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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. M-    j 

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 PTJBOLS, BEN, H. GITRUS FRUIT DURING WORLD WAR IL U. S. Dept. Agr. 
Agriculture Monograph No. 3.    June 1950. 

2 UNITED STATES DEPARTMENT OF AGRICULTURE, AGRICULTURAL OUTLOOK CHARTS. 
October 1950. USDA Citrus Fruits, Oct. 1950, Washington, D. C. 

8 UNITED STATES DEPARTMENT OF AGRICULTURE. CONSUMER PURCHASES OF 
SELECTED FRESH FRUITS, CANNED AND FROZEN JUICES, AND DRIED FRUITS IN MARCH 

1950.    May 1950. 



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 occurred 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 
ihe problem was reduced to the following objectives: 

I. To ascertain the use of specific citrus products during the year preceding the 
interviewing. ^ &   * ^ 

A. Proportions of homemakers making use of specific products. 
^. intensity of use by homemakers—whether frequent or infrequent. 
O. Jr'er capita consumption. 
D. Variation in use in terms of: 

1. Year-to-year changes. 
2. Seasonaî 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 
ayailabiiity of product m 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 
Iresh limes and tangerines; frozen concentrated grapefruit juice, frozen 
concentrated orange and grapefruit blend, and frozen grapefruit segments; 
canned hme juice, tangerine juice, orange segments, grapefruit segments' 
and mixed orange and grapefruit segments. ' 

DESIGN OF THE SAMPLE 

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



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

The sample was designed so that independent 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 Goast region 
G. 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 metropoHtan 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 ah 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 non white; 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 discrepancy 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 Canned 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 relatively small proportions of the home- 
makers. 

Homemakers with higher family incomes tended to use a greater variety 
of citrus products. Frequent use (during the winter) of fresh oranges, 
grapefruitj 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 fruits, 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 prefeTence rating much higher than the canned 
citrus juices. 

Purchasing practices and preferences—: 
Alternatives 

Fresh oranges, fresh grapefruit— 
loose vs. packaged 

Fresh oranges, fresh grapefruit— 
priced by count vs. priced by pound 

Fresh oranges—natural-color vs. color-added 
Fresh grapefruit, canned grapefruit juice— 

pink vs. white 

Canned citrus juice- 
vs. unsweetened 

-sweetened 

Direction of Preference with 
preference greater intensity 

Loose Loose 

Priced by count Priced by count 

Natural color Natural color 
Fresh grapefruit- 

pink 
Canned grapefruit 

juice—white 
Except Pacific region 

—sweetened 

White 

White 

Unsweetened 

Pacific region- 
unsweetened 

Unsweetened 

Large cans 
Bottled 

Small cans 
Bottled 

Canned citrus juice—small vs. large cans 
Lemon ]mce—canned vs. bottled 

Decision-making in purchasing citrus products.—Decisions as to 
whether to buy fresh citrus fruit or which one to buy were influenced by 



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 times when their preferred brand is not available. 

SURVEY FINDINGS^ 

USE OF CITRUS PRODUCTS 

General use o/citrus products.—Nearly all homemakers made some 
use of citrus products during 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 6S 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 
popular item. The following canned products-had greater popularity among 
urban than among rural homemakers: Grapefruit juice, blends, grapefruit 
segments, lemon juice, and mixed orange-grapefruit segments. Although 
61 percent of aU homemakers in the country used canned orange juice only 
47 percent of the homemakers in metropolitan Los Angeles did so 
(table 7).       > 

^ Whenever in this report regional findings are not specifically accounted for it can 
be assumed that the regional data approximate those for the country-at-large. 



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 canned 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 noncitrus 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 fruits 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 noncitrus juices, tomato juice was the most popular, 
followed by pineapple juice, grape juice, and prune juice. 

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

Frequency   of   use   of   citrus  products   during   the   winter,— 
^Trequent 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 
particular 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 w^ho 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 



who had used canned orange juice, canned grapefruit juice, and canned 
blends, respectively, were not doing so during the winter. In each instance 
approximately 10 percent of each of these sets of nonusers said they had 
definitely stopped using the given product. 

About 25 percent of the homemakers who had used canned lemon juice 
were not 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 products,—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 ñ.ve 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, 
family 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 reporting 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-ineome 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 
blendj and lemon juice—there was no reHable 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 ofhoTnemaker and use of citrus products,—Regardless 
of educational level, nearly all homemakers had used fresh oranges during 
the year. At each 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 grapefruit juice, canned 
blends, and frozen concentrated orange juice—there were increases in the 
proportions of homemakers reporting use as the educationallevels 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 W8i8 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 quantities bought during the 
2-week period. 

For the country as a whole, the median quantities of the citrus products 
reported 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 
23^ 6-ounce cans (15.0 ounces); canned orange juice—approximately 
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IJ^ 46-ounce cans (73.4 ounces); canned grapefruit juice—approxi- 
mately 1 46-ounce can (47.1 ounces); canned blends—approximately 1 
46-ounce can (46.7 ounces); canned (or bottled) lemon juice—a little 
more than 1 5}^-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 consumption of canned 
orange juice was relatively high in the South, higher in urban centers than 
in rural areas, and relatively low in metropolitan Los Angeles. For 
canned grapefruit 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 consumption of canned lemon 
juice was much higher in the Pacific region than in the other parts of the 
country» 

Per capita consumption within 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 2J^ (3.2 
pounds); fresh lemons—approximately 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 ounces (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 consumption 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 grapefruit juice and 
canned lemon juice tended to be higher in rural areas than in urban centers 
(table 61). 

For the United States as a whole per capita consumption 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 
honaemakers 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 
particular product was highest among low-income homemakers (tables 
62-63). 

Wherea^ 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 estabHsh 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 groups in 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 
blendSj 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 
amount of:._____ 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 prior year, was most pronounced among the homemakers in the 
Pacific region/ 

For fresh oranges and canned lemon juice, 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 concentrated 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 consu nip tío îi.—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 vitamins being a necessity during the winter, citrus products 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 
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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 products,—Y er j 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, thereforej 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 grapefruit 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 
refreshing. 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 92-95). 

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 w^ere 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 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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ATTITUDES TOWARD CITRUS PRODUCTS 

Citrus products as a special food ciass.—Competition between 
citrus fruits and noncitrus fruits might not be based entirely upon such 
matters as pricej 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 
fruits.—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,, aad 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, howeverj 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 chüdreñ; 
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). y^ 

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. r 

Reasons for use of citrus products less than once a month durin^^^ 
the lüínter.—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 'Hinny''; 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, *'0h, 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). 

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 dui^ng 
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 Uke 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 mstance 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—fresh 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). 

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. 

Within the low-income group, nearly one-half of the homemakers who 
were mfrequent users of fresh oranges said their famiUes wanted them to 
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serve more of this fruit; 34 percent of tiie 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 
fresh grapefruit said this. Despite 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 noniise 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 product. 
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 specific 
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 preference 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 estabhshing 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 estabhshing the rank 
order of the products would not show the psychological distances between 
the products. 

TASTE PREFERENCE SCALES FOR 
SELECTED CITRUS PRODUCTS 

Based on Homemakers Who Had Used and Those Who Had 
Nof Used Frozen Concenfraied Orange Juice 

During the Year Prior io Interview 
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FIGURE 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 
frozenfconcentrated 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, 
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SELECTED CITRUS PRODUCTS 
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FIGURE 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 feil 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 w^eak 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 
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FIGURE 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 m 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, 
"if youishould 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 yield 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 citrus 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 "sHghtly 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,—Vveîerences 
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 inñuence the direction of preference. Many of the homemakers 
who preferred the sweetened juices explained this by the simple state- 
ment,^! hke sweet things." And many explained their preference ior 
the unsweetened juices by saying, '1 don't hke 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 Ghildren, although many adults also did this (tables 161-162). 

Canned citrus juices—small vs, large cans.—For each of the three 
canned citrus j uices—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—'1 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 niore 
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 quahties of these juices deteriorate when they are kept 
after the can has been opened. Regardless of the kind of eitrus 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, 
-nost of the homemakers who had used either canned or bottled lemon 
juice 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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is 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—^*r ahvays 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). 

DECISION-MAKING IN PURCHASING CITRUS PRODUCTS 

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,—Approxiiaateiy 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. 
ReMively few said that store advertisements about citrus 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 w^as 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 to 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 hkely to be reported by 
homemakers in the South for both canned citrus juices and frozen con- 
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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TABLE 1.—Comparison of sample and census data: Size of household 

Size of household 

Total 
United States 

Census ^ 
(1949) 

Sample 
(1950) 

Total 
Urban 

Census ^ 
(1949) 

Sample 
(1950) 

Total 
Rural 

Census ^ 
(1949) 

Sample 
(1950) 

One person „. _ _ 
Two persons.  
Three persons-  
Four persons—- — -- 
Five persons _  
Six persons.  
Seven persons  
Bight persons. > ^^ _ 
Nine or more persons 

Total...... 

Number of 
households  

Percent 
8 

27 
24 
19 
10 

6 
3 
1 
2 

Percent 
7 

31 
21 
21 
10 

5 
2 
1 
2 

Percent 
9 

29 
24 
19 
10 

5 
2 
1 
1 

Percent 
8 

30 
22 
22 

9 
5 
2 
1 
1 

Percent 
6 

25 
24 
19 
12 
6 
4 
2 
2 

Percent 
7 

31 
20 
18 
11 

5 
3 
2 
3 

100 100 

42,107,000 2,208 

100 

25,792,000 

100 

1,553 

100 

16,317,000 

100 

654 

1 MARITAL STATUS AND HOUSEHOLD CHARACTERISTICS: APRIL 1949. U. S. Bureau 
Census Current Population Reports, Population Characteristics, Series P-20, No. 26, 
1/27/50 
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TABLE 2.—-Companson of sample and census data: Marital status 

Marital status 

Total 
United States 

Total 
Urban 

Total 
Rural 

Census ^ 
(1949) 

Sample 
(1950) 

Census ^ 
(1949) 

Sample 
(1950) 

Census ^ 
(1949) 

Sample 
(1950) 

Husband-wife 
households. . . . . - 

Other (single, 
widowed, etc.) — 

Percent 

79 

21 

Percent 

82 

18 

Percent 

76 

24 

Percent 

81 

19 

Percent 

83 

17 

Percent 

85 

15 

Total...--- 100 100 100 

25,792,000 

100 

1,553 

100 

16,315,000 

100 

Number of 
households- — ---.. 42,107,000 2,208 654 

Î MARITAL STATUS AND HOUSEHOLD CHARACTERISTICS: APRIL 1949. U. S. Bureau 
Census Current Population Reports, Population Characteristics. Series P-20, No. 26, 
1/27/50. 

TABLE 3.—Comparison of sample and census data: Race 

Total 
United States 

- 

Total 
Urban 

Total 
Rural 

Race. 
Census^ 
(1948) 

Sample^ 
(1949) 

Census ^ 
(1948) 

Sample^ 
(1949) 

Census ^ 
(1948) 

Sample^ 
(1949) 

White    _-- --- 
Percent 

91 
9 

Percent 
90 
10 

Percent 
90 
10 

Percent 
90 
10 

Percent 
92 
8 

Percent 
92 

Nonwhite-..-  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 PERSONS IN THE UNITED STATES: 1948. U. S. Bureau 
Census Current Population Reports, Consumer Income. Series P-50, No. 6, 2/14/50. 

2 Cases 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: 
individuals 

Income of families and 

Total money income 

Total 
United States 

Total 
Urban 

Total 
Rural 

(Families and 
individuals) Census ^ 

(1948 
income) 

Sample^ 
(1949 

income) 

Census ^ 
(1948 

income) 

Sample^ 
(1949 

income) 

Census ^ 
(1948 

income) 

Sample^ 
(1949 

income) 

Under $500  
$500to$999_  
$1,000 to $1,499—_ 
$1,500 to $1,999_„_ 
$2,000 to $2,499__.. 
$2,500 to $2,999_... 
$3,000to$3,499—- 
$3,500 to $3,999_„. 
$4,000 to $4,499._.. 
$4,500 to $4,999„._ 
$5,000 to $5,999._._ 
$6,000 to $9,998.___ 

Percent 
9 
9 
8 
8 

10 
9 

10 
8 

_        7 
5 
7 

Percent 
3 
6 
6 
9 

10 
10 

8 
10 
7- 
6 
8 

15 

Percent 
7 
7 
7 

" 7 
10 
9 

11 
9 
7 
5 
8 

Percent 
2 
5 
5 
7 
9 
9 
7 

11 
8 
7 

10 
17 

------ 

Percent 
12 
11 
10 

9 
11 
10 

9 
7 
5 
3 
5 

Percent 
5 
9 

13 
13 
12 
13 

8 
8 
5 
3 
5 
A 

$6,000 to $9,999_... 
$9,999 and over  

8 10 6 
----- 

, 
$10,000 and over.__ 2 3 

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

Number of families 
and individuals_._ 46,674,000 2,040 29,368,000 1,440 17,306,000 599 

1 INCOME OF FAMILIES AND PEESONS IN THE UNITED STATES: 1948. U. S. Bureau 
Census Current Population Reports, Consumer Income. Series P-50, No. 6, 2/14/50. 

=^ Cases where income was not ascertained have been omitted. Income was not 
ascertamed 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.—C/se of citrus v^oducts (fresh, canned, and/or frozen) during the 
year prior to interviewing 

All homemakers 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Used some citrus product 
Did not use any citrus 

product     . 

Percent 
97 

3 

Percent 
96 

4 

Percent 
96 

4 

Percent 
97 

3 

Percent 
97 

3 

Percent 
96 

4 

Percent 
96 

4 

Total--.,-. - 100 

2,208 

100 100 100 100 100 100 

Number of cases .  1,339 1,002 1,400 1,553 654 422 
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TABLE ß,^Use of fresh citrus fruits during the year prior to interviewing 

CO 

All homemakers 

Fresh citrus fruits 
United 
States South Pacific 

Rest of 
United 
States 

Urban Rural 
Metro- 

politan Los 
Angeles 

Pe rcent ^ 

96 

4 

Percent ^ 

„,„         96 
93 
88 
68 
63 
18 

____           4 

Percent^ 

.-..         95 
89 
89 
72:, , 
39 
17 

5 

Pe 

'93" 
88 
81 
65 
21 

rcent ^ Pe rcent ^ 

97 

3 

Percent ^ 

96 
92 
85 
66 
54 
13 
           4 

Pe 

"91" 
92 
79 
69 
24 

rcent ^ 

Used fresh citrus fruits . ^____^_ 97 

3 

"93" 
89 
81 
66 
22 

96 
Fresh oranges   __ 93 

88 
76 
62 
20 

Fresh lemons. ^    ^ 
Fresh grapefruit ^. ___^___ 
Fresh tangerines--  
Fresh limes     _    ,    ,„^,  

Did not use fresh citrus fruits  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 

^ Percentages add to more than their subtotals because many homemakers used more than one product. 



TABLE 7.—Use of canned citrus products during thé year prior to interviewing 

Canned citrus products 

All homemakers 

United 
States South Pacific 

Eest of 
United 
States 

Urban Rural 
Metro- 

politan Los 
Angeles 

"CO, 
to 

Used canned citrus products. ___ 
Canned orange juice ^ _____ 
Canned grapefruit juice ,_„ __ 
Canned blends. _ „_____^ ..  
Canned grapefruit segments _„ 
Canned (bottled) lemon juice. :  
Canned orange and grapefruit 

segments  
Canned orange segments _  _ 
Canned tangerine juice .-^- 
Canned lime juice--- ^.- —_-  

Did not use canned citrus products--  

Percent ^ 

78 

Percent ^ Percent ^ Percent ^ Percent ^ Percent^ Percent ' 

61 

39 
34 
24 

19 
12 
7 
4 

Total, 

Number of cases. 

22 

65 
53 
28 
18 
14 

11 
9 
4 
2 

100 

2,208 

74 

26 

55 
61 
40 
37 
21 

15 
9 
3 
3 

100 

1,339 

80 

20 

59 
5S 
44 
41 
29 

23 
14 
9 
5 

100 

1,002 

80 
61 
58 
43 
39 
26 

21 
13 

20 

100 

1,440 

81 

19 

61 
48 
31 
24 
19 

13 
10 
6 
3 

71 

29 

47 
59 
36 
34 
20 

11 
7 
3 
3 

75 

100 

1,553 

25 

100 

422 

^ Percentages add to more than their subtotals because many homemakers used more than one product. 
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TABLE 8.—C/se o f frozen citrus proditcts during the year prior to interviewing 

All homemakers 

Frpzen citrus products 
United 
States South Pacific 

Rest of 
United 
States 

Urban Rural 
Metro" 

polit an Los 
Angeles 

Used frozen citrus products  _ _ — _ - _ 
Frozen concentrated orange juice____ 
Frozen concentrated grapefruit juice _ 
Frozen concentrated blend _ _, _ _  
Frozen grapefruit segments, -  ^ 

Did not use frozen citrus oroducts 

Pe 

'27' 
3 
3 
3 

rcent ^ 

28 

72 

Percent "^ 

19 
18 

3 
2      ' .     ' 
2 

81 

Percent * 

          23 
22 

3 
2 
3 
 '   "   77 

Percent ^ 

33 
32 

4 
3 
3',, 

67 

Percent ^ 

-  -,         32 
31 

4  ' 
3 

. 3' 
68 

Percent ^ 

..__         18 
18 
2  ' 
1''   ' 
1 

__-_         82 

Pe 

'24' 
3 
4 
3 

rceni ^ 

26 

74 

TotaL._-_._._.__-__,-,---.------- 100 100 100 100 100 100 100 

Number of cases  ^ ^ -____. _ ,     „ 2,208 1,339 1,002 1,400 1,553 654 '    :422 

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



TABLE 9.—(Products considered—fresh oranges, lemons, grapefruit; frozen 
concenfy^ated orange juice; canned orange juice, grapefruit juice, blends, 
lemon juice,) Number of citrus producís used per homemaker during the 
year prior to interviewing. , .     - 

All honiemakers 

Number of eitrus 
products used United 

States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

One product._______.._\._ 
Two products  . _ 

Percent 
3 
8 

14 
17 
19 
20 
12 
4 

3 
1 

Percent 
4 

12 
15 
15 
23 
17 

8 
2 

4 

Percent 
2 

-         :    7 
15 
19 
19 
21 

9 
4 

4 

Percent 
2 
6 

14 
17 
18 
20 
15/ 

5 

3 

Percent 
2 
5 

13 
17 
20 
21 
14 
5 

3 
1 

Percent 
4 

14 
17 
15 
16 
16 
10 

4 

4 

Percent 
2 
6 

Three products.  _. _ __ 19 
Four products._ :... _ 
Five products- _ _ ^.  
Six products „_____  ._. 

19 
17 
20 

Seven products. -  _.. 
Eight products. 

9 
4 

Did not use any citrus 
product - 4 

Not ascertained  

Total - 100 

2,208 

100 

1,339 

100 100 100' 100 100 

Number of cases.  1,002 1,400 1,553 654 422 

* Less than 1 percent. 

TABLB^ l^-^—(Ashed only of the homemakers 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 yearf'' 

Homemakers who had used canned orange juice during 
year prior to interviewing 

RepHes 

United 
States South Pacific 

Rest 
of 

United 
States 

- 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Had seen canned orange- 
ade being sold  _ _ _ 

Had not seen canned 
orangeade being sold. - 

Don't know--- -._. 
Not ascertained- _-_ 

Percent 

22 

_  74 
2 
2 

Percent 

23 

70 
4 

r3 

Percent 

Í 22 

-74 
3 
Ï 

Percent 

21 

76 
2 
1 

Percent 

23 

73 
3 
1 

Percent 

19 

'   77 
3 

Percent 

'     20 

77 
2 
1 

TotaL.-„.._  100 100 100 100 100 100 100 

Number of cases. _ _ - _ _ _ _ 1,339 874 555 829 949 398 200 

3 1 



XABL^ 11.—(Asked only of the homemakers who had used canned orange 
\  juice during-the gear prior to intervieming and had seen canned orangeade 

being sold:) Replies to the question:J'Have you used any canned orange- 
ader : . 

Plomemakers who had used canned orange juice during 
year prior to interviewing and had seen canned orange- 
ade being sold 

Replies 

United 
States Soutli Pacific ^ 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Used canned orangeade^. 
Had not used canned 

orangeade     - « v - - 

Percent 
55 

45 
;     1 

Percent 
61 

38. 
1 

Percent 
46 

54 

Percent 
52 

47 
1 

Percent 
52 

48 
1 

Percent 
63 

;:'6 
1 

Percent 
37 

63 
Not ascertained-l._L^_--. 

Total-----.  100 100 

197 

100 

125 

100 

174 

100 

218 

100 100 

Number of cases.._. -_.. 289 71 41 

1 Less than 1 percent. 

TABhE 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 f^ 

Homemakers who had used canned orange juice during 
the year prior to interviewing and had used canned 
orangeade^ 

Replies 

United 
States South Pacific 

Rest of 
United 
States 

Urban Rural 

Served canned orangeade 
to children only _  _ _ 

Served canned orangeade 
to adults only  

Percent 

8 

41 

49 
2 

Percent 

5 

32 

59 
4 

Percent 

13 

35 

48 
4 

Percent 

9 

47 

43 
1 

Percent 

8 

39 

50 
3 

Percent 

: 8 

45 
Served canned orangeade 

to children and adults  
Not ascertained _-- 

: 47 

Total-    --    - —.-- 100 

158 

100 

121 

100 

58 

100 

91 

100 

113 

100 

Number of cases -  45 

' Data for metropolitan Los Angeles not presented because of small number of cases. 
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TABLE IS,—(Asked only of homernakers with children who had used canned 
orange juice during the year prior ta interviewing and had. used canned 
orangeade,) Replies to the question: ^^When do the children (Í to 16 years 
of age) usually drink canned orangeadeP^ 

When children 1 to 16 years 
of age usually drink canned 

orangeade 

Once during a day  
Morning ... .., . 
Noon-_...   

_ Other (but not evening) 
Twice during a day. . 

Morning and noon„ _ _ _. 
Morning and evening.. 
Morning and other.__. 
Noon and other  
Evening and other_... 

Three times during a day,_. 
Morning, noon, evening. 
Morning, evening, other. 
Noon, evening, other, _, 

Four times during a day- — . 
Have   children   but   serve 

canned orangeade to 
adults only ______ ^.,._.. 

Not ascertained _... . 

Total.-._ 

Number of cases. 

Homemakerg with children who had used canned 
orange juice during the year prior to interviewing 

and had used canned orangeade^ 

United 
States 

Percent 

67 
22 

3 
42 

17 

100 

99 

South 

Percent 

15 
3 

39 

20 
2 

57 

25 

100 

Pacific 

Percent 

24 
9 

34 

67 

10 

100 

42 

Rest of 
United 
States 

Percent 

28 
2 

46 

76 

12 

100 

50 

Urban 

Percent 

22 
1 

42 

"i 
1 

15 
2 
2 

65 

19 

100 

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. 
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TABLE H,—(Asked only of homemakers who had used canned orange juice 
during the year prior to interviewing and had used canned orangeade.) 
Replies to the question: ''When do (the adults 17 years of age md over) 
usually drink canned orangeade f I 

When adults 17 years 
of age and over usually 

drink canned 
orangeade 

Once during a day... 
Morning-—  
Noon -.._-.- 
Evening----_--_ 
Other..-.,-  

Twice during a day.« 
Morning and noon. 
Morning and even- 

ing-..-.—  
Morning and other 
Noon and evening 
Noon and other. . 
Evening and other- 

Three times during a 
day—— _-.-. —— -- 

Morning, noon, 
evening -- 

Morning, evening 
other..--- —-.-- 

Noon, evening, 
other.-, --- 

Four times during a day. 
Served canned orange- 

ade to children only.- 
Not ascertained _-.-.,_ 

Homemakers who had used canned orange juice during 
year prior to interviewing and had used canned orangeade^ 

Total---- 

Number of cases. 

United 
States 

Percent 

.-   70 
20 

3 
1 

46 
15 

South 

Percerit 

65 
16 
4 
1 

44 
21 

100 

158 

Pacific 

Percent 

57 
19 
5 
5 

28 
10 

100 

12! 

Rest of 
United 
States 

Percent 

75 
23 

1 
1 

50 

13 
rs 

ICK) 

58 

11 

100 

91 

Urban 

Percent 

67 
18 
2 
1 

46 
15 

8 

100 

113 

Rural 

Percent 

78 
27 

4 
2 

45 
14 

10 
1 

100 

45 

^ Data for metropolitan Los Angeles not presented because of small number of cases. 
2 Less than 1 percent. 
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XABLE^éñv^Askeá o'rüy,#f^ hom&makers^^who^ had used ^ canned orange 
j^dmdAJ/rmf^the^yeoïï^pï^^ (md had used canned orange- 
ade.^ ^Replies tor^the quesUm.: Wo^'iyoutMnk there is dm/ particular 
difference between canned orange juice and canned orangeadeP- 

Replies 

Hoinemakers who had used canned orange juice dur- 
^    ing the year prior to interviewing and had used 

canned orangeade^     '-     '          ■ 

United 
States South Pacific 

Rest of 
United 
States 

Urban Rural 

There is a .difference be- 
tween    canned   orange 
juice   and   canned   or-A 
angèade__ _ _.J_ _ .j 

There is no difference be- 
* tween    canned    orange 
juice   and   canned   or- 
angeade. - -  _ _ _ 

Not ascertained-^ 'i 

Percent 

89 

10 
1 

Percent 

88 

11 
1 

Percent 

93 

4 
3 

Percent 

89 

10 
1 

Percent 

88 

^10 
2 

Percent 

91 

9 

TotaL.__...  100 

158 

100 

121 

100 

68 

100: 

91 

100 

113 

100 

Number of eases .. _ 45 

• Data for metropolitan Los Ángeles not presented because of small number of cases. 
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TABLE m\—How homemakers think that canned orange juice and canned orangeade are different 

Difference mentioned between canned orange 
juice and canned orangeade 

CO 
CO 

Water content differences: 
Canned oiangeade~tOo watery,--^---- _-„.-  
Canned orange juice^oo wateiry _ -._ ^ _.___-_ -.^ ----- ~ - -- - - - 

Taste differences: 
Canned orangeade—sweeter. _ _.___ — --_--------  
Canned orange juice—sweeter, , - _ — __ _ — __ ^ -------- - - - — 
Canned orange juice tastes more like fresh oranges  _ 
Canned orangeade tastes more like fresh oranges --_.----- 
Canned ora-ngéade—like á ' 'soft drink' ' - _ ^ ^ _________ ^ __ - - - 
Canned Orangeade—artificial ; tinny- - - - ;.„._-_-----_--- 
Canned orange juice-^artificial; tinny, i _ _. „ -- - ___-----. _. - - - 
Canned orange j^ice—^bitter; acid- _ __,--_--_- ^ - - -  - ~ ~ 
Canned orangeade—bitter ; acid_ --___,- ^  — - - - - 
Canned orange juice—tastes better (unspecified)  
Canned orangeade—tastes better (unspecified) ^  
Miscellaneous specific taste differences  

Health, food-yalue differencess:    ,        ,;        ,     , . 
Canned orange juice^higher, in vitanun a^id i^i^neral content- - - 
Canned Orangeade—higher in vitamin 9,nd mineral content, - _ . 
Canned orange juice—better in health, food value (unspecified). 
Miscellaneous specific health, food-value differences _ - _  - - - 

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

United 
States 

Percent ^ 

38 

21 
;. .2 
11 
6 

10 
6 
1 
3 
1 
Á 

2 
2 

South 

6 

Percent ^ 

:^)8 

23 

fi 
8 
6 
6 
2 
4' 
3 
4 
4 
4 

Pacific 

Percent ^ 

41 
2 

22 

~""'"Ï4 

"'"'""^8" 
II 

2 
11 

2 

15 
2 

Rest of 
United 
States 

Percent ^ 

20 
2' 

14 
6 

14 
5 

= !■ 

2 

10 
3 

Urban 

Percent ^ 

38 
2 

22 
::3 
9 
5 
9 
6 

=2 
1 
1 
3 
3 
3 

Rural 

Percent ^ 

38 
5 

19 

"Ï6 
8 

14 
5 

~'6 
■ I 

4 
I 

11 
4 

(Çontjnvsévmnext page) 



TABLK IQ,—HOW homemakers think that canned orange juice and canned orangeade are different,—Continued. 

