ from other kinds of fresh fruits, United States

! "W&'ysfin which they were thought to differ

Homemakers

who said that

fresh citrus fruits differ

Citrus fruits have vitamins (unspecified)
Citrus g‘ujts have Vitamin C; contain more Vita-
min C

" Citrus fruits have other specific vitamins
Citrus fruits are (more) acid
Citrus fruits are better for you; more nourishing- _
Citrus fruits are better for digestion; easier to

- Citrus fruits have laxative qualities.._.___._____
Citrus fruits are good (better) for colds
. Citrus fruits are good (better) for children
Citrus fruits have other (more) chemicals (min-
_erals, quinine, etc.) . . __..____.____ e
Citrus fruits have less food value than fresh fruits
ingeneral . ____________________._ R
Miscellaneous specific food and health differences 2
Taste differences____._______________._ oSk

from other kinds of fresh
fruits S
Percent ! - Percent !
__________ 55
13
1
13
7
3
3
2
2
1
1
10
_____________ . 33
_____________ ) 25
_____________ 3
______________ 2
1,310

! Percentages add to more than their subtotals and these add to
because many homemakers mentioned more than one difference. )
2 Includes statements such as “‘citrus is a good appetizer’’; “citrus fruits are not

fattening’’; “citrus is more alkaline”’; etc.

more thank 100

3 All other differences, such as “can use citrus fruits for breakfast”; “citrus fruits

1.t

are juicy’’; “citrus fruits are more refreshing”’; ete.
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- TasLe 103.— Relation between education of homemaker and replies to the

“question: “Do you think fresh citrus fruits in

7 “general are different from
States o '

other kinds of fresh fruit?”’, United

Homemakers using one or more citrus
products during the year prior to
Interviewing

Réplies -
Art;gnmd:f | _Attended | Attended
'gSchQOI e high school college
: * Percent - Percent - Percent
Tresh citrus fruits are different__ - .______ 51 - - 83
Fresh citrus fruits are not different.______ 22 23 10
Don’t know whether fresh citrus fruits are :
different________ R e 27 15 7
Not ascertained_ - - ______.._____._.____ 1 L[ 1
Total ... 100 100 100
Nur;iber of cases. .. ___ i _______.____ 736 1,059 299

1 Less than 1 'pefcent;.

TABLE 104.—Replies to the question: “What about the various f}'eéli citrus-

fruits, like oranges, grapefruit, and lemons—do

dufferences among them in terms of food value?”’

you think

there are any

Hémema,kers using one or more citrus 'produCts_dﬁring
the year prior to interviewing - -
Replies o Re?t ' M;‘,tro-
nite . o | B3 politan
States South | Pacific United Urban | Rural Los
States Angeles
Percent| Percent | Percent | Percent | Percent | Percent | Percent
There are no differences
among fresh citrus
froits . _____.___ 46 44 44 48 47 45 44
There are differences
among fresh citrus
fraits_ . .. _________ 27 25 32 28 28 24 34
Don’t know whether
there are differences
among fresh citrus
fruits. ... _______.__ 26 31 23 24 24 31 21
Not ascertained._...____. 1 t 1 ! 1 1 1
Total ... __~._. 100 100 100 “100 100 100 100
Number of cases. .. _____ 2,139 | 1,290 961 | 1,362 | 1,510 629 407

1Less than 1 percent.
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TaBLE 105.5——Ways in which homemakers said various fresh citrus fruits

are different in food value, United States

W ays in,whit;h,they ;vere thought to differ

Homemakers

Whé said there

are_differences among the
various fresh citrus fruits

Favor oranges. - _ .o oo e T
- Oranges contain the most food value; more
healthful . _______ .
Oranges have the highest vitamin content
(unspecified)_ . __________._ immee-
Oranges contain the most Vitamin C
Favor grapefrait. _ _______ .. ___i____.
Grapefruit contain the most food value; more
healthful : - -
“Grapefruit have the highest vitamin content
(unspecified). . - ie_—_Zo-
Grapefruit contain the most Vitamin C_________
Favor lemons. _.

Lemons contain the most food value; more

Lemons contain the most Vitamin C__________.-

.- Lemons have the highest vitamin content
"~ (unspecified) .. _ ..ol _________.
Don’t know what the differences are
Not-ascertained

Number of cases

Percent 1 Percent !
47
21
9
_____________ -17
12
4
1 )
_____________ 10
6
3
9
_____________ 5
_____________ 8
580

! Percentages add to more than their subtotals and ‘these add to
because many homemakers mentioned more than one difference.

more than 100

TaBLE 106.—Relation between education of homemaker and replies to the
~ question: “What about the various fresh citrus fruits, like oranges, grape-
fruit and lemons—do you think there are any differences among them in

" terms of food value?’’, United States

Homemakers using one or more citrus
roducts during the year prior to

Interviewing
Replies
A:at’g’gzg‘ Attended Attended
g sehool high school college
Percent Percent Percent
Thereare no differences among fresh citrus
PP . el 45 48 45
There are differences among fresh citrus
frutt S o e i 23 28 35
Don’t know whether there are differences
among fresh eitrus fruits...____._..__ 32 24 19
Not ascertained - - - o ooccoooooaoo oo 1 ! 1
Total: oo 100 100 100
Number of €888« - ccoccooocmcaeaaae 736 1,059 299

! Less than 1 percent.



TaBLE 107.—Replies to the q'ues’ti'an."r “Do you feel that there are any

“important differences between fresh citrus and canned citrus products?”’

Homemakers using one or more citrus products duri

the year prior to interviewing

ng

~ Replies - : A , Refst, ' M(letro-
R | United | ¢ . -0 Tk politan
States | South- | Pacific United Urban | Rural Los
) States | Angeles
o - ) P,ercehl Percent | Percent | Percent | Percent | Percent | Percent
There are important dif- 1 ' o T
- ferences hetween fresh
- and canned citrus. ._. 67 |-~ 62 72 70 - 70 61 80
There are no important - C
- differences between ) ) o
fresh and canned citrus | 19 20 16 19 19 19 1
Don’t know whether S
there are any impor- : ©
tant differences.______ 13 16 11 11 10 19 8
~ Not ascertained..______. 1 2 1 L 1 1 1
Total._.___...__. 100.| 100 | 100 | 100 | 100 | 100 100
Number of cases_.____. 22,139 11,200 | 961 1,362 1,510 629 | 407:7

! Less than 1 percent.
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TaBLe 108.—Ways in which homemakers think fresh citrus and canned
- citrus products are dzﬁ‘erent United States

) Hm}?emakers &yf}fm said tlll)at
. . 3 : there are differences be-
Ways in which they were —thought to differ tween fresh and canned
citrus products
) ) Percent ! Percent *
Taste differences. _ .. | __
Fresh tastes better. .. ______ . ______________ 35
Canned tastes ‘“tinny”; metallic; ‘‘processed”’
taste o e ____ 28
Canned tastes better_.______________________.___ 1
Taste differences—don’t know or not ascertained
which is better____________ . ___ . ________ 5 :
Food-value and health differences__ ________________|.____________ 45
- Fresh citrus contains more vitamins (unspecified
and vitamins other than C).____________.____ 26
Fresh citrus contains more Vitamin C___________ 2
Fresh citrus better for health; better food value;
more nourishing_ .. ______________________ 6
~ Canned citrus has better food value; product
canned at peak quality_ _____________________ 1
Other specific food value and health differences
favoring fresh eitrus_ - ___________________ 11
Other specific food value and health differences
favoring canned ecitrus_ . . _______________.____ 1
Other food value and health differences, don’ t
know or not ascertained which is better _______ 1
All other differences_ _ _ _ . | 5
Don’t know what the difference is__ . _____________ | __________ 1
Not asecertained - __ .- ____ . ____________ [P PR 3
Number of cases_ . - oo 1,445

1 Percentages add to more than their subtotals and these add to more than 100
because many homemakers mentioned more than one way in which t.hey differ.
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TaBLE 109 ——Relation between education of homemaker and replies to the
question: “Do you feel that there are any important differences between
fresh citrus and canned citrus products?”’, Umted States

Homeinakers using one or more citrus
products during the year prior to

mterVIewmg
Replies ——
7 Ag‘g;g:g -Attended Attended
Vg school. high school college
o Percent _ Percent Percent
"There are lmportant drﬁuences between : -
fresh and canned citrus__.___ izl 62 68 79
There are no important differences be-
- tween fresh and canned eitrus. .._._._. 19 20 14
Don’t know whether there are any im-
portant differences__ __________.___._. 18 11 6
Not ascertained. . . ... __________._. 1 1 1
Total . .. 100 100 100
Number of cases. - -oooeoeoo. 736 1,059 299
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TasLe 110.—Reasons given for ‘using fresh citrus fruils once a month or
-~ more i the winter months, United States

Reasons given

Homemakers who during the winter months

used once a month or more—

Fresh
oranges

Fresh
lemons

Fresh
grapefruit

Health reasons__ ..o o
Health (unspecified) .. -.____
Vitamins (unspecified). - - ...
Vitamin C_____.__._.______
Vitamin D__..________.____
Other specific vitamins._.___

Laxative_ . ___ ... -]

Prevent or cure colds. _ _____
Prevent or cure other specific
illness_ .. ___________
Prevent or cure illness (un-
specified) . oo _L______
Stimulate appetite_________.
Acidity oo
For hones; teeth.____.______
Aid digestion_ - _____.______
Minerals (iron, ete.)._ . __.__
Not fattening; good for re-
ducing. - oo ______
Miscellaneous specific health

Taste reasons_ __.______ ...
Taste; flavor (unspecified)-_.

Miscellaneous specific taste
TEASOMS oo o oocommme oo

General stimulating effect

Invigorating; give pep-._ -
Refreshing; thglrst-quenching_
Convenience reasons; handy;
good to keep on hand_________
Availability reasons; always
available, ete.. . ___________
Cost reasons; relatively
inexpensive. . _._..______.___._
Other reasons________.___..___
Presence of children3_______
Forsnacks_ ... _________
For variety_ . .__________
Miscellaneous specific other
YEASONS. o oo oo oo

Percent !

76 65

42 43

10

34 25

Percent !

41

48

11

v
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TasLE 110.—Reasons given for usz’ﬁg ) fiesh cttrus fruits once a month or
more 1n the winter months, United States—Continued

" Homemakers who during the winter months
used once a& month or more—
Reasons given -
Fresh g Fresh Fresh
- - oranges grapefruit - lemons
Percent! - Percent! Percent!

Don’t know..__.______________|ooi_i_. 1= ) I U
Not aseertained . . ______________|.______ 4 | (R 422
Number of cases. .- _._._.__|-____.. | 1,954 | .. ’ 1,492 |_______ ‘ 1,697

! Percentages add to more than their subtotals and these add to more than 100
because some homemakers gave more than one reason.

