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The California '.Talnut Growers Association is a federation of 39
cooperative walnut-m.arketing associations which had in 1935 ^ total of

7,£06 grower-memhers and which handled 71>7^6,000 pounds of merclianta-

ble v/alnuts. 2/

Confronted with increasing domestic production, declining walnut

consumption, and a large carry-over, the association requested the

Cooperative Division of the Farm Credit Administration to study its

marketing policies, particu].arly its a,dvertising, sales prom.otion, and

pricing policies, with a view to ascertaining their results, so far as

possible, and determining what changes in these policies, if any, were

desirable. The results of this study are set forth in a bulletin
entitled "Marketing Policies of the California Walnut Growers Associa-
tion" now in press.

To be sound, a marketing program for any product must be fashioned
in accordance v/ith consumers' buying habits, use habits, and attitudes.

One of the phases of the study, therefore, pertained to consum.er buying
3-nd use habits and attitudes toward walnuts. The present report cov-

ers in greater detail than was possible in the bulletin the results of

a consiimer survey, in v/hich personal interviews were had with 3>133
housewives in 35 cities and towns in the United States.

Ij Acknowledgment is made of the aasistance r^f the California 7/r,lnut

Growers Association and its advertising agency which conducted the sur-

vey, in making available for analysis the da.ta included in this report.

2/ Walnut as used in this report refers to the Persian walnut (Juglans
regia) more commonly known as the English v/alnut.
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Consumer habits and attitudes should largely determine the types
and number of tradesmen to be used in distribution of the product, the
branding policy to be followed, the sellini? approach, and the amount of

advertising to be used; the selling appeals to be made, the advertis-
ing media employed, and the time to loublish.

Up survey of consumer habits or attitudes had been made by the
California Walnut Growers Association or its advertising agency for
some years. ^Vhile the associr^tion hpd a general appreciation of con-
sumers' habits and attitudes, it was believed that a survey would be
of value, not only in checking upon past performance, but also in
determining future selling and advertising policies.

Accordingly, the association management arranged to have its

advertising agency conduct an extensive consumer study. The asso-
ciation and the agency made available for analysis the data from this
survey and the m^ost significant findings therefrom are included in
this report.

SUIv^ARY

Tiie v.'alnut has been the most widely used and most widely preferred
tree nut when the country as a whole is considered, but other nuts,
particularly pecans, have offered important direct competition. Pecans
definitely have led in the South, and have gained a stronghold in terri-
tories adjacent to the South, particularly the Middle West.

As m.ight have been expected, vralnuts were fo\ind to have been pur-
chased in greater quantity by the higher-income groups, but to a sur-
prising extent among lower-income groups.

Walnuts have been used more for cooking and menu purposes than
for eating out of the shell. The frequent placing of a bowl of nuts
for eating out of tiie shell v/as not found to be a corrjrion practice in
American homes, except on special holida.y occasions. Cooking a.nd menu
use of walnuts, however, has been very widespread. Only about 6 per-
cent of those interviewed said that they never used wcJnuts for cook-
ing, while 60 percent stated that they used v/alnuts for cooking rather
frequently; the rem^-ining 34 percent indicated infrequent use.

Among the more important cooking uses, inclusion of walnuts in
cakes and cookies ranked first, salads a strong second, while desserts,
candies, breads, rolls, and muffins followed in importa.nce.

A majority of housewives wore found to prefer parchaso of nuts
in the shell for cooking purposes, although approximately one-third
stated that they were buying shelled nuts for cooking. Another
8 percent said that they bought part of their walnuts in this way,

A high degree of famiili.-irity with the Diamond brand has been
built up and 'most of those interviewed rem^i.-ibered seeing walnuts
advertised.
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COITSTilUCTIOlJ OF THE qUSSTIONlIAIEE

Care was given to the congtruction of a questionnaire (appendix)
v^hich would elicit from those interviewed a true picture of their "buy-

ing and use halDits and attitudes toward the product. The preparation
of such a questionnaire is difficult. First of all, constructive
irna^'ination nust he, employed to determine what hahits and attitudes
may exist, information ahout which v/oxild he of value- Next, great
care must he exercised to state questions in a form that consumers
can and will answer, and to arrange questions so as to ohtain coop-
eration from the interviewee. Where facts are heing sought, they
must he facts ahout which the consumer can and will supply accurate
information. Questions relating to opinions must he clearly differ-
entiated from questions of fact.

Opinion questions are likely to he fully satisfactory only v/hen

the consumer has definitely formed attitudes arising from experience;
otherwise answers are likely to he vague and meaningless. In ques-
tions Doth of fact and opinion, care must he taken not to suggest an
answer. Moreover, "face-saving" questions should he avoided. In

every case questions should he so framed as to he rea.dily understood
and interpreted. Enough questions must he asked to get a clear

picture nf hahits and attitudes, yet the questionnaire must not he

so long as to fatigue the person interviewed and cause lack of coop-

eration. These are onlj-- some of the more important considerations
to he ohserved.

Tile questionnaire employed in the survey represents the joint

effort of the officers of the association, advertising-agency execu-
tives, and the investigators in charge of the stud.y. The individual
questions are repeated in the sum;Tari nation of data in the pages that
follow. As is sound practice in all cases, it also represents the

r^fsults of a prelim.inary testing in the field. The agency tried out

two tentative questionnaires among housewives in New York to deter-
mine whether they clearly understood the questions as asked, whetlier

they could and would ansv/cr them, and whether the data heing ohtained
would he of significance. A nuj'nher of changes were made in the ques-
tionnaire as a result of this preliminary testing.

liETHGD OF FATHERING DATA

The questionnaire was presented through personal interviews
which insured answers to all questions and m^de possihle the control
hy income groups, race, and sex of the sample of consumers interviewed.

The interviews were conducted in the New York area and in cities
and towns near its seven hranch offices hy the permanent personnel of
the advertising agency. In other areas investigators of a marketing
research organization were utilized. In every instance trained con-
s"'Jjner interviewers were em.ployed who ha.d the special instructions
shovm V7ith the questionnaire in the Appendix, page 34.
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CHARACTER OF THE SAIFLS

In all, 3,133 housewives were interviewed in the cities and
towns listed in table 1. The distribution of interviews within
these comrrunities was intentionally weighted in favor of the higher-
income levels, as shown in table 2. The ages of housewives inter-
viewed, as estimated by interviewers, are shown in table 3.

iYom the standpoint of distribution of interviews by income, by
size of city, and by number of total intervievTs in each area, there
is not in the total sample a balance to represent a random selection
of the total population. It must be recognized that this lack of

balance in the total samiple may affect somewhat the accuracy of the
picture presented by the tables. A corrective might have been formu-
lated by weighting the replies of the various classifications accord-
ing to their proportion in the population as a v/hole. This procedure
was not followed, however, after a few test computa.tions indicated that

the final picture obtained by this laborious process would not be

greatlj^ different from, the enumeration of interviews as gathered.