Difference mentioned between canned orange 
juice and canned orangeade 

Miscellaneous differences : 
Canned orangeade—better for refreshment; as a cooling drink_. 
Canned orangeade—preferred by children -.!__  
Canned orangeade—cheaper_,_^,.._. , ^ ^,  _ 
Not ascertained ,____ _,„-_L-_3]  " 

Homemakers who said canned orangje juice and canned 
orangeade are different 1 

United 
States 

Number of cases. 

Percent ^ 

12 
■, 5 

1 
6 

140 

South 

Percent - 

4 
; 2" 

6 

100 

Pacific 

Percent ^ 

11 
(> 

' 2 
11 

54 

Rest of 
United 
Staters 

Percent^ 

15 
6 

81 

Urban 

Percent ^ 

i:i 
,   7 

1 
■ ,7 

99 

^ Data for metropolitan Los Angeles not presented because of small number of cases. 
lercentages total more than 100 because some homemakers cited more than one difference 

^ JJCSS than 1 percent. 

Rural 

Percent ^ 

10 
2 

41 



TABLE 
17.-RepUes to the guesUon: "What other (noncÜrus) fresh fndts are you iuying this time of year (during the winter)?" 

Replies 

Bought noncitrus fresh fruit during the 
winter. _--_-  

Apples----r-  " 
Bananas—  

1^ Grapes,----  
h^ Pears- - - ■ —  

Berries, general- __-_--_ 
Peaches- --__, — 
Avocados-  —  - —  
Pineapples  
Plums-- ---_------   ----- 
Apricots; cherries; melons, general  
Other fresh fruit- "~"~L" 

Did not buy noncitrus fresh fruit durmg the 
winter  

Not ascertained  

Total  

Number of cases _ 

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

United 
States 

Percent ' 

86 
66 
31 
19 
2 
1 
1 
1 
1 

93 

South 

Percent ^ 

100 

2,139 

84 
63 
29 
11 

2 
1 
2 

1 
1 

90 

Pacific 

Percent ^ 

10 

100 

1,290 

85 
70 
14 
15 

2 

1 
3 
1 
2 

1 
2 

92 

100 

Rest of 
United 
States 

Percent - 

961 

94 

Urban 

Percent ^ 

100 

1,362 

89 
68 
34 
25 

2 
1 
1 
1 
I 

94 

100 

Rural 

1,510 

Percent ^ 

Metro- 
politan Los 

Angeles 

Percent^ 

11 
1 

9i 

69 
18 
27 

1 
1 
2 
1 
1 
1 
2 

100 

629 

100 

407 

1 Percentages add to more than their subtotals because many homemakers mentioned more than one fresh fruit. 
2 Less than 1 percent. 
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TABLE l^.-—Replies, to the question: 'What (noncitrus) canned fruits are you buying (during the winter)?'' 

Replies 

Bought noncitrus canned fruit during the 
winter ^^  

Peaches^-- -____ ,__  
Pears_ _,___-^ _--___ ^___  
Pineapples ^ ^ ^  _ _  
Mixed fruits ; fruit salad  
Apricots. „_  
Cherries- -_._  
Plums  
Apples; applesauce  
Berries__ .-  
Prunes ,  
Figs _   
Other canned fruits __„  

Did not buy noncitrus fruits during winter. 
Not ascertained._--^  

TotaL,___ 

Number of cases _ 

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

United 
States 

Percent ^ 

54 
28 
26 
18 
12 

South 

Percent ^ 

70 

28 
2 

100 

2,139 

Pacific 

Percent "^ 

64 

33 
3 

100 

1,290 

67 

31 
2 

100 

961 

Rest of 
United 
States 

Percent ^ 

73 

25 
2 

100 

1,362 

Urban Rural 

Percent ^ 

77 

21 
2 

Percent'^ 

56 
39 
16 
21 
12 

9 
8 
4 
4 
3 
2 
1 
1 

Metro- 
politan Los 

Angeles 

Percent ^ 

100 

1,510 

43 
1 

100 

629 

67 
37 
24 
17 
27 

7 
6 
4 
7 
2 

2 
2 

80 

17 
3 

1 Percentages add to more than their subtotals because many homemakers mentioned more than one kind of canned fruit 
^ liess than 1 percent. 

100 
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TABLE 19.—Replies to the question: ''Besides dtrus juices, what other canned juices are youbuying nov) (during the winter)— 
that is y any kind of juice f^ 

Replies 

Bought noncitrus canned juices during the 
winter, ^ ., ^-__ — 

Tomato juice ^__-_-___. 
Pineapple juice _^--  
Grape Juice.^_  
Prune juicè_- ~-^  
Vegetable juice -_^- ------ 
Apple juice--- -_-_-__-^---  
Apricot juice_-_  — -- 
Peach juice.----_ — --- 
Other canned juices ___.--- 

Did not buy noncitrus canned juices during 
the winter   

Not ascertained   

TotaL 

Number of cases. 

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

United 
States 

Percent ^ 

37 
21 
12 
11 

5 
5 
3 
1 
1 

57 

41 
2 

100 

South 

Percent ^ 

29 
15 
12 

9 
3 
4 
1 
1 
1 

2,139 

47 

50 
3 

Pacific 

Percent ^ 

42 
19 
15 
8 
7 
8 
3 
1 
2 

100 

1,290 

64 

33 
3 

100 

961 

Rest of 
United 
States 

Percent ^ 

39 
24 
11 
13 

6 
5 
4 
1 
2 

59 

38 
3 

Urban 

Percent ^ 

43 
25 
13 
13 

6 
6 
4 
1 
2 

100 

1,362 

65 

33 
2 

100 

1,510 

Rural 

Percent ^ 

20 
12 
10 

8 
3 
3 
2 

37 

Metro- 
politan Los 

Angeles 

Percent ^ 

60 
3 

100 

629 

44 
22 
14 

8 
7 

12 
6 
1 
4 

67 

31 
2 

100 

407 

1 Percentages add to more than their subtotals because many homemakers mentioned more than one kind of canned juice. 
2 Less than 1 percent. 



PABLE 2ö,—Summary of other fruit products (beside citrus) bought during 
the winter 

Products reported 
bought 

Other fresh fruit, other 
canned fruit and other 
canned ju icea_ .. _ _. 

Other fresh fruit and 
other canned fruit  

Other fresh fruit and 
other canned juices_._. 

Other canned fruit and 
other canned juices-__. 

Other fresh fruit only  
Other canned fruit only.. 
Other canned juices only. 
No other fruit products 

bought-_ ______._.._. 
Not ascertained-,__. _ _.. 

TotaL___.__.._.. 

Number of cases_ _______ 

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

united 
States South 

Percent 

46 

22 

1 
16 

1 
1 

Percent 

37 

24 

8 

1 
21 

2 
1 

100 

Pacific 

Rest 

United 
States 

Percent 

47 

16 

14 

2 
15 
2 
1 

3 
-1 

1,290 

100 

961 

Percent 

49 

22 

8 

1 
15 

1 
1 

3 
1 

100 

Urban Rural 

Percent 

53 

21 

9 

2 
I] 

1 
1 

2 
1 

1,362 

100 

1,510 

Percent 

28 

25 

7 

1 
28 

2 
1 

100 

Metro- 
politan 

Los 
Angeles 

Percent 

56 

20 

9 

1 
8 
3 
1 

1 
1 

629 

100 

407 

^ Less than 1 percent. 
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TABLE 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? 

Frequency of use of fresh oranges 
during winter 

Once a month or more  
Two or more times a week ^ „ _ _ _ 
Once a week„„   
One to three tinies a months  

Less than once a months __^_„-_ 
Do not serve fresh oranges in winter. 
Not ascertained.—„ ^ — 

TotaL  

Number of cases- 

1 Less than 1 percent. 

Homemakers who used fresh oranges during the year prior to interviewing 

United 
States 

Percent 

73 
11 
10 

94 

100 

2,054 

South 

Percent 

67 
13 
12 

92 

100 

1,249 

Pacific 

Percent 

75 
10 
10 

95 

100 

893 

Rest of 
United 
States 

Percent 

76 
10 
9 

95 

100 

1,308 

Urban 

Perdent 

79 
9 

96 

100 

1,449 

Rural 

Percent 

60 
14 
16 

90 

100 

605 

Metro- 
poUtan Los 

Angeles 

Percent 

78 
9 
9 

96 



his- 

TABLE 22.—("^sifced only of the hornemakers who med fresh grapefruit during the year prior to interviewing.) Replies to the 
question: ^'Atthis time of year, that is, during the winter, about how often do you serve fresh grapefruitf^^ 

Frequency^ of use of fresh grapefruit 
during winter months 

Once a month or more-^_____  
Two or more times a week^  
Once a week—^ ^„„ ^ 
One to three times a months „»___, 

Less than once a month.___^„ ... 
Do not serve fresh grapefruit in winter. 
Not ascertained^  

TotaL  

Number of cases. 

Homemakers who used fresh grapefruit during the year prior to interviewing 

United 
States 

Percent 

87 

11 
2 
1 

South 

Percent 

43 
18 
23 

84 

14 
2 

Pacific 

Percent 

87 

Rest of 
United 
States 

Percent 

50 
20 
18 

88 

10 
2 

Urban 

Percent 

Rural 

Percent 

37 
19 
24 

80 

17 
3 
1 

10Ö 

433 

Metro- 
poHtan Los 

Angeles 

Percent 

88 

9 
3 

lOO 

332 

^ Less than 1 percent. 



TABLE 2Z.—(Asked only of the homemakers who used fresh lemons 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 lemons? 

Frequency of use of fresh lemons in winter 

Once a month or more -.- 
Two or more times a week ^ 
Once a week„_^ ^  
One to three times a months  

^     Less than once a months-..—^^^^^  
«j     Do not serve fresh lemons in winter— 

Not ascertained-- _,^----„--  

Total-.., ^ 

Number of cases. 

1 Less than 1 percent. 

Homemakers who used fresh lemons during the year prior to interviewing 

United 
States 

Percent 

28 
16 
24 

13 
19 

100 

1,948 

South 

Percent 

31 
16 
23 

70 

13 
17 

100 

1,174 

Pacific 

Percent 

37 
20 
25 

82 

10 
8 

100 

892 

Rest of 
united 
States 

Percent 

26 
16 
24 

66 

13 
21 

100 

1,237 

Urban 

Percent 

32 
17 
23 

72 

12 
16 

1 

100 

1,390 

Rural 

Percent 

17 
14 
26 

57 

14 
29 

1 

100 

558 

Metro- 
politan Los 

Angeles 

Percent 

44 
20 
21 

85 

10 
5 

100 

387 



CX) 

TABLE 24:.—(Asked only of the homemakerswho used canned orange juice during the year prior to interviewing,) Replies to 
the questton:   At this time of year, that is, during the winter, about how often do you serve canned orange juicef' 

Frequency of use of canned orange juice 
in winter 

Used once a month or more  
Two or more times a week  
Once a week ^^,„_  
One to three times a month, -._____. 

Less than once a month_-_  
Do not serve canned orange juice in winter. 
Not ascertained.- ., ,  

TotaL  

Number of cases. 

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

United 
States 

Percent 

38 
15 
23 

76 

14 
10 

1 

100 

1,339 

South 

Percent 

38 
13 
21 

72 

17 
11 

1 

100 

874 

Pacific 

Percent 

36 
15 
24 

75 

13 
11 

1 

100 

555 

Rest of 
United 
States 

Percent 

38 
15 
24'.^ 

77, 

13 
10 

100 

829 

* Less than 1 percent. 

Urban 

Percent 

76 

14 
10 

I 

100 

941 

Rural 

Percent 

74 

15 
11 

100 

398 

Metro- 
politan Los 

Angeles 

Percent 

72 

17 
10 

1 

100 

200 
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TABLE 25.—(Asked only of the homemakers who used canned grapefruit juice during the year prior to interviewing J Replies 
to the question: ''At this time of year, that is, during the winter, about how often do you serve canned grapefruit jmce/ 

Frequency of use of canned grapefruit juice 
in winter 

Used once a month or more..  
Two or more times a week _ — - 
Once a week  
One to three times a month -_ 

Less than once a month _ — -.--- — r-- 
Do not serve canned grapefruit juice in winter_ 
Not ascertained  ^-- — ^  

TotaL-,- 

Number of cases. 

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

United 
States 

Percent 

29 
15 
27 

71 

19 
10 

1 

100 

1,209 

South 

Percent 

30 
13 
26 

69 

20 
11 

1 

Pacific 

Percent 

30 
16 
26 

100 

706 

72 

17 
11 

100 

616 

Rest of 
United 
States 

Percent 

29 
16 
28 

73 

18 

100 

767 

1 Less than 1 percent. 

Urban 

Percent 

30 
15 
28 

73 

18 
9 

100 

895 

Rural 

Percent 

28 
15 
26 

69 

21 
10 

1 

100 

313 

Metro- 
politan Los 

Angeles 

Percent 

27 
17 
29 

73 

17 
10 



TABLE 2%.—(Asked only of the homemakers who used canned blends during the year prior to interviewing,) Replies to the 
question:   At this time of year, that is, during the winter, about how of ten do you serve canned blends f' 

Frequency of use of canned blends in winter 

Used once a month or more  
Two or more times a week , . 
Once a week_____,^  
One to three times a month  

^     Less than once a months „^ - ^  
O     Do not serve canned blends in winter. 

Not ascertained^^-  

Total  

Number of cases _ 

' I^ess than 1 percent. 

Homemakers who used canned blends during the year prior to interviewing 

United 
States 

Percent 

69 

20 
11 

100 

869 

South 

Percent 

60 

27 
13 

100 

Pacific 
Rest of 
United 
States 

Percent 

72 

18 
10 

1 

100 

398 

Percent 

24 
17 
30 

71 

18 
11 

1 

100 

620 

Urban 

Percent 

70 

19 
11 

100 

667 

Rural 

Percent 

65 

22 
12 

1 

100 

202 

Metro- 
politan Los 

Angeles 

Percent 

19 
16 
38 

73 

17 
10 

100 

150 



TABLE 27 -(Asked only of the Jumemakers who used canned or Utthd Umm juice during the year prior io f^^í 

Frequency of use of eanued or bottled 
lemon juice 

Used once a month or more ^--- 
Two or more times a week  
Once a week__—  
One to three times a month  

Less than once a month .--. --..--. 
Do not serve canned or bottled lemon juice 

in winter», ---^' 
Not ascertained  «  

Total  

Number of cases _ 

Homemakers who used canned or bottled lemon juice during the year prior to interviewing. 

United 
States 

Percent 

15 
10 
24 

49 

23 

27 
1 

100 

533 

South Pacific 

Percent 

14 
10 
25 

49 

19 

31 
1 

100 

181 

Percent 

13 
11 
25 

49 

28 

22 
1 

100 

213 

Rest of 
United 
States 

Percent 

15 
10 
23 

48 

24 

27 
1 

100 

410 

Urban 

Percent 

16 
10 
24 

50 

25 

24 
1 

100 

408 

Rural 

Percent 

10 
12 
23 

45 

16 

38 
1 

Metro- 
politan Los 

Percent 

13 
7 

34 

54 

21 

24 
1 

100 

~84 



TABM 28,—(Asked only of homemakers who used canned orange segments 
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 canned 
orange segmentsf^ 

Frequency of use of 

Homemakers who used canned orange segments during 
the year prior to interviewing ^ 

canned orange seg- 
ments 

United 
States South Pacific 

Rest of 
United 
States 

Urban Rural 

Once a month or more. _ 
Two or more times 

a week      _ _ _ 

Per 

9 
12 

30 

cent 

51 

29 

9 
11 

Per 

7 
14 

30 

cent 

51 

30 

8 
11 

Per 

3 
12 

38 

cent 

53 

29 

7 
11 

Percent 

--._   51 

10 
12 

29 
-___   27 

__-_   10 
__._   12 

Percent 

___.   49 

9 
12 

28 
-.__   33 

---_     8 
.___   10 

Per 

8 
12 

38 

cent 

58 

Once a week______ 
One to three times 

a month__^____ 
Less than once a month. 
Do not serve canned 

orange segments  in 
winter  

Not ascertained _ „. _ 

15 

13 
14 

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 who used canned grapefruit segments during the year prior to interviewing.) Replies 
ta the Question: ''At this time of year, that is, during the winter, about how often do you serve canned grapefruit segments/ 

Frequency of use of canned grapefruit 
segments 

Used once a month or more  
Two or more times a week  
Qiice a week__„ -^ —,— -- 
One to three times a month __,_ 

Less than once a month---- — --- 
Do not serve canned grapefruit segments 

in winter.-^-  
Not ascertained -_--  

Total-__.- 

Number of cases. 

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



Oí 

TABLE SO.—(Asked only of hornemakers who used canned citrus salad during the year prior to interviewing,) Replies to the 
question: ''At this time of year^ thai is, during the winter, about how of ten do you serve canned citrus salad (mixed orange 
and grapefruit segments)?'* 

Frequency of use of canned citrus salad 
(mixed orange and grapefruit segments) 

Once a month or more _-,_ ,.. 
TT^O or more times a week ^«„^. 
Once a week -- ^- .  
One to three times a month _,„.^^. 

Less than once a month-^-__  
Do not serve canned citrus salad in winter- 
Not ascertained __.  

TotaL.... 

Number of cases. 

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

United 
States 

Percent 

50 

28 
9 

13 

100 

417 

South 

Percent 

48 

24 
16 
16 

100 

150 

Pacific 

Percent 

12 
37 

55 

25 
7 

13 

100 

155 

Rest of 
United 
States 

Percent 

51 

29 
8 

12 

100 

319 

Urban 

Percent 

49 

30 
8 

13 

100 

330 

Rural 

Percent 

10 
12 
33 

55 

22 
11 
12 

100 

87 

Metro- 
politan Los 

Angeles 

Percent 

39 

40 
15 
6 

100 

48 
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TABLE 31 —(Asked only of the homemakers who used frozen concentrated orange juice during the year prior to interviewing.) 
Repuesto the question: ''At this time of year, that is, during the winter, about how of ten do you serve frozen concentrated 

orange juice f ^^^___^__^______ 

Frequency of use of frozen concentrated 
orange juice in winter 

Once a month or more__ ^-- 
Two or more times a week—^_-  
Once a week___ _--- ______ 
One to three times a month _—. _ _. _ 

Less than once a month.-^ ___ — 
Do not serve frozen concentrated orange 

juice in winter _____„„-._ ^^____ 
Not ascertained   

Total- 

Number of cases „ 

^ Less than 1 percent. 

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

United 
States 

Percent 

34 
15 
19 

18 

13 
1 

100 

599 

South 

Percent 

28 
14 
17 

59 

20 

21 

100 

235 

Pacific 

Percent 

33 
14 
18 

65 

17 

100 

220 

Rest of 
United 
States 

Percent 

36 
15 
20 

71 

18 

10 
1 

100 

449 

Urban 

Percent 

36 
16 
18 

70 

17 

12 
1 

100 

484 

Rural 

Percent 

24 
13 
25 

62 

23 

15 

100 

115 

Metro- 
politan Los 

Angeles 

Percent 

32 
16 
19 

67 

20 

13 

100 

102 



TABLE 32.—(Asked only of homemakers who have used the product ^ during 
the year prior to interviewing but did not serve during the winter.) Replies 
to the question: ['Do you think you will he likely to go on using  
from time to time, or have you definitely stopped using T' 
United Slates^ 

Homemakers who used the product during the year 
prior to interviewing but did not serve it in winter 

Replies 

Fresh 
lemons 

Frozen 
concen- 
trated 
orange 
juice 

Canned 
orange 
juice 

Canned 
grape- 
fruit 
juice 

Canned 
blends 

Canned 
(bottled) 
lemon 
juice 

Plan to continue- ,. 
Definitely stopped using_ _ 
Not ascertained  

Percent 
99 

1 
3 

Percent 
77 
22 

1 

Percent 
86 
14 

3 

Percent 
91 

9 
3 

Percent 
86 
13 

1 

Percent 
88 
11 

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

•^ Less than 1 percent. 

TABLE 33.—(Products considered—-fresh oranges; lemons; grapefruits; 
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, 
United States 

Number of citrus 
products used 

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

Low income 
($2,468 and 

under) 

Middle income 
($2,469 to 

$4,250) 

High income 
($4,251 and 

over) 

One product-___ 
Two products._. 
Three products _ 
Four products-_ 
Five products.-. 
Six products____ 
Seven products- 
Eight products _. 

Total  

Number of cases. 

Percent 
5 

15 
19 
14 
18 
17 
9 
3 

100 

644 

Percent 
2 
6 

14 
18 
21 
20 
14 

5 

100 

685 

Percent 
1 
3 

11 
18 
20 
23 
17 

7 

100 

649 

56 



TABLE S4:.—Relation between income and use of citrus products during the 
year prior to interviewingj United States 

Products used 

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

Low income 
($2,468 and 

under) 

Middle income 
($2,469 to 

14,250) 

High income 
($4,251 and 

over) 

Fresh oranges —  
Percent ^ 

m 
86 
67 
61 
50 
32 
18 
13 

Percent ^ 
97 
94 
80 
66 
57 
42 
26 
31 

Percent * 
96 

Fresh lemons 95 
Fresh grapefruit-__    __          _    _ 88 
Canned orange juiee     . 61 
Canned grapefruit juice   _ 63 
Canned blends __„_    __,__ 48 
Canned (bottled) lenaon juice  
Frozen concentrated orange juice. _ _ 

31 
41 

Number of cases                        _ _  _ 644 685 649 

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

TABLE 35,—Relation between income and use of citrus products during the 
year prior to interviewingj South 

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

Products used 
Low income 
($1,733 and 

under) 

Middle income 
(11,734 to 

$3,360) 

High income 
($3,361 and 

over) 

Fresh oranges. ^^- 
Percent ^ 

96 
84 
57 
60 
45 
19 

9 
6 

Percent ^ 
97 
92 
68 
72 
55 
31 
13 
15 

Percent i 
97 

Fresh lemons  96 
Fresh grapefruit  _ 84 
Canned orange juice   _^ 71 
Canned grapefruit juice 65 
Canned blends ________  _    _ _ 39 
Canned (bottled) lemon juice  
Frozen concentrated orange juice __. 

20 
34 

Number of eases 395 423 396 

^Percentages total more than 100 because many homemakers used more than 1 
product. 

57 



TABLE 36. -Relation between income and use of citrus products during the 
year prior to interviewing^ Pacific 

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

Products used 
Low income 
($3,028 and 

under) 

Middle income 
(S3,029to 

$4,780) 

High income 
($4,781 and 

over) 

Fresh oranges _     
Percent ^ 

91 
89 
65 
57 
60 
33 
20 
14 

Percent ^ 
94 
94 
81 
61 
66 
47 
25 
23 

Percent ^ 
Q4. 

Fresh lemons _ _      _    __    ___ 96 
Fresh grapefruit__  __  .  _    „  _  __ 81 
Canned orange juice _        58 
Canned grapefruit juice  
Canned blends. _ -     ___     _ 

68 
46 

Canned (bottled) lemon juice->____ 
Frozen concentrated orange juice. _ 

23 
32 

Number of cases __._„_ 304 307 2Sñ 

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

TABLE 37.—Relation between income and use of citrus products during the 
year prior to interviewingj rest of United States 

Homemakers who used some citrus products 
during the year prior to interviewing, rest of U. S. 

Products used 
Low income 
($2,819 and 

under) 

Middle income 
($2,820 to 

$4,680) 

High income 
($4,681 and 

over) 

Fresh oranges  
Percent ^ 

95 
87 
78 
59 
50 
41 
25 
19 

Percent * 
97 
94 
83 
63 
57 
45 
32 
38 

Percent i 
96 

Fresh lemons.- . 94 
Fresh grapefruit.  _ .. __ 88 
Canned orange juice       _ _ _ 60 
Canned grapefruit juice _ _ _ _  _  . „ 63 
Canned blends.. \. _ 52 
Canned (bottled) lemon juice  
Frozen concentrated orange juice. . 

35 
45 

Number of cases.... .___. _ 416 439 392 

^ Percentages total more than 100 because many homemakers used more than 1 
product. ^ 

58 



TABLE 38,—Relation between income and use of citrus products during the 
year prior to interviewingj urban 

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

Products used 
Low income 
($2,860 and 

under) 

Middle income 
($2,861 to 

$4,800) 

High income 
($4,801 and 

over) 

Fresh oranges. .  
Percent^ 

96 
89 
77 
64 
58 
39 
21 
18 

Percent^ 
97 
94 
83 
64 
58 
43 
30 
35 

Percent^ 
96 

Fresh lemons- -_   95 
Fresh grapefruit.-,.-^  89 
Canned orange juice  59 
Canned grapefruit juice-.-  64 
Canned blends. _ . - ^  _ _ 50 
Canned (bottled) lemon juice...—_ 
Frozen concentrated orange juice. _ 

32 
45 

Number of cases._..  481 467 453 
" -        "- - 

^ Percentages total more than 100 because many homemakers used more than 1 
product. 

TABJJES9,—Relation between income and use of citrus products during the 
year prior to interviewing y rural 

Products used 

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

Low income 
(11,754 and 

under) 

Middle income 
($1,755 to 

$2,990) 

High income 
($2,99i and 

over) 

Fresh oranges. . . ... ^.... . . 
Fresh lemons^.. ^...-. 
Fresh grapefruit--_.. .-._ 
Canned orange juice. _ -.. —.. . 
Canned grapefruit juice. —.._. 
Canned blends.  .. . 
Canned (bottled) lemon juice.... 
Frozen concentrated orange juice 

Number of cases ... -. 

Percent * 
93 
83 
55 
55 
40 
22 
14 
6 

Percent ^ 
96 
87 
69 
64 
46 
33 
21 
18 

Percent * 
98 
96 
78 
72 
61 
42 
25 
30 

186 179 211 

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

59 



TABL,^ AO,-—Relation between income and use of citrus products during the 
year prior to interviewing y Metropolitan Los Angeles 

Products used 

Homemakers who used some  citrus products 
during the year prior to interviewing, Met- 
ropoHtan Los Angeles 

Low income 
($3,150 and 

under) 

Middle income 
($3,151 to 

$5,388) 

High income 
($5,389 and 

over) 

Fresh oranges..  _ 
Fresh lemons» _________ 

Percent ^ 
94 
91 
77 
47 
58 
30 
18 
22 

Percent^ 
95 
98 
81 
50 
62 
39 
26 
25 

Percent ^ 
95 
96 
85 
49 
65 
41 
18 
30 

Fresh grapefruit  
Canned orange juice _ - - _ _ . _ . _ 
Canned grapefruit juice. _.  
Canned blends. . _ _  . 
Canned (bottled) iemon juice _. 
Frozen concentrated orange juice.. 