2 Less than 1 percent. -
;  Some specific statement was made indicating children in  the household were a

actor. - :

¢ The large percentage of “Not ascertained” was due to the apparent inability of so
many homemakers to give reasons in terms of “What it is about fresh lemons” (taste,
health, etc.) rather than ways lemons were used.
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TABLE 111.—Reasons given for using processed ctirus juices once a month or more in wihter, United States

. Homemakers who used once a month or more in winter
Reasons given Frozen Canned Canned Canned Canned
concentrated orange grapefruit ‘blends (or bottled)
orange juice juice juice lemon juice
Percent ! Percent ! Percent * Percent ! Percent !
Convenience TeasONS__ ... _______- SRR SRS JRp 57 |- 44 |- 32 |- 29 |______ 45
Easy to prepare; saves time. - o . ___._.l.____. 51 38 27 25 31
Can keep supply onhand_ ____ . .. 9 10 7 6 18
Taste TeASONS. oo o - o e | 46 17 24 35 19
Taste; flavor (unspec1ﬁed) _________________________________ 8 8 | 7 . 17 10
Natural tree ripened __ ______ . _________________ 18 B O P 3
Almost as good as fresh product. .. 3 T N RO N OO N o N P
Sweet . _ - 8 5|1 jo-o--- AR 2 A P
Sour; tart; aCId___-___; ________________________________________ 2 10 4 : 3
Sharp; BANEY - - o] e /2 O P
Bitter. - oo i e eeee] e b2 I PP N U
Blended taste is better than either juice above_._____________|._____.| ..o  |------ 28 N
Miscellaneous specific taste reasons_______________._________ 2 2 5 8 4
Health reasons_ . _ e e |23 |o... 35 || 43 {_.__. [ N P 16
Health (unspecified) ... e 4 7 6 5 1
Vitamins (unspecified)_ ... 9 9 8 8 1
Vitamin C_ _ .. 4 3 3 3 2
Other specific vitamins_ _ __ . _______________._. 4 1 1 kN PR D
Prevents or cures colds. - __ ... 2 4 6 3 4
Prevents or cures other specific illnesses___ . __|___._.._ 2 3 1 2
Prevents or cures illness (unspecified) .- .. - .. __|ooo._ 2 2 1 1
Laxative - oo e 4 4 3 3
Stimulates appetite__ i a|eamoan 4 5 4 |-
As much food value as fresh produet. _ ___________________ | ... 2 2 P N P
Aids digestion . _ . - et |eeemeel e 22 T P,
Not fattening; good for reducing_ .- oo oooocoooooaaofoooo| oo P2 P L P

(Continued on next page)
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TABLE 111.—Reasons given for using processed citrus juices once a month or more in winter, United States—Continued

Homemakers who used once a month or more in winter
 ~Reasons given Frozen Canned Canned Canned Canned
: concentrated orange grapefruit b?'en gs (or bottled)
orange juice juice juice lemon juice
‘ o Percent 1. Percent ! Percent Percent ! Percent *
Acidity Ll ool i ____l.__._. B — 2 S L I
‘ Miscellaneous specific health reasons_ .. _____________________ 2 5 5 6 6
Cost reasons; relatively inexpensive_ ... .. ... . __________{._.__. 14 .. 120 _.____ I Y A S 8 |- 20
Availability reasons; always available.._______________ S (Ao 10 ... 15 [0 ... 12 | ... 9| 20
General stimulating effect reasons........._. SRS RN I b 2 IR 6 |- 8 ... T 4
Invigorating; gives pep. - oo oo e 2 4 ) 4 2
Refreshing; thirst-quenching_ - _________________________ 1 2 3 1 3 2
Other reasons. . ..o o 17 . 20 o ___. 30 ... 46 [ 5
Presence of children 2. _____ . .. .. 9| 12 ‘ 8 8 P 2
For variety.______ Sy P S NS SRR U SR 7 ‘ 7 22 40 2
Forsnacks_ . .. .l __________ ] P 2 2 2 Jeaooos
Miscellaneous specific other reasons. - . _ .. _____.________.__ 2 8 ‘ 3 ‘ 3 1 ‘
Don’t know._ _ e 1 oo ) I ) I ) N 3
Not ascertained. |l . F 2 P " [ 0 I A PR L T 415
Number of cases_ - . 470 1,190 972 | 629 395

! Percentages add to more than their subtotals and these add to more than 100 because many homemakers gave more than one reason.
? Some specific statement was made indicating children in the household were a factor. ‘

3 Less than 1 percent. L : )
4 The large percentage of ‘‘not ascertained” was apparently due to the inability of many homemakers to give reasons in terms of “what it

is about lemon juice” (taste, health, etec.) rather than ways lemon juice is used.



TaBLE 112.—Reasons given for using. fresh citrus fruits less than once a
month tn winter, United States

Reasons given

Homemakers using a given fresh citrus fruit

less than once a month in winter

Fresh oranges

Fresh grapefruit

Fresh lemons

Cost reasons; too expensive_.____
Food habit reasons. _ . ___.___ .
Seldom prepare food requir-

ing produet. ... _.____ .

Use only for variety_ - ...
Use only in warm weather___
Miscellaneous food habit rea-
sons (shopping habits; for
visitors, ete.) ... _____
Health reasons. . c.._______.__
C)peclﬁc ailment prevents use_
ause indigestion...._..__.__
Too acid for health. . _______
Use only when ill (other than
[70) U F) T
Use only -when have colds__ -
Trritates mouth_ ... ________
Miscellaneous specific health

Availability reasons_ ... _..___
Other Freferred products
available. . ____________..
Not available in stores_.___-
Convenience reasons_ .- --.._-.
Difficult to prepare; too much
time to prepare..__._-.._..__
Can’t keep supply on hand;
can’t store- - . oo_._.._..-
Miscellaneous specific con-
venience reasons_ .. ...
Taste reasons_ - ... ____.__
Dislike taste, unspecified_ - __
Too sour; t0o tart_ ...
Too bitter—— - -
Not sweet enough; have to
add sugar_. - __._____.
Mlscellaneous specific taste

Other reasons____ ...
Presence of children a factor

in npot using more fre-
quently . ...
Mlscellaneous specific other
TEASONS e oo ooee e

34
21

17

17

13

12

12

Percent !

25
20

14

15

33

11

_______ 10
_______ 64

. 11

115
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TaBLE 112.—Reasons given for using fresh citrus fruits less than once a
month in winler, United States—Continued

Reasons given

Homemakers using a given fresh citrus fruit
less than once a month in winter

Fresh oranges {Fresh grapefruit| Fresh lemons
Percent! Percent Percent!
Don’t know_ . _______ . ___|___._._ b J P, D I PRSI
Not ascertained. ... . __.______|_______ 9 |.______ 10 ... __ 4
Number of eases_ .. _.__________ 98 249

’ 191

! Percentages add to more than their subtotals and these add to more than 100
because some homemakers gave more than one reason.

2 Less than 1 percent.

* Some specific statement was made indicating children in the household were s factor

(“children don’t like________ 5 “child is allergic to product’; ete.).
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TaBLE 113.—Reasons given for using prbcessed citrus juices less than once a month in zvi'nter, United States

Homemakers using a given processed citrus juice less than once
a month in winter

. Reasons given
Frozen Canned Canned c ' d Canned
concentrated orange grapefruit b?(lelril gs (or bottled)
orange juice juice juice lemon juice
Percent 1 Percent 1 Percent Percent ! Percent !

Cost reasons; too expensive_ .- SO PR 32 |- 13 oo 9l - 8 |oeooon 7
Taste TeasOns - o - 29 - 37 |- 50 |- 38 |- 29

Dislike taste (unspecified)____ 5 4 6 6 7

Artificial; processing changes taste; not like fresh__  ________ 8 12 6 5 15

Thin; watery; too weak. ______._.____._._. il 6 2 1 1 2

To00 bItter e o e oo 4 6 19 10 1

Tinny; tastes of can_ 2 14 8 | 10 4

Too sour; too tart . . 1 2 17 6 5

Too sweet ol i e e /2 N () Oy S

Not sweet enough__ . e i 2 1 17 |

Miscellaneous specific taste reasons. . ____ 5 4 2 5 3
Food habit reasons_ - - - oo 20 |- 18 |- 22\ ___ 34 | _____ 39

Use only in warm weather_________ . ________________ 3 6 3 5 11

Seldom prepare food requiring product ..o ________ 3 1 1 3 27

Use only for variety . . - 1 3 11 17 .-

Miscellaneous food habit reasons (shopping habits; for

VISIEOTS; €6C.) - e 14 10 7 11 6

Availability Treasons . - - e 20 |- 16 fo_____ 13 |- 16 |- 10

Other preferred products available_ . . ______.____________. 17 13 11 ‘ 13 9

Not available in stores____________________ e 3 3 2 3 1
Convenience reasONS. - - - oo oo o mma e m e mem oo 15 |- 11 - : 6 |.____. 12 | .. 19

Can’t keep supply on hand; can’t store____.________________ 6 2 2 1 2

Use only when need to save time______ .. ... ________. 5 9 6 11 19

Difficult to prepare._.. . . oo oo ioooooooo O O L T S eepepepet N g

(Continued on next page)
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TaBLE ‘1‘13.—‘—Reason‘s given for using processed citrus juices less than once a month in wz’nter, Um'ted ‘ States%Cbntinued

Homemakers using a given processed citrus juice less than once
' a month in winter

Reasons given ‘ :
; e ‘ Frozen - Canned Canned Canned Canned
concentrated orange grapefruit bl el?d < (or bottled)
orange juice juice juice ‘ lemon juice -
Percent 1 Percent 1 Percent 1 Percent 1 Percent 1
Hea.lth T@ASODS_ - el el 10 ... 16 |- __ B VA I 11
Bad for health (unspecified) . _ - . .. ___________.______ 3 1 1
Lowmvxtamm content___;_;--____-___,-;_‘________---*-;_ 4 4 1 . 1
Specific ailment preventsuse._ . _.________.________ el 2, 1 2 B A I P
_ Use only when ill (other than colds)_ i Cim 1 5 3 12 1
‘Use only when have eolds______-_ . ____________________|___.__ 1 2 2 4
Causes Indigestion._ - - .. _ o __________ 1 1 7 L2 T
Too acid for health_.__________ e e e e 1 2 5 20 2
Miscellaneous specific health reasons__ __ _______________ S 1 3 B 3 2 = 1
Otherreasons_-________---_--_____------______-___,-ﬂ---___‘_ _______ 9 (L __. Tl 8 ool | 0 8 emol]. 5
Presence of children a factor in not using more frequently S 6 4 ' 6 6 1
‘ Miscellaneous specific other Teasons._ . .__.. e e 3| ‘ 3 2 3 5
Don’t know. ... oo 1 |a_.___ A I 2| 1
Not ascertained...._.________ . _____________._.______ S R o8 10 |- 6 |-o_- 7ol 6
N umber of BB o e e e e e i 110 187 | 223 171

125

1 Percentages add to more than their subtotals and these add to more than 100 because many homemakers gave more than one rea.son

2 Less than 1 percent.

3 Some specific statement was made mdxcatmg children in the household were a factor (“children don t hke __________ s “cluld is allergic to

product’’; ete.).



"TABLE 114.—Replies to the question: ‘“‘Are there any members of your
family who would like you to serve more fresh oranges?”

Homemakers who used fresh oranges during the year
prior to interviewing

Replies ) Rest Metro-

) gg:eeg South | Pacific Unoift eod Urban | Rural p()Il‘g;:n

States Angeles

) Percent | Percent | Percent | Percent | Percent | Percent | Percent

Would want more fresh |
Oranges. . . _—-o—____ 20 31 18 16 17 27 18
Would not want more

fresh oranges_...__.... 80 68 81 84 83 72 81
‘Don't know_.._.....___ L I S 1 L R KU
Not ascertained ......... ! 1 1 1 1 1 1
Total-___oioo.-- 100 100 100 100 100 100 100
Number of cases_.....__ 2,054 | 1,249 893 | 1,308 | 1,449 605 385

1 Less than 1 percent.

TaBLE 115.—Replies to the question: “Are there any members of your
family who would like you to serve more fresh grapefruit?”’

Homemakers who used grapefruit during the year prior
to interviewing
Replies United Re%st M(letro-
nite: : o politan
States South | Pacific United Urban | Rural Los
States Angeles
Percent | Percent | Percent | Percent | Percent | Percent | Percent
Would want more fresh
grapefruit______..____ 16 23 16 13 14 22 14
Would not want more )
fresh grapefruit______._ 84 76 83 87 86 77 85
Not ascertained.__..__.. 1 1 1 1 1 1 1
Total .. ... 100 100 100 100 100 100 100
Number of cases_. ... 1,685 905 727 | 1,130 | 1,252 433 332

1 Less than 1 percent.
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‘TaBLE 116.—Replies to the question: “Are there any members of your

Jamaly who would like you to serve more fresh lemons?”

7 }Ionlémai(ers thoruséd fngesh lemons drurirng the year
B prior to interviewing
Replies R | o Refst Metro-
United | .. ot -0 - politan
States South | Pacific United Urban | Rural Los
States Angeles
: Percent | Percent | Percent | Percent | Percent | Percent | Percent
Would want more fresh - o :
lemons.____________._ 9 15 5 6 7 14 6
Would not want more
fresh lemons________.. 89 831 93 92 91 85 92
Not ascertained_.._____. 2 2 2| - 2 2 1 2
Total ____________ 100 100 100 100 100 100 100
Number of cases________ 1,948 | 1,174 892 | 1,237 1,390 558 387

TaBLE 117.—Replies

to the question: “Are there any members of your
Jamaly who would like you to serve more frozen concentrated orange juice?”’

during the year prior to interviewing

Homemakers who used frozen concentrated orange juice

Replies United Reft ~ | Metro-
nite ) " of - politan
States | South | Pacific United Urban | Rural “Los
States Angeles
: Percent | Percent | Percent. | Percent | Percent | Percent | Percent
Would want, more frozen N
concentrated orange
juice. -~ _ ... ______._ 12 15 15 11 12 11 16
Would not want more
frozen concentrated 1
orange juice__________ 86 82 81 87 85 88 77
Not ascertained._.__.__._ 2 3 4 2 3 1 7
Total.______.___. 100 100 100 100 100 100 100
Number of cases. _.____. 599 235 220 449 484 115 102
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TaBLE 118.—Replies to the question: “Are there any members of your
famaly who would like you to serve more canned orange juice?’’