Another condition to. be noted in interpreting these data is the

small number of interviews taken in certain areas. The distribution
of replies from these areas may be subject to a large degree of error
solely from, the operation of the laws of chance in the random selec-
tion of the people interviev/ed. 3/ The smaller the number of inter-
views, the greater the chance that the group may fail truly to portray
the comjoinity they represent.

3/ I'o attempt has been made to determ.ine the degree of probable error
in the various breakdowns of data through corapatation of the standard
deviation or the standard deviation of differences between percent-
ages of replies. In the interpretation of data, however, allowance
has been m.ade not only for size of sample but also for lack of balance
in samiple. For those interested in inquiring further into questions
of sampling in market research work, see T. H. Brown, The Use of
Statistical Technique in Certain Problem.s of Harkot Research , Harvard
University, Division of Research, Business Research Studies No. 12;
Size of Sample in I.larket Surve.-'s , National Karkcting Review, Winter,
1935; and Neil H. Borden, Some Problem.s in Sampling in Consumer Sur -

veys . American Marketing Journal, January 1936.
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Table 1. Geographic distribution of intervie'.vs with consumers

Percentage
Percent- of 1930 U.S.

Inter- age cf population
City and Population views total in- in geo^;raphic

geographic division of cit,\ held terviers division

I'Tcw England :

Boston, kass. 781,188 250
Wallingford, Conn. 11,170 50
Lunenburg , I.ias s

.

1 ,923 25
Danby, Vt

.

1,070 25
Bloonifield, Conn. 3,247 25
Smithfield, H. I. 3 , 967 25

Total 400 12.77
-

o

-

.7

Middle Atlantic:
I'lew York, 11. Y. 6,930,445 350
llount Vernon, N. Y. 01 ,499 50
Orange, N. J. 35,399 50
Reading, Pa. 111 ,171 50
Baldv/insville , H. Y. 3,845 50
Clifton Heights, Pa. 5,057 50
Wilkinsburg , Pa. 29 , 559 50 ....

Total 850 20.75 21 .4

Kiddle West:
Chicago, 111. 3,376,438 265
Cleveland, Ohio 900,429 202
South Bend, Ind. 104,193 100
Monroe, Mich. 18,110 50
i^raiikfort , Ind. 12,196 50
Wichita, Kans. 111 , 110 75
Lincoln, Nebr. 75,933 50

Des I'loines, Iowa 142 , 559 100
Ga.lion, Ohio 7 , 574 50
St i 1 Iwat e r , U inn

.

7,173 50
JUioka, IIinn. 4, 851 50
Hopkins, Minn. 3 , 834 50
Iowa City, Iowa 15,340 25
Indianola, Iowa 3 , 488 25
West Liberty, Iowa 1 ,679 25

Total 1 ,168 37.28 31 .4

Soutn

:

Atlanta, Ga. 270,366 119
Houston, Texas 292,352 177
Decatur, Ge.

.

13,276 59
Little Rock, Ark. 81,679 50

Total 405 12.92 30 .8

Ivlountnin

:

Denver, Colo. 287,861 109 3,48 3 .0

Pacific

:

So.n Francisco, Calif. 534,394 276
Seattle, Wash. 365,583 125

Total 401 12.80 5 .7

United States total 14,710,139 3,133 100.0 100 .0
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Tatle 2. Percentage distribution of interviews, "by income groups

dumber of Percenta^ce of
"1 -n t", T'XT T PW O
J. J.iUt_,X V .i-C<'o

A (over $5,000) . 673 21.5
B ($2,500 - JdS.OOO) 1 , 603 51.2
C (under $2,500) 857 27.3

Total 3,133 100.0

Table 3. ;^e cle ssificetion of house'vives interviewed

llumber of Percentaj^:e

Me housewives of total

Under 20 29 .9

31-40 1,158 37 .

0

41 - 50 764 24.4
Over 50 467 14.9
ige not reported 63 2.0 .

Total 3 , 133 100.0

The renlies given to any question in the tables th.^.t follow
should be regarded not as representing a picture of the housewives of
the country as a whole biit rather of a selection of housewives weighted
somewhat in fa.vor of those with nighor incoiacs. Moreover, the degree
of error in sorr.e tables rimy bo considerable, first becouse of the small
number of interviev;s involved, and second because of a lack of proper
balance in the sample. The data are significant if interpreted with
those reservations in mind.

DATE OF THE SURVEY

The survey was conducted during the latter part of April 1935,
a fact that should be kept in mind in interpreting the data. Walnuts
are subject to seasonal purchase and use. In the fall r-ionths near the
holiday period the consunption of walnuts is high and the cnting of
nuts from the shell is rather comxion, but in the spring m.onths the use
of nuts is less frequent. Ideally, two surve;/s should have been :ra.de

but for various reasons it was decided to limit the survey to the one
date •





- 7 -

QUESTIONS ASKED Al^IID DATA OBTAIl^D

Question 1 . What is your opinion of the food value of nutr>?

On the whole, housewives were found to have a favorohle attitude
toward nuts. Ahout 10 percent of those interviewed failed to respond
to the question, thus indicating that they had no well-defined atti-
tude one v.'ay or the other.

Ho significant differences were found in the attitudes of house-
wives in the various geographic sections as shown in tatlo 4. Those
in the South and on the Pacific Coast may have a slightly more favor-
ahle attitude than those in other sections, hut considering the small
number of interviews and the character of the sample, the differences
indicated are not "believed to "be significant.

There was a wide scatter in the character of the responses inter-
preted as favora'ble to nuts, as shown in tahle 5. The most common
view was that nuts were nutritious; approximately one-fift"h of t'ho

favora'ble responses were in this category. The next largest grouping
of answers interpreted hy the tabulators as favorable was t'hat nuts
were "rich or fattening". Tliere may be some doubt as to the proper
interpretation of such restjonses, since this a,ttitude inay be closely
related to the most comjnon opinions tabulated as xinfavorable ,

namely,
"too fattening" and "hard to digest".

Table 4. Replies by geographic sections to the question: vTliat is

your opinion of the food value of nuts?

Section
Favorjible Unfavoriible Uncertain Total

replicisTo . Percent Uo. Percent ITo

.

Percent

llew England 348 85.6 17 4.2 37 9.2 402
Middle Atlantic 518 80.4 38 5.9 88 13.7 644
Middle V<est 944 81.4 44 3.8 171 14.8 1,159
South 375 93.1 7 1.7 21 5.2 403
Pacific Coast 367 91.5 28 7.0 6 1.5 'iOl

Mountain 83 76.1 4 3.7 22 20.2 109

Total 2,635 84.5 138 4.4 345 11.1 3,118
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Table 5. Classification of replies to the question: What is^your
ODinion of the food value of nuts?

Attitude and
reason Number of replies Percentage of total

Favorable :

Nutritious 498 ' 13.9
Rich or fattening 383 14.5
Hich in vitamins 45 1.7
Miscellaneous 1,709 64.9

Total 2,635 100.0

Unfo.vora"ble

:

Hard t>o digest 46 33.3
Too fattening 20 14.5
Little food value "31 22.5
Miscellaneous 41 29.7

Total 133 100.0

Question 2 . About how many pounds of nuts have you bought during the

past month?