Number of cases   ... 125 129 124 

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

TABLE 4A.—Relation hetween income and frequency of use of fresh oranges 
in winter. United States 

Frequency of use of fresh 
oranges in winter 

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

Low income 
($2,468 and 

under) 

Middle income 
($2,469 to 

$4,250) 

High income 
-$4,251 and 

over) 

Once a month or more  
Two or more times a week_ _ _ 
Once a week _ 

Per 

"'"62" 
13 
15 

üeni 

90 

8 

2 

Per 

"""77" 
10 
9 

cent 

96 

3 

1 
1 

Per 

"""82" 
9 
6 

cent 

97 

One to three times a month, _ 
Less than once a month _________ 
Do  not   serve   fresh oranges in 

winter. .____.. _ _ _. _.  
Not ascertained _...___._ _____ 

2 

1 

Total. -_____-_ 100 

612 

100 100 

Number of cases.__ _  666 625 

^ Less than 1 percent. 

60 



TABLE 42.—Relation between income and frequency of use of fresh grapefruit 
in winterj 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 
($2,468 and 

under) 

Middle income 
($2,469 to 

$4,250) 

High income 
($4,251 and 

over) 

Once a month or more 

Per cent 

81 

16 

3 

Per 

"""46" 
22 
20 

zent 

88 

10 

2 
1 

Pen 

'""65' 
20 
16 

5en¿ 

91 
Two or more times a week___ 
Once a week      _  _ _ _ 

40 
IS 
23 One to three times a month. _ 

Less than once a month-    __    _ 8 
Do not serve fresh grapefruit in 

winter     "^            _    _ _ _    _ _ _ 1 
Not ascertained    _.           _  _ 1 

Total- --.-  100 100 100 

Number of cases. _ - — 434 546 570 

y Less than 1 percent. 

TABLE iS,—Relation between income and frequency of use of fresh lemons 
in winterf United States 

Frequency of use of fresh 
lemons in winter 

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

Low income 
($2,468 and 

under) 

Middle income 
($2,469 to 

$4,250) 

High income 
($4,251 and 

over) 

Once a month or more _ _ ^^ _ 

Pert "¡ent 

59 

16 

25 
1 

Pen 

'"'"26" 
16 
25 

7ent 

67 

14 

19 

Pen 

""34" 
20 
25 

:ent 

79 
Two or more times a week___ 
Once a week-______ _      

24 
14 
21 One to three times a month __ 

Less than once a month  9 
Do not serve fresh lemons in 

winter                   . -     - - - 12 
Not ascertained 1 

Total          -_ „ _-^--_ -_ 100 100 100 

Number of cases„.__„  653 640 615 

1 Less than 1 percent. 

61 



TABLE áé.—Relation between income and frequency of use of frozen con- 
centrated orange juice in winter ^ United States 

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

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

Low income 
($2,468 and 

under) 

Middle income 
($2,469 to 

$4,250) 

High income 
($4,251 and 

over) 

Percent Percent 

Once a month or more_ ---__. 
Two or more times a week__: 
Once a week _ . _ _ .. _ _ _. 
One to three times a month- 

Less than once a month ._. 
Do not serve frozen concentrated 

orange juice in idnter » _ -. _. _ _. 
Not ascertained -«___.  

19 
19 
23 

TotaL—- 

Number of cases. 

61 

26 

13 

29 
14 
23 

100 

81 

66 

19 

15 
1 

100 

215 

Percent 

44 
15 
16 

75 

14 

10 
1 

100 

268 

^ Less than 1 percent. 

TABLE A5,—Relation between income and frequency of use of canned or 
bottled lemon juice in winterj United States 

Frequency of use of canned or 
bottled lemon juice in winter 

Homemakers who used canned or bottled lemon 
juice during the year prior to interviewing— 
United States 

Low income 
($2,468 and 

under) 

Middle income 
($2,469 to 

$4,250) 

High income 
($4,251 and 

over) 

Once a month or more. -___._»._ 
Two or more times a week__ 
Once a week____>____  
One to three times a month _ 

Less than once a month..-__.__ 
Do not use canned or bottled 

lemon juice in winter  
Not ascertained _ __.__._.______ 

TotaL...... 

Number of cases... 

Percent 

18 
12 
22 

52 

20 

27 
1 

100 

119 

Percent 

15 
10 
22 

47 

25 

27 
1 

100 

178 

Percent 

14 
10 
26 

50 

23 

26 
1 

100 

204 

62 



TABIJBAô.—Relation between income and frequency of use of canned orange 
juice in winter j United States ^ 

Frequency of use of canned 
orange juice in winter 

Homemakers who used canned orange juice dur- 
ing the year prior to interviewing—United States 

Low income 
($2,468 and 

under) 

Middle income 
($2,469 to 

14,250) 

High income 
(S4,251 and 

over) 

Once a month or more      

Per* zent 

76 

15 

9 

Pen 

""37' 
15 
24 

zent 

76 

15 

9 
1 

Pen 

""42" 
15- 
21 

:ent 

78 
Two or more times a week___ 
Once a week_ _ _  _ _ - _ 
One to three times a month. _ 

Less than once a month 

38 
13 
25 

11 
Do not serve canned orange 

juice in winter _ _ _ _ _ 11 
Not ascertained 

Total                 _    -_- --_ 100 100 100 

Number of cases 394 454 393 

' Less than 1 percent. 

TABLB 47.—Relation between income and frequency of use of canned grape' 
fruit juice in winterj united States 

Frequency of use of canned grape- 

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

fruit juice in winter 
Low income 
($2,468 and 

under) 

Middle income 
($2,469 to 

$4,250) 

High income 
($4,251 and 

over) 

Once a month or more_  
Two or more times a week___ 
Once a week        _      _ _      _ _ 

Pen 

""33" 
15 

-     28 

:ent 

76 

17 

7- 

Pen 

"""26' 
18 
26 

:€nt 

70 

22 

8 
1 

Pen 

_______ 

14 
28 

:ent 

73 

One to three times a month. _ 
Less than once a month    _  _    _ 16 
Do not serve canned grapefruit 

juice in winter        ,       11 
Nnt flscprtained 

.          T(^al___.-__----__--__-_ 100 100 100 

Number of cases             _ _    _ _ _ 324 389 409 

^ Less than 1 percent. 
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TABLE 48.—Relation between income and frequency of use of canned blends 
in winterf United States 

Frequency of use of canned 
blends in winter 

Homemakers who used canned blends during the 
year prior to interviewing—^United States 

Low income 
($2,468 and 

under) 

Middle income 
($2,469 to 

$4,250) 

High income 
($4,251 and 

over) 

Once a month or more    _  

Per oeni 

67 

20 

13 
1 

Pen 

""22' 
14 
31 

:ent 

67 

22 

11 

Per 

"""24" 
15 
31 

zent 

70 
Two or more times a week. _ _ 
Once a week _. _ _    _            . 

20 
16 
31 One to three times a month.. 

Less than once a month _ _ _      _ 19 
Do not serve canned   blends in 

winter._.__._______.  
Not ascertained- ________ _._. _ 

11 
I 

Total    ._ 100 100 100 

Number of cases . _ _ _  208 288 311 

' Less than 1 percent. 

TABLE á9.—Relation between education of homemaker and use of citrus 
products during the year prior to interviewing ^United States 

Products used 

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

Attended 
grammar 

school 

Attended 
high school 

Attended 
college 

Fresh oranges _________________ 
Fresh lenàons. _ _ _ _ _  
Fresh grapefruit  
Canned orange juice .__._.__ 
Canned grapefruit juice.___  
Canned blends  
Canned (bottled) lemon juice..__ 
Frozen concentrated orange juice 

Number of cases_. _. . _. _. _ 

Percent ^ 
95 
87 
72 
62 
53 
34 
20 
14 

Percent ^ 
97 
93 
81 
65 
57 
44 
27 
42 

Percent ^ 
96 
94 
90 
57 
62 
46 
31 
47 

736 1,059 299 

^Percentages total more than 100 because many homemakers used more than 1 
product. 
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TABLE 50.-—Relation between education of homemaker and frequency of use 
of fresh oranges in winter j United States 

Frequency of use of fresh 

Homemakers who used fresh oranges during 
the year prior to interviewing 

oranges in winter 
Attended 

grammar school 
; Attended 
high school 

Attended 
college 

Once a montli or more .  _ 

Pen 

91 

8 

1 
1 

Pen 

""76" 
11 

9 

:€ni 

96 

3 

1 

Pen 

"so" 
7 
8 

:ent 

95 
Two or more times a week___ 
Once a week _  

65 
13 
13 One to three times a month. _ 

Less than once a month 3 
Do not serve fresh oranges in 

winter __                _  2 
Not ascertained 

Total        -_    -  _--    __ 100 100 100 

Number of cases _   _ _ 700 1,022 287 

^ Less than 1 percent. 

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

Frequency of use of fresh 

Homemakers who used fresh grapefruit during 
the year prior to interviewing 

grapefruit in winter 
Attended 

grammar school 
- 

Attended 
high school 

Attended 
college 

Once a month or more  

Perc ent 

83 

15 

2 
1 

Perc 

20 
20 

ent 

87 

11 

2 

Pert 

"""53" 
20 
19 

*£ni 

92 
Two or more times a week___ 
Once a week- _ . __    __ ^_ 

46 
18 
19 One to three times a month. _ 

Less than once a month    _      6 
Do not serve fresh grapefruit in 

winter                __  2 
Not ascertained 

Total ___.__-__  100 100 100 

Number of cases.  528 856 268 

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

Frequency of use of fresh 

Homemaker s who used fresh lemons during 
the year prior to interviewing 

lemons in winter 
Attended 

grammar school 
Attended 

high school 
Attended 

college 

Once a month or more  

Pen 

64 

15 
21 

Per 

""27" 
17 
25 

cent 

69 

12 
19 

1 

Per 

"'"32' 
18 
27 

cent 

77 
Two or more times a week__. 
Once a week.  

28 
15 
21 One to three times a month. _ 

Less than once a month» « 11 
Do not use fresh lemons in winter 
Not ascertained  

12 
1 

Total      -- 100 100 100 

Number of cases   _ _  643 984 281 

' Less than 1 percent. 

TABLE 53.—Relation between education 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 inter- 
viewing 

Attended 
grammar school 

Attended 
high school 

Attended 
college 

Once a month or more _ _ 

Per oent 

61 

22 

16 
1 

Pen 

""32" 
17 
20 

'ient 

69 

18 

13 
i 

Pen 

"""45" 
12 
14 

71 
Two or more times a week___ 
Once a week ___ 

25 
14 
22 One to three times a month. _ 

Less than once a month  . 16 
Do not serve frozen concentrated 

orange juicein winter.        12 
Not ascertained _. _ _.  _    _ _ 1 

TotaL_____..__________ 100 100 100 

Number of cases    _ 104 342 141 

^ Less than 1 percent. 
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TABLE Bé,—Relation between education of homemaker and frequency of use 
of canned oranye juice in winterj United States 

Frequency of use of canned 

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

orange juice in winter 
Attended 

grammar school 
Attended 

high school 
Attended 

college 

Once a month or more 

Pen zent 

75 

14 

11 

Pen 

15 
2é 

:ent 

79 

12 

9 
1 

Pen 

""32~ 
14 
20 

:ent 

66 
Two or more times a week___ 
Once a week  

37 
15 
23 : One to three times a month- _ 

Less than once a month -  20 
Do not serve canned orange juice 

in winter                        _  _  ____ 14 
Not ascertained                           i. _ - 

Total    ---_-^---    ___  _- 100 100 100 

Number of cases. -       _ _ _ 457 687 170 

1 Less than 1 percent. 

TABLE 55.—ßetoion between education of homemaker and frequency of use 
of canned grapefruit juice in winter j United States 

Frequency of use of canned 

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

grapefruit juice in winter 
Attended 

grammar school 
Attended 

high school 
Attended 

college 

Once a month or more 

Pen :ent 

70 

21 

9 

Pen 

""27" 
17 
29 

:ent 

73 

18 

9 
1 

Pen 

14 
28 

:ent 

69 
Two or more times a week___ 
Once a week             _______ 

33 
13 
24 One to three times a month.. 

Less than once a month- ___ 19 
Do not^ serve canned grapefruit 

juice in winter  12 
Not ascertained 1 

Total-__-- , -  100 100 100 

Number of cases.   _    ______» 391 608 184 

1 Less than 1 percent. 
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TABLE ññ.—Relation between education of homemaker and frequency of use 
of canned citrus Mends in winter, United States 

Frequency of use of canned 

Homemakers who used canned citrus blends 
during the year prior to interviewing 

blends in winter 
Attended 

grammar school 
Attended 

high school 
Attended 

college 

Once a month or more __    _  ___ 

Per mnt 

66 

20 

13 
1 

Percent 

_______         72 
26 
16 
30 

19 

-,-—          9 

Pen 

_______ 

12 
34 

zent 

63 
Two or more times a week--_ 
Once a week _    _ 

21 
17 
28 One to three times a month_^ 

Less than once a month    _. . __ 22 
Do not serve canned blends in 

winter-  _ _ 
Not ascertained __.__,    _ _  

14 
Î 

TotaL.  100 100 100 

Number of cases >_____ . _ _ _ 251 461 137 

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

Frequency of use of canned or 
bottled lemon juice in winter 

Honiemakers who used canned or bottled lemon 
juice during the year prior to interviewing 

Attended 
grammar school 

Attended 
high school 

Attended 
college 

Percent: Percent 

Once a month or more  
Two or more times a week... 
Once a week__________ ., 
One to three times a month.. 

Less than once a month,___.___. 
Do not use canned or bottled 

lemon juice in winter ._ . .. 
Not ascertained _„.__. 

23 
11 
17 

Total. __., 

Number of cases. 

Percent 

51 

20 

27 
2 

11 
10 
27 

100 

148 

48 

24 

27 
1 

12 
8 

22 

100 

282 

42 

28 

30 
1 

100 

93 

^ Less than 1 percent. 
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TABLE 58.—ñ^íatíon between age of homemaker and use of citrus products 
during the year prior to interviewingf United States 

Products used 

34 years of ! 
age and under! 

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

35 to 50 
years of age 

51 years of 
age and over 

Fresh oranges.  
Fresh lemons__  
Fresh^grapef ruit _-____-___-____ 
CannBd orange juice  
Canned grapefruit juice_ _ _ _ _ _ _ _ _. 
Canned blends _ _  _ _ _. 
Canned (bottled) lemon juice  
Frozen concentrated orange juice _ 

Percent ^ 
97 
92 
74 
65 
52 
38 
25 
33 

Percent^ Percent'^ 
96 
93 
82 
62 
59 
43 
25 
31 

95 
88 
79 
61 
58 
39 
24 
18 

Number of cases _ 715 774 623 

^ Percentages total more than 100 because many homemakers used more than 1 
product. 

TABIJB 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- 

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

centrated orange juice in winter 
34 years of age 

and under 
35 to 50 years 

of age 
51 years of age 

and over 

Once a month or more 

Pen :ent 

72 

15 

13 
1 

Pen 

"'""37' 
16 
17 

zent 

70 

18 

12 
1 

Pen 

""'22' 
12 
24 

^ent 

58 
Two or more times a week___ 
Once a week      __    _____ 

36 
17 
19 One to three times a month__ 

Less than once a month. 24 
Do not serve frozen concentrated 

orange juice in winter 
" 

16 
Not ascertained 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 
families using a given product during the ß weeks prior to interviewing^ 

Rest Metro- 
Product United 

States South Pacific of 
United 
States 

Urban 

- 

Rural politan 
Los 

Ángeles 

Fresh oranges (pounds).. 11.4 11.3 11.4 11.4 11.4 11.2 11.5 
Eresh grapefruit (pounds) 
Fresh lemons (pounds).._ 

7.6 8.0 8.0 7.6 7.6 7.7 7.9 
L2 1.3 1.3 1.2 1.2 1.3 1.2 

Frozen concentrated 
orange juice (ounces).. 

Canned orange juice 
14.9 13.3 17.8 16.1 16.5 9.6 18.6 

-' ' ' 
(ounces)  73.4 84.3 69.2 69.8 79.0 70.6 69.0 

Canned grapefruit juice 
(ounces)-.--.-^ ... 47.1 67.5 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) 

lemon juice (ounces)—_ 6.5 6.6 9.2 6.4 6.5 6.6 9.6 

*The following conversions were used when necessary: 
1 dozen oranges = 5.84 lbs. 
1 grapefruit = 1.29 lbs. 
1 lemon = 0.227 lbs. 

1 can frozen concentrated 
orange juice 

1 large can citrus juice 
1 small can citrus juice 
1 can lemon juice 

=- 6oz. 
= 46 02Î. 
= 18 oz. 
« 5H oz. 
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TABLE QL—Per capita consumption among users of a given citrus product 
during the $ weeks prior to interviewing^ 

Rest Metro- 
Product United 

States South Pacific of 
United 
States 

Urban Rural pohtan 
Los 

Angeles 

Fresh oranges: 
Per capita consump- 

tion (lbs.)——-_-_ 3.9 3.7 4.7 3.9 4.0 3.5 5.0 
Fresh grapefruit: 

Per capita consump- 
tion (lbs.)—.--  3.2 3,1 3.8 3.2 3.1 3.4 4.0 

Fresh lemons: 
Per capita consump- 

tion |ibs.)—-  0.5 0.6 0.7 0.4 05 0 6 0.8 
Frozen concentrated 

orange juice: 
Per capita consump- 

tion (oz.) ^_ ______ 30.4 29.4 37.6 30.1 30.8 27.9 37.0 
Canned orange j uice : 

Per capita consump- 
tion (oz.)._.__.._ 26.5 26.6 30.5 26.1 27.0 25,3 29.4 

Canned grapefruit juice: 
Per capita consump- 

tion (oz.).__.  22.7 21.6 26.2 22.7 21.9 25.0 24.6 
Canned blends: 

Per capita consump- 
tion (oz.)....>... 20.8 17.5 19.1 21.7 21.3 18.7 23.6 

Canned (or bottled) 
lemon juice ; 

Per capita consump- 
tion (oz.)__-.^—. 2.9 3.4 3.6 2.7 2.7 3.9 3.9 

* Conversion ratio : 
1 dozen oranges 
1 grapefruit 
1 lemon 

^ Single strength. 

5.84 lbs. 1 can frozen concentrated 
1.29 lbs. orange juice =   6 oz. 
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 —   6H oz 
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TABLE Q2.—Relation between income and per capita consumption among 
users of a given citrus product during the ^ weeks prior to interviewing^ 
United States^ 

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

Product 

Low income 
($2,468 

and under) 

Middle 
income 
($2,469 

to $4,250) 

High 
income 
($4,251 

and over) 

Fresh oranges: 
Per capita consumption (pounds)  

Fresh grapefruit: 
Per capita consumption (pounds) _ _ _ _ 

Fresh lemons: 
Per capita consumption (pounds)- ___ 

Frozen concentrated orange juice: 
Per capita consumption (ounces)^.-__ 

Canned orange juice: 
Per capita consumption (ounces) _ _ _ _ _ 

Canned gra,pefruit juice: 
Per capita consumption (ounces) ____ _ 

Canned citrus blends : 
Per capita consumption (ounces)_____ 

Canned (or bottled) lemon juice : 
Per capita consumption (ounces).  

3,8 

3.3 

0.6 

26.6 

26.4 

26.1 

20.7 

4.3 

3.9 

3.0 

0.5 

30.8 

27.8 

22.0 

21.8 

2.4 

4.0 

3.2 

0.5 

32.9 

26.0 

22.2 

20.0 

^ Conversion ratio: 
1 dozen oranges == 5.84 lbs. 
1 grapefruit = 3.29 lbs. 
1 lemon = 0.227 lbs. 

2 Single strength. 

1 can frozen concentrated 
orange juice =   6 oz. 

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 =    53^ oz. 
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TABLE ßS-Relation between income and per capita consumption among 
users of a given citrus product during the ß weeks prior to interviewing^ 
urban and rural^ 

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

Urban Rural 
Prnrliipt J. 1 vJULIL» u         ■ 

Low Middle High Low Middle High 
income income income income income income 
($2,8ao ($2,861 ($4,801 (11,754 ($1,755 ($2,991 

and to and and to and 
under) $4,800) over): under) $2,990) over) 

Fresh oranges : 
Per capita consump- 

tion (pounds)  3.9 4.1 4.1 3.2 3.8 3.3 
Fresh grapefruit: 

Per capita consump- 
tion (pt)ünds)  3.1 3.0 3.2 3.1 3,8 3.1 

Fresh lemons: 
Per capita consump- - 

tion (pounds). _____ 0.6 0.4 0.5 0.5 06 0.5 
Frozen concentrated 

orange juice _ _ _ _  _ 2 2 2 2 2 2 

Canned orange juice: 
Per capita consump- 

tion (ounces) _-_---_ 27.4 30.5 24.1 23.7 28.7 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: 
Per capita consump- 

tion (ounces). - __ ^ _ _ 20;5 :    22.7 2Í.3 18.0 19.8 16.5 
Canned (of bottled) lemon 

juice: 
Per capita consump- 

tion (ounces) ______- 3.1 2.6 2.3 5.7 4.0 2.5 

^ The following conversions were used when necessary: 
1 dozen oranges =5.84 lbs/ 1 large can citrus juice 
1 grapefruit       =1.29 lbs. ! small can citrus juice 
1 lemon =0.227 lbs. 1 can lemon juice 

2 Data not shown because of small number of cases. 

= 46 oz. 
= 18 oz. 
= 614 oz. 
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TABLE 64:,-~Relatton between ßducation of h^ per capUa 
consumption among users of a given citrus produet during the 2 weeks 
prior to interviewing^ United States^ 

Per capita consumption among users of- 
'   --   ' - a given citrus product during the 2 

weeks prior to interviewing 

Product 

Attended Attended Attended grammar 
school liigh school college 

^eshioranges: 
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 

^ Cpnversion ratio: 
1 dozen oranges = 5.84 lbs. 
1 grapefruit = L 29 lbs, 
1 lemon = 0.227 lbs. 

' Single strength. 

1 can frozen concentrated 
orange juice =6025. 

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 canjemon juice =    5J^ oz. 
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TABLE 65.—Aetóíon between family composition and per capita çonsump- 
Mon among users of a given citrus product during the ^ weeks prior to 
interviewing] United States 

' - 
Per capita consumption among users of a given 

citrus product during the 2 weeks prior to 
interviewing, United States 

.     Product 
Families with adults and : Families 

with: 

Infants 
only 

(under 1 
year of 

age)  ' 

Children 
only 

(1 to 16 
years of 

age) 

Infants 
and 

children 
Adults 

only 

Fresh oranges: 
Per capita consumption 

(pounds) _ _. _ .^_____  
Fresh grapefruit: 

Per capita consumption 
(pounds)-. 

3.9 

2.8 

0.4 

16.6 

20.9 

13.3 

3 

3 

8.6 

2.5 

0.4 

26.8 

23.5 

19.1 

18,2 

2.2 

2.9 

2.0 

0.3 

29.4 

22.8 

19.8 

2L3 

2.5 

4,7 

4.5 
Fresh lemons: 

Per capita consumption 
(pounds) - _ - _ -_.--.--  _ 

Frozen concentrated orange juice : 
Per capita consumption 

(ounces)^- _. _ _ _ _ _,.  _ _ _ 
Canned orange juice:      . 

Per capita consumption 
(ounces) _-___.__^__.._  

Canned grapefruit juice: 
Per capita consumption 

(ounces),____  

0.7 

39.1 

Í4.4 

30.4 
Canned citrus blends: 

Per capita consumption 
(ounces)-  _ _ _ _ _ _ _ _ _ _ _. _ 

Canned (or bottled) lemon juice: 
Per capita consumption 

(ounces)--„____^ ^--__-.__ 

26.6 

4.1 

^ The following conversions were used when necessary : 
1 dozen oranges = 5.84 lbs.     1 can frozen concentrated orange juice = 6 oz. 
1 grapefruit       =1.29 lbs.     1 large can citrus juice =46 oz, 
1 lemon =0.227 lbs.   I small can citrus juice = 18 oz. 

1 can lemon juice = 5J^ oz. 
2 Single strength. 
^ Data not presented because of small number of cases. 
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TABJj^&Q.—f 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 woidd you say uses most of the. . . . . . . . An your 
family—the infants^ the older children^ or the adults^* 

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

Replies 

Fresh 
oranges 

Fresh 
grape- 
grape- 
fruit 

Fresh 
lemons 

Frozen 
concen- 
trated 
orange 
juice 

Canned 
orange 
juice 

Canned 
grape- 
fruit 
juice 

Canned 
blends 

Children under 16 years 
of age use most  _ 

Adults use most  _ _ _ 
Both use about the same 

amount. _  -..  

Percent 

66 
11 

21 
2 

Percent 

12 
48 

36 
4 

Percent 

5 
31 

57 
7 

Percent 

22 
13 

56 
9 

Percent 

30 
19 

44 
7 

Percent 

13 
36 

43 
8 

Percent 

13 
25 

54 
Not ascertained-__ ______ 8 

Total------------ 100 100 100 100 100 100 100 

Number of cases_ _ __-_-- 1,076 856 .  1,011 338 711 611 451 

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

TABLE ñl,—Replies to the question: **. . . would you say that you are using 
more, less] or about the same amA)unt of fresh oranges as you did last year 
this timer: 

Homemakers using fresh oranges during the year prior 
to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Using same amount of 
fresh oranges this year_ 

Using more fresh oranges 
this year,._.._._,.  

Percent 

65 

20 

14 
1 

1 

Percent 

61 

23 

15 

Percent 

60 

25 

15 

Percent 

67 

18 

14 
i 

1 

Percent 

65 

21 

13 
I 

1 

Percent 

65 

17 

17 

Percent 

54 

29 
Using less fresh oranges 

this year_  Î6 
Don't know-----__ — _-- 
Not ascertained __ 1 W 1 1 

TotaL.._-....... 100 100 

1,249 

100 

893 
- 

100 

1,308 

100 

1,449 

100 

605 

100 

N umber of cases. . _ 2,054 385 

^ Less than 1 percent. 
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I'ABLE ííH,—Repites to the quesiton: **. . . would you say that you are using 
morej less y or about the same amount of fresh grapefruit as you did last 
year this time?*' 

Homemakers using fresh grapefruit during the year prior 
to interviewing 

Replies 

United 
States 

South 

Pet cent 

71 

16 

11 

Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Using same amount of 
fresh grapefruit this year 

U sing less fresh grape- 
fruit this year_ _,.  

Ü sing more fresh grape- 
iruit this year _ — _ _. _ 

Don't know 

Percent 

lia 

14 

9 
1 

1 

Ptrcent 

73 

15 

12 

Percent 

78 

13 

8 
1 

1 

Percent 

77 

12 

10 
i 

1 

Percent 

74 

18 

7 

Percent 

68 

15 

16 

^Pot ascertained.. ._ 2 1 1 1 

TotaL_-.-___-,-. 100 100 100 100 100 100 iUÜ 

N urn ber of cases.. - _. - - 1,085 905 727 1,1 0 1,252 433 '¿S¿ 

Less than 1 percent. 

TABLE 69.—A6p/¿es to the question: **. .. would y ou say that you are using 
morej less, or about the same amount of fresh lemons as you did last year 
this timeV' 

Homemakers using fresh lemons during the year prior 
to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Using same amount of 
fresh lemons this year. 

Using less fresh lemons 
this year__-__ -- 

Using more fresh lemons 
this year -. 

