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CHAPTER I
INTRODUCTION
The Problem

Rice farmers, in an attempt to utilize land diverted from rice
Production by the Government Price Support Program, have initiated the
production of farm-raised fish on a commercial basis., Fields that could
not be seeded to rice were diked, flooded, and stocked with fish, Grow-
ing fish on rice land restores soil fertility, while flooding destroys
weeds and grass that reduce rice yields, Total beneficial effects of
fish and water on subsequent rice crops have not been completely defer-

mined,

The fish farming industry has grown from a few reservoirs in the
1940's to approximately 30,000 acres by 1960, It is estimated by the
Fish and Wildlife Service that low lands in Arkansas and adjoining
states offer a potential of several million acres for the commercial
production of fish,

Production of fish in rice fields and reservoirs has been primarily
on a trial and errof basis, Very little technical knowledge is available
on the most suitable species to stock, on combination, timé and rate of

stocking, supplemental feeding, fingerling production, and reservoir

limnology. Present harvesting methods are inefficient and costly be-

cause of the tremendous amount of hand labor involved,



The Bureau of Spcrt Fisheries of the Fish and Wildlife Service in
cqoperation with the Division of Agriculture of the University of Arkanf
sas has established a fish experiment station ét Stuttgart, Arkansas to
aid farmérs with their biological, production, and management problems,

In any stocking combination, the buffalo fish is the major specie
used, It hgs several beneficial characteristics that are“nOt';ommon'to
other species, The buffalo fish is a good herbivorous feeder and is
tolerant to water with high temperature, high mineral and low oxygen
content, It has the ability to grow rapidly and to propagate freely in
impounded waters.

For the fish enterprise to fit into the crop rotation éystem used
on most rice farms, a marketable product must be produced in a two-year
period. In a growing period of this duration, a high percentage of the
fish will weigh less than four pounds which will result in a price dis-
count in the wholesale markets,

As is the case in many newly developed industries, buffalo fish
producers encountered difficulty in establishing a market for their pro-
duct. In 1958, the fish farmers formed a cooperative association to
facilitate the marketing of farm-raised fish, A modern processing,
freezing and cold-storage plant was built in deas, Arkansas.

Historically, fresh fish have moved to the consumer through whole-
sale distributors to retail fish markets, During the decade of the
1950's the number of retail fish markets in the Unifed States decreased = ¢
by approximately one-half, Thus, it was imperative that the Fish Market-

ing Cooperative Association evaluate modern merchandising methods and

changing food preferences and buying practices of consumers,



Included among today's fishery products &re a wide and diQersified
number of prepared and semi-prepared items, mostly frozen, There are
fish sticks, fish portions, and any number of‘different seafoods, all of
which are ready to put into the oven, heated, andxaerved;-#Therefore, in
order for farm-produced buffalo fish to compete successfully with these
products in the market place, the cooperative must market it in the form,

size, and place most desired by consumers,
Purpose of the Study

The primary purpose of this study was to evaluate the economic
feasibility of marketing packaged buffalo fish through meat counters in
supermarkets, Specific objectives were; (1) To evaluate the market
potential of buffalo fish in terms of sales per thousand store cusfomers,
(2) to analyze the effects of socio-economic characteristics of the popu-
lation on consumer acceptance oﬁ buffalo fish, and (3) to examine the in-
fluence of ethnic group values in consumers' conceptual image of buffalo

fish,

To measure the importance of the objectives, the following hypotheses: -

were developed as a basic framework for the study:
1. The housewife prefers to purchase fish in a pan-ready form
rather than whole-~dressed.
2. A higher proportion of mid-south consumeré would purchase
fish through supermarkets than would mid-west consumers,
if Buffalo fish were available at comparable prices,
3, There is an inverse relationship between income status of con-

sumers and sales of buffalo fish through supermarkets,



4, Buffalo fish sales are higher among Negro than Caucasian
store pétrons of supérmarkets.

5. Group value associated with different occupational groups,
different sizes of households and different compositions
‘of families will influence sales of buffalo fish,

6. Thg soclo-cultural background of the homemaker+-such as:
nationélity, religious préferences, income status, occupa-
tion, size of household and composition of family--influences
her conceptual image of the product and her willingness to

use it again,
Definition of Terms

The following definitions were selected as the most useful for this
study:

Belief--"A belief is an enduring organization of perceptions and
cognitions about some aspect of the individual's world, A belief is a
pattern of meaning of a thing; it is the totality-of the individual's
cognition about things.”1

Attitudes--An attitude is an "enduring:organization:¢f motivational,
‘emotional, perceptual, and cognitive processes with respect to some as-
pect of the individual's worldo"g

Product--A product is defined as that combination of attributes
of a good which distinguishes it from some other combination of attri-

butes of a good,

lDavid Kreck and Richard S. Crutchfield, Theory and Problems of
Social Psychology (New York, 1948), pp. 150-15T,

ZIbid,, p. 152,



(93]

Consumer acceptance«»The term as used in this study refers to the
axtent to which a product will sell in a given market situation in com-
Detlrion with certain other products at a fixed price relation., A pro-
duct may not sell at all in one situation and hence is unacceptable; in
other situations it may sell wvery well, This definition appears to be

4

in genersl agreement with Burrow's definition of an “acceptance study"

e

as & measure of the quantitles bought or number of buyers of a commodity,

o

Consumer preference--The 'preference’cf a2 consumer or group of con-
sumers for & product means that in a given situation that product is the

most desivable of two or more alternatives, Preference, like acceptabil-
4

=

ty, is thus defined in terms of & given situation,

BUl@nn L. Burrows, "Consumer Acceptance or Consumer Preference,™
Agricultural Ecomomic Research, IV (1952), pp. 52-36.
4

.
Ihid,



CHAPTER II

REVIEW OF LITERATURE

A diligent search of the literature failed to disclose any studies
of consumer acceptance of fish, This section will review briefly some
of the more racent consumer acceptance studies of other selected pro-
ducts concerning the purpose, cbjectives, procedure, analysis and con-

clusions,

Purpose and Objectives

In the literatuxe on consumer behavior, there seems to be no clear
demarcation between consumer acceptance studies and those of consumer
preference and product evaluation studies. The purpose cf preference
studies is to obtain a certain ranking, an assertion that one member
of a class of alternatives is preferred over other members, The purpose
of an acceptance study is to measure the extent to which a product wiil
sell in a given market situation or will be consumed in a given eating
situation,

The implied objective of most studies has been the selection of the
most popular cone of two oxr more altermatives, However, the emphasis of
this brcad cbjsctive was usually conditioned by other objectives, 1In

ar acceptance study by Drvoskin and Jacobs, the major objective was to



assess the potential market for potato flakes and to appraise the effect
of potato flakes as a method of expanding the market for potateces,

Another study, in an attempt to evaluate the market success of a
new product, had as an objective, "What could be expected by way of con-
sumer acceptance and rate of sales of the newproduct?"2

Greene stated as an objective, "to determine if waxing and coloring
resulted in an increase in sales of potatoes so treated,”

Campbell’s objective "was to galn knowledge about consumer prefer-
ences for varicus qualities of beef under actual purchase and consumption

£

conditions,”

Rhodes and associlates studied consumer acceptance, but from an en-
tirely different point of view than in the above studies,  The objectives
as given were one of consumer evaluaticon of product attributes and

whether the cousumer's idea of quality difference agreed with the quali-

RN N , )
ty differences as now recognized by the grading system,

Phillip B, Drvoskin and ¥Milton Jacobs, Potato Flakes -- A New Form
of Dehydrated Maghed Potatoes: Market POSLtLon and Consumer Acceptance
in Binghamton, Endicoit and Johnson City, New York, U, S, Department of

Agriculture, Marketing Research Repoxt, Number 186 (Washingtom, 1957},
Bo 3,

zRobert V. Boockin, J, Sceott Hunter, and Roland G, Harris, Cannad
Cogked Rice, The Market Potential fow 8 New Food Product, U. S, Depsrt-
ment of Agriculture, Marketing Res earch Report Number 249 {(Washington,
1338y, o, 3.

3

R.E. L. Greene, Consumer Acceptance of Waxed and Colored Potatoes
Southern Cooperative Series Bulletin Number 22, February, 1952, p., %,

4 . N .

George W, Campbell, Consumer Acceptance of Beef, A Controlled Re-
tail Store Experiment, Arizcona Agricultural Experiment Station, Report
145 (Phoenix, 1936}, p. 1.

James Rhodes, et al., A HMew Approcach to Measuring Consumer
ceptability of E&@ﬁ Missouri Agricultural Experiment Station Rasearch
Bulletin 677 (Cﬂﬁumbia 15583,




Statistical Design

VThere are several techniques designed to measure consumer behavior
and product acceptance, Greene used a matched-lot experimental design
in his potato sﬁudieao6 This technique involves offering simultaneously
two or more separate lots of the product under study, varying only in
;he attributes being tested. The differences in volume of sales between
the lots are assumed to indicate the extent of consumer acceptance,

Campbell used a combination of store sales plus home interviews to
obtain information on consumer acceptance of beef. In the store sales,
all test products were displaved for sales in an experimental design con-
sistent with acceptable procedures, yet indistinguishable from other pro-
ducts, Home interviews, using a 100 percent sample of the purchasers of
the products tested, were designed to obtain information about family
characteristics, methods of preparation; satisfaction rating and the
attributes contributing to these ratings, and the purchaser's knowledge
and use of official U, S. Department of Agriculture beef grades,

Studies with the major objective cf determining "market potential®
for selected preoducts gensrally used the method of retail store audits
for obtaining sales information, WMost of these studies supplemented
these audit data with information on consumers®’ opinions and attitudes

of the test product obtained by household interviews.

6Max E. Brunk, Methods of Research in Marketing Paper Number 1,
Evaluation of Research Techniques Used for Measuring the Influences
of Factors Believed to be Assoclated with Volume of Consumer Purchases
in Retail Stores, Cormell University Agricultural Experiment Station,
{Ithaca, 1951), pp. 25-31,




In most retall store audits, a detailed inventory of the test item,
as well as closely competing items, was taken at the beginning, at speci-

fic intervals during and at the conclusion cf the test period. Actual

sales were obtained by adding deliveries to beginning inventories and

then subtracting from this total, ten ending inventory.
The only wvalid inference that can be drawn from these results ig an
indication of what consumers choose among offered alternative However,

they offer an excellent means of eliminsting the influence of price and

(3

cther variables in measuring consuwmsr acceptance of a product, Rhodes

%

and his co-workers used a two-stage cluster sampling procedure to select
. o 7 .

a panel of 266 households, This represented a probability sample of the

white households with annual income of $2500 in the city and county of

St, Leuls, Two adults in each household received 2 total of 6 paivrs of

-

frozen steaks which they cooked, ate, and evaluated, These 6 pairs of

b4
steaks included 2 replicates of 3 comparisons, commercial-choice, prime-
good, and cholce-choice, Acceptance rating and a preference choice was
obtained on each pair of steaks,

In the study evaluating consumer acceptance of tenderized beef, the
experiment was designed so that each household received two contrel and
. " o - .8 . e

two tenderized steaks of each grade tested,” The four treatments of

each grade for one household wers prepared from the same beef carcas

The control steaks were tenderized in a commercial cubing machine and

o
=3
5

[74]
o+
o
Y
=~
[&)]

zing solut

e

the test steazks were dipped in the tender

7 ‘ yo ey
Rhodes, Predicting, pp. 8-9.
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were'delivered to the household once a week for eight weeks, At each
delivefy the interviewer furnished the householder with an evaluation
schedule on which the two adult members of the family listed their
separate opinions of the product. (A nine-point hedonic scale was
used to iﬁdicate acceptability of the steak while a four-point scale

was used to measure each of three sensory characteristics.)
Analysis

The analysis of the acceptance situations of a number of studies
relied upon either the quantity sold or the distribution of sales, 1In
some cases these were correlated with responses to the characteristics
of the product,

Consumer acceptancé of waxed and colored potatoes was measured by
the ratio of sales of waxed to unwaxed potatoes, '"When waxed and
colored and unwaxed, new-crop potatoes were displayed side-by-side
and offered at the same price per pound, consumers purchased more waxed
than unwaxed potatoes."9

Campbell measured acceptance by the distribution of beef purchases
and related these to consumezrs'® opinions of and satisfaction with the
product, "That most consumers preferred lean-beef is shown in the
analysis of what consumers bought, why they bought, and the degree of
satisfaction they experienced after consuming the ‘experimental' beef

they had bought,"10

9Greene, p. 18.

