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INTRODUCTION 

Imoortance 2.1'. Jib!. problEI!l 

'lhe basic problem confronting the dairy industry today is one of 

utilizing its total fluid milk production. During recent years the 

industry has witnessed a general decrease in per capita consumption of 

dairy products ~ile per capita production has remained fairly constant 

and in amounts approximating the average for the past 16 years (Table 2 ). 

As a result the dairy industry. ha s produced a surplus of fluid milk and 

manufactured dairy products. The Federal Government, under its price 

support prcgram, has been the ultimate recipient of these surpluses and 

now possesses huge warehouse stocks. The cost to the Federal Government 

and to the taxpayer has been great, resulting in en intense desire by both 

the Federal Government and the dairy industry to take steps to alleviate 

this condition. 'lhe following study is 1mdertaken with the hope that the 

findings from it may provide the dairy industry with informa tion 'Whi ch, 

in some small way, may contribute a partial solution to this problem. 

Objectives of this study 

The object ives of this analysis are: 

(1) To analyze attitudes of consumers toward the eff ectiveness 

of various media used to advertise fluid milk. 

(2) To analyze consumer attitudes, preferences and consumption 

of fluid milk. 

The areas covered by this study are somelfbat general and diversified. 

The areas studied and the questions asked resulted from personal interviews 
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with several prominent dairy industry leaders. Through these interviews 

the advertising and merchandising problems most paramount in the minds of 

these men were resolved. 'lbe questions asked were then devised to obtain 

information relative to these problems. The result was an analysis which 

may be some~at broader in scope than possibly would have been made had 

these industry leaders not been consulted. 

Trends ia ~ dairy inciustn 

Milk production in the United States has been undergoing a rapid 

change. Research, education and the 'Widespread adoption of vastly improved 

production methods have increased the flow of fluid milk. During the same 

period the per capita consumption of milk and some milk products in the 

United States has declined, causing a widening gap between production and 

consumption and resulting in huge wrehouse stockpiles of dairy products. 

Milk production on farms in the United States reached an all-time high 

during 1954, totalling an estimated 125 billion pounds. It also topped 

the average production for the period of 1938-54 by nine billion pounds 

or eight per cent. l-iilk cows totalled 22.5 million head during 1954, the 

highest in five years, but were 12 per cent below the all-time peak of 

1944. This number totalled only four per cent above the 1938-54 period 

low of 21.6 million in 1951. Hilk production per cow, however, reached an 

all-time high of 5,500 pounds per cow in 1954, culminating ll years of 

continuous increase in per cow production. This was 545 pounds or ll per cent 

above the average for the 1938-54 period (Table 1). Per capita production 

increased one pound over the 1953 figure of 759 pounds. This was well 

below the record year of 1942 when per capita production totalled 879 

pounds, and was six per cent below the 806 pound average for the 1938-54 

period (Table 2). 



Per capita consumption during 1954 totalled 700 pounds in total milk 

equivalents. This was an increase of 12 pounds over the 1953 record low 

of 688 pounds. '!his total vas well below the 19.38-54 period high of 821 

pounds established in 1942 and seven per cent below the 752 pound average 

for the period. Per capita consumption of individual dairy products also 

shoved a change. For fluid milk and cream per capita consumption of 352 

pounds in 1954 vas two pounds above the 1953 level and about the same as 

3 

the previous six years. It was 1.3 per cent belov the 1945 record high level 

of 399 pounds and two pounds below the 19.38-54 period average of 354 pounds. 

Per capita conswaption of cheese, averaging 7.7 pounds in 1954, vas the 

highest on record and four per cent above the 1953 level. Evaporated milk 

per capita consum~tion at 14.6 pounds was down from the 1953 total of 15.2 

pounds and 24 per cent below the record high of 18 .1 pounds set in 1948. 

Ice cream per ca.?i ta coo.sumption totalled 3.5 gallons, wich was 

slightly below the levels for the previous five years, considerably lower 

than the record of 5.0 gal.lons in 19461 but three per cent above the 1938-54 

average of 3.4 gallons. 'lbe per capita consumption of nonfat dry milk 

solids of 4.6 pounds equalled the all-time high accomplished in 1952 and 

was 53 per cent above the average of J.O pounds for the 1938-54 period. 

Butter \las consumed at a per capita amount of 9.0 pounds in 1954. This was 

up sligb tly from the record lows of the previous two years, but vas only 

one-half of the record high of 18.3 pounds set in 1934 and only 75 per cent 

of the 12.0 pound average for the 19.38-54 period (Table 2) 

The decline in the use of butter has been one major cause of the decline 

in total dairy consumption. Margarine has been the nemesis of butter. The 

price caapetition of margarine bas probably been of major importance in 

reducing butter consumption. 'Whether price vas the chief cause or 'Whether 
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a combination of factors including price, availability and flavor operated 

in the market the fact is that margarine is replacing butter and the result­

ing hardships on the industry is evident. In 1942, 35 per cent of the 

total milk produced in the United States was utilized in the production of 

butter, while 40 per cent wa.a used as fluid milk and cream (101 pp. 15, 16). 

In 1954, 27 per cent of the total milk production was utilized in the 

production of butter, while 46 per cent was used as fluid milk and cream. 

During 1942 the per capita consumption of butter and fluid milk and cream 

was 15.7 pounds and 354 pounds respectively, but declined in 1954 to 9.0 

pounds and 352 pounds respectively. 

This decline in the use of butter has necessitated divergence of some 

fluid milk from the production of butter to use as fluid milk and cream or 

production of other manufactured dairy products. Mean~ile, per capita 

consUDlption of fluid milk and cream ha s failed to increase proportionately 

and, even though the per capita consumption of some other dairy products 

has increased, the amount has not been sufficient to utilize the total 

amount of fiuid milk produced. 

Other factors have also operated to hold down per capita consumption 

of dairy products. One factor is the a pparent trend away from consumption 

of animal fats. In 1942 the per capita consumption of food fats and oils 

of anima] origin was 27 pounds, ~ile the per capita. consumption of those 

fats and oils from vegetable origin was 18 pounds. In 1949 the per capita 

consumption of food fats and oils of animal origin had declined to 21 pounds 

wile the per capita consumption of fats and oils of vegetable origin had 

increased to 22 pounds (5, p. 1985). 

The increased competition of other substitutes during the past two 

decades limited the amount of increase in consumption of dairy products. 
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'Ibis baa been particularly true with regards to fluid milk. Tbe caapeti. tion 

from coffee and soft drinks has been apparent, and the rise in per capita 
,. 

consumption of tbeae beverages has undoubtedly had the effect of restricting 

nuid milk conswaption. 'lbe soft drink industry has realized a phenomenal 

increase in per capita cansmaption during the past two decades. 

In 1954 the per capita consumption of soft drinks totalled 174 bottles. 

This was three bottles be.low the previous year all-time high, rut was 125 

per cent above the 1935-39 average of 'n bottles (11). Per capita consump-

tian of coffee in 1953 of 17 pounds was the same as in 1952, but was 2.0 

pounds less than the high year of 1949 'When 19 pounds wre consumed. '!he 

1953 total was 19 per cent above the 1935-59 average of 14 pounds (6, p. 86). 

Per capita consumption of fluid milk in 1954 totalled 299 pounds. lhia vas 

the same as two of the preceding three years but was only 13 per cent above 

the l9.JS-'9 average of 264 pounds (10, p. 16). 

The American people in 1954 realized' the largest persooal disposable 

inc011e in our history. Using an index with the :years 1947-49 as a base 

period equalling 100, the total personal disposable income for 1954 was 139. 

'Ibis culminated 12 years of continued annual increase in disposable income. 

'lhia total W&.s ca1siderably above the 19.35-39 average of .39 and surpassed 

the 103 average for the period 194.3-53 by 34 per cent {2, p. 7). The benefit 

of this increase in disposable income has been scaevhat lessenad during these 

years by a continual lessening of the purchasing power of the dollar. Using 

an index of consumer prices and the same base year 1947-49 as equalling 100, 

the purchasing power of the dollar reached the lowest level during this 

period in 1953 lihen its value cropped to 87 cents. 'Ibis -was considerably 

below the 1935-39 average level of 167 and was 23 per cent below the 194.3-5.3 

average of 107 (6, p. 16). 
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Per cap1 ta consuaption of milk has shown irregular fluctuations during 

this period. exhibiting no direct correlation witb changes in the purchasing 

power of the dollar and personal disposab~e income. 

Fluid milk prices during this period remained relatively stable, indi­

cating that lack of higher per capita consumpti.on cannot be attributed to 

1.nflated milk prices. 

Professor Merrell DeGraff of Cornell University points out that: 

In the i.nf'lationa:cy period of the past 15 years milk prices 
at retail have risen less than the prices of all food, so that 
milk is no\i a comparatively better buy than in tllose 'good old 
days' of low prices. In 1935-39, one hour of industrial wages 
would bly 4.8 q.uarts of milk at retail price. Today this figure 
is 7.2 quarts (12, P• 4). 

Despite this apparent price advantage, per capita production of milk 

has continued to surpass per capita consumption of total milk equivalents. 

,lU QUtpl.uo probl•. 'lbe continuing disparity between per capita produc-

tion and per capita consumption has resulted in an annual surplus of dairy 

products. Under a free :market situation such an increase in supply over 

demand would tend to depress the price of the product until a level of 

equalibrium vas reached, at ~ich the demand would be sufficient to clear 

the market of the supply. However, the market situation of the dairy industry 

has not been a free one. Since early in the 1930's, the Federal Government 

has carried on price support programs in varying degrees 'Which have prevented 

the regulation of price b,y the forces of supply and demand. Under these 

programs, the Federal Government has established a guaranteed price for fluid 

milk and milk products which has resulted in a "price floor, n below which 

prices cannot decline regardless of the supply or demand for the product. 

As a result of these price support programs, the Federal Government has, 

during various years, purchased the annua.l. producticn surplus 'Whi ch has now 
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Table 1. Number of milk cows, pounds of milk produced and pounds of milk 
produced per cow, United States and Utah, 1938-54~ 

Number of cowsl Total Pounds Production per 
Milk Prgiyced cow 

Ie~ u. s. Utah 01 S1 Utah u. s. Utah 

11 000 Head Million Pounds Pounds 

1938 23,717 95 107,255 522 4,522 5,500 

1939 23 ,923 96 108,558 538 4,538 5,6oo 

1940 23,684 96 109,510 550 4,624 5,730 

1941 24,361 101 115,498 592 4,741 5,860 

1942 25,167 107 119,240 629 4,738 5,880 

1943 25,663 112 117,017 655 4,598 5840 

1944 25,913 117 117,023 690 4,572 5,900 

1945 25,329 117 119,828 710 4,787 6,070 

1946 24,475 110 117,697 672 4,886 6,110 

1947 23,825 106 116,814 657 5,ocn 6,200 

1948 22,933 104 112,671 661 5,044 6,360 

1949 22 ,745 105 116,103 669 5,Z72 6,370 

1950 21,944 100 116,602 655 5, 314 6,550 

1951 21,616 100 114,841 657 5,31•3 6,570 

1952 21,550 101 115,117 662 5,329 6,550 

1953 22, 224 105 121,200 693 5,447 6,600 

1954 22,532 107 125,0002 5,500 

~VERAGE ~J.2~J. 102 u~.a~l 638 iu2~2 6.006 
1. Cows and heifers m1+Jced during the year 
2. u. S. D. A. estimate. 

Source: U. S. D. A. AgrWul tura1 Statistics 1938-53· 
U. S. D. A. Milk cows on farms, 1954· 
U. S.. D. J.. !be Dairy Si'blation, April 1954 and !ugWJt 1954. 
O. s. D. A. Office of Agricultural Statistician, Salt Lake City. 
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Table .2. Per capita milk production and consumption of dairy products, 
U~ii~ State~. ~921..-~~1 

Per C1~1ta -ensum:tion or DairY Products2 
Milk Fluid Butter Cheese Evap. Cond- Dry Non- Total 
?rod. Milk & loiilk ensed Whole fat Ice Milk 
Per Cream lbs. l>1ilk Milk Dry Cream Equiv-
Capita Milk a1en~ 

II AI: lllih1 l.:bAa l:b§. l:bi.~ ~~h l.l!ls 4 lbii• Solig G!!. lbs1 

1938 81; .329 16.4 5.8 15.4 1.6 .1 2.1 2. 2 785 

19.39 816 .3.32 17.2 5.8 16.1 1.5 .1 2.1 2 • .3 81.3 

19.40 828 .3.31 16.7 5.9 17 • .3 1.8 .1 2. 2 2.4 8cn 

1941 86.3 .3.34 1;.8 5.8 16.6 1.7 .2 2.4 2.9 791 

1942 879 .354 15.7 6 • .3 16 • .3 1.9 .2 2.5 .3 • .3 821 

194.3 856 .371 11.7 4-9 16.9 1.7 ·4 2.1 2.8 740 

1944 846 .381 11.8 4.8 1.3.6 1.9 .J 1.5 .3.1 752 

1945 856 .399 10.8 6.6 16.1 1.9 ·4 1.9 .3.4 'T/7 

1946 8.32 .389 10.4 6.6 16.8 1.5 .; .3.2 5.0 775 

1947 810 .369 11.1 6.8 17.9 2.1 -4 2.9 4-.3 758 

1948 768 .355 9.9 6.8 18.1 1.7 • .3 .3 • .3 .3.9 714 

1949 778 .352 10.4 7.2 17.6 1.9 .2 .3.2 .3 .7 724 

1950 769 .349 10.6 7.6 17.9 1.9 • .3 .3 . 6 .3.6 7.31 

1951 744 .352 9.5 7.1 16.0 2.0 .4 4.6 .3.7 694 

1952 7.34 .352 8.6 7.5 15.5 1.9 -4 4.6 J .7 688 

195.3 759 .350 8.6 7.4 15.2 2. 0 .J 4.1 3.7 7Cf7 

J.2~t. 22Q :2~, 2.Q 2·'1 JJ..~ 1·~ .1 !u6 ~-~ :ZQQ 
AllEBAYE aQ.2 J~l. ~.o ~.~ J.f!.J 1.8 !J .3.0 ~-~ 2~~ 
1. Farm Milk Production in rel ation to census July 1 po_t1ulation, including 

Armed Forces overseas. 
2. Data for 1941-54 e.re civilian consumption only. 
.3. All cheese except full skim, cottage, pot and leakers • 
4. Case am bulk. 
5. ~hole milk equivalent, fat solids basis. 

Source: Hilk .rroduction on Fanns and Statistics of Dairy Plant Products, 
1954, United States Department of Agriculture, Agricultllral 
Marketing Service, February 1955. 
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given them possession of huge stockpiles of surplus dairy produc ts. 

These price support operations were originally instituted during the 

early 1930's. Government surplus purchases during this period were lov as 

ccqpared to the post-war period, with the exception of 1938 wen 2,916 

million pounds of whole milk equivalents were purchased (Table 3). Legis-

lative authorization for price support operations during the war years was 

made under the provisions of the Steagall Amendment, 1 but were never carried 

out. 

During moat of the war-time period of price controls the Federal Govern-

ment made direot payments to milk producers on milk and butterfat sold by 

them. 'lbe Government a lso made subsidy paymEilts to cheese manufacturers on 

cheddar cheese production and payments to milk handlers on fluid milk in 

certain markets. 'lhe purpose of these payments was to increase the returns 

to dairy farmers in order to help th8Dl maintain production of milk to meet 

war-time requirements without an increase in the price ceilings on milk and 

other dairy products. Dairy production r ose rather sharply during the migra-

tion of labor fran the_farms to more premising non-farm opportunities. 

The early poet.-var years saw a sharp decline in total production from 

the all-time high of 1945 to the poet-war low of 1948. During this period 

there were no government price support purchases, even though provisions for 

such were contained in the Steagall Amendment and the Agricultural Act of 

1948.2 In 1949, however, the government purchased 2,541 million pounds of 

1. This amendment pr-ovided that if the Secretary of Agriculture announced 
that an increase in the production of an agricultural commodity was 
necessary for the war effort, he must support prices to producers for 
that commodity for a specified period following the end of hostilities 
at not lese than 90 per cent of parity. 

2. 'Ibis act in effect extended the steagall .AmEildment and required the Secre­
tary of Agriculture to suppor.t prices to producers for milk and l::utterfat 
at 90 per cent of parity through 1949. 
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whole milk equivalents of butter, cheese and nonfat dry milk solids (Table 3). 

This total was increased to 3,666 million pounds in 1950. During these same 

two years milk production dropped 1, 761 million pounds and 1.485 million 

pounds respectively below the 1950 total. 

The slight production increase accomplished in 1952 came in the latter 

part of the year wen a substantial expansi on in total production began. This 

expansion continued in 1.953 resulting in an all-time high (at that time) in 

total milk production of 121,200 million pounds. Dairy herds increased only 

three per cent but per cow production increased by 118 pounds (Table 1). 

Government purchases during 1953 totalled an all-time high of 9,981 million 

pounds of 'Whole milk equivalents. In 1954 the trend continued with total 

production reaching a new all-time high and govermnent purchases threatening 

the all-time high mark of 1953, having purchased 8,9'72 million pounds of milk 

equivalents in the first seven months of 1954 (Table 3). 

'!he perishable nature of fluid mil k has necessitated storing the dairy 

surpluses in less perishable f orms. Since 1949 all dairy surplus purchases 

have been in the form of nonfat dry milk solids, butter and cheese. Purchases 

in the form of nonfat dry milk solids have continually represented the largest 

portion of the total dairy surplus purchases. During the period 1949-54, the 

Federal Government had purchased a total of 1,982,494 pounds of nonfat dry 

milk solids, ~ich vas 54.8 per cent of the total pounds of dairy products 

purchased (Table 3). 

The cost of administering this program has been great. Much of the dairy 

surpluses purchased during this peri od have been disposed of by the Federal 

Government through their disposal program which has been carried on simul­

taneously with their purchase operation. Ae of June 30, 1954, the t otal 

realized coat of stabilizing dairy farm prices through these purchasing programs 
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was 521.1 .cillion. This represented approximately six per cent of the 

8,149.1 ~illion dollar cost1 incurred in administering the over-all agricul­

tural price support program (Table 4). 

The caaple:xi.ty of the surplus problem is as grea t today as in any time 

during recent years. Faced with the l a rgest milk production potential i~ our 

history, the nation must deal simultaneously with the tremendous wa rehouse 

stocks of dairy products remaining in stor~e. Goverru:1ent stocks as of March 31, 

1954, totalled .365 million pounds of rutter, 483 million pounds of cheese, and 

598 million pounds of nonfat dry milk solids (14). 

'lbese holdings by the government were the equiva lent of 
11 billion pounds of whole :nilk. 'lhe se inventories, it may be 
noted, represent less than half the decline in total per capita 
consumption between 1939 and 1954 (14, p . 11). 

In other words, had the American people consumed dairy products in 1953 

at the same per capita rate as in 1939, they would have utilized a pproximately 

19,840 billion additional pounds. Instead of an 11 billion pound surplus . 
in Government hands, there would have been an 8.8 billion pound shortage 

(14, p. 1.2). Clt::arly, there is a fundamental need for an approximate equat-

ing of dairy production and consumption. 

l>lerchandising ~!! solution. Secretary of Agriculture Ezra Taf t Benson, in 

a 1953 speech before the American Dairy Association, set forth the philosophy 

which has characterized the present dairy program. 