Homemakers who used canned orange juice during the

" year prior to interviewing

Replies United Rest Mclstro-
nite : of politan
States South | Pacific United Urban | Rural Los
States Angeles
) Pérceni Perceﬁt Percent Percent | Percent | Percent | Percent
Would want more canned
orange juice_..__..___._ 13 22 13 9 11 19 11
Would not want more -
-canned orange juice._ .. 85 77 85 89 87 81 86
.Not ascertained.___._____ 2 1/ 2 2 2 t 3
Total ... __..__. 100 | - 100 100 100 100 100 100
“Number of cases________ 1,330 | 874 | 555 | 820 941 398 200

! Less than 1 percent.

TABLE 119.—Replies to the question: “Are there

any members: of -your

family who would like you to serve more canned grapefruit juice?”

Homemakers who used canned grapefruit

juice du:ringr

the year prior to interviewing

Replies _— Re;t M ftl‘ o-
nite : 0 politan

States | South | Pacific United | UThan | Rural Los
States Angeles
Percent | Percent | Percent | Percent | Percent | Percent | Pereent

‘Would want more canned ) 1

" _grapefruit juice. ______ 10 17 10- 7 8 16 10

‘Would not  want more : ) FE
canned grapefruit juice. 88 82 89 91 90 83 90
Not ascertained_________ 2 1 1 2 2 1] L
Total_.___.__..__ 100 100 100 100 100 100 100
Number of cases________ '1,209 706 616 767 895 313 251

! Less than 1 percent.
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“TABLE 120 —Replzes to the questwn' “Are there any members of your
fa’m@ly who would like you to serve more canned blends?”’

Homemakels who used cs.nned blends during the year
prxor to mtervmwmg
, Rgplies United SR Refst ) . M(latro-
P nited | o A paar _of i o1 | politan
| States South Pacific | (7pigeq | Urban | Rural | Ty o
: States ) "~ | Angeles
’ ' - Pe’rcént Perceﬁt P;:rceﬁt P?rceni Percent Pércent Percent
Would want more ca.nned : R R SR o
blends.. - ._.____.__ S8 12 11 7 713 10
Would  not, want more S
canned blends_____.__ 90 | - 86 86 92 91 | 86 87
Not ascertamed_---,-'_-, 212 -3 1 2 1 3
' Total.._. ... 100 | 100| 100 | 100 | 100 | 100 100
Number of cases-......_. 869 | 378 | 398 | 620 667 | 202 150

' TABLE 121.—Replies to the questum “Are there any members of your
famzly who would like you to serve more canned {or bottled) lemon ]mce?’ !

Homemakers who used canned or bottled lemon ]ulce
- durmg the year prior to 1nterv1ewmg

) LReP lies U . Vd ) - ,R'efst" o Méletro-
nite .2 of o1 | politan
States | South | Pacific | 1504 | Urban | Rural | %y 50
R R States Angeles
i oo —Pe}ceht Per;:ent Perceﬁt Perrcémr Percent | Percent | Percent
Would want more ca.nned : R - o
lemon juice_ _ ... ... R B R A 1 3 2 5 .4
Would not want more : f .
canned lemon juice____| 92| 88 ] 93 92 | 93 | 89 90
Not ascertained. ... .- .. 5 5 6 5 5 -6 6
: Total ____._____ 100| 1200| 100 100| 100| 100| 100
Number of cases.____.__ 533 181 | 213 | 410 | 408 | 126 84
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TABLE 122.—Relations between frequency of use of a citrus product during
the winter months and replies to the question: “Are there any members of

“your family who would like you to serve more. .. .. ... 77, United States

~ Frequeney of use of a given citrus.

: product in winter
- Replies -
' Two or more Less than twice
times a week a week.
] Percent | Number | Percent | Number
‘Would want more: - -

Fresh oranges __-___________ _________ : 16 1,503 32 528
Fresh grapefruit..._.o_._____ . _______ 10 804 20 847
Fresh lemons. ______________ [ -7 546 91 1,033
Frozen concentrated orange juice._______ 9 204 15 315
Canned orange juice.__.__________ e 14 509 14 695
Canned grapefruit juice_ _______-_______ | 11 355 10 737
Canned blends. .. _____________________ 9 199 8 570
_ Canned (or bottled) lemon juice..______._ 4 79 3 304

¥

TaBLE 123.—Relation between frequency of use of a citrus product, yearly
- family income, and replies to the question: ““Are there any members of your

Sfamily who would like you to serve more. .. .. .. 27, United States
:Use given product two or |- Use given product less
more times a week than twice a week

'Replies ‘Low | Middle _High | Low Middle- 'High

income | income | income | income | income | income
(82,468 | ($2,469 | (34,251 | ($2,468 | ($2,469 | ($4,251

and - to and - and to and
- under) | $4,250) over) under) | $4,250) over)

: Pct. | No.|Pct. | No. | Pct.| No. | Pct. | No. | Pect. | No. | Pet. | No.
Would want more: :

Fresh oranges_____ 28| 383|- 14| 511 10| 509 46| 219] 25| 148( - 15| 112
Fresh grapefruit...| 17| 174 7| 251| 311] 34| 247| 15| 284| 14| 251
Fresh lemons_.___. 15| 134| = 5| 166 200 19| 281f 7/ 351] 4] 330
Frozen concentrat- '

Canned orange juice|- 20| 149| 14| 165) 165(- 28| 212{ - 11} 245 5. 185
Canned grapefruit : e : 1. S
Cjulee._____.__ -.| 15/ 106} 10| 101 127; 23| 194 8| 255 5/ 235
76/ 16| 139| - 8| 192 5| 200

Canned or bottled : Ay

0
8
3

ed orange juice.| 1 16/ 7| 62| 10/ 117| i 54| 16| 121| 11| 120
8
9

Canned blends.___| 15| 42| 9| 65 5

lemon juice. . ___ of 211 4 26f.___| 28 7| 65 2 101 1| 119

1 Less than 1 percent.
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TABLE 124 —(Among homemakers who had used some citrus product )
Reasons given for not using fresh citrus fruzt during the year prior to

“interviewing, United States

- Reasons given:

_Honiemakers who used some citrﬁs product dur-
ing the year prior to interviewing but did not use—

Fresh
oranges

Fresh
_grapefruit

Fresh
lemons

Health Teasons_ .. ______ e
Specific-ailment prevents use.
Cause indigestion.___.._..___

Too acid for health..______. -

Bad for health (unspeclﬁed)
Miscellaneous specific hea,lth
TeASONS. _ ool -
- Convenience reasons; too much
time to: prepare; can’t keep
supply on hand;etc.._____._._.
Cost reasons; too expensive. . _
Taste reasons. _ ...

Dislike taste (unspeclﬁed) S

Too sour; too tart_________.
Too bltter _________________
Too sweeb_ .- ooz __—..
Have to add sugar to get de-

sired taste___________.__- h

Miscellaneous specific taste

IeASONS_ - ooooooooo|
Availability -reasons; not avail- |

able in stores; etc..__.________
Food habit reasons; never think
of them; never prepare food
requiring them;ete._._______-_
Other reasons._ . .. ... _____>_.
Presence of children a factor
innot using3_ . __________
~ Miscellaneous speclﬁc other

Don'tknow-___.______________. 7

Not ascertained . _._..__.___.__.

‘Number of CASES_ - -l -

Percent 1

26

22
13.

S 12

10

10

I 12

e 10
_______ 51

Cii_T. 10

I 2

| 12

Percent! -

o 13

....... 10
_______ 26

R 1
o 12

86

455

192

1 Percentages’ add to.more than their subtotals and these add to more than 100
_because some homemakers gave more than one reason.

% Less than 1 percent.

3 Some specific statement was made indicating children in the household were a
factor (“the children don’t like- them,” etc. ) .

124



4}

TasLE 125.—(Among homemakers

who had used some citrus
during the year prior to in

product.) Reasons given for not using processed citrus Juices
terviewing, Unzted States

Homemakers who used some citrus product during the year prior to
‘ interviewing but did not use—

Reasons given

Frozen Canned Canned c d Canned
concentrated orange grapefruit b?nnc?s (or bottled)
orange juice juice juice en lemon juice
Percent 1 Percent 1 Percent ! Percent 1 Percent
Food habit reasons; never think of product; never got around to
‘trying product (but know of it)________________ ! PR 30 |___.. 10 | __ 8. 26 [._____ 29
Never heard of product; just heard of produet_.______._._______ | _____ 20 || 9 |______ 14
t reasons; too expensive. __ . ________._____.___.___ R S 15 | ___ L T . [ P 6
Availability reasons; not available in stores; other  preferred
products readily available______________._____._____________| . _._.: 18 | 8 | 4 | 6 | __ 10
. Tastereasons...__._______________ .. ________________"TTTmC 10 ___ 53 |______ 58 |______ 33 |- .- 24
Dislike taste (unspeeified)_ .. _________.___..____._________ 3 8 6 6 5
Too artificial; processing changes taste_._____________________ 3 13 5 4 6
Too watery; too thin; too weak_____________.______________ 2 3 1 1 .
Too tinny; too metallie..._______________ S (H, 19 13 8 5
Toobitter_._____________ | 10 24 9 4
Too sour; too tart___________.____________________________I"""""" 4 15 4 4
Tastes of oil, rind, orpeel _______ _______________________|\____" 3 b A N
Dislike combined flavors. ___.____________________________|"7°°77F T 7 4 |
Miscellaneous specific taste reasons_________________________ 5 3 2 2 3
Convenience reasons______________ _________________________""| 8 faceom_ F SRR SRS SN RS A R,
Cannot store because of perishability___________________ ———— 20 R P I Ao I IS R
Difficult to prepare, ete.. ... ____________________________ 2 N P N AR R R
Healthreasons ____________.___________________________ | . 4 14 13 8 6
Bad for health (unspecified).______________________________ 4 2 1 1 1
Too low in vitamin content. __ ______________.___________ N 4 3 2 2
. Processing causes health qualities to deteriorate__________ S (S 3 2 1 |-
. Tooacidforhealth.___. . ______._.__________“ .~~~ "~ [ PR 2 E 20 IR P S




I

921

TABLE 125‘.—(Amon‘g homemakers who had ﬁsed some citrus product.) Reasons given for not using processed citrus juices
: o ; " during the year prior to interviewing, United States (Continued.)

Homemakers who used some citrus product during the year prior to

interviewing but did not use—

Reasons given

Frozen ' Canned Canned Canned Cannped
concentrated orange grapefruit blends (or bottled)
orange juice juice juice lemon juice
! : Percent ! Percent ! Percent ! Percent * Percent *
_ Specific ailment prevents use_ .- -~ oo oo I PR 2 2 b2 I P
Causes indigestion. - - oo lioemoo i iiiiaeao|aasoa 2 2.0 |esoaop 0 feseoat
.. Miscellaneous specific health reasons_ .. .. . |-—---- 1 1 3 4
"Other Teasons - oo i e ihicemecoledmmmmmdaneieiao |t 8 10 10 6 5
. No freezing unit or no refrigerator_.__._ o mmmm———————— [ R P E I (N (E U IORRRR S P
_ General prejudice against processed foods. - - - oo oooooooo-- 4 4 3 2
Presence of children a factor in not using 3_ __ _________._____l._oi.. 4 5 20 0 |aaoa--
. Miscellaneous specific other reasons. - __._ . . _____ .- - 3 2 1 1 3
Don’t KNOW - - - oo Comidmmnis S SR b N RS, ) i I P b2 I 1
Not ascertained - im el 5 oaoois 13 |o----C 13 |._____ 15 |ooooo- 13
Number of ¢a8eS ..o cowlooqicecmmcaomaa hmiaman U . 1,541 801 931 1,271 1,606

1 Percentages add to more than their subtotals and these add to more than 100 because some homemakers gave more than one reason.

2 Less than 1 percent.

3 Some specific statement was made indicating children in the household were a factor (“‘the children don’t like it,” ete.).