1OCampbe11, p. 3.
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In a study evaluating market potential for mew products, acceptance
was interpreted by the quantity scld and the ratio of sales of the new
product to sales of closely competing products,

Rhedes and associates at Missourl interpreted acceptaﬁce as a favy-
orable score on a hedonic scale, "The descriptive hedomic rating scale

o

steak sample in the comparisons by each

(D
E“
g

used to obtaim ratings of
panel member in the household assipgned & numerical rating of 1 to 9 to
facilitate analysis. The smaller number denoted a superior rating while

11

the higher number indicated an inferior rating on the hedonic scale.®
Surznary

The research techniques which have been employed in the literature
reviewed, represents a variety of approaches, Some methods do not exer-
cise control over wvarisbles excapt through restrictive sampling., These
methods prescribe statistical analysis in controlling the effect of non-

test variables after the data have been collected, Other techniques

exercise some degree of control over variables through experimental de-

The matched-lot, controlled experimental design used by Gresne

oF

[
'c"h
ﬁ_

nrovides the analyst with he effe

an auvtomatic means of eliminating

of a major proportion of nontest varisbles, 1f care is taken to alter-

l

nate display locaticons of the matched-lots and to maintain constant
differences between lots., A careful analysis of the resulis is nec-

essary so that inference will nct be drswn regarding sales volume or

| N
Rhodes, Pracic
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degree of acceptance by the customer when either of the matched-lots
is offered alone. This is one of the criticisms Burrows made of
Greene“s analysisolz

Campbell, Drvoskin and Emochian in their studies used the store
audlt technique to measurs consumer acceptance, The final decision to
buy oxr not to buy, to select this over that, must be at the time and
place of purchase, Cousumers' actions are recorded, hence the results
should be more reliable than certain types of questionnaire techniques,.
However, it is difficult to actually generalize the impulse within the
consumer which induced this behavior and the reasons for the behavior,
Thus, it records only positive action, and it indicates quantity sold,
not why or to whom,

Because of the above limitations, stores’ audits were supplemented

]

with data obtained by the personal interview technique, By using the

€

two techniques, there was the possibility of overcoming some of the
weaknesses of both techniques, But the researcher was still faced with
the problem of time liwmitations because it is very difficult to deter-
mine whether the person would make the same choice the second time,

In the three studies, the authors gave no criticism of the tech-
niques used in analyzing their data, nor limitations to the use of the
results due to analytical technigques used,

In the Missouri studies reviewed, the researchers used & taste-
test panel to discriminate among product attributes being evaluated,
The panel members were usually families drawn from a predetermined uni-
verse, The measure of acceptance of the attributes being tested was a

favorable score on 2 hedonic rating scale,

lzBurr@wsy p. 55,
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The ranking or multiple comparison test requires the panel member
to evaluate one attribute against another in the experiment, 1In a pair-
ed comparison test, one of a pair becomes a standard by which the other
attribute is measured; but whether either attribute is actuelly preferred
for use, or is acceptable, camnot be detected by this technique, Such a
test has limited walue because the test is confined to the comparison on
only two attributes, The number of attributes may be expanded to permit
multiple ranking, but the number of items which can be compared at one
time is limited. However, the scoring method allows opportunity for
panel members to express a measure of intensity of preference,

Mo single method is adequate for prediction of consumer choice.
Prediction remsins am art, but the techniques that have been developed
for measuring consumer reaction to products and for uncovering consumer
attitudes can help to reduce the margin of error in the practice of the

art of prediction,

o



CHAPTER III
THEORETICAL MODEL AND EXPERIMENTAL PROCEDURE

The purpose of this chapter is to (1) present a conceptual frame-
work for estimating the influence of various factors on comsumption and
{2) describe the empirical methods used for quantifying the relevant

variables of the model and their impact on consumer acceptance of buffalo

The Conceptual Framework

The theory of consumer behavior provides a conceptwal framework
for estimating the influence of warious factors on consumption,

In the study of demand, an approach is needed that will allow the
analyst to deal divectly with haterogeneous choices among unlike goods
as compared with cholces among different quantities of the same good,
It needs to provide an effective way of getting at the dynamic aspect
of demand end identifying the motives which lead to changes in the
pattern of living,

Consumer expendlture behavior is a function of economic conditions
and motivational forces, Economic conditions such as price, price rela-
tionships, income and availabilities of goods and services set more or
lese flexible limits within which motivational forces operate, It is

necessary to distinguish between two kinds of motivational forces,

Fnl
£
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those that depend on or vary with situatiocnal or environmental circum-
stances, and those that depend on individual attitudes and beliefs,
Changes such as income status, occupation, family formation, birth, and
growth of children are examples cof envirommental precipitating circum-
stances, The second kind of motivational forces, beliefs, attitudes and
expectations, operate as a kind of filter, They may hinder action even
though enabling conditions are favorable and precipitating circumstances

ars strong,

Motivation
Human behavior has been grouped into three major categories:
. . ; s 1 .
motivation, cogritions and learning, Motivation arises out of tension
systems which create a8 state of disequilibrium, This triggers a sequence
of psychclogical events directed toward the selection of 2 good which the

consumer anticipates will bring sbout the release from tension and the

731
]

3

iection of patterns of action he anticipates will bring him to the good,

The problem of ildentifying human needs has caused considerable con-
troversy among psychologists, Numerous lists of motives have been devised,
most of which have placed major emphasis on the emotional aspect of be-
havior,

Maslow has pointed out that basic needs may be either unconscious

or congclous, but they.are often largely unconscious, In his opinion,
several or all of the basic motives work simultaneocusly to determime a

given behavicr, Hie lists of basic needs to be used in the theory of

1James A, Bayton, ”M@tivationf Cognitlicon, Learning - Basic Factors
in Consumer Behaviors," The Journal cof Marketing, Volume XXII-3,
Janvary, 1938, p. 282,
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human motivation include physiological safety;, belongingness; love,
esteem, self-actualization; and aesthetic needs, and the desire to
know and understandnz

Rayton states that psychclogists agree that human needs fall inte
two general groups=-biogenic {hunger, thirst, and sex), and psychogenic
(affecti.@mal‘9 ego-bolstering and egOQdefensive)”3 There is considerable
disagreement relative to this latter category.

Murphy has stated "The trouble with lists of motives lies not in
their length but their sharp separation of one drive from another, their
sharp separation of innate from acquired needs, énd their sharp demarca-
tion of focus points in the body which are supposed to underly motive
toward a goal.”

Motives do not exist as separate unrelated entities, but rather as
dynamic interdependent needs, Every human being shows behavior directed
toward the satisfaction of needs, some cf which are present because he
is a biological organism, some because he is a member of a social group,
and some because he is a2 unique individual whose history of experience and
learning is different from that of anyone else,

Exact classification of the motivating forces is not necessary. Lt

is important to consider them as a sst of needs; that is, several

ZAbraham H, Maslow, Motivation and Personality, (New York, 1954),
pp. 80-106,

BBaytomg pp, 282-283,

4 X . X ,
Gardner Murphy, Loils B, Murphy and Theodora M, Newcomb, Experi-

8 r
mental Social Psychology (revised ed,, New York: 1937), pp. 98-99,

B @
=
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physical or socilsl, or a combination of physical asnd social combined
into a set, recognizing that there can be complementary, supplementary
or competing needs, Thus, action is not necessarily meant to gratify

, but 1t may be directed toward the fulfillment cf a

0
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Cognition
Cognition refers tc the behavior space in which all of the mental

phenomena are grouped, Through perception, memory, evaluating, and

et

2]

]
;=.£e

thinking ndividual attempts to integrate the needs on one hand

8 3

ard the facts of the extermal world on the other., The integrating is
done in a manner which he anticipates will have the highest probability

of bringing him gratification of a particulsr need-pattern, Thus, be-

9
havior space is the conceptual area of selecticons among alternative goal
objects and the physical activities vequisite to the £inal behavior,

The structuring of psychological reactions may serve to clarify the

concept of the behavior space, This structuring has been described as

follaows:

-ing first in the real world sets up a dis-
psychological reaction, Roughly speaking,
which we shall conceive of as occurring in some kind
. influence DEK&@ELlOﬂS (stage 2), but in an
imperfect way, as alvendy pointed cut, These im turn, affect
wvaluations (stage 3), which emerge as intentions (stage 4},
finally resulting in some kind of ob bservatle behavior (stage 3},
which may be followed by a perception of the discrepancy be=
tween what was Lntended and what was accomplished (stage 6),

, "Lewin's Vector Fsychology and the Amalysis of
z," Theory in Marketing K R. Cox and W. Alderson,
Inc,, 1950).
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The principal concepts of the theory can be explained relative to

this structuring. These principal concepts are individually patterned

T

totalities, immediacy, subjectivity,

, and dimensionality, Human person=

2lity and behavier are thought to be individual totalities since all the
desires within a person are considered, There may be an array of many
factors which can possibly influence the behavior of an individual, but
the concept of immediacy explains behavior in terms of those factors
that are operating the instant the event occurs, The concept of sub-
jectivity limits the wvariables important tc behavior to th@se which a
person perceives. The person may percelve only a small number of the
"obsexrvable'" variables in a purchase situation, and furthermore, the
valuation of those percelved variables is in terms of what the person

thinks and believes about them, That is; satisfactions exist only if the

individual thinks they do, The concept of dimensiocnality means that the

f=to

property of each object or event is conferred with specific intensities,
or degrees, These intensities are concelved as weights in favor of, or

against, an action,

}

The facts in stage one do not have a logic of their own that re-
sults in the same conseptions and cognitions for all people,

These facts must be taken intc account in explaining human behavior
only to the extent that theymske a difference to the individual at the
moment in question, Wew facte recelved by an individual are essentially
filtered Ehrough his belief matrices; as a consequence; these belief
matrices determine what he actually perceives,

It is te be expected therefore, that beliefs and attitudes not

o

ounly will select an individual's perceptions, but will also tend to



detexrmine the meaning with which the individual will experience the per-
ceptions., New facts, in one way or another, will be assimilated, and the

basic beliefs and attitudes may not have changed,6

When the imitiating force asserts itself, a wariety of goal-objects

[

ome into awareness as pctsntial sources of gratification, The belief-
value matrices are the cognitive categorization, beliefs and values of

an individual rvelative to these potential scurces of gratification,

The matrices contain the typed images of objects which the individual
possesses by virtue of the differentiations and categorizations cof the
goal objects which he has previcusly acquired, - The typed images can be
conceived to be arranged alomg functicnally defined "generalization dimen-
sions." The relative location along these dimensicns stated in terms of
such units, of the different imeges, would indicate the degree of func-

ticpal similarity among swch images,

b

e goal-obijects can be ou on the basis of the extent to whic
The goal ects can b rouped the basi f th tent to which

N

they arocuse similar expectancies, This phenomenon of similarity of ex-

pectations within a set of different geoal-cgbjects is known as generali-
zation, A goal-object, because of its associlated expectancies, can be

assumed to have maximum appesl within a set of alternative goal-chjects,
The alternates then can be ordered in terms of how their associated ex-

pectancies approximate the one with the maximum appeal, This difference

in ordering and the psychcologlcal distance are referred toc as generali-

“krech, p. 191,

7Edward C. Tolman, "A Peychological Model " Toward a Gerneral Theory
of Action, eds

°9

SBaytony p. 287,

T. Patsons and Edwerd A, Shils (Cambtidge, 1951), pp. 290-291,



Thergemaralization gradients and locomotion are centered in the be-
havior space, The variocus geal-objects have attributes which petmit the
individual to differentiate between them. These differentiating attri-
butesg from the viewpoint of the individual's perception, are called
signs or cues, All signs or cues are not equally important in consumer
decisionsg,

Locomotion is the selection from one or mors perceived immediately-
possible bebaviors, A locomction in the tehavior space is thus, not a

behavior itself, but a selection or & series of selections which results

9
in a behavior or in behaviors,

The generalization, discrimination; and evaluation mctives are all
a part of orientation of a personality. 1In the process of orientation,
products are generalized, particular attributes of each product are dis-
criminated, and finally, the product is evalvated, Discrimination con-
cerns the coguition of differences between generic categories of cbjects,
different objects within & category and different atiributes of the same
object in terms of the significance of these differences for the individ-
ual, Gemeralization is the process by which different objects and
classes of objects are grouped teogether with respect to those properties

10

which they have in common,

Each variable and each class of varlables can be visualized as a

generalization gradient, There are as many generalization gradients as

9 .
Tolman, p., 300,

10 oy
Pavsons, p. 126,
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variables and the objects in each gradient are ranked. Besides being
ranked, each object has acquired positive and negative valances
corresponding in strength to the force for, or against, a particular
action,

Where there exist alternative opportunities for gratification im a
present situation and altermatives distributed among present and ex-
pected situations, the imdividual must have some means of deciding which
of the alternativés or combination of alternatives he shall choose. The
process of deciding among alternatives, and the assessing of the propex-

. » . : 11
ties of the objects of valuation entails expectatiocmns.