As ma.y he noted from the instruxtions given to investigator s , the

question referred to all kinds of nuts other than peanuts. The data
on purchases have "been broken dovm by income, occupational, and geo-
graphic groups. It was realized that estimates hy housewives of the
quimtity of nuts purchased, and the numbor of purchases made during •

the preceding month would not be accurate. In fact, the quantities
given were undoubtedly overestimated. Trie approximate annual per
capita consumption of nuts in recent years has been 2 pounds, or an
aver-nge family conaur/.ption of a.bout 8 pounds a year; yet the avcr.agc

of the estimiates of the 3,079 housewives who replied to the ojicstion

Wras 1.3S pounds for April, a.n off-season m.ontl:.

Even if allowance were made for the fact that the sam.ple of
housewives intervievred had a bias toward the high-incor.ie groups, the
qiiantity indicates an overestimate. The jmrpose of the que'stion,

hov/ever, was not to get an accurate idea of quantity consumed, but





q _

rather, a rough differentiation of those who did not b-uy, of those
who were small buyers, and of tho.se who bought in appreciable volume.
As shown in table 6, some 27 percent of the women interviewed stated
that they had bought no nuts in the preceding month; nearly UO percent
'sta-ted that they had bought a pound; 20 percent had purchased not over
2 pounds; while only 15 percent indicated that they were really heavy
users; that is, they had bought 3 pounds or more. These figures show
that although an appreciable proportion was not buying in this spring
period, yet the number cf buyers of nuts was far greater than the
seasonal movement of nuts in the wholesale trade indicated.

The percentages of those purchasing and the average quantity
purchased varied somewhat in the various sections of the country
(table 7). In view of the error involved in such estimates, how-
ever, the differences indicated are believed not to be significant.

Table 6. Classification of replies to the question: About how many
pounds of nuts have ycu b'ought during the past month?

Pounds Number Percentage of Approximate n'jjnbcr

purchased of replies total replies of pounds purchased

None 83U 27.1
1 1.193 38'. 3 1,193
2 606 19.7 1,212

3 222 7.2 666
U llU 3,7 U56

5 55 1.8 275
6 15 .5 30
7 U .1 28
8 11 .3 88
9 1 .0 9
LO and over 2U .8 2U0

Total 3,079 lOO.O U,257

The total number of interviev;s was 3,133; in 5^ interviews this
question was not answered. The number of purchasers was 2,2!45, or

22^ percent of the total number replying. The number of nonpurchasers
was 83^, or 27.1 percent of the number of persons replying.
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A breakdown "by national crovips or by- r~roups according to national
extraction (table S) indic ates ti-.-,t Je./i^h f;oinilies, as had been
thpii^t, are heavy users of nuts. Both in the percentage of purchas-
ers cLnd in the estimates of quantity pm-chased \7e find the percentages
of responses from Jev/ish housev/ives significantly Iiigher than those
from other groups. Such a finding confirms the judgment of the asso-
ciation in advertising in Jewish ne-.vspapers in the New York .area in

an attempt to secure preference for Diamond walnuts.

A breal-dO'.Tn of data by occupational groups (table 9) shows a

dovmward progression in the n'omber of purchases, and, to a lesser
degree, in the average purchase, from the white-collar groups to the
unskilled-labor groups. The differences indicated, however, are not
great enough to be considered significant in the light of the probable
statistical error. The lov;er-income groups appear to be more important
us^jrs of nuts than had been supposed before the survey.

'Q;uestion 2a . \7nat kind of nuts have you bought?

By finding out specifically what nuts had been purchased, some

light on the question of cons-omcr preferences was obtained (table 10
and fig. l) . Approximately one-half of the purchases nojned were
walnuts; approximately one-fourth pecans and one-tenth almonds, while
the many other nuts accounted for only 1] percent of the purchases
mentioned,

Althougii walnuts stand preeminently ahead of other nuts^ in quan-
tity of purchases, pecans looai up in this picture as a very important
coinpetitor. In view of this fact, the tabijilation of walnut and pecan
purchases by geographic sections (table 11 imd fig. 2) assumes a par-
ticul-ar significance. It will be noted that in the South over 6l per-
cent of nut purchases were of pecojis as opposed to approximately
6 percent on the Pacific Coast and in New England. Moreover, pecans
were mentioned in an appreciably higher percentage of instances in
the Middle West and in the Mountain area than in other sections. A
later field survey of the tro.de indicated that dealers or growers of
pecans frequently truck their product into these areas and sell at
prices which have a:", intportant effect on the nut market.

It may be noted fiirfner that in New England, the Middle Atlantic,
and the Pacific Coast States, nuts other th;ja walnuts and pecans loom
appreciably larger than in the remaining sections. The reason for
this difference is uniaao'.Tn. It may be accounted for through the
greater importance of imported nuts in coastal States.

Other brooicdovms of the replies to this question, not recorded
here, show tliat approximately equal percentages of various racial
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Table 11. Classification cy geograpliic sections of replies to the

question: Ythat kinds of nuts have you 'bouel'^t?

?.ep1 i e 3 Replies report ing purcliases of

Section received \Talnuts Pecans All other nuts

No. IIo • Percent llo

,

P ercent ilo

.

Percent

New England 3S6 21k 55.^ 25 6.5 1^7 3S.I
Middle Atlantic 259 90 IU.2 2S5

Middle V/est S53 ^9.5 2S.3 323 22.2

South Ul5 115 27.7 255 61.5 k5 10. g

Mountain 105 67 63. s 21 20.0 17 16,2
Pacific Coast ^+33 57.5 25 5.S 159 36.7

To tcJL 3,^97 1,757 ^7.5 90i| 21^.5 1,036 2S.0

groups h^.d purchased v/alnuts during the preceding month. Among occu-
pational groups a somewhat higher ratio of skilled and vjiskilled
laborers had purchased vralnuts tlian among the white-collar groups,
although the difference was not marked. Likewise, the classification
of responses "by income groups showed that a somewhat higher percentage
of the low-income groups had purchased walnuts than of the higher-
income groups, hut the difference was not gi-'eat enough to he highly
significojit. These latter data tend, however, to confirm other evi-
dence in the survey that lower-income groups are appreciable consum-
ers of walnuts.

(Question 3 . Is your use of mits confined to any p^articular season?

The seasons in which greatest use of nuts occxu-red v/ere the fall
and winter seasons (table 12).

Appro>:imo,tely one out of every four housewives interviewed stated
she confined her use of nuts to a. particular season (table 13)». The
Middle Atlantic and Southern States sho'vved a somewhat higlier seasonal
use than, did other sections. The appreciably smaller seasonal use in
the Mountain States indicated in these replies mast be discounted some-
what by the high degree of probable error coming from the small number
of housewives interviewed in that ax'ea, although sales data of the asso-
ciation show that purcliases of v/alnuts in the Denver area o-re less
seasonal tlian in most other areas.

A breokdovm by income groups (table 1^) showed a somewhat higher
percentage of those in the lov/cr—income groups restricting their usage
to a particular season that was true of the higher-income groups.

Q;uestion 3Q" If used in winter only, why not in spi-ing and summer?