: TaABLE" 126 —(Asked of homemakers who had not used any citrus product
during the year prior to interviewing.) Replies to the question: “Why s
that you didn’t use any citrus at all?”, Umted States

7 Replies

Homemakers

who did not

use any -citrus during the
year pnor to mtervxewmg

Health reasons_______________._ el
Bad for health, unspeecified_ ___________________
CPec1ﬁc ailment prevents [

se indigestion____________________________ ¥

Too acid for health_________________ B B

“Miscellaneous specific health reasons._ . ___..____
Cost reasons; too expensive.__ - __________._________
Food habit reasons never think of them ete. ..
Taste reasons_ - - ___________________________._._ -

_ Dislike taste, unspecified

Too sour; too tart_ .. _____-__ - __ T __i_______

Too bltter---_-____; _________________________

Too sweet - ... __ . _._
Availability of home-grown, home-canned other fruits

or vegetables_ ______________________________..__
Convenience reasons—too much trouble to prepare.
Other reasons_____ .- __________._________________

Presence of children a factor in not using 3_______

General prejudice against processed foods_ . __._-

Miscellaneous specific other reasons_____________
Not ascertmned____-_________________;__'___-,--__

Percent 1 " Percent !
1
30
15
9
2
_____________ 24
_____________ 17
_____________ - 137
2 B
8
2
1
_____________ 11
_____________ -1
_____________ 12
8
3
1
_____________ -5
68

! Percentages add to more than their subtotals and. these add to

because many homemakers gave more than 1 reason.
2 Less than 1 percent.

more than 100

8 Some specific statement was made 1ndlcat1ng children in the household were &

factor (“children don’t like it,” ete.).
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TABLE 127.—Replies to the question: : “Does it seem that the taste of canned
- cttrus juice, in geneml stays about ihe same or that it changes from time -

to time?”’
Homemakers who used canned citrus juice during the
year pI‘lOI‘ to mterVIewmg
Replies nited o , 7 Re ?t, 7 7 i MTtro-’
nite - o politan
States South | Pacific United Urban | Rural Los
- States Angeles
i Percent | Percent Percent | Percent | Percent Peré'eni Percent
- Taste stays about the '
same_ __.___.__-__.___ 71 S 71 72 71 71 72 67
Taste changes_ - .. .- 16 151 14 16 16 15 18
Don’t know____________ 8| 11 -9 -7 8 8 12
Not ascertained ._____._ 5 3 -5 -6 5 5 3
Total -.______._. 100 | 100 100 | 100 | 100 100 - 100
Number of cases ... 1,658 979 | 771 | 1,060 | 1,207 451 303 -

TaABLE 128. —Replies to the queétz‘oh “Does it seem to you that the taste of
frozen citrus juice, in general, changes from tzme to time, or do you think
it sta,ys about the same?”’

year prior to interviewing

Homemakers who used frozen citrus juice during the

Replies Vitifiod : Reft M?tro-
nited | o - : o politan

States Soqth Pacific United Urban | Rural Los
States - Angeles
Percent | Percent | Percent | Percent | Percent | Percent | Percent

Taste stays about the

SAMe. .. 77 77 75 78 77 80 76
Taste changes. _________ 7 5 6 8 8 4 4
Don’t know.___.________ 10 10 12 9 9 10 7
Not ascertained. ._______ 6 8 7 5 6 6 13
Total____________ 100 100 100 100 100 100 100
608 246 225 452 492 116 105
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TABLE 129.—Replies to the question.:

“When you buy fresh oranges (fresh

grapefruit) do you prefer buying them loose out of a bin or do you, prefer
them already sacked or bagged?”’, United States

Homemakers using—

Replies
Fresh Fresh
oranges grapefruit
- : __ Percent Percent -
Prefer loose out of a bin_._________________________ - 85
Prefer sacked or bagged..__________________ """ 10 2
No preference___ .- __ il memclodecileiiiieoll 17 13
Not ascertained ........... U SO 1 1
 Totall 100 100
2,054 1,685

! Less than 1 percent.

TABLE 130.—Reasons given for preferring to buy fresh orange& (fresh,
grapefruit) loose out of a bin, United States

Homemakers who preferred to

buy fruit-loose out of a bin

Reasons given

Fresh Fresh
oranges grapefruit
- : - Percent 1 Percent !

" Can select better quality; see what fruit is like.______ 86 7
Can select number needed_________________________ 17 37
Can select desired size________._________________ "~ 4 3
Sold that way at store where trades_____________._. 3 2
Habit; eustom.- - ... _.____.___._________ """ - 2 11
Less expensive_ . _.__.__._____________.___"TT"7" 2 2

- Other specific reasons___________-______________°" 1 2
Dontknow. ... _______________ Tt 2 2
Not ascertained ... _._________________ """ 1 2
Number of eases_ - _ ... . ___.____. 1,473 - 1,431

l'li'eréeni;:;l.;ge,s add to more than 100 because many homemakers gave more than

lreason.
* Less than 1 percent.
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" TABLE 1731..—'—‘Rea'sons' given for pieferringrrto: buy fresh oranges sacked or
S © bagged, Uniled States* ~ =~

- Homemakers who said they -

Reasons given " preferred to- buy fresh

e - oranges sacked or bagged

o : E TR Percent

Less expensive_____ e o i . 45
Saves time buying; more convenient; easier______._____| - 42
Better quality fruit; better grade of fruit. .. _--_.___ 25
Habit; custom. Lo I o il oo oo S 2
Easier tostore-_ . ___________-_____ JES I [ o 1
Sold that way at store where trades.. .- . __.___- 1
Other specific reasons ®_ . ______________ ool 8
Don’t know _ - _ e lilen 1
Not ascertained .. .- - . ___________ ST 3
Number of eases_ 2o o ool ) 214

1 Data not shown for fresh grapefruit because of small number of cases. -
- 2 Percentages add to more than 100 because many homemakers gave more than
1 reason. : - o e R
- 8 Includes statements such as: “The oranges aren’t handled in a sack”; “All one
variety in sack’’; ““All of one size in a sack”; “Can use the sack after the oranges are
? - R N

~gone,” ete. S

TaBLE 132.—(Asked of homemakers who preferred fresh oranges sacked or
~ bagged and of homemakers who preferred fresh oranges loose out of a bin.)
Replies to the question: “‘Suppose you went into a store and only found
oranges being sold by (opposite of preference)—would you still buy them
- there?”, United States — -

=t DD DD GO BN O

- Homemakeré who preferred
B .  fresh oranges—
_Replies — -
| Backedor | Looseout
" bagged of bin
) o : e o “Percent ! - Percent
_ Would buy fresh.oranges loose out of a bin____.__.__ : - e Eemmemas
Would buy fresh oranges sg.cked or bagged . _______ B R ——e 49
Would not buy fresh oranges loose out of bin . (] P -
Would not buy fresh oranges sacked or bagged.. .| —..___.___- - 35
Depends: ] -
I Onﬁnce _____ U AR 3
~On how badly needed__________ ... ) 2
.On proximity to other stores-_______.______ | 1
C Onmquality - oL 1
On amount needed_____ RS 1
.-~ Miscellaneous____________ S SRR (SRR
Not ascertained - - - N 1
Number of CA8eS- - - - - eemmee 214 1,473

"1 Percentages add to more than 100 because some homemakers gave meore than
-1 econdition. . o : -

1:30, )



‘TaBLE 133.—(Asked only of homemakers who said they preferred to buy
fresh grapefruit loose out of a bin.) Replies to the question: “I f you should
go into o store and only find grapefruit being sold (opposite of preference)—

- would you still buy them there?”, United States

: "| Homemakers who said theg
Replies ) ) preferred to buy fres
‘ : grapefruit loose out of bin
: o Percent
Would buy fresh grapefruit sacked or bagged_.________ - 36
Would not buy fresh grapefruit sacked or bagged _____ ] ) 51
Depends: - : o
-~ - On how badly needed; wanted_________._____ 4
On quality of the fruit_____________________ -3
" On amount needed_____ e ielll_. 3
On convenience to shop around; proximity of
other stores__ ______ s EEE 2
Onprice .- __________________ . .. 1
~ On other specific conditions_ ______-_________ 1
Sy Not ascertained on what___________ R 1
Not ascertained. - . __.________________.____ . -~ 1
Number of eases_..oo oo - ... ___. S 1,431

1 Answers of homemakers who preferred fresh grapefruit sacked or bagged not shown
~ because of small number of cases. o
2 gereentages add to more than 100 because many homemakers gave more than 1
condition. R

TABLE 134.—Replies to the question: “When you buy fresh oranges (fresh
“grapefruit) do you prefer having them priced by the dozen (count) or by the
-pound?”’, United States -

Homemakers using—
Replies
Fresh Fresh
oranges grapefruit
i - Percent Percent
Prefer priced by dozen (count).__-__ . __.___.______ 58 - 59
Prefer priced by pound___________________.________ 8 -7
No preference._. ... ___________________._______ 33 33
Not ascerts,ined_--_-_---7_________;___________7__ 1 1
Total. oo 100 100
Number of 6ases___--_________-_____-__-_--__,___ 2,054 1,685
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TABLE 135 —Reasons given for preferrmg to have fresh oranges {, fresh

grapefrmt ) priced by dozen ( count ), United States

Reasons given

Homemakers who preferred
to buy fruit  priced by

dozen (count)

' Fresh '

Fresh
oranges | grapefruit
R R - Percent* Percent !
- Habit; custom _______________ U O] (i 4| 29
Less expensive-___________ - 28 23
_Can select number needed 24 32
Lasier to learn cost; get money’s worth____ 23 22
“More convenient; less time than weighing__ _~_______ X 6 -6
Sold that way at 'store where trades_ - - - .- e -3 3
Miscellaneous - - - oo oo oo oo R I 2 2
" Don’t KnOW _ - - oo oo 2 1
Not, a,scertamed_--__-__-_________-; _____ e 3 5
Number of CaseS. -« oo —coooacmaoommoee [P 1,202 1,003

1 Percentages add to more . than 100 because some homemakers gave more than

-1 reason.
* 2 Less than 1 percent.
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TABLE 136.—(Asked of homemakers who preferred oranges sold by the

 dozen and of homemakers who preferred oranges sold by the pound.) Replies
lo the question: “‘Suppose you went into a store and only found oranges
‘being sold by (opposite of preference)—would you still buy them there?”’,
United States :

Homemakers who preferred
fresh oranges—
Replies
B Priced by Priced by -
dozen pound -
v ) : - Percent 1 Percent 1
Would buy fresh oranges priced by pound . __________ B 15 B
Would buy fresh oranges priced by dozen'_ _ S 83
Would not buy fresh oranges priced by pound.____ 22 | . -
Would not buy fresh oranges priced bydozen_.______| ___.________ . 6
Depends: ' ' i
: On how badly needed_____________________ 6 3
nprice. . .._________ e il 3 5
- On proximity to other stores.______________ 2 1
Onaquality_.__________________ " 77°°° 1 3
-On quantity needed.._.__.________________ 1 1
Miscellaneous 2 1
Don't know.______________ [ P
Not ascertained_____________________ 7T 1 1
Number of eases...._.____________._______________ 1,202 162

! Percentages add to more than 100 because some homemakers gave more than one
condition. E : ; S nore.

2 Less than 1 percent.
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- Depends: e : |
o " On how badly needed_._ .- -~ .-

TABLﬁ 137'.—%(A.§kéd “of homemakers who preferred fresh &rapef}uﬂ przced
by count and of homemakers who preferred grapefruit priced by pound.)
Replies to the question: “Suppose you went into a store and only found

- grapefruit being sold by (opposite

of preference)—would you still buy them

_ there?”, United Slates

~ Replies

Homemakers who preferred
fresh grapefruit—

Priced by
- count

| Priced by

pound

7 Would buy fresh. grapefruit priced by poﬁnd_:'_'-:, .
‘Would buy fresh grapefruit priced by count. .. .-
" Would not buy fresh grapefruit priced by pound.. ...

© Would not buy fresh grapefruit prricedrby count___.__

On price. - - - oo S,

©  On proximity to other stores_.._____._-___
On quantity needed- - .- .~ .-

On quality . oo oo oeio oo

"~ Miscellaneous_ -~ .o o oiooeeooo
Don’t KNOW _ . _ oo oo st
Not ascertained__________ ... PR P

* Number of cases

e

1,003

1 Percentages may add to more than 100

than one condition. S :
2 Less than 1-percent. - .

because some homemakers mentioned more



- TABLE 138.~Repl;es to the question: “Have you noticed an
- that have color added to the skin?”’