'lhere is no overall surplus of dairy products. Actually 
there exists a great shortage of milk to meet our full needs. 
\that we have is a lack of adjustment to the markets so that not 
all butter, cheese and dried mlk: is being consumed. If the 
adjustments are made ••• the surplus problem will b e gone (3, p. 15). 

Acting ll'i. th this philosophy as a basis the dairy industry has embarked 

on a merchandi.aiJ:ag program designed to "sell" milk to the public and thus 

1. Totals do not include interast and administrative costs. They do inclucie, 
however, cost for storage, transporta tion and handling. 
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Table 3. Purchases of dairy products by the Federal Government 1933-41 
and 19.42-21. 

Evapo- Nonfat \'hol e milk 

Butt~~~ Chees~2 
rated dry mi lk Equivalent 

X~it MHk §cJiga .1Ju:cbu~a 
1, 000 lbs. 1, 000 lbs. 1,000 lbs. 1,000 lbs. million lbs. 

193.3 43,2343 869 

1934 24,6244 17,9365 4006 675 

1935 7,055 192 47,0'Z7 15,840 244 

1936 2,951 9.32 6,160 3,594 82 

19.37 .3,0497 13s8 19,6.36 23,188 104 

1938 141,979 3,463 19,4709 31, 260 2,916 

1939 25,.398 3, 209 5,035 515 

1940 10,604 4, 354 65 ,903 7, 31710 397 

1941 11,454 4, 350 238 

1949 114,'Z73 25, 526 3~5 , 49.3 2,541 

1950 1Z7 ,905 108,944 351, 641 3,666 

1951 221 828 53,457 1.3 

1952 16,065 2,789 51,494 .348 

1953 358,909 291, 04.3 587,431 9, 981 

1954 
Jan-Sept. 319,344 268,187 612, 978 8, 973 

1. Includes purchases by the Dairy Prcx:lucts Marketing Association 
2 . American cheese unless otherwise s pecified. 
3. Includes 11,951,046 pounds purchased by Land O' Lakes prior to mid­

October. 
4. Includes 5,908,020 pounds purchased with Federal Surplus COllllllodi ties 

Corporation funds early in 1934. 
5. Includes Swiss cheese purchased in August. 
6. Purchased by F.s.c.c. during 1934. 
7. Includes 36,525 pounds purchased by F. s.c.c. under State Programs for 

flood relief. 
8 . Purchased by F .s.c.c. with State funds. 
9 . Includes 435,000 pounds purchased with State funds by F. s . c . c . in Sep­

tember and October. 
10. Acquired for relief die t r i l:uti.on by the Surplus Ha r keti ng Administr ation 
Source: 'lhe Dai ry Situation, October 18, 1955, United States Deptrtment 

of Agriculture, Agricultural Marketing Service. 
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Table 4. Realized cost of program for stabilization of dairy farm prices 
and income distributed by fiscal years. 

Commodity 1932- 1950 1951 1952 1953 1954 Total 

Butter 80.2 

Cheese 3.0 

Milk 39-5 

Total 122.7 

Total Agr. 
All Commo-
dities 

1'-llll.iona of dollars 

16.9 

1.0 24.0 

110.9 5-4 

411.1 

17.5 

0.7 

219.4 

872.8 

253.3 

64.1 

203.7 

8,149.1 

*Totals do not include interest and administrative costs. Include cost 
for storage, transportation and handling. 

Source: Appendix to table of "Realized Cost of Agricultural and Related 
Prices by Function or Purpose, F'iscal Years 1932-1954." u. S. 
Departn:ant of Agriculture. March 1955· 
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increase total consumption. Such a program is new to the dairy industry. 

For years the characteristic attitude of the industry has been one of 

believing that the need for milk in the dally diet \laS enough to maintain 

sufficient demand and that no other "selling" measures were necessary. Now 

there has been a shift in attitude and the industry is attempting to equate 

dairy production and crosumption, primarily by means of increased consump-

tion. 

Increasing consumption has been favored over decreasing production by 

most dairy leaders as a means of resolving the dairy problem. The increase 

in health standards for the nation as a \~hole which may result from 

increased milk consumption is pointed to by many as a very desirable conse-

quence . '!ben, too, it is pointed out that there is a very definite market 

for increasing total consumption. Primarily the adult population provides 

this market. Professor Herrell DeGraff of Cornell University points out 

that 

Among our adult population, those over 21, hardly more than 
one-quarter continue to be regular milk drinkers. About ha lf of 
the adult population seldom or never drink milk (14, p . 20) • 
••• Nearly two-thirds of our population, however, are at ages 20 
years and more. This represents approximately 102 million ~ilk 
consumers or potential milk consumers (14, ;? • 21) . 

In advocating increased consumption as a . .solution to the problem, many 

industry leaders have pointed to the desirability of placing special empha-

sis on increasing consumption of fluid :w.ilk. The presence of a t'Wo-price 

syetem for milk in the dairy industry is one reason for this proposal. 

Since the Class 1 price for ma.rket milk is ccnsiderably higher than that of 

the Class II price for manufacturing milk, the cash return to the D18.rket 

milk producer is proportionately higher. By effecting a general increase 

in the caneumption of market milk, the dairy industry would have to supply 
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additional mounts to meet this increased demand. '!his would mean e.n expand­

ing market for those already producing market milk and would undoubtedly 

necessitate certifying additional market milk producers. 'With more pro­

ducers realizing larger cash returns, the dairy industry as a lo'hole would 

realize a greater total cash return for its products and thus me.ke progress 

toward one of its ultimate goals-increased prosperity. 

Future population increases also lend weight to the proposal for 

increasing consumption. Latest projections by the Bureau of Census place 

our population in 1975 at approximately 2CJ7 million people (8, p . 36). In 

general, this means an expanding market for the dairy industry as well as 

other industries. At the present rate of per capita consumption of 700 

pounds (Table 2), our production must increase to an annual output of 144.9 

billion pounds to provide our 1975 population with the same level of per 

capita consumption we have today. This is an increase of 16 per cent over 

the estimated total production of 125 billion pounds in 1954. 

Should present efforts to increase per capita consumption be successful, 

the dairy industry can benefit from their program of attempting to increase 

per capita consumption. '!he consumption pattern of our future population 

will not be constant. Just as in the past the changing consumption desires 

of the consuming public will influence the level of per capita consumption 

of dairy products. Through a program designed to increase per capita 

consumption, the dairy industry, even though unsuccessful in their attempts 

to raise per capita ccnsumption, can insure more fully the maintenance of 

present levels of consumption and thus lessen the possibility of any future 

declines. 

In attempting to realize an increase in total consumption, the dairy 

industry has placed special emphasis on the need for effective merchandising. 
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'lbey have followed the philosophy of Secretary Benson and are attempting to 

bring about an "adjustment of the market" through effective merchandising. 

The industry is now actively competing for the consumer• s dollar and the 

need for merchandising as a partial solution is very real. 

Changes in the pattern of milk utilization have intensified this need 

for merchandising. In 1924, Z7 per cent of the total m.Uk produced was 

utilized on the farm while the remaining 72 per cent was marketed by the 

farmers through plants and dealers or retailed directly by the farmer as 

milk or farm-churned butter. Of the total marketed by the farmers, 62 per 

cent was delivered to plants and dealers for subsequent distribution through 

retail outlets. In 1953 this patt ern had changed considerably. Of the 

total milk produced, only 14 per cent l-JaS being utilized on the farms and 

of the remaining 86 per cent :m.ar-"eted by the farmers 8.3 per cent was 

delivered to plants and dealers for subsequent distribution through retail 

channels. This changed pattern has resulted in increased amounts of dairy 

products passing through retail outlets (9, p. 6). 

Competing and substitute products are also being actively merchandised 

through the same retail channels in increased amounts. Coffee and tea, soft 

drinks, beer and other beverages, while competin8 among themselves, are also 

in very close com.peti tion with fluid milk. Other dairy products have come 

into direct competition with new spreads and desserts, and in many cases lie 

side by side with their competition in store displays and thus become very 

vulnerable to the impulse desires of the consuming public. 

These two developments are accentuated by the increase in purchasing 

power of the average American. "With purchasing pm.'er of most Americans at 

or near record levels and 'With the productive capacity of our economy pro­

viding milk and other goods in excess of bare subsistence levels, the 
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c011SU1ling public is able to exercise considerable choice in today's market, 

thus intensifying this competition. 

Review ~ literature 

Until the present time there have been no general studies conducted in 

the state of Utah to appraise consumer reaoti011 toward dairy product advel'­

tising. Dairy studies have been coo.ducted ill other areas of the United 

States but, to the best knowledge of the author, none have been directed at 

the appraisal of dairy advertising effectiveness. In general, these dairy 

studies have been ccndncted to analyze various factors \ilich influence per 

capita consumption of fluid milk and dairy products. Some of these studies 

parallel the study conducted by this author. Hovever, it is felt that 

these studies may not represent the market situation in Utah (see conclusion 

to this section). 

In 1950 a study was conducted in the Seattle, Washington. area. '!he 

main objective was to determine the extent to which the consumption of milk 

and other dairy products we.s related to income, household size, age, educa­

tion of homemaker, sex, ethnic background and race (13). This study showed 

that the number of persons in the household was significantly related to 

total milk consumption while household income showed no significant relation­

ship. Males were found to consume significantly greater amounts of fluid 

milk than did females. 'lhe number of non-drinkers of milk was less among 

males than among females. Cottage cheese consumption increased with increased 

family income but decreased wi tb increased family size. Both the household 

size and income were significantly related to the consumption of butter. 

A study conducted in Memphis, Tennessee,vas designed to obtain informa­

tion which would be helpful to the milk industry in evaluating the reacti on 

of consumers to the impact of price reductions and promotional activities (3). 
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'lhe study was conducted in 1952 and again in 1953 using, as near as was 

possible, the same sampling area and respondents. The study revealed that 

the increased sale of milk acccmplished during this period was accompanied 

by price reduc tiona and increased sales promotion activity. Only seven per 

cent of those interviewed indicated an awareness of the fluid milk lower 

prices, while 66 per cent indicated an awareness of increased advertising. 

It was concluded, therefore, that reduced prices played a minor role in 

.increasing total fluid milk conSUlllption and that consumption might have been 

increased still more had the promotional activities been directed so as to 

make more people aware of the price reductions \lhich had occurred. 

Perhaps the most widely used study on this subject was the study made 

by Alfred Politz Research, Inc. for the American Dairy Association in 195.3 

(1). '!his study was designed primarily to investigate the consumer market 

for its characteristics, behavior and attitudes relating to beverages, milk, 

butter and oleomargarine, cheese and ice cream. 'Ibis l-IaS a nation-wide 

survey. 'lhe· study revealed that the use of milk declines with advancing age 

and that children under 15 years of age, who represent one-fourth of the 

total population, drink approximately one-half of the milk consumed. Coffee 

was found to be the most common beverage in the adult diet with approximat ely 

twice as many adult respcmdents drinking that beverage as drink milk. Milk 

was the second most common beverage in the adult diet. '!bose drinking more 

coffee and tea 'Vera doing so because they liked the taste, wile those who 

were drinking less of these beverages were doing so because they did not 

think it was good for their health. 'lhe reasons for consuming milk were 

reversed. 'lhose drinking more milk were doing so because they felt it was 

good for their health, while those drinking less were abstaining because 

they disliked the taste or felt milk was fattening. 
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'lhose using mare nonfat dry m.ilk were doing so prim.e.rily because it was 

cheaper, \dlile those using less of it did so because they "disliked the 

taste." l1ore than half of those interviewed had never tr~ed using nonfat 

dry milk solids. Inquiries concerning the believabill ty of milk claims 

showed that the majority of both drinkers and non-drinkers of milk believed 

that milk was good for bones and teeth and supplied the body with energy. 

'lbe majority of these groups, however, had some doubts about claims that 

milk was not fattening and that it helps their eyesight. About one-half of 

each group believed that milk was good for digestion, that it helps them 

sleep, and helps their canplexion. 

Another very extensive study was conducted in the Oakland, California 

and Los Angeles, California areas. 'Ihe objective of this study vas to analyze 

various factors lohich influence per capita consumption of dairy products in 

these urban areas. 'lhe results of this study were summarized in eight separ­

ate issues of "California Agriculture" magazine (3). lbese summaries 

included discussions of (1) relationship of dairy expenditures to total food 

expenditures, (2) use of dairy products in the diet, (3) consumer buying 

habits and distrirution of dairy products, {4) average family consumption 

of dairy products, (5) per capita consumption in relation to income, age and 

family size, (6) seasonal use of dairy products, (7) seasonal expense and 

source of dairy products and (8) utilization of dairy products by the family. 

'lbe study showed that the families interviewed spent from one-fifth to 

on&-sixth of their total food dollar for dairy products and that families 

which spent the most for dairy products and food had the largest families. 

Slightly CNer 50 per cent of the total amount spent for dairy products l.'S.S 

spent for fluid milk:. Dairy products were found to contribute a large share 

of the food nutrients recommended by the National Research Council. 
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Fluid milk was found to be the most frequently used dairy product, being 

used in one farm or another by 90 per cent of the families interviewed. 'lhe 

number of families using fluid milk did not vary much from one income group 

to another, \lhile those using half and half milk, cottage cheese, cheddar 

cheese, ice cream and butter tended to increase with increased family income. 

The use of evaporated milk tended to decrease with increased income. Families 

wi tb children under 16 years of age were found to consume t wice as much fluid 

milk as did families with children above this age. Consumption of other 

dairy products was also higher among the families with younger children, but 

the difference was not nearly so great. 

Total consumption of dairy products was greater in the sumn:.er than in 

the 'Winter. Consumption of some individual dairy products, however, showed 

opposite seasonal variation to the general trend with frozen desserts exhib­

iting the greatest difference. Total seasonal expenditures for dairy products 

paralleled the seasonal consumption trends with more money being spent for 

these products in the summer. 

Almost all of the families usir:g fluid milk were found to use it in food 

preparation. 1-'rom 10 to 15 per cent was ccnsumed in this manner, vd th the 

largest portion being used in baked goods. Two to three per cent of the 

total milk ccnsumed was consumed in tea and coffee. Of the 68 per cent of 

the families who used cottage cheese, 37 per cent used it in the preparation 

of salads, wile 31 per cent served it alone a t the table. 

Conclusion 

The applicability of these studies to the state of Utah may or may not 

be valid. Th.e factors '-1hich influence per capita consumption in Utah will 

not be consistent with the factors 'Which influenced per ctt.pi ta consumption 

in these other areas. 1he influence of religious beliefs, the rural-urban 



21 

population ratio, the area standard of living level, the educational stan­

dards and avaiJ.abllity of products are some of the influences wich may very 

between areas and thus influence such data. 'lhe variation in these many 

influences make it VeJrY difficult to use per capita data from one area to 

explain per capita conditions in another area. 'l'be most valid per capita 

analysis can generally be derived from data obtained from the area being 

analyzed. Then too, such an analysis must be qualified because the situation 

reported is characteristic only of the time period studied. The si tnation 

reported in such an analysis may persist for some time since group change is 

much slower than individual change, l::ut even in applying the analysis to the 

area studied, one must consider the time interval and possible group changes. 

Therefore, one should not assume that the findings of the preceding 

studies are characteristic of Utah. 'Dlese studies are useful in this area 

to point up ccndi tiona 'Which exist in other areas, to l:ring attention to condi­

tions which might exist in Utah, and to use as a guide in preparing similar 

studies and analysis for Utah. 
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SOURCE OF DATA AND METHOD OF PROCEDURE 

'Ihe data used in this study were obtained from 1200 housewives and 

male heads of households in the state of Utah between March 15, 1955, and 

Nay 31, 1955. The data were draw in various size towns from the counties 

listed in Table 5. The tows and number of samples draw from each are 

included in Table 6. 

Information received from personal interview with prominent men in 

the dairy industry in Utah, as well as other men associated with the 

industry, vas partially utilized in constructing the sample questionnaire. 

'lhe questionnaire vas pre-tested by the author before actual drawing of the 

sample commenced. 

'lhe sample size was set at l$00 respondents after consultation vith 

statisticians at Utah State Agricultural College. This number lfa.S later 

reduced to 1200 respondents 'When the 300 samples to be draw from tows 

of less than 200 total popula tion were omitted. This li.mi tation vas 

deemed necessary because of the higher cost of obtaining these rural 

records and the limited time and budget available for conducting this 

study. 'lhe towns in the state were categorized by total population as 

follows: below 200 popnlation, 200-500 population, 501-1500 population, 

1501-2500 population, 2501-5000 population, 5001-10,000 population, 10,001-

30,000 population, 30,001-60,000 population and above 60,000 population. 

The apportionment of the total sample was made to these population ca te­

gories on the basis of the percentage that each category was of the total 

population included in all categories (Table 5). 
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The towns to be 88Dlpled vi thin each category were selected on the 

basis of geographical location. Location c r1 teria included: (1) location 

for most economical travel in drawing the sample, and (2) location within 

general state areas so as to provide, as· nearly as possible, a representa­

tive sample of each population category from each general state area (Table 

6). The number of samples apportioned to each sample town within each 

population category was determined by the percentage each sample tolm' s 

population was of the total population of the sample towns w1 thin each 

category. This procedure was followed in apportioning samples in population 

categories with more than 1500 total population. In the population cate­

gories of 200-500 and 501-1500 populations, each sample town was appor­

tioned the same number of samples, except where left-over samples resulted, 

in '\ohich case the sample towns Yi th the larger popula tions were apportioned 

one extra sample in descending order of total population (Table 6). 

~se interviewed were selected at random as found in a house-to-house 

tour of each town sampled. In the larger towns of the state-Salt Lake, 

Provo, Ogden and Logan-maps were used and the aid of real estate firms 

enlisted to determine the relative income level of city areas on the basis 

of real estate value. This procedure was followed in an E>. ttempt to gain a 

representative sampling of all income groups listed on the questionnaire. 

The sample was drawn by means of personal interview conducted by the 

author and his associates with the aid of a preconstructed questionnaire. 

The use of the personal interview was deemed to be superior to thEa.t of the 

mail questionnaire for this type study. This conclusion resulted from an 

experimental mail questionnaire study flhich is summarized in the Appendix 

of this paper. 



Table 5. Apportionment of total sample by population category and 
general state area, 1200 respondents, consumer opinion 
survey, Utah. 1955. 

Population Population 
Category of 
Below 200 Category 

200-500 135,168 

501-1500 34,451 

1501-2500 40,736 

2501-5000 60,400 

5001-10,000 74,071 

10,001-30,000 45.769 

30,001-60,000 57,112 

Above 60,000 182,121 

TOTAL 668,862 

GENERAL STATE AREA I: 

Cache County 
Box Elder County 
Rich County 

GENERAL STATE AREA II: 

\veber County 
Davis County 
Morgan County 

GENERAL STATE AREA III 

Salt Lake County 
Tooele County 

GENERAL STATE AREA III 

U~ County 
"Wasatch County 

% Population Total 
Category is Samples 
of Total Taken in 
Population Category 

05 75 

05 128 

o6 90 

09 135 

11 164 

06.5 98 

08 120 

26 390 

100 1500* 

GENERAL STATE AREA V 

Uintah County 
Duchesne County 
Summitt County 
Daggett County 

GENERAL STATE AREA VI 

:&nery County 
Grand County 
'Wayne County 
San Juan County 
Garfield County 
Kane County 

. GENERAL STATE AREA VII 

Carbon County 
Sanpete County 
Sevier County 
Millard County 
Juab County 

GENERAL STATE AREA VIII 
Beaver County 
Piute Cotmty 
Iron County 
Washington County 
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*300 sBilples in populAtion ~ategory Lelov 200 population were eliminated due 
to high cost of obtaining and limited time and budget available. 