Although opinion questions of this kind cannot be fully relied
on, inasmuch as people frequently cannot explain their actions, such
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questions may elicit information of value, particiLlarly where opinions
are expressed frequently enough to indicate the existence of a well-
defined attitude.

Table 12. Tabulation of affirmtive replies to the question: Is your
use of nuts confined to any particular season?

Season when used Replies received Percentage of total

Fall and winter 659 85.3
Spring and summer 11 1.4

Season not specified 103 13.3

Total 773 100.0

Table 13. Classification by geogra.phic sections of replies to the

question: Is your use of nuts confined to any particular season?

Af firmative replies negative replies
Percentage Percentage

Section Number of total Number of total Total replies

New England 84 21.5 306 78.5 390
Middle Atlantic 212 32.9 433 67.1 545
Middle West 290 23.8 931 76.2 1,221
South 108 31.7 233 68.3 341
Mountain 11 10.2 97 89.8 108
Pacific 68 17.0 331 83.0 399

Total 773 24.9 2,371 75.1 3,104

Table 14. Classification by income ^;roups of replies to the question:
Is your use of nuts confined to any particular season?

Porcontagc of replies that '7ero -

Income group Af f irir^ative Negative

A (over $5,000)
B ($2,500 - $5,000)
C (under $2,500)

21
23
32

79
77

68
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Among the 773 housewives who limited their use of nuts pri.mrily
to the fall and winter seasons, three reasons for such seasono.1 use
predominated (tahle 15). About one-fourth of them looked upon nuts
as a food for the winter holiday season. Another 25 percent "believed
'that the use of nuts should "be limited to the winter season for health
reasons. Another 25 percent limited their use to the winter season
"because they considered the crop fresh only in that period. It is

interesting to note that over half of the seasonal users in the South
gave this latter reason for their seo.sonal use. The larger proportion
of seasonal use indicated by the survey in t"his region, and the preva-
lence of the explanation just mentioned confirmed the view held "by the
association management that use of nuts is more seasonal in t"he South
than in other sections of the country largely "because of the danger -of

deterioration of quality from t"ne warm climate.

Two consumer attitudes adversely affecting consumption of nuts
came to light in response to this question - attitudes that advertis-
ing over a period of time might help to "break down. In the first
place, advertising could develop the view that nuts are a suitable and
healthful food for all seasons of t'he year and are not to be looked
upon merely as a holiday or winter food; second, it could develop the

idea that fresh nuts can be secured at any time of the year because
nut stocks are put into cold storage with the advent of warm weather.
To carry out the offer of good-quality nuts at any time of the year,
the association would, of course, have to make certain that the tra,de

protected the quality of nuts in the summer period.

Question 4. Do you ordinarily keep a bowl of nuts on hand for crack-

ing and eating right from, the shell?

An affirmjative answer to this question was taken to indicate
at least an occasional use of nuts in this, way. About one out of
four housewives interviewed gave an affirmative answer to this ques-
tion (ta"ble 16) with somewhat more frequent use in this way indicated
in the South and on the Pacific Coast than in ot"ner sections.

Question 5 . If a howl in not kept on "nand, are there any special

occasions v^ixcn you put out a nut bowl in this way?

Approximately three out of four of the large majority who do not
"ordinarily" put out a "bowl of nuts for cracking, do so on special
occasions, while about one-fourt"n of them apparently never use nuts
in this way (table 17), Among the geographic sections, New England
indicated loss frequent usage in this way than did other sections.
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Talile 15. Classification "by geographic sections of reasons given for using nuts
in '.-.'inter cjnd not in sprin^;' and s'Jmmer.

B\r,' for vdnter
holidays Econonry Health

Crops fresher
in winter

Percent- Percent- Percent- Percent-
age of age of age of age of

Section Replies total Replies total Replies total Replies totcl

New Englojid 23 25,4 7 8.1 30 34. D Id TOO
i/IiQdie

Atlrn.tic 45 21.5 15 7.2 45 21 .5 42 20.1
x^ddle est 101 3o - 5 6 2.2 /i 55 19.8
Soutn 9 S.7 1 1.0 28 27.2 57 55.3
>&»ur-tain 3 25.0 1 8.3 6 50.0 2 16.7
Pacific 18 20.0 14.5 14 22.6 6 3.7

Total 199 26.5 39 5.2 194 25.9 177 23.6

I/Iore fruits and
vegctatles
in suKiner Other reasons Don''t know

percent- Percent- Percent Total.

age of age o± age of nui.aher

Section Replies total Replies; total Replies total of replies

Hew Snglejid 7 8.1 2 2.5 3 3.4 87
lliddle
Atlantic 5 2.4 44 21.1 13 6.2 209
Middle VJest 8 2.9 33 11.9 3 1.1 277
South 2 1.9 5 4.9 1 1.0 103
Mountain 12
Pacific 3 4.8 12 19.4 62

Total 25 3.3 96 12.8 20 2.7 750

Table IG. Classification "by geographic sections of replies to the question: Do
you ordinarily keep a bc/rl of nuts on hand for cracking and eating right from the

shell?

Section '"Jumb er

Percentage
of tot,al HuioDer

Percentage
of total

Hew England 94 23,5 305 76.4
yddd].e Atlantic 161 25.0 434 75.0
Ivriddle V.'est 335 19.4 973 80.

o

South 104 30.8 234 69.2
j/'ouiitain 24 22.2 84 77.8
Pacific 174 43,5 226 56.5

TotaJ 722 25,5 2,312 74.5

Total replies

399
645

1,214
538
108
400

3,104
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Tatle 17. ClassifiCr?tion by geographic sections of replies to the
question: If ;a "bowl is not kept on hand, are there any special

yoM pat out a nut oowl in this way?

Affirmative replies llofrative replies
Percertpffi Pr>r cent as'e Total

Spct i on lTu.Tiber of total Fumter of total 7*o'nl "1
J. O '-'i J- O vj

Nev; England 173 59.7 117 40.3 290
I.Iiddl p Atlpntir* 371 78.4 102 21.5 473
Middle West 728 79.2 191 20.8 919
South 172 85.1 30 14.9 202
Mountain 76 90.5 8 9.5 84
Pacific 158 52.8 17.2 203

Total 1,688 77.8 483 22.2 2,171

The occasions named are suiuTiarized: Winter holidays, 72 percent;
entertaining, 8 percent; miscellaneous, 1 percent; time not specified,
19 percent.

Question 6 . What kind of nuts do you like "best to eat from the shell?

Although walnuts led the procession in preference, being preferred
in 44 percent of the cases, and v/ere substantially ahead of pecans in

favor, yet it is evident from table 18 and figure 3 that pecpTxS, almonds,
and brazil nuts arc important competitors of walnuts for this use.

Table 18. Tabulation of replies to the question: IThat kind of nuts
do you like best to eat from the shell?