Learning
The evaluation of generalized groups of products and specific

1

attributes is on the basis of expected contribution toward gratifying
some set of needs, A choice must be made and an evaluation given pro-
ductducts and attributes, In other words, beliefs about outcomes in
part, determines action or behavior, But the beliefs do not need to

be true, nor the action produce the expected cutcome, If the cutcome

is not as expected and the individual recognizes this;, then it may have
an effect upon the persomality system, and therefore, future responses

to the same gituation, This is called learning and is defined as a
change in the categories designated as orientation. Learning involves
how a person generalizes groups of products, how he discriminates between

attributes, and how he evaluates them after this re-orientation to the

11 . , -
Parsons, et al,, "Some Fundamental Categories of the Theory of
Action," Toward & General Theory of Actiom, p. 11,
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object world, Or, learning may involve some degree of substitution of
one set of needs for another, or a change in the complementary relation-
ship within a set of needs,

A choice is made from the orientation matrix which determines, in
part, the action or behavior which results., But as suggested above,
the results of the action may or may not be that which was expected. In
either case, there is a feedback system which changes the orientation of
the individual or the set of originating forces,

When utilization of the goal-object leads to gratifications of the
initiatory needs, there is '"reinforcement," When the same needs are
activated again, the individual will tend to repeat the process of se-
lecting the same goal-object, Each succeeding time that the goal-object
brings gratifications, further reinforcement occurs. Continued reinforce-
ment will influence the cognitive processes, Memory of the goal-object
will be increasingly enhanced, and the generalization gradient will be
changed in that the psychological distance on the gradient between pro-
ducts will be increased,

With continued reinforcements, the amount of cognition actively de-
creases; the individual engages less and less in decision-making mental
activities, This can continue until, upon need aroused, the object-
obtaining activities are practically automatic, At this stage, there is
a habit.12
The perception and valuation of alternative goal-objects may be

distorted or imperfect. The individual may come to the realization

12Bayton, p. 288,
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that there is a discrepancy between what is expected and what is actually
obtainedo This realization results In a reconstruction of the behavior
space, It is not necessary that this realization of the discrepancy be
atvthe extreme of the psychological chainm, The re-evaluation can result

from changes in the perceived alternative goal-cbjects at any time caus-

do

ing an adjustment,

E

Demand Theory

Demand theory iz an area of economics which has not shown large
change through the years. "During the three-quarter century of its
o o E
existence, demsnd theory has passed through four recognizable stages,
The first stage culminating in Mershall's theory of demand may be
summarized as follows:

A consumer with a given money income is confromted with
a market for consumption goods; on which the prices of those
goods are already determined; the question is, how will he
divide his expenditures among different goods? It is supposed
for convenience, that the goods are available in very small
units, It is assumed that the consumer derives from the goods
he purchases so much "utility " the amcunt of utility being a
function of the quantities of goods acquired; and that he will
spend his income in such a4 way as tc bring In the maximum
possible amount of utility, But uvtility will be maximized when
the marginal unit of expenditure in each direction brings in
the same increment of utility., For, if this is so, a trams-
ference of expenditure from one directicon to another will in-
volve a greater loss of utility in the direction where expendi-
ture is reduced than will be compenszted by the gain im util-
ity in the dirsction where expenditure is increased (from the
principle of diminishing warginal utility), Total utility must
therefore be dimimished, whatever transfer is made, Since, with

3
small units, the differences between the marginal utilities of

13Ju R, BHicks, A Revision of Demand Theory (London: 1956), p. 1.
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two successive units of a commodity may be neglected,

we can express the conclusion iIn another way; the mar-

ginal utilities of the various commodities bought must

be proportional to their prices,

Pareto's contribution cf the indifference curve concept marks

the second stage of demand theory. This circumvents the matter of utility,

requiring instead that we know the individual'’s indifference map,

The basic assumption nnw is that the consumer distributes
his expenditures on the! two goods according to z definite
"scale of preferences.'"” His ""tastes'" on this assumption

are such that he can arrange all possible purchases of the
goods in ascending order of preference and, given any two
alternative sets of purchases; he can exther tell which .

o -9 9 &
purchases ave preferable or say they are indifferent to him,
The third stage includas; among others, the works of W, E. Johmson,

E, Slutsky, and Hicks' Value and Capital. A number of attempts were

made to provide a theory which was capable of being applied.

It may be claimed that some progress was made by writers of this
group toward making Paretc's theory more usable, and at the same
time of weaving the Marhsallian and Paretian threads together.
Though the terminology, and the disgrammatic apparatus, remained
Paretian, the substance of the theory drew steadily cleoser to
Marshall,

Samuslson's development of a mathematical argument to show that a
theory of consumer demaund dogs not even require knowing the individual’'s

preference differences, marks the beginning of the fourth stage of the

1&J° R. Hicks, Value and Capital, (2nd ed. Oxford, 1946) pp. 11-12,

lbI, M. D, Little, A Critique of Welfare Economics, (Oxford, 1930)
p. 15,

16

Hicks, A Revisicn, pp. 2 and 3,



development of demand theory., Samuelson's "Revealed Preference" theory
submits that consistency of cheice is sufficient; the only requirement

is that there be & unique veaction to & given price and income situa-

¢

tion, "The econometric

" 17
only as entities haviang cervitain patterns of market behavior.”

theory of demand does study human beings, but

Two genexrsl approaches to the indifferemce surface seem to be an
analysis of group behavior and revealed preferences of individuals, The

o

purposes of both approaches are the same and that is tc tell how con-

sumers react Co variations in current prices and income,

@

The consumer Ls a member of society in which socie-cultural norms
group attributes and beliefs; as well as her own emotioms, all influence

o

hasing decisions. She is a member of a group, and group belong-

=5

her puxs

¢]

ing exerts a powerful influence on her decisicons and behavior even with-
ocut consultation or discussion, In addition to primary groups to which
individuals belong, reference groups influence them, In many instances,

group influence takes the form of similar stimulil affecting all group

.t

members and similay needs arising in them, This may be true of

(3

srefore

=

“statistical? groups; th ; similarities in the behavicx of income,

occupational, age and Life-cycle groups meed to be included in the study

of consumer behavior,

Tillustration of the Framework

°

An iilustration may help to clarify the ideas ambodied in the theo-

retical framewcrk, A schematic outline of a wmodel is presented in
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Figure 1, Thg explanation will be made in general terms without
reference to a specific siﬁuagiomo

Kmowimg little about needs does not prevent using this model, nor
does it prevent developing a better understanding of the other stages.
Howewer, the more that can be learned about needs; the more effective
will be product design, production advertising, and consumer education,

The originating forces of action are simply listed as biogenic and
psychogenic motives, It is important to note that there can be inter-
agtion among the drives,

Superimposed upon the originating drives and perception are the

facts include the ecomomic conditicns

Y]
h

facts of the real world, Thes

and envirommental circumstances, TFacts are perceived and interpreted

2

in terms of the individual percelver's own needs, own emotions, own

personality, and own previocusly formed cognitive patterns.

The orientation of

(o]

individual in the schematic diagram is
often called the belief matriz because all aspects of orientation are
part of valuation, The pavticular grouping of products according to

o

common properiiss

(a3

in part, determines Lf a product will be considered

8
for a particulaxy purpose., In the same way, the attributes of a product,
contributing to the sum of the overall evaluation, in part, determines
the value placed on a product for a specific purpose. The value

placed on an attribule or product may be cone thing for onme set of needs,

Vird

and an entirely different value with respect to another set of needs,

8Krechj p. 9%,
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In the medel, there are three gemeralization gradients of which
the individual is aware, comsciocusly or subconsciously, All three
represent means of potentially fulfilling a set of needs, Generali-
zation gradients A, B, and C may be thought to represent generic
categories of variables., Generalization gradient A may be a product,
In this casse, A-I, A-IL, A-1IX, and A-IV in Figure 1 could be differ-
ent brands of Product A, However, brand A-IV is not conceived as an
alternative, The consumer wmay not be aware that this brand exists,
An obvicus reason may bs the consumer has never been exposed to the

£

febo

fact that it exist

®
(o}

5]

. he has been, the omission may be one of
memory, These goal-objects (brands) have attributes which permit the
individual to differentiate between them. In the example in brand A-I,

the attribute a may be price; attribute b, size; attribute ¢, taste

o

E

-

tribute d, tenderness; attribute e, texture and attribute £, odox.

[ats

a

L.
It should be noted that this individual is not aware of attribute e of

product A-L1, £ of product A-II, nor b, ¢, &, or f of product A-III.
Generalization gradients % and € may be other genevic variables such as
stores and distance, All atirxibutes ars not equally important in comsu-
mer behavior, The evaluation of each attribute can be positive or nega-
tive, hence the sum for one product can be positive or negative in the
sense that it will contribute to the gratification of whatever set of
needs has been set in motion., In terms of this model;, objects and the
attributes of cbjects become the means to an end,..the means of grati-
fication of needs.

In the disgrammatic illustration, the feedback system operates back

S

through scclety, Obvicusly the sanctioms of soclety delineate areas
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where behavior is permissible., But learning also is conditioned and
determined by the particular social institutions and sanctions, There-
fore, learning will depend upon communicative ability, the language,
interaction of pecple in groups, and institutioms contributing to and
controlling communications,

A common Theoretical position among sociologists, economists and
social psycholegists is that much behavior is influenced by the refer-
ence groups to which individuals belomg. .Recently, there has been a
tendency to speak of status role rather than reference groups, avociding
the necessity for specifying some actual groups of people, Im any case,
prediction of individual behavior reguires predicting just which groups
or statug role will be seen as relevant and important, and second, what
sort of actions will be seen as increasing status affiliatioms or as

role,

&

satisfying the reguirements of that gzroup o
b A E=1 k

Level of Consumer Decision-Makin
It is the thesis of this paper that consumer purchasing behavier
patterns are determined by economic and envivommental factors

tion with the values of the sthnic groups which she is associated, How

she orientates the product te & particular situationm with her ethmic-
group values or status role will depend to & large extent on her indivi-
and past experiences,

The writer has endeavored to prove this hypothesis by analyzing

data on sales of, and consumers’' Iavorableness toward, buffalo fish for

[N

significant differences among economic and environment factors, an

ethnic groups.,
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Recognition by the éonsumer of their needs to be satisfied is the
begipning process, The intérvening processes involve the orientation
of factual information about product attributes and evaluation of the
relative effectiveness, Such technical know-how must then be matched
with market know-how; that is, how these products are identified in the
market, how they are packaged, displayed, advertised and sold and where
they are available, The final step prior to purchase is a resolution
of the cost with other demands on the funds available, This resolution
within a family may take several forms depending upon the household
organization and relative power of the decision-making forces within
the household, Actual purchase is followed by preparation for use and
decision as the competing or complementary products that will accompany
evaluation of the end product in use., The evaluation supplies informa-
tion about the future needs and the potentialities of similar products

for meeting such needs in the future,
Experimental Procedure

There is no known method for predicting the future with certainty.
vInsteadp generalizaticons can be made about the influence of variables
when they are studied in relation with other variables under controlled
conditions, Generalizations can indicate the direction of change, and
perhaps the magnitude of change in certain basic assumptions are main-
tained, Through this knowladge of the way in which certain variables
react under assumed conditions, it may be possible to predict the way

in which the wvariables will react under similar conditons in the future,
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Sample Design

Variations in consumer behavior arising out of differences in back-
g:ound can be determined only with a sample sufficiently large and diver-
gified to pgrmit the isclation of homogeneous sub=groups,

The metropolitan areas of Oklahoma City, Oklahoma, and Little Rock,
Arkansasg_were selected as providing sufficient diversity to permit the
study of variations in sales of buffalo fish. The areas also presentad
different levels of consumer awareness of the product, as well as region-
al differences in consumption patterns,

Twe experimental technilgues for measuring variations in consumer
behavior were used in the study. To determine if homemakers would dis-
criminate between a ready-to-cock product and conventional form of dressed
fish, and to gain knowledge about consumer acceptance under actual pur-

chasing conditions, a2 matched-lot experimental design was used to dis-

bl
. - \ i9 .
play fish for sale in 12 supermarkets, Six of the food stores ware
in the Oklahoma Cilty ares and six in the Little Rock area, To evaluate
consumer satisfaction with and opinioms cf the test products, a household
survey was made among the fish-purchasing families contacted at these 12
retall outlets,
The selection of the sample stores was made by the management of
the cooperating chains in consultation with the people connected with
the study, An effort was made to select two stores with similar charac-

teristics and trade areas to be representative of three levels of income

in each metropolitan area,

9Tha term "dressed" vefers to a fish that has had the head removed,
and has been scaled and gutted,
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The £ish used in the study were packaged in conformity with the
usual packaging procedure of the cooperating stores. Special care was
taken to imsure that the packages appeared no different to the buyers
than the usual package of fresh meat, The ready-to-cook and the whole~

dressed forms of buffalo fish were offered for sale in adjeacent displays

o
P
Fn
L]
n
[0}
=
<
o
3]
D
&
1]
a1
(2
(2]

n the se

e

counter in harmony with the usual method of
display. The position of the two forms of fish were alternated at regu-
lar intervals teo eliminate any possibility of influence on sales due to

one product having a more convenlent location,

Analytical Methods

The survey was conducted during the first two weeks in November
and the first two weeks in December of 1958, in both metropolitan areas,
The fish were offered for sale on Wednesday, Thursday, and Friday of
each week in the Oklahoma City area and on Thursday, Friday and Satux-
day in the Little Rock stores, The difference in the days of week used
between the two cities was due to sales policies of the cooperating
grocery chains,

To obtain data on volume of sales and merchandising methods, infor-
mation was collected by the store audlt technique from the six vetail

.

ropolitan area, Four audlts were made, each

FF

food ocutlets in each me
covering a three-day period. During each audit period, data were

collected from each sample store on number of purchases, price;, foim,

>

and volume of fish sold, In addition, information on the number of cus-

:)
tomers patronizing the test stores during the audit period was obtained

from the store management,
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Store patrons were interviewed just after they had purchased a

By

prepackaged f£ish item in the selected stores., Interviewers were sta-
tioned near the meat counter during certain store hours, The hours the
interviewers were in the stores were varied by days and stores to pro-
vide a random sampling of customers throughout the store'’s operating
hours.

Since it was Lmpractical to conduct very long interviews in the
stores, only readily apparent questions were ascertained along with
the name, address, telephone number and permission to interview them
after the fish had been consumed, The telephone method of interviewing
was used to obtain information from purchasers of fish, When families
did not have telephone service, an interviewer visited the homs to ob-
tain the information,

Variations in consumer concepts and sales of buffalo fish, rising
out of differences in ethnic groups, can be determined omly 1f the dis-

tribution of socio-cultural characteristics of the population is known.

Information on population characteristics, such as number of households,
size of households, number of families with children under 12 years of
age, nationality, income, and occupaticnal distwibution im the trade
area of each sample store was ascertained from the 1960 United States
Census of Population,

The trade areas for each test store were delineated by marking
the home address of each fish purchaser on & city map. These area

boundaries were then substantiated by personnel of the cooperating

stores, When a trade ares fell wholly within a census tract, tract
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infotmation was_obtainedo Whenever a trade area fell within two or more
census tracts, individual city block data were used,

Scale analysis was used to rank the respondents in terms of favor-
ableness of thelr attitudes toward buffalo fish, Answers to questions
from the household interviews were used to construct an acceptability
scale, These questions were described to obtain not only the opinious
of the homemaker for, or against, the test item, but to measure the in-
tensity of these likes and dislikes,

These ratings were not expected to form a true scale. They did,
however, result in a quasi-scale sultable for grouping the respondents
into categeries based on different levels of favorableness, Since the
primary purpose in using scale analysis in this instance was to have an
obiective basis for separating the respondents into broad groupings
based on diffsring degress of favorableness of attitudes toward the pro-

ducts, 2 high degree of reproducibility of ranking was not considered

The scale rauged from 1 for extreme dislike, to 5 for complete

satisfaction, The midpoint in the scale, “neither like,
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was equivalent to 3, numericzlly.