Percent 

84 

9 

5 

2 

Percent 

83 

9 

7 

Percent 

83 

8 

8 

Percent 

85 

9 

4 
i 

2 

Percent 

84 

8 

6 
I 

2 

Percent 

84 

10 

5 

Percent 

IT 

to 

i I 
Don't know 
Not ascertained 1 1 2 

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

Number of cases ,. _ ^ _ _. _ 1,948 1,174 892 1,237 1,390 558 387 

^ Less than 1 percent. 
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TABLE 70.—Äep&s to the question: ^'. . . would you say that you are using 
mwe^lesSj or about the same amount of frozen concentrated orange juice as 
you did last year this Mme?^[ 

:-::-:v: '^ Homemakers using frozen concentrated orange juice 
during the year prior to interviewing 

- :   Replies 
United 
States South Pacific 

Rest 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Using same amount of 
frozen concentrated or- 
ange juice as last year. 

Using more frozen con- 
centrated orange juice 
this year_ _ _ _ _ _ _ _ _ _ _ _. 

Using  less  frozen  con- 
centrated orange juiee 
this year,  

Don't kno#. _ _. __ _ . _ 

Percent 

48 

40 

7 
1 

5 

Percent 

52 

37 

3 
1 

;      7 

Percent 

33 

58 

4 

Percent 

49 

39 

8 

Percent 

48 

41 

6 

Percent 

51 

Percent 

35 

39 

8 
1 

2 

46 

7 
1 

Not ascertained ^. _ _ _ _ 5 4 5 11 

,          TotaL_.__.______ 

Number of cases. _ _ _ _ _ _ _ 

100 

599 

100 

235 

100 

220 

100 

449 

100 

484 

100 

115 

100 

102 

^ Less than 1 percent. 

TABLE 71.—Replies to the question: 'v, . . would you say that you are using 
more, less]or about the same amount of canned orange juice as you did last 
year this time f^ 

Homemakers using canned orange juice during the year 
prior to interviewing 

Replies 
United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Using same amount of 
canned orange juice 
this year._ ___________ 

Using less canned orange 
juice this year________ 

Using more canned or- 
ange j uice this year _ _ „ _ 

Not ascertained-___;,____ 

Percent 

74 

14 

10 
:      2 

Percent 

72 

14 

12 
2 

Percent 

66 

17 

14 
3 

Percent 

76 

13 

9 
2 

Percent 

74 

14 

10 
2 

Percent 

. '  74 

14 

11 
1 

Percent 

21 
3 

TotaU-_.,^._.. 100 100 100 100 100 100 100 

Number of cases_ _ _. _. _ _ 1,339 ^74 555 829 941 398 200 
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TABÎLE 72;--^epfes to thé question: "» . : would you say that you aré usmg 
mcyr&j ïeàs^ ßf about the same amount of cannedJgrapefruit jui^^^^^^ 
did last year this time?^/ ' '  - 

Homemakers using canned grapefruit juice during the 
year prior to interviewing 

■ Replies given 

United 
Staltes South Pacific 

Rest 
of: 

United 
States 

Urban Rural 

jMetro- 
politan 

Los 
Ángeles 

Using same amount of 
canned grapefruit juice 
this year—__: — _ 

Using less canned grape- 
fruit juice this year-__ _ 

Using more canned grape- 
fruit juice this year- — _ 

Not ascertained   - _ -  

Percent 

79 

12 

7 
2 

Percent 

78 

12 

8 
2 

Percent 

75 

14 

9 
2 

Percent 

81 

:    12 

5 
2 

Percent 

;79 

12 

6. 
3 

Percent 

13 

^     ,6; 
2 

Percent- 

=    /Í67 

\  . 20 

.11 
\  2 -   -  ;- 

Total—-------- 100 

1,209 

100 

;706 

100 

616 

100 

;   767 

100 

895 

100, 

313 

100 

dumber of cases...^-_-_ 251 

TABIJ^ 73.—Replies 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 timeP^ 

Homemakers using canned blends during the year prior 
to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Using same amount of 
canned blends this year 

Using less canned blends 
this vear         

Percent 

77 

11 

8 
4 

Percent 

74 

13 

9 
4 

Percent 

75 

13 

9 
3 

Percent 

79 

10 

7 
4 

Percent 

78 

11 

7 
4 

Percent 

75 

13 

11 
1 

Percent 

66 

16 
Using more canned blends 

this vear           _-      14 
Not ascertained-  4 

Total— ----- 100 100 100 

398 

100 

620 

100 

667 

100 

202 

100 

Number of cases... - _ - - - 869 378 150 
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TABLE 74,—Replies to the question: ". . > would you say that you are using 
more, less] or about the same amount of canned or bottled lemon juice as 
you did last year this timef^^ 

Replies 

Using same amount of 
canned or bottled lemon 
juice this year. _. „ ^  

Using more canned or 
bottled lemon juice 
this year_ ____________ 

Using less canned or bot- 
tled lemon juice this 
year____________  

Don't know. _ _  __ _ _ 
Not ascertained  

Total. . 

Number of cases. _ _ 

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

United 
States 

Percent 

72 

13 

South 

Percent 

65 

17 

11 
_______ 

Pacific 

Percent 

70 

13 

Rest 
of 

United 
States 

Percent 

74 

12 

100 

410 

Urban 

Percent 

72 

13 

7 

100 

408 

Rural 

Percent 

74 

12 

9 

Metro- 
politan 

Los 
Angeles 

Percent 

59 

17 

11 

13 

100 

84 

' Less than 1 percent. 
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TABLE 75.—Reasons given for using more fresh oranges^ fresh grapefruit, 
fresh lemons^ or frozen concentrated orange juice than was used during the 
prior yearj United States 

Reasons given 

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

Fresh 
oranges 

Fresh 
grapefruit 

Fresh 
lemons 

Frozen con- 
centrated 

orange juice 

Family change .. _-__>_-_._ _ 
Cfhildren  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 

pf more of the product _ _. _ _ 
Miscellaneous specific health 

reasons.- -- - - ___.___-.:_. 
Cost__----_ — --.:_--,__-__ —__- 

Product is cheaper. _. _  
Can afford more.   
Miscellaneous cost reasons _. _. 

Availability. __.___.____._______. 
More of product available  
Raises own; has private source 

of supply. - _.-_.__ _ - ___-_- 
Moved where more of product 

is available-_-_-- -_._. 
Miscellaneous specific availa- 

bility reasons . . _ . 
Quality. __.._--.--. -.-.,  

Quality better this year. : 
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, etc.) 

Easy to prepare ; handy -. 
Miscellaneous other reasons... 

Don't know. —  
Not ascertained. ._. 

Number of cases. 

Percent ^ 

20 
18 

2 

15 

3 

1 

24 
2 

2 

38 

19 

12 

2 
25 

415 

Percent ^ 

U 
7 
1 

20 

6 

6 

19 

31 

Percent ^ 

14 

Percera^ 

10 

15 

12 

5 

i 
3 

5 
30 

31 

"2 

153 

32 

6 
33 

2 

10 

106 

3 

1 

2 

"5 

1 

'Í7 

10 
11 
4 

17 

56 
24 

241 

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

* Less than 1 percent. 
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TABLE. 76.~r~Reasons, given for using :^^^ canned orange juice, canned 
grapefruit juice) canned blends, or canneß (bottled) lemon juice than was 
used during the prior year) United States 

Reasons given 

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

Canned 
orange 
juice 

Canned 
grapefruit 

juice 
Canned 
blends 

Canned 
(bottled) 

lemon juice 

Health reasons._________^_ — ____ 
Health status requires more of 

the product, unspecified-.-- 
Specific ailmentrequires use of 

more of the product_-___— 
Miscellaneous specific health 

reasons- ..__ — _---._._ 
Family changes. _ — _ -. _ _ _ — _ - „ _ _ 

Children older  (bigger)  and 
require more--.__-. _- — 

Increase in family size _ - _ - ^ - _ 
Cost.. .-._.-._„—_-_- — 

Can afford more this year _ _ _ _ 
Product cheaper this year_ - _ _ 
Other preferred products too 

expensive _--_ — -_ 
New users of the product; did not 

use any of product prior year.-- 
Availability.----»- ^^--_--___ 

Moved where more of product 
is available_ _ _ _ — _ - - - _ _> _ _ 

Private source of supply——-- 
Other preferred product not 

available- __-_____„_ _ — - _ _ 
j       Miscellaneous specific availa- 

; bility reasons ____---_-____ 
Quality; product is of better quaiity 
Other reasons-_ _ _ _ _ _ _-_ _ _-_ _-^ _ 

Changes in eating habits (have 
less time to prepare food; 
etc.)- —-----^—— --- — --- 

'Easy to prepare ; handy _ _ _ \. _ 
Miscellaneous   specific   other 

reasons-—-_._.____..-__ _ 
Don't know- _-.---___-_ . ] 
Not ascertained - ,. «: _ - _. 

Number of cases -. 

Percent ' 

22 

5 

2 

12 
10 

21 
12 

28 

Percent ^ 

34 

Percent ^ Percent ^ 

22 

28 

5 

1 

2 
35 

24 
7 

139 

20 

4 

1 
11 

13 

10 
5 

3 
32 

30 
6 

77 

24 

15 

6 
40 

17 
17 

11 

18 

31 
6 

5 
32 

67 

^Percentages add to more than their subtotals and these add to more than 100 
-because some homemakers gave more than r reason, 

^ Less than i percent. \ 
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TABïjB77\--RepU0s to the questions: ^Would you say that the arnount of fresh oranges you ar^^^ (during 
the winter) is more y less ^ or about the same as you were using during the fall j summer and spring of last yearf^ ^^What seasons 
of the year do you %tse more (less) f' 

Homemakers using fresh oranges during the year prior to interviewing 

Replies 
United 
States South Pacific 

Rest of 
United 
States 

Urban Rural 
Metro- 

politan Los 
Angeles 

Use the same amount of fresh oranges in 
winter as in other seasons-. ___ 

Use more fresh oranges in winter  

Pe rcent ^ 

47 
37 

16 

2 

Percent ^ 

42 
-— :     47 

44 
5 
7 
1        ■        -;' 

___„             11 

9 
1 
2 
2 

2 

Percent ^ 

46 
30 

26 
6 
4 
1 

23 

20 
2 
2 
1 

1 

Percent i 

49 
.--         33 

30 
4 
3 
1 
          18 

16 
1 
1 
2 

2 

Percent ^ 

__-         49 
34 

30 
4 
3 
4  ,' 

.___         17 

16 
1,   ^', 
I 
2 

2 

Percent i 

._,_         41 
— _         45 

42 

1','   ■ 
--_         14 

11 
2 
2 
2 

2 

Pe 

21 
4 
4 
1 

22 
2 
1 
1 

rcent ^ 

50 
25 

Use less: 
In summer      ^          ^ 34 

4 
4 
1 

In falL.-,.---.- — -,-._-^-_-— 
In spring,^-^ „^  
Don't know or not ascertained- _ _ _ _ _ 

Use less fresh oranges in winter .  24 
Use more: 

In summer _ _ «.«  14 
1 
2 
2 

In spring  
In fall             - ^ 
Don't know or not ascertained  

Not ascertained   1 

Total  10Ó 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 than their subtotals because many hornemakers mentioned more than one season where use varies, 
^ 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, simmer and spring of last yearf^' 
^^What seasons of the year do you use more (less)r\ 

Homemakers using fresh grapefruit during the year prior to interviewing 

Replies 
United 
States South Pacific 

Rest of 
United 
States 

Urban Rural 
Metro- 

politan Los 
Angeles 

Use the same amount of fresh grapefruit in 
winter as during other seasons - _ _ - ^ _ _ „ ^ _ ^ _ 

Use more fresh grapefruit in winter, , „  

Pe rcent * 

49 
38 

12 

1 

Percent ^ 

.___         46 

.-_-         43 

41 
6 
4 
1 

.--_         10 

' 7 
2 
1 
2 

---_                    1 

Percent^ 

-..-         61 
___-         21 

19 
3 
4 
1 

17 

14 
2 
2 
1 
             1 

Percent i 

__-_         49 
38 

36 
4 
3 
1 

---          12 

9 
2 
1 
1 

_._-           1 

Percent ^ 

-_--         50 
__--         37 

34 
4 
4 
1 

--         12 

9 
2 
I 
1 
            1 

Percent^ 

__--         46 
_-__         42 

41 
5     :, 
2 
2 

---               11 

S 
2 
1 
1 

_-_.           1 

Pe 

17 
2 
3 
2 

15 
2 
2 
1 

rcent ^ 

61 
20 

Useless: ,      ,    ,        ' ''",' . ' 
In summer,  .__ ^  36 

4 
3 
1 

9 
2 
1 
1 

In spring ____ ___^, 
In fall __„_.  
Don't know or not ascertained  

Use less fresh grapefruit in winter  
Use more : 

In summer _,_, 

18 

In spring--   
In fall .  
Don't know or not ascertained __ 

Not ascertained   _ -  1 

Total .  100 100 100 100 100 100 100 

Number of cases ^ __. -_ 1,685 905 727 1,130 1,252 433 332 

^ 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,-RepUes to the questions: ^Wouldyou say that the amount of fresh lemons you are ^,^^'^^^^^^ 
the winter) is more, less; or about the same as you were using during the fall, summer, and sprtng of last year?      What seasons 
of the year do you use more (less)f^ ,   , ,  ,   '" ,     , ',   ' ' :             ,,, ____ 

Replies 

Use the same amount of fresh lemons in 
winter as in other seasons  

Use less fresh lemons in winter  
Use more: 

In summer  
InfalL-- .__._-__---- 
In spring--  — —:---- 
Don't know or not ascertained- 

Use more fresh lemons in winter  
Use less : 

In sunamer  
In spring  
In fall   
Don't know or not ascertained. 

Not ascertained  

Total  

Number of cases- 

Homemakers using fresh lemons during the year prior to interviewing 

United 
States 

South 

Percent ^ 

56 
1 
1 

37 
57 

100 

1,948 

Percent ^ 

52 
2 
2 

42 
53 

100 

1,174 

Pacific 
Rest of 
United 
States 

Percent ^ 

41 
1 
1 
1 

52 
42 

100 

892 

Percent ^ 

59 
1 
1 

33 
60 

100 

1,237 

Urban 

Percent ^ 

38 
55 

54 
1 

Rural 

Percent ^ 

35 
61 

59 
2 

100 

1,390 

100 

558 

Metro- 
politan Los 

Angeles 

Percent ^ 

42 
2 

51 
43 

100 

387 

^Percentages add to more 
2 Less than 1 percent. 

than their subtotals because many homemakers mentioned more than one season when use varies. 
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'^IJ^Lf'~^/S^''' ^^Î^ 'Woi^^J 2/ou^a2/ that the amount of frozen concentrated orange juice you are using at this 
^^Zl^ij^^^^^^ or about the same as you were u^ng during the faU, ¡ummlr and spring of last 
year/     mhat seasons of the year do you use more (less)?'' ^     ^/ 

Replies 

Use the sárrie amount of frozen concentrated 
orange juice in winter as in other seasons- - 

Use less frozen concentrated orange juice 
in wuiter____,_„___L_-^^^__  

Use more: 
In summer____,„____  
In falL, ""I 
In spring___ __->„____,  
Don't know or not ascertained _ 

Use more frozen concentrated orange juice 
in winter^, .__, . ^„_ 

Use less : 
In summer _,,„  
In spring .  
InfalL_______, __~_~_l 
Don't know or not ascertained  

Not ascertained ^_,, 

TotaL  

Number of cases. 

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

United 
States 

Percent ^ 

54 

27 

13 

South 

PerceM ^ 

46 

100 

599 

Pacific 

Percent ^ 

54 

35 

14 

100 

235 

24 

14 

100 

220 

Rest of 
United 
States 

Urban 

Percent ^ 

56 

23 
2 
1 
1 

25 

13 

Percent ^ 

55 

100 

449 

26 

13 

100 

484 

Rural 

Percent^ 

50 

13 
2 

31 

15 

Metro- 
politan Los 

Angeles 

Percent ^ 

100 

115 

15 

64 

15 

13 

100 

102 

i' L^ïui^anT pâment^^^^ ^^^"^ ^^^"^ subtotals because many homemakers mentioned more than one season when use varies. 



TABLB 81.;—Recuesto the questions: ^^Would you say that the amount of canned orange juice you are using at this time of year 
(during the winter) is n^iore, less, or about the same as you were using during the fall j summer and spring of last yearP^ ^^What 
seasons of the year do you use more (less)f^^ 

op 

Replies 

Homemakers using canned orange juice during the ye^-r prior to interviewing 

United 
States 

Use the same amount of canned orange juice 
in winter as in other seasons._ ^  

Use less canned orange juice in winter  
Use more: 

In summer^---. ^_______  
In spring ^^__.^_ .^.. 
In fall. __-. _______„_  
Not ascertained .^  

Use more canned orange juice in winter. .. 
Use less: 

In summer .  
In fall  
In spring  
Don't know or not ascertained^  

Not ascertained  

Total  

Number of cases ^ 

Percent ^ 

South 

Percent * 

61 
28 

100 

1,339 

26 
3 
2 
1 

59 
29 

10 

Pacific 

Percent^ 

25 
1 
3 
1 

Rest of 
United 
States 

Percent ^ 

60   _.. 
28 

26 
1 
1 
1 

10 

100 

555 

61 
28 

Urban Rural 

Percent ^ 

59 
31 

100 

829 

100 

941 

Percent ^ 

64 
23 

12 

100 

Metro- 
politan Los 

Angeles 

Percent ^ 

398 

64 
21 

11 

4 

100 

200 

^ Percentages add to more than their subtotals because many homemakers mentioned more than one season when use varies. 
^ Less than' 1 percent. ' ' ' ' ^ 
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TABLE S2.—Replies to the questions: ''Would you say that the amount of canned grapefruit juice you are using at this time 
of year (during the winter) is more, lesSy or about the same m you were using during the fall, summer and spring of last 
yearf' ^^ What seasons of the year do you use more (less) f^ 

Replies 

Use the same amount of canned grapefruit 
juice in winter as in other seasons^-____^„ 

Use less canned grapefruit juice in winter  
Use more: 

Insummer_^__ ^^  
In spring- „_ ,  
InfalL__. .___ ---_II' 
Not ascertained. _,  

Use more canned grapefruit juice in winter,_. 
Use less: 

In summer._-.„___ _„. 
In spring  
In fall  
Don't know or not ascertained  

Not ascertained ^_  

Total  

Number of cases- 

Homemakers using canned grapefruit juice during the year prior to interviewing 

United 
States 

percent ^ 

65 
25 

Sovith 

Percent ^ 

63 
26 

Pacific 

Percent ^ 

66 
24 

Rest of 
United 
States 

Percent ^ 

65 
26 

Urban 

Percent^ 

25 
2 
2 
1 

65 
27 

Rural 

Percent ^ 

64 
21 

13 

Metro- 
politan Los 

Angeles 

Percent ^ 

100 

313 

70 
21 

100 

251 

^ Percentages add to more than their subtotals because many homemakers mentioned more than one season w^hen use varies 
^ Uess than 1 percent. 
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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 a^ you were using during the fall, summer and spring of last yearf 
^^What seasons of the year do you use more (less)r' 

Homemakers using canned blends during the year prior to interviewing 

Replies 
United 
States South Pacific 

Rest of 
United 
States 

Urban Rural 
Metro- 

politan Los 
Angeles 

Use the same amount of canned blends in 
winter as in other seasons 

Pe rcent ^ 

64 
27 : 

6 

3 

Percent ^ 

_-._         62 
26 

24 
2 
1 
1 
          '7 

6 
1 
1 
1 

5 

Percent ^ 

69 
          22 

20 
1 
2 
1 

7 

6 
1 
2 

1 
            2 

Percent^ 

_-„_         64 
          27 

25 
1 
1 
1 

-___           6 

5 
2 

2 

1 
            3 

Percent^ 

62 
29 

27 
2 
1 
1 

4 
1 
2 

2 

.„__     ,      4 

Percent ^ 

68 
18 

1 
1 
          11 

10 
2 

2 

1 
3 

Pe 

18 
1 
1 

6 

rcent ^ 

70 
Use less canned blends in winter 19 

Use more: 
In summer -^_„____^_  , 24 

2 
1 
1 

In SDrinc                .  
In fall          -       „ ----- 
Not ascertained  

Use more canned blends in winter ,  7 
Use less: 

In summer                             - -  6 
2 

2 

1 

In fall                                           
In SDrine                         -      ^ ^  
Not ascertained                        - ^~ 

Not ascertained ^~      4 

Total               -       100 100 100 100 100 100 100 

Number of cases      ^   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. 
^ Less than 1 percent. 
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TABL.^ Sé.—Replies to the questions: ^^ 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, ßr about the same as you were using during the fall, sunimer and spring of 
last yearf^^^ What seasons of the year do you use niore (less)r' 

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

Replies 
United 
States South Pacific 

Rest of 
united 
States 

Urban Rural 
Metro- 

politan Los 
Angeles 

Use the same amount of canned lemon juice 
in winter as in other seasons _____^^_„L 

Use less canned lemon juice in winter„„ _ _ _, ^ „ 
Üse'rQore;',, 

Insummer„__ ,_____-.___^_„_^^_ 
In falL_._..-______  

Pe 

35 
2 
1 
1 

5 
1 
2 

2 

rcent ^ 

48 
37 

7 , 

8 

Percent^ 

_--         46 
-'^.-;-.        '        34 

31 
'2'  , 

2 
2 

10 

8 
1 ':' i 
2 

_-__         10 

Percent^ 

-_-''.; '57 
_-.-         29 

26 
2 
1 
1 

— _           6 

5 
2 : 
z 
1 

.-_„           8 

Percent ^ 

■'.,— ' '     ,48^' 
.--         38 

36 
1 
1 
1 

-i-_  /'    '7' 

'4 ■ ;.','' 
'1' 

2    ' 

2 
7 

Percent^ 

--_-         49 
_-//;''35, 

34. ■ ''' 
'.   1, 

1 
1 

_--_         8 

',5     ' 
1 
2      ' 

2 

Percent ^ 

._--         46 

.,^-_"'    "42; 

39 
" 2 ' 

1 
2  ,,      '  ' 

_,_--',   '    7 

5 
2 

~~2 
5 

Pe 

31 
2 
1 
1 

4 
1 

rcent ^ 

m 
'', 32 

In spring--.--___--.„-          ^        ^ 
Not ascertained    ^-, ^- ^_ 

Use more canned lemon juice in winter- - ____ 
'•■ ■Use'less: '.             '      '                       ' ''., 

In summer„_„„_„_„-___--_--  
In spring 

5 

InfalL___- ,-.  
Not ascertained  

Not ascertained--   ^  „^-,- 7 

Total--- --__ ^,„.v_.--_ _ 100 100 100 1Ö0 100 100 100 

Number of cases _-__    _    ^-^ „__-_  533 181 213 410 408 126 84 

^ Percentages add to more than their subtotals because many homemakers mentioned more than one season when usé varies. 
^ Less than 1 percent. 



TABIJE 85.—Reasons given for making seasonal changes in the amount of 
fresh oranges y fresh grapefruit j fresh lemons, or frozen concentrated orange 
juice used, United States 

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

Reasons given 

Fresh 
oranges 

Fresh ^ 
grapefruit 

Fresh 
lemons 

Frozen 
concen- 
trated 
orange 
juice 

Seasonal needs (need for vitamins in 
winter; cool drinks in summer, etc.) 

Seasonal availability of other pre- 
ferred products             -  

Percent ^ 

38 

20 

19 
18 
16 

5 

4 
5 
3 

1,091 

Percent ^ 

23 

16 

33 
22 
26 

4 

1 
4 
5 

842 

Percent ^ 

93 

1 

1 
5 
1 

2 

1 
1 
1 

1,194 

Percent ^ 

38 

26 
Seasonal availability of given citrus 

product-  _ - -^ --- 2 
Cost and economy reasons ■     7 
Quality variation reasons 1 
Raise  own vegetables;  other  non- 

citrus fruits ___ - 1 
Change   in  family   demands   (new 

families; children home more in 
summer; etc.) -    -            - 21 

Other reasons                  - --- - 5 
Not ascertained    -    __-  4 

Number of cases -       : 242 

1 Percentages add to more than 100 because some homemakers gave more than 
1 reason. 
^ Less than^l percent. 
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TABLE 86.—Reasons given for making seasoîial changes in the amount of 
canned orange juice, canned grapefruit juice^ canned blends, or canned 
(bottled) lemon juice used, United States 

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

Reasons given 

Canned 
orange 
juice 

Canned 
grape- 
fruit 
juice 

Canned 
blends 

Canned 
(bottled) 

lemon 
juice 

Seasonal needs (need vitamins in win ter; 
cool drinks in summer, etc.) _ _ _ _ _ _ _ __ _ 

Seasonal availability of other preferred 
products^     _      -              -      _ 

Percent'^ 

51 

28 
12 

4 

2 
1 
7 
5 

Percent ^ 

50 

31 
12 

3 

3 
1 
7 
4 

Percent ^ 

62 

25 
9 

4 

2 

Percent ^ 

79 

8 
Cost and economy reasons. _-     _ 7 
Change in family demands (new families; 

children home more in summer, etc.)--- 
Raise own vegetables ; other non-citrus 

fruits. _ _ ^ _  _. - - _ _ _  
Quality variation reasons- 

6 

2 

Other reasons.      _    _______      ^_ 5 
3 

5 
Not ascertained. _      _     _ 1 

Number of cases ...;  _. _ _. _ _ 506 403 287 235 

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

^ Less than 1 percent. 

TABLE 87,—(Asked of the homemakers 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 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Use something else  
Do not use something 

else. -  - - - „ ^ _ _ _. 

Percent 
66 

29 
5 

Percent 
59 

37 
4 

Percent 
66 

30 
4 

Percent 
69 

25 
6 

Percent 
65 

29 
6 

Percent 
67 

30 
3 

Percent 
62 

34 
Not ascertained^ _. — 4 

Total -    „. — --- 100 100 100 100 100 100 100 

Number of cases. - - - — _ 1,109 732 481 679 747 362 195 
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TABL^SS.-^Asked of thehomemakers 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 insteadf^ 

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

Replies 
United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Use something else ,.... 
Do not use something 

else             ---- - 

Percent 
58 

36 
6 

Percent 
45 

49 
6 

Percent 
62 

34 
4 

Percent 
62 

31 
7 

Percent 
57 

36 
7 

Percent 
61 

35 
4 

Percent 
54 

40 
Not ascertained  -- - 6 

Totah—,-. — -. 100 

864 

100 

483 

100 

282 

100 

587 

100 

628 

100 

236 

100 

Number of cases,-..-.-- 131 
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TABLE 89,--^Products substituted when homemake^^^^      less fresh oranges 

Products substituted 

Fresh noncitrus fruits _ _ _ 
Canned noncitrus fruits. _ 
Canned noncitrus juices.. 

Canned orange juice. ___ _ 
Canned grapefruit juice.. 
Canned blends  _ _. _. 

Canned vegetable juices.. 

Frozen orange juice 
concentrate .___._.. _. 

Fresh grapefruit -_-._._. 
Other fresh citrus fruits.. 

Fresh fruits; not ascer- 
tained whether citrus 
or noncitrus. _ ^ _ _ ..... 

Canned fruits ; not ascer- 
tained whether citrus 
or noncitrus.- _...__.. 

Canned juices; not ascer- 
tained whethgr citrus 
or noncitrus...__._.__ 

Not ascertained- _ __. _. _ _ 

Number of cases. ^.. 