1. fresh. oranges

- Homemakers using fresh oranges during the year prior
. to interviewing
Replies o g Refst Melatro-
nite i _of | politan
States South | Pacific United Urban | Rural "Tos
: States Angeles
T ~ |Percent | Percent | Percent | Percent | Percent | Percent | Percant
Heave noticed fresh I
oranges with color ) - . -
added..__.__________ 67 | 68 S23 ] 712 67 67 21
Have not noticed fresh | C RN I -
oranges-with color :
cadded ..ol ______ 33 32 77 28 33 33 78
Not ascertained.________ St R 1 1 1 1 1
Total .__________ 100 | 100 | 100 | 100 | 100 | 100 100
Numberl of cases._-__.-_|.2,064.| 1,249 ‘893 1,308 1,449 605 385 -

! Less than 1 percent.

TABLE 139.4( Asked énly of homemakers who had noticed fresh braﬁges
~ that have color added to the skin.) Replies to the question: “Which kind
'dorzyou prefer—:the-'natuml-color or color-added oranges?”

Homemakers who said they had noticed fresh oranges
that had color added to the skin
- s
Replies United - Refst M(Iatro-
nite . -0 politan
States | South | Pacific | {7,-1.4 | Urban Ruralv Los
States Angeles

: - Percent | Percent | Percent | Percent | Percent | Percent Percent

Prefer natural-color 1o ' : .
oranges. _____________ 54 52 58 54 52 56 61
Prefer color-added : )

- Qranges_ - ___ . _______ 7 11 5 6 7 8 5
No preference____._____ 39 37 37 40 41 36 33
Not ascertained..__.____ t 1 1 1 L P 1

~ Total.__________.| 100 100 | 100 100 100 100 100
Number of cases_.______ 1,377 843 205 944 972 405 83

! Less than 1 percent.
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TABLE 140 ——Reasons gwen for preferrmg natuml-color oranges,

United States

_Reasons given

| Homemakers who said they

preferred - natural - color

-oranges
’ A ) e e - Percent
,Taste better _________ e iidelaaliomlliadiollioiao- _—_ 35
* Tree-ripened; sun-ripened; mature fruit_____ .. _____ 28
Not mlsleadlng ; can see what you're getting. . .___._ 14
More healthful; contain more v1ta.mms, (17— 10
More Julee - o e mmmen 10
- Better quality—aspect not ascertained_ ______________|
‘Look better; make a better appeara,nce ______ e
Less expensrve ____________________________________
‘Miscellaneous speclﬁc reasons (more avallable, ete)o.--|
Don’t know._______. S O :
.. Not ascertamed __________ . s I A
Number ofcases-------------------____,_'-__: ______ ) 736

o Percentages add to more than 100 because many homemakers gave more than one

- “reasomn.

"2 Less than 1 percent.

TABLE 141.—Reasons gtven for preferring COlor-ddded oranges, United Stales

Homemakers who said they

Reasons given. - preferred  color - added
: I oranges
- ) Percent?! -

Look better; make a better appearance ________________ 65
Tastebetter__,__-,--__,-___---_______ _____________ ) 15
More juice.. .. _______ Ciemmaoen emmmmm e - 12
- Better quality; aspect not ascertamed ________________ -5
Not misleading; can see what you re gettmg __________ 3
Less expensive . . oo oo ieooe el 1
“More healthful; contain more v1tamms, ete.____.___-___ 2
Tree-ri lpened sun-rlpened mature fruit_.___.______-__ ) 2

" Miscellaneous specific reasons {more a,valla,ble, ete.) - __ 8.
Don’t know_ _ - _ ol ilsolo |- 2
-~ Not ascertained . - __ <. i oo 2
Number of cases___;_-__-__-----;___-7_'_;__'._-___7_-_7. 102

1 Percentages add to more than 100 beea,use many homemakers gave more than

1 reason. -
2 Less tharx 1 pereent. )
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TABLE 142.—(Asked of homemakers who preferred natural-color oranges
and of homemakers who preferred color-added oranges.) Replies to the
question: “If you went into a store and only found they had oranges that
were (opposite of preference) would you still buy them there?”’, United

States

Homemakers who preferred
fresh oranges—

Replies
Natural-color | Color-added
Percent Percent

Would buy color-added oranges.______-____-_______| 83 {_____________
Would buy natural-color oranges._ ... ______________.|_____________ 76
Would not buy color-added oranges_._______________ 25 | i
Would not buy natural-color oranges. . _____________|_____________ 14

Depends: -
On how badly needed.____________________ 6 3
On quality_ . __.________________________ 1 1
On proximity to other stores_._____________ 1
On price. - _ o ______ t 1
On smountneeded . _____________________ L PR
Miscellaneous_.___ T _____________________ 2 .
Don’t know__________________ . 1 1
Not ascertained__________________________________ 2 4
Total. ___ . 100 100
Number of eases. _ _________________._____________ 736 102

1 Less than 1 percent.
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‘ TABLE 143.—Replies to the question: “What do you “think about fresh oranges that are slzghtly green m color?”

Homema,kers using fresh ora.nges in year, prlor to mtervxewmg

Replies ‘ R £
g United | o est o ‘ - :
States South - Pacific United - Urban Rural politan Los
(R ‘ ‘ S States o Angeles
Percent 1 Percent 1 Percent! | Percent! Percent 1 Percent 1 Percent !
Negative comments. __-oooooooooooooo R 73 |aci| TO | T4 |- 72 |-_-- T2 joeoz| 76 o2 74
' Not ripe; picked too early : 49 L1 40| 50 .50 | 48 43 :
Poor taste. - .l e i 31 | 28 30 28 33 25
NOt JUICY - i e mimeam DI B ‘10 6.1, 6 7 7 .3
Unappetizing appearance. .- ---.------ 3 3 3 37 -3 3
' Hard; tough; coarse meat._ ... _.__ - 31 1 1 2 2’ 2
. Poor health qualmes low in vitamins._._| 2 2. 2 [ 21 2 21 1
- ‘Other SpeCIﬁc negative comments_. ... 1 1 1. 1 1 1 1
Negative comments, not ascertamed Wha.t 4| 4] 9 4 4 5 10
Posmve COMMENtS_ _ - oo leeiieea s e 8 |umnaa] 71---- 9 ... N ¢ N P 23 — 8 ... 9
Good taste ____________ ‘___‘,,‘___;_‘__--;_ 4 3 4 o4 4. ‘ 3 3. :
JUICY - — i S 2 1. 1 ‘2 2 1 2
Rlpe don’t look ripe but ATe. . . 2 2 2 ‘1 1 2 1
Good health qualltles hlgh in v1tamms_ 2 "2 2 C o2 2 2, 2
Inexpensive. — ol lioooooooooool- 2 2 2 2 21 ? 2.
Other specific positive comments.._.____ 1 2 2 1 1 1 2
Positive comments, not ascertained what | 2 2 3 2 2 2 3
Positive comments, not ascertained what | 2 2 31 2 2 2. 3 :
Color makes no difference-__ oo oo ii.ooo- cotf 12 s o2 FRONERN IREY § ) A 14 |- 14 || 10 |.._. 11
Don’t Know - - - oo o e eeein i S22 3o 1 2 - 2 aaae 2 |-- 2
Not a.scertmned ................... SR S (. 5 1. [ 1 I 5. L3 51 ... 5 |.-: 5
Number Of CASES . oo eceeie e 2,054 | 1,249 - 893 1,308 1,449 | 605 385

1 Percentages may add to more than their subtotals and these add to more than 100 because many homema.kers made more than one comment.

2 Less than 1 percent.



TABLE 144.—Replies to the q'uesti'on: “Do you ever buy oranges slightly
green in, color?”’

Homemakers using fresh oranges in year prior
to interviewing
Replies . Rest Metro-
Ithnal,ng South | Pacific Ur?i{’. ed Urban | Rural poll‘l;ﬁ:n
States Angeles
Percent | Percent | Percent | Percent | Percent | Percent | Percent
Do not buy oranges
slightly green in color__| -~ 59 61 60 58 61 54 64
Do buy oranges slightly
greenincolor_________| 38 36 36 40 36 43, 33
Not ascertained._._______ 3 3 4 2 3 3 3
Total ___________ 100 100 100 100 100 100 100
Number of cases.__.____ 2,054 | 1,240 | 893 | 1,308 | 1,449 605 385

TABLE 145.—Replies to the question: “If you could get fresh grapefruit
that is pink or white on the inside which one would you prefer to buy?”

to interviewing

Homemakers using fresh grapefruit in year prior

Replies United ReFt 'Mtlatro-
nite . 0 olitan
States South | Pacific United Urban P Rural |P Los
States Angeles
Percent | Percent | Percent | Percent | Percent | Percent | Percent
Would prefer to buy pink
grapefruit.___________ 47 44 41 48 46 47 39
Would prefer to buy .
white grapefruit._____ 25 25 34 24 25 26 36
No preference_ . _._.___. 28 30 24 28 29 27 25
Not ascertained. ... _._ 1 1 1 1 1 ot 1
Total-._ ... _ 100 100 100 100 100 100 100
Number of cases_._..__. 1,685 905 727 | 1,130 | 1,252 433 332

1 Less than 1 percent.
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TABLE 146. —Replws to the question: “Da you prefer the pink or whate
canned grapefruit jmce?”

Homemakers using canned grapefruit juice in year
prior to interviewing
Replies Duited Reft M(ftro-
nite : 5} politan
States South | Pacific United Urban | Rural Los
States Angeles
- Percent | Percent | Percent | Percent | Percent | Percent | Percent
Prefer white canned

grapefruit juice_______ 38 35 50 - 38 37 42 45

Prefer pink canned - S
grapefruit juice_._____ 10 14 - 9 9 10 12 8
No preference____ ... __._ 50 50 40 52 52 45 46
Not ascertained.._______ 2 1 1 1 1 1 1
Total ... _______ 100 100 100 | 100 100 100 100
Number of cases__..____ 1,209 706 616 767 895 313 251

TABLE 147.—Reasons given for preferring pink grapefruit, United States

Reasons given

Homemakers who said they
~ preferred pink grapefruit

TASE TEASOIS - - - - o oo oo |

Better taste (unspecified). .- ___ - __________
Sweeter; not as sOUr- -l _e_oo___l.
Less bitter. .. .o oo
Milder; blander. .- -
More tart - oo e
Miscellaneous specific taste reasons_.__._.____.__
Quality reasons. - . .. ool eiieeo
Better quality (unspecified)... ... ___-._.__._
Heavier; more JuiCe. ..o oo oo oooooooao
Less seeds; seedless - oo
Better texture_ - . - .l ______.
Thinner sKin. ..o oo
Miscellaneous specific quality reasons__ .. __._
Color and appearance reasons. ... --—__-___
Less expensive. ool
Other specific reasons. .. .- . oo coiooao
Don’t Know .. - o o oo
Not ascertained.- . - - - oo oo oo

Number of cases._ - - oo

Percent !

Percent !

23

782 i

1 Percentages add to more than their subtotals and these add to more than 100
because many homemakers gave more than one reason.

2 Less than 1 percent.
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TABLE 148.—Reasons given for preferring pink canned grapefruil juice,

United States
) Homemakers who said they
Reasons given preferred pink  canned
grapefruit juice
Percent Percent !
Taste reasons. - __ . __________._____ F Y PO ’
Better taste (unspecified)._______________._____ 5
Sweeter; not assour_ . ______ . _______ . ________ 66
Less bitter. ___ .. 10
Milder; blander_ ... ________._ U 2
More tart .- 1
Miscellaneous specific taste reasons. ... _____ 1
Color and appearance reasons_ ... _ - ___ oo _loooo__.___ 18
Quality reasons_ . . . 3
Less exXpensive . - - oo e 1
Other reasons. _____ | 12
Didn’t know other kind was available.__._____._._ 9
Habit; always buy that kind_______.___________ 1
Miscellaneous specific other reasons. _ .. . __._._.. 2
Don’t know . _ . e |ececeiiooool 1
Not ascertained . - - - . feeoiiaooo 7
Number of eases._ - - .. oo ____ 124

1 Percentages add to more than their subtotals and these add to.

because many homemakers gave more than one reason.
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TasLE 149.—Reasons given, for preférring white grapefruit, United States

‘Reasons given

Homemakers who said they
preferred white grapefruit

Taste (21105 41 TR
Better taste (unspeclﬁed)
More tart; sour

Mlscellaneous specific taste reasons
Color and appearance reasons
Color is ap eahng
Natural colo:
Quality reasons._ . - oo
Better quality (unspecified)
Heavier; more juice
Better texture
Thinner skin. . ..
Miscellaneous speclﬁc quality reasons
Less expensive
Other reasons_ ..o oo
Habit; always buy that kind
Never saw pink grapefrait.____________________
Availability; other kind not available_
* Miscellaneous specific other reasons
Don’t know.