A multiple regression model was developed to estimate the influence

of selected soclc-economic characteristics of the population on the ratio

3]
et

ore customers and to the intensity of

i,

of purchasers of buffalo fish to s
consumer satisfaction with the fish, The regression analysis technique

possesses the azdvantage of allowing combinations of all types of



characteristics, psychological; economic and sociological, in a single
equation., Classifying variables can be included in a regression meodel
by assigning, for each observation, a value of unity to the sub-class
in which that parti@ﬁlar observation occurs and zero to all other sub-
classes,

The analysis of aggregates affords caution in certain respects:
sgatisﬁical significance does not imply economic significance, The
statistical test affords confidence in & statement about differences
velative to the measurement data which have been utilized,

A large number of factors were expected to affect the sales of
buffalo fish, Those considered most important, and which were measurable,
were price of fish, geographic location of markets, income status of con-
sumers, race of purchaser, occupation of head of household, size of house-
hold and composition of the family,

The following equation was used as the model,

= 8 m,
Y + mlx.

where:

= constant

S\
i

m = market locations
g = income areas

t = time periods
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t = race of customers
o = occupation of head of househeld
s = size of household
¢ = composition of family
p = price per pound for fish
E,= random error in chbservation j (j= 1, 2 ..., 189,942)
ng 1 {f custcomer bought buffalo fish
0 1if customer did not buy buffalc fish
where § = 1, 2, ..., 189,942
X, o= 1 {£ customer falls in sub-class my
E 0 otherwise
where £ = 1, 2
% = 1 1f customer falls in sub-class g,
2. , i
i 0 otherwise
where 1 = 1, 2, 3
Similarly for =, 1 =1, 23 x o, i=1, 2; X i=1,2, 3¢
i = 7 2 [ § i == oy £
x5 L 1, 2, 3; x5 1 1,22, 1=1, 2, ..., 7,
. . P
i i, Y1
This implies that & .+ x_ . = N (the total number of observation},
miJ mZJ
c % o+ x =N and similarly for each classification,
3 8o 8,Jd ’
2 3
The system of normal equations is as follews where the summations

aN + mlzx . + mzzxmz + 812Kg1 PREEE N P72Xp7 z¥
agx + m12x 4+ m FX = + g.Ix X s F ooe T PLIX X = ¥x Y
™y Lhmy 2% my Ty 8y my Py m
agx 4+ m.Ix ® + + 82.8% K, 4+ ...+ PLIX % = Fx ¥
my  Tmy my mzz“"mz 1mm, g, 7my ey ™
agx_ + m,Ix_ K+ MTX X 4+ Z,IX_ K, 4+ .., + PyZR_x_ = Zx ¥
Py 1 Py My 2 7 My 1 Py 2y 7 m, Py m,

(3.2
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Notice that »x x = 0, since for any observation either x = 1 and
ml mz ¢ ml
X = 0 or Xm = 0 and xm = 1land 3x x = 0; 3x x_ = 0, and
2 1 2 81 8y g 83

similarly for all cross-producis within classifications.

Also notice that 3x for instance, equals the number of customers
Ttk ¢

: 1
in market 1, as does in since xi = 0 or 1, Also 2& Y = number of
1 1 )
customers, in market L within income 2 since X . X, = 1 if and only if
1 &
both % and x = 1,
™ )

Equation 3,2 has 25 unknowns and only 17 independent equations, when
all sub-classes are included; the coefficients are not independent. In
order to overcome this difficulty, one sub-class is given a value of zero
in all classifications., The coefficient associated with each of the
other sub-classes is then interpreted as a deviation from the base, The
coefficients can be estimated by the method of least squares as in the
usual regression procedures; however, the intercept includes the value
for the base classes, Also the unknown are the constants which define
the functional relationship among the variables,

The squations for the modified system becomes:

- 5l 9 { i [ 7. .

Yj a’ + mixmlj + glx 3 4 géxgni + tlxtlj + rlﬁrlj + OliOlj + Ozxozj +

cix + plx +plx .+ plx ,4+plx . +oplx 4+ pix .+ E,., (3.3)
o Iy _3 7 Ey 4 /7, 3 “,; . -

Ve, 3 "lpyd” "2pyd 0 "3 pgd pid "5 pgd Pd ]

To analyze the relaticnship between ethnic group values and home-

makers' favorablenass toward buffalo fish as measured by their

ZOA D. Seale, Jr., R, A, King and L, C, Martin, Vegetables Prices
and Markat SubeLLTe in Southeastern North Carclina, North Carolina Agri-
cultural Experiment Station, Technical Bulletin No, 13@ August, 1958, p.48,
Thomas E. Tramel, Advanced Statistics for Agricultural Economists,
unpublished manuscript, pp, 286-300, R. L. Anderson and T, A. Bancroit,
Statistical Theoxy inm Research, (New York, 1952} pp. 278-284,
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.accgptability score on an hedonic scale; a similar‘model was constructed,

Four scoclo-economic characteristics, were added to those analyzed in equa-
tion 3,1, with the exception of price of fish, These were: form of fish
purchased, frequency cf serving fish, impulse buying and religious prefer-
ence of the purchasers,

The following model including the additional wvariables was used:

¥, =a' + mlx °-%-g”x +g"x cF x4+ i 4+ olx 4+ oolx o+
i 1 m, ] 1 1] 2 8yd 1 tlj 1 r] 1 0,1 2 0,3

L] 'FU' U ] ¥ »

clxclj + Hlelj + lezlj + 2%, 3 st b Xb x 1, + Eij {(3.4)

In using these models, the following two assumptions are necessary:
(1) that the errvor term is normally and independently distributed with
zero means and constant variance, and (2) the classifying variables are
independeﬁt of each other with no interactiom,

The deviation coefficient asscciated with each of the sub-classes
is interpreted as 8 premium or discount from the base sub-class in each

classification,



CHAPTER IV
ANALYSIS AND INTERPRETATION OF DATA

The major comstituents believed important in determining 1if a pro-
duct will sell at any given time are the economic conditions and the
consumer conception of the product, The economic variables assumed to
affect sales of buffalo fish were price, form and availability of the
product, and the economic status of the consumer. The conceptual image
of the product developed by the consumer was assumed to be conceived by
her past experiences, beliefs 6 and attitudes, and with these harmonizing
with the walues of the sccio-ethnic groups of which she is associated,

A marketing inncgvation or acceptance of product may have a better
chance of success 1f it is introduced in a community where the product
or similar products are widely known than in a community where the aware-
ness lewel of the product is low, Little Rock, with its location on the
Arkansas River, and its proximity to the rice area and the rivers of

Eastern Arkamsas, has considerable trade in fresh fish, On the other

K]
hand; Oklahoma City, located on the edge of the Great Plains area, has
very limited access to fresh fisk, Therefore, the differences in the

level of awareness of buffalec fish by the population of the two areas

was extremely large,

39
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The Influence of Economic Factors on Sales

To eliminate the effects of the variability in customer traffic

flow amcng the 12 test stores and to facilitate the analysis of the

L

data, all sales data were converted to sales per thousand store
customers, Hereafter, all sales will be reported on the basis of

sales per thousand store patrons unless otherwise noted,

Effects of Income Status of Consumer on Sales

Considerable variability occurxed among the stores in the sale
of buffale fish, 3Sales ranged from s low of 5,3 to a high of 22.6
per thousand store patroms, When the stores were grouped agcérding
to regional lecation, the sales were highest inm Little Rock (11.6) and
the lowest in Oklshoma City (8,0). Holding other factors constant,
Little Rock stores averaged 2.9 sales per thousand store customers more
than did Oklahoma City stoves, This difference was highly significant
{see Appendix Table 1).

The clientelle of stores located in the low income areas purchased
considerably more buffalo fish per thousand customers than did patrons
of stores in the upper two income areas (Table I). The computed devia-

n sales of buffalo fish associated with income status of con-

(a3
1o
Q
=
&

umers were substantizl between the low income area and each of the two

“©

g

higher income areas, Howsver, & large proportion of patrens of stores
in high income areas purchased buffale fish than did customers of medium
income stores, The deviations in sales were small and insignificant,
This relationship confirms the expectation that families in low income
areas consume more buffalo fish than do families living in higher income

axreas,
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TABLE I
BUFFALD FISH SALES PFR THOUSAND STORE CUSTOMERS AND SELECTED STATISTICS
RELATED TO INCOME AREAS, OKLAHOMA CLITY AND LITILE ROCK
~ Sales by Income Areasé -
Markets Low Medium High All
Number Number Number Number
Combined markets 16.2 7.2 7.9 9.7
Oklghoma City 13,3 6.0 6.5 8.0
Little Rock 19.7 8.5 9.4 11.6
Selected Statistics on Differences
Income Deviation Standaxrd g
Comparison Values Errcr Value
Combined markets Low-meadium -7.3032 0.9634 7. 5806%#
Oklahoma City Low-medium -6,9163 1.1234 6.1566%%
Littie Rock Low-medium -5,3782 1,1638 5. 4805%%
Couwbined markets Low-high -6,0782 6756 8,996 7%%
Oklahoma City Low=-high ~6,0840 8462 7.1898%%
Little Rock Low-high -5.3521 1.5111 3.5418%%
Combined markets Medivm-high 1.2250 L9634 1.,2715
Oklahoma City Medium=-high .8823 1.5592 .5659
Little Rock Medium=-high 1,0261 1.,0886 . 9426

&, LI b "
The median aunnual incomes were:;
Low income areas, Oklahoma City, $3,696; Little Rock $3,328,

Medium income areas, Oklshoma City, $6,382; Little Rock, $5,669,
High income areas, Oklahoma City, $9,164; Little Rock, $10,048,

b

The degree of freedom for this model equals the nuwber of observa-

tions minus ome, Then for "t¥ walues in this study, the degrees of

freedom will be infinite.

##5ignificant at the one percent lavel.



Effects of Time of Study on Sales

Sales data were obtained for two periods of two weeks each, A sale-
week ran from Wednesday through Friday in Oklahoma_cityj and from Thurs-
day through Saturday in Little Rock, Preliminary analysis of the sales
data indicate that there was not any significant difference in ssles due
to the different days making up a sales weeku

For the Oklahoma City market; sales during the second peried--the

e

first twoc weeks In December--were two per thousand store patrons less

=

Y
-4

than during the first two-week period in November, This deviation

et

coefficient was significant at the one percent level (Appendix Table 1},

The difference in sales of buffalc £ish due to the different time-periocd

j1¢]

was not a major cousideration in the Little Rock market,

Effects of Form of Fish on Sales of Buffale Fish

At the time of this study, relatively little informaticn was avail-
able as to consumers’ éatisfaction with, reaction tc, and knowledge of
sales of a ready-to-cock package form of fresh fish through supermarkets,
The retail store displays provided consumers an opportunity to express
their preferences, Homemakers in Oklahoma City purchased the dressed
form more extensively than did bomemakers in Little Rock, Combining
the two markets, housewives failed tc show any definite preference for
either form, Approximately one out of two homemakers purchased the
ready- to-cook form (Table 11},

In the case of the whole dressed form, the incidence of purchases

2

v in Little

differed considerably among the income groups, especiall

Rock, However, when the effects of price variations were eliminated,



TABLE II

. SALES OF BUFFALO FISH PER THOUSAND STORE CUSTOMERS AND PERCENTAGE DISTRIBUTION OF FORM OF
FISH, BY INCOME AREAS, OKLAHOMA CITY AND LITTLE ROCK

Sales by Income Areas and Form of Fish®

Low , Medium Eigh Total
Pexcentage Percentage Pexcentage Percentage
Quan- Dress- Pan- Quan~- Dress- Pan Quan- Dress- Pan- Quan- Dress-~ Pan-
Location tity ed  Ready tity ed Ready tity ed Ready ¢tity ed Ready
No. Pexrcent No., Percent No, Percent No. Percent

Oklahoma City 12.4 66.7 33,3 5.6 54,8 45.2 6.0 70.0 30.0 8.0 57.2 42.8

Little Rock 18.3 55.4 44,6 7.9 62.9 37.1 8.7 45,9 54,1 11.6 46.1 53.9

Both Aress 15,0 58.7 41.3 6.7 59.6 40,4 7.3 56.4 43.6 9.7 50.5 49.5

: aDressed form is with the head off, scaled and gutted,
Pan-ready is cut-up, ready to cook,

ey
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difference in sales between the two forms and among the income areas

were not significant,

Effects on Price on Sales

If an industry is to be successful, the price of the product in the
marker must cover the cost of producing and marketing the product., Also,
if a product is to be acceptable to the consumer, it must be priced com-
petitively with competing products, An attempt was made to use prices
in this study that would be in line with these conditions,

Dressed buffalo fish was priced at 49 cents per pound in the stores
in the low income areas and in one-half of the stores in the medium in-
come areas, For the other stores in the medium income areas and for all
stores in the high income areas, the price was 54 cents per pound,

Eliminating the effects of income areas and other factors, the de-
viation coefficient is an estimate of the effects of price on sales of
dressed buffalo fish, The effect of a five-cent change in price per
pound resulted in a change in the opposite direction in purchases of
buffalo fish of 5,25 and 7,38 per thousand store patrons in Oklahoma City
and Little Rock, respectively, The difference for the two markets com-
bined was 5,97 sales per thousand stors customers, The differences in
sales due to a five-cent divergence in price were significant at the
one percent level (Table III},

The relationship between prices paid for dressed buffalo fish and
adjusted average household purchases for the three areas is presented

graphically in Figure 2,



TABLE IIIL

45

BUFFALO FISH SALES PER THOUSAND STORE CUSTOMERS AND SELECTED STATISTICS
RELATED TO PRICE VARIATIONS, OKLAHOMA CITY AND LITTLE ROCK

Dressed Pan-ready
Markets 49 Cents 54 Ceats 65 Cents 70 Cents 75 Cents
Combined markets 21,2 8.7 13.2 7.0 - 5.0
Oklahoma City 18.4 8.7 7.9 5.0 3.7
Little Rock 24,7 8.7 20.2 11,1 5,1
= Selected Statistics on Differences =
Price Deviation Standard rgn
Comparison Values Error Value
Combined markets 494-54¢ ~5,9718 ,9933 6,0121%%
Oklahoma City 494-54¢ -5,2522 1.0347 5.0760%%
Little Rock L9¢-54¢ -7.3828 1.1753 6,2816%%
Combined markets 65¢=70¢ -6,0858 1.,0095 6,.0285%%
Oklahoma City 65£=70¢ -3,2082 1,0191 3,1481%%
Little Rock 65¢-70¢ -11.5914 1.2741 9,097 7%%
Combined markets 70¢-75¢ -2,9851 . 9640 3.,0866%%
Oklahoma City 70¢-75¢ ~2.,2854 1.,0058 2,2722%
Little Rock 70¢-75¢ -5.,4294 1.,2911 & ,2053%%
Combined markets 654-75¢ -9,0709 1,8743 4 ,8396%%
Oklahoma City 65¢4-75¢ =5,4936 1.2491 4, 3980%%
Little Rock 654-75¢ -17.0208 1.6410 10,3722%%

#*%gignificant at the one percent level.