Table 6. Number of samples per population category and tow surveyed, 
1200 respondents, ccnsumer opinion survey. 

Town 
Suryeud 

Wallsburg 
Junction 
Uintah 
Paradise 
Stockton 
Myton 
Kanosh 
Einery 

TOTAL 

Marysvale 
Wellsville 
Honeyville 
Centerfield 
Mid "Way 
Castle Dale 
Duchesne 
Plain City 
Draper 
South Jordan 
Morgan 
Moroni 
Richmond 
Huntington 
Santaquin 
Para won 

TOTAL 

Levis too 
Qr.antsville 
Roosevelt 
Tremonton 
Riverton 
Fillmore 
Sandy 
'West Jordan 

TOTAL 

Tow 
Pooulation 

% Town Pop. 
of Total. Pop. 

Population Category 20Q-500 

Population Category 501-1500 

Samples 
Takeq 

9 
9 
9 
9 
9 

10 
10 
10 

75 

8 
8 
8 
8 
8 
8 
8 
8 
8 
8 
8 
8 
8 
8 
8 
8 

128 

Population Category 1501-2500 

1533 11 10 
1537 11 10 
1628 12 10 
1662 12 11 
1666 12 11 
1890 13 12 
2095 14 12 
2107 15 14 

11.118 100 90 

General 
State Area 

IV 
VIII 
II 
I 
III 
v 
VII 
VI 

VIII 
I 
I 
VII 
IV 
VI 
v 
II 
III 
III 
II 
VII 
I 
VI 
IV 
VIII 

I 
III 
IV 
I 
III 
VII 
III 
III 

25 



26 

Table 6 (continued) 

Town Tovn % Tow Pop. Sap lea General State 
Surveyed Population of Total Pop. T&Ua Area 

Vernal 2845 09 u v 
Helper 2850 09 12 VII 
Heber 2936 Cfi 12 IV 
Nephi 2990 09 u VII 
Drager ton 3453 11 15 II 
Layton 3456 11 15 IV 
Payson 3998 13 18 IV 
Richfield 4212 14 19 VII 
Clearfield 4723 15 20 II 

TOTAL 311.63 100 135 

Population Category 5001-10,000 

Orem 8351 21 35 IV 
Tooele 7269 18 29 III 
Brigham 6790 ~7 29 I 
Cedar City 6106 15 24 VIII 
Price 6010 15 24 VII 
Bountiful 6004 14 23 II 

TOTAL 40530 100 164 

Population Category 10,001-30,000 

Provo 29000 63 61 IV 
Logan 17000 37 37 I 

TOTAL 46900 100 98 

Population Category 30,0001-60,000 

Ogden 57112 100 120 II 

MAL 57112 100 120 

Population Category Above 60,000 

Salt Lake 182121 100 390 III 

TOTAL 182121 100 J20 



'lbe completed records "Were coded by the author and his associates and 

the final tabulation of returns accomplished by the IBM Department of Utah 

State .Agricultural College. 

Cbara.cteristics S1I_ ..tcW1 sample 

Female respondEilts represEilted the largest number of the total respon­

dents intervie"Wed. Of the 1200 respondents interviewed, 1115 or 93 per 

cent were females. 'lbe age groups of 31-40 years included the highest 

number of respondents of any single age group, totalling 383 or 32 per cent 

of the total sample. 'lhe · age group 21-30 ranked second 'With 328 or 28 

per cent of the total sample, 'With age group 41-50 years next with 225 or 

19 per cent. Those respondents over 50 totalled 208 or 18 per cent, W.ile 

the 31 respondents under 20 represented only three per cent of the total 

sample. Twenty-five respondents would not give their age. 

Ninety-four per cent of ll3 respondents were married, wile only 29 

respondents or two per cent had never been married. 'Widowed or divorced 

respondents represented the ranaining four per cent. Of those married, 

31 per cent had been married over 20 years, wile 16 per cent had been 

married five years or less. Twenty per cent had been married from six to 

ten years, 17 per cent had been married 11 to 15 years, and 16 per cent 

had been married 16 to 20 years. \illite respondents represented 97 per cent 

of the total sample, with li.egroid respondends representing the remaining 

three per cent. 

F'ifty-seven per cent of the respondents indicated family income of 

$3,000 to $51 000 annually. Nineteen per cent had an income of less than 

$3,000 annually. Eighteen per cent earned i5,000~to $7500 during the year, 

while six per cent realized annual incomes of more than $7500. Non-farm 

income represented the most common source of income, totalling 11 073 or 
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90 per cent of the sample total. Farmers engaged in dairying, either full 

or part time, numbered Z7 and represented two per cent of the total sample, 

\olhile farmers engaged in farming other than dairying, either f'u.l1 or part 

time, totalled 99 and represented the remaining eight per cent. 

Families totalling three to four in number represented the largest 

number. Of the 1198 families who responded, 535 or 45 per cent were 

included in this category. Those families having five to six in number 

totalled 332 or 28 per cent, ~ile those with two or fewer members totalled 

242 or 20 per cent. Families numbering over · six members totalled 89 and 

represented seven per cent of the total sample. A total of 4,828 people 

were inoluied in the total families contacted. 

Age composition of the household mE!Ilbers showed 981 families or 81 

per cent of the sample had two adults. Fourteen per cent of the families 

had three or more adults, wile only five per cent reported one adult. 

Eight hundred and twelve families or 68 per cent reported having no children 

in age group 12 to 18 years. Eighteen per cent had one child and ten 

per cent had tvo children in this age group. Only four per cent of the 

families had three or more children in this age group. Children were more 

numerous in the age group under 12 years. Only 416 families or 35 per cent 

of the sample reported no children in this age group. Twenty-one per cent 

reported one child in this age group, while 25 per cent had two. Nineteen 

per cent had three or more children in this age group. 
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FINDINGS AND ANALYSIS 

Adver1(1sing 

Purpose. The purpose of this section is to anal.yze respondent obser-

vance of dairy advertising and their attitudes and opinions regarding its 

effectiveness, the advertising media most preferred, and the most effective 

advertising methods. 'lhe data were obtained as described in the preceding 

section of this paper. The questions asked were subjective in nature and 

may not have measured \odla t the respondent actually does in a given si tua­

tion. Since respondent stated opinion and cCilduct may not always be corre­

lated, limitation and careful judgment should be exercised ~en interpret­

ing the results of this study. 

Respondent attituQ,es tow:arQ. ihl effectiveness .9i dairv adyertisin&. 

Respondent attitudes tCK.'ard the effect.iveness of dairy advertising were 

examined by ask.ing them if advertising fluid mi.lk and other dairy products 

encouraged their use of these products. 

The majority of respondents felt that advertising fluid milk did not 

encourage them to use it. Of the 850 respondents wo replied, 70 per cent 

indicated that advertising flu.id milk did not encourage their use of this 

beverage, wile 30 per cent felt tllat such advertising had encouraged its 

use in their households. Atti tu:les were more favorable toward the adver­

tising of other dairy products (cottage cheese, powdered milk, ice cream, 

etc.). Forty-eight per cent of the respondents felt that advertising 

these other dairy products did not encourage their use, while 52 per cent 

believed they were encouraged by advertising to uae these products. 

The percentage of respondents 'Who felt that advertising fluid mille 

encouraged its use tended to increase vith family income (Table 7). However, 



a higher percentage of respondents with family income of $5 1 000 to $7 1 500 

were encouraged by fluid milk advertising than ..-ere those in other income 

groups. Thirty-six per cent of those ~o felt they were encouraged by 

fiuid milk advertising were included in this income group, 'While the other 

income groups included from 25 to 31 per cent. This tendency on the part 

of low and high income groups to be less affected by advertising may be 

due to the inelastic nature of their demand. Low income groups tend to be 

price conscious and purchase items 'Which are priced at the level which 'Will 

maximize their lower incomes. High inccme groups, on the other hand, tend 

to purchase items with less regard for any such commodity characteristic. 

This purchasing trait may tend to m1njmj ze the effect of advertising on 

these groups. 

Table 7. Relationship between income and respondents' attitudes toward 
advertising of fluid milk, 840 respondents, consumer opinion 
survey, Utah, 1955. 

DQS!~ advetl1§~!)g of {1uid !ilk en~QUr&Jle ;you t2 use ~~? 
Family Al,1 r~s2ond.ent§ Yes No 
!!lSi!ilml Number Pg[ scmJI li:um~l: fer cen~ NUDlber Per cm:t 

{dollars) 

Under 3,000 161 100 39 25 122 75 

3,000-5,000 473 100 143 30 330 70 

5,000-7,500 149 100 53 36 96 64 

Over 7,500 55 100 17 31 .38 69 

TOTAL 838* 100 252 30 586 70 

*12 No reply. 
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A similar relationship vas found bet'Ween respondent opinions tovard 

advertising other dairy products and family income (Table 7a). 

Table 7a. Relationship betveen income and respondent attitude toward 
advertising other dairy products--840 respondents, consumer 
opinion survey, Utah, 1955. 

Does advertising other dairy products encourage you to 
!.!file ~!!!l 

Family ~J. reul22a&l§ats Y§§ No 
Insss&~ NJ:Y!lber Per ~~Die NYmbe[ Per cent Number Per cent 

(dollars) 

Under iJ,OOO 160 100 70 43 90 57 

J,00-5,000 474 100 252 53 232 47 

5,00C>-7 ,500 150 100 84 56 66 44 

Over 7,500 56 100 28 50 28 50 

TOTAL 100 434 52 

* 10 No Reply 

Dairy advertising appealed least to the older respondents (Table 8). 

The percentage of respondents who were encouraged by advertising to pur-

chase fluid milk tended to decrease with an increase in age of the respon-

dent. Apprcb:imately one-third of these respondents under 40 years of age 

felt that advertising fluid milk encouraged them to use it. Less than 

one-fourth of those over 40 years of age believed they had been encouraged. 
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Table 8. Relationship between respondent age and respondent attitude 
toward advertising fluid mil.k--840 respondents, consumer 
opinion survey, Utah, 1955. 

Dog; ~vert!§~~ ,(luid m.i,~ en£OUJ::!!ge ;x:ou t2 use it? 
Respondent All rt1P200§l~ Yes No 
Age NJ,&be[ P!r ~m~ Number Per cent NY!!lber Per cent 

(years) 

16-20 17 100 2 12 15 88 

21-30 22:7 100 84 37 143 63 

31-40 283 100 95 34 188 66 

41-50 159 100 47 25 112 75 

Over 50 144 100 20 14 124 86 

TOTJ.L 830* 100 30 582 70 

* 20 No reply. 

A similar relationship w.s found between respondent age and respondent 

attitude toward advertising other dairy products (Table Sa). Approximately 

60 per cent of the respondents under 40 years of age felt advertising 

other dairy products bad encouraged their use, 'While only about 40 per cent 

of those over 40 years of age felt they had been encouraged. 
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Table Sa. Relationship between respondent age and respondent attitude 
toward advertising other dairy products--840 respondents, 
consumer opinion surTey, Utah, 1955. 

Does advertising other dairy products encoUl'age you to 
:wl! !Qy1 

Respondent AlJ. r~aoondslc~ Xea Ng 
!&! N~t Per !i:!al! ~1!!2!Y: Pstr 211!~ Numl;!!r Pei gm:t 
(years) 

16-20 23 100 8 35 15 65 

21-30 2Z7 100 135 69 92 31 

31-40 284 100 165 58 119 42 

41-50 159 100 77 51 82 49 

Over 50 146 100 47 32 99 68 

TOTAL 839* 100 432 52 1P7 48 

* ll No Reply. 

Most of both those who buy their milk at the store and those who have 

it delivered feel that advertising fluid milk does not encourage its use 

in their homes · (Table 9). Approximately two-thirds of the respondents 

'Who obtained their milk from these two sources gave this reply. However, 

of those wo feel that advertising fluid milk encourages them, more buy 

it at the store than have it delivered. 'lhose wo O'Wil their ow cow are 

the group least affected by fluid milk advertising. Only 19 per cent of 

those who O'W'Il their 0\m cow feel that advertising fluid milk encourages 

them, while 81 per cent believe they are not affected. 
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Table 9. Relationship between source of fluid milk and respondents • 
attitude toward advertising fluid Diilk--coneumer opinion 
surTey~ 1200 respondents~ Utah, 1955 

Does advertising fluid milk 
Source fmQQY raJZe IOU to wae ~ jjl 

of Iotal It! lo 
Milk Number Per cent Number Per cent Number Per cent 

of total of tote.~ 

Delivered 333 100 88 26 245 74 

Buy at store 437 100 145 33 292 67 

Own cow 413 100 9 19 39 81 

Neighbors who 
Olin COW 32 100 11 34 21 66 

TOTAL 850 100 253 30 597 70 

The teodency of fluid milk advertising to be ineffective on those 

'Who own their cow may be due to the fact that these people have their own 

milk a._vailable in virtually un] imj ted amounts for family consumption. 

Since they have all they want and do not purchase 1 t f rom any souece, 

they are the least concerned vi th fluid milk advertising and, therefore, 

the least likely to be affected by it. 'lhi.s contention is strengthened 

~en one analyzes these respondents' a tti tude tovard advertising other 

dairy products ~ich are not produced by the respondent (Table 9a). 

Fif ty-four per cent of those who o'Wn the1.r ow cow feel that advertising 

other da iry products encou rages them to use these products, while 46 

per cent believe they are not encouraged. 'Ihese products are purchased 

by the respondent. Thus, he is more concerned with certain commodity 

characteristica, such a s price, quality, etc., and therefore more 

likely to concern himself with a dvertising about these products. 



Table 9a. Relationship between source of fluid milk and respondent 
attitudes toward advertising other dairy products--consumer 
opinion survey, 1200 respondents, Utah, 1955· 

dairy 
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Source 
of 

Milk 

Does advertising other 
pr9ducts encourage you 

Yes 
to use them? 

Delivered 

Buy at store 

Own cow 

Neighbors wo 
own cow 

TOTAL 

Total 
Number Per cent 

333 

4Y7 

48 

32 

850 

100 

100 

100 

100 

100 

Number Per cent 
of total 

161 

228 52 

26 54 

21 66 

436 52 

No 
Number Per em t 

of total 

172 

209 

22 

11 

52 

48 

46 

34 

48 

Advertising other dairy products was also more effective on those who 

buy at the store than it was on those who utilize home delivery. Fifty-two 

per cent of those ~o purchase at the store felt advertising other dairy 

products encouraged their use, while only 48 per cent of those who utilize 

home delivery believed they were encouraged. 'l'he highest percentage of 

those \dlo were encouraged by this advertising, as well as fluid milk adver-

tising, were those respondents 'Who purchased their milk from neighbors who 

0'\med a cow. 

Summat'Y• 'Ihe majority of respondents felt that they were not encouraged 

b,y advertising to purchase fluid milk. Approximately one-half, however, 

were encouraged to purchase other dairy products, as a result of advertising 

these products. 

Of those who were encouraged by both types of advertising, the percen-

tage tended to increase with family income. Ho .... rever, a higher percentage 



of respondents with medium family income were encouraged by this advertising 

tnan were those with high or law incomes. Respondents under 40 years of 

age were also encouraged more by this type of advertising than were those 

who vere past this age. 

Fluid milk advertising was least effective on those respondents who 

owned their own cow and was most effective on those who buy at the . store 

or from a neighbor who has a cow.1 'lhe majority of all these groups, 

however, felt that advertising fluid milk did not encourage their use. 

Advertising other dairy prcducts was most effective on those who 

o\.ned their own cow or who bought from a neighbor who had a cow. A higher 

percentage of those wo purchased t heir milk from the store were encouraged 

by this advertising than were those \lho utilized home delivery. '!be 

majority of all these groups, except those Who had home delivery, believed 

that advertising other dairy products encouraged their use. 

Advertising media ~ respo¢ent observa.nce S2I, dairy advertising 

The advertising media studied in this section included the radio, 

television and daily newspaper. Respondent replies to questions regarding 

the dairy advertising they could recall having seen through these three 

media were not solicited by any means which vas suggestive to the respon-

dent. They were asked in a direct manner to recall advertising they had 

observed and it is believed their answers were the ones most paramount in 

their minds. This method of questioning may have resulted in a lower 

number of positive recall r esponses than would have been received if a more 

h · Saae limitation may be necessary when analyzing the opinions of those 
'Who ow their own cow or those who buy fran a neighbor \olho has a cov 
since the number of respondents in these categories represents a small 
percentage of the total. 



suggestive method had been used. The suggestion of certain type programs, 

etc. might have reminded the respondent of programs and sponsors they 

might not have otherwise recal.led. 

Agyert1sipg media• Radios vere found in more households than were any 

of the other advertising media studied, but, according to respondents, 

were used the least as shopping aids in purchasing food products. 

Ninety-four per cent of the 1200 respondents interviewed had radios 

in their hanes. Ninety per cent subscribed to a daily newspaper, wile 

television ovners represented the lowest total. with 64 per cent of the 

sample owing this newest medium. 

The newspaper was the medium most commonly used as a shopping aid. 

'.1\renty-one per cent of the newspaper ovners said they used this medium 

as a shopping aid in purchasing dairy products, wile 42 per cent said they 

used it to aid them in purchasing other food products (Tables 10 and lOa). 

Only seven per cent of tbe radio owners however said they used the radio 

as a shopping aid in purchasing dairy products, \olhlle 12 per cent said 

they used it as a shopping aid when purchaaing other food products. Tele­

vision was used by 14 per cent as an aid in purchasing dairy products and 

by 20 per cent in purchasing other food products. 

This tendency on the part of the respondents to use these media more 

for purchasing otber food products than for purchasing dairy products may 

be attributed to these factors: First, almost one-half of the respondents 

have some or all of their dairy products delivered and are, therefore, not 

particularly concerned with shopping for them. Secondly, dairy products 

are not generally a "bargain" type product vhich housewives look for when 

shopping. Most of the other food products, however, at one time or another, 



Table 10. Respondent use of television, radio and newspaper as shopping 
aids 1n purchasing dairy products-1200 respondents, consumer 
opinion survey, Utah, 1955 

Tota1 
Per cent 

of 
l1edia N\.Ulber total 

Television* 760 

Radio** 109'7 

Newspaper 1081 

* 3 No reply. 
** Z7 No reply. 