Homemakers who make substitutions when using less 
fresh oranges 

United 
States 

PercenV- 
56 

3 
6 

14 
3 
2 

;  14 

South 

2 
8 

728 

Percent^ 
50 

1 
5 

21 
;     4 
:   3 

13 

Pacific 

1 
; 7 

429 

PercenP- 
59 

5 
7 

7 
2 
2 

ll 

Rest 
of 

United 
States 

4 
7 

315 

PercenP- 
58 
A 

11 
3 
2 

15 

2 
9 

470 

Urban 

PercenP 
58 

3 
7 

14 
4 
2 

12 

Rural 
Metro- 
politan 

Los 
Ángeles 

PercenP PercenP 
63 46 

5 2 
4 8 

3 
10 

486 

13 
2 
1 

18 

1 
5 

242 121 

i Percentages total more than 100 because many homemakers substituted more 
than one type of product. 

^ Less than 1 percent. 
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TABLE 90.—Prod2iafo\5#sí¿^^ f^^e less fresh grapefrmt 

Hömemakers who make substitutions when using less 
fresh grapefruit 

Products substituted 

Fresh noncitrus fruits— 
Gànnêd noncitrus fruitis 
Canned noncitrus juices.. 

Canned vegetable juices. 

Canned grapefruit juice _ - 
Canned orange juice. _. 
Canned blends.___  

United 
States 

Fresh oranges- _._._._.- 
Other fresh citrus fruits.:. 

Frozen concentrated 
.     orange j uice— _ . .  

Fresh fruits; not ascer- 
tained whether citrus 
or noncitrus. _ — _. —. 

Canned fruits; not ascer- 
tained whether citrus 
or noncitrus— . _. 

Canned juices; not ascer- 
tained whether citrus 
or noncitrus ; ___... 

Not ascertained—___-_-. 

Number of cases. --._.-. 

Percent^ 
50 

3 
3 

14 

13 
4 
2 

10 
2 

South 

Percent^ 
46 

■2 
5 

11 

22 
6 
2 

:    7 
2 

Pacific 

Rest 
of 

United 
' States 

Percent^ 
48 

^    7 
6 

12 

8 
2 

12 
3 

2 
11 

501 

1 
14 

219 

Percent^ 
51 

3 
3 

15 

11 
4 
2 

11 
2 

4 
6 

175 

Urban 

Percenf 
48 

2 
4 

11 

13 
4 
2 

11 
1 

Rural 

Percent 
54 

5 
3 

20 

12 
3 
1 

2 
11 

367 

2 
13 

358 

Metro- 
politan 

Los 
Angeles 

Percent 
41 

""iö 

13 

13 
4 
1 

20 
4 

144 

4 
11 

71 

1 Percentages total more than 100 because many homemakers substituted more 
than one type of product. 

2 Less than 1 percent. 
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TABLE 91.—Replies to the question: *^Do you usually serve your fresh 
oranges for eating or do you squeeze them for jmcef'[ 

Ilomemakers who used fresh oranges during the year 
prior to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Usually used for: 
Eating only _ - — — — 
Eating; sometinaes 

for juice--------- 
Juiee; sometimes 

for eating--- —— - 
Eating and juice 

equally--------- 
Juice only. ——---_ 
Cooking and decora- 

tion only - 

Percent 

19 

42 

30 

3 
4 

1 

2 

- 
Percent 

20 

47 

24 

3 
4 

----- 

Percent 

19 

43 

29 

4 
3 

I 

2 

Percent 

19 

39 

33 

3 
4 

- —- 

Percent 

19 

38 

33 

3 
5 

1 

2 

Percent 

21 

50 

23 

2 
2 

_. —- 

Percent 

17 

38 

35 

4 
4 

1 

Not ascertained- _ -—- - _ 2 

/Total-—----- 100 100 100 

893 

1(K) 

1,308 

100 

1,449 

100 

Ö05 

100 

Number of eases- ^ - _ . 2,054 1,249 385 

^ Less than 1 percent. 
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TABhiË92.—Replies to the question: "Do you usually serve fresh grapefruit 
for eating or do you squeeze them for juicer ' 

Homei nakers who used fresh grapefruit during the year 
prior to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Usually used for: 
Eating only.-.. ... _ 
Èatinç; sometimes 

for juice.-_-„--. 
Juice; sometimes 

for eating,.__-._. 
Eating and juice 

equally. _-...„_. 
Juice only _._ . 

Percent 

70 

25 

1 
4 

1 
1 

Percent 

65 

28. 

1 
5 

Percent 

61 

30 

1 
7 

Percent 

73 

23 

1 
3 

1 

Percent 

70 

25 

1 
4 
1 
1 

Percent 

m 
25 

1 
4 

Percent 

57 

34 

1 

Don't know,--..„  
Not ascertained-  

Total............ 100 100 100 100 100 100 100 

Number of cases  1,685 905 727 1,130 1,252 433 332 

'^^ Less than I percent. 

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

Reasons given 
Homemakers using fresh 

grapefruit as a juice 

Taste, unspecified-.___  
Percent ^ 

9 
Sour; tart; bitter.. _--___ ____ _____ 14 
Fresh taste.-.-.___..____ __-.______._._.______ 
Dislike for taste of canned grapefruit juice. _  _ _ _  _ _  _ _ 

9 
8 

Sharp; tangy.....   _. „ _______________ 
Appetizing; refreshing ._      __    _ 

6 
14 

Provides variety.. __._   ^_ _ 9 
Easier ; more convenient _-__-_    _  _ 6 
Healthful (unspecified) _ _ _ ^ _ _ _ .. _ 5 
Good for colds.......____________________ — ______ 
Good when ill (other than colds)_._ .___ _ _ 

4 
3 

Vitamin content is high.. _ .. ___-.___  
Laxative.—-. -.._.__  

3 
2 

Other specific reasons - __ — ...- 9 
Don*t know......... ._ __ 3 
Not ascertained -.__ 19 

Number of cases -,. __. -___.__-_.    _ 505 

* Percentages add to more than 100 because some homemakers gave more than 1 
reason. 
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TABIJE9^,-~(Asked only of hömemakers who donH use fflesh ' grapèffuiV as 
juice.) Reasons given for not using fresh gra/pefriM as juice 

Reasons Homemakers who don't use 
fresh grapefruit as a juice 

Juice;difficult to prepare; canned juice easier,/etc.__-___ 
Habit; never thought of it; always use canned or frozen: 
Want the ^'meat*'; like sections,.  
Fresh grapefruit juice is too bitter_ _._ _.__,__ . _ - 
Wasteful to extract juice. -           _~      _      _        _    _ 

Percent ^ 
30 

:                            28 
23 

5 
6 

Have no (adequate) juicer    __ -      _^-        -^    _        J :                                                  3 
Canned juice cheaper^__    __    _  _        _      __ _-_ " :              3 
No''roughage" in Juice         _ _                      __ -      -    -        '"^^      -    2 
Canned juice available                     ^                      _    _ -   " -  '. ^''-         I 
Miscellaneous specific reasons          1      _  _                    _ :'^ ^   "'             2 
Don't tnow-__ __.^._. ___ _. _ _. _, :---.__,__-__-_ _ _ _ _ 
Not ascertained ___       -            ___ V            8 

■  -      i             -„- :_^ : 

Number of cases                                                  _ __ ■^    i     1,175 

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

TABLE 95\—(Asked only of homemakers who usually use fresh grapefruit 
as a juice either wholly or partly,) Replies to the question;^ ^-Doy yofi own 
one of those special juicers made for grapefruits^ 

Homemakers using freöh grapefruit as a juice either 
wholly or partly 

Replies 
United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Own a grapefruit juicer. _ 
Do not own a grapefruit 

jüicer____--__-  

Percent 
12 

88 
1 

Percent 
8 

91 
1 

Percent 
11 

89 

Percent 
14 

86 
1 

Percent 
13 

^ 8r^^ 
1 

Percent 
9. 

':;;;1 ; 

Percent 
;11 

89 
Not ascertained       _ _ - 

Total _-_--. 100 100 100 100 100 100 : ̂       100 

Number of cases— _-___. 505 309 279 310 : 374;: 13t 143 

^ Less than 1 percent. 
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TABLE Qô.-^ll^a^s in which fresh lemons are used 

Ways used 

Homemakers using fresh lemons during the year prior 
to interviewing 

United 
States: South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Lemonade (hot or cold)._ 

Tea, unspecified .. _.. 
Iced tea.-_->„_.-____. 
Hot tea.,---.->___-_  

Undiluted juice..._ -.. - _ 
Goektails; alcoholic 

drinks - _ ^ _.--.._„.__ _ 
Drinks; unspecified-i-—_ 
Cold drinks; soft drinks; 

unspecified- .,_-__.-.._ 
Hot drinksj unspecified.. 

Pies; puddings; custards. 
Gakes ; cookies. _ _ _ ^■.,  

Seafood (fish; oysters)..- 
Salads...„„..._._..._._ 
Salad dressing j  
Meats _ - . ^ _ - ->.. _ _ _ _ _.. 
Sauces—..^ _-..-_.„-_. _ 
Vegetables. _ _..._. 
Jelly ; preserves......... 
Garnishes. , . .  
Soup,_._.._>-.-....... 
Jello; gelatin -__--__ 
Cooking; baking, un- 

specified^ _........_ _ _ 
Flavoring, unspecified. _ _ 
Desserts, unspecified  

Medicinal uses (lemon in 
water, etc.) _>._._..__ 

Hair rinse.. .....  
Water softener; bleach. _ _ 
Skin bleach......._.... 
Miscellaneous specific 
Vways used..-.-. -_  

Not ascertained—.-_.^.- 

Number of eases. _..  

Percent^ 
56 

18 
=     9 

3 

7 

4 

6 
2 

50 
7 

16 
8 
3 
3 
2 
2. 
1 
1 
1 
2 

12 
4 
2 

1,948 

Percent^ 
65 

:;24 
14 

3 

11 

2 
:    3 

4 
1 

57 
8 

10 
6 
2 
3 
2 
1 
2 
1 
2 

Percent^ 
46 

1,174 

6 
2 

49 

30 
15 
7 
5 
2 
2 
1 
3 
1 
1 

14 
6 
2 

11 

3 
1 
1 

4 
1 

Percent^ 
54 

16 
-     7 
:    3 

4 
8 

7 
2 

47 
7 

17 
8 
3 
2 
3 
3 
1 
1 
1 
2 

15 
4 
2 

Percent^ 
51 

20 
10 
3 

44 
7 

19 
9 
4 
3 
3 
2 
1 
1 
1 
2 

14 
4 
2 

Percent^ 
m 

12 
8 
1 

2 
5 

5 
2 

65 

10 
5 
2 
2 
1 
2 
2 

892 1,237 1,390 

Percent^ 
42 

17 
4 
1 

ii; 

5 
11: 

4 
2 

:        52 
10 

22 
16 
9 
3 
3 
2 
1 
2 
1 
1 

16 
4. 
2 

11 

4 
2 
1 

3 
1 

558 387 

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

2 Less than 1 percent. 



TABLE 97.^—Ways in which canned or bottled lemon juice is used 

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

Ways used 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Lemonade (hot or cold).- 

Tea, unspecified._._---_ 
leed tea.__---.-_-.- —- 
Hot tea_. ._--.-------- 

Cocktails; alcoholic 
drinks ___--__-_----_- 

Undiluted juice.--- — _. 
Drinks, unspecified - _ 
Cold drinks; soft drinks, 

unspecified— - _. _ _ _ _. _ 
Hot drinks; unspecified-- 

Pies ; puddings ; custards _ 
Cakes; cookies.-_-_-_-_- 

Seafood (fish ; oysters) _. _ 
Salads  _ _ _.. -_-.-__ 
Salad < 
Sauces, 
Meats.. _--__—-..-  
Jello; gelatin. -...... __ 
Vegetables.-__._  - 
Jelly; preserves—__ _ _. _ 
Soups—_...——_. - - ^ - 
Cooking; baking, 

unspecified.-_-__---^ 
Flavoring, unspecified-. 
Desserts, unspecified  

Medicinal uses (lemon in 
water) _>..... - 

Hair rinse..-. -.... -_ - . 
Skin bleach... - . 
Water softener; bleach.. 
Miscellaneous specific 

ways used...— . . 
Not ascertained. _. -.... _ 

Number of cases. 

PercenV- 
41 

8 
4 
2 

3 
12 

9 
1 

21 
6 

4 
2 
1 
1 
1 
1 
2 

13 
8 
1 

Per^ient^ 
43 

14 
5 
2 

1 
3 

533 

14 

23 
4 

4 
3 
2 
1 
2 

Percent^ 
34 

4 
2 

181 

10 
4 

13 

9 
3 

25 
4 

9 
4 
3 
2 
2 

1 
2 
3 

10 
4 
1 

Percent^ 
41 

7 
4 
2 

9 
3 

13 

8 
1 

20 
7 

9 
7 
4 
2 
2 

1 
1 
2 

15 
3 
1 

Percent 
39 

10 
3 

12 

9 
1 

17 
6 

8 
7 
4 
3 
1 
1 
1 
1 

15 
2 
1 

Percent' 
49 

8 
4 

2 
5 

12 

8 
2 

34 
8 

6 
4 
3 

213 410 408 

Percent 
31 

8 

126 

12 
5 

23 

7 
2 

23 
6 

10 
6 
5 
6 
1 

84 

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

^ Less than 1 percent. 
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TABLE 9S,—Ways in which fresh lemons mould be used hut not canned or 
bottled lemon juice 

Ways canned or bottled lemon 
juice would not be used 

Pies; puddings; custards. 
Cakes ; cookies __ „ _ _  

Seafood (fish; oysters) ______ 
Garnishes- - ___-- — --- — --- 
Salads. _ - _ - - - - - - 
Meats---.v-^_---------__-^ 
Salad dressing-_ — — - — _--- 
Sauces— __-_--_ __--_ 
Jelly ; preserves- ________ 
Vegetables - _ _ - _ _ - — - - - 
Soups _- -_ — - - -_---____-__ 
Cooking; baking unspecified_ 
Desserts, unspecified - - „ _ _ _ _ 
Flavoring, unspecified  - 

Lemonade (hot or cold) —  

Tea, unspecified- 
Iced tea -_.-. 
Hot tea—_ — _--. 

Undiluted juice---„__-  
Cocktails; alcoholic drinks  
Drinks, unspecified- - _ - _ 
Cold drinks; soft drinks, un- 

specified- -- -  

Hornemakers 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 

Percent ^ 

44 
6 

16 
4 
3 
2 
2 
2 
1 
1 

Medicinal uses (lemon in water, 
etc. )— - - — - - - 

Hair rinse- - _ - _ —  _ _ _ . 
Skin bleach-_  
Water softener; bleach-  

Miscellaneous   specific   ways 
not used - - - - 

Everything lemon is used for ^- 

Number of cases- __ -  

9 
2 
1 

20 

16 
5 
2 

5 
1 
2 

South 

Percent ^ 

47- 
6 

13 
4 
2 
6 
3 
1 
2 
1 

3 
1 
1 

23 

21 
6 
2 

9 
1 
2 

275 

Pacific 

96 

Percent ^ 

37 
4 

31 
4 
9 
3 
4 
2 
1 
1 
1 

12 
1 
4 

13 

10 
5 
1 

6 
2 
3 

Rest of 
United 
States 

Percent ^ 

4,5 

15 
4 
2 
1 
1 
2 
1 
1 
3 

10 
2 
1 

20 

15 
5 
2 

4 
1 
2 

113 

5 

2 

210 

Urban 

Percent - _ 

42 
5 

17 
3 
3 
2 
1 
3 
1 
1 
1 

10 
1 
2 

18 

18 
5 
2 

4 
2 
2 

3 

3 

216 

1 No data shown for Rural or Metropolitan Los Ángeles 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. 

ä x^ssjtjian 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 question: ^^Have you been using just about the 
same amount of jresh lemons-^or lessy since you have been using canned 
lemon juiceP^ 

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

Replies 
United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Ángeles 

Same amount of fresh 
lemons used» .  

Less fresh lemons used__^ 
Not ascertained.. _. „ .. _. 

Percent 

62 
33 

5 

Percerd: 

68 
26 
6 

Percent 

66 
28 

6 

Percent 

60 
35 

5 

Percent 

61 
34 

5 

Percent 

64 
32 

4 

Percent 

60 
29 
11 

TotaL.....__.._ 100 100 100 100 100 100 100 

Number of cases. _._..._ 504 177 ^ 206 384 385 119 82 
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TABhià loo,—Replies to the questions 
products between meals or 

: ^^Do you or other members of your family use any of the freshj canned or frozen citrus 
for snacks f^^About how often do you use them like that this time of yearf 

o 
CO 

Replies 

Used as snácks„„„_^- _ _ ^ _____^ ___ ^^_ 
Two or more i^inaes a week-   
Once a week-^ — ^,_^_^ __. 
One to three times a month ^ 
Less than once a montli_____ .-_ 
Not ascertained how often as snacks_ 

Do not use any fresh, canned or frozen 
citrus between meals or for snacks  

Not ascertained  — --^-  

Total  

Number of cases. 

Homemakers using some citrus products during the year prior to interviewiûg 

United 
States 

Percent 

52 
8 
6 
4 

70 

30 

100 

2,140 

South 

Percent 

53 
12 
7 
4 

76 

23 
1 

100 

1,290 

Pacific 

Percent 

54 
8 
5 
2 
1 

70 

30 
1 

100 

961 

Rest of 
United 
States 

Percent 

51 
7 
6 
3 

67 

33 

100 

1,362 

Urban 

Percent 

54 
8 
6 
2 

70 

30 

100 

1,510 

Rural 

Percent 

47 
10 

9 
5 

71 

29 

100 

629 

Metro- 
politan Los 

Angeles 

Percent 

59 
7 
6 
2 

'74„ 

26 

100 

407 

^ Less than 1 percent. 



TABLE loi,—Replies to the question r^^ Do you think fresh citrus fruits in 
general are different from other kinds of fresh fruits?'^ 

Replies 

Fresh citrus fruits are 
different. __-__-.__ 

Fresh citrus fruits are 
not different -_._.._... 

Don't know whether fresh 
citrus fruits are dif- 
ferent _ _ _..  - ._..__ 

Not ascertained..__ _ _ . __ 

Total.,--..,.... 

Number of cases...._.. 

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

United 
States 

Percent 

61 

21 

18 
1 

100 

2,139 

South 

Percent 

55 

21 

24 
1 

100 

1,290 

Pacific 

Percent 

67 

17 

16 
1 

100 

961 

Rest 
of 

United 
States 

Percent 

63 

21 

16 

100 

1,362 

Urban 

Pivceni 

61 

22 

17 

100 

1,510 

Rurai 

Percent 

61 

18 

21 

100 

629 

Metro- 
poHtan 

Los 
Angeles 

Percent 

67 

20 

13 
1 

^ Less than I percent» 

100 

407 
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TABLE, Ï02,—Ways in which homema^ers think fresh citrus fruits differ 
from other kinds of fresh fruits, United States 

Ways in which they were thought to differ 

Food vaiue and health differences _____.._ ______ 
Citrus fruits have vitamins (unspecified) ________ 
Citrus fruits 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 

digest______.-_-.--_----------------------- 
Citrus fruits have laxative qualities, _ _ _ _________ 
Citrus fruits are good (better) for colds  _ 
Citrus fruits are good (better) for children. ______ 
Citrus fruits hâve other (more) chemicals (min-, 

:    \_ erais, quiniñe,;etc.) - - _ _ ^ - — - - - - - — - - - - - - - - -. - 
Citrus fruits have less food value than fresh fruits 

: in general- ______ _ _ _ _ _  _ _ _ _ 
Miscellaneous specific food and health differences K 

Taste differences—  — _ 
Other differences-_ _________________ _ _ — - -- 
Don't know what the differences are_ _ _ _ _______ 
Not ascertained-;-__-_-:.______ _____________^_ 

Number of cases. 

Homemakers who said that 
fresh citrus fruits differ 
from other kinds of fresh 
fruits 

Percent ' 

21 

13 
1 

IS 
7 

8 
3 
2 
2 

1 
10 

Percent^ 
63 

33 
25 

3 
2 

1,310 

Î Percentages add to more than their subtotals and these add to more than 100 
because many homemakers mentioned more than one difference. 

Mncludes statements such as;''citrus is a good appetizer"; ''citrus fruits are not 
fattening"; "citrus is more alkaline"; etc. 

3 All other differences, such as "can use citrus fruits for breakfast"; ''citrus fruits 
are juicy"; "citrus fruits are more refreshing"; etc. 
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TABLE 103.—Relation between education of honmmaker and replies to the 
question: ''Bo you think fresh citrus^^^^^ different from 
other lands of fresh fruitr^, United States 

Replies 

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

Attended 
grammar 

school   : 

Attended 
___ high school 

Attended 
college 

Fresh citrus fruits are different-   _ _ __ 
Percent 

51 
22 

27 
1 

Percent   ^ 
62 
23 

15 
î 

Percent 
83 

Fresh citrus fruits are not different. _ _ _ _ _ : 
Don't know whether fresh citrus fruits are 

different-      _          _-    -_ 

10 

7 
Not ascertained _ ^_ _ - _ - _ - _ _. -. _ _ - _ _ _ _:^_ 1 

Total-- —_--_-__-._.-_____-:_ 100 100 100 

Number of cases- _„ _ -. _ . _, - - — „ _ _ _ _ 736 1,069 299 

■ Less than 1 percent. 

TABLE 104.—Replies to the question: ^'What about the various fresh citrus 
fruits, like oranges, grapefruit, and levions—do you think there are any 
differences among them in terms of food valueP^ 

Homemakers using one or more citrus products during 
theyear prior to interviewing : 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

There are no differences 
among fresh citrus 
fruitS-___-_ __._ 

There are differences 
ampng fresh citrus 
fruits   _  - 

Percent 

46 

27 

26 
1 

Percent 

44 

25 

31 
I 

Percent 

44 

32 

23 
1 

Percent 

48 

28 

24 

Percent 

47 

28 

24 
1 

Percent 

45 

24 

31 
1 

Percent 

44 

34 

21 
1 

Don't know whether 
there   are   differences 
among fresh citrus 
fruits.- _____^_ 

Not ascertained- - ... 

Total-____--.._. 100 loo: 

1,290 

100 

961 

100 

1,362 

100 

1,510 

100 

629 

100 

Number of cases,. _ _ ^ _ _. 2,139 407 

^ Less^than 1 percent. 
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TABJUBÍOB.—Ways in which homemakers said various fresh citrus fruits 
are different in food value, United States  

Ways in which they were thought to differ 
Homemakers who said there 

are differences^ among the 
various fresh citrus fruits 

Favor oranges... _, __ -________-> -____-_—. 
Oranges contain the most food value; more 

healthful-- -__ —- _-____-. -_ 
Oranges have the highest vitamin content 

(unspecified)-----.-------- —--^--——- 
Oranges contain the most Vitamin C-. ^ _ _ .  

Favor grapefruit - _.... - _ _ -.. _ _. — -_----—_ — - - 
Grapefruit contain the most food value; more 

healthful \. —^—_^^_^- — ^ —__-_:.--.- — 
Grapefruit have the highest vitamin content 

(unspecifiedX - - - ..-.--- -- — --- — -_ - - - 
Grapefruit contain the most Vitamin C- - _ -__ 

Favor lemons— -_ — --_ — _______ 
Lemons contain the most food value ; more 

healthfuL _------- — --------. — — --- — --- 
Lemons contain the most Vitamin C_______ _ _ 
Lemons have the highest vitaniin content 

(unspecified).- ^__.-.___ —___^_---_-_- 
Don^t know what the differences are_ __  - 
Not ascertaine^d- -__--__-_---___- — -__- _ _ _ — _ _ - 

Percent ^ 

47 

21 

12 

4 
1 

Number of cases__-- 

Percent ^ 
74 

17 

10 

580 

^ Percentages add to more than their subtotals and these add to more than 100 
because many homemakers mentioned more than one difference. 

TABL^ 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 ure any differences among them in 
terms of food valued % United States 

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

/     Replies 
Attended 
grammar 

school 

Attended 
high school 

Attended 
college 

There are no differences among fresh citrus 
fruits                                  -      ^  

Percent 

45 

23 

32 
1 

Percent 

48 

28 

24 
i 

Percent 

45 
There are differences among fresh citrus 

fruits  _ _ _    - -      _ - - _ 35 
Don't know whether there are differences 

among fresh citrus fruits   19 
Not ascertained _.-    1 

Total                -   --- 100 100 100 

Number of CiÉLses                       _-  736 1,059 299 

* Less than 1 percent. 
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TABLE 107,—Replies to the question: ''Do you feel that there are any 
important differences between fresh citrus and canned citrus produäsf'^ 

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

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

There are important dif- 
ferences between fresh 
and canned citruff- _ _ :. 

There are no important 
differences between 
fresh and canned citrus 

Don't know whether 
there are any impor- 
tant differences.._-_.__ 

Not ascertained. __ _. _. 

Perceîit 

67 

19 

U 
1 

Percent 

;      62 

20 

16 
2 

Percent 

72 

16 

1Í 
T 

Percent 

70 

19 

11 
1 

Percent 

70 

19 

10 
1 

Percent 

61 

19 

19 
1 

Percent 

80 

11 

8 
1 

TotaL-.--.- 100 100 

1,290 

100 

961 

100 

1,362 

100 

1,510 

100 

629 

100 

Number of cases.. _ _. _ „ 2,139 m 
\Less than 1 percent. 
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TABLE 108,—-Ways in which homemakers think fresh citrus and canned 
citrus products are différent^ United States 

Ways in which they were thought to differ 
Homemakers who said that 

there  are  differences  be- 
tween  fresh  and   canned 
citrus products 

Taste differences--_-- ______   _ _ 
Percent * Percent ^ 

67 
Fresh tastes better 35 

28 
1 

5 

Canned  tastes   ''tinny'';  metalUc;   ''processed" 
taste --    ______ -    -_          -_    _ 

Canned tastes better       __    __  ___  _      __  _ 
Taste differences—don't know or not ascertained 

which is better                         _                         _ 
Food-value and health differences 45 

Fresh citrus contains more vitamins (unspeciffed 
and vitamins other than C) _                   _ 26 

2 

6 

1 

11 

1 

1 

Fresh citrus contains more Vitamin C             _  __ 
Fresh citrus better for health; better food value; 

more nourishing.. . _ ___ _.__ _ _ _________ _ 
Canned citrus has better food value; product 

canned at peak quality___    _ _  _    __          __ 
Other specific food value and health differences 

favoring fresh citrus _  
Other specific food value and health differences 

favoring canned citrus ^______^_ __ 
Other food value and health differences, don't 

know or not ascertained which is better _ _  
Ail other différences                              _ 5 
Don't know what the difference is    _____ ____ 1 
Not ascertained      _ _ _ _      _  _ : _  _ _ 3 

Number of cases. .  ^^_ M45 

^Percentages add to more than their subtotals and these add to more than 100 
because many homemakers mentioned more than one way in which they 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 productsf"j United States 

Replies 

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

Attended 
grammar 

school: 

Attended 
high school 

Attended 
college 

There are important differences between 
fresh and canned citrus _ _, _ _ _. _ _ - _ -,. _. 

There are no important differences be- 
tween fresh and canned citrus... _. ^ -.. _ 

Don't know whether there are any im- 
portant differences.  _ _ _ _ _ _ _.. _ _. _. 

Not ascertained- 

Percent 

:      62 

19 

IS 
1 

Percent 

68 

20 

11 
1 

Percent 

79 

14 

6 
1 

TotäL-__.__ ,-__-_. -,_.  __. 100 100 100 

Number of cases-_._ :  736 1,059 299 

no 



TAöLE 110.—Äeasons given for using fresh citrus fruits once a month or 
more in the winter months, United States 

Reasons given 

Health reasons.   _ - 
Health (unspecified)___,  
Vitamins (unspecified) \.^. 
Vitamin C__> _ __ _   
Vitamin D__._>____  
Other specific vitamins . . 
taxative—^-_;.—--—-__-^- 
Prevent or cure colds _>-- 
Prevent or cure other specific 

illness-.;.-_-:_--_ ___-_. 
Prevent or cure illness (un- 

specified)-_._-_ - --. 
Stimulate appetite . 
Acidity——_ - - _ — - — — -. 
For bones; teeth-   
Aid digestion___   
Minerais (iron, etc.)   
Not fattening; good for re- 

ducing-___.____-_  
Miscellaneous specific health 

reasons__-__  
Taste reasons.   