*3ignificant at the five percent level,
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The ready-to-cook form of Buffalo fish was priced at five-cent
interve_zls° In stores in the low income areas, it was priced at 65
cents per pound in one-half, and at 70 cents per pound in the other
half of the stores. In the medium income area, the prices were 70
cents per pound in two of the four stores and 75 cents per pound in
the other two stores. One-half of the high income stocres priced the
pan-ready form at 65 cents per pound and the other half of the stores
at 75 cents per pound,

Testing for differences in sales due to differences in price within
income areas, by the analysis of variance technique, the only difference
found to be significant was in the low-income area in the Little Rock
market, It was significant at the 5 percent level of confidence,

The deviation coefficients in Table Il are the estimated relation-
ship between prices paid and purchases of pan-ready buffalo fish., The
effects of an increase of 5 cents per pound (65 cents to 70 cents) was
a decrease in the sales of 3,21 in Oklahoma City and 11.59 in Little
Rock, or an average for both markets of 6.08 per thousand store custo-
mers,

The decrease in sales of ready-to-cook buffalo fish assoclated with
the five-cent increase in price from 70 cents to 75 cents per pound was
not as proncunced as the decrease in sales was for the preceeding price
increase of 5 cents per pound, However, the effect of the five-cent
price increase on sales was significant at the one percent level in
both markets,

A change in the price of buffalo fish in the range of 10 cents per

pound resulted in an opposite change in sales of the magnitude of 5.3
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to 17.0 per thousand store patrons, assuming the effect of the other
variables remained constant. The relationships between the price vari-
ation for ready-to-cook buffalo fish and the adjusted sales for the
three areas are presented in Figure 3. An indication of average price
elasticity of the demand for pan-ready buffalo fish, based on the re-
lationship between the 10 cents increase in prices paid and the adjust-

ed sales for the three areas is also presented in Figure 3,

Summary

Results of the analysis indicates that economic factors influenced
consumers purchases of buffalo fish,

Sales per thousand store customers among consumers within low in-
come status areas were considerably higher than among consumers in high
income status groups. Sales were relatively low averaging 8 and 12 per
thousand store customers in Oklahoma City and Little Rock, respectively,
It needs to be pointed out again; that especially in Oklahoma City this
was a new product on the market for the fivrst time without any promo?
tion and advertising program, Therefore, the level of consumer aware-
ness ef the product was extremely low,

Eliminating price variations, consumer preference for form of £fish
purchased was not significant. Consumers were rather responsive to small

changes in price, especially for the dressed form of fish,
The Influence of Environmental Factors on Sales

A common theoretical postulate among many sociologists, economists,

and some social psychologlists is that purchasing behavior of the consumer
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is influenced by reference or environmental group values, The question
then becomes, can these group values and motives be measured so that a
marketer can delineate the demand for his product into more homogenous

areas or sub-groups.

Effects of Occupation of Head of Household on Sales

The possibility was anticipated that family consumption of buffalo
fish might be influenced by the type of occupation of the principal wage
earner, Using the United States Census of Population ciassifications}
the following three large fairly-homogeneous groups were composed:
group A, the white-collar class, consisting of Professional, Semi-Pro-
fessional, Proprietors, Managers, and Officials; group B, the blue-collar
class, including Clerk, Sales, and kindred workers, Craftsmen, foremen
and kindred workers, and operators and kindred workers; and group C, the
unskilled class, composed of domestic service workers, service workers,
and laborers,

There was a substantial -difference in the purchases of buffalb fish
among the three occupational groupings, In Oklahoma City more thanm 14
purchases per thousand store customers were by consumers from the un-
skilled group. Households in the blue-collar group accounted for seven
purchases and families from the white=collar group only 4.3 purchases of
buffalo fish per thousand store patrons, The pattern of sales in Little
Rock was in the same direction as in Oklahoma City, but the proportion
of sales was higher in the white and blue-collar groups, (Table 1IV).

The deviation coefficients are estimations of the differences in

sales of buffalc fish associated with the different groups of occupation
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TABLE IV

BUFFALO FISH SALES PER THOUSAND STORE CUSTOMERS AND SELECTED STATISTICS
RELATED TO OCCUPATION OF HEAD OF HOUSEHOLD, OKLAHOMA CITY
AND LITTLE ROCK

- Sales by QOccupations of Head of Household -

Markets Group A2 Group BP Group C€ All
Numbet Number Number Number
Combined markets €.5 8.8 4.4 9,7
Oklahomz City 4.3 7.0 14,1 8.0
Little Rock 9.2 9.5 15.3 11.6
Occupation Deviation Standard net
Comparison Values Exror Value
Combined markets Group A - Group B 2.6900 .5821 4,6212%%
Oklahoma City Group A - Group B 2.8419 6673 4,2588%%
Little Rock Group A - Group B 22,1262 6554 3.7441%%
Combined markets Group A = Group C 6,6135 ,6393  10,3449%*
Oklahoma City Group A - Group C 8.2761 L8244 10,0389%%
Little Rock Group A - Group C 4.9176 1,0145 4, 84T73%%
Combined markets Group B - Group C 3.9235 . 5460 7.1859%%
Oklahoma City Group B ~ Group C 5,4342 . 7513 7.2331%%
Little Rock Group B - Group C 2.7914 .9151 3.0504%%

a , . , . .
Group A includes professional, Semi-Professional, Proprietors,
Managers, and Officials,

b , .
Group B includes Clerk, Sales, and kindred workers, Craftsmen,
foremen and kindred workers, and Operators amd kindred workers.

c . .
Group C includes the unskilled class, compcsed of domestic
service workers, service workers, and laborers.

**Significant at the one percent level,
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of head Qf household., The computed effects of unskilled workers com-
pared with white-collar workers were an increase of 6.6 sales per
thousand store patrons, The calculated deviation for blue-collar
workers compared with white-collar workers was 3.9 sales per thousand
store patrons,

Families of unskilled workers apparently consumed more buffalo
fish than did families in the other two occupétional groups. A larger de-

viation in sales existed among occupation groups in Oklahoma City than in
Little Rock,

Effects of Size of Household on Sales of Buffalo Fish

It was essumed that differences in the size of households would re-
sult in a difference in the amount of buffalo fish purchased, The
analysis of the data shows that a positive relationship exists between
size of household and purchases., The ratio of purchasers to nonpurchas-
ers was considerably larger among the smaller two size groups,

In the Little Rock market; as household size decreased from the
large size group to either the medium or swall size group, sales de-
creased slightly more than seven per thousand store customers, The same
pattern was true for Oklahoma City, but the decrease in sales was of
less magnitude, Analysis of the data did not indicate any significant
difference in sales between the medium and small size household

(Table V).

Effects of Composition of Family cn Sales
It was anticipated that mothers with children under 12 years of age
would discriminate against buffalo fish because of the abundance of small

bones. The estimated effect of children under 12 years of age on
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BUFFALO FISH SALES PER THOUSAND STORE CUSTOMERS AND SELECTED STATISTICS
- RELATED TO SIZE OF HOUSEHOLD, OKLAHOMA CITY AND LITTLE ROCK

Sales by Size of Househclds

Markets Small® MediumP - Large® All
Combined markets 7.7 8.7 2.5 8.7
Oklahoma City 6.6 8.3 12,2 8.C
Little Reock 9.2 2.5 15,3 11.6
Selected Statistics on Differences
Household- Deviation nen
Comparison Values Yalue
Combined markets Small-medium 00,9126 11,4550
Oklahoma City Small-medium 0,.9468 1.4033
Little Rock Small-medium 0,0305 .02596
Combined markets Small-large 4,8778 5,8960%%
Oklahoma City Small-large 4,2199 8.46196%%
Little Rock Small-large 7.1320 6 . B340%%
Combined markets Medium-large 3,9652 &, 3672%%
Cklahoma City Medium=-large 3.273% 5.0239%%
Little Rock Medium=-large 7.1015 6.7821%%

a , — )

Small size household includes 1 or 2 members,
b A ° Ta, 9 - L) <

Medium size housebtold includes 3 or 4 members,

¢ . : .
Large size household have 5 or more members,

dof o

[

Significant at the one percent ]



househcld purchases was an increase of 8.3 sales per thousand store
patrons in Little Rock and a decrease of 2.4 sales in Oklahoma City,
Thgse differences ware highly significant (Appendix Tables II and III),
cts the expectation that families with chil-
dren under 12 vyears of age would comsume less buffalc fish than

families withou small children,

The variation in the ratic of purchasers to nonpurchasers of buffalo
fish varvied significantly among sub-classes within the major raference
groups, Analysis of data for sub-groups withirn the occupation and house-

2

hold size classifications indicated significant differences sxisted in
an

e

sales per thousand customers., Familfes with children under 12 years of
age purchased buffals fish at the approximate ratic of 2 to 2 over

families without voung children,

The Influence of Eth Group Values con Sales

belong to the social and religlous groups

By virtue of these kinships the children usually take

on the likes, dislikes and prejudices of thelr parents,

Effects of Race of Purchaser on Sales
All respondents were classified as either Negro (Colored) or White,
Oriental and other races were relatively unimportant in the two areas

covered by this study. Im the combined market area; Negroes accounted
for slightly more thap one-tenth of the sample number, but represented

approximately cone-third of the puwrchasers of buffalo fish, This
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relationshp was practically the same for both markets, the differences
being more pronounced in Oklahoma City (Table VI),

The deviation coefficients are estimates of the effects of race on
the purchases of buffalc fish., The values of the deviations varied for
the two markets, but were significant at the one percent level in both
cities, When other factors were held n’.“,cms.*l',aaz_rzf:‘9 the deviation coeffi-
cients for Oklshoma City and Little Rock were -24.4 and ~21.,5

, respec-

tively,

It was assumed that differences in religious preference of the
consumer would influence the sales of buffalc fish, Unfortunately, the
1960 United States Census of Population data did not list religious pre-
ference of the population on a census tract or city block area,

By making certain assumptions, an indication of the effect of re-
ligious preference of the consumers on sales of buffalo fish may be sur-
mised, An indication of the relationship may be indicated by assum-

ing that the customers purchasing buffalo fish in the test steres were

representative of the total population in Oklahome City and in Little

&=

kock, and using information on church membership affiliatiocmns compiled
, s , P . . o1
by the National Council of the Churches of Christ,

A higher percentage of purchasers of buffalc fish in Oklahoma City

were of the Catholic and Jewish Falths than the percentage of the total

population, In Little Rock the reverse of this was Iindicated (Table VII),

1 X X " . , : .
National Council c¢f the Churches of Christ, Church and Church Mem-
bership in the United States, Series D, Nuwber 1 and 2, (New York, 1957).
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TABLE VI

SALES OF BUFFALQO FISH PER THOUSAND STORE CUSTOMERS, PERCENTAGE OF SAMPLE
AND SALES ASSOCIATED WITH RACE OF PURCHASER, OKLAHOMA CITY
AND LITTLE ROCK

Sales of Buffalc Fish by Race of Purchasers®

Caucasian Negro
Sales per Percentage of Sales Peyr Percentage of
1,000 Total 1,000 Total
Markets Patrons Semple Sales Patrons Sample Sales
Kumber - Percent = Number = Percent =
Combined markets 7.3 &a.7 67,5 30.3 10.3 32.5
Okliahoma City 6,3 92.3 73.1 28,0 7.7 26,9
Litctle Rock 8,5 85,5 63,0 31.9 13.5 37.0
~ Selected Statistics on Differences -
Deviation Standard ren
Race Comparison Values BError Value
Combined markets Caucasian-Negro 22,6800 L8634 23.2682%%
Oklahoma City Caucasian-Negro 24,4023 1,2500 19,5218%%
Little Rock Caucasian-Negro 21,4925 1.2296 17,4792

a,.a P o .
411 vespondents were classified as elther Caucasian or Negro.