100 

100 

100 

D!!J.pr ProduCt@ 
Yes 

Per cent 
of 

Number total 

104 

80 

2Z7 

14 

7 

21 

No 
Per cent 

of 
Number total 

86 

1017 93 

854 79 

Table lOa. Respondent use of television, radio and newspaper as shopping 
aids in purchasing other food products--1200 respondents, 
consumer opinion 8UrVey, Utah, 1955 

Other f ood products 
Total Yes 

Per cent Per cent 

!·iedia NUD1ber 

Television* 755 

Radio** 1084 

Nevspaper 1081 

* 8 No reply. 
** 40 No reply. 

of of 
total Number total 

100 149 20 

100 l'Zl 12 

100 454 42 

No 
Per cent 

of 
Number total 

6o6 80 

957 88 

6Z7 58 

are sold at special prices, while the price of dairy products are not 

usually altered by specials or sales. Thus, the housewife is more likely 

to watch the advertising media for notice of special prices on other food 



products since she is more . or less reconciled to the constant price of 

dairy products. 
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A survey of a daily Utah newspaper tends to substantiate this belief. 

In the September 16, 1955,issue of the &alt Late Tribune, ten grocery store 

ads were anc.lyzed. All fresh meat products were l isted 51 times, coffee 

was listed seven times and margar}ne a total of' six times . All dairy pro­

ducts, on the other hand, were listed only a total of 11 times. Broken down 

by ccamodi ties they were listed as follaws: fluid milk, three times; (this 

may have been more advertising than fluid milk generally receives since 

all ads for this product were advertising the arrival in Salt Lake of one 

of ~~dowgold Dairy's Television stars), canned milk, two times; processed 

cheese, two times; butter, two times; and cream and dry milk, one time ee.cb. 

Radios were listened to in the morning more than at any other time of 

the day (Table 11). Approximately one-half of those who listene~ to the 

radio in the morning did so regularly, while 35 per cent were "seldom11 

listeners and 15 per cent only 11occasionally. 11 Television was viewed at 

nighti by a large majority of the respondents. Ninety-two per cent of the 

respondents said they watched television mostly at night in their houae­

holds (Table lla). 

&spondent observances 9.I. dair;y advertising. Dairy advertising on the 

radio was observed by less respondents than was advertising done through 

the other media {Table 12) • Only 29 per cant of those who o\oned radios 

recalled having heard any recent dairy advertising, ~ile one-half of the 

daily newspaper subscribers recalled having seen dairy advertising in this 

medium. Television owners observed the most dairy advertising, with 84 

per cent indicating they had viewed some dairy advertising on television in 

1'; Ki&bt was considered as that time fran 6 : ~ o p.m. to 12:00 p.m. 



Table 11. Time of day and regularity respondent listens to radio~ 
1200 respondents, consumer opinion survey, Utah, 1955 

To!&l §ll,dom O~casionalll ReguJ.ar 1:£ 
Time Per cent Per cent Per cent Per cent 
of of of of of 

dar Number total N:YJB:Qe£ ~tal Number total NUJD.ber total 

Morning 537 100 191 35 80 15 266 50 

Afternoon 98 100 39 40 18 18 41 42 

Night* 93 100 32 34 20 22 41 44 

TOTAL 728 100 262 36 118 17 348 47 

Table lla. Time of day respondent runs television--1200 respondents, 
consumer opinion survey, Utah, 1955 

Time of day Number Per cent of t otal 

Morning 20 2 

Afternoon 25 4 

Night 692 92 

All day 19 2 

TOTAL 756** 100 

* Night was considered as that time fran 6:00 p.m. to 12;00 p.m. 
** 7 no reply. 

recent times. Of this total, six per cent could not recall specifically 

either the program or sponsor, while the remaining 94 per cent recalled 

from one to six programs and/or sponsors (Table 13). Of the 327 respondents 

who recalled having heard de.iry advertising on the radio, 25 per cent could 
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not recall specifically either the program or sponsor, while the remaining 

74 per cent recalled from one to four programs and/or s~onsors. 

Table 12. Respondent observance of dairy advertising on television, radio 
and in newspaper--1200 respondents, consumer opinion survey, 
Utah, 1955 

ToW.l Yes No 
.r'er cent .Per cent Per cent 

Number of Number of Number of 
Hedium total total total 

Television 763 100 6.38 84 125 16 

Radio 1124 100 327 29 797 71 

Newspaper 1081 100 541 50 540 50 

Table 13. The number of programs and/or sponsors recalled by respondents 
on television and radio--1200 respondents, consumer opinion 
survey, Utah, 1955 

Number of programs 
and/or sponsors 

specifically recalled Television Radio 
by respondents Number Per cent Number Per cent 

0 39 6 81 25 

1 273 43 194 59 

2 223 35 41 13 

3 and over 103 16 11 3 

TOTAL 638 100 327 100 



Res~ondents recalled specific television advertising sponsors 

more than they recalled the s pacific programs. The 638 who recalled hav­

ing seen some dairy advertising on television recalled a total of 736 pro­

grams and 984 sponsors (Table 14). The program most recalled was the 

Cloverleaf Theater and their sponsor, the Cloverleaf Dairy was the sponsor 

most recalled. Spot announcements or advertisements were the type of 

"program" recalled by the second largest number of respondents, ~nile the 

Bob Crosby Show ranked third. None of the remaining 24 programs recalled 

represented more than nine per cent of the total. 

Aside from the Cloverleaf Dairy, the brand name Lucerne ( Safeway' s 

milk) was the next most commonly recalled sponsor on television. The 

American Dairy Association was the sponsor recalled by the third highest 

total, with Hiland Dairy placing fourth. The remaining 11 sponsors 

mentioned were recalled by small percentages of the respondents. 

Radio program sponsors were also recalled by more respondents than 

were radio programs (Table 15). Spot announcements or advertisements 

-were the type of "program" most recalled by those who had heard some dairy 

advertising on radio. The second highest number recalled having heard a 

"cooking" program but could not recall if it had a specific name. Other 

programs recalled on this medium were recalled by a small percentage. A 

total of 17 different programs were recalled b.Y the respondents. 

The dairy sponsor most recalled on the radio was the Sego Hilk 

Company. Another evaporated milk canpa.ny, Morning Milk Company, vas 

recalled by the second highest total. The Cloverleaf Dairy, Hiland Dairy, 

and the American Dairy Association, all of 'Whom ranked highest among tele­

vision sponsors recalled, ranked third among radio St>onsors recalled. A 

total of 17 different sponsors were recalled b,y respondents. 
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Table 14. Television da:i ry programs and dairy sponsors observed by 
respondent--1200 respondents, consumer opinion survey, 
Utah, 1955 

Per cent Per cent 
of of 

Program Number to !cal S:J2onsor N1eber total 

Cloverleaf 249 34 Cloverleaf 282 29 
Spot Announcement 146 20 Lucerne 155 16 
Bob Crosby 97 13 A.D.A. 146 15 
Saf'ellay 37 5 Hiland 108 11 
Cisco Kid 'Z7 4 Meadoll Gold 86 8 
walt Disney 25 3 Cream 0'\weber 59 6 
George Goebel 16 3 Pet 1-iilk 50 5 
Cactus Jim 71 9 Arden 31 3 
Burns and Allen 11 2 Sego Hilk 24 2 
Cooking 9 2 Carnation 16 2 
Marshall Dan 8 1 Rocky Mountain 9 1 
Margaret Masters 7 1 Dairy Gold 6 1 
Amateur Hour 6 1 Morning Milk 5 1 
Art Linkletter 4 1 Paramount 4 * Harj Taylor 4 1 Cache Valley 
Club 4 3 * Dairy Assn. 2 * Liberace 3 * Bordens 1 * 
PinkY Lee 3 * 
Bob Hope 3 * 
Life of Riley 2 * Sports Program 2 * 
Romar of the 

Jungle 1 * 
Lynn Arnold 1 * 
Late Sholl 1 * 

TOTAL 736** 100 984 100 

* Less than 0.5 per cent 

** The first tllo responses given were recorded 
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Table 15. Radio dairy programs and sponsors observed by respondents- -
1200 respondents, consumer opinion survey, Utah, 1955 

Per cent Per cent 
of of 

Program Numbe[ IcQ:t&J. SP<meor Number tota1 

Spot announcement 62 34 Sego J:iilk 54 24 
Cooking 34 19 Morning ·M.i l k 32 14 
Bob Hope 19 10 Hiland 26 ll 
~-iary Taylor 16 8 A.D. A. 26 11 
Betty Crocker 16 8 Cloverleaf 22 9 
News 10 5 Cream u •weber 20 9 
Firms of dairies 5 3 Rocky •'J.oun tain 14 6 
~~rgaret Masters 5 3 Lucerne 14 6 
Arthur Godf rey 5 3 Meadow Gold 12 5 
Sa.feway 3 1 Peradale 3 1 
Pet }lilk .r'rogr am 3 1 Loco.l dairy 3 l 
Bob Crosby 3 1 Sargent 3 1 
Arden Hour 2 l Paramount 2 1 
Cisco .1.\.id 1 1 Ideal 2 1 
Bob and Dot Brown 1 1 Winder 1 * Quiz 1 1 Bro"Wil' s 1 * Cloverleaf Club 0 * Kraft Cheese 1 * 

TOTAL 186** 100 100 

* ,Less than 0.5 per cent 

** The first two responses given were recorded 

Those respondents who had observed dairy advertising in the daily 

newspaper were asked to describe what they recalled having seen. Their 

descriptions varied, but the l argest number recalled having seen some 

specific dairy firm or brands advertised (Table 16). 

The second largest number recalled having seen some s pecific dairy 

product advertised. Cottage cheese was the product most commonly mentioned 

in this group, -with fluid milk and other type cheeses rank1 ng next in that 

order. Ninety-five respondents had seen dairy advertising in the newspe.per 
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Table 16. Respondent observance of dairy advertising in newspaper-
1200 respondents, consumer opinion survey, Utah, 1955 

Per cent 
of ' 

Description of advertising Number total 

Specific firms or brands 154 25 
Can 1 t recall specifically but have 

seen some 95 15 
Drink milk ad or prominent people 

drinking milk 87 lJ 
Price war 74 11 
Special use of product 26 4 
Specials of sales 21 3 
Store names 10 2 
Cartoon 7 1 
Special carton 6 1 
Support local indus try 2 * 
.Recipes 19 3 
Specific dairy products Number Pe;r ~mt 

Cottage cheese 75 11 
Canned milk 3 1 
Ice cream 4 1 
Milk 20 J 
Cbocoia te milk 7 1 
<lleeses 16 2 
Half and half 2 * 
Cream 2 * 
Dry milk 4 1 
Butter 8 1 
Buttermilk J 1 

Total dairy products 144 22 144 100 

rorAL 655** 100 

* Less than one per cent 

** 'lhe first two responses given wre recorded 



but could not recall it specifically, while 87 recalled s pecifically having 

seen the Utah Milk Foundation •drink milk 0 advertisements on the funny 

page of daily newspapers throughout the state. 

B.a.dio was the medium owned by most respondents, with those 

subscribing to a daily newspaper ranking second in number, and those own­

ing television sets third. Respondents listened to the radio most in the 

morning, with approximately one-half listening regularly at this time of 

day. Television was viewed mostly at night by virtually all of those who 

owned it. 

The majority of respondents did not use these media as shopping aids 

in purchasing dairy products or other food products. However, of those 

wo did use these media for this purpose, more used them as shopping aids 

for purchasing other food products than for purchasing dairy products. 

The newspaper was the medium used most by respondents for purchasing both 

types of products. Television was used by the second largest number. 

Dairy advertising on television was recalled by more respondents 

than was advertising done by the dairy industry on the other two media. 

Dairy advertising on radio was the least recalled. More respondents 

recalled dairy program sponsors than recalled the program name. '!be 

Cloverleaf Theater was the television program recalled most often, while 

the Cloverleaf Dairy was the sponsor most remembered. Spot announcements 

or advertisements were the types of radio programs recalled most, ftnile 

the Sego Hilk Company and Morning Milk Company were the sponsors most often 

named. 

'!he type of nellspa.per dairy advertising most commonly described was 

respondent naming of specific firms or brand names. Utah Milk Foundation 

0 Drink Hille Ads" on the funny page of daily newspapers throughout the state 
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of Utah was the type described by the third highest number. 

Rtsoondeat creferenco 91. adyertising media 

Introduction. Respondent attitudes toward their preference of advertising 

media were studied in this section. In addition to the three media men-

tioned in the preceding section, the media of store advertising was also 

used for this analysis. Respondents were asked which of the four media 

appealed to t!lem most in the sense of encouraging them to use dairy pro­

ducts and 'Why that parti cu.lar medium was most appealing. 

A4vertiaing media. Television advertising was preferred by more respon-

dents 'than were any of the other media (Table 17). Forty per cent of the 

respondents interviewed indicated a preference for advertising from this 

medium. Twen-cy per cent stated a preference for store advertising, 18 

per cent felt newspaper advertising was most a ppealing, and 11 per cent 

liked radio advertising most. Eleven per cent stated that they disliked 

advertising of any kind and did not prefer any of the media. 

Of the 638 respondents who had immediate access to the three media,~ 

'Y7 per cent preferred television advertising, 'While only two per cent pre-

ferred radio advertising. Sixteen per cent stated a preference for news-

paper advertising and 1.4 per cent preferred store advertising. 

Of that groop 'Which had access to only radio and the daily newspaper, 

store advertising was preferred b,y 30 per cent, while newspaper and radio 

advertising "W'ere preferred by 27 per cent and 26 per cent respectively . 

Only 29 per cent of those who had only radio preferred this medium. 

'!he number of respondents h aving only television and only the daily 

~For purposes of this discussion it will be assumed that all respondents 
had access to the media of store advertising. 



Table 17. The relationship between the advertising media around the respondent and his attitude toward 
which medium encourages him most to buy dairy producte--1200 respondents, consumer opinion 
surv~, Utah, 1955 

Media ,P,ich encourages purchase of dairy products 
Store % TV % % % None ~ 

Total adver- of adver- of News- of of of of 
Respondent has: Number % tising total tieing total paper tota1 Radio· total thete tota1 

Television only 6 100 1 17 5 83 0 0 0 0 0 0 

Television & radio 52 100 6 U 35 67 2 4 1 2 8 15 

Television & newspaper 63 100 12 20 37 60 6 7 0 0 8 11 

Radio only 51 100 14 27 7 14 5 10 15 29 10 20 

Radio & newspaper 373 100 111 30 JO 8 99 27 97 26 J6 9 

Newspaper only 8 100 2 25 1 13 2 25 1 12 2 25 

All three 638 100 92 14 361 57 100 16 15 2 .70 11 

None 4 100 1 25 1 25 0 0 0 0 2 50 

TOTAL 1195* 100 239 20 477 40 214 18 129 ll 136 11 

* one respondent felt all these were equally effective and had all three media 

~ 
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neYspaper are too small for accurate analysis or comparison. 

Respondtmts stated three main reasons for preferring television 

advertising (Table 18). The largest percentage preferred it because they 

thought the advertising Yas life-like and interesting to watch. Another 

grwp preferred it because they could see hoY things were actually used, 

w.ile the third group liked being able to both see and hear the demonstra-

tiona at the seme time. Other reasons stated represented less than seven 

per cent of the total. 

Table 18. Reasons television adverti sing is most appealing to respon­
dents--1200 respondents, consumers opinion survey, Utah, 1955 

Reasons 

See things in use 

Like the ads 

Exhibits appealing, attractive, interesting, or 
life-like 

Use it more or ~atch it all the time 

See and hear 

Have to watch ads as part of program 

Educational to children 

Children influence 

'IDTAL 

2 No reply 

Number 

111 

34 

l Zl 

71 

106 

28 

25 

505 

Per cent 
of 

tota 

7 

25 

14 

21 

5 

5 

1 

100 



Store advertising appealed tor t::spondenta mosUy because they came 

in contact w1 th it while they were shopping. Seventy-six per cent of the 

responses indica ted that respondents liked this type of adverti. sing because 

it wns suggestive and aided them while they were shopping (Table 19) 

Table 19. Reasons store advertising appeals to r espondenta--1200 respan­
dents, consumer opinion survey, Utah, 1955 

Per cent 
of 

R,asons Number total 

Can see while shopping and suggest things 
to buy while shopping 183 76 

Don't pay attention to others 'Z7 12 

Miscellaneous 28 12 
Appealing - realistic 5 
Don • t know 5 
See bigger variety 3 
Specials 6 
Free samples 4 
Own store J 
TV, radio, paper not 

local 2 

TOTAL 238* 100 

6 No reply 

* First two replies given were recorded 

Most respondents preferred newspaper adyertising because they read 

the paper more often and were able to follow the advertising (Table 20). 

This reason represented 50 per cent of the total responses, while 14 

per cent like the newspaper advertising because they could use it to look 

for shopping specials and compare prices. 
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Table 20. Reasons newspaper advertising is most appealing to respondent--
1200 respondents, consumer opinion survey, Utah, 1955 

Reason 

F'ollow it closer and use it more 

Use ads for shopping specials 

Like to rook at ads 

Give more information 

Niscellaneous 

Appealing 3 
They are local ads 6 
Everybody has access to 

them 4 
Competition of sales J 
RemEmber it 7 
Recipes 7 
Convenience 5 

TOTAL 

7 No reply 
* First two replies were recorded 

Per cent 
of 

NUlllber total 

110 50 

32 14 

71 12 

15 6 

42. 18 

219* 100 

n1 have the radio on all the time and listen to this advertising more." 

This was the reason given by most respondents for preferring radio adver-

tieing. The secood most common reply was, "I can lis ten Olhile I work." 

Sni!Jml!ry. More people preferred advertising through the medium of tele-

vision than through any of the otb.er media. Store advertising ranked 

second, newspaper advertising third, and radio advertising fourth. 

Of the respondents who preferred t elevision advertising, the l argest 

number preferred it because they thought the advertisements were lif e-like 

and interesting to watch. Store advertising appealed most to those 'Who 



Table 21. Reasons radio advertising is most appealing to respondent--
1200 respondents, can~~er opinion survey, Utah, 1955 

Rea a on 

Listen while I work 

Have radio on a.l.l the time and hear more 

£.1iscellane ous 
Like recipes 
More people use it 
Pay more attention to it 

TOTAL 

2 No reply 
* First two responses given were recorded 

Per cent 
of 

Number total 

34 26 

8.2 64 

lJ 10 

1.29* 100 

preferred it because they felt it was suggestive and aided them while 

shopping. '!hose "Who preferred newspaper advertising did so because they 

read the paper more often and were able to follow the ads. Radio adver-

tising was preferred most because those 'Who liked 1 t best listened to it 

more than they used the other media. 

Respondent attitudes toward effectiveness~ adyertising methods 

52 

Respondent attitudes toward various methods of advertising were ascer-

ta.ined by asking each respondent to rate as excellent, good or poor the list 

of advertising methods appearing in Table 22. '!he methods selected for rat-

ing by the respondents are some of those used by the dairy indua try in their 

advertising program or some .mich nught be used by the dairy industry to 

supplement the program. 

Store specials was the method rated highest by most res?ondents. 

'Ihirty-six per cent of those interviewed rated this method as excellent, 
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while an additional 49 per cent c<msidered it as a good method. Cartoon 

advertising and demonstrations of quality and use at point of sale wre 

also c<msidered as excellent methods by larger numbers of respondents • 
. 

Twenty per cent of those interviewed considered cartoons as an excellent 

method of advertising, while 16 per cent considered dconstrations at the 

point of sale as excellent. 