Kind of nuts Number of rcp].icr, l/ Pcrcc::to/;,'c of total

u'alnuts 1,707 44.3
Pecans 1 , 022 26.6
Almonds 427 11.1
Brazil 317 S.2
But t ernut s 41 1.1
Filberts 37 1.0
Hazelnuts 24 .6

Hickory 24 .6

Pistachio 24 .6

Cashew 20 .5

Peanuts 11
Chestnuts 8 .2

Miscellaneous 73 1.9
Mixed 114 3.0

Total 3 , 849 100.0

ly Sixty of those interviewed did not answer this question; 176
answered "none used"

.
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Among income groups, walnuts had o somewhat higher degree of
preference in the lov/cr- income groups tlien in the higher (table 19).

Table 19. Classification by income groups of replies to the question:
T/hat kind of nuts do you like best to oat from the shell?

^alnuts Pecans All others
Percent- Percent- Per cer.t

Income age of age of age of Total
group To. total. ITo. total Vo. total replies

A (over $5,000) 329 39.9 245 29.3 250 30.3 825
B ($2,500 - $5,000) 854 43.1 555 28.2 574 28.7 2,003
C (under $2,500) 514 50.3 211 20.7 296 29.0 1,021

In a breakdown of preferences hy igeographic areas it is interest-
ing to note that the preferences by types of nuts parallel quite
closely the kind of nuts purchased. In the South, where pecans are
the most favored nut, they are also preferred over walnuts for eating
out of the shell. Pecans assum.e an appreciably m.oro important posi-
tion in the Middle West and Mountain States where previous data indi-
cate they are more widely \ised than in other sections of the countrj'-.

These data would tend to indicate probably/ not only that people bought
the nuts which they liked but a,lso that the purchase and use of a par-
ticular kind of nut may tend to develop a taste for it.

Table 20. Preference expressed for v:alnuos and pecans by Jewish and
other housewives

Nuts preferred
Replies e;:prGSs:uig pre;ferencG by -

TbtalJev/ich housewives Other house'.vivD s

Iv^imb er Percent Fumber Percent lTu:r.ber

Walnuts 140 55.2 1,567 43.5 1,707
Pecans 32 12.9 990 27.5 1,022
Other nuts 77 30.9 1,043 29.0 1,120

Tot&l 249 100.0 3,500 100.0 3,849

A breakdown by racial groups showed that the Jewish housewives
interviewed prefer walnuts to pecans and otnor nuts to a significantly
higher degree than other groups (table 20).

Question 7 . About how many pounds of walnuts do ycu buy a year, shelled
and unshelled?

It was realized in advance that housewives could not answer this
question accurately. A laz-ge degree of error was expected, yet it
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v/as "believed tlx-t the estimates would provide a rough "basis for sep-
arating purcliasors into groups according to frequency of use. As in

their estimates of amounts of all kinds of nuts purchased in the pre-
ceding month, house\'7ives tended to overestimate the amounts of walnuts
purcliased during the year. The avcrr^e annual estimated purchases of
unshelled v/alnuts per family were 6.7 pounds. Even though we recog-
nize that the scmple intorviev/ed was weighted in favor of the higher-
income groups, a considera"ble degree of error in the estimates is

indicated "by the fact that the actual annual per capita consumption of
walnuts in the United States was at tho time slightly under tlireo-

quarters of a pound, or approximately 3 pounds per family.

Eighteen percent of the housewives indicated that they were not
"buyers of v/oJnuts in the shell (tahle 21) as contrasted v/ith 55 percent
who said tloat they were not "buyers of shelled v/alnuts (ta"ble 22).

A "breakdown "by income classifications (ta"ble 23) shows tliat there
was no apprecia"ble difference in the percentage of purch-asers of wal-
nuts among the various groups. The A income group gave higher esti-
mates of pounds "bought thc.n did. the 13 and C groups.

A higher percentage of A a.nd B groups than of the C group an-
nounced themselves as purcha.sers of shelled walnuts. The estimates
of average num"bor of pounds "bought v/ere also higher for these groups
(tahle 2h) .

A "breakdown of data relating to the quantity of nuts in the
shell purcha.sed "by housewives in large .and small cities did not show
any apprec.ia."ble difference in tho percentage of those purcho-sing, or
the estimated quantities purchased. On the other hand, in the smaller
cities 62 percent stated that they v/crc "buyers of shelled nuts; in
large cities, only kO percent.

In a geographical "breakdown of purchases of walnuts, the South
and Middle West appeared to have a higher percentage of nonhuyers of
walnuts in the shell than other sections of the couritry, while the
Middle Atlantic, Southern, and Pacific States showed an apprecia"bly
smaller percentage of purchasers of shelled walnuts (table 25).

Question S. Ahout how often do you use walnuts in recipes?

The replies to this question indicated that American housewives
use walnuts in recipes to a veiy considera"ble extent. Approximately

percent said tiiat they used them in this v/ay tv/ice a month or
oftener. Over I5 percent stated that they used them once a month,
while approximately 25 percent said that they used them in recipes
rarely or never (ta"ble 26).
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Table 21. Tabulation of replies to the question: Alout how .Tian;;-

pounds of v/alnuts do you buy a year in the shell?

Pounds Estimated aver- Replies report - Percenta^^e of Estimated
purchased age purchase 1/ ing quantity total replies total ojian-

yearly (pounds) pur chased in group tity pui'-

chascd (pound

None 537 18.3
0 to 5 2 l/? 1 ,086 37.1 2,758
6 to 10 8 '683 23.3 5,464
11 to 15 17 305 10.4 3,978
16 to 20 18 103 3.5 1,854
21 to 25 23 102 3.5 2,346
26 to 50 38 98 3.4 3 , 734
51 to 100 75 11 0.4 825
101 or more 100 4 0.1 400

Total 2,930 2/ 100.0 21,349

1/ The midpoint of eadi fi:roup was used for estimating purposes.

2/ 203 did not ansV7er this question.

Tabic 22. Tabulation of ropl ies to the question: About how manj,^ pounds
of walnut s do you buy a year shelled?

PoujTids Estimated aver- Ixumbcr of Percentage Estimated total
pior chased o^'c purchase ij rcplicis re- of total quantity lour-

yearly (pounds) porting quan- replies in chased (pounds)
tity purchased group

l^one 1 , 581 55.1
0 to 5 2 1/2 811 28.2 2,028
6 to -10 8 348 12.1 2,784
11 to 15 13 82 2.9 1,066
16 to 20 13 29 1.0 522
21 to 25 23 14 .5 322
26 or more 25 7 .2 175

Total 2,872 2/ 100.0 6,897

1/ Sam.e as table 21.

2/ 261 did not ans'.7er this question.
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Table 23. Classification by income groups of replies to the question: About
hcr.7 mfiny pounds of v.-alnuts do yo\i buj- a year in tne shell?

Purchasers ilonpurcliascr Pounds p- Jchased yearly

Inco;nc
group ITumber

Percentage
of income
group I/'jinbcr

z crcei-oage
of income

-roup
Total
r cplICS

Avjragc
per family

Total purchasing

Ji. V e ^ a^ t;

per f c^iily
in group

A (over
$5,ceo)

B ($2,500
$5,000)

C (under
$2,500)

507

1,196

690

81.1

79.6

86.0

118

307

112

18.9

20.4

14.0

625

1,503

802

5,562

8,456

5,471

11.0

7.1

7.9

8.9 .