**Significant at the ome percent level,
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TABLE VII

CHURCH AFFILIATIONS OF PURCHASERS OF BUFFALC FISH COMFARED TO
THE TOTAL POPULATION, OKLAHOMA CITY AND LITTLE ROCK

- Church Affiliations -

Protestant Catholic Jewish

Location Number Parcent Numbexr Percent Number Percent
Oklzhoma Citya

Population 719 87,4 95 11,5 9 1.1

Sample 632 76,7 146 17.8 &5 5,5

. b
Little RBock

Population 914 90.2 87 8.6 12 1.2

Sample 941 92.9 69 6.8 3 0.3
Both Areas

Population 1633 86.9 182 9.9 21 1,2

Sample 1573 85,7 215 11,7 48 2.6

%2 = 181.87.
i
°%% = 9.80,
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Effects oﬁ Awareness of the Product on Sales

One of the requisites to planning the purchase of an item is the
knowledge that it is available in the market place and the purchaser
being cognizant of some of its attributes, In the Oklahoma City mar-
ket where consumer awareness of fresh fish in the supermarket was ex-
tfemely limited, impulse buying was very common. More than 3 out of
4 purchasers said they had not planned to purchase fish when they came
to the market, In Little Rock, where the buffalo fish were more widely
available and had been on the market for a considerable period of time,
planned buying of fish appeaved to be fairly common, Slightly over
6ne-ha1f of the purchasers said they had planned to purchase fish be-
fore going into the store.

Appearance and freshness played an important part in stimulating
impulse purchases of buffalc fish, Homemakers mentioned these two
things most often in describing why they bought fish when they had not

planned to im advance,

Summary

There was a larger difference in the number of sales of buffalo
fish per thousand store customer between the two racial groups than be-
tween any other socilo-cultural characteristic studied. A superficial
investigation of the available data on religious affiliation indicated

that religious preferences of the consumer may influence sales,
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Economic Characteristics Associated With
Consumer Satisfaction

An hedonic acceptability scale was constructed to evaluate con-
sumers satisfaction with buffalc fish, The pattern of acceptability
ratings attempts to reflect the intensity to which the homemaker would
actually like to have buffalo fish served in her home. It also re-
flects upon the housewife's willingness toward buying buffalo fish again,
and it gives an indication of her general over-all favorableness toward
the product,

To cbtain an acceptability scale; the homemakers were asked to
score the buffalo fish after it had been eaten on the following attri-
butes: (1) appearance, (2) taste, (3) flavor, (4) aroma, (5) texture,
and {6) their over-all opinion of the product, The descriptive hedonic
scale used to obtain ratings from each housewife for each attribute was
assigned numerical rating to facilitate analysis, The hedonic scale
used to obtain these evaluations were assigned the numerical ratings of:
1 for "Dislike Extremely," 2 for "Dislike Moderately," 3 for "Neither
Like nor Dislike," 4 for "Like Moderately," and 5 for "Like Extremely.,"

A total score was obtained for each housewife by adding up the
scores she gave each attribute, Since the minimum score for each attri-
bute was 1, the maximum score was 5, and the number of attributes were 6,
the total score for each individual ranged from 6 to 30, The respoundents
were grouped inte broad homogeneous groups according to their over-all
favorablenzss toward buffalc £ish,

Acceptability rating group 1 "Dislike Extremely,” was made of house-

wives whose total rating ranged from 6 through 10, Acceptability rating
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group 2 "Dislike Moderately," were homemakers who rated the product from
11 through 15o Group 3 "Neither Like nor Dislike,' was composed of re-
spondents giving the total rating from 16 through 20, Acceptability
rating groups 4 and 5 were homemakers rating the fish from 21 through

25 and from 26 through 30, respectively, The number and frequency of
these ratings are shown in Table VIII,

Thus, consumer satisfaction will be indicated by the two rating
scores of 4 and 5, with consumer dissatisfaction being indicated by
acceptability scores of 1 and 2,

The homemaker's attitudes and cpinions of buffalo fish, as measured
by her acceptability rating score, were related statistically to cer-
tain socio-economic characteristics in an effort to determine if values
of the ethnic groups with which she is associated influenced her con-

ceptual image of the product,

Effects of Income Status of Consumers on Acceptability Ratings

1t is surmised that consumer satisfaction or dissatisfaction with

e

a product is Influenced to an appreciable extent by her status role or
group affiliations,

A larger proportion of the families in the low income areas rated
the buffalo fish satisfactory than did families in the two higher income
groups (Figure &), Among the low income families in Cklahoma City, 3
out of & expressed satisfaction with the product, with more than 1 out
of these 3 housewives rating it 5, "Like Extremely,” In Little Rock,

approximately two-thirds of the families in the low income area rated



TABLE VIII

FREQUENCY OF RATINGS COF BUFFALO FISH ACCORDING TO SCALE

Hedonic Numerical Oklahoma City Little Rock
Scale Rating Rating Number Percent Number Percent
Dislike Extremely 1 122 14.8 121 11.9
Dislike Moderately 2 108 13,1 126 12.4
Neither Like nor Dislike 3 111 13.5 135 13.3
Like Moderately 4 319 38.8 325 32.2

Like Extremely 5 163 19.8 306 30.2
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the buffalo fish 4 or better, with a fairly even distribution between
"Like Moderately'" and "Like Extremely,"

In the Oklahoma City medium income group, 48 percent of the pur-
chasers of buffalo fish gave the product a rating of 4, with the other
percentage fairly evenly distributed among the other acceptability
ratings, Of the families in the medium income group in Little Rock,
approximately 24 percent rated the product 5, with another 40 percent
rating it 4,

The pattern of acceptability rating among families in the high in-
come groups was different in Oklahoma City than in Little Rock, In
Oklahoma City, as the satisfaction ratings with the product decreased,
the percentage of families in each rating category increased. 1In
Little Rock, a larger proportion-of families rated the product 5 "Like
Extremely,” than any other rating, More than one-half of the families
rated it 4 and 5.

The mean acceptability rating for the consumers was computed for
the three income groups for both cities, The rating varied from a low
of 2,55 for the high income group, to a high of 3,67 for the low income
group in Oklahoma City., This variation among income groups in Little
Rock was of considerably less magnitude,

The computed differences in Table IX are the estimated deviations
in consumer satisfaction with buffalo fish as measured by the accept-
ability rating score associated among income groups within markets. A
significant observed "t" value would suggest that the computed differ-
ences in mean rating came from different populations, In the analysis

shown in Table IX, several classifications of ratings were indicated



TABLE IX

MEAN ACCEPTABILITY RATING BY PURCHASERS OF BUFFALO FISH AND
SELECTED STATISTICS RELATED TO INCOME STATUS,
OKLAHOMA CITY AND LITTLE ROCK

Ethnic Groups  Computed  Standard gn Mean®
Markets Comparison Difference Ervox Value Rating
Combined Low-medium -,1328 . 0566 2.3462% 3.57
Cklahoma City Low-medium =,3832 .09%59 3.9961%% 3,40
Little Rock Low-madium =,1397 . 1010 1.3831 3.67
Combined Mediun-high -,1214 . 0839 2.2812% 3.45
Oklahoma City Medium-high =.2328 L0772 3,0155%% 2.95
Little Rock. Medium-high =,1393 L1081 1,2888 3.52
Combined High-low 03242 0777 4, 1724%% 3,06
Okiahoma City High-low .6160 .0948 6.4978%% 2.55
Little Rock High-low .2790 .1097 2,.5432% 3.45

a cq g s . . ,
The mean acceptability rating refers to the first income group in
the comparison column,

oheske o ° ¢
*rgignificant at the one percent level,

“Significant at the five percent level,



to be significant, hemce these classifications may be useful in strati-

fying the population into homogeneous market groups for buffalo fish,

Difference in Consumers Satisfaction Due to Form of Fish Purchased
Consumers preference for the form of fish consumed, as expressed
by their acceptability ratings, varied between the two cities, In
Oklahoma City, a stalsfactory rating score was given by 66 percent of
the housewives rating the ready-to-cock form, This compares with only
44 pevcent satisfactory ratings for the dressed form from housewives
given by homemakers in Little Rock,
indicate a higher proportion favoring the dressed-form rather than the

pan=-ready form, Approximately 70 percent rated the dressed-form &4 or

5, while only 37 percent gave the pan-ready this favorable a rating
score, Figure 5,

The mean ratings given are the weighted average of the acceptabil-

ity score of all comsumers rating the product within the specified

ethnic group, It is an attempt to measure the group evalunation of the

ze mean ratings for the two forms indicate some
differences between the two markets, That the dressed form was more
aceceptable to the Little Rock consumers was reflacted in the 3,81

mean rating, whereas the mean rating of 3.19 reflects a less favorable
attitude toward this form in Qklahoma City.

The computed differences im Table X are estimates of the relation-

p batween dressed and pan-ready forms for comsumer acceptability

[42]
ety
5
=

ratings within the sawe markets, when the effects of other socio-

conomic characteristics are eliminated, These computed differences
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TABLE X

MEAN ACCEPTABILITY RATING BY PURCHASERS OF BUFFALO FISH AND
SELECTED STATISTICS RELATED TO FORM PURCHASED,
OKLAYOMA CITY AND LITTLE ROCK

Computed Standard ™"t Mean®
Markets Form Compariscn Difference Error Value Rating
Combined Dressed~Pan~-ready -, (588 0596 0.9965 3.5%  3.44

Okiahoma City Dressed-Pan-ready . 5367 L0566 9.4823%% 3,19 3,355

Little Rock Dressed-Pan~-ready -~ , 4685 L0883 5,6242%x 3,81  3.36

a . s . .
The first mean acceptability rating refers to the £irs
menticned in the form compariscon column while the second rat
to the second form listed.

fok o

Significant at the on recent level,

@
T
[0]



in the effects of form on consumer acceptability scores were significant

at the one percent level of confidence,
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There was no appreciable difference in the homemakers satisfactic

P

with buffalo fish whether she purchased it in November or December. The
mean acceptability rating of housawives for buffalo fish purchased in
November was 3,43 for the combined market., The mean rating for December

o

was 3,52, This difference was not significant {(Appendix Table IV),

Summary
The findings indicate that certain economic characteristics may in-
fluence consumers favorableness toward buffalo fish, There appeared

to be an inverse relationship of mean acceptability rating to the income
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status of the purchaser, her

o

for the lower imcome group while the higher two income groups tended

to rate the fish at a lower hedonic scale rating,

The pattern of consi preference for form of fish purchased wvariad

s

rather widely, with & proportion of Oklahema City housewives

HL

ng pan-ready, compared with the Little Rock housewife preferences

& J§ k

favor

for the dressed-form of fish,

snvironmental Chavacteristics Asscciated With
Consumer Satisfaction

It iz surmised that & great deal of consumer purchasing behavior is

i<}
not based on highly motivated weighting of alternatives (genuine de-

aking involves thought, consideration, discussion, and evaluating



many facets) but relies on group opinion, expectations and similar

types of cheice previously made,

Effects of Qccupational Groups on Acceptability Rating
The mean acceptability ratings and the frequency patterans have
fluctvatsd rather widely within ethnic groups at various lewvels of

living., Income alome did not explain this variability, An evalu-

atlon of the differences in acceptability wating among the three broad
cocupational categories described earlier, was made te see 1f occupsa-

o

tionai status of the head of the househeld would help to explain some

cf this variability,

The modal acceptabllity rating for the white-collar group in Okla-
homa City was 2, "Dislike Moderately,” More tham 50 pevcent of the
respondents in this grouping, expressed a dissatisfaction with the pro-
duct, Only & out of 100 purchasers gave the product a rating of 5,
"Like Extremely," The mean scceptability vating for this group was 2,26,
the lowest vating given by any of the ethnic groups,

Four was the mest frequent rating given by the blues-collar group in

Oklahoma City, with 3 being the next most frequent rating, and next

highest in Cisss 5, (26 pevecent), It is appareant from Figure 6 that

[F‘

femilies in the unskilled working group, predominantly falil in the tweo
upper rating classes, with 46,7 percent in class & and 20,7 percent in
ciass 5, The mean acceptabllity ratings for the blue-collar and for
the unskilled groups were 3,58 and 3,91, respectively,

The same frequency pattern existed in Little Rock markets in the

white collar group. Im Little Rock, the modal rating for this group 4,
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"Like Moderately" compared with the Oklahoma City modal rating of 2,
“Dislike Moderately." The mean acceptability ratings for the three
occupational groups in Little Rock were 3,24, 3.60 and 3,80 for the
white-collar; blue-collar and umskilled workers, respectively, The
fluctuations of the ratings within the cccupational groups in Little
Rock were not as pronounced as in the Oklahoma City groups,

The computed differences shown in Table XI are estimates of the
effects of occupational groups, when other factors were held constant,
on the acceptability rating score of homemakers for buffalo fish, A
negative relationship was exhibited between occupational groups and
acceptability scores, That is, as occupational status increased, the
acceptability rating score for buffalo fish decreased, This relation-
ship was highly significant between all occupational groups in Okla-
hema City and between the white-collar and unskilled groups in Little

Rock,

Effects of Size of Househeld on Acceptability Ratings

It was anticipated that the size of the household of the purchaser
might influence both the level of the over-all rating and the distyri-
buticn among the rating classes. The househcolds were divided into small-
size categories on information obtained from the housewife., The small-
size group consisted of ome and two member households, the medium-size
group was composed of three and four member househeclds and the large-
size classification were households with five or more members, The re-

sults of the analysis of these data are shown in Figure 7,
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TABLE XI

MEAN ACCEPTABILLTY RATING BY PURCHASERS OF BUFFALO FISH AND
SELECTED STATISTICS RELATED TO OCCUPATION OF HEAD OF
HOUSEHOLD, OKLAHOMA CLTY AND LITTLE ROCK