Testimonials by celebrities was one of tw methods ••hich were 

considered as poor qy the majority of respondents. Sixty-one per cent 

felt testimonials 'Were a poor method of advertising dairy products 1 while 

35 per cent believed it was a good method. A considerable number of respan-

dents indicated to the enumerators taking the survey that they felt those 

making the statement only for monetary gain. 'ibis method was rated excellent 

by the lowest percentage of respondents for any method. 

The other method tbich 'Was considered poor by the majority of respon­

dents was "sending in carton tops and receiving gifts from the caapany. a 

Fifty-four per cent rated this method poor, Wile 34 per cent considered 

it only a good method. Twelve per cent considered it aa being excellent. 

Before abandoning these two methods as unsatisfactory, one should 

consider the source of these attitudes and the age groups they are moat 

likely to affect. In most cases, the respondents in this sample were 

adult heads of households, either male or female. Primarily, these methods 

do not appear to be designed to appeal to the adult population. They seem 

more designed to appeal to the children. Since children exert some influence 

on family food purchases, it 'Would seem preferable to obtain their attitt.des 

toward these methods before they are abandoned. 

'lbe opinion of respondents concerning what motivates them to buy vas 

investigated. Respondents were asked if they had ever purchased any dairy 



Table 22. Respondent rating of various methods of advertising and promotion-1200 respon;-
dents, consumer opinion survey, Utah, 1955 

. 
Excgllen;t Good Posu: 

Per cent Per cent Per cent Per cent 
of of of of 

Methoci TQtal total NUJ!lber !&~Al Number ~ota1 NYm:Q!r total 

Testimonials by 
celebrities 1200 100 55 4 416 .35 729 61 

(1 no answer) 

Cartoons 1200 100 2.35 20 645 54 .320 26 
(J no answers) 

Slogans, songs, etc. 
( 1 no anBWer) 

1200 100 95 8 715 60 .390 .32 

Store ape oials 1200 100 4.3.3 .36 589 49 178 15 
(4 no answers) 

Sending in oarton 
tope 1200 100 148 12 40.3 .34 649 54 

Demonstrations of 
quality or use 1200 100 187 16 707 59 .306 25 

~ 
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products because the makers of tbe product sponsored some sort of enter­

tainment progrem they liked (Table 23). Eighty-six per cent indicated 

this did not influence their purchases. This type motivation is someVhat 

similar to the two "methods" of advertising just discussed. As 'W1. th the 

methods of advertising, children would be more likely to respond favor-

ably to thie type question, and although the adult is not pe rsonally 

motivated by the program presented, he may be influenced by a child wo 

llkes the program and asks for the product advertised on it. 

Table 23. · Respondent purchase of dairy products resulting from knowledge 
of program spansor--1200 respondents, consumer opinion survey, 
Utah, 1955 

Have you ever purobased dairy products 
because yCJU. liked prograa 

Yes 

No 

TOTAL 

34 no reply 

Number 

168 

998 

1166 

Per cent 
of 

total 

14 

86 

100 

products because the makers of the product sponsored some .art of entertain­

ment program they liked (Table 23). Eighty-six per cent indicated this 

did not influence their purchases. This type mot~vation is someVhat 

similar to the two 11methods 11 of advertising just discussed. As with the 

methods of advertising, children would be more likely to respond f avorably 

to this type question and, although the adult is not personally motiva ted 

by the program presented, he may be influenced by a child who likes the 



program and as.k:s for the product advertised on it. 

Sn!fMry. Store specials was the method of advertising rated 8 excellent= 

by the most respondents. Cartoon advertising and demonstrations of quality 

or use at the point of sale were rated "excellent• by the next largest 

numbers of respondents. 

Testimonials by celebrities and sending in carton tops and receiving 

back gifts from the canpany were the two methods considered "poor" by most 

respondents. Testimonials by celebrities "Was the only method rated as 

•poor" by more than 50 per cent of the respondents. Store specials 'W8.S 

rated "poor" by the least number of respondents. 

The majority of responden_ts stated that they had never purchased tmy 

dairy products because the makers of the product sponsored an entertainment 

program they liked. 

Resoopdent believability .Q.{ milk cl,aimA 

During recent years the dairy industry, a s part of their advertising 

program, has made various claims about fluid milk which were designed to 

stimulate consumer consumption. In general, these claims have been used 

as slogans and point out the good milk can do the consumer. These claims 

were compiled and read to the respondents in the same wording as is used 

by the dairy industry in their advertising program. Respondents were 

informed first that these were cl.ai.ms made by fluid milk companies and the 

dairy industry. They were then asked to state 'Whether the statements were 

"true" ~ "false. " 

In general, respondents accepted the milk claims stated in Table 24 as 

being true. Of the nine claims stated, seven were believed by 61 per cent 

or more of those int erviewed. "\'hole fluid milk is not fattening" wa s 

repudiated by the largest percentage of respondents and was the only statement 



Table 24. Respondent believability of milk cla:llns-1200 respondents, 
consumer opinion survey, Utah, 1955 

True Fils~ Don t m~ 
Per cent Per cent Per cent 

of of of 
N:ym'bs!t t&W Ngber total NW!ber total 

"You get a lift .from milk0 780 65 135 28 85 7 

11Milk helps eyesight" 512 43 46o 3S 228 19 

"Milk is yau.r :most practi-
cal source of calcium 1139 95 39 3 22 2 

"'Whole fluid milk is not 
fattening" 41 636 53 75 6 

"You never outgrow your 
need for milk" 1150 96 40 3 10 1 

"People from 6 to 60 
should drink 3 glasses 
of milk daily" 963 80 225 19 12 1 

"Milk helps relax yau.r 
nervous system" 795 66 259 22 146 12 

"You can lose weight com-
fbrtably on a high 
J>PDtein milk diet,- 11 732 61 287 24 181 15 

"Milk is one of your 
lowest priced foods" 933 78 217 17 50 5 

for \lhich the "false" responses outnumbered the "true replies. "Milk helps 

eyesight" also received a low percentage of "true• response, but for this 

slogan 19 per cent stated they "don 1t know." The American Dairy Association 

slogan "You never outgrow your need for milk" and the clailll "Milk is your 

most practical source of calcium" had the highest number of believers. 

Ninety-six per cent indicated belief in the American Dairy Association slogan, 

wile 95 per cent felt the latter claim was true. There were no respondents 

wo felt all the claims were false. 



Respondent attitudes regarding milk prices were investigated with 

the claim "Milk is one of your lowest pri ced foods." Seventy-eight per cent 

thought this statement was true, while 17 per cent said "false" (Table 24). 

No apparent relationship was found between respondent attitudes toward this 

claim and family income (Table 25). 'lhe percentage of believers and non­

believers within each income group varied only slightly. 

Table 25. The relationship between family income and respondent attitude 
tow.rd selected milk claim-1200 respondents, coni5WIIer opinion 
survey, Utah, 1955 

Income 
Per- Per- Per- Per-

Milk is one Total cent $3000 cent $5000 cent cent 
of your lovest Per- Onder of to of to of Over of 
orl ced foods NQ• ~!!!~ i3000 :tg:t.Al $5000 :to:f&!l $7~00 total$7500 total 

True 922 100 176 19 518 56 173 19 55 6 

False 216 100 41 19 124 57 36 17 15 7 

Don't know 46 100 6 13 30 65 6 13 4 9 

TOTAL 1184 100 223 19 672 57 215 18 74 6 

Respondent attitudes regarding weight were also investigated. Respond-

ants were conf'ronted with the claims "'flhole fluid milk is not fattening, 11 

and "You can lose weight comfortably on a high protein-milk diet." Even 

though the majority of respondents felt that fluid milk was fattening, most 

still believed they could lose weight on a high protein-milk diet (Table 24). 

This apparent discrepancy in attitude may be due to a number of assumptions 

on the part of respondents. First, it may be that the respondent felt that 

even though milk was fattening, it did not cause you to gain weight 'When 
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Table 26. '!be relationship betrTeen respondent daily consumption of fluid 
mUk. and respondent attitude toward selected milk claim-1200 
respondents, consumer opinicn survey, Utah, 1955 

'Wh2l~ fluid if;! not fattezlin~ 
I~&!! No Don 1 t know 

Respondent Per cent Per cent Per cent Per cent 
consumption of of of of 
(&lAiiiiiD ~1: g~} Tg~~ :!iQta.l Num~r total Number to tal Number total 

0 272 100 90 33 167 61 15 6 

1 173 100 52 30 101 58 20 12 

2 333 100 145 44 162 49 26 7 

3 272 100 140 51 122 45 10 4 

4 and over 120 100 62 41 84 56 4 3 

TOTAL 1200 100 489 41 636 53 75 6 

combined with a high protein diet. Secondly, the respondent may have 

have become e.baorbed in the vords "high-protein 11 and failed to receive the 

full iraplication of the statement. 

Respondent attitudes toward whether fluid milk is fatt.:U.nc' may or may 

not have affected their daily consumption (Table 26). Sixty-one per cent 

of those 'Who "rere non-drinkers of fluid milk felt that 1 t was fa ttenillg as 

did 58 per cent of those who drank cne glass of milk daily. However, 56 

per cent of those who drank four or more glasses of milk daily also felt 

it was fattening, but presumably did not limit their consumption because 

of this attitude. 

Only two of the nine milk claims were not believed by the 

majority of respondents. Less than one-half did not believe "Milk helps 
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eyesight" and lt\lhole fluid milk is not fattening." 1he American Dairy 

Association slogan "You never rutgrow your need for milk" and the claim 

"Milk is your moat practical source of calcium" was believed by the largest 

number of respondents. There were no respondents who felt all the claims 

were false. 

No relationship was found between respondent income and their belief 

of the milk claim "Milk is one of your lowest priced foods." 

Even though the majority of respondents felt that whole fluid milk 

was fattening, most believed you can lose weight on a high protein-milk 

diet. 'lhis apparent discrepancy may be due to a number of assumptions by 

the respOndent in answering the question. A higher per cent of the three 

and four glass milk drinkers believed the claim and a lower per cent of the 

three to four glass drinkers did not believe the claim. 

Respondent attitudes toward~ effect of advertising o..£ dairy products 
.Q» !Ja orice fl1. dairy products 

To ascertain respondent attitudes toward the effect the increased adver-

Using of dairy products has h ad on their price, respondents were asked if 

they thought such advertising had increased, decreased, or had no effect on 

the price of dairy products. No attempt w.s made to measure the amount of 

change the respondent may have thought had taken place. 

The majority of respondents (57 per cent) felt that the increase in 

dairy advertising had not affected the price of dairy products (Table ?!) • 

However, 37 per cent believed that the increased dairy advertising had 

caused the price of dairy products to increase. Four per cent "did not know" 

while tvo per cent felt it had caused a decrease in the price of dairy pro-

ducts. 
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Table Z7. Respondents' attitude t~ard effect of advertising on price 
of dairy products-1200 respondents, consumer opinion survey, 
Utah, 1955 

Per cent of 
A4yart1s1pg effect on price Nlaber total 

Increased 308 17 

Decreased 15 2 

No effect 481 57 

Don't knov 35 4 

TOTAL 839 100 

11 He reply 

Those libo believed tba t increased advertising had caused an increase 

in the price of dairy products were not confined entirely to non-farm 

ineane groups (Table 28). Approximately the same percentage of farm 

respondents as non-farm respondents felt that dairy product pri~s had 

increased as a result of the increase in advertising. 



Table 28. Relationehip between source of income and respondent atti tuM tcMlrd the effect of increased 
advertieing on price of dairy produ.cte-1200 respondents, consumer opinion survey, Utah, 19'5 

S2U[~8 o' !ggome 
Effect or Per cent Full full . 
increased adver- of time Per cent time Per cent Per cent 
tieing on price Number total farm of farm of Non- of 

(daJ.rx). to ttl {other) total farm total 

Increased 308 37 6 37 13 32 289 37 

Decreased 15 2 0 0 0 0 15 2 

No effect 481 57 7 44 24 58 450 58 

Don't know 35 4 3 19 4 10 .28 3 

TOTAL 839 100 16 100 41 100 782 100 

0' 
l\.) 
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FLUID !V'J..ILK 

Purpose 

The purpose of this section is to provide data regarding the 

influence of selected family characteristics on fluid milk consumption, 

to present respondent attitudes toward conswnption of fluid milk and fac­

tors limiting ftunily consumption of fluid milk, and to analyze respon­

dent attitudes toward the source from which they obtain their fluid 

milk. 

Housebold conBU!Zlption .Q.t: fluid ~ 

Ninety-nine per cent of the respondents interviewed used fluid milk 

of one type or another in their households (Table 30). ~hole fluid milk, 

either pasteurized or homogenized, "Was the most common type of fluid milk 

used in the household. One hundred fifty-nine families, or 13 per cent 

of' the households used raw fluid milk. Only four per cent of the families 

used skimmed fluid .milk (Table 29). 

'lhe average family per capita consumption of fluid milk for families 

using fluid milk was 4.0 quarts per week (Table 30). 

Average per capita cmsumpt.ion of fluid milk tended to increase 

vi th increased family income (Table 31). FaD'..ilies ld. tb income of lees 

than $31 000 annually consUIJed 3. 7 quarts average while those 'With incom.es 

over $7,500 annually cmsum&d 4.0 quarts average. Average per capita 

consumption was slightly higher, hovever, among families "'1. th $3,000-

$7,500 annual income. 

Per capita consumption of fluid milk tended to decrease "With 

increased family siae, especially in families of over three members 
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Table 29. Total household consumption of fluid milk per week-1200 
respondents, consumer opinion survey, Utah, 1955 

Pasteurized Ski nnned fluid &aw fluid 
'WhQl~ milk !!)j.JJ£ milk 

Amount Per cent Per cent. Per cent 
consumed of of of 
(guarts) Numbe[ ;t&tal NlJl!lber i2~;t Number total 

None 166* 14 1147 96 1041 8'7 

1-6 154 12 37 3 12 1 

7-14 392 33 15 1 Zl 2 

15-21 300 25 1 *** 38 3 

22-28 119 10 0 0 43 4 

Over 28 69 6 0 0 39 3 

TOTAL 1200** 100 1200 100 1200** 100 

* Includes raw milk users 
** Includes seven respondents who used both raw and pasteurized milk 
*** Less than 0.5 per cent 



Table JO. Family per capita consumption of fluid milk-1200 respon-
dents, coosumer opinion survey, Utah, 1955 

Per cent 
Amount of 
(quarts oer week) Number total Average 

0 14 l .ooo 

1.0 and under 51 4 .7990 

1.5-J.O 386 32 2 .3898 

3.5-5.0 515 43 4-3145 

5·5-7 ·9 181 15 6.1850 

Over 7.0 53 5 8.7264 

TOTAL 1200 100 4.0* 

* Computed for users only 

(Table 32). Families 'With only one or two members consume only slightly 

less per capita amounts than do families of three to six members. 

Families with over six manbers consumed considerably smaller per capita 

amounts. Tbis may be due to the tendency of respondents to consume less 

as their age increases and the large number of the one to two mE'I!lber 

families which are composed entirely of adults. 

Farm families consumed considerably higher per capita amounts of 

fluid milk than did non-farm families (Table 33). Farm family per capita 

consumptian~xceeded non-farm family per capita consumption by 1.0 

quarts per week as they consumed 4.9 qu.arte per capita per week compared 

to 3.9 quarts for non-farm families. Farm family per capita consumption 

was also considerably above the total sample per capita average of 4.0 



Table 31. Relat1oneh1p of income to per capita consumption of fluid milk-1200 respondents, consumer 
opinion survey, Utah, 1955 

Per capita consumption Per cent Per cent $3000 
lncom~ 

Per cent $5000 Per cent Per cent 
of fluid milk per week Tg~al of Under of to of to of Over of 

(quarts) N),lll}28[ !egtal i3000 !&tal i~OOO total i7~00 totaJ: t750Q total 

1 and less 50 4 18 8 22 3 6 3 4 5 

1-3 .381 32 87 40 209 .31 60 28 25 34 

.3-5 510 44 72 33 303 45 105 49 30 41 

5-7 176 15 32 15 9'7 15 35 17 12 16 

Over 7 53 5 8 4 35 6 7 .3 .3 4 

TOTAL 1170 100 217 100 666 100 213 100 74 100 

AVERAGE CONSUMPTION 4.0 3.7 4.1 4.1 4.0 

~ 



T&.ble 32. Relationship of family eize to per capita ooneumption of fluid milk--1200 respondents, consumer 
opinion survey, Utah, 1955 

T2tal Famil:z: §ize 
Per oapita consumption Per oent Per cent Per cent Per oent 
of fluid milk per week of of of of Over Per cent 

(quarts) Number total 1-2 total 3-4 total 5-6 total 6 of 
total 

1 and less 51 4 15 7 17 3 10 3 9 10 

1-3 386 33 85 36 153 29 114 34 34 38 

3-5 515 43 82 35 262 49 134 40 37 42 

5-7 181 15 38 16 73 14 65 20 5 6 

Over 7 53 5 14 6 26 5 9 3 4 4 

TOTAL 1186 100 ~.34 100 5.31 100 .3.32 100 89 100 

AVERAGE 4.0 4.0 4.1 4.0 3.5 

$ 



Table JJ. Relationship of source of income to per capita consumption of 
fluid milk-1200 respondents, consumer opinion survey, Utah, 
1955 

Source of income 
Per capita FMm Non-farm 
consumption of Per cent Per cent 
fluid milk To!&:J. of of 
(gts. pet week ) NUIIlber Per cent Number total Number total 

1 and less 51 4 5 4 46 4 

1-3 386 33 24 20 362 34 

3-5 515 43 39 32 476 45 

5-7 180 15 41 34 139 13 

Over 7 53 5 12 10 40 4 

TOTAL 1185 100 121 100 lo63 100 

AVERAGE 4.0 4.9 3.9 

1 No reply 

quar ts per week (Table 30). This wide differential between farm family 

and non-farm family consumption may have been due, in part, to the small 

number of fann res_t)ondents intervieved, since such a small number may not 

be representative of the condition a s it actually exists. 

Ninety-nine per cent of those interviewed used f luid milk in their 

households. Eighty-six per cent of the households used \.'hole fluid milk, 

either pasteurized or homogenized, and 13 per cent used raw fluid milk. 

Four per cent of the families supplemented their whole or raw fluid milk 

with skimmed milk. Average per c apita consumption vas 4.0 quarts per week. 
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Average per capita. consumption of f~uid milk tended to increase vi th 

family income as consumption was highest among those families ~th family 

incomes of ~3000 to i7500. In families of three or more members, per 

capita consumption of fluid milk decreased with increased family size. 

Families with over six mabers consumed the s:ma.llest per capita amounts. 

Farm families consumed considerably larger per capita amounts of fluid 

milk than did non-farm families. 

~ tread. in hOU6ehOld consumption _21: fluid milk ~ other beverages 

To ascertain the trend in household consumption of fluid milk and 

other beverages, respondents were asked to compare their present household 

consumption of these beverages with an approximation of their household 

consumption one year ago. 

According to respondent opinions, fluid milk consumption has increased 

in more households during the past year than have coffee or breakfast 

juices (Table 34). One-third of the total households contacted stated 

they had increased their consumption of fluid milk during the past year. 