Taste; flavor (unspecified)__. 
Sweet-____ _.---___.  
Sour ; tart ; acid _  _. 
Natural ; tree-ripened  _ _. 
Sharp; tañgy__-_____-- — _ 
Sour-sweet ; acid-sweet  _ 
Bitter._ _____.-.__  
Miscellaneous specific taste 

reasons-. ^^ ._ . 

General stimulating effect 
reasons. ___ -___--,_, — ..  

Invigorating; give pep. __.... 
Refreshing ; thirst-quenching. 

Convenience reasons; handy; 
good to keep on hand  

Availability reasons; always 
available, etc..__ .  

Cost reasons; relatively 
inexpensive.. _._--  

Other reasons_ ... 
Presence of children ®  
For snacks...   
For variety ... ... 
Miscellaneous specific other 

reasons.. .._____  

Homemakers who during the winter months 
used once a month or more— 

Fresh 
oranges 

Percent ^ 

13 
24 
14 
2 
1 

16 
15 
4 
4 
3 
2 

30 
4 

76 

42 

10 

2 

1 

1 
34 

Fresh 
grapefruit 

Percent ^ 

10 
16 
10 

2 
11 

3 

13 
3 

16 
2 
6 

"I" 
3 

8 
2 

15 

65 

43 

2 

1 

2 
25 

Fresh 
lemons 

Percent^ 

6 
15 

7 

1 

"'3 

5 

'27' 

15 
2 
4 

41 

48 

11 

3 

2 

1 
5 

(Continued on next page) 
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TABIJE lio.—Reasons given for using fresh citrus fruits once a month or 
more in the winter, months^ United States—Continued 

Reasons given 

Homemakers who during the winter months 
used once a month or more— 

Fresh 
oranges 

Fresh 
grapefruit   : 

Fresh 
lemons 

Don^t know__^  
Not ascertained        _      __  _ 

Perc 

1 
4 

Percent^ 

=__-___           1 
_______           6 

Perc 

1 
422 

Number of cases, _ _  _ 1,954 1,492 1,697 

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. 
^ Some specific statement was made indicating children in the household were a 

factor. 
^ 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 tüays lemons were used. 
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TABLE 111.-^Reasons given for using processed citrus juices once a Tßonth or more in winter^ United States 

Reasons given 

Homemakers who used once a month or more in winter 

Frozen 
concentrated 
orange juice 

Canned 
orange 
juice 

Canned 
grapefruit 

juice 

Canned 
blends 

Canned 
(or bottled) 
lemon juice 

Convenience reasons  : _   . 
Easy to prepare ; saves time  
Can keep supply on hand   

Taste reasons._ --^-  
Taste; flavor (unspecified)  — 

^^ Natural; tree ripened   
h-* Almost as good as fresh product _ —  
CO Sweet__-----.-_--.___ ,--  

Sour; tart; acid--  — _  
Sharp ; tangy _ _ — ,_„_ — _-»-.   
Bitter. _-.--.------_.-.-™-- —------ --- 
Blended taste is better than either juice above- 
Miscellaneous specific taste reasons---^  

Health reasons  
Health (unspecified) ^---  
Vitamins (unspecified)  
Vitamin C  
Other specific vitamins  
Prevents or cures colds -   
Prevents or cures other specific illnesses  
Prevents or cures illness (unspecified)  
Laxative -^^  
Stimulates appetite   
As much food value as fresh product - .__ 
Aids digestion.-.._.___ _.---  
Not fattening; good for reducing  

Percent ^ 

51 
9 

18 
15 

8 

57 

46 

23 

Percent ^ 

38 
10 

44 

17 

35 

Percent ^ 

27 
7 

10 
2 
2 

32 

24 

43 

Percent ^ 

25 
6 

17 

29 

35 

31 

Percent ^ 

31 
IS 

10 
3 

45 

19 

16 

{Continued on next page) 



TABLU líl.^^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 ^ svinter 

Reasons given Frozen 
concentrated 
orange juice 

Canned 
orange 
juice 

Cß-nned 
grapefruit 

juice 

Canned 
blends 

Canned 
(or bottled) 
lemon juice 

Acidity.. _,_-,    ______„'__'_,_,_ __„.:     _^    ^^. 
Perc xnt^ 

14 
10 

3 

17 

1 
5 

Percent ^ 

-....-_       12 
        15 
-„„„„_         6 

4 
2 '; 

        20 
12 
T 
2'   „ 
3 

          1 
5 

Percent ^ 
'2 
5 

__.„.„ ' 7' 
-'._.. 12 
-„__-_         8 

6 
3 

30 
8 

22 
2 
3 

          1 
      '   7 

Percent^ 

______         8 
______         9 
 ,        7 

4 
3 

        46 
8 

40 
^    2 

3 

          1 
-...__         8 

Perc 

 _ 

______ 

2 
------ 

£nt^ 

Miscellaneous specific health reasons 2 

"""2" 
1 

,7„ 

Cost reasons ; relatively inexpensive „^-_-,_^_,_  
Availability reasons ; always available-, ^ ^- ^- „ ----- 
General stimulating effect reasons ^_ _^^^^ „_-_„_________ 

Invigorating; gives pep._-_„. :^       ,„^ 

20 
20 

4 

Refreshing ; thirst-quenching,^ ^, ;  

Other reasons.________-_____-„. ^^  
Presence of children 2___ ,,^^ _.  

5 

For variety.  __, ^ „_-_-.___  
For snacks ,^, , ^ 
Miscellaneous specific other reasons ___,^^_ ^^^  2 

Don't know   _ ^^  3 

Not ascertained ^ *15 

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. 
2 Some specific statement was made indicating children in the household were a factor. 
® Less than 1 percent. 
* The large percentage of *'not ascertained" was apparentlj^ <iue to the inability of many homemakers to give reasons in terms of "what it 

is about lemon juice" (taste, health, etc.) rather than ways lemon juice is used. 



TABLE 112.—Reasons given for using fresh citrus fruits less than once a 
month in winter y United States 

Reasons given 

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

Fresh oranges Fresh grapefruit Fresh lemons 

Cost reasons; too expensive  
Food habit reasons ___ 

Seldom prepare food requir- 
ing product-__  

Use only for variety _ 
Use only in warm weather, _- 
Miscellaneous food habit rea- 

sons (shopping habits; for 
visitors, etc.) — -^ ^ _ 

Health reasons _ _ - _. ___._._ 
Specific ailment prevents use _ 
Cause indigestion.  
Too acid for health.  
Use only when ill (other than 

colds). -  
Use only when have colds  
Irritates mouth   
Miscellaneous specific health 

reasons. -.  
Availability reasons.   

Other preferred products 
available.. - -. _  

Not available in stores  
Convenience reasons..  

Difficult to prepare ; too much 
time to prepare -   

Can't keep supply on hand; 
canH store -—  

Miscellaneous specific con- 
venience reasons  

Taste reasons  .-.  
Dislike taste, unspecified  
Too sour; too tart   
Too bitter. .   
Not sweet enough; have to 

add sugar—   
Miscellaneous specific taste 

reasons. -__-  
Other reasons .^-__ — 

Presence of children a factor 
in not using more fre- 
quently ^---  

Miscellaneous specific other 
reasons...   

Percent ^ 

18 

13 
4 

11 

3 

34 
21 

17 

17 

13 

12 

12 

Percent ^ 

11 

13 

1 

1 

4 
11 
17 

3 

2 

25 
20 

14 

15 

33 

11 

Permnf^ 

61 
2 

33 

10 
64 

11 

{Continued on next page) 
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TABLE Î 12.—Reasons given for using fresh citrus fruits less than once a 
month in winter^ 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 

Don't know .__    _ 

Perc ent^ 

3 
9 

98 

Percent^ 

_______          1 
          10 

191 

Percent^ 

Not ascertained ._  4 

Number of cases  94Q 

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

(^^children don't like. ---^'; ^'child is allergic to product"; etc.)* 
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TABLE 113.—Reasons given for using processed citrus juices less than once a month in winter^ United States 

Reasons given 

Cost reasons; too expensive ^-^ — 
Taste reasons   

Dislike taste (unspecified) _ —  
Artificial; processing changes taste; not like fresh. _ 
Thin; watery; too weak_ _ ..-.__  
Too bitter__-____„_,-^_  
Tinny ; tastes of can—  
Too sour; too tart  
Too sweet„_--^--^— ^ —\^_-__-._^  
Not sweet enough _  
Miscellaneous specific taste reasons  

Food habit reasons _^^.- ^- „-^-^^ 
Use only in warm weather ___-^  
Seldom prepare food requiring product  
Use only for variety  
Miscellaneous food habit reasons (shopping habits; for 

visitors ;etc.)  
Availability reasons  

Other preferred products available  
Not available in stores  

Convenience reasons  
Can't keep supply on hand; can't store  
Use only when need to save time.____ — -,-^ -_-^^ 
Difficult to prepare, ~~^— 

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

Frozen 
concentrated 
orange juice 

Percent ^ 

3 
3 
1 

14 

17 
3 

32 
29 

20 

20 

15 

Canned 
orange 
juice 

Percent ^ 

4 
12 
2 
6 

14 
2 
2 

1 
3 

10 

13 
3 

13 
37 

18 

16 

11 

Canned 
grapefruit 

juice 

Percent ^ 

6 
6 
1 

19 
8 

17 

3 
1 

11 

11 
2 

9 
50 

22 

13 

6 

Canned 
blends 

Percent ^ 

6 
5 
1 

10 
10 

6 

o 
3 

17 

11 

13 
3 

1 
11 

38 

34 

16 

12 

Canned 
(or bottled) 
lemon juice 

Percent ^ 

7 
15 

2 

1 
4 
5 

11 
27 

19 

7 
29 

39 

10 

19 

{Continued on next page) 



TABLE 113,—Reasons given for using processed citrus juices less than once a month in winter, United Stßtes—Continued 

00 

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

Reasons given 
Frozen 

concentrated 
orange juice 

Canned 
orange 
juice 

Canned 
grapefr^it 

juice 

Canned 
blends 

Canned 
(or bottled) 
lemon juice 

Health reasons__-._:_„^_._____,,._________,„„ ______„„„..„_ 
Bad for health (uñspeci£ed)___,.„.^^>_,__„^.^.„^.,_]"I'~"I 

Low in vita,min content_, „^„.^___ „„. 
Specific ailment prevents use-___ ^^, _^, ._ 
Use only when ill (other than colds)! _-.___ _ _ „ _ ^ „ ^^.. „ 

Pen 

4 
2 
1 

______ 

1 
1 

3 

7ent^ 
10 

9 

1 
8 

110 

Percent y 
_---._       16 

3    "' 

4 
1 

'   5 
!     1 

1 
2 

3 
-___»   ,     7 

3 
1 

_-»._.       10 

187 

Percent ^ 
______' '  17 

1 

'  1 
',' 2 

3 ' . ' '    '. 
2 
7 
5 
Z 

---.__        8 
6 
2 
          1 
______         6 

'V'   ' ,'223 

Percent^ 
______       11 

,,, 1'^ ' 

.'   1 
1 

' : 2 
, 2 

2 
2 

_.___.         8 
6 
3 
          2 
______^       7 

171 

Pen 

;'    ^ 
___-,- 

4 

1 
____.. 

5 

9 

Use only when have coldS_- __^,^,^.^»__ _^„  
Causes indigestion ___,„^  
Too acid for health-„____ __,..,_„_.____ ^CI-III----- 
Miscellaneous specific health reasons ,_ ^  ^^ ._____" :. __ _ 

Other reasons.» :_»______„ ___^__.__„_„„._„_____ 
Presence of children a factor in not using more frequently ^_„^ _ 
Miscellaneous specific other reasons ». :  

Don't kilow__._ _^_ ,_ »    ^^ 

' ''5' 

1 
6 

125 

Not ascertained».» „ ^^„^ „,„^ 

Number of cases,---^»_______„^^ ^_-,>.,^ „^ 
, 

1 Percentages add to more than their subtotals and these add to more than 100 because many homemakers gave more than one reason. 
* Less than 1 percent. 
»Some specific statement was made indicating children in the household were a factor (''children don't like^  - _ ": "child is allerdc to 

product''; etc.). 



TABLE Ií4.—Replies to the question: ^^Are there any members of your 
family who would like you to serve more fresh orangesP^ 

Homemakers who used fresh oranges during the year 
prior to interviewing 

Repiies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Ángeles 

Would want more fresh 
oranges . _ _ _  

Percent 

20 

80 
1 

1 

Percent 

31 

68 

Percent 

18 

81 

Percent 

16 

84 
I 

1 

Percent 

17 

83 
1 

1 

Percent 

27 

72 

Percent 

18 
Would not want more 

fresh oranges  81 
Don^t know 
Not ascertained -   _-  1 1 1 1 

Totals----—---. 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. 

TABLE 115.—Replies to the question: ^^Are there any members of your 
family who would like you to serve more fresh grapefruits^ 

Homemakers who used grapefruit during the year prior 
to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Ángeles 

Would want more fresh 
grapefruit         

Percent 

16 

84 
1 

Percent 

23 

76 
1 

Percent 

16 

83 
1 

Percent 

13 

87 
1 

Percent 

14 

86 
1 

Percent 

22 

-  77 
1 

Percent 

14 
Would not w^nt more 

fresh grapefruit- - _ _ - _ _ 
Not ascertained-._  

85 
1 

Total—- -- 100 100 100 100 100 100 100 

Number of cases  1,685 905 727 1,130 1,252 433 332 

^ Less than 1 percent. 
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TABLE llñ,—Replies to the question: '^Are there any members of your 
family who would like you to serve more fresh lemomf^ 

lloniemakers who used fresh lemons during the year 
prior to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Would want more fresh 
lemons,         _ _    ._ 

Percent 

9 

89 
2 

Percent 

15 

83 
2 

Percent 

5 

93 
2 

Percent 

6 

92 
.2 

Percent 

7/ 

91 
2 

Percent 

14 

85 
1 

Percent 

6 

92 
2 

Would  not  want  more 
fresh lemons 

Not ascertained.__ _. ^ __ _ 

Total____ _„____ 100 100 100 

892 

100 

1,237 

100 

1,390 

100 

558 

100 

Number of cases _ _______ 1,948 1,174 387 

IIKBIJE in.—Replies to the question: ^^Are there any members of your 
family who would like you to serve more frozen concentrated orange juicer^ 

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

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Would want more frozen 
concentrated orange 
juice          _ 

Percent 

12 

86 
2 

Percent 

15 

82 
3 

Percent 

16 

81 
4 

Percent 

11 

87 
2 

Percent 

12 

85 
3 

Percent 

11 

88 
1 

Percent 

16 

77 
7 

Would  not  want  more 
frozen  concentrated 
orange juice _   _  _  _ 

Not ascertained;.. __._„_„_ 

Totai___-_____._„ 100 100 

235 

100 

220 

100 

449 

100 

484 

100 

115 

100 

Number of cases_ _ _ _ _ _ _.. 599 102 
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TABLE 118.—Replies to the question: '^Are there any members of your 
family who would like you to serve more canned orange juice?^^ 

Replies 

Would want more canned 
orange juice _...  

Would   not  want   more 
canned orange juice. _ _ 

, Not ascertained- . 

Total.. _._ . 

Number of cases.  

* Less tlianl percent. 

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

United 
States 

Percent 

13 

85 
2 

South 

Percent 

22 

77 
1 

Pacific 

Percent 

13 

85 
2 

Rest 
of 

United 
States 

Percent 

9 

89 
2 

Urban 

Percent 

11 

87 
2 

Rural 

Percent 

19 

81 

Metro- 
politan 

Los 
Angeles 

Percent 

11 

86 
3 

100 

200 

TABLE 119.—Äe^Kös 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 during 
the year prior to interviewing 

Replies 
United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Would want more canned 
grapefruit juice.._  

Would not  want  more 
canned grapefruit juice- 

Not ascertained   .      ... 

Percent 

10 

88 
2 

100 

1,209 

Percent 

17 

82 
1 

100 

706 

Percent 

10 

89 
1 

100 

616 

Percent 

7 

91 
2 

100 

767 

Percent 

8 

90 
2 

100 

895 

Percent 

16 

83 
1 

100 

313 

Percent 

10 

90 
1 

Total.  100 

251 Number of cases ... 

^ Less than 1 percent. 
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TABLE 120,—Replies to the question: ^^Are there any members of your 
family who would like you to serm more canned hlendsV^ 

Homemakers who used canned blends during the year 
prior to interviewing 

Replies 
United 
States South Paciñc 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Would want more canned 
blends _ _ _  _ _ - _ _  _ _ 

Percent 

8 

90 
2 

Percent 

12 

86 
2 

Percent 

11 

86 
3 

Percent 

7 

92 
1 

Percent 

7 

91 
2 

Percent 

86 
1 

Percent 

10 
Would  not  want  more 

canned blends _ _ _  
Not ascertained——- _ _. , 

87 
3 

TotaL.-..._--- 100 100 100 100 100 100 100 

Number of cases. _ _. -—- 869 378 398 620 667 202 150 

TABLE 121.—ÄepZies to the question: -[Are there any members of your 
family who would like you to serve more canned (or bottled) lemon juice?** 

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

Replies 
United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Ángeles 

Would want more canned 
lemon juice_ _. _ _ _ _:,. _ 

Would not want more 
canned lemon juice—__ 

Not ascertained 

Percent 

3 

92^ 
5 

Percent 

88 
5 

Percent 

1 

93 
6 

Percent 

V    3 

92 
5 

Percent 

2 

93 
5 

Percent 

5 

89 
6 

Percent 

_      4 

90 
6 

Total 100 100 100 100 100 100 100 

Number of cases-  _ _ 533 181 213 410 408 126 84 
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TABLE 122:—Relations between frequent use of a citrus product during 
the wmter months and replies to the question: ''Are there any members of 
your family who would like you to serve more, r\ United States 

Replies 

Would want more: 
Fresh oranges.  _ 
Fresh grapefruit _ _____; ^^ _ _ _ _  
Fresh lemons  _ _ _ 
Frozen concentrated orange juice.  
Canned orange juice ^^-.--_ 
Canned grapefruit juice  _ _ _ _ 
Canned blends^  
Canned (or bottled) lemon juice______ 

Frequency of use of a given citrus 
product in winter 

Two or more 
times a week 

Percent 

m 
10 

- 7 
9 

14 
11 
9 
4 

Number 

1,503 
804 
546 
204 
509 
355 
199 
79 

Less than twice 
a week 

Percent 

32 
20 

9 
15 
14 
10 

Number 

528 
847 

1,033 
315 
695 
737 
570 
304 

TABI.B12Z.—-Relation between frequency of use of a citrus product^ yearly 
family income, and replies ta the question: '^Are there any members of your 
family who would like you to serve more. :. . :\ . .f'\ 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 mcome 
($2,468 ($2,469 ($4,251 ($2,468 ($2,469 ($4,251 

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

PcL No. Pck No. PcL No. Pet No. Pet, No Prt No 
Would want more: 

Fresh oranges_--__ 28 383 14 511 10 509 46 219 25 148 15 112 
Fresh grapefruit _ _ _ 
Fresh lemons—__- 

17 
15 

174 
134 

7 
5 

251 
166 

8 
8 

311 
209 

34 
19 

247 
281 

15 
7 

284 
351 

14 
4 

251 
330 

Frozen concentrat- 
ed orange juice. _ 1 16 7 62 10 117 1 54 16 121 11 120 

Canned orange juice 20 149 14 165 8 165 28 212 11 ?45 5 185 
Canned grapefruit 

juice.-.--  15 106 10 101 9 127 23 194 6 9,m 5 1^35 
Canned blends  15 42 9 65 5 76 16 139 8 Í92 5 200 
Canned or bottled 

lemon juice  9 21 4 26 28 7 65 2 101 1 119 

* Less than 1 percent. 
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TABLE 124r—fAraong homemakers who had used some citrus product.) 
Reasons given for not using fresh citrus fruit during the year prior to 
interviewingj United States 

Reasons given 

Homemakers who used some^ citrus product dur- 
ing the year prior to interviewing but did not use- 

Fresh 
oranges 

Fresh 
grapefruit 

Fresh 
lemons 

Percent ^ Percent ^ 

Health reasons -_  
Specific ailment prevents use. 
Cause indigestion  
Too acid for health _.__..__. 
Bad for health (unspecified)- 
Miscellaneous specific health 

reasons- ^^___ __-_-._. 
Convenience  reasons;  too much 

time  to  prepare;   can't  keep 
supply on hand ; Btc. _ _ _ _. 

Cost reasons; too expensive- __ __. 
Taste reasons - — - -  - 

Dislike taste (unspecified) _ _. 
Too sour ; too tart _ _ _ _ _. 
Too bitter __-„_- _ _ _ _ - _  
Too sweet _ - - _ _ _ _ - _ _. _ _ ^ -^. 
Have to add sugar to get de- 

sired taste. - - - - - - ------ 
IVliscellaneoiis specific taste 

reasons. ___...- - — _ — - _ . 
Áva,ilability reasons; not avail- 

able in stores ; etc.-_---_.._ _ _ _. 
Food habit reasons; never think 

of them; never prepare food 
requiring them ; etc. _ _ _ _ _______ 

Other reasons-__,___-_---_- - -_. 
Presence of children a factor 

in not using ^ _ _ _ - _  
Miscellaneous specific other 

reasons--..--_--- -. 
Don't know-- _-  - - ■ 
Not ascertained__-. __-. 

11 
11 

Number of cases ,__---. 

26 

22 
18 
13 

5 
24 
25 

12 

10 
10 

12 

86 

12 

10 
16 
51 

10 
6 

2 
12 

455 

Percent ^ 

6 
17 
2 

13 

10 
16 
26 

29 
1 

1 
12 

192 

^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. 
^ Some specific statement was made indicating children in the household were a 

factor C'the children don't like them/'etc.). 
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TABLE l25.~(Among homemakers who had used some citrus product) Reasons given for not using processed citrus juices 
"   - ''   .'     '   , " ^'^'^'^''^g the year prior to interviewing, United States 

Reasons given 

Food habit reasons; never think of product; never got around to 
trying product (but know of it)_________, __-_-.__.____. 

Never heard of product; just heard of product..  _]^C~~"" 
Cost reasons; too expensive- _ - ,_„ -^_______. 
Availability  reasons;   not  available  in   stores;   other  preferred 

products readily available._. __„__,______________ 
Taste reasons-^,„_„______„__.^____;,„____„_ -.__.„_I~~"~I^ 

Dislike taste (unspecified) ___.^_^ _I^ 
Too artificial; processing changes taste____^____^_____. 11^ 
Too w^atery; too thin; too weak. ^ ~I' 
Too tinny; too metallic____^ ^___ ^_  
Toobitter^ ^ _, I_"^ 
Too sour; too tart u__  
Tastes of oil, rind, or peel :.__„__  
Dislike combined flavors ; I"~~~I' 
Miscellaneous specific taste reasons  

Convenience reasons __^ í„.íll"l'_l 
Cannot store because of perishability ____^ ,^_^ 
Difficult to prepare, etc._ "  

Health reasons_ _~] 
Bad for health (unspecified) --_~'II~._II.I" 
Too low in vitamin contents _^_ ___________ 
Processing causes health qualities to deteriorate_ _ _ -_^ I" 
Too acid for health______  

Honaemakers who used some citrus product during the year prior to 
interviewing but did not use- 

Frozen 
concentrated 
orange juice 

Percent ^ 

30 
20 
15 

13 
10 

Canned 
orange 
juice 

Percent ^ 

10 

53 

14 

Canned 
grapefruit 

juice 

Percent ^ 

6 
5 
1 

13 
24 
15 
2 

4 
58 

13 

Canned 
blends 

Percent ^ 

26 
9 

6 
33 

Canned 
(or bottled) 
lemon juice 

Percent ^ 

29 
14 
6 

10 
24 

(JOontinvsd on next page} 



TABLE 125.—(Among homemakers who ha4 used some citrus product} Reasons given for not using processed citrus juices 
during the year prior to interviewingj United Stßtes {Continued.) ^^^ 

Reasons given 

Specific ailment prevents use ,„_-__ ^  - - - 

Causes indigestion _ _ ^ _ ^ _ _  _ - ~ — ------ 
Miscellaneous specific health reasons. ^ „ — _. 

Other reasons^-_ _ _ - -,------ -. _.__„-„_ ^^^ - 
No freezing unit or no refrigerator -. _ _ ^ _ _ , - - 
General prejudice against processed foods  
Presence of children a factor in not using 3_ _ „ 
Miscellaneous specific other reasons^-__^-^ 

Don't know---^_^------ __--,-- _„„^^ 
Not ascertained. „„w„.__._„^-._--..™^- 

Number of cases„-^ \^^--. — -^—...,. — _ 

Homemakers who used some citrus product during the year prior to 
interviewing but did not Use- 

Frozen 
concentrated 
orange juice 

Percent ^ 

1 
5 

1,541 

Canned 
orange 
juice 

Perœnt ^ 
2 

10 

1 
13 

801 

Canned 
grapefruit 

juice 

Percent ^ 
2 

10 

1 
13 

931 

Canned 
blends 

Percent^ 
2 

2 
15 

1,271 

Canned 
(or bottled) 
lemon juice 

Percent ^ 

1 
13 

1,606 

to more than 100 because some homemakers gave more than one reason, 

* Less than 1 percent. ^^^^ indicating children in the household were a factor (^the children don't like it," etc.). 