Occupational Computed Standard 't  MeanP
Markets Groupings? Differences Error Value Rating
Combined White-collar-Blue~collar 4284 L0465 9.2129%% 2,78

Oklahoma Cilty White-collar-Blue-collar 1,1707 L0787 14,8754%% 2,26
Little Rock White-collar-Blue-collar .3921 . 0842 &,6593%% 3,24

Combined Rlue-collar-Unskilled .2635 .0749 3.5167#%% 3,57
Oklzhoma City Blue-collar-Unskilled . 1295 .0713 1.8162 3.58
Little Rock Blue-collar-Unskilled . 1602 . 1162 1.3786 3.60
Combined Inskilled-White-collar -,6919 .0826 8.3765%% 3 .85
Oklahecma City Unskilled-White-collar =1,3002 .0830 15,6650%% 3,91
Little Rock Unskilled-White-collar =,53523 . 1086 5,0856%% 3,80

*White-collar group includes Professional, Semi-Professional; Pro-
prietors, Managers, and Officials,

Blue-collar group includes Clerk, Sales, and kindred workers,
Craftsmen, foremen and kindred workers, and operators and kindred
workers,

Unskilled group includes domestic service workers, service workers
and laborers,

b , , ,
Mean rating refers teo first class listed,

S o P
"*Significant at the one percent level,
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It is evident that the acceptability pattern of the vespondente
ri d xidely among the household sizes and between the markets, The
highest proportion of favorable acceptability ratings were found in

3

the small-size household group in Little Rock and in the

bt

[

arge-siz

group in Okl

g;

homa City,
There was a wider fiuctuation in the acceptability rating given
by homemakers in the large-sizs household group in Oklahoma City then

in any other ethmic group studied, These acceptability ratings varied

with 27 percent of the purchasers giving the product a rat

z:::
]
o
(9]
vy
o

“Diglike Extremely," 1.1 percent rating it 2, "Dislike Moderately *
7 percent belng indifferent te the product, 47.6 percent of the consumers
rating it 4, "Like Moderately," and 17.3 percent giving it a rating of 5

YL.ike Extyemely This difference reflects either a mowe diverse atti-

5
tude toward buffale fish by housewives in this group, oxr a difference

in their interpretations of the questions from which the acceptability

rating scale was constructed,

There appeared to be a ship of the over-all vating,

as measured by the mean rating, betwesen size of household and asccepti-
ability of the product, That is, as household size increases, ths

acgep

2

that families in the large-size heuscheld group gave buffals fish a move

2s in the medium and small-size groups,
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Analysis alsc indicates that consumers of medium-size families favored

buffalo fish over consumers
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TABLE XII

MEAN ACCEPTABILITY RATING BY PURCHASERS OF BUFFALO FISH
AND SELECTED STATISTICS RELATED TO SIZE OF
HOUSEHOLD, OKLAHOMA CITY AND LITTLE ROCK

Household size®  Computed Standard ey Mean®
Markets Comparison Differences Exror Value Rating
Combined Small-medium .0976 . 0345 2.8289%% 3,35
Oklahoma City Small-medium .0198 .0922 2147 2,27
Little Rock Small-medium L2473 0971 2.5460% 3,20
Combined Medium=-large .2935 .0850 3.4529%% 3,38
Oklahoma City Medium~-large .2476 1031 2.4442% 3,30
Little Rock Medium=-large .3969 . 1248 3,1802%% 3,40
Combined Large-small =,3911 . 0880 4, 64403%% 3 54
Oklahoma City Large-small -.2674 .0776 3.4458%% 3,48

Little Rock Large=-small ~ 6442 .1308 4,9250%% 3,78

a ,
Small household had one or two members,
Medium-size household had three or four members,
Large-size household had five or more members,

b ; . . . .
The mean rating refers to the first size in the column in household
size comparison.

V2
oo

Significant at the one percent level,

“gignificant at the five percent level,
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Effects of Composition of Family on Acceptability Rating

Examination of the acceptability ratings of family groups with
children under 12 years of age revealed that the over-all pattern of
favorableness toward buffalo fish was lower than for family groups
without children under 12 years of age. In Oklahoma City, the mean
rating of the family group with children was 3.09, compared with 3,52
mean rating for family groups without small children. The difference
in the mean rating between the two groups in Little Rock was in the same
direction, but of smaller magnitude,

The computed differences between the two groups in each market is
an estimate of the effects children under 12 years of age have on the
families' acceptabllity score for buffaloc fish, The relationship was
highly significant for Oklahoma City, but nct significant for Little

Rock (Appendix Tables IX and X).

Summary

The environmental groups of size of household, composition of
family, and occupation of head of household;, all bad highly significant
differences among sub-classes within the mean classifications. Large-
size households of the unskilled workers rated the buffalo fish the
highest on the acceptability scale,

Ethnic Group Characteristics Associated
With Consumer Satisfaction
Every ethnic group has its own apperceptions and traditions which

tend to sterotype the behavior patterns of its members., As a result of



~J
e

these relations there exists habits, attitudes, and motives which inter-
vene by influencing how stimuli are perceived and how the individuals

react to them,

Effects of Race of ¢ Consumers on Acceptability Ratings

The race of the purchaser showed 2 more pronounced effect cn home-
makers' attitudes toward buffalo fish than did any other ethnic group
characteristics studied,

White housewives tended to give poorer, general, over-all ratings,
while colored housewives in general rated tbhe buffalc fish higher,
Eighty-£five percent of the celored homemakers in Oklahoma City gave the

@

product an acceptability rating score o

h

4 and 5, with less than 6 per-
cent glving it an unsatisfactory rating. The modal acceptability rat-
ing given by Negrc families in Little Rock was 3, "Like Extremely. "
On the other hand, although the modal acceptability rating was 4  a high
percentage of white homemakers expressed a dissatisfaction with the pro-
duct, Figure 8,

The computed diffarences in Table XILI avre the estimated inflvences
cf race of purchaszsrs on the favorableness of the housewife toward

buffale fish, These ralationships between Caucasian and Negro homemaksrs

g

o * 9

were positive and highly significant for all markets,

Effects of Religious Preference on Acceptabil

It was assumed that difference in the rel

homemaker would result in differences in her

=y
=
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=
=
5%
e
o
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joy
233
n

gmall number of non-Protestants in the sample, raspon~

nts were grouped intc two groups, non-Protestant ov Protestent, Hon-

h?

rotestant housewilves had & slight tendency to buffalo f£ish a higher
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TABLE XIII

MEAN ACCEPTABILITY RATING BY PURCHASERS OF BUFFALO FISH AND

SELECTED STATISTLCS RELATED TO RACE OF PURCHASER,
OKLAHOMA CITY AND LITTLE ROCK

79

Race Computed Standard et Meand
Markets Comparison Differences Error Value Rating
Combined Caucasian~Negto 5670 L0845 10,2603%% 3,23 4,00
Oklahoma City Caucasian-Negro L8311 L0894 9.,2964%% 3,11 4,11
Little Rock Caucasian-Negro "1,0227 L1118 9,1475%% 3,34 2,94

a . . e N - ;
The first mean rating refers to the f£irst race of purchasers in

the first column,

e ~ 2 o e . . -
*Fgignificant at the one percent level,
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acceptability rating than Protestant housewives, The variation in the
number“of homemakers fall into each rating class was small within each
margetn There was a wider variation in the total number of homemakers
within each class between markets than within markets, These varia-
tions are presented graphically in Figure 9,

The over-all rating, as indicated by the mean rating, was consider-
ably higher for non-Protestant than for Protestant consumers, For Okla-
homa City, the mean rating varied from 3,07 for Protestant households to
3,54 for non-Protestant households., The variations in Little Rock was
from 3,25 for Protestant to 3.71 for non-Protestant families,

The estimated effects of religicus preferences of the homemaker on
her favorableness toward buffalo fish, indicated by the computed value
in Table XIV, are large and positive for all markets and are highly sig-

nificant,

Effects of Frequency of Serving Fish on Acceptability Rating

The question arises as to the degree of influence a housewife's
preference for a similar item may have on her acceptability score of
buffalo fish, The households purchasing buffalo fish in the two markets
were clagsified according to the frequency of serving fish in the home,
Families serving fish four times per month were classified as frequent
users: those families serxrving fish from two to three times per month
were classed as moderate users, and families serving fish once per menth
or less frequent were classified as infrequent users,

A compariscon of the frequency of the acceptability ratings among the

three categories as shown in Figure 10 does not indicate that frequency
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TARLE XIV
MEAN ACCEPTABILLTY RATING BY PURCHASERS OF BUFFALC FISH AND
SELECTED STATISTICS RELATED TO RELIGIQUS PREFERENCE CF
THE HOMEMAKER; OKLAHOMA CITY AND LITTLE ROCK

Computed Standard &v Mean®

Markets Preference Comparison Value Error Valua Rating
Combined Protestani-nonfrotestant 4623 0883 5,2333#% 3,15 3.4
Oklahoma City Protestant-non-Protestant ,5018 0706 7,.1076%% 3,09 3,5
Little Rock Protestant-ron-Protestant 5550 L1554 3,3714%% 3,25 3,7
#First column mean rating corrssponds to first column cof comparison

column,

%ok . ;
Significant at the ene percent level,



of uée iafluences homemakers ratings of buffalo fish to any appreciable
extent, This.wae espegially true among the Litmle Roek consumers, In
Oklahoma City, an exceptionally high percentégé'OE‘hdﬁSeWivas in the
moderate-use group gave the product a rating of 4, "Like Moderately."

The over-all rating of buffalo fish by the three groups, as indi-
cated by the mean rating, is given in Table XV, The estimated sffects of
frequency of serving fish on homakers acceptability ratings was relative-
ly small and insignificant between adjacent groups, with oune sxceptilon,
The computed difference between the infrequent and moderate groups in
Oklahoma City was significant at the one percent level, The computed
differences between the frequent users and the infrequent usars' groups

were negative and significant in both markets,

Differences in Consumer Satisfaction to Impulse Buying
An attempt was made to evaluate differences in consumers accept-
ability scores between groups of consumers who purchased buffalc fish

impulsively and those who plarned to purchase when they entered the

In Oklahoma City, where the level of awareness of the product was
low, a larger majority of the impulse buying group gave the product a
"more favorable rating than did the group plamning to buy. In Little
Rock, where consumers were more familiar with the product, the reverse
was true, with the higher percentage of the group planning to purchase
rating the buffale flsh favorably (Figurs 11),

The mean acceptability ratings and the computed differences are shown

in Table XVI. The values of the deviations between groups are nensignifi-

cant in all markets,



TABLE XV

oo
i

MEAN ACCEPTABILITY RATING BY PURCHASERS OF BUFFALO FISH AND
SELECTED STATISTICS RELATED TO FREQUENCY OF SERVING

FISH, OKLAHOMA CITY AND LITTLE ROCK

Frequency of Serving® Computed g Mean

Markets CDWJ&Klbcn Difference Value Rating
Combined Infrequent-moderate 2016 , 0846 2,3823% 3.20
Oklahoma City In erQ)eﬁt~mau9fﬂie .2284 L0841 2, 7158%% 3.08
Little Rock Infrequent-moderate L1721 1201 1,4329 3,33
Combinad Moderate~ frecuent -, 0558 L0333 11,6756 3.42
Oklahoma City Moderate-fredquent =, 0435 .0536 .B115 3,38
Little Rock Moderate=-frequent -, 0756 . 0634 11,1910 3,35
Combined Fredquent-infraquent -~,2574 L0852 3,0211%% 3.52
Oklahoma City Ercqu@n ~infrequent -,2720 0776 3, 5046%% 3.45
Little Rouok 2qu enW«mn:EQQurﬁ - 2477 L1187 2.,0865% 3,66

a, . .

Infrequent--once or less per month,

Moderate--two or three times per month,

Prequent--four or move times per month,

bMean rating refers to the first items in the comparison column,

**gignificant at the one perce

*Significant at the five percent level,

level,
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by Intention to Purchase, QOklahoma City and Little Rock,



MEAN ACCEPTABILITY RATING BY PURCHASERS OF BUFFALO FISKE AND

SELECTED STATISTICS RELATED TO IMPULSE BUYING,
ORLAHOMA CITY AND LITTLE ROCK

Buying Computed Standard  'g¢ Meangﬁ
Markets Compayison Difference Error ; Value Rating
Combined Impulse~Planned L0291 L0605 LAB0% 3.38 3,37
Okiahomalcity Impulse-~Planned 1128 ;0661 1,7061] 3.24  3.40
Little Rock Inpulse~Planned LOE10 G799 2628 3,86 3,71
Brhe first columm of mean rating refers te the first column of

comparisocn,
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CHAPTER V
SUMMARY AND CONCLUSIONS

The raising of buffalo fish on rice farms is one of Arkansas's
newest and most unique industries, It allows the rice farmer to utilize
land diverted from rice production by Government Price Support Programs
and thus provide him with an additional source of income,

The major purpose of this study was to evaluate the economic
feasibility of marketing packaged buffalo fish through fresh meat counters
in supermarkets. The basic objectives were to evaluate potential sales
of buffalo fish in terms of the number of purchasers per thousand store
customers; to analyze the effects of socioeconomic characteristics of
the population on consumer acceptance of buffalo fish; and to examine the
influence of the ethnic groups’value on the homemakers' conceptual image
of buffalo fish,

There is no known method of predicting the future with ceriainty,
Instead, generalizations can be made about the influence of wvariables
when they are studied in relation with other variables under controlled
conditions, The usefulness of these generalizations must depend upon
their contribution to consumer béhavior theory as an ald in understanding
the functional relatiomship among variables,

A conceptual model of human behavior is necessary as a working frame-

work to avoid a lack of discipline in studying the problems of consumer

89



choice, ‘If consumers cam‘be grouped in such 2 manner that their buying
habits,‘attitudesand“motives are different from the buying character-

istics oﬁ ancther group of consumers, then the marketer hasldelxneated
a more hompgeneous market for his product, If this market proves to be
significantly different from the generalized market, then a means of

stratifying to increase predictsbility has been found,

Two techniques for sstimating variastions in consumer bshavior wers

used, A match-lot experimental desgign was used %o sale
in six supermsvkets in Oilnwaqa City and sizx in Little Rock to appraise

consumers acceptance and mavketing bebavior uander actual marketing con-

ditions in different types of locations Two forms of buffalo fish, a
ready-to-cock product, and the conventional whole~ df@aned orm, wWere
displayed to determing Lf the homemakers would discriminate betwaen

these two forms, Store audits were used to cobtain data on the veolume of

ales and merchandising mathods of the cooperating stores. A houvsshold

[O]

t

survey was conducted among families purchasing buffalo fish to evaluate
the housewives' fevorablenesgs toward the preoduct.