Breakfast juices were also consumed in larger amounts during the period 

and 'Zl per cent of the households indicated that they were using more of 

this beverage. Only five per cent of the households had increased their 

coffee consumption. 'lhe majority of respondents, however, felt that 

their household consumption of these three beverages had remained about 

the same. 

Consumption decreases were also highest among milk as nine per cent 

of the household indicated their ccnsumption had decreased during the past 

year. Five per cent of those households using coffee L~dicated they were 

using less, while four per cent felt they were using less breakfast juices. 



Table 34. Household consumption trend of fluid milk and other beverages-1200 respondents, consumer 
opinion survey, Utah, 1955 

Total Increaseg Decreased About same Don 1 t use 
- Per cent Per cent Per cent Per cent 

J • 
of of of of 

Bevera~e . Num'be....r. ~ Per cent Number total Number total Number total Number total 

Milk 

Coffee 

Breakfast 
juices 

1200 100 

1200 100 

1200 100 

392 

60 

329 

33 

5 

27 

110 

64 

44 

9 

5 

4 

684 

736 

821 

57 

62 

68 

14 1 

340 28 

6 1 

-..J 
0 
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Coffee had the moat non-using households with 28 per cent while milk 

and breakfast juice non-users totalled one per cent each of the total 

sample. 

Consumption increases of all beverages was most predominant in 

families \lhich had annual incomes of $3000 to $>5000 (Table 35). More 

families in the low income group (under i 3(X)()) increased their consumption 

of all beverages than did families in the highest income group (over $?500) . 

Approximately the same percentage of farm families increased their consump-

tion of fluid milk as did non-farm families. 

Table 35. Relationship of income to consumption trend of milk, juice and 
coffee--1200 respondents, consumer opinion survey, Utah , 1955 

In~reaseg ~~sumetion 
Total ·'·~JJ£ Juices Coffee 

Per cent Per cent Per cent 
of of of 

Income N:!.l!!!ber Per ~ent N~be[ total Number total Number total 

Under $3000 117 15 51 13 54 17 12 20 

~3000-i5000 449 58 246 63 177 54 26 44 

$5000-$7 500 168 21 74 19 77 24 17 28 

Over ~7500 45 6 21 5 19 5 5 8 

TOTAL 779 100 392 100 327 100 60 100 

2 No reply to income 

The main reason given for increasing their consumption of fluid milk 

was that the size of the family had increased (Teble 36) . r·orty-eight 

per cent of the respondents felt that this condition bad caused their 

increase in fluid milk consumption. Thirty-four per cent felt that 

they were using more because their children were older and were drinking 
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Table 36. Reasons far changes in household consumption of fluid milk-
1200 respondents, consumer opinion survey of marketing dairy 
products, Utah, 1955 ' 

Reasons 

Children older and use more 

Increase in size of family 

Children like it better 

Used t o own cow or bought 
our own cow 

Use milk instead of other 
pr oducts 

Ni scellaneous 

Decrease in size of family 

Family don't drink as much 
milk 

Hedical reasons 

Hiscellaneous 
Children older 
Children like better 
Increase in family size 
Used to 0'-11 cow 
Price too high 
Use powdered milk 
Use other beverages i nstead 

~1iscellaneous total 

TOTAL 

6 No reply 

Increased 
con!Ul!\ption 

Per cent 
of 

Number t otal 

131 

183 

28 

10 

13 

21 

386* 

34 

48 

7 

3 

3 

5 

100 

Decreased 
conpumption 

Per cent 
of 

Nwnber total 

53 

22 20 

16 15 

19 17 

110 100 
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more. These reasons were also the ones given by the :majority of fa.nn 

families 'Who had increased their consumption of fluid milk. No respon­

dent indicated directly that advertising had motivated them to increase 

their consumption. 

A change in family size was also the main reason given for decreasing 

family consumption of fluid milk. Forty-eight per cent of those who had 

decreased with consumption of fluid milk did so because of a decrease in 

their family size. Tventy per cent did not know exactly wy their family 

consumption had decreased except that their family didn't drink as much 

as they had in the past. Fifteen per cent were using less because of 

medical reasons. The remaining reasons represented a smaller percentage 

of the total. 

According to respondent opinion, fluid milk consumption 

has increased in more households during the past year than have coffee or 

breakfast juices. Consumption decreases were also highest among milk. 

Twenty-eight per cent of those interviewed did not use coffee, wile milk 

and breakfast juice non-users totalled one per cent each. 

An increase in the size of the family was the main reason given for 

increasing fluid milk consumption during the past year. A large number 

had also increased their consumption because their children were older 

and drank more. The main reason given for decreasing fluid milk consump­

tion was a decrease in the size of the family. These were also the main 

reasons given by farm families for h~ving increased or decreased their 

consumption. 

Consumption increases were most predominant in families with medium 

incomes. Approximately the same percentage of farm families increased 

their consumption of fluid milk as did non-farm families. 
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Factors limiting hous§hold coosumptioq .9.1: fluid ~ 

Approximately three-fourths of the respondents interviewed felt they 

used all the fluid milk their family required and there was nothing 

which limited its use in their household (Table 37). The presence of 

this attitude among such a large number of respondents reaffirms the 

difficult merchandising problem facing the dairy industry today. Getting 

people to use more of any product is a difficult task, but the task is 

made much more difficult when the potential customer is convinced that 

hie family has all it needs or wants of the product. Such is the case 

in attempting to increase fluid milk consumption. Under such circum­

stances, customers do not react favorably to any inference that their 

family does not have enough fluid milk. This negative attitude toward 

suggestion, together with the respondent's firm conviction that his family 

is fully supplied With fluid milk, presents a very difficult obstacle to 

increasing milk consumption. The removal of this obstacle is one major 

problem facing the dairy industry today. Its solution could aid mater­

ially in bringing about a satisfactory solution to the dairy problem, 

since a large number of people apparently maintain this attitude. 

Of those who were limited by some factor, 13 per cent stated that 

the price of milk was too high and thus limited the amount they could bly. 

Of this total, 82 per cent had family income of less than ~5000, with 20 

per cent realizing less than $3000 family income annually. 

Seven ~er cent of the families were limited because some part of the 

family disliked the taste of milk, "While j.hree per cent-coneum.ed less than 

they would like to because of medical reasons. Only two per cent indicated 

they limited their use of milk because it was fattening. 



Table 37. Factors limiting household consumption of fluid milk--1200 
respondents, consumer opinion survey, Utah, 1955 
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Per cent 
Limiting factors 

Don 1 t like taste 

Nothing 

Price too high 

Fattening 

Nedica.l reasons 

Hiscellaneoua 
Not home very much 
Pasteurization 
Loses food value 
Use other beverages 
'We're too old 
Just don 1 t use it 

Miscellaneous Total 

TOTAL 

15 No answer 

Number of total 

79 7 

876 73 

161 13 

24 2 

40 3 

18 2 

1198 100 

0nly nine per cent of the respondents from farm families indicated 

their consumption of fluid milk was limited (Table 38). Of the 11 

respondents in their category, only one ~s limited by what he considered 

high cost of milk. The remaining families were limited by such factors 

as taste, medical reasons and their belief that milk was too fattening. 

Some limitation may be necessary -wilen considering the results of this 

ana.lysis because of the small number of farm families in the total sample. 

' • 



Table 38. Factors limiting farm consumption of fluid milk-1200 
respondents, consumer opinion survey, Utah, 1955 

Source of income 
Fann Farm 

76 

Beaeon Total (dairy) (other) 

Nothing 113 23 90 

Don't like taste 3 2 1 

Z1edical reasons 4 1 - 1 

Too fattening 2 1 1 

Price too high 1 0 1 

Use other beverages 1 0 1 

TOTAL 124 9'7 

2 No reply 

SUlllill8.ry • Approximately three-fourths of the respondents felt there 

,.-as nothing Nhich limited their use of fluid milk. Of those who were 

limited by some factor, the largest number l-iere limited by the price 

of milk being too high. 'lhe second highest number 1-.-ere limited because 

some part of the family disliked the taste of milk. Only nine per cent 

of the farm families indicated they were limited in their use of fluid 

milk. Dislike for the taste of milk and medical reasons were the two 

factors which limited the most farm families. 



Respon4tnt consumption .9I.. fluid .!!lU! ~ attitudes toward consumption 
gJ_ ~ ~ varioo,e ~ groups 
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Twenty-three per cent of the respondents interviewed were non-drinkers 

of fluid milk. The majority of respondents consumed two to three glasses 

of milk daily 1 'With 23 per cent consuming three glasses daily as 

recommended by the American Dairy Aaeociation. Twelve per cent consumed 

four or more glasses of milk per day. M.1J.k drinkers consumed an average 

of 2.5 glasses per day, ~nile the average daily consumption for the entire 

sample, including non-drinkers, was 2.0 glasses. 

Table 39. ftespo.ndent daily consumption of fluid milk in glasses--
1200 respondents~ consumer opinion survey, Utah, 1955 

Amount 
(glasses) 

0 

l 

2 

J 

4 

5 

6 

Over 6 

Total 

Average** 

* Less than 1 per cent 
** Computed for users only 

Number 

Z'/2 

173 

33.3 

272 

125 

10 

12 

3 

1200 

2.5 

Per cent 
of total 

23 

14 

28 

23 

10 

1 

l 

* 

100 
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Those who were non-drinkers of milk believed, in general, that 

adults should drillk milk (Table .39a). Only eight per cent of the non-

drinkers felt that adults did not need to drink milk. Sixty-eight 

per cent thought adults should drink two to three glasses per day, while 

16 felt they should drink as much as four glasses per day. 

Table .39a. Respondents 'Who consumed no fluid and opinions of how much 
fluid milk adults need--1200 respondents, consumer opinion 
survey, Utah, 1955 

No. of glasses 
per day NUJnber Per cent 

0 22 8 

1 21 8 

2 113 42 

.3 71 26 

4 45 16 

TOTAL 272 100 

Dislike for the taste was the main reason given by non-drinkers for 

not drinking fluid milk (Table 40). Fifty-six per cent ref rained from 

drinking milk for this reason, while 19 per cent abstained because of 

medical reasons. Twelve per cent did not drink milk because it was fatten-

ing, and cnly two per cent did not drink it because it was too expensive. 

Nine per cent refrained from drinking milk because they felt adults did 

not need it. 



Table 40. Reasons non-drinkers do not drink fluid milk-1200 respond­
ents, consumer opinion survey, Utah, 1955 

Reasons Nwnber Per cent 

Don't like taste of it 142 56 

Medical reasons 47 19 

Calories and weight 30 12 

Adults don't need it 22 9 

Price too high 5 2 

Other 5 2 

TOTAL 253* 100 

* 21 respondents answered "drink coffee instead11 but did not indicate 
wy they preferred it to milk. 

8 No reply 
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There was an apparent relationship between respondent age and respon-

dent daily consumption of fluid milk (Table 41). Consumption tended to 

decline ld th increased age. Average daily consumption for milk drinkers 

declined from an average of 2.7 glasses per day for those from 16 to 20 

years of age to 2.3 glasses per day for those ages 50 years and over. 

Average daily consumption, including non-drinkers, was 2. 2 glasses and 1.6 

glasses for these respective age groups. 



Table 41. Relationship of age to respondents' daily consumption of fluid ~ilk--1200 respondents, consumer 
opinion survey, Utah, 1955 

Responded I!2jc~l Age 
consumption 16 Per cent 21 Per cent 31 Per cent 41 Per cent Per cent 

daily Per- to of to of to of to of Over of 
(glasses per day) Number geat 20 total :20 total l:t,O total 50 total 50 total 

0 263 22 6 19 45 14 88 23 59 26 65 31 

1 170 14 3 10 45 14 49 13 32 14 41 20 

2 325 28 8 26 98 30 105 2.7 64 28 50 24 

3 no 23 9 29 88 2.7 95 25 44 20 34 16 

4 and over 147 13 5 16 52 15 46 12 26 12 18 9 

l'OTAL 1175 100 31 100 32.8 100 383 100 22.5 100 208 100 

AVERAGE 
CONSUMPTION* 2.5 2.7 2.6 2.5 2.4 2.3 

AVERAGE 
CONSUMPTION** 2.0 2. 2 2 .2 1.9 1.8 1.6 

25 No reply to age 

* Computed for users only 
** Computed for total sample 

CQ 
0 
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There ~as no apparent rel~tionship between respondent daily consump­

tion and family income (Table 42). Average daily consumption for the 

group \b1ch included milk drinkers only varied only slightly ~ith 

changes in family income. Tha t group lffiich included non-drinkers of 

milk, showed a tendency for consumption to increase with income as those 

with under $3000 annual income consumed an average of 1.4 gla sses per 

day while those with over $7500 annual. income consumed an !!Verage of 1.8 

glasses per day. This tendency was not consistent throughout all income 

groups, ho~ever. The groups of res~ondents ~ich excluded non-drinkers 

of milk consumed from 0.5 to 1.0 glasses per day avera ge more than did 

the group Wich included the non-drinkers. 

Males consumed only slightly more milk per day than did females. 

The percentage of each sex who were non-drinkers rtas the same. 

Respondents, in general, believed that children under 12 years of 

age and those in the teen-age years should drink about the se.me amounts 

of milk each day (Table 43). Fifty-six per cent of the respondents felt 

that children under 1~ yec::.rs of age should drink four gla sses of milk per 

day, wile 51 per cent felt that children in the teen-age years should 

consume four glasses per day. Approximately one-third of the respon­

dents felt that all age groups should consume the three glasses of milk 

daily a s recommended by the Am.ericWl Da icy Associb.tion. Only six per cent 

of the respondents believed tha t children under 12 should drink t~o 

glasses or less ea ch day, while seven per cent thought children in the 

teen-age yea rs should drink this ~ount. Forty-eight per cent, however, 

thought adults needed only two or less gl asses ~er duy. Only two per cent 

of the res,t:~ondents felt that children below the age of 18 did not need to 

drink milk. 



Table 42. Relationship of income to respondent consumption of fluid milk--1200 respondents, consumer 
opinion survey, Utah, 1955 

Total Income 
$3000 ~5000 $5000 

Glasses respondent Under Per cent to Per cent to Per cent to · Per cent 
drinke daily Number Per cent $3000 of t9tal $5000 of t otal {7500 of total $7~00 of total 

0 267 23 66 30 

1 171 14 1.2 14 

2 330 28 62 28 
. 

3 269 ..:::3 40 18 

4 and over 147 12 23 10 

TOTAL 1184 100 2:C: .3 100 

AVERJ~E CONSUMPTION** 
2.5 ~ -4 

! VERAGE CONSUMPTION* 2.0 1.4 

16 No reply to inoame 
* Oomputed for total sample 
** Computed for users only 

137 21 47 

.100 15 24 

189 28 62 

157 23 57 

89 13 25 

672 100 ~15 

2.3 2.5 

1.8 2.0 

22 

11 .. - . 

29 

27 

11 

100 

17 

15 

17 

15 

10 

74 

2.4 

1.8 

23 

20 

23 

20 

14 

100 

C» 
1\) 
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Table 43. Relutionship of respondent consumption to a ttitudes towa rd 
fluid milk consumption of various ege groups--1200 respondents, 
consumer opinion re~ort, Utah, 1955 

i .. ge grour2 under 1~ j.:E,e gr ou p 12-18 N!e grou12 over 1~ 
Amount Per cent Per cent Per cent 
{gJ.asses) Number of totu.l N~]2~r Qf ~Qte.l Numbe r of tota l 

0 7 1 7 1 25 2 

1 7 1 5 * 71 6 

2 58 4 67 6 475 L.fJ 

3 359 30 399 33 419 35 

4 672 56 6Cf7 51 202 17 

5 36 J 66 5 4 * 
6 53 4 41 3 4 * 

Over 6 8 1 8 1 0 * 

TOTAL 1200 100 l ;;.'Oo 100 1.200 100 

* Less than 0.5 per cent 

Suppna.ry. Twenty-three per cent o f those interview-ed were non-drinkers 

of fluid milk. The majority of respondents consumed two to three glasses 

daily. Avere..ge daily consumption for milk drinkers w-as 2 .5 gl&sses per 

day 1 'While the a verage for the entire srunple (including non-drinkers) wa s 

2.0 glasses. 

Unly eight per cent of the non-drinr.ers felt th~t adults did not need 

to drink milk. Dislike for the taste of milk was the !IUiin reason t;iven by 

non-drinkers for not drinking milk. 

Respondent d aily consumption of fluid milk showed a continual decline 

with increasing ~ge of the respondent. There wa s no appa rent relationship 
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between respondent consumption and family income. Males consumed only 

slightly more milk per day than did females. 

Respondents , in general, felt that children under 12 years of age and 

those in the teen-age years should drink about the same Bl'llount of milk each 

day, with requirements declining for ages over 18 yea rs. Only two per cent 

of the respondents believed that children below the age of 18 did not need 

to drink milk. Approximately one-third of the respondents felt that all 

age groups should consw:J.e the three glasses daily as recommended by the 

American Dai~ Associa tion. 

Respondent definition~ Prade A~ 

To ascerta in respondent opinions regarding Grade h milk, ea ch respon-

dent w~s asked how Grade A milk differs from other milk (Table 44). 

Replies were recorded in the exact words of the respondent and coded in the 

ca tegories found in Table 45· In many instances, respondent replies 

included more than one of the statements listed. 

Replies were both specific and general in nature. The reply most 

received wa s that Grade il milk l-ras 11 the best milk. 11 This reply represented 

approximately one-fourth of the total responses. Seventeen per cent of the 

total replies indicated that Grade A milk ~~s either pasteurized or homo-

genized, wile 14 per cent said it was just "clean milk." 

Approximately 10 per cent of the total replies given indicated some 

knowledge of grade milk a s it is usually defined.+ Six per cent of the 

total responses indicated tha t Grade A milk wa s produced under the highest 

sanita ry conditions. Three per cent felt Grade A milk was milk which met 

the required standa rd of having a low bacteria count, vhile slightly less 

li- Grade A milk may be defined as that milk which is produced under strict 
sanitary regulations. Conditions and f a cilities used to produce this 
milk are under hea lth department control. This milk must meet certain 
minimum san.i tary and quality standards. 
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than one per cent believed it was milk produced in sa.ni tary barns w1 th sa.ni-

tary equipment. 

Of the someWhat eccentric responses received, one respondent thought 

Grade A milk wiU1 water added, six said it was "next to best" or "good as 

any," ,.rhile two respondents felt it was milk without cream.. 

Table 44. Respondent definition of Grade A fluid milk--1200 respondents, 
con8UDI8r opinion survey, Utah, 1955 

Definition 

The best milk 
Pasteurized or homogenized 
Clean milk 
Richest milk 
Passes dairy inspection 

Highest sanitary standards 
Quality--good top 
Bacteria count lov 
Taste and flavor best 
Vitamin enriched 

Ca:oea from good dairy or cows 
Good milk 
Freshest milk 
Equipment and barn clean 
Safe for children 

Good as any 
Cold t:dlk 
HUk w1 thou t cream 
Next to best 
Stays fresh longer 

'Water &dded 
Jersey milk 
In Carton 
Have a monopoly on market 
Don't know 

TOTAL 

** Less than 0.5 per cent 

Number 

355 
245 
196 
144 
110 

81 
60 
45 
26 
25 

19 
19 
14 
9 
5 

4 
3 
2 
2 
2 

1 
1 
1 
1 

85 

1455 

Per cent 
of total 

25 
17 
14 
10 

8 

6 
4 
3 
.2 
2 

1 
1 
1 

** 
** 
** 
** 
** 
** 
** 

** 
** 
** 
** 6 

100 
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Source 9I. mm 
Most respotxients obtained the majority of their fluid milk either 

from buying it at the grocery store or by having it delivered. Forty-

five per cent of the respondents utilize home delivery while 40 per cent 

purchased their fluid milk from the store. Of the remaining, ten per 

cent <nmed their ow cow lobile five per cent bought it from friends or 

neighbors who o\lled cows (Table 45). 