1 Percentages add to more than their subtotals and these add 
Í Less than 1 percent. 
' Some specific statement was 



TA-BijmX2Q.-—(Ashed of homema^^ not used any citrua product 
during the year prior to interviewing.) Replies to the question: ^-Why is it 
that you didnH use any citrus at alW\, United States 

Replies 
Homemakers   who   did   not 

use any citrus during the 
year prior to interviewing 

Health reasons._     _ __ .      _._ _^ . _ 
Percent ^ Percent ^ 

41 
Bad for health, unspecified _ _ _ 1 

30 
15 
9 
2 

Specific ailment prevents use_ ____-.-___-_-_____ 
Cause indigestion. _ _  _ 
Too acid for health _      __^      _  _  _ _ 
Miscellaneous specific health reasons         _ _  

Cost reasons; too expensive-         _ __        _:_         _ _ 24 
Food habit reasons; never think of them, etc.  __  _    _ 17 
Taste reasons      _ _ _ ________ ____      _ 13 

Dislike tastCj unspecified_ _ _    ___ __    _ 2 
8 
2 
1 

Too sour; too tart._      __.___.  __    __._ . 
Toobitter___ ._..__    ___ 
Too sweet- _    _ _._    _ __   _ _ 

Availability of home-grown, home-canned other fruits 
or vegetables       _    _      __   ^      _ 11 

Convenience reasons—too much trouble to prepare  1 
Other reasons, _ ________      _  12 

Presence of children a factor in not using ^  
General prejudice against processed foods  _ _ 
Miscellaneous specific other reasons_  

Not ascertained _ _               _      ______ _    _ _ _ _ _ _ 

_                    __ 

3 
1 

5 

Number of cases  68 
' 

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

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

factor (''children don't like it/'etc.). 
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TABhk 127.—Replies to the question: ^*Does it seem that the taste of canned 
citrus juicej in general^ stays about the same or that it changes from time 
to timer ^ :r ; 

----:---           - _ '- 
Homemakers who used canned citrus juice during the 

year prior to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Taste  stays  about   the 
same. _ _. _ _ _ _    _ _ _ 

Percent 

71 
16 
8 
5 

Percent 

71 
15 
11 

3 

Percent 

72 
14 
9 
5 

Percent 

71 
16 

7 
6 

Percent 

71 
16 
8 
5 

Percent 

72 
15 . 
8 
5 

Percent 

67 
Taste changes. ______ _ _ _ 
Don't know 

18 
12 

Not ascertained. — -_--__ 3 

Total__.____    _ _ 100 100 100 100 100 lOO 100 

Number of cases. _ _ — _ _ _ 1,658 979 771 1,060 1,207 451 303 

TABL^ 12S.—Replies to the question: ^^Does it seem to you that the taste of 
frozen citrus juice y in general, changes from time to time, or do you thinh 
it stays about the same f^ 

Homemakers who used frozen citrus juice during the 
year prior to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Taste  stays  about  the 
same.--_-_-  

Percent 

77 
7 

10 
6 

Percent 

77 
5 

10 
:   8 

Percent 

75 
6 

12 
7 

Percent 

78 
8 
9 
5 

Percent 

77- 
8 
9 
6 

Percent 

80 
4 

10 
6 

Percent 

76 
Taste changes _ _________ 
Don't know.  _ 

4 
7 

Not ascertained __    _ 13 

Total___.____.___ 100 100 100 100 100 100 100 

Number of cases_. ______ 608 246 225 452 492 116 105 
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TABL^ 129.—Rephes to the question: ''When you buy fresh oranges (fresh 
grapefrmt) do you prefer buying them loose out of a bin or do you prefer 
them already sacked or baggedr\ United States 

^ Less than 1 percent. 

ThBiMim.—Reasons given for preferring to buy fresh oranges (fresh 
grapefruit) loose out of a hin, united States 

Reasons given 

Homemakers who preferred to 
buy fruit loose out of a bin 

Fresh 
oranges 

Fresh 
grapefruit 

Can select better quality; see what fruit is like.  
Can select number needed- 

Percent ^ 
86 
17 

4 
3 
2 
2 
1 
2 

1 

1,473 

Percent^ 
67 
37 

3 
2 

11 
2 
a 

Can select desired size._. __]II 
Sold that way at store where trades __. 
Habit; custom-,__________________________]_["""' 
Less expensive.-..__._ .._____'_""11"~'" 
Other specific reasons_ ____ 
Bon't know-__-._..__._                            " """ 2 
Not ascertained -.---___._-_-__    _ 2 

Number of cases—-_._--__- 1,431 

Ï Percentages add to more than 100 because many homemakers gave more than 
1 reason. 

^ Less than 1 percent. 
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TABLE 131.-^ñeasons gwmßr preferring t(y huy fresh oranges sacked or 
::    \:    \       ]       baggedfUnüed States^ '     " - 

Reasons given 

Less expensive-._ _________-_-_-_ — ---- — 
Saves time buying; more convenient; easier. 
Better quality fruit ; better ^ade of fruit. _ > 
Babit; custora_..__^-----_--.----^------- 
Easier to.store^_w-_-------------------^- 
Sold that way at store where trades. _.. — _. 
Other spécifie reasons ^ _ „ _ _ _ _ __--__-_- — -- 
Don't know- _ _ _ _ _ - _ _ _ — _-_------ — - - - - - 
Not ascertained. _ ^ _ _ — - - - - - - — ------- -— 

Number of cases. 

Homemakers who said they 
preferred to^ buy fresh 
oranges sacked or bagged 

Percent^ 
45 
42 
25 

2 
1 
1 

. '8 
1 
3 

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. ,   ,      n   i • lo   ííAII 
3 Includes statements such as: ''The oranges aren't handled m a sack ; All one 

variety in sack"; ''All of one size in a sack''; ''Can use the sack after the oranges are 
gone/' etc. - : 

TkBh-B 132^-—(Asked of homemakers who preferred fresh oranges sacked or 
bagged and of homemakers who preferred fresh oranges loose out of a hin.) 
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 

^"   Unäed States r y 

Replies 

Homemakers who preferred 
fresh oranges-^ 

Would buy fresh, oranges loose out of a bin - _ _ _ 
Would buy fresh oranges sacked or bagged—. 

Would not buy fresh oranges loose out of bin_ _ 
Would not buy fresh oranges sacked or bagged- 

Depends: 
Onprice,- _____________ 
On how badly needed—/_____ 
On proximity to other stores _ 
On quality---_ — ----- —--^ 
On amount needed _ _ - — -_-_ 
Miscellaneous—-_-__--_---- 

Not ascertained- — -___ — --.---__--- 

Number of cases.. 

Sacked or 
bagged 

Percent ^ 
86 

Loose out 
of bin 

Percent^ 

49 

214 

35 

1,473 

1 Percentages add to more than 10Œ because some homemakers gav« more than 
1 condition. 
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TABLE ÍS3.—(Asked only of homemakers who said they preferred to buy 
fresh grapefruit loose out of a hm,) Replies to the question: ''If you should 
go into a store and only find grapefruit being sold (opposite of preference)— 
wouldyoustillbuy them there?"/United States 

Replies 

Would buy fresh grapefruit sacked or bagged.________ 
Would not buy fresh grapefruit sacked or bagged  

Depends: 
On how badly needed ; wanted _ _  
On quality of the fruit __--__.__„__.____ _ " _ 
On amount needed_____>_._ ______.__. 
On convenience to shop around"; proximity of 

other stores.- ^-________. 
On price___^ -------_-_-_„______^_. 
On other specific conditions  
Not ascertained on what _______ _ _ _ _  _ _. 

Not ascertained ^ _-___________"!! 

Number of cases.._._ _ _.. _ _ _ _ _ _ __ _ _ _ _ _    . 

Homemakers who said they 
preferred to buy fresh 
grapefruit loose out of bin 

Percent ^ 
36 
51 

4 
3 
3 

2 
1 
1 
1 
1 

1,431 

1 Answers of homemakers who preferred fresh grapefruit sacked or bagged not shown 
because of small number of cases. 

f Percentages add to more than 100 because many homemakers gave more than 1 
condition. 

TABLE ISA,—Replies to the question: ''When you buy fresh oranges (fresh 
grapefruit) do you prefer having them priced by the dozen (count) or by the 
poundf'y United States 

Replies 

Prefer priced by dozen (count)..__ 
Prefer priced by pound _.____. 
No preference _.- — .____.__.  
Not ascertained_.__  

TotaL....___.._._____„._ 

Number of cases..  

Homemakers using— 

Fresh 
oranges 

Fresh 
grapefruit 

Percent 
59 
7 

33 
1 

100 

1,685 
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TABLE  1Z5.—Reasons given for preferring to have fresh oranges (fresh 
grapefruit) priced by dozen (count), United States 

Homemakers who preferred 
to buy fruit priced by 
dozen (count) 

Reasons given 

Fresh 
grapefruit 

Habit ; custom —. _ _ _. — _ _ _ - - — 
Less expensive _ _ _ _ - _ _ __--_ — --- — - - - 
Can select number needed- _. _ _ _ _ _ 
Easier to learn cost; get money's worth 
More convenient; less time than weighing 
Sold that way at store where trades 
Miscellaneous _. ____..__- 
Don't know. - . - - - - —  
Not ascertained .  — — 

Number of cases ^ 

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

? Less than 1 percent. : 
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TABLE 13Q~(Asked of homemakers who preferred oranges sold by the 
dozen and of homemakers who preferred oranges sold by the pound.) Replies 
to the question: '[Suppose yoii went into a store and only found oranges 
bemg sold by (opposite of preference)—woidd ijou still buy them theref 
United States ' ^ 

Replies 

Homemakers who preferred 
fresh oranges— 

Would buy fresh oranges priced by pounds ___ 
Would buy fresh oranges priced by dozen_.__ 

Would not buy fresh oranges priced by pound. 
Would not buy fresh oranges priced by dozen. 

Depends: 
On how badly needed- ____._.. 
On price. - ^^ —---___„___ _ 
On proximity to other stores-_______. 
On quality,  
On quantity needed.___________._I_" 
Miscellaneous __.  

Don't know-_______ ------^~3~''^ 
Not ascertained  

Number of cases. 

Priced by 
dozen 

Percent ^ 
65 

Priced by 
pound 

Percent ^ 

22 

1,202 

83 

162 

CO* ?Y^^^*^^^^ *^^ ^^ "^^^^ ^^^^ 100 because some homemakers gave more than one 

^ Less than 1 percent. 

133 



TABLE: 137.—(Asked of homemakers who preferred fresh grapefruit priced 
by count and of homemakers who preferred grapefruit pricedby 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 
theref'y United States 

Replies 

Would buy fresh grapefruit priced by pound,-__. 
Would buy fresb grapefruit priced by count  

Would not buy fresh grapefruit priced by pound. 
Would not buy fresh grapefruit priced by count., 

Depends: 
On how badly needed. _ _ _, _—_ ------- 
On price._ _ — - — -—.-^-~- .. 
On proximity to other stores——- _ - _ _ - 
On quantity needed-   .— -- -_-_- — _- - 
On quality.-- —_--_ — --- 
Miscellaneous----- - --- - ---------- 

Don't know- - --------, -_ _ — - - — -------- ~ — 
Not ascertained--^— — -- — ___--_--- — - — --- 

Number of cases- 

Homemakers who preferred 
fresh grapefruit- 

Priced by 
count 

Priced by 
pound 

Percent^ : Percent^ 
62 _------ 

29 -_- — —- 

4 
2 
Î 

Í 

1 
2 

1 

1 
3 
1 

4 
1 

""          '"'"2 

1,003 120 

^ Percentages may add to more than 100 because some homemakers mentioned more 
than one condition. 

2 ijess than 1 percent. 
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TABLwl38r^Beplm to the questionr^'H^ve you noticed any fresh oranges 
that have color added to the skin?^^ 

^ Homemakers i ising fresh oranges during the year prior 
to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Have noticed fresh 
oranges with color 
added-___„._ _ _ _ _ _ _ _ _ 

Have not noticed fresh 
oranges with color 
added ______ _ ________ 

Not ascertained _________ 

Percent 

67 

33 
1 

Percent 

m 

32 
1 

Percent 

23 

77 
1 

Percent 

72 

28 
1 

Percent 

67 

33 
1 

Percent 

67 

33 
1 

Percent 

21 

78 
1 

Total_____.______ 100 100 100 

893 

100 

1,308 

100 

1,449 

100 100 

: 2,054, 1,249 Number of cases_ _ __ _ _ _ _ 605 385 

^ Less than 1 percent. 

TABLE IZ^.—(Asked only of homemakers who had noticed fresh oranges 
that have color added to the skin.) Replies to the question: "Which kind 
do you prefer—the natural-color or color-added oranges?'^ 

Homemakers who said they had noticed fresh oranges 
that had color added to the skin 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Prefer natural-color 
oranges     __      __ 

Percent 

54 

7 
39 

1 

Percent 

52 

11 
37 

1 

Percent 

58 

5 
37 

1 

Percent 

54 

6 
40 

1 - 

Percent 

52 

7 
41 

1 

Percent 

56 

8 
36 

Percent 

; 61 

5 
33 

1 

Prefer color-added 
; granges- __ _. _ __ __ __ _ _ 

Ñ6 preference.  
Not ascertained. __ _    _ 

Total_..__ __ 100 

1,377 

100 

843 

100 

205 

100 

944 

100 

972 

100 

405 

100 

Number of cases ________ 83 
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TABLE láO,—Reasons given for preferring natural-color oranges, 
'     ' United States 

Reasons given 
Homemakers who said they 

preferred natural - color 
oranges 

Percent ^ 
Taste better, _ _ ___--._-- _____ _ _ _____--_ — __--- 
Tree-ripened ; sun-ripened; naature fruit_ _ _ _ _ _ -— _ _ - 
Not misleading; can see what you^re getting- _„____ 
More healthful; contain more vitamins, etc._____ — 
More juice—-——-.---—-^ — - - _ ^ - - -^ _-_.__ 
Better quality—aspect not ascertained ___-_-_--_ = - 
Look better; make a better appearance.. _ _ „ _ _ „ — _ _ 
Less expensive _ _ __ _ - - - _ — - - - - - - - - - - - ------ 
Miscellaneous specific reasons (more availablej etc.X 
Don't know.- -- - - _-- — ___ — _ _ - - - - - — . - - . - 
Not ascertained -. _ _ — __-_----__---_------------ 

35 
28 
14 
10 
10 

5 
3 

■7- 
4 
6 

Number of cases_ 736 

^Percentages add to more than 100 because many homemakers gave more than one 
reason. ^ ; 

2 Less than 1 percent. 

TABLE lél,—Reasons given for preferring color-added oranges, United States 

Reasons given,      , 
Homemakers who said they 

preferred     color - added 
oranges 

Tionk hpttpr* make a better aDoearance         „    __  _    _ 
Percent^ • 

65 
Taste better _ _ _ _ __ _ _ - _ _ - _ - - _ _ _ — _ _ — - - _  
More; juice.- _ _ - _ —,  — _ _ ^. - __ — ^^-_^ — — 
Better quality; aspect not ascertained-- -__-____ -_ - — 
Not mislpftdinef ■ can see what vou're setting-  -  _ _ 

15 
^                                             12 

5 
3 

Less expensive_-__._.-_--_____-_-^- —  — — - 
More healthful : contain more vitamins, etc. _ _ _. 

1 
2 

Tree-ripened; sun-ripened; mature fruit_-__-_ _ _ _ — - _ - 
Miscellaneous specific reasons (more available, etc.) - - - - 
Don't know                                 _   -__   _           ______--- 

i 

8 
2 

Not íííífíprtained                                         _   _  _   _ 2 

Number of cases-_- __ _ - — _ — — -_ _ - — __ _ - - — — -. - - - 102 

1 Percentages add to more than 100 because many homemakers gave more than 
Treason, 

^ Less than 1 percent. 
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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 theref^ United 
States 

Replies 

Homemakers who preferred 
fresh oranges— 

Natural-color Color-added 

Would buy color-added oranges __ 
Would buy natural-color oranges- 

Percent 
63 

Percent 

76 

Would not buy color-added oranges___ 
Would not buy natural-color oranges _ 

Depends: 
On how badly needed  
On quality  
On prxjximity to other stores. 
On price. _ _ ^  
On amount needed-  
Miscellaneous-, _*_  

Don't know  _ _  
Not ascertained-  _  _ 

25 
14 

Total---. 

Number of cases. 

100 100 

736 102 

* Less than 1 percent. 
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TABLE 143,—Replies to the question: ''What do you think about fresh oranges that aye slightly green in colorf 

Replies 

CO 
00 

Negative comments;. ^, „ _ _ _ _—- _ - - — 
Not ripe; picked too early___^-_,»,-^-_- 
Poor taste^--_^:.-i-^_---^ — _____ — ^^ 
Not iuicy„^^™-^___~«-------- —  
Unappetizing appearance^ ^-_-^—^ -- 
Hard ; tough ; coarse meat x  - - - 
Poor health qualities; low in vitamins,__. 
Other specific negative comments _ y  
Negative conaments, not ascertained what 

Positive comments _ _ _ _ — ^ -..-___ _  , 
Good taste __^„______—^i_ 

Ripe; don't look ripe but are._^ __- 
Good health qualities; high in vitamins_ _ 
Inexpensive —:»„_.__ -_. 
Other specific positive comments-,  
Positive comments, not ascertained what 
Positive comments, not ascertained what 

Color makes no difference __^.„,__. 
Don't know.__^-___ ____»- — _^_-^^»_. 
Not ascertained-.-.—__- _____-_. 

Number of cases^ 

Homemakers using fresh oranges in year prior to interviewing 

United 
States 

Percerd ^ 

49 
30 

7 
3 
2 
2 
1 
4 

"4' 
2 
2 

73 

12 
2 
5 

2,054 

South 

Percent ^ 

49 
31 
10 
3 
3 
2 
1 

,4 

1 
2 

76 

9 
3 
5 

1,249 

Pacific 

Percent ^ 

40 
28 

6 
3 
1 
2 
1 
9 

'"i' 
1 
2 
2 

74 

11 
1 
5 

893 

Rest of 
United 
States 

Percent ^ 

50 
30 
6 
3 
1 
2 
1 
4 

"4" 
2 
1 

72 

14 
2 

1,308 

Urban 

Percent ^ 

50 
28 
,7' 
3 
2 
2 
1 
4 

2 
1 
,2 

2 

1 
2 
2 

72 

14 
2 
5 

1,449 

Rural 

Percent^ 

48 
33 

7 
3 
2 
2 
1 
5 

'3" 
1 
2 
2 

2 

1 
2 
2 

76 

10 
2 
5 

605 

Metro- 
politan Los 

Angeles 

Percent^ 

43 
25 

3 
3 
2 
1 

. 1' 
10 

"3' 
2 
1 

74 

9 

11 
2 
5 

385 

1 Percentages may add to more than their subtotals and these add to more than 100 because many homemakers made more than one comment. 
*Less than 1 percent. 



TABJJB 14i4:,—Replies to the question: ^^Do you ever buy oranges slightly 
green in colorf^ 

Homemakers using fresh oranges in 
to interviewing 

year prior 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Do not buy oranges 
slightly green in color. _ 

Do buy oranges slightly 
green in color       _ 

Percent 

59 

38 
3 

Percent 

61 

36 
3 

Percent 

60 

^   36 
4 

Percent 

58 

40 
2 

Percent 

61 

36 
3 

Percent 

54 

43 
3 

Percent 

64 

33 
Not ascertained     __    _- 3 

Total 100 100 100 100 100 100 100 

Number of cases.  2,054 1,249 893 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 huyf" 

Homemakers using fresh grapefruit in year prior 
to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban ' Rural 

Metro- 
politan 

Los 
Angeles 

Would prefer to buy pink 
grapefruit—.  

Percent 

47 

25 
28 

1 

Percent 

44 

25 

Percent 

41 

34 
24 

1 

Percent 

48 

24 
28 

1 

Percent 

46 

25 
29 

1 

Percent 

47   : 

26 
27 

1 

Percent 

39 
Would prefer to buy 

white grapefruit______ 
No preference _ ., 

36 
25 

Not ascertained  1 

TotaL-._  100 100 100 lOO 100 100 100 

Number of cases. ._„..___ 1,685 905 727 1,130 1,252 433 332 

* Less than 1 percent. 
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TABLE laß,—Repites to the question: ^^Do: you prefer the pink or white 
canned grapefrmt juiceV- 

Homemakers using canned grapefruit juice in year 
prior to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Prefer white canned 
grapefruit juice  _ 

.Prefer pink canned 
grapefruit j nice  _ 

No prefer^ence  _    _. 

Percent 

38 

10 
50 

2 

Percent 

35 

14 
50 

1 

Percent 

50 

9 
40 

1 

Percent 

38 

9 
52 

1 

Percent 

37 

10 
52 

1 

Percent 

42 

12 
45 

1 

Percent 

45 

8 
46 

Not ascertained       _    _ 1 

TotaL  ___ lOO IÖO 100 100 100 100 100 

Number of cases  1,209 706 616 767 895 313 251 

TABLE 1^7,—Reasons given for preferring pink grapefruit] United States 

Reasons given Homemakers who said they 
preferred pink grapefruit 

Taste reasons.„ ^ --__ — ______ 
Better taste (unspecified)——. _ _ _ _ _ - 
Sweeter ; not as sour _ _   
Less bitter. . . _ _ — _ _ _ _ _ — _ _ _  
Milder; blander..___._..  _. 
More tart  _._..__..__-._ _ _ _. _ _ _ 
Miscellaneous specific taste reasons-__ 

Quality reasons. _^ _.__...____ — __..____ 
Better quality (unspecified)  
Heavier ; more juice_ _ _ _.__. — _ _ 
Less seeds ; seedless .__—--- 
Better texture_ . ^  _ - . _ 
Thinner skin._... ^.^-_. _.._ 
Miscellaneous specific quality reasons. 

Color and appearance reasons. , 
Less^ expensive. ^^_. _ _ _ . _ _ _ _ _ _ _ _ _ 
Other specific reasons  _ _ _.. _. - _ _ _ >. 
Don't know.  _______ 
Not ascertained    

Percent ^ 

6 
77 

6 
6 
2 

13 
5 
3 
1 
1 

Number of cases _ 

Percent ^ 
89 

23 

16 
1 
1 
1 
1 

782 

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

2 Less than 1 percent. 
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TABLE 148,—Reasons given for preferring pink canned grapefruit juice, 
United States ^ 

Reasons given 
Homemakers who said they 

preferred ^ pink canned 
grapefruit juice 

Taste reasons-,    
Better taste (unspecified)  
Sweeter; not as sour  
Less bitter_-  
Milder; blander  ,^ ._ 
More tart .  
Miscellaneous specific taste reasons  

Color and appearance reasons  
Quality reasons   
Less expensive  
Other reasons ^^  

Didn*t know other kind was available. 
Habit ; always buy that kind  
Miscellaneous specific other reasons,__ 

Don't know  '.  
Not ascertained   _>. 

Percent ^ 

5 
66 
10 
2 
1 
1 

Number of cases. 

Percent ^ 
77 

18 
3 
1 

12 

124 

1 Percentages add to more than their subtotals and 
because many homemakers gaye more than one reason. 

these add to more than 100 
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TABLE 149.—Reasons given for preferring white grapefruitj United States 

Reasons given Homemakers who said they 
preferred white grapefruit 

Taste reasons. . _. 
Percent ^ Percent ^ 

42 
Better taste (unspecified)„ ^.>  _ 15 

17 
8 
1 
a 
1 

4 

More tart ; sour  
Sweeter  
Less bitter.   ^. . -    _       -                - 
Milder; blander.     __. 
Miscellaneous specific taste reasons  

Color and appearance reasons- „^ _ ^  
Color is appealing       __ 

12 

Natural CO or_     _____   __ 
Quality reasons           _  11 

Better quality (unspecified)      ___ 1 
-           7 

1 
2 

2 

Heavier; more juiee .^^.__, 
Better texture  
Thinner skin_ ___.  
Miscellaneous specific quality reasons  

Less expensive - ^^-._»_-. .  10 
Other reasons.,»._ »_.-  29 

Habit ; always buy that kind .  19 
6 
3 
2 

Never saw pink grapefruit  _ _..  
Availability; other kind not available. _...___ 
Miscellaneous specific other reasons,_.  

Don't know _.._..   _ 6 
Not ascertained..^ .   ^__  __  __  _ 3 

Nunaber of cases._, .  _  423 

^ 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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TABDE 150.-—Reasons given for preferring white canned grapefruit juice, 
.United Staien 

Reasons given 
Homemakers who said they 

preferred    white    canned 
grapefruit juice 

Taste reasons _ „_      _         
Percent ^ Percent ^ 

16 
Better taste (unspecified)   _      _      ._ __ 5 

8 
2 
1 
2 

More tart; sour     ._      ____ 
Sweeter        _   
Less bitter. _ ________       _ _ __ __ 
Miscellaneous specific taste reasons __      

'Color and appearance reasons,  8 
Color is appealing      „  4 

3 
1 

Natural color, _ _      ___   
Miscellaneous specific color reasons --- __ _ 

Less expensive         ____            ^- __-      _ 2 
Quality reasons-_   __       1 
Other reasons  ___  _    _  ___ 73 

Didn't know other kind was available 47 
22 

3 
2 

Habit; always buy that kind          _               _ 
Availability; other kind not available. __ 
Miscellaneous specific other reasons..   __ 

Don't know       ___  3 
Not ascertained  _ _ ___ _ __   2 

Number of cases    _      _  463 

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

^ Less than 1 percent. 
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TABLE Í5l.—(Asked of homemakers who preferred pink grapefruit und of 
homemakers who preferred white grapefruit.) Replies to the question: ^'If 
you should go into a store and only found (opposite of preference) grape- 
fruit—would you still buy them theref^\, United States 

Replies 

Homemakers who preferred 
fresh grapefruit— 

Pink White 

Would buy white grapefruit- 
Would buy pink grapefruit- . 

Percent ^ 
89 

Percettt ^ 

60 

Would not buy white grapefruit-- _ _ _ _ _ . 
Would not buy pink grapefruit _________ 

Depends: 
On how badly needed^-:____ 
On quality ________________ 
On proximity to other stiores_ 
On price-  ___. 
Miscellaneous  _ _ _. _ _ 

Not ascertained ____________________ 

31 

Number of eases. 782 423 

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

^ Less than 1 percent. 
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TABh^l52\—(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 grapefruit juice—would you still buy it there f. 
United States 

Replies 

Homemakers who preferred 
canned grapefruit juice- 

White Pink 

Would buy pink grapefruit juice , .__ 
Would buy white grapefruit juice _ _ _   _  . _ _ 

Percent ^ 
60 

- ' -   -'         7 

Percent'' 

Would not buy pink grapefruit juice .   
Would not buy white grapefruit j uice  _ _ _    _ 

25 ____________ 

Depends: 
On how badly needed       _    _ _ 1 

1 
2 

2 

1 
13 

2 
On price.   _  ___ 
On quality   
Miscellaneous   ______ 2 

Don't know  
Not ascertained  2 

Number of eases_   463 124 

* Percentages may add to more than 100 because some homemakers gave more than 
one condition. 

^ Less than 1 percent. 

TABLE 153*—Replies to the question: 'Which do you like best—the sweet- 
ened or unsweetened canned orange juice f^ 

Homemakers who used canned orange juice in year 
prior to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Like sweetened canned 
orange juice_           _  _ 

Percent 

53 

32 
14 

1 

Percent 

58 

24 
17 

1 

Percent 

44 

45 
10 

1 

Percent 

51 

34 
14 

1 

Percent 

52 

33 
14 

1 

Percent 

54 

30 
15 

1 

Percent 

30 

57 
10 

3 

Like unsweetened canned 
orange juice > _ 

No preference» _ _ _ 
Not ascertained _    _ 

Total  100 100 100 100 100 100 ion 

Number of cases  1,339 874 555 829 941 398 200 
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TABLE 154.—ÄepZMs to the question:/'. \ , which do you prefer--^the sweet- 
ened ar the unsweetened Mnd(cann^^ 

Homemakers using canned grapefruit juice in year 
prior to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Ángeles 

Prefer sweetened canned 
grapefruit juice - _._,-_ 

Prefer unsweetened 
canned grapefruit juice 

No preference 

Percent 

43 

36 
14 

7 

Percent 

45 

32 
14 
9 

Percent 

31 

50 
12 
7 

Percent 

Í43 

36 
14 

7 

Percent 

43 

36 
14 
7 

Percent 

43 

35 
13 
9 

Percent 

24 

58 
11 

Not ascertained— - _ _ — - :    7 

Total    -    --_- 100 100 100 

616 

100 

767 

100 

895 

100 

313 

100 

Number of cases. — - — _ _ 1,209 706 251 

TABLB 155.—Replies to the question: '^Canned blends of orange and grape- 
fruit juice—do you prefer the sweetened or unsweetened kindf* 

Homemakers using canned blends in year prior to 
interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

-    : - 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Prefer sweetened canned 
blends^  

Percent 

45 

34 
19 
2 

Percent 

50 

23 
25 

2 

Percent 

37 

45 
16 

2 

Percent 

44 

35 
18 
3 

Percent 

44 

35 
18 

3 

Percent 

.      48 

29 
22 

1 

Percent 

23 
Prefer unsweetened 

canned blends _ _ _ _ _ ^ _ - 
No preference  ^ _ _ _ 

58 
14 

Not ascertained 5 

TotaL- -__.-. 100 100 100 100 100 100 100 

Number of cases. _ _ _ _ _ _ _ 869 378 398 620 667 202 150 
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TABLE 15Q,—Reasons given for preferring sweetened canned citrus juices/ 
■ United States 

Reasons given 

Homemakers who preferred 
sweetened— 

Canned 
orange 
juice 

Canned 
grapefruit 

juice 
Canned 
blends 

Saves, sugar; do not have to add sugar______ 
Taste, unspecified; like sweet things.___.__. 
Not sour; not tart -^ - ..-  
Not bitter _.. __,___._. ^ _.___._...  _ 
Children like it sweet.._ _._._.-_ 
Natural flavor; flavor of fresh fruit... __. 
Not tinny; doesn't taste of can.._>-.-__._> 
Better when sugar is added in processing. _ _ 
Provides sugar needed in diet._._-_-.,.^__ 
Habit ; always use that kind. _......_.  
Preferred brand only conies sweet....  
Less expensive- .._„._-_ ^ . . _ _ ^. 
Only kind available _.. - _. _ ^ . _ _ _. _ _ . _ _ .- 
Miscellaneous specific reasons  . 
Don't know-,- _..__._ . . __.  
Not ascertained-.- .-_ ..  