- Percent® - | - Percent?

1

2

1
e 12

8

4
_____________ 11

1

7

1

2

2
............. 10
_____________ 29

19

6

3,

2
e mmmmmmieain 6
[ 3
423

1 Percentages add to more than their subtotals and these add to

because many homemakers gave more than one reason.
2 Less than 1 percent.
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TABLE 150. —Reason/s gven for preferring white canned grapefruzt Jutce,

Umted States

Reasons given

' Homemakers
preferred

who said they
white canned

grapefruit juice

Taste reasons._ _ _ _ . o
Better taste (unspecified)
More tart; sour_ _ ... _______

Miscellaneous specific taste reasons_..__________
Color and appearance reasons_ . _ . ____.__.________.___.
Color is appealing . __________________ emmmmmmm
Natural eolor_ . ____ ...

Miscellaneous specific color reasons_ .. _.______ i

Less expensive_ - .. ____________________._____
Quality reasons_ . _ _____ . ___
Other reasons. . ___ . _______.__________________
Didn’t know other kind was available___________
Habit; always buy that kind______________ S
Avalla.blhty, other kind not available________.___
Miscellaneous specific other reasons._____.______
Don’t know. _ . - ..
Not ascertained - ____________________________

Number of cases_ - - oo

Percent

Percent 1
16

463

1 Percehtages add to more than their subtotals and these add to

because many homemakers gave more than 1 reason.
2 Less than 1 percent.
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T‘{BLE 151.—( Asked of homemakers who preferred pink grapefruit and of
homemakers who preferred white grapefrust.) Replies to the question: “If
you should go into a store and only found (opposite of preference) grape-

fruit—would you still buy them there?”’, Unaited States

Replies

Homemakers who preferred
fresh grapefruit—

Pink

White

Would buy white grapefruit. _______ P PR
Would buy pink grapefruit__ .. - _______________

Would not buy white gfapefruit ____________________
Would not buy pink grapefruit________.____________

Depends:

Onaquality ... .. .. . ..
On proximity to other stores-______________
Onoprice. - . _____ ...

‘Miscellaneous________ R I e
Not ascertained. ___-___________ b Se—mamiemmec—in

Number of cases_ . . _______ _________________._._._ .

On how badly needed..________________.___ 7

Percent !

[ORC il ol V)

Percent !

[ e e

782

423

! Percentages add to more than 100 because some homemakers gave more than

1 condition.
? Less than 1 percent.
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TaBLE 152.—(Asked of homemakers who preferred white grapefruit juice
and of homemakers who preferred pink grapefruit juice.) Replies to the
question: “Suppose you should go into a store and only found (opposite

- of preference) canned grapefruil Juice—would you still buy it there?”,

United States

Homemakers who preferred
canned grapefruit juice— -
Replies
White Pink
' L Percent ! Percent !
Would buy pink grapefruit juice.__._______________ 60 | ..
Would-buy white grapefruit juice___________________|_____________ 90
Would not buy pink grapefruit jﬁiqe ________________ 25 | ..
Would not buy white grapefruit juice__._________-__|_____________ 8
-Depends:

On how badly needed_____________________ 1 2
Onoprice._ .~ ______._____ ... __ 1.
Onquality. .. _____.___________________ . o I,
Miscellaneous_.____________________ P 2 -2
Don'tknow. ___________________ .. |
Not ascertained . ___ . __________________________ 13 2
Number of eases_ __________________._____________ 463 124

! Percentages may add to more than-100 becatse some homemakers gave more than

one condition.
2 Less than 1 percent.

TABLE 153.—Replies to the question: “Which do you like best—the sweet-
) ened or unsweelened canned orange juice?”’

Homemakers who used canned oran

ge juice in year
prior to interviewing -

’ Replies - United 7 Re’fst M?tro-
nite: - o .1 | politan
States South | Pacific United Urban | Rural Los

| States Angeles
) Percent | Percent-| Percent | Percent | Percent | Percent | Percent

Like sweetened canned - ) :
orange juice._________ 53 58 44 51 52 54 30

‘Like unsweetened canned )

orange juice_ ... _____ 32 24 45 34 33 30 57
No preference. . __.__.__ 14 17 | 10 14 14 15 10
Not ascertained______ . 1 1 1 1 1 1 3
Total _______.___._ 100 100 100 100 100 100 100
Number of cases_______. 1,339 | 874 | 555 | 829 | 941 | 398 200
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TABLE 154 ——Replees to the questwn
~ened or the. unsweetened kend ( canned gmpefruzt jmce )

. which do you p%efeﬂ-the sweet-

Homemakers usmg canned grapeflult ]uice in year
pnor to 1nterv1ew1ng

"~ Replies- '

, U 4l - ) Retgt M(]atro-
nited- : Cof | yraa | politan
States South | Pacific United ‘Urban | Rural Los
- “| States Angeles
' Percent | Percent Perrcenrti'Pe;;cenii Percent | Percent | Percent
Prefer sweetened canned : B . NE S
grapefruit. ]ulce-_-__-f 43 45 31| 43| 43| 43| - 24
‘Prefer unsweetened - EEEE B A :
~canned grapefruit juice| - 36 32 50 36 36 35 58
No preference. .- ______ 14 14 12 14 14| 13 11
Not ascertained .. _-.__.| 7. 9 Y A 7- 9 T
Total. .- 100 100 100 | - 100 100 - '100 ‘100
Number of cases_.___-__ - 1,209 706 | 616 | 767 | - 895° 313 251

: TABLE 155 —Replies to the questwn “Canned blends of orange and grape-
fruat juwe-do you prefer the sweetened or unsweetened Jcmd?”

Homemakers using canned blends in year prior to

1nterv1ewmg

- Replis o} b Rest | | |Metro-
United | Souh | Pacific | 0 o | Urban | Rural |Pitan
"~ | States Angeles -
" | Percent | Percent | Percent | Percent Percent | Percent | Percent

Prefer sweetened canned o - - :
lends. .- __.___ 45 50 37 44 | - 44 48 23
Prefer unsweetened R ) o ' o
‘canned blends_..._._.} - 34| 23| 45| 35 35 29 58
No preference .- - --- 19 25 161 18 18 22 14
Not. ascertalned_______e_ 20 2 2 -3 -3 1 5
Total __..___-___ 100 100 100 | 100 | 100 100 100
Number of cases. -~ 869 | 578 | 398 | 620 667 202| 150

: 1461 ,



TABLE 156 —Reasons given for preferring sweetened canned citrus juices,’

Umted States
Homemakers who' preferred
sweetened—
Reasons given c g o 4
anned | Canne
orange | grapefruit %‘i‘;?;g
juice juice
Percent! | Percent! | Percent!

Saves. sugar; do not have to add sugar___.______ 34 26 27
‘Taste, unspecified; like sweet things___.___..... 30 27 . 34
Not sour; not tart- .. __. e mmmmmmmmmmm e : 20 29 22
Not bitter_ - - o . 8 16 11
Children like it sweet_._._._____________._____ 7 5 4
Natural flavor; flavor of fresh fruit_____________ 5 .2 2
Not tinny; doesn’t taste of can. _._______. - . 2 1. 1
Better when sugar is added in processmg _______ 6 7 8
Provides sugar needed in diet. . _____.:_ m—mien 1 2 1
Habit; always use that kind._.________________ 1 2 -2
Preferred brand only comes sweet___.___.______ o ISR P,
Less expensive. oo ool L2 (S S =
Only kind available. ... . _________.__.. . o2 -1
Miscellaneous specific reasons_ .. _____.___ malan 1 PR | 1
Don’t kmow_ ... S 1 ? -1
Not aseertained._ - . .- 24 2. .2
Number of eases- - - - oo 705 517. 387

1Percentage§ ‘add to more than 100 because some homemakers gave more than

1 reason.
- 2 Less than 1jpercent.
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TABLE 157. —Reaatms gwen for preferrzng unsweetened canned citrus Juices,

Umted States

Homemakers who preferred
unsweetened—

Reasons given

Canned

Canned
orange - | grapefruit %’;‘g’gg
juice- ]IIICG
o . - Percent! | Percentl | Percent?
Taste, unspecified; don’t like sweet things_____.. : 28 23 27
Natural flavor; flavor of fresh fruit.-___ ... ___ - 24 17 19
Like it-sour; tart_ - . ______________ ellioiol 9 19 12
Not tinny; doesn't taste of can. ____._.___.____ 1 -2 1
-Children hke theflavor.__._______________.___ L IRRESRES PP
-Diet does not permit suga.r j too much “sugar bad
for health; ete. - - . o -l _Slilio____ 23 23 23
Prefer to add sugar; can sweeten to desnred )
taste_ .. ST 17 15 15
Habit; always use that kind : ’ -2 2 2
Less expensive. .- oo ___ 2
Preferred brand only comes unsweetened_ IR 2
Only kind available_____________..___ 2

Prefer toadd salt_____________
Miscellaneous specific reasons.
~ Don’t know____. J P

Not ascertained. - .___.__.__....____________|

‘Number of ca.ses---__-_; _____ '___7___7___-:_-_’___'

lPercentages add- to more than 100 because some homema.kers gave more than

1 reason.
2 Less than 1 percent.
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TaBLE 158.—( Asked of homemakers who preferred sweetened canned orange
Juice and of homemalkers who preferred unsweetened canned orange juice.)
Replz'es to the question: “If you should go into a store and only find orange

Juice that was (opposite of preference)—would you still buy 1t there?”,
United States

Homemakers who preferred
) - canned orange juice—
Replies
Sweetened | Unsweetened
: Percent Percent
Would buy unsweetened orange juice ... _.._.-___| = 62} _________ .
Would buy sweetened orange juice. - __ . __ | - ________. 48
“Would not buy unsweetened orange juice ... .. 34 |l
Would not buy sweetened orange juice____.________ |- .______.__ 46
Depends:
On how badly needed. .- __...__________ 2 3
On proximity to other stores____..___._____. 1 1
On quality .- 1 L
Onprice. - .ol ... Lo P
Miscellaneous._ - - o ________. 1 L
‘Not ascertained . . ____ . _____________._ 1 2
CTotall i s 100 100
Number of ca8es_ - - oo - o_.i_. 705 426

! Less than 1 percent.
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TaABLE 159.—( Asked of homemakers who preferred sweetened canned grape-
Sfruit juice and of homemakers who preferred unsweetened canned grape-
- frut juice.) Replies to the question: “If you should go into a store and only
find grapefruit juice that was { opposzte of preference}—would you still

buy 1t there?”’, United States

| Homemakers who pre’ferré,d

canned grapefruit juice—

Replies -
' Sweetened | Unsweetened
Percent Percent 1

Would buy sweetened grapefrult juice .ol I 45
Would buy unsweetened grapefruit juice_ . __________ 61 |-
Would not buy sweetened grapefruit juice_._ S S - 51
- Would not buy unsweetened grapefruit juice.._._.___| 34 | ool -
Depends: - : ) ' ,
- On how badly needed _____________________ -2 "2

On proximity to other stores_.____._.___._.___ 1 1
Miscellaneous ... ... ___ll:.l.C SN 1 2
Not aseertained- - _______-______._ emiolecoianali- 1 2
517 438

Number of cases ___________ Il el

1 Percentages ma.y total more than 100 because some homemakers gave more than

one condition.
"~ 2 Less than 1 percent.
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TaBLE 160.—( Asked of homemakers who preferred sweetened canned blends
and of homemakers who preferred unsweetened canned blends.) Replies to
- the question: “‘If you should go into a store and only find canned blends
‘which were (opposite of preference)—would you stzll buy it there?”,
United States

Homemakers who prefeired.
: canned blends—
_ Replies i
~ Sweetened | Unsweetened
Percent 1 Percent !