Table 45. Major source of fluid milk-1200 respondents, consumer 
opinion survey, Utah, 1955 

Number Per cent 
Source of total 

Buy a t grocery store IJ34 40 

Delivered by milkman 536 45 

Own CO'W 113 10 

Neighbors who own cow 62 5 

TOTAL 1195 100 

5 No reply 

The percentage of respondents who owed their own cow or who pur-

chased their milk from a neighbor wo m.ned a cow was highest among 

those wo lived in smaller tO'Wns or rural areas, w-hile the percentage 

of those who purchased their milk from the store or utilized home 

delivery w~:ts highest among those wo lived in l a rger tows or urban 

areas. F'orty-six per cent of those wo lived in towns of 1,000 popula-

tion or less o'Wlled their own cow, while only one per cent of those who 
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lived in towns of 10,000 or more population o~ed their own cow. How-

ever, of those who lived in the l a tter size t owns, 53 per cent h E:.d their 

milk delivered and 44 per cent purchased it at the store. The percentage 

of respondents who obtained their milk f rom the store or by delivery 

decreased with a decrease in town popula tion. Thirty-four per cent of 

those who lived in towns of 1,000 or less popula tion purchased their 

milk from the store, while only 11 per cent utilized home delivery 

(Table 46). 

An analysis of f amily size indica tes that f amilies of smaller sizes 

tend to buy their milk at the store while those of larger size, especially 

from three to six members, tend to utilize home delivery service (Table 

47). The percentage of families w1l0 purchase their milk from neighbors 

and who ow their own cow a.lso tends to increase l.-i th un increase in 

fem.ily size .. 

Family income analysis indicates e rela tionship between the f umily 

source of milk and f amily income (Table 48). The percentage of 

fa.I:lilies who purchase their milk a t the store tends to decrease as the 

size of f amily income increases, while the percentage of f amilies who 

utilize home delivery service tend to increase with family income. The 

majority of raw milk users a re included in family income groups of under 

$5000 per year. 

Respondents listed three main rea s ons for purchasing milk f r om 

their present dairy (Table 49). The highest percentage, 28 per cent, 

felt that their dairy produced good products and for that reason they 

continued to patronize them. Twenty-four per cent bought from their 

present da iry because it wa s 11convenient11 and could see no rea son to 

change. TweDty-two per cent considered the good t ype service rendered by 

their dairy as the reason they purch.ased fran them. 



Table 46. Source of milk accor ding to size of community--1200 respondents , consumer opinion survey, Utah, 
1955 

So'U,rce of milk 
Total St ore Delivered Own cow Neighbors 

Town population Number Per cent Number Per cent Number Per cent Number Per cent Number Per cent 

10,000 over 604 100 266 44 319 53 8 1 11 2 

3,000-10,000 260 100 104 40 133 51 8 3 15 6 

1,000-3,000 180 100 62 34 68 38 Z7 15 23 9 

Under 1,000 151 100 52 34 16 11 70 46 13 9 

TOTAL 1195 100 484 41 5.36 45 113 9 62 5 

5 No reply 

~ 



Table 47. Relationship of family size to household source of fluid milk--1200 respondents, consumer opinion 
survey, Utah, 1955 

Total FamilY size 
Per cent Per cent Per cent Per cent 

Soyrce of milk Num12er Per cent 1-2 of total 3-4 of t otal 5-6 of total Over 6 of total 

Buy at store IJ34 41 149 62 207 39 lO.Z 30 26 30 

Delivered 536 45 70 29 263 49 165 50 38 43 

Chin cow 113 9 14 6 39 7 43 13 17 19 

Buy from 
neighbors 62 5 7 3 26 5 22 7 7 8 

TOTAL ll95 100 240 100 - 535 100 332 100 88 100 

16 No reply to income 
5 No reply to question 

$ 



Table 48. Relationship of income to family source of f luid milk--1200 respondents, consumer opinion 
survey, Utah, 1955 

Total Income 
$3000 $5000 

Under Per cent to Per cent to Per cent Over Per cent 
Sourges of mi1k Number Per cent j3QQO of total §5000 of total tzsoo of total $7500 of t otal 

Store 476 41 122 56 258 39 68 32 28 38 

Delivered 529 45 58 26 307 46 123 '57 41 56 

Ow caw 112 9 23 10 70 10 15 7 4 5 

Neighbors 62 5 18 8 34 5 9 4 l 1 

TOTAL 1179 100 221 100 669 100 215 100 74 100 

16 No reply to income 
5 No reply to question 

-.!) 
0 
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Table 49. Reasons for purchasing milk f rom present de iry--1200 respon­
dents, consumer opinion survey, Utah, 1955 

Rea sons Number fe r cent of 
total 

Good service 157 22 

Good products 199 ZB 

Convenient 177 ~4 

Habit 79 11 

Friends or f amily in the dairy business 45 6 

Miscellaneous 67 9 

TOTAL 7~4* 100 

* First t wo responses were recorded 

Those who purchased t heir milk f r om the grocer store listed two 

:cain rea sons for this action (Table .50). Thirt y- five per cent of the 

respondents s aid it was convenient and _just as handy to buy their milk 

at the store while purchasing their other food products. Twenty-six 

per cent felt thct their needs wer e too irregular for delivery service 

and bought milk at the store because they could buy it as t hey needed 

it. Nine per cent liked the lower price of s tore milk, while a like 

percentage bought a t the store because they disliked t he extra food bill 

which resulted from home delivery . 



Table 50. Reasons for store purchase of fluid milk insteed of having 
home delivery--1200 respondents, consumer opinion survey, 
Utuh, 1955 

Reasons Number 

Just as convenient and handy 157 

Can buy as needed 115 

Store milk is cheaper 42 

Don't like extra bill associa ted with delivery 40 

Family connected with store ~9 

No delivery service ' 3 

!-'iilk froze in v!nter 9 

:.iiscellaneous 31 
Like store milk better 
Not permanently settled 
Container preference 
Have credit a t store 
Pasteurized or homogenized 
Prefer brand not delivered 

TOTAL 446* 

* First two replies were recorded 

Per cent 
of t otal 

35 

26 

9 

9 

7 

5 

2 

7 

100 
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Respondents who bought their milk from neighbors who owned cows did 

so primarily because the price vas cheaper (Table 51}. Forty-two per cent 

of the responses stated this reason . Thirty-five per cent liked the 

raw milk from their neighbor's CO'-' because they felt it had chara.cteristics 

which were lacking in store milk. Same pref erred the teste of r £>:w milk, 

others liked the cream they got, -while others fel t r aw milk wa s richer 

and contained more food va lue t han the store milk. 
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Table 51. Reasons for purchasing milk f rom neighbors ~no o~n cow--1200 
respondents, consumer opinion survey, Uttib, 1955 

Rea sons Number 

Has some char acteristic processed milk lacks 36 
Believe r aw milk has more food value 
Like taste better 
Like cream I get 
It is richer 

Price is che~per 30 

Most convenient way 20 

TOTAL 86* 

* First two replies were recorded 

Per cent 
of total 

35 

100 

Respondents purchased their present brand of milk primarily because 

there was some char&cteristic about the milk itself which appealed t o 

them (Table 52). One-third of the responses given stated tha t the reason 

for purchasing the brand of milk they did was because it was fresher, 

richer, tasted better, or was of the best qualitf. An &dditional 18 

per cent said they "liked the brand, 11 but indicated no special cha r acter-

istic which nppealed to them. 

Sumrnnpr. Most respondents obtained the majority of their fluid milk 

either from buying it from the store or having it delivered. A smaller 

number owed their own cow or bought from a neighbor who h11d a cow. 

The main reason listed by respondents for purchasing from their 

present dairy was that their dairy produced good products. Those who 

purchased from the store instead of having it delivered did so because 

they felt it 'Wb.B just as convenient and he.ndy to buy their milk while 



Table 52. Reasons for purchasing particular brand of fluid milk--1200 
respondents, consumer opinion survey, Utah, 1955 

fteaeons 

No brand preference 

Like brand (No particular reason) 

Habit 

Cheaper 

Fresher, richer, like taste of flavor, 
container preference, best quality 

Only br~nd sold in store or local product 

Owns or works in store 

TOTAL 

* First two replies were recorded 

Per cent 
Number of total 

12? 27 

82 18 

33 7 

15 3 

154 33 

35 8 

19 4 

465* 100 
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purchesing their other food products. The second highest number purchased 

from the store because they felt their needs were too irregula r for home 

delivery. 

Respondents who purchased a particular brand of milk did so primarily 

because they felt the milk was either fresher, richer, t asted better, or 

was of the best quality. Most of those who obtained their milk from a 

neighbor who had a cow did so because the price was cheaper. The second 

highest number preferred their neighbor's r aw milk because they felt it 

had characteristics which were l acking in store milk. 

Small size families tend to buy their milk at the store, while those 

of larger size families tend to utilize home delivery. The percentage of 

f amilies who purchase their milk a t the store tends to decrease as the 



size of family income increases, while the percentage of fa~ilies who 

utilize home delivery tend to increase with famil y income. 

95 

The l.&rger percentage of those who owned their mm cow or who pur­

cha sed milk from neighbors who owned a cow lived in small tows or rural 

areas, while the l arger percentage of those who utilized home delivery 

or 'Who purch b.. Sed milk a t the store lived in l a rger towns o r urban areas. 
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SID~~RY AND CONCLUSI ONS 

1. Fifty-two pe r cent of the res9ondents felt th&t advertising other 

dai~ products encouraged their use, while only 30 per cent believed adver­

tising fluid milk encouraged its use in their household • 

.:. . Television was the medium owed by the least number of respondents . 

Hol-iever, dairy advertising on television was recalled more often by respon­

dents than was dai~ advertising on the r adio or in the newspnper. 

3. The ma jority of respondents said they do not use r adio, television, 

or the ~ally newspaper as a shopping aid in purch&sing either dairy pro­

ducts or other food products. However, of those who do use these media 

more used them a s shopping aids for purchasing other food prcx:lucts than 

for purchasing dairy products. The daily newspaper was the medium mos t 

commonly used as a shopping aid. 

4. Respondents preferred television advertising to that done through 

the other ~dvertising media . 

5. Store specials was the method of advertising r ated "excellent11 by 

the l argest number of respondents. Ca.rtoon advertising and demonstrations 

of quality or use at the point of sales were given this same high rating 

by the second l argest numbers. Testimonials by celebrities was the method 

respondents disliked most. 

6. The feeling of gr a.ti tude toward program sponsors for providing 

entertainment for the respondent did not motivate the respondent to purchase 

the program s ponsors product. 

7. Respondents, generally, accepted the advertising claims of the 

dairy indust~ about milk as being true. Only the cla ims "Hilk helps 
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eyesight11 and 11wbole fluid milk is not fattening" were not believed by the 

majority of respondents. 

8. The majority of respondents (57 per cent) felt the increase in 

dairy 6.dvertising had not affected the prtce of dairy products. 

9. According to respondent opinion, fluid milk consumption had 

increased in more households during the past year than ha d consumption of 

coffee or breakfa st juices• Respondents indicated that increases in family 

size had been the f actor most responsible for this increase in milk consump-

tion. 

11. Twenty-three per cent of those interviewed were non-drinkers of 

milk. Only eight per cent of these, however, felt that adults did not need 

to drink fluid milk. 

12. Respondents, generally, felt that children under 12 yaara. 

age and those in the teen-age years should consume the es.me amounts of 

' _, 

milk. The majority believed ti1ese groups should have four glassee of milk 

per day. Most respondents felt adult needs were two to three glasses daily. 

lJ. In general, respondent definitions of Grade A milk revealed 

that respondents did not think of Grade A milk in tenns of the generally 

accepted industry definition. Instead, their definitions w-ere general 

and included very little specific reference to any parts of this definition. 

14. A slightly higher percentage of respondents ha.ve tbeir milk 

delivered than buy it a t the store. Forty-five per cent of those inter-

viewed utilized home deli very while 41 per cent purchased their milk from 

the store. Nine per cent of the respondents owned their own cow and five 

per cent purcha sed their milk from neighbors who owned their own cow. 
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RECOMMENDATIONS 

1. That in analyzing the findings of this study the reader be mindful 

of the limitations of the data . Many of the questions asked in this 

study were subjective in nature and may not h~ve measured what the 

respondent would actually do in a given situation. Since respondent 

stated opinion and conduct may not always be correlated, limitation 

and careful judgment should be exercised when interpreting the results 

of this study. 

2. Tha t the dairy industry utilize television for &dvertising their pro­

ducts wherever this medium is available. This medium wa s owned by 

the l east number of respondents but if res~ondent preference and program­

sponsor recall can be used to gauge media effectiveness, television 

would appear to be the most effective of the media studied. Television 

advertising was the type- preferred by most respondents. It was also 

the medium from Which respondents recalled having seen dairy adver­

tising most often. This medium also makes possible the utilization 

of cartoonadvertieing, demonstrations, and presents the qualities of 

sight and sound, a ll of which were f avorably r ated by thos e interviewed. 

This recommendation is made, hovrever, on the basis oi' thb -ctudy only 

and it is recognized that acceptance of such a recommendation by the 

dairy industry would be contingent on their receiving the best dollar 

return from this medium. 'Ihe relative dollar cost &nd returns of the 

various media cannot be concluded f rom this study. 

The use of local store advertising is also recommended. It is 

felt store advertising should be used even in areas where television 
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is available, since it could supplement television advertising and 

exercise and "impulse" type influence on consumers. It i s believed 

also tb& t this medium would be the most effective type in rural areas 

where other advertising media are not as localized and perhaps not as 

applicable. 

J. Tha t the d!:dry industry make considerable use of cartoon advertising 

as a ~ethod in their television advertising . The use of store demon­

strations to e:xhibi t quality and use of dairy products is also 

recanmended. Results of this survey indicate these methods are the 

most ~cceptable to the c onsuming public. The continued use of testi­

monials by celebrities is also recommended, but it is believed that 

this method of advertising mould definitely utilize people well known 

to children and the presentation should be directed to these younger 

people. The lack of acceptance of this method by those interviewed in 

this study should not necessarily discourage its use. 

4. That the dairy industry investigate and s tudy the use of store specic::.ls 

as a me&ns of promoting the sale of dai ry products. Those interviewed 

in this study indicated a f avorable acceptance of tbis rr.ethod of pr omo­

tion. The analysis of newsp1:1per ads ,~ presented in this study show that 

dairy products are mentioned infrequently in comparison with other food 

items and a r e not being promoted a s 11 sale11 products through this medium. 

It is believed that & simila r sitmtion would be revea led in a study of 

other advertising medi!:i. 

The applicability of these results to the deiry problem can only 

be supposed on the b~sis of this study, but it is believed ~t these 

results indicate an a rea in which iurther study m~y prov e beneficial 

to the dairy industry. It is also recommended that in studying this 
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method of promotion the use of newspape r advertising be considered as 

a possible advertising medium f or c~rrying out this program. 

5. '!bat the dairy industry not wge an extensive merchandising program to 

nsell 11 consumers on the value of Grade J.. miLe in en a ttempt to reduce 

the number of families using r aw milk. In general, consumers now 

associate Grade A milk with milk that is superior in one char ucteria­

tic or another. Since this attitude is already present, such a program 

would seem unnecesstir y . As for the possibility of converting some raw 

milk users to use oi G:euie A processed milk, it is believed thE. t the 

s ales potential is lacking. Nost of those '\o.no consume r aw milk own 

their own cow or are a ssociated with farming in some ca~city so a s to 

have this type milk readily accessable. The majority of these are also 

located in rur~l areas. The number of those "'no consume r aw milk and 

are not a ssoeie ted with f a rming or live in rural area s 1 s small; thus 

it presents a somewh~t limited market a r ea . 

The attitude of those consuming raw mil.ic '\orould b.lso be a deterent 

in a ttempting to convert these peo?le to Gr c:a.de A milk. Most use r a'\-T 

milk because 1 t is cheaper. This is especiall y t rue 81lone t h.ose who 

own their own cow. It woul d seem illogical to expect any sigrrlficant 

number of these people to revert to processed milk when they have their 

own milk a vailable a t a lo~er price, especially when they consider 

this milk to be a s s afe as processed milk. There are also s ome among 

these r aw milk users who feel r aw milk has certain supe rior char~lc­

teristics; i.e., more food value , better taste, etc., and prefer it 

for t his rea son. In most cases these people feel ve ry str ong in their 

dislike for processed milK and to ahange this a ttitude would be a very 

difficult t a sk . with these deteren ts confr ontine, the industry and the 
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is not one to warrant large expenditures for advertising. 
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7. That the dairy industry, as a collective unit and as individual com­

panies, initiate a progressive program designed to give the consuming 

public new uses for their present dairy products and to develop new 

prcx:iucts for sale. The dairy industry is confronted with a very diffi­

cult problem; namely, the "satisfied" a ttitude of the consuming public • 

. Host people who use fluid milk feel they are using all tiley need or 

wand and there is nothing which limits their uae o f this product. A 

common a ttitude is: 11\ole buy all the milk 'W'e can use and our children 

drink. it all the time. If everybody used as much milk as we do there 

wouldn't be any miDc surplus." Along with this attitude the dairy 

indus try is <.:.lso confronted n'ith consumers who, in general, believe in 

the value of milk end accept the dairy industry clnilns about this pro­

duct as being true. The ccmbination of these t\o:o consumer a ttitudes 

make promotion of dairy products e. very diff icult undertaking since the 

indus try is dealing with people who do not feel a need to increase 

their use of their product and who are not likely af f ected by their 

advertising as they alrea dy accept their claims as being correct. 

'Ihe dairy industry has been somewha t successful in their program 

to ~oint the need for three glasses per day and the continuation of 

this appeal to use quanti ties 1mich meet diete.ry requirements is 

recommended. Ho\olever, it i s felt that a fundamental objective of the 

!ID&rehandising progr am of t he dairy indus try should be to count er this 

11 satisfied11 a ttitude of the consuming public. If the people a re actually 

using all the d airy products they need, there is no real need for a 

merchandising program. Certainly no one in the d airy industry would 



102 

accept such a condition as being representative of the consuming public. 

Therefore the dairy industry must create new products and new uses 

wich will show these "satisfied" customers they can use still more dairy 

products and thus combat this stagnant attitude. 

8. That the dairy industry continue its advertising program of supplement­

ing dairy industry advertising with individual dairy brMd advertising, 

but tha t the greater emphasis be placed on industry advertising. It is 

believed industry advertising would be more influential than would 

brand advertising in bringing about increased total consumption of dairy 

prcrlucts. 