5.6

6.8

Total 2 , o 93 81.7 537 18.3 2,930 19,489 8.1 6.7

Table 24. Classification by income groups of replies to the qiaestion: About how
many pounds of v/alnuts do you buy a year shelled?

Pui'chaser s Ifonpur erasers Po^onds p'urciiased yearly

Percentage Percentage Average Average
Income of incorie of income Toted per family per foxiily
group JTumber group Number fproup replies Total purchasing in ^iroup

A ''over

$5,000)
B ($2,500 -

$5,000)
C (under

$2,500)

Tot-J

319 52.1 293 47.9 612 2,005 5.3 3.3

686 46.3 779 53.2 1,4G5 3,906 5.7 2.7

286 36.0 509 64.0 795 1,266 4.4 1.6

1,2'.IL 45.0 1,581 55.0 2,872 7,177 5.6 2.5

Table 25. Geographic dist-ibution of purc.ir-.scrs of v/alnuts shelled and unshelled

Geographic
section

;7cdnut s in the shell Shelled vjalnuts

Percentage of replies from
area reporting -

Percentage of
area repor

replies irom
'ting -

Purciiaser s I'onp'oi'chaser s purchasers lyonpurclxaser s

Nev: Engl,and 89 11 46 54
Middle Atlantic 88 12 35 65
lliddle 7;est 75 25 59 41
South 75 25 31 69
I'lountain SB a 55 " 45
Pacif ic 93 7 28 72
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Tatle 26. Tabulation of replies to the question: Atout hoM often do

you U'oO Wc?.lnuts in recipos?

Frequency Number of Percentage
of use

^
replies in group of total

More than once a week 408 13.2
Once a week 695 22.5
Twice a month 756 24.4
Once a month 483 15.6
Rarely 544 17.6
Uncertain 6 .2

Never 200 5^5

Total ?,092 100.0

Amon^- the geographic areas, the l^iddle Atlantic States showed a
larger' percentage stating that they rarely or never used walnuts in

cookiiig than in an^y other section of the country, the Southern States
standing second. Moreover, in the Hiddle Atlantic States the percent-
age indicating a relatively frequent use in cooking was the lowest of
any section. To a later auestion (No. 1?), a relatively high percent-
age of housewives in this area stated that the eating of nuts fron the

shell accounted for the consumption of the gre^tter port of the waln^its

purchased "by them.

An analysis of replies "by city rjroups showed a somewhat higher
percentage of those in cities under 30,000 population indicating use
of walnuts in recipes than in cities over 30,000 (table 27). The
differences are not appreciable, however.

Question 9 . If you use walnuts in prepa,red dishes, what are your
reasons for doing so?

Ttie responses to this question are not highly illuminating. Taste
or flavor was the outstanding response given, approximately 60 percent
of those questioned giving this reply. The replies from all sections
are sumir.arized in table 28.

Question 10 . Fnat are your favorite dishes in which you use walnuts?

This particular auestion is of significance from, an advei'tising
standpoint in indicating uses to be featured in promotional effort.
In the use of wa,lnuts for cooking, cakes and coo-cies wore the dishes
in which walnuts were most frequently u-r-ed, 34 percent of the house-
wives indicating this preference. Tiie next highest percentage, 27
percent, referred to sa.lads. The rsulies from, those v/ho indicated
tha.t they used walnuts in cooking arc summarized in table 39. No
geographic breakdown is given since there were no significant differ-
ences between areas.





Table 2?. Classification Tdj sise of cit:/ of replies to the question:
Atout liow often do yoa use v/al,mt3 in recipes?

Percentage reportin,'^; v< se of nuts -

Si?;e of T/7ice a Once a Rarely or

city month month never

Over 30,000 population 58.3 In.O 25.7
•JiAer 30,000 populftio:n 67.5 13.9 18. G

Table 2«. Tabulation of replies to the Question: If you use walnuts
ir. prepared dishes, what are your chief reasons for doing so?

iTumbf-ir of Percentage
Reason replies in .^.'roup of total

Taste or flavor 2,1G2 59.4
JFutriment 5b2 15.4
Appearance 301 8.3
Recipe ingredient 312 8.6
All others 247 5.8
ilone used 54 1.5

Total 3,638 100.0

Table 29. Tabulation 01 replies to the Question: Tfnat arc your
favorite dishes in which you 'use walnuts?

Humber of Percentage
Dish replies in group of total

Salads 1,575 27.0
Calces and cookies 2,004 34.3
Breads, rolls, muffins 380 6.5
Candies 617 10.5
Desserts S91 15.2
Other uses 259 4.4
ITone 118 2.0

Total 5 , 844 100.0
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Question 11 . What kind of nuts do you like "best for use in various
specified dislies?

Walnuts are favored for most cookin^r purposes 'b,y 54 percent of

the housewives (taole ?0 pnd fifu.re 4). The highest preference , 71

percent, was for use in cakes and cookies, '.rith salads a good second.
Although walnuts were most favored, pecans showed an appreciaole
degree of preference for recipe purposes hy 23 percent of the house-
wives.

As had "been supposed, almonds and other nuts arc not used ezten-
sively for cooking purposes, and other salted nuts are preferred to

salted walnuts.

Question 12 . In "buying nuts have you had a tendency to switch to any
particular kind during recent years?

In this question an effort was made to determine whether an appre-
cia'ble numher of housewives were conscious of changing the kind of nuts
they used. Thus an indicption of trends in nut usage might "be had.
together with reasons therefor. Seventeen percent of the housewives
interviewed "believed they had tended to charge. The data did not show
any clear evidence of trend to or from particular nuts. Walnuts were
shown to "be holding fneir o'.7n.

Question 13 . In which way do you use more walnuts: For use in recipes;
to eat from the shell; or "both equally?

As shown in ta"ble 31, a miach larger percentage of wa,lnuts is used
for recipes than for eating from the shell.

Tahle 30. Tabulation of replies to question: What kind of nuts do you
like "best for use in - ?

ids Ccu<os. cx^l coold-os Candies Desserts

Kind of nuts Number Percent- ilum"ber Percent- Num'ber percerit- l-Iu-a"ber Percent-
of age of of age of of o^gc of of age of

replies total replies totcJ replies total replies total

W,alnuts 1,801 66.1 2,263 71.1 1,5S2 65 .5 1,520 62.9
Almonds 173 6.4 175 5.5 133 5.3 163 6.8
Pecojis 636 23.4 579 18.1 563 22.7 602

^: ' f.