Would buy unsweetened blends_ . _________________.\ 59 | ____________
Would buy sweetened blends_ - ... _______|.____________ T 48
Would not buy unsweetened blends_.__________._ e 36 |ooei
Would not buy sweetened blends____--_.___._______| R : 47
Depends: - : . :

. - On how badly needed_. _.______.__________ 1 1
On proximity to other stores._____________. L T
Onoprice. oo ... ) A
Onamount needed - - - - ___._______________|.oo.._._____ ) 1

Not aseertained. . ________________.______________ 31 5
Number of cases _________________________________ 387 293

1 Percentages may add to more than 100 because some homemakers gave more than
one condition. =

TasLE 161 — Aslced of homemakers- usmg a given product durmg the year
prior to interviewing.) Replies {o the questwn‘ “Do some members of your
Jamily Uike to add sugar to canned orange juice (canned grapefruit juice;
canned blends)?”’, United States

Homemakers who used—
. Replies Canned | Canned | d
orange - | grapefruit blends
juice juice i
' - Percent Percent Percent .
Do not like to add sugar______________________ ’ 62 57 | 67
"Liketoaddsugar____________________________ 35 40 31
Not ascertained .. ____________________ R : 3 3 2
' Total .. 100 100 100
Number of ¢ases_. ... __________.___ 1,339 1,209 | 869
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TABLE 162.—(Asked of homemakers who had children 16 years of age and
“under and who said some members of the family like to add sugar to a given
“product.) Replies to the question: “Which ones—the adulls, children or

both add sugar to canned omnge Jutce (¢ ccmned grapefruit ]mce canned

i blends)?” Umted States

Homemakers with children 16
- years of age and under and who
said some members of famlly
like to add sugar to— -

- Replies 7
‘Canned Canned |

IO Canned
orange | grapefruit [ - 1o

juice juice- blends

- - " Percent | Percent | Percent

Only the children add sugar_______._______.___ 48 39 '

Only the adults add sugar_ .. ___________-_.__ 13 16 16
Both children and adults add SUAT. oo 38 44 43
- Not, ascertalned _____ il 1 1 1
S 100 | 100 100
Numbér of cases .. ______._______ 313 206 171

= TABLE 163. ——(Aslced of homemalkers who had used a given product during
the year prior to interviewing.) Replies to the question: “Do you prefer the
small or the large size can for omnge Juwe ( grapefruzt yuwe, blends)?’ ’

Umted S tates

‘Homemakers using—

Replies:, s : :
- - ) Canned Canned- Canned
orange | grapefruit blends
juice juice |

) Percent Percent Percent
Prefer large size_ . . . ____________ 64 61 63
Prefer small size . _______.__._ 27 31 28
No preference. ... _i_______ 8| 7 8
Not ascertamed _____________________________ 1 -1 1
(T 100|100 100
Number of eases_.. oo ooooioo____. 1,339 1,209 869
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TABLE 164;€—Reasons given by homemakers for preferring large cans for
orange juice, grapefruit juice, or blends, United States.

Homemakers who said they
preferred large cans for—

Reasons given

Orange | Grapefruit 7
juice | juice | Dlends

o Percent! | Percent! 'Percemir
More economieal - _ - _________________________ 66 66

-~ More convenient; can keep supply on hand; don’t -
have to shop so frequently._________________ 26 29 29
Suits size of family__________________________. 25 19 21
Use a great deal of product (use for snacks; be- - :
- tween meals; drink a lot)___________________ 11 15 17
- More servings in & large can; goes further___.___ 11 10- 9

Right size for serving one time; can use it up

before it deteriorates_ - _____________________ 6 3 3
Other specific reasons_ _ . _____________________ 1 1 : 2
Don’t know____.________________________ . 2 .2 2
Not ascertained - .. _______________________ - 2 1 1
Number of cases.._._._.__ PR e 862 734 544

1 Percentages add to more than 100 because many homemakers gave more than
1 reason. C - o o )
2 Less than one percent.

TABLE 165.—Reasons given by homemakers,'for preferring small cans for
orange juice, grapefruit juice; or blends, United Stales

Homemakers who said they
preferred small cans for—

Reasons given -
Orange | Grapefruit -
juice juice | Dlends
) Percent' | Percent! | Percent!
- Right size for serving one time; can use it before
1t deteriorates in taste or health qualities_ ___-| 55 45 47
Suits size of family___________________________ ' 40 31 30
Limited use for product (only -certain members -
drink it; use it infrequently)________________ 14 30 -3
More convenient (unspecified); easier to_store; ) '
cankeeponhand. ______________________.__ : 13 10 10 .
Can’t afford a large can at one time____________ : 3 2 1
More economical; cheaper : 3 1 1
Other specific reasons 3 1 1
Don’t know____________ 1 2 2
- Not ascertained . . __________________________ 1 3 3
Number of cases_ .. ________________.____. 356 372 243

1 Percenfages add to more than 100 because many homemakers gave more than
1 reason.
2 Less than 1 percent.
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- TaBLE 166.—(Asked of homemakers who 'prefefréd canned -orange juice in
~ large cans and of homemakers who preferred canned orange juice in small
- cans.) Replies to the question: “If you should go into a store and only find

- canned orange. juice in (opposite of preference) sized cans—would you

stall buy 1f there?”’, United Stales

~ Replies

‘Homemakers who preferred
canned orange juice in—

Large cans

Small cahs

‘Would buyr 6r’angéi juice in small cané
*Would buy orange juice in large cans

Would not buy orange juice in small cans_ -

Would not buy orange juice in large cans___________.
Depends:

: On
On proximity to other stores
Miscellaneous. _ . - oo eoeoooilo_.
Not ascertained

Number of cases

how badly needed__._-__-_____ - 7

Percent®

= o - O

BB eo W

862

356

oot Pefeentéges may add to
- 1 condition.. - -
2 Less than 1 percent.
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- TABLE 167.—( Asked of homemakers who preferred canned grapefruit juice
wn large cans and of homemakers who preferred canned grapefruit juice in
small-cans.) Replies to the question: “If you should go into a store and only
Jind grapefruit juice in (oppostte of preference) sized cans—would you still

buy 1t there?”, United States

- - Replies

Homemakers who preferred

canned grapefruit juice in—

Large cans | Small cans
_ - Percent ! Percent

‘Would buy grapefruit juice in small cans__________.._ B8 |ooceiios

Would buy grapefruit juice in large cans_____ PR PRI 43

" Would not buy grapefruit juice in small cans________ B34 ..

Would not buy grapefruit juice in large cans____ .. _ | .. _..____._ 50
Depends: I

On how bhadly needed__.__ ... _______.____ 4 3

On proximity to other stores__________ I ) P

~ On quantity needed . _ - _ . _____________{.__________. - 1

Miscellaneous. - . _______.._._ 1 2

Not asqertuined-----_-_-______;___-_---_---__T__" 2 2

734

Number 6frcases_ e e e —mm e m—— e o

1 Pércexi@agés may add to more than 100 because some homemakers gave more than

one condition.
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~ TABLE 168.—( Asked of homemakers who preferred canned blends in large
“cans and of homemakers who preferred canned blends in small cans.) Re-
plies to the question: “‘If you should go inio a store and only find blends in

(opposite of preference) sized cans—would you still buy it there?”, United
States S ' '
- Homemakers who preferred
: canned blends in—
Replies R
Large cans | Small cans
- Percent Percent *
Would buy blends in smalleans_______—____________ e memiemilolo
Would buy blends in large eans_ - .l |s ..l ... 40
Would not buy blends in small cans_ - . _____ 1 T
Would not buy blends in large cans_...... [ ... - 51
Depends: - 7
On how badly needed..___________________ 5 4
On proximity to other stores.- . ... ..____. 1o
On amount needed _ _ - .o oo 1
Miscellaneous_ . - .- - ________l___._ 2. 1
~ Not ascertained .- 2 3
Numberrorf CASES - o oo em o e imecemo oo 544 243

1 Pereentages may add to more than 100 because some homemakers gave more than

one condition.

TaBLE 169.—Replies to the question: * "Whichr would you 'prefer—rleman Juice
S in cans or in boitles?”’

2 B

Homemakers who used canned or bottled lemon Jjuice
- _-during the year prior to interviewing = -
VRephes U . Vd Reéat ,7 R ' M(Iatro-
nite : of - 3 | politan
States- Sguth Paq1ﬁq United Urban | Rural Los
o . Staites | Angeles
L | Percent | Percent | Percent | Percent | Percent | Percent | Percent
Prefer lemon juice in_ ) R ,
bottles..__.________ - 50 48-| 26 [ - 52 52 42 25
Prefer lemon juice in L
[2:1 1. S 17 18 34 15 14 24 | 29
No preference_ .. _______ 30 28 37 30 31| 30 44
Not ascertained_._______ 3 6] 3 3 3 4
Total.._..__.___. 100 | 100 | 100 | - 100 100 100 100
Number of cases.._._... 533 | - 181§ 213 | 410 408 126 | 84

156



TaBLE 170.—Reasons given by homemakers for preferring lemon juice in

bottles 1

Homemakers who said they preferred lemon juice

in bottles—
Reasons given R ;
) . est o
g{’;ﬁgg South | Pacific | United | Urban | Rural
States
Percent®| Percent? | Percent? | Percent? | Percent? | Percent?
Better taste qualities;
keeps taste qualities
after opening_ . ________ 40 22 31 44 41 38
Less deterioration in bottle;
keeps better after opening 32 25 33 33 33 27
More convenient; easier to
store; can recap bottle_ . 22 28 24 21 23 18
Habit; always buy it that
WAY - o e emmmemeimfaao 9 15 2 8 8 10
Can see what you're get--
ting; better quality..__. 8 11 13 7 8 7
Better health qualities;
keeps health qualities
after opening__________ 7 8 4 7 6 11
Size suits needs_ - ________ 6 E N 7 6 8
Less expensive__ .- _______ | PR S, 1 ) A
Other specific reasons_____ 1 2o 1 1 2
Not ascertained. _.__._____ 1| 5 3 ) I D
Number of cases. ... ____ 265 87 55 214 212 53

1 Data for metropolitan Los Angeles not shown because of small number of cases.
2 Percentages add to more than 100 because many homemakers gave more than

1 reason.
3 Less than 1 percent.
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- TABLE '1771.—Reason—s given ', by homemakers for preferring lemon juice
o : : m cans

B Homemakers who said they
Reasons given : preferred lemon juice in
N cans :

: Percent !
Habit; always buy it that way_ . ____________________ - 40
More convenient; easier to store; no breakage_._______ 22
Better taste qualities_._______ . _ . _____.___________ 19
Size suits needs...__._______ el il 10
‘Better quality (unspecified)_ .- ______________.______ 3
Less deterioration; keeps better 2
Less expensive_ . .. ___ . ________._______ 2
Other specific- reasons—(brand desired comes only in
cans; like the color of lemon juice in cans; ete.).__.__ 4
Not ascertained . - - ... ______________.___.._.__ 7

-Number of cases____----_____'____'_ﬁ-_7_,_,--'_' _________ 7 - 89

1 Percentages add to more than 100 because many homemakers gave more than
1 reason. : T . -

TABLE 172.—( Asked of homemakers who preferred lemon juice in bottles and
of homemakers who preferred lemon juice in cans.) Replies to the question:
“If you should go into a store and only find lemon juice in (opposite of

“preference)—would you still buy it there?”’, United States

Homemakers who preferred
“lemon juice in—
Replies 3
Bottles Cans
Percent Percent
Would buy lemon juice in cans._ ... ... ...___ 44 (...
Would buy lemon juice in bottles. ... ____| ... - 69
Would not buy lemon juice in cans. . _._____._______ 48 | ceo
Would not buy lemon juice in bottles. . ... ______{___________.__ 28
Depends:
On how badly needed._ . __ ... _..______.. i R
Miscellaneous. ... ... _________._._. 2 1
Not ascertained- .- .. oi____ 1 2
Total .. 100 100
Number of ca8e8- - - <o oo e 265 89
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TABLE 173.—Replies to the qurestz'on; “Do you generally decide upon the
kind of fresh citrus you want before you go to the store or after you get there?”