Theoretically, when there are one or more brands of fluid milk 

competing in one market, the demand for any one of these brands is 

elastic. Under such coodi tiona effective brand a dvertising by one 

individual fluid milk seller can be instrumental in causing consumers 

.to shift to his brand of milk. Consumer purchase of various brands of 

milk may be c..ltered by this type advertising, but this type of advertis­

ing is not normally directed in such a way as to influence consumers 

total consumption. Shift:ing from one brand of milk to another does not 

necesserily bring about an incree.se i n total milk consumption. Only to 

the degree tha t continued mention of milk or other d~iry products may 

influence tota l purchases will brand advertising bring about any increase 

in total dairy pro duet consumption. 

The type of advertising which is most likely to bring about increases 

in tot~l dtiry product cansum~tion is tb &t type which ct..n eff ectively 

direct consumer purc~ses away f rom com~eting products. Theoretically, 

indus try type advertising is most likely to acco~plish this end. When 

one considers the demand f or all the milk comp~tli1g in the forementioned 
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mbrket it becomes inelastic. n1e effectiveness of brand advertising 

is minimized under such conditions. Industry &..dvertising , on the other 

hru1d, c&..n pre~~bly be effective under such conditions since i t directs 

its emphasis on the purchase and consumption of mi~ with no concern for 

the brand and thus a ttempts to encourage consum_;>tion of milk instead of 

competing foods. 

As indicated in the presentction, t hi s anr~ysis is t heoretical . 

It is felt, however, tha t the ~~eory lessens its ~nediate v~ue to the 

industry. In view of this shortage of informati9n and the l ack of similar 

information in other areas, it is recommended th~t studies concerned with 

the following subjects be conducted: 

(1) A study to determine the effect of brand and industry advertis­

ing total consumption of dairy products. 

(2) Controlled srudies in which the eff ect of both advertising and 

price on dairy product consumption can be measured. 

(3) A study to determine the dollar cost ~nd return from advertis­

ing done through the various adverti sing media . 

(4) A study to analyze the eff ectiveness ~d influence of store 

specia ls as a means of merchcndising d&iry products. 

(5) A study to determine to whe t extent or degree those wno feel 

they are influettc ed by dairy adverti sing are a ctually influenced . 
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SUMMARY OF EX.PERIM»lTAL HAIL '-'UESTIONNAIRES 

~ ..!5m& 12m questionnaire 

On February 11, 1955, 100 long, f ive page questionnaires were sent 

to housewives in Salt Lake City and Ogden, Utah. The respondents were 

selected at random from the telephone directory. By February 23, t here 

were 21 questionnaires returned, with an additional three questionnaires 

being returned during the ensuing t wo weeks. Of the 24 questionnaires 

returned, five were considered to be useable, seven were &nswered 

completely and 12 were useable in major part. 

A t ot al of 46 questionnaire -questions were asked ~ith some contain-

ing more than one part. 'Ihirteen of these questions were answered 

completely by all 24 respondents, while 37 of the 46 questions were 

an~·ered completely by 20 or more of the r espondents. One question was 

interpreted corr~ctly by only eleven respondents, the lowest t otal for 

any question. The most common type error found in t his study was the 

unanS\.'ered question. In addition many questions 'Were only pe.rtly 

answered . The type question most f requently lef t unanswered or only 

partially ansvered 'Wa s the 11'Why?" and 11 opi ni on 11 type in which the .respon-

dent was asked to write in the answer. 

This study revealed that approximately one-fif th of the total ques-

tionnaires was returned as useable data. The foll owing cost calcula tions 

'Were prepared on this basis of percentage return for obtaining 1500 total 

uaeable sample: 

1. Total number of questionnaires to be sent i n--7500 
2. Cost for envelopes (two per questionnaire) b ~4 . 24/1000 
3. Cost for postage ~ , .o6 per questionnaire for 7500 

U33. 75 
450 . 00 



4. Cost f or mimeographed paper. 15 reams @il.35 
5. Cost for returned postage ~ ~.07 for 1500 ques­

tionnaires 
Total stationary and postage costs 
Unit cost for 1500 returned samples 

la3 

20. 25 

105,00 
659.00 

.44 

The $.44 unit cost derived from these calculations include only 

material and postage costs. This unit cost would be increased by the 

inclusion of clerical assembly and t abulation costs. 

~ car4 questionnaire 

On February 11, 1955, 100 post card questionnaires were sent to 

housewives in Salt L~e City and Ogden, Utah areas. Respondents were 

selected at random from the telephone directory. A total of 20 ques-

tionnaires were returned and all were considered useable in whole or in 

major part. Six questions were a sked and, of that total, four were 

answered completely by all respondents. One question was not answered 

by five res~ondents and one question was enswered ambiguously by four 

respondents . Both questions were of the 11why?" type in which the respon-

dent was asked to write-in the answer. 

The study showed that one-fifth of the total sample was rettirned as 

useable data. Using this return percentage a s a basis the following 

cost calculations were prepared for obtaining a total sample of 1500 

respondents: 

1. Total number of questionnaires t o be sent in--7500 
2. Cost for post card and postage $.02 per ques­

tionnaire 
3. Cost for returned postage @~ .03 f or 1500 

questionnaires 
Total card and postage costs 
Unit cost for 1500 questionnaires 

House !2 house questionnaire 

$150 .00 

45.00 
$195 . 00 

.13 

The following costs were incurred the data f or t his study by means 

of the house to house method: 



1. Number of samples taken-l200 
2. Cost for mimeograph paper. J reams Qil.J5 
J. Cost for wages of enumera tors ~1.00 per hour 
4. Cost for meals and lodging for enumerators 
5. Cost for mileage of field work for house to house 

visits 
Tot~ cost for supplies and field work 
Oni t cost for 1200 samples 

$4.05 
572 .00 
369.51 

10t9 

254.04 
$1199.59 

1.00 

'lhe procedures and findings of this study are summarized as a main 

section of this paper. 

Csmclusions 

1. A higher percentage of the long form questionnaire was returned 

but the percentage of useable returned questionnaires was approximately 

the same for both the long and post card questionnaires. 

2. "'Why?" end "opinion" type questions requiring answers wr1 tten 

by the respondent were the most frequently omitted or partially answered. 

3. The use of the pos t card type questionna ire is deemed to be unsat-

isfactory for this type study despite its higher percentage of c orrectly 

afswered questions. 

' Tbe use of the mail type questionnaire is deemed to be inferior 

to that of the house -to-house method for this type study. It is believed 
I . 
\. 

t!at more complete and v alid information can be obtained thrrugh the 

~tter method. The house-to-house method makes possible the minimizing of 
/.(\ 
; j 

~complete and ambiguous answering. Also, this method does not limit the 

~ample area to telephone owners and thus makes possible the drawing of a 

more represent&tive sample. 

5. Despite the lower unit cost for obtaining the sample by mail it 

is believed that obtaining more complete and valid information from a 
\ 

more representative sample area justifies the additional expense of the 

house -~house method. 
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Sample Chc..r~cteristic Tables 

Table 53. Sex of respondents , consumer opinion survey, Utc..h , 1955 

Sex Number Per cent of Total 

Mal e 85 07 

Female 1115 93 

TOTAL 1~00 100 

Table 54. Age of respondent--consumer 09inion survey, ~00 respondent, 
Utah, 1955 

Age 

( Ye~rs) 

20 or younger 

21-30 

31-40 

41-50 

Over 50 

TOTAL 

Number 

31 

328 

383 

225 

208 

1175 

Per cent of Total 

(per cent) 

3 

28 

32 

19 

18 

100 
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Table 55. Marital status of respondent, consumer o~inion survey--1200 
respondents, Utah, 1955 

Mari tal 
Status Number 

l"'.~S.rried 1131 

'Widowed 36 

Divorced 4 

Unmarried 29 

TOTAL 1200 

Table 56 . Length of marriage of res~ondents, 
r§~~ondent~ 1 Produc~§ . Utah 1 12~~ 

Years 
MarD,~d Nll'!llber 

(year s ) 

5 end less 179 

6-10 229 

11-15 193 

16-20 182 

Over 20 352 

TOTAL 1135 

Unmn.rried 2.9 
No reply 36 

Per cent of Total 
(?er cent) 

94 

3 

1 

2 

100 

consumer opinion survey--1200 

Per cent of Total 

(per cent) 

16 

20 

17 

16 

31 

100 
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Table 57. Source of income of respondents, consumer opinion survey--1200 
respondents, Utah, 1955 

Source of 
In~Qm§ Nuxnber Per cent of Total 

(per cent) 

full-time f arm (dair-J) 16 1 

Full-time farm (others) 66 6 

Non-farm 10'73 90 

Part-time f arm (dairy) 11 1 

Pe.rt-time f arm {other) 33 2 

TOTJJ. 1199 100 

No reply 1 

Table 58. F'a.mily income of respondent, consumer opinion survey-1200 respon­
dents, Utah, 1955 

Amount of 
yearly 

in cane Number Per cent of Total 
(doll~::.rs) (per cent) 

Less than 3000 223 19 

3000-5000 672 57 

5000-7500 215 18 

More than 7500 74 6 

TOTAL 1184 100 

No reply 16 
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Table 59. Race of respondent, consumer opinion survey-1200 respondents, 
Utah, 1955 

Race Number Per cent of Tota1 

1160 97 

Negro 40 03 

TOTAL 1200 100 

Table 60. Size of household of respondent, 
respondents, Utah, 1955 

consumer opinion s urvey-1200 

Size of 
Household Number .Per cent of Total People 

Tgta1 In Families 

2 and under 242 20 45~ 

2-4 535 45 1908 

5-6 332 28 1769 

7 and over 89 7 699 

TOTAL ll98 100 4828 

2 No reply 
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Table 61. Age canposi tion of household of respondent, 
survey-1200 respondents, Utah, 1955 

consumer opinion 

Number 
~e 2!: Houaeho~ a~rs 

Ad!6J.tl! T n-;-;;- ~12-18) Children (under l~l 
in Per cent Per cent Per cent 

Hguaehold NUlll:Q![ Qf ~Qtal N:ym'Qer of tQ!!al Number of tots.1 

(per cent) (per cent) (per cent) 

0 0 0.0 812 68.0 416 35 . 0 

1 56 5.0 219 18 .0 261 21.0 

2 981 81.0 120 10.0 298 :cs.o 

3 119 10.0 38 3.0 133 11.0 

4 and over 44 4.0 11 1.0 92 8. 0 

TOTAL 1200 100 ]200 100 1.200 100.0 



CONFIDENTIAL 

UTAH STATE AGRICULTURAL COLLEGE DBPARTMENT OF 
AGRICULTURAL ECONOMICS ilND lt:A?.KETING, LOGAN, UTAH 

CONFIDENTIAL 

Consumer Opinion Survey of Advertising and Marketing of Dairy Products 

PG."VDERED AND FLUID taLK 

1. How many glasses of milk do you drink each day? 

2 . How many glasses of milk do you think a child under 12 yrs shoul d 
drink daily? 

). How many gl asses of :nilk do you think a teenager should drink each 
day? ----

u. How many glasses of milk do you think an adult should drink each 
day? 

5. If there is a differ ence between no. l and no . u list r easons why. 

6. Hmv much of the following types of flu i d milk are used in your house­
hold each week? 

a . Pasteurized whole milk qts. 
b. Skimmed milk from store or dairy qts . 
c . Raw milk qts . 
d . Evaporated milk cans 

7. From what source have you obtained most of your fluid milk during 
the past year? 

a . Buy it at the grocery store ---
b. Delivered by milkman ---
c . Own our own cow 

-~~ d. Buy it from our neighbors who 0'''11 cow ---
8. (If milk is delivered) Why do you purchase milk from your present 

dairy? 
------------------------~~----------------------

9. (If milk is purchased from store) Why do you purchase your present 
brand of milk? 

b . ':Jhy do you buy at store instearl of having it delivered? 

Enumerator --------------------------



---- 10. (If bought from neighbors) Why do you purchase your milk from 
neighbors? 

ll. Has your family consumption of the following beverages changed 
during the past year : 

Increased Decreased About Same 

Coffee 

Juices 

Milk 

a . Milk, why? 

12. What is there about fluid milk which limits its use in your household? 

13. What is grade A milk? 

14. How many pounds of: po¥.rdered milk do you use in your home each week? 

a . Vlhat portion (%) is used as a beverage? 

b. lffuat portion (%) i s used b cooking? 

15. Have you noticed any changes in the solubility of your pO''Tdered milk 
recently? Yes No 

a. Since powdered milk has been :r.tade to dissolve more readily, has 
your purchase of it increased decreased been unaffected 

16. Does your total consumption of fluid milk decrease when you use 
powdered milk? Yes No 

17. What is there about powdered milk ~vhich limits its use in your 
househol d? 



18. What percent of fluid or powdered milk do you use in the following? 

Flui..d Milk (%) Powdered ~.~ilk (%) 

Cooking 

Baking 

Flavored drinks 

Beverages 

Feed for pets 

19. (If not using powdered milk) Vfuy dontt you use powdered milk? ----

COTTAGE CHEESE 

20. How much cottage cheese is used in your household each week? lbs. ----
----21. · .• bat size pacl<t'l$ do rou norr.tallr buy? 

llhich type, curd, or style do 10 11 prefer .., 
-----------------------

22. Which of the following types of packages do you prefer? ----
a. Transparent top c. Metal top ---
b. Plain top d. Other 

e . ro pre""r~e~r-e~n~ce 

2). Which of the follo''l'ing is the main reason for your purchasing 
------ cottage cheese? 

a. Is economical compared with other foods 
b. Like the taste 
c. Nutritional value is high compared with other foods 
d. It has many uses 
e. It is not fattening ---f. Others (list) 

---- 24. Which of the following is the main use for cottage cheese in your home 

a. Deserts Part of main co1rse of meal Salads Others (list 

25. i'fhat is there about cottage cheese which li.inits its use in your 
----- household? 

26. (If not using cottage cheese) 1Jhy don 't you use cottage cheese? ----



ADV~RTISING 

27. Milk Companies make various statements about milk. Which of the 
following statements do you believe is true of milk: 

28 . 

a . Yotr ·get a "lift" from mil k. True False ? 

b . lhlk helps eyesight . True False ? 

c. Milk i s you r most practical source of calcium. True False 
?--

d. Whole fluid milk is not fattening . True 

e . You never outgrow your need for milk . True 

False 

False 

? 

? 

f . Peopl e from 6 to 60 years of age should drink 3 glasses of milk 
daily. True False ? 

g . Milk helps relax your nervous system. True False ? 

h . You can lose welght comfor tabl y on a hiJr, protein milk diet. 
True False ? -- --

i. Uilk is one of your lowest priced f oods . True False ? 

Do you have a t elevision set? Yes No 

a . When do you view television most? .Afternoon Night --
l!Iorning 

b . Do you normally use the television as a shopping aid in purchasing 
(a) ~airy products? Yes No (b) Ot he r food? Yes No 

c . Have you noticed any advertising of dairy products on it recently? 
Yes No 

d . If so, please describe: 

Program Sponsor Describe Advertising 

I 
I 

I 

J 
I 



a. Do von s11bscribe to a local newspaper? Yes No 
b. Is -yonr local and dailY ne"<s~mpe:r the same paper? Yes No 

29. Do you subscribe to a daily newspaper? Yes No --
----- local 

a. Do you normally use the/n~wspaper as a shopping aid in purchasing 
(a) Dairy products? Yes No (b) other food? Yes No 

·b. Have you noticed any advertising of dairy products in it recently? 
Yes No 

c. If so, please describe -------------------------------------

30. Do you own a radio? Yes No 

a. ~'fhen do you listen to it most? Afternoon Night IViorning 
SeLloT.", -occas . - l.ez . -

Do you norhtallf use the radio as a shot-Jplng aid in--prr.rrchasl.ng--­
(a) Dairy products? Yes __ No __ (b) Other f ood? Yes_No __ . 

b. 

c. Have you heard any advertising of dairy products on it recently? 

d. 

Yes No 

If so, please de,cribe : 
r 

Program Sponsor Describe Adverti3ing 

I 
! 

31. Of t he advertising that vou have observed in the past, which t ype 
appealed to you most in t he sense of encouragin& you t o purchase 
dairy products? (Check One) 

a. Store 
Advertising ·---

'rV 
Adver tising, ____ _ 

Newspaper Radio 
Advertis ing ___ Commercial 

32. Have you ever purchased dairy products becaus~ the makers of the 
products spons or a t el evision program tha t you like? Yes No 

33. Have 'your children asked you t o buy any <iairy products t hat they 
have seen advertised on : 

a. Television? Yes No 

b. l f so, what products? 

c. Radio? Yes No 

d. If so, what products? 



----

34. Rate the followi:1g methods of advertising and promotion as they affect 
you in encouraging you to purchase dairy ?roducts. (Rate them excellant 
good, or poor ) . 

a . Testimonials by celebrities about dairy products 

b. Cartoons about dairy products 

c . Slogans about dairy products 

d . Store specials on dairy products 

e . .Receiving .~ifts from companies by sen din~ in carton tops or labels 
from their dairy products 

f . Demonstrat ions of quality or use in store (point of sale) ------
35. Does the advertiJinz of fluid milk encourage you and your family to 

use it? Yes No 

a . Does the advertisinJ of other dairy products (cottage cheese , cheese 
powdered milk , i ce cream, et c . ) encourage you to use them? 
Yes ~o 

36 . Do you shop for a particular brand of : 

a . Fluid Milk 

b . Pow de red Hilk 

~ . Cottage Cheese 

d. Butter 

Yes 

Yes 

Yes 

Yes 

No 

No 

No 

No 

Don ' t use 

Don ' t use 

Don ' t use 

Don't use 

37. Do you think vcu should support local (va:ley) dairy industry? 
Yes No 

a . Would you support local dairy industry if : 

(l) You had to pay sli~htly higher prices ? Yes No 

(2) You had to pay considerably ::i gher prices? Yes No 

38 . Do your children eat the school lunch meal? Yes No 

a . How lone;? ~rrs . 

b. Since the schools bega:1 , this year, serving additional milk at 
nominal or no extra cost, do your children drink (more 
less about the sane ) amour;.t of milk at home as they 
did before? 

49 . Dur ing the past !e'.'f years the ar.1ount of advertising of dairy products 
has been increased. Do you think this advertising has affected the 
price of dair.f products you buy? Increased decreased 
no affect -----



PERSONAL DATA 

39. Sex? Male Female -------- ------ -----

----- 40. What is your age? yrs . 

41. Are you marr ied? Yes ------ No . How l ong? ___ yrs. 

----- 42 . How many persons normall y eat in your househol d each day? __ _ 

----

(a) adults --- (b) teenagers ( 12-18) _ (c) children (under 12 ) __ 

43. VIhat is your source of i ncome? 

Full time farm (dairy) 
Full tiine farm (other) 
Non-far:n ----

Part time farm (dairy) 
Part time farm (other ) 

4h. How much is your ·veekly food expenditure (including expenditures 
---- for dairy products ) ? _ __, ____ _ 

45. It would be most helpful in completeinJ this survey to approximate 
---- the annual buying po•ver of your family: (Net Income) 

a. Under $3000 per year 

b. $3000 to 5000 per year 

c . $5000 to 7500 per year 

d . $7500 and over 

46. What is the occupation of the head of the household? ------ ----~------

4 7. To,vn in vv-hich survey was taken ------ ----------------------------
48. -----
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