All otlicrs 44 1.6 100 3.1 126 5.0 43 1.3

No preference o5 2.4 64 2.0 86 3.4 78 3.2

>.iixed 3 .1 5 .2 2 .1 9

2,722 100.0 3,192 100.0 2,50o 100.0 2,415 100.0
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Table 30. (Continued)

Salted IJuts On sundaes Other ;.sos Total
Number Percent- flxmber Percent- H'omber Percent- iluir.ber Perce.r
of age of of age of of age of of ago of

Kind of nuts replies total re"olies total replies total replies total

V/auLnuts 258 10.3 471 36.3 449 55.7 8,360 54.2
Almonds 530 21 .2 109 8.4 55 6-8 1 33r. 8.7

Pecans 478 19.2 529 40.3 195 24.3 3,53? 23.2
All others 493 19.8 41 3.2 30 3.7 877 5.7
ITc preference 162 6.5 116 9.0 65 8.1 636 4.1
Mixed 573 23.0 30 2.3 11 1.4 633 4.1

2,4?4 100.0 1 ,20'6 100.0 806 100.0 15,433 100.0

Table 31. Clas sification by' geographic sections of replies to the question: In
7;hi ch way do you use nore; v^alnuts?

eplies rej)orting indicated use -

Percent - Tot cat Percent - ?n-aally Percent-
In age of irig from age of and other ago of TotrJ

Section recipes tot'il shell total ways total replies

Kev; Snglcn-d 239 60.7 79 20.0 76 19.3 3SC.-

Middle AtlcJitic 201 46.2 222 35.2 117 18.6 630
twiddle Wtst 792 66.1 140 11.7 266 22.2 1,198
South 166 50.5 53 16.1 110 33.4 329
Meantran 86 81.1 12 11.3 8 7.6 106
Pacific 237 50.6 5: 14.8 102 25.6 398

Total 1,811 59 • 3 565 18.5 679 22.2 3,055

Question 14. Are you using more Tvalnuts or fewer ualnuts in cooking
and in salads than in past years?

It is dou'btful to what extent answers to this question can &e
relied upon. The ta-bulation of data shov/ed that appro:-:imately one-
half did not "believe they had changed the quantity of walnuts used
in cooking, virhile the regaining half r/ere ovcnly divided among those
TiTho "believed they used more end tiioso w"no thought they used less.
TIio records of decreased consumption in the past few years indicr.te
a lack of accuracy in this estima.tc made "by the housewives.
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Question 15 . V/hen "buying walnuts for cooking use, do you buy thera in

the shell or imshelled?

While it has 'bcon known that a very substantial percentage of
shelled walnuts go to the household trade, it he.s not been known to

what extent housewives bought walnuts in the shell for cooking pur-
poses, and to what extent they bought shelled walnuts. Over 57 per-
cent of those interviewed stated that they bout^iht walnuts in the shell
for cooking purposes, while some 8 percent more stated that they
bought part of their requirements in this way. On the ether hand, it

v/ill be noted that the purchase of shelled walnuts has gained a con-
siderable hold among housewives, some 34 percent apparently having
bought all their cooking walnuts in this form, ejid. 8 percent having
bought part of them in this form.

VHien asked why, the f ollov'ir.t~ reasons f.ppearod T"ith high frequency
34 percent thought it was cheaper to buy walnuts in the shell, and 42

percent preferred walnuts in tiie shell because they remained fresh
longer. Again the importance of freshness to the consumer came to the

fore. Tlie outstanding reason given for buying shelled walnuts was
their convenience, 78 percent indicating this reason.

Question 16 . What brand of walnuts do you know?

This question wa.s designed to get some idea of the effectiveness
of past advertising and promotional work. The Diamond brand has been
the only brand, until recently, which has been stamped on walnuts. The

bfises for building a brand familiarity have been, first, the advertis-
ing in va.riou3 media; and second, tne brand name stamped on the nuts,
to be seen when they are consumed.

Diamond is practically the only walnut brand fam.iliar to house-
wives (ta.ble 32). Approxi;nately 40 percent of those interviewed were
not fam.iliar with any brand.

Table 32. Tabulation of replies to the question: TThat brand of nuts
do you know?

Brand

Diamond
Oregon Franquettes
California
All others
Hone

Total

Replies indicating brand 1/

ITumbnr Prircentrge of totr^l

1,754 57.7

13 .4

12 .4

71 2.3
1,193 39.2

,04" 100.0

Ij 150 did not answer this question.
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Tr.ble 32. (Continued)

Replies indicating "brand !_/

Brand IJurnTDsr Percentage of totol

Total Isrands mentioned :

Diamond 1,754 94.8

All others, including
California 96 5.2

Total 1,850 100.0

ly 150 did not answer this craestion.

Question 17 . Do you ever have troutle getting walnuts when you want
their>?

In view of the fact that the rreat 'bulk of walnuts move into the
trad.e in the fall and early winter rrionths, there has "been some ques-
tion as to whether housewives have been ahle to get walnuts when they
want them because of failure of reta.ilers to keep them in stock. In
most instajices women are able to get walnuts when they want them
(table 3?). Only 10 percent stated that they had difficulty getting
.valnuts, a lower percentage than might have been expected. vThother

this percentage would have been greater had the study been made in
summer months can be only a. ma.tter of speculation.

Question 18 . Do you remember ever having seen walnut- advertised?

The advertising schedule of the asrociation is a very limited
one. Generally advertising has been limited to the fall and early
winter months in the leading women's magazines. Outdoor advertising
has been restricted to the larger cities. The response to this ques-
tion indicated taat the Dia.mond advertisements had attracted atten-
tion and left an impression (table 34)

.

Question 21 . Do your children eat walnuts?

This question was devised indirectly to determine whether there
was a prejudice on the part of m.others against wa.lnuts as a food for
children. The responses showed that, except for very young cliildren,

mothers a.pparently considered walnuts a good food for their children
because, for children over 5 years, 93 percent of the mothers stated
tha.t their children ate walnuts.
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Table 33. Classification 'jy geographic sections of replies to the question; Do
you ever have trouble getting v/alnuts when yo\i vrajit them?

Affir.ja.tive ronlios ".Icg^^ti\'e replies
Percentage f ercontctge Total

Section Number of total I'-omber of total replies

New England 38 9.9 346 90.1 384
iliddlc Atlantic 58 9.1 573 90.9 636
i.liddle '/.'est 105 9.1 1,052 90.9 1,157
South 33 10.3 288 89.7 321
".'o-jntain 11 10.3 96 89.7 107
Pa.cif ic 9 2.4 372 97.5 381

Total 6.5 2,732 91.5 2 , 936

Tabl- 34. Classification 'ay geograohic sections of r eplies to the question: Do
you remember ever having seen wrdnuts advertised?

Aff iriiativf= replies Negative re^ilies Don't knovv'

;::-contage Porccnbage Pe:--contago Total
Section 2T\raber of tot^^J Ilumber of total Nur.ibcr of total replies

"Jlevi England 205 52.6 169 43.3 16 4.1 3^'-0

Middle AtlKJitic 454 7C.4 186 23.3 5 .8 545
iliddle '/'est 536 77.3 255 •n T.1 20 1.6 1,211
South 223 67.0 113 33.0 342
lAsuntr.in 87 30. b 21 19.4 108
Pacific 312 78.3 7q 19.3 5 1.3 3X

2,223 71. 823 26.3 45 1.5 3,092





APPEIIDIY. - IITSTHUCTICUS TO IITVESTIGATOHS A1>TD

qUESTIOMAIES US3D

Plea« read instinictions carefully with a questionna.ire before

starting to interview.