Number of cases__..._..^^ _. 

Percent ^ 
34 
30 
20 

8 
'■    7 

5 
2 
6 
1 
1 
2 

2 

2 

1 
1 

.2 

Percent ^ 
26 
27 
29 
16 
5 

:       2 
I 
7 
2 

Percent ^ 
27 
34 
22 
11 
4 
2 
1 
8 
1 
2 

705 517 387 

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

: s^Less than Ifpercéntí 
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TABLE 157 .—Reasons given for preferring unsweetened canned citrus juices ^ 
United States 

Reasons given 

Homemakers who preferred 
unsweetened— 

Canned 
orange 
juice 

Canned 
grapefruit 

juice 
Canned 
blends 

Taste, unspecified; don^t like sweet things- 
Natural flavor; flavor of fresh fruit-.______ 
Like it soiu" ; tart _ 
Not tinnyj doesn't taste of can _ _ _ _ _ _ _ . 
Children like the flavor. _.___.__.__-------- — - 
Diet does not permit sugar; too much sugar bad 

for health; etc. ._^..  
Prefer to  add sugar; can sweeten to desired 

Í aste_ - _ -  -^ =_ - _ _. 
Habit; always use that kind_„_____-__-__- . 
Less expensive---. - - _ - ---. -__ .  
Preferred brand only comes unsweetened. __.._. 
Only kind available. _ ._.___ __..__-- _.^. _. 
Prefer to add salt... , — ___-.__ .. _. 
Miscellaneous specific reasons _-_..__ . 
Don't know-..----.-.-.-^--_-.-_.--_ — — -... 
Not ascertained-. . _.--..__._. 

Percent ^ 
28 
24 

9 
1 
2 

23 

17 
2 
2 

Percent ^ 
23 
17 
19 

23 

15 
2 

Number of cases. 426 438 

Percent ^ 
27 
19 
12 

1 

23 

15 
2 

293 

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

2 ]jegs than 1 percent. 
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TABLE 158,—(Asked of homemakers who preferred sweetened canned orange 
juice and of homemakers who preferred unsweetened canned orange juice.) 
Replies to the question:^^If you should go into a store and only find orange 
juice that was (opposite of preference)—would you still buy it ihere?'\ 
United States 

Replies 

Homemakers who preferred 
canned orange juice- 

Sweetened Unsweetened 

Would buy unsweetened orange juice _ 
Would buy sweetened orange juice — 

Percent 

Would not buy unsweetened orange juice. 
Would not buy sweetened orange juice- _ = 

62 

34 

Percent 

48 

Depends: 
On how badly needed  
On proximity to other stores. 
On quality  
On price  _ 
Miscellaneous-  _ 

Not ascertained- . - 

46 

Total-V-. 

Number of cases. 

100 

705 

100 

426 

■ Less than 1 percent. 
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TABJJ'E 159,-^(Asked of homemakers who preferred sweetened canned grape- 
fruit juice and of homemakers who preferred unsweetened canned grape- 
fruit juice ) Replies to the question: ^^If you should go into a store and only 
find grapefruit juice that was (opposite of preference)--would you still 
buy it there?'\j United States 

Replies 

Homemakers who preferred 
canned grapefruit juice- 

Sweetened Unsweetened 

Would buy sweetened grapefruit juice.__    _ __    __ _ 
Percent ^ Percent i 

45 
Would buy unsweetened grapefruit juice_ _ _ _ _ _ _ _ _ _ . _ 

Would not buy sweetened grapefruit juice  _ 

01/ 

51 
Would not buy unsweetened grapefruit juiee___    __ _ 34 

2 
1 
1 
1 

Depends: 
On how badly needed   _____      ___ 2 
On proximity to other stores_^^___ ^___ _____ 
Miscellaneous-  

Not ascertained      _        _              ________ 

1 
2 

2 

Number of cases. -_.______    _ _ . 517 438 

^ Percentages may total more than 100 because some homemakers gave more than 
one condition, 

î* Less than 1 percent. 
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TABIJ^ 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 still buy it there?^\ 
United States 

Replies 

Homemakers who preferred 
canned blends- 

Sweetened      Unsweetened 

Would buy unsweetened blends. 
Would buy sweetened blends  

Percent ^ 

Would not buy unsweetened blends. 
Would not buy sweetened blends_ __ 

59 

36 

Percent ^ 

46 

Depends: 
On how badly needed  
On proximity to other stores. 
On price  - _ ,  _ _ _ _ _ _ 
On amount needed _ _  _ _ 

Not ascertained_-_-__ ____ 

47 

1 

Number of cases . 387 293 

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

TABLE Iñl.—(Asked of homemakers using a given product during the year 
prior to interviewing.) Replies to the question: ^^Do some members of your 
family like to add sugar to canned orange juice (canned grapefruit juice; 
cannedbtends)V\ United States 

Homemakers who used- 

Replies Canned 
orange 
juice 

Canned 
grapefruit 

juice 

Canned 
blends 

Do not like to add sugar     __ __ 
Percent 

62 
35 

3 

Percent 
57 
40 

3 

Percent 
67 

Like to add sugar,           __    __ 31 
Not ascertained __    _ 2 

TotaL. __--._ 100 100 100 

Number of cases_^___     >_  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 adults, children or 
hoih add sugar to canned orange juice (canned grapefruit juice; canned 
hlends}f\ United States 

Replies 

Homemakers   with   children   16 
years of age and under and who 
said some members  of family 
like to add sugar to—■ 

Canned 
orange 
juice 

Canned 
grapefruit 

juice 

Canned 
blends; 

Only the children add sugar_    _         . ^^ _ _  _ 
Percent 

48 
13 
38 

1 

Percent 
39 
16 
44 

1 

Percent 
40 

Only the adults add sugar  _ _ _   _  _  _   _      _ _    _ 16 
Both children and adults add sugar __________ _ _ 
Not ascertained _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ ____________ 

43 
1 

Total......„_..____.__:_._____.._._ 100 100 100 

Number of cases._    ._  _ 313 296 171 

TABLE 16^.—(Asked of homemakers 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 orange juice (grapefruit juice; blends)f^\ 
United States 

Homemakers using— 

Replies Canned 
orange 
juice 

Canned 
grapefruit 

juice 

Canned 
blends 

Prefer large size. _ _ . . _     :. _ 
Percent 

64 
27 

8 
1 

Percent 
61 
31 

7 
1 

Percent 
63 

Prefer small size _ _ .           . 28 
No preference _  . ^  _ _ _  _ _  8 
Not ascertained__-_  -___    1 

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

Number of cases . .... ... . 1,339 1,209 869 
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TABLE IM,—Reasons given by homemakers for preferring large cans for 
orange juice, grapefruit juice^ or blendsy United States. 

Reasons given 

More economical-._  
More convenient; can keep supply on hand ; don't 

have to shop so frequently, '__. 
Suits size of family  
Use a great deal of product (use for snacks; be- 

tween meals; drink a Iot)_  
More servings in a large can; goes further _______ 
Right size for serving one time; can use it up 

before it deteriorates __. 
Other specific reasons. __. 
Don't know_ _  _  _ _ ^ _ _. 
Not ascertained _^  

Number of cases _.  

Homemakers who said they 
preferred large cans for— 

Orange 
juice 

Percent ^ 
66 

26 
25 

11 
11 

6 
1 

862 

Grapefruit 
jiiiee 

Percent ^ 
66 

29 
19 

15 
10 

3 
1 
2 

734 

Blends 

Percent * 
67 

29 
21 

17 
9 

3 
2 
2 

1 

544 

^Percentages add to more than 100 because many homemakers gave more than 
1 reason. ; 

2 Less than one percent. 

TABLE 165:—Reasons given by homemakers for preferring small cans for 
orange juicej grapefruit juicCj or blends, United States 

Reasons given 

Right size for serving one time; can use it before 
it deteriorates in taste or health qualities _ _ _ _ 

Suits size of family.  
Limited use for product (only certain members 

drink it ; use it infrequentiy)  
More convenient (unspecified); easier to store; 

can keep on hand._ __ _ _ ._.  _ __ _ _. 
Gan't afford a large can at one time_^ :_ _. 
More economical; cheaper  
Other specific reasons ___. 
Don't know— -------- -  -  _. 
Not ascertained.  

Number of cases  

Homemakers who said they 
preferred small cans for— 

Orange 
juice 

Percent ^ 

55 
40 

14 

13 
3 
3 
3 
1 
1 

356 

Grapefruit 
juice 

Percent ^ 

45 
31 

30 

10 
2 
1 
1 

372 

Blends 

Percent ^ 

47 
30 

31 

10 
1 
1 
1 
2 

3 

243 

1 Percentages add to more than 100 because many homemakers gave more than 
1 reason, 

2 Less than 1 percent. 
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TABtB íñ6.---(Asked ofih^ preferred canned orange juice in 
large cansandofhomemakers 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—^ould you 
sUllhuyittheref^j United States 

Replies 

iWould buy orange juice in small eans_ ___---- 
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 how badly needed- --____ 
On proximity to other stores. 
Miscell£meous_ _-_ _-__-__ 
Not ascertained - - — -- 

Number of cases- 

Homemakers who preferred 
canned orange juice in— 

Large cans 

Percent'^ 
61 

32 

I 
862 

Small cans 

Percent ^ 

41 

'¿i 

356 

1 Percentages may add to more than 100 because some homemakers gave more than 
1 condition. ,      ^ 

Ja Less than 1 percent. ■ 
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TABLE 167.—(Asked of homemukers who preferred canned grapefruit juice 
in large cans and of homemakers who preferred canned grapefruit juice in 
small cans.) Replies to the question: ^ilfyou should go into a store and only 
find grapefruit juice in (opposite of preference) sized cans—would you still 
buy it theref^^ United States 

Replies 

Homemakers who preferred 
canned grapefruit juice in- 

Large cans Small cans 

Would buy grapefruit juice in small cans_ 
Would buy grapefruit juice in large cans. 

Percent ^ 
58 

Percent * 

43 

Would not buy grapefruit juice in small cans. 
Would not buy grapefruit juice in large cans.. 

34 

Depends: 
On how badly needed- _.  
On proximity to other stores- 
On quantity needed _ _ _  
Miscellaneous.-  

Not ascertained— _ _ -  

50 

3 

Number of cases _ 734 372 

^ Percentages may add to more than 100 because some homemakers gave more than 
one condition. 
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TABLE lßS.-—(Asked of homemakers wh^ canned Mends in large 
cans and of homemakers who preferred canned blends in small cans.) Re- 
plies to the question:^^If you should go into a store and only find Mends in 
(opposite of preference) sized cans—would you still buy it therer\ United 
States :     [    : 

Replies 

Homemakers who preferred 
canned blends in— 

Large cans Small cans 

Would buy blends in small cans _ 
Would buy blends in large cans. 

P er cent ^ Percent ^ 
56 

Would not buy blends in small cans _ 
Would not buy blends in large cans_. 

35 

40 

Depends: 
On how badly needed  _ _ _ 
On proximity to other stores- 
On amount needed _. 
Miscellaneous— __  

Not ascertained-. _ - — — _ _  

Number of cases _ 544 243 

_\ Percentages may add to more than 100 because some homemakers gave more than 
one condition. 

TABLE 1%%.—Replies to the question: ^^Which would you prefer—lemon juice 
in cans or in bottles f^ 

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

RepHes 
United 
States South Pacific 

Rest 
of 

United 
States; 

Urban Rin-al 
Metro- 
politan 

Los 
Ángeles 

Prefer lemon juice in 
bottles. - -  _ - - - 

Percerd 

50 

17 
30 

3 

Percent 

48: 

18 
28 

6 

Percent 

26 

34 
37 

3 

Percent 

52 

15 
30 

3 

Percent 

52 

14 
31 

3 

Percent 

42 

24 
30 

4 

Percent 

25 
Prefer lemon juice in 

can9._—__.._-_._--- 
No preference    _  

29 
44 

Not ascertained      _ 2 

Total. - 100 

533 

100 

181 

100 100 100 100 100 

Number of cases. . . 213 410 408 126 84 
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TABLE 170.—Reasons given by ñomemakers for preferring lemon juice in 
bottles ^ 

Homemakers who said they preferred lemon juice 
in bottles— 

Reasons given 

United 
States South Pacific 

Rest of 
United 
States 

Urban Rural 

Better taste qualities; 
keeps taste qualities 
after opening  

Percent"^ 

40 

32 

22 

9 

8 

7 
6 
1 
1 
1 

Percent ^ 

22 

25 

28 

13 

11 

8 
3 

Percent ^ 

31 

33 

24 

13 

4 

Percent ^ 

44 

33 

21 

8 

7 

7 
7 
1 
1 
3 

Percent ^ 

41 

33 

23 

8 

8 

6 
6 
1 
1 
1 

Percent ^ 

38 
Less deterioration in bottle ; 

keeps better after opening 
More convenient; easier to 

store; can recap bottle. . 
Habit; always buy it that 

way. -____>^ 

27 

18 

10 
Gan see what you're get- 

ting; better quality.  
Better   health    qualities; 

keeps   health   qualities 
after opening __   __ 

7 

11 
Size suits needs       _   _  __ 8 
Less expensive    -       ____ 
Other specific reasons _____ 
Not ascertained _  _  _ _  _ 

2 ________ 2 

Number of cases _  265 87 55 214 212 53 

^ Data for metropolitan Los Angeles not shown because of small number of cases. 
^^ Percentages add to more than 100 because many homemakers gave more than 

1 reason. 
^ Less than 1 percent. 
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TABLE 171.—Reasons given by homemakers for preferring lemon juice 
m cans 

Reasons given 
Homemakers who said they 

preferred lemon juice in 
cans 

Habit ; always buy it that way. _ _. ____________ 
Percent^ 

40 
More convenient; easier to store; no breakage     _ 22 
Better taste qualities. - _ _ _ _. _ _ _ _ _ ^ _ _________    _ 19 
Size suits needs. - _ _ _ _. _ _ _ _ _ _ _. _ _ _ _ „ _.:_ _ _. _ _ _ _ _ _ _ _. _ 
Better quality (unspecified) ______  _  _____ 

10 
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; etc.)-—--- 
Not ascertained..-__...__.__ < _      . 

4 
;      :       7 

Number of cases.. __.._.___ 89 

* Percentages add to more than 100 because many homemakers gave more than 
1 reason. 

TABLE 172.—(AsJced 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)—^ould you still buy it ther er % United States 

Replies 

Homemakers who preferred 
lemon juice in— 

:                                                      - Bottles Cans 

Would buy lemon juice in cans  «__  
Percent 

44 
Percent 

Would buy lemon juice in bottles--.-.... .      .     » 69 

Would not buy lemon juice in cans.-....-._.-__._.- 
Would not buy lemon juice in bottles ^^...,..__.__ 

48 
'"        """"28 

Depends: 
On how badly needed. _... _ _..«.___- ^^ _ . . 5 

2 
1 

Miscellaneous.—-__.__- — ..._._ _    . 1 
Not ascertained- --_.._ -.____-__._.._>__. . _,. 2 

Total—„..—.-...-......._...__. —._-_. 100 100 

Number of cases  __-_.._. \..^  265 89 
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TABLW 173.—Replies to the question: '^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 

Replies 
United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Decide before going to 
the store --    _      __ 

Percent 

63 

35 

2 

Percent 

57 

41 

2 

Percent 

60 

37 

1 
2 

Percent 

66 

33 

1 

1 

Percent 

64 

34 

1 

2 

Percent 

59 

40 

t 
1 

Percent 

61 
Decide after getting to 

the store -  36 
Raise own citrus or have 

private source of 
supply     - _ 1 

Not ascertained - _ _ _ _  2 

Total   _- - 100 100 100 100 100 100 100 

Number of cases _ _  _ 2,126 1,283 951 1,353 1,500 625 404 

> Less than 1 percent. 

TABLE. 174:.—Replies to the question: ^^Do store ads help you decide what 
citrus products you are going to buyf^^ 

Homemakers who used one or more citrus products in 
year prior to interviewing 

Replies 
United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Store ads do not help de- 
cide what citrus prod- 
ucts to buy                - 

Percent 

68 

31 
1 

Percent 

68 

31 
1 

Percent 

73 

26 
1 

Percent 

68 

31 
1 

Percent 

68 

30 
2 

Percent 

69 

31 
1 

Percent 

72 
Store   ads   help   decide 

what citrus products 
to buy           -    -  - 26 

Not ascertained- _—- - _ _ _ 2 

Total   -    -- 100 100 

1,290 

100 

961 

100 

1,362 

100 

1,510 

100 

629 

100 

Number of cases- _ _  2,139 407 

1 Less than 1 percent. 
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TABLB 175:—Replies to the question: ''Do store ads about citrus products 
-  :     :^ help you decide at which store to buy themf^' 

Homemakers who used one or more citrus products in 
year prior to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Store ads do not help de- 
cide at which store to 
buy citrus products._._ 

Store ads help decide at 
which store to buy 
citrus products  

Not ascertained _„__  . 

Percent 

74 

25 
1 

Percent 

74 

25 
1 

Percent 

76 

23 
1 

Percent 

73 

26 
1 

Percent 

74 

25 
1 

Percent 

73 

27 
1 

Percent 

74 

24 
2 

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. 

TABLE 17%.—(Ashed only of homemakers who said that store ads about 
citrus products help them decide at which store to buy them J Replies to the 
question: 'What is it about the ads that help you to decide (at which store 
to buy citrus products)?^^ 

Replies 

Prices of the products; 

Quality of the products.'. 
Varieties or brands 

available.._....__.._. 
Products available; prod- 

ucts   plentiful   or   in 
, season» ______.._  

Misceliañeous specific 
information. __     ._ 

Don't know. -^_ .. 
Not ascertained-..__._.. 

Number of cases _ 

Homemakers who said that store ads about citrus 
products help them decide at which store to buy them 

United 
States 

Percent^ 

89 
12 

11 

4 

2 
2 

5 

541 

South 

Percent^ 

89 
:ia 

8 

5 

3 
2 

3 

318 

Pacific 

Percent 

93 
11 

:      16 

3 

1 
2 

2 

224 

Rest 
of 

United 
States 

Percent^ 

89 
13 

13 

3 

2 
2 

6 

352 

Urban 

Percent^ 

88 
11 

10 

3 

3 
2 

6 

370 

Rural 

Percent^ 

92 
16 

15 

5 

2 
2 

3 

172 

Metro- 
pohtan 

Los 
Angeles 

Percent^ 

90 
9 

14 

99 

^Percentages add to more than 100 because many homemakers mentioned more 
than 1 reason. 

^ Less than 1 percent. 
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TABLE 177,—(Asked only of homemakers who said they decide upon the kind of fresh citrus before they go to the store J Replies 
to the question: ''I suppose there are times when you chanae vour mind and don't huv what vnu had nlannPÄ in h^m Whni 
sort of things make you change your mindV^ 

you change your mind and donH buy what you had planned to buy. What 

Replies 

Change mind at times and don't buy as 
planned  

Quality ; appearance of the fruit-  
Price of fruit-  
Availability of fruitu. _,_,  
Other products have greater appeal^ 

price; quality; etc._^_  
Brand or variety of fruit available  
Size of fruit available  
Other specific reasons  

Don't change mind—always buy as planned- 
Not ascertained  

Total  

Number of cases, 

Homemakers who said they decide on kind of fresh citrus they want before they go to store 

United 
States 

Percent ^ 

45 
24 
14 

11 
2 
2 
2 

73 

23 
4 

South 

Percent ^ 

80 

Pacific 

Percent ^ 

70 

Rest of 
United 
States 

18 
2 

43 
22 
16 

10 
2 
2 
1 

26 
4 

Percent ^ 

45 
26 
12 

10 
2 
2 
1 

71 

25 
4 

Urban Rural 

Percent ^ 

71 

26 
3 

Percent ^ 

80 

16 
4 

100 

368 

Metro- 
politan Los 

Angeles 

Percent ^ 

66 

31 
3 

100 

247 

1 Percentages add to more than their subtotals because many homemakers gave more than 1 reason. 



TABLE 17S,—(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 mindf[ 

Homemakers who said they decide on kind of fresh 
citrus they want after they get to store 

Repues 
United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Quality; appearance of 
fruit            -    -  

Percent^ 

70 

Percent^ 

m 
23 
21 

4 

2 
3 
5 
5 

528 

Percent^ 

71 
31 
16 

6 

4 
3 
2 
5 

357 

Percent^ 

71 
35 
15 

6 

:  3 
2 
1 
5 

442 

Percent^ 

70 
34 
16 

5 

3 
3 
2 
5 

Percent^ 

69 
23 
19 

7 

3 
3 
3 
5 

Percent-^ 

68 
Price of the fruit  _ 
Availability of the fruit- - 
Attractiveness of the 

display      

Bl 
17 

5 

3 
3 
2 
5 

32 
13 

5 
Brand or variety of fruit 

available            _ 4 
Size of fruit available- _ _. 
Other specific things _ _ _, _ 
Not ascertained- _    _ _ 

4 
3 
6 

Nuraber of cases. _--_- — 754 504 250 146 

1 Percentages add to more than 100 because many homemakers mentioned 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 

United 
States South Pacific 

Rest of 
United 
States 

Urban Rural 
Metro- 

politan Los 
Angeles 

CO 

Percent Percent Percent Percent Percent Percent Percent 

Color of skin of fresh oranges is important- - 
Mention spontaneously as factor in 

deciding fruit is of good quahty.  
Mention in reply to direct question on 

importance of skin color  
Color of skin of fresh oranges makes no 

difference. _ _ _ „ , ^^  
Not ascertained _„_,_„_^ 

32 

25 

Total  

Number of cases. 

57 

42 
1 

28 

29 

100 

2,054 

57 

41 
2 

35 

35 

100 

1,249 

70 

29 
1 

34 

21 

100 

893 

55 

44 
1 

30 

24 

100 

1,308 

54 

45 
1 

38 

26 

100 

1,449 

64 

35 
1 

32 

37 

69 

30 
1 

100 100 

605 385 



TABLE ISO,—Importance of skin color of fresh grapefruit 

Homemakers rising fresh grapefruit in year prior to interviewing 

Replies 
United 
States South Pacific 

Rest of 
United 
States 

_ 

Urban Rural 
Metro- 

politan Los 
Angeles 

Color of skin of fresh grapefruit makes little 
difference._----_. ___^^^-^^'^~^ — — -_-- 

Color of skin of fresh grapefruit is important- - 

P ercent 

51 
46 

'   3 : 

Percent 

-—    , , 48'" 
.__, '■ ',  ,48 

23 

25 
4 

Percent 

50 
„___         49 

27 

Percent 

          53 
_._.         45 

28 

17 
2 

Percent 

52 
46 

26 

20 
2 

Percent 

50 
,47 

30 

17 
3 

P 

17 

26 

ercent 

m 
43 

Mention spontaneously as factor in 
deciding fruit is of good quality „ _ 

lyientipn ir^ reply to direct question on 
importance of skin color- ^ ,- ^'-^  

27 

19 
Not ascertained^------_-> _--^ - — 1 

Total   ^„^ -- :^   100 100 100 

727' 

100 

1,130 

100 

1,252 

100 

433 

100 

Number of cases ,-^-: i__  1,685 905 332 



TABLE ISl.—Replies to the question: -^When you go to buy canned citrus 
juice is there one particular brand you usually buy f\ 

liomemakers who used canned citrus juice in year 
prior to interviewing 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Do not usually buy a 
particular brand of 
canned citrus juice  

Usually buy a particular 
brand of canned citrus 
juice  

Percent 

60 

37 
3 

Percent 

65 

33 
2 

Percent 

54 

44 
2 

Percent 

58 

38 
4 

Percent 

57 

40 
3 

Percent 

66 

31 
3 

Percent 

50 

48 
Not ascertained _ _ _ _ 2 

Total  100 100 100 100 100 100 100 

N umber 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 huyP^ 

Homemakers who used frozen concentrated orange 
juice in year prior to interviewing 

Replies 
United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 
Metro- 
politan 

Los 
Angeles 

Usually buy a particular 
brand of frozen con- 
centrated orange juice. 

Do not usually buy a 
^articular brand of 
Tozen concentrated 
orange juice    _ _ 

Percent 

51 

45 
4 

Percent 

38 

59 
3 

Percent 

45 

48 
7 

Percent 

55 

41 
4 

Percent 

52 

44 
4 

Percent 

47 

Percent 

57 

35 
Not ascertained  8 

Total  100 100 100 100 100 100 100 

Number of cases ^ _, 599 235 220 449 484 115 102 
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TABLE 18Z.—(Asked only of homemakers who said they usually buy a par- 
tieular brand of canned citrus jmce.) Replies to the question: ^^Are there 
times when you can^t get that brandf^^ 

Homemakers who said they usually buy a particular 
brand of canned citrus juice 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Angeles 

Cannot always get pre- 
ferred brand  

Percent 

58 

42 
1 

Percent 

65 

35 

Percent 

56 

44 

Percent 

55 

45 
I 

Percent 

57 

43 
1 

Percent 

60 

40 

Percent 

51 
Can always get preferred 

brand, _.. -_ '  49 
Not asiîertained 

Total     -    .---.- 100 100 

323 

100 

337 

^ 100 

407 

100 100 100 

Hunaber of cases -.-,__._. 619 479 140 144 

^ Less than 1 percent. 

TABLB1S^.—(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 hrandV\ 

Homemakers who said they usually buy a particular 
brand of frozen concentrated orange juice 

- "           - _                        -                   - - ' -' 

Replies 

United 
States South Pacific 

Rest 
of 

United 
States 

Urban Rural 

Metro- 
politan 

Los 
Ángeles 

Can always get preferred 
brand.  

Cannot always get pre- 
ferred brand  

Percent 

64 

36 

Percent 

58 

42 

Percent 

70 

30 

Percent 

64 

36 

Percent 

65: 

35 

Percent 

60 

40 

Percent 

81 

19 

Total. .--. 100 100 100 .   100 100 100 100 

Number of cases...-._ .308 ;   88 100 249; 254 54 58 

166 



TABLE 185.—(Asked of homemakers who said there are times when their 
preferred brand of a given product is 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: 

Canned citrus 
juice 

Frozen 
concentrated 
orange juice 

Buy another brand of the product  __ 
Percent 

80 
19 

Percent 
76 

Do not buy the product     _  _ _ 22 
Not ascertained--  _ 2 

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

Number of cases   __  _  357 112 
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