Homemakers who used some fresh citrus during the. -
year prior to interviewing
' ,VReplies U q Rest M(latro-
' nite . '- of i | politan
States South | Pacific | {51104 | Urban Rural | ¥ o
States  Angeles
. Percent | Percent | Percent | Percent | Percent | Percent | Percent
Decide before going to : o
the store-_________.__. 63 57 60 66 64 59 61
Decide after getting to )
the store .. ___.______ 35 41 37 33 34 40 - 36
Raise own citrus or have .
“private source of
supply.-o - o 1 1] 1 1 t L 1
Not ascertained:___.___._ 2 2 2 1 2 1 2
Total____________ 100| 100 | 100| 100 | 100 100 100
Number of cases._______ 2,126 | 1,283 | 951 | 1,353 | 1,500 | 625 404

1 Less than 1 percent.

TaBLE 174.—Replies to the question: “Do store ads help you decide what
citrus products you are going to buy?”’

year prior to interviewing

Homemakers who used one or more citrus products in

- Replies | United Reis_st Meletro-
nite: i, o politan
States South | Pacific | (75404 | Urban Rqra,l "Los
| States Angeles
o | Percent | Percent | Percent | Percent | Percent | Percent | Percent
‘Store ads do not help de- - C R
cide what citrus prod- - '
ucts to-buy. .- ______ 68 68 73 68 | 68 69 72
Store ads help decide '
- what citrus - products - :
tobuy_ ... .. 31 31 26 31 30 31 26
Not ascertained. ._-____ 1 1 1 1 2 1 2
Total. .. ... 100 | 100| 100 | 100| 100 | 100 | 100
Number of cases. - ----- 2,139 | 1,200 | 961 | 1,362 | 1,510 | 629 | 407
B Less than 1-percent.
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TaBLe 175.—Replies to the question: “Do store ads about citrus products
help-you decide at which store to buy them?”

Homemakers who used one or more citrus products in
: year prior to interviewing

Replies United| = Refst M(letro-
: nited S 0 - politan
States South qulﬁc United Urban | Rural Los
- States | ' Angeles
Percent I’e;'cent Percent | Percent | Percent | Percent Pe{rcent
Storeads do not help de- ; )
~ cide at which store to ] ) '
“buy citrus products____ 74 | 74| 76 | 73 74 73 74
Store ads help decide at. :
" which -store to buy
citrus produets__ . ____ 25 25 23 26 25 27 24
Not ascertained_________ 1 1 1 1 1 1 2
Total._._._.._._. 100 | 100 | 100 | 100 | 100 | 100| 100
Number of cases_ .. _ .. 2,139 | 1,200 | 961 | 1,362 | 1,510 | 629 | 407

- 1Less than 1 percent.

TABLE 176.—(Asked only of homemakers who said that store ads about
citrus products help them decide at which store to buy them.) Replies to the
question: “What is it about the ads that help you to decide (at which store
to buy citrus products)?”

* Homemakers who said that store ads about citrus
products help them decide at which store to buy them

Rephes ] Rgst Metro-
) gg;ggg South | Pacifie Un()ii ed | Urban | Rural poIillgg,n
o -| States | Angeles
: Percent!| Percent!| Percent!| Percent!| Percent| Percent!| Percent!
Prices of the products;

. sales; specials_____ - [ - 89 891 - 93 - 89 88 92 90
Quality of the products_- 12 10 11 13 11 16- 9
Varieties or brands -

available. _____.______. ] 11 8 16 13 10 15 14
Products available; prod-

ucts  plentiful or in : ) -

Season.___..____ PR 4 5 3 3 3 5 4

Miscellaneous specific

information. __ - ____. 2 3 1 2 3 2 2

Don’t know____________ 2 2 2 2 2 L
Not ascertained_...____- 503 2 6 6 3 4
‘Number of eases._._____ 541 | 318 | 224 | 352 | 370 | 172 99

! Percentages add to mpi‘e than 100 because many homemakers mentioned more

than 1 reason. )
2 Less than 1 percent.
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TABLE 177.—( Asked only of homemakers who said they
to the question: “‘I suppose there are times when yo

sort of things make you change your mind?”’

decide upon the kind of fresh citrus before they go to the store.) Replies

u change your mind and don’t buy what you had planned to buy. What

Homemakers who said they decide on kind of fresh citrus they want before they go to store

Replies United Rest of Metro-
States South Pacific United Urban Rural politan Los
States Angeles
Percent 1 Percent 1 Percent 1 Percent ! Percent 1 Percent ! Percent !
Change mind at times and don’t buy as
planned . ___________ . _________________ - 73 |- 80 |.___ 70 |.___ 71 ... 71 |- 80 [-.__ 66
Quality; appearance of the fruit.________ 45 46 43 45 42 53 41
Price of fruit_ _ . __ . __________________ 24 19 22 26 23 25 22
Availability of fruit. ___ __._.__________ 14 19 16 12 14 14 15
Other products have greater appeal—
price; quality; ete.__.________________ 11 14 10 10 10 14 11
Brand or variety of fruit available_____._ 2 1 2 2 2 1 2
Size of fruit available .. _______________ 2 2 2 2 1 3 1
Other specifie reasons__________________ 2 4 1 1 2 2 2
Don’t change mind—always buy as planned__|_ . __ 23 |..__ 18 |.___ 26 | ___ 25 |_._. 26 |__._ 16 ... 31
Not ascertained... ... _____ . ______. R 4| ___ 2 ... 4. __. 4 | ___ L 3 4 |___. 3
Total .. 100 100 100 100 100 100 100
Number of cases. .. ______._.__________ 1,333 725 568 891 965 368 247

! Percentages add to more than their subtotals because many homemakers gave more than 1 reason.



TaBLE 178.—( Asked only of homemakers who said they decided upon the
kind of fresh citrus they want after they get to the store.) Replies to the
question: “What sort of things help you make up your mind?”’

Replies

) qu

_citrus they want after they get to store

emakers who said they decide on kind of fresh

 United
States

South | Pacific |-

-Rest -
of
United
States

Urban

Rural

Metro-
politan
Los
Angeles

Quality; appearance of
frait_ ..
Price of the fruit____._._._
Availability of the fruit__
Attractiveness of the
display . - --oo..___
Brand or variety of fruit

Size of fruit available.___
Other specific things_____
Not ascertained. ... __

Number of cases._._ ...

Percent!| Percentt| Percent!

Percentl| Percent!

Percent!| Percent!

528

357

70 68 71 71| 70 69 68
31 23 31 35 34 23 32
|2t 16 15 16 19 13
5 4 6 6 5 7 5
3 2 4| 3 3 3 4
31 3 3 2 31 3 4
2 52 1 2 3 3
5 5 5 5 5 5 6
754 442 | 504 | 250 | 146

1 Percentages add to more than 100 because many homemakers ment’oned more
than 1 thing which helps them decide.
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TABLE 179.—Importance of skin color of fresh oranges

Replies

- Homemakers using fresh oranges during the year prior to interviewing

Rest of

Metro-

ggzzg South Pacific United Urban Rural politan. Los
States Angeles
Percent Percent Percent Percent Percent Percent Percent
Color ofskm of fresh oranges is important____|____ 57 ... 57 ..o 70 |- 55 |___. 54 | 64 | ___ 69
‘Mention spontaneously as factor in
deciding fruit is of good quality...____ 32 28 35 34 30 38 32
Mention in reply to direct question on
importance of skin color_ ___ _________ 25 29 35 21 24 26 37
Color of skin of fresh oranges makes no ‘
difference. .. . ... _____ i ______. e 42 |__._ 41 ... 29 ... 44 |___. 45 |_._. 35 ... 30
Not ascertained._.... ... ___.._____..__i._.__. N 1. 2 ... ) I 1. ) I I 1. 1
Total i | 100 100 100 100 100 100 100
Number of cases._ - .o © 2,054 1,249 893 1,308 1,449 605 385
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TaBLE 180.—Importance of skin colof of fresh grapefruat

‘ Homemakérs using fresh grapefruit in year prior to interviewing

Replies United Rest of Metro-
Sf; te South Pacific United Urban Rural politan Los
ates States Angeles
Perée‘nt Percent Percent Percent Percent Percent Percent
Color of skin of fresh grapefruit makes little | ‘
difference. . L.l _ioeeolio_lo-- e 51 |o___ 48 |- 50 |- .- 53 |.___ 52 .. o 50 56
Color of skin of fresh grapefrmtlsmportant__ R 46 |.__.] . 48 || . 49 |.___ 45 |- 46 |- 47 | 43
Mention spontaneously as factor in o ‘
deciding fruit is of good quality_______ 27 . 23 27 28 26 30 17
Mentlon i reply to'direct question on’ ‘ ‘
. importance of skin color__ .. .....___ 19 . 125 22 17 | 20 17 26
Not.ascertained. - oo cme ool cun o SR N 3l._.. 4 0. o P 2 ... 3 |- 1
Total.._...__ e 100 100 100 100 100 100 100
Number of €a8es_ _ «ooiobooooiodoe oo 1,685 905, 727 1,130 1,252 433 332




TABLE 181.—Replies lo the question: “When you go to buy canned citrus
Juice is there one particular brand you usually buy?”’

Homemakers who used canned citrus juice in year
prior to interviewing

Replies United Re?t Mcletro-
nite . o . | politan
States South | Pacific United Urban | Rural Los
States Angeles
Percent | Percent | Percent | Percent | Percent | Percent | Percent
Do not usually buy a
particular brand of
canned citrus juice. ... 60 65 54 58 57 66 50
Usually buy a particular
brand of canned citrus ] -
juiceo - oo ________ 37 33 44 38 40 31 48
Not ascertained_________ 3 2 2 4 3 3 2
Total. . ______. 100 100 100 100 100 100 100
Number of cases..__..._ 1,658 979 771 1,060 | 1,207 451 303

TaBLE 182.—Replies to the question: “When you buy frozen concentrated
orange juice is there one particular brand you usually buy?”

juice in year prior to interviewing

Homemakers who used frozen concentrated orange

Replies United Reft M?tro-
nite . o) politan
States South | Pacific United Urban | Rural Los

States Angeles

Percent | Percent | Percent | Percent | Percent | Percent | Percent
Usually buy a particular
brand of frozen con-

centrated orange juice. 51 38 45 55 52 47 57
Do not usually buy a
particular brand of
frozen concentrated

orange juice___...__._ 45 59 48 41 44 50 35

Not ascertained._..__... 4 3 7 4 4 3 8

Total .. _.___._ 100 100 100 100 100 100 100

Number of cases______ 599 235 220 449 484 115 102
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TaBLE 183.—( Asked only of homemakers who said they usually buy o par-
ticular brand of canned citrus juice.) Replies to the question: “‘Are there
times when you can’t get that brand?”’ ]

I;ioméma;kérs'who said they usually buy a particular
brand of canned citrus juice
Replies U - Retgt M(letro-
nite: : 0 politan
States South | Pacific United Urban | Rural Los
States Angeles
Perce;@t Percent | Percent | Percent | Percent | Percent | Percent
Cannot always get pre- o !
ferred brand.._____.__ 58 65 56 b5 57 60 51
Can always get preferred ) :
~brand. ... ... 42 35 44 45 43 40 49
Not ascertained._.._.__. ' L (RS PR 1 L R B
Total ooecoeaaae 100 100 100 | - 100 100 100 100
Number of cases....._-- - 619 323 | - 337 407 | 479 | 140 144

! Less than 1 percent.

- TaBLE 184.—( Asked only of homemakers who said they usually buy a par-
ticular brand of frozen concentrated orange juice.) Replies to the question:

“Are there times when you can’t get that brand?”’

Homemakers who said they usually buy a particular

brand of frozen concentrated orange juice

Replies Giited 'Reést M(latro-
nite: : o politan
States South | Pacifie United Urban | Rural Los
States Angeles
Percent | Percent | Percent | Percent | Percent | Percent | Percent
Can always get preferred
brand. __ . __________ 64 58 70 64 65 60 81
Cannot always get pre-
ferred brand_.._._.____. 36 42 30 36 35 40 19
Total ... 100 100 100 100 100 100 100
Number of cases...... . 808 88 100 249 254 54 58
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TasLr 185.—( Asked of homemakers who said there are ttmes when their
preferred brand of a given product s not available.) Replies to the question:
“What do you do when that happens?”’, United States

Replies

Homemakers who said there are
times when they cannot get their
preferred brand of:

Frozen
Canned citrus concentrated
juice orange juice
Percent Percent
Buy another brand of the produet____________
Do not buy the produet_- - _______________ 19 22
Not ascertained. . .o ________ 1 2
Total . ... 100 100
Number of eases_ . - oo .. 357 112
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