Tti-e object of this survey is to study consumer attitudes toward

the use of nuts in general and walnuts in particnilar. We are trying

to determine how they are used, when they are used, why they are not

used more, and to what extent advertising has "been effective.

Eecordirig Information

Question 1: You can lead into this question very easily with a sim-

ple statemient such as, "I am doing some research work

on nuts and I should like to laiow your opinion of the

food value of nuts." It may take the person interviewed

a little more time to collect her thoughts, but just be

patient and repeat the question for her. Write down in

the space allotted just what she says. We are trying to

find out fromi this question, not -.vhether nuts are liked

or dislilzed, but vvhether they are considered wholesomie,

high in food value, indigestible, bad for children, etc.

If the person interviewed very seldom or never uses

nuts, do not attempt to interview her.

Question 2: This question incliides all Grinds of nuts, mixed or plain,

shelled or in the shell, except peanuts. Peanuts should

not be included in any of the questions. If none hao

"been bought in past month, write "none".
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2a: Record all the different kinds boiigiit in the past month.

Question 3: Record sir-ply "yes" or "no", as the case may "be, in the

space after "season". If "yes" is answered, ask "when",

and record whatever the answer may he, such as, winter,

holiday season, Thanksgiving, Christmas, etc.

3a: An answer "aro'ond the holidays" etc. in question 3 is to

he considered as "winter only", and 3a should he asked in

that case. We arc very anxious to find out from this

question why people do not "buy nuts the whole year 'round.

If "no" is the answer in 3, do not ask 3a.

Question 4: Record either "yes" or "no" in the space allotted.

Question 5: If "no" is the answer in No. 4, ask No. 5. This should

he answered either "yes'^ or "no". If "yes", ^^rite in

after the "yes", on what special occasions a nut howl

i s put out

.

Question 5: Simply write in the answer as given.

Question 7: You will notice that tnis question and most of the fol-

lowing ones refer only to walnuts- It wil] he difficult to

t.:-.t any exact yearly quantity, hut try to get the person

interviewed to give n. general estimxite of the numher of

pounds hought yearly in the shell and the numher of

pounds hought already shelled. Record answer in the

proper place.

Question 8: Check frequency in the proper place. Anything less often

than once a month should he considered as "rarely". Check

"never" if v;alnuts are i.ot \ised in recipes.





Question 9: Write doTm reasons just as they are given to you. You

niay get, such reasons as "flavor", "nutritious", "recipe

calls for them", etc. If "never" has "been checked in

IJo. 8, do not ask No. 9.

Question 10: This question may include salads, appetizers, sauces,

as well as all cooked dishes. 0."i' course, if walnuts

are not used in any prepared dishes, do not ask the

question.

Question 11: Read off all the different uses and record the preferred

kind of nut after each use. If the person interviewed

does not use nuts in salads or any of the listed uses,

leave that particular space "blank. If peanuts are men-

tioned under any of these uses, try to f;et the next

choice. Write in any "other uses" mentioned and record

the kind of nut preferred.

QTaestion 12: In this question, we are trying to find out whether

preference or consumption has "been shifting to any par-

ticular kind of nut, as coinpared to the kind formerly

"bought, and the rea.sons therefor. The "why" should "be

asked only in case of a "yes" answaT:".

Q;aestions 13 Simply check answers given in the space allotted,
and 14:

Question 15: Check answer given and write down reasons for "'ouying

that way. If walnuts are "bought "both ways for cooking

use, write in ""both" and explain reason w":iy.

Question 16: Write in brands fcaown in the space after "know". 'The

"how identified" refers to the "brands mentioned.





Question 17: This requires a simple "yes" or "no" answer.

Question IS: This requires a simple "yes" or "no" answer. If the

answer is "yes", ask "what "brand".

Questions 19, Record the nuraher in family. If there are no children
20 and 21:-

under 14 years, omit questions ITo. 20 and ITo. 21.

Question 21 requires a "yes" or "no" answer. liVrite

in any comments on lines "below.

Please write do'.vn at the bottom of the page any interesting comm.ents

on nuts which you have received during the interview.

Important . Please he sure to ask all the questions. There should he

no hlank questions for a completed questionnaire, except those speci-

fied in the instruction?. If the person interviewed cannot answer

or does not know the answer to any question, write in the answer as

"don't Imow".

Classification Section . Except for "occupation of head of family",

which should he a direct question, this section should be filled out

after leaving the house. Estimate the age of the person interviewed.

Fill in the "nationality".

Incomie Class . Under this, report fromi general appearance of house,

neighborhood, occupation, etc. whether A, over approximiately $5,000;

B, $2,500 to $5,000; G, under $2,500.

We would like interviews distributed approximiately 25 percent in A

families, 50 percent in E families, and 25 percent in C families.

Fill in street address and city of person interviewed.





Please go over the questionnaire to niake sure that all inforrna,tion

is checked propcrl;/ and that the ans'»^ers are complete. Put your

own initials or name, at the end of each cueationnoirG

.

PLEASE -.

/PJTS WITH PglTCIL
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QUTSTIOMTAIHE

1. T7h?t is your opinion of the food value of nuts?

2. AlDout hovr nany -Dotuids of nuts have you Dought during the past month?

2a. tTnat kinds have you bought?

3. Is your use of nuts confined to any particular season?
If so, T7hen''

.

3a. If in v/inter only, why net in spring and sumin:r?

4. Do you ordinarily keep a "bo\7l of nuts on hand for cracking and
orating right from the shell?

5. If not, are there special occasions v/hen you put out a nut oowl in
this ray";"

6. Tmat kind of nuts do you like "best to eat from the shell?__

7. Ahout how many pounds of ',7alnuts do you huy a yea.r?

In the shell? Shelled?

8. Ahout how often do you use walnuts in recipes?

More than once a week
Once a week
Ahout twice a montxn

Ahout once a month
Rarely ITevur

9. If you use walnuts in prcpored dishe^j, what are your chief roasons
for doing so?

10. ^That arc your favorite dishes in which you use walnuts?
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QUESTIOimAIRE - (Ccntinued)

11. ^.That kind of nuts do you like "best for use in:

Salads
Cakes and cookie;

In candies
Desserts
Salted nuts
On sundae s

Other Ucses

12. In "buying nuts, have you had a tendency to switch to anj^ particu-
lar kind during recent years? Yes !To If "yes'^ to

what kind? '^Thy?

13. In v,-hich way do you use more walnuts: For use in recipes
or to eat frorri the sliell Equally

14. Are you using more v/alnuts or fewer walnuts in cooking and in
salads now than in past years?
liore Fewer No change

15. When "buying walnuts for cooking use, do you tuy them:

In the shell? Shelled?
Way?

15. V^at "brands of walnuts do you Icnow? If more than one
is named, which do you consider "best? How
identified?

'17. Do you ever have trou"ble fretting walnuts when you want them?

18. Do you remem"ber ever having seen walnuts advertised?
IThat "brand?

19. lluniber in family

20. Ages of cnildren (if o.ny)

21. Do your children eat walnuts'?

Comrients

Date of interview Nationality
Age of interviewee Income class
Occupation of head of famil- Street address
City
Name not necessary
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