Scale analysis was usad to rank the respondents in terwms of favor-
ableness of theivr attitudes toward the product. Answers to quegtions
from the homemakers' interviews were used to comsfruct an acceptability
rating scale, These gquestions were designed to cobtain the intensity as
well a8 the opinion of the housewife toward b@ffale‘fisha

An expevimental, statistical model, using discrete variables, was

used to test foy significant differences among sub-classes within the

o

ifications of the popu-

C‘.’l

economic, envirommental, and ethnic group clase

lation,



Analyzing classification variables by the model used requires that
one sub-class in all classes be given the value of zero, This zero
class thus beccmes the base class, The coefficient associated with each

of the cother classes is then interpretad as a deviation from the base,

Thus, the estimates of the coefficisnts are in terms of deviation within

b
the cléésifying variables. ‘

Considerable varlablﬁlcy cocurred among the stores in the sales of
buffale fish, Sales ranged from a low of 5.3 to 2 high of 22.6 per
thousand store customers, When the stores were grouped according to

markets, sales were highest in Little Rock (11.6) and lowest in Oklahoma

City (8). When stores were grouped according Lo income areas, sales of

o

fish were significantly higher in the low income areas, averaging 16 per
thousand customers as compared te 7 and 8 per thousand in the medium and
high income areas, respectively.

Customers In the low income areas preferred to purchase fish in the
whole~dressed form rather then in thé pan-ready form, Oklahoma City

consumers preferred ready-to-cook form, whereas Little Rock consumers

purchased a larger proportion of the dressed form.

Small varilaticns in price of buffalo fish indic
are rather responsive teo price changes, The effsct of a five-cent
price variation on sales was significant at the one percent level of con-

fidence,

o
™

Variations iz sales of buffale fish per thcusand stors patroms withe
in environmental classificaiions were greatest among occupztional group-

ings and sizs cof household categories, Thers was a substantial difference
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in the ratio of purchasers to nonpurchasers among the three occupational
groupings, TFamilies of unskilled workerq consumed more buffalo fish
than did families in the other two occupatiomal groups, Sales of fish
per thousand store patfons was significantly higher in the large house-
hold si;e group than in the other two size groups, with ninrOWCUﬂvrd
difference between the lower two size groups, Families with children
under 12 years of age purchased more buffaloc fish than did familie:
without children under 12 years of age,

The ethnic group showing the greatest wariations in the number of

purchases per thousand store customers was vace of purchaser, Negro

customers averaged at least 20 purchases per thousand mere white

customers,

°

The awareness that the product is in the market and some femil-

) o

iarity with 1ts attributes influence impulse buying to a considerable
extent, In Oklahoma City in a new market, 3 out of 4 purchasers had

not planned to buy £ish when they entered the store, Appearance and
freshness were the two attributes which consumers mentioned most often
in theilr decisicn to purchase ths fish,

Bconomic characteristics influencing consumers favorableness

£

toward buffale fish as messured by their acceptability rating scores
were iIncome status and form of fish purchassd, There appeared to be an

inverse relationship of over-all wmean rvatings to income levels of the

[

househelds, The ratings werz substantially higher for the low income

groups, while the two higher income groups tended to rate it at a lower

hedonic scale rating., Cklahoma Cilty consumers gave a higher vating score

g

to the pan-ready form, while Little Rock consumers favored the dressed-

o

form of fish,



The three envirvonmental chavacteristic classifications of occupa-

tion of head of hcusehold; size of household, and composition of family

all had highly significant differences in their acceptability rating

3

scores among the sub-groups within the main groups,

o

A negative velationship was indicated between occupational groups
and the acceptability rating score of consumers, That is, as the

I

occupational status of the head of household increased; the housewife's

Y

favorableness toward buffalo fish decreased, The white~collar groups

r

gave the product a highly significant lower rating than did the ctherx

two groups,

The data indi

)

ated a positive velationship of the over-all rating,

o

as measured by the mean rating, between household size groups and

acceptabillity cf the product, Families in the large size household

et
]
2]
(]
5
[47]
et
Fo]

groups gave the fish rably higher rating on the hedeonic scale

than families in the medium and small-size groups. The homemakers of
medium-size households gave 1t a more favorable rating than did home-
makers in the e¢malle-size household groups

Although families with children undey 12 vears of age had a higher

¥

ratio of purchase to nonpurchasers than did the famllies without

chiidren under 12 years of age, the reverse of this patiern was true

ﬁ

for the acceptability rating, In Oklahoma City the deviation was

t—n(,

highly significant,
The favorableness toward buffalo £ish of the homemakers in the eth-
nic groups studied fluctuated widely., The race of purchasers exhibited

a more striking effect on the housewife's acceptability score than any

other ethnic group, Negro homemakers tended to give higher general



]

73]

p

over-all ratings, while the white housewives in general rated it lower
onn the hedonic scale,

Non-Protestant consumers expressed a more favorable attitude

toward buffalc fish than did Protestant consumers, The estima

(6
©F
0y

G4

effects of religious preferences of the homemakers on her favorableness

toward buffalo fish, as shown by the computed value were lavge and
positive for all areas,
A comparison of frequency rating scorss of homemakers among the

three categories of freguency of serving fizh does not indicate that

frequency of serving fish influenced their favorableness toward buffalp

fish,

Housewives buying on impulse in Oklahomz Clty, where the level of

2 LS

awareness of buffaio fish was extremely low, rated it higher cn the

acceptability scale than did housewlves who planned to purchase,

o
i

2

differences were small and inslgnificant,
In any consumer acceptance

cally feasibility level becomes

there is nc one acceptence rate or level for all product ov

Oy

The product's attributes, such as peristebleness, cost of handling,

shelf-1life of product, inventory costs,

necessary rate of turn~cver for the product to be an economic asset to
the marketing firm,
The low ratio of purchasers te nonpurchasers in the total market

ndicates that an econcomic feasib

/7]
eF
=
[N
=
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[o N

sumer under the merchandising practices and pricing policy used is

doubtful, It needs
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[

3

new innovation in merchandising fresh fish, There was no promotional

[

or advertising campaign accompanying the product in either market, Thi:

n

was particularly noticeable in the rate of acceptance in the Okiahoma

City market; where the awareness level was extremely low, compared th

o
=

W
the rate of acceptance in the Little Rock market,

This difference could not be accounted for by prejudice of the

homemakers in Oklahoma City, if the acceptability rating scale used gave

&

an indication of the consumsrs'® favorablsness toward the buffale fisk

Two other esconomic factors the fish farmers need to con

Wl

>

developing a marketing program for bu

&

ish are the higher rate of

sales in the low income arecas and

)

sociated with

3
in
&

changes in the price of £ish,

Varldtlowm in sales of and the favovablenass toward buffalo fish
among environmental and ethnic groups indicate to the fish industry the
group with more homegensous buying habits, attitudes, and wmotives, thus

giving them a means of stratifying the market for their produc

The differences in sales and acceptability ratings among white and

Negro homemakers denctes two separate wmarket groups, The fish farming

9 ¢ -

industry needs to racognlze thig, and either feature thelr products in

s

areas of Negro population or Initiate a4 campailgn to raise the presti

of their products,

It is alsc apparent that there is a need for improvement of the
preduct, The producers of buffalc fish anﬂwid devote considerable
attention to methods used in harvesting and handling to assums that a2
quality product reaches the market, Also,
be given to developing new products that will be wmore acceptable o a

larger share c¢f the market,
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APPENDIX TABLE I

SELECTED STATISTICS ON DIFFERENCLS RELATED T0 SOCIOECONOMIC CHARACTERISTICS
" EFFECTING SALES OF BUFFALO FISH FOR COMBINED MARKETS OF
OKLAHCMA CITY AND LITTLE ROCK

. 'Sociocecénomic ' . Deviation® = . Standard wen

Characteristics L Values Error values
A constant including base value ~. 28.8889 , 11,3861 20,8418 -
Market regions , o S v
Oklahoma City- thtle Rock 2.9337 L4541 : 6,4605%%
Income areas . o ‘ ' : :
Low - medium = ' -7.3032 » .9634 0 7.5807%%
Low - high - ' -6.,0782 . 675 8,996 7%%
Medium - high : .-+ 1,2250 . .9634 1.2715
Time periods - . ‘ : :
November-December : -1.,7103 " T L4472 - 3.8245%%
‘Race of .purchasers o o .
Caucasian-Negro - ' 22.6800 . - .8634 . 26,2682%%
Occupation of head of household R ‘ o
~Group A-Group B v 2.6900 ‘ .5821 ‘ 4,6212%%
Group.A-Group C , o 6.,6135 .6393 - 10, 3449%%
Group .B-Group C co - 3,9235 5460 o 7,1859%%
Size of household s ' _ :
Small=medium N : ,9126 : 6279 1, 4534%%
Small-large ‘ k 4,8778 +.8273 5.8960%*
Medium-large C 3,9652 : .8682 4,5672%%
Composition of family® ' : : . o
Group I-Group II o -5.1371 L4817 10,6645%%
Price variation in cents per pound = . ' ’
Dressed 49-54 o -5,9718 .9933 6,0121%%*
pPan-ready 65-70 - K -6.0858 1.0095 6.0285%%
Pan-ready 70-75 : - -2,9851 . 9640 3.0966%%

Pan-ready 65-75 ‘ © -9.0709 1.8743 - 4,8396%%*

R®  (Coefficient of determination) = ,791

‘“Slgnlflcant at ‘the one percent. level,

aGroup A includes Professional, Semi- PlofeSSLOnal Proprietors, Managers,
and Officials, ‘ v

Group B includes Clerk, Sales, and kindred wotkers, Craftsmen, foremen
and kindred workers, and operators and kindred workers, .

Group C lncludes the unskilled class, composed of domestic service
workers, service workers, and 1aborers ' ‘ '

bSmall size household includes 1 or 2 members,
Medium size household includes 3 or & members,
Large size households have 5 or more members,

Coroup T includes families with children under 12 years of .age,
Group II includes families without children under 12 years of age,
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SELECTED STATISTICS ON DIFFERENCES RELATED TC SOCIOECONOMIC

CHARACTERISTICS EFFECTING SALES OF BUFFALQ FI
FOR OKLAHOMA CITY

SH

2l

Socioeconomic Deviation Standard 1 g5
Characteristics Values Erxror Value
A-constant including base valus 37.8Q057 1,8056 20,9375%%
Income araas

Low=-medium =6,9163 1,1234 5, 1566%%
Low=high =8, 0840 L8452 7,1898%%
Medium-high 2823 1.5592 L5659
Time Periods
November-Decamber =2 .0775 3544 3, 74T71%%
Race of purchasers
Caucasian-Negro 24,4023 1,2500 18,521 7%
Occupation of head of household? - _
Group A-Group B 2.8419 6673 4,2588%%
Group A~-Group C 8§.2761 L8244 10,0389%%
Group B-Group C 5.4342 L2513 7,233 0%%
Size of households’ '
Small-medium . 9468 6747 1.4033
Small-large 4,21%9 .3012  B8.41%6%%
Medium-large . 3.2731 L6515 5,0239%%
Composition of family~
Group I-Group II -2,4531 5987  4.0969%%
Price variations in cents pey
Dressed 4%-54 -5,2522 1,0347 5.0760%%
Pan-ready 65-70 -3,2082 1.018L 3,1481#%%
Pan-ready 70-75 -2,2854 1,0058  2.2722%%
Pan-ready 65-70 -5,4935 1.2491 4 ,39804%

2, . , . . (
R” (Corfficient of determination) = 874,

N7 o3 -3 -3 9
#*gignificant at the one percen

evel,

*3ignificant at the five percent level,

ab.c

?797ges footnotes in Appendix Table I,
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APPENDIX TABLE IXIX

TISTICS OW DIFFERENCES RELATED TO SOCILCICONGMIC
CTERISTICS EFFECTING SALES OF BUFFALO FISH
FOR LITTLE ROCK

Socioeconomic Deviation Standard g
Charackeristics Values ELYor Yalue
A-constant including base value 23,1040 1,1085 20,842 5%%
Income areas

Low-madiun -6,3782 1,1838 5., 4805%%

Low-high ~5,3521 1,5111 3, 54184

Medium-high 1,0261 1,0886 L9426
Time Pericd

November-Decembeyr . 7223 1,7612 CALOL
Race of Purchasers

Caucasian~Negro 5 21.4923 1.2296 17, 46793%%
Occupation of head of heousehold

Group A-Group E 2.1252 B354 3, 7441 %%

Group A-Group C 4,9176 1.8145 4 B4L73HE

Croup B-Group C 2.7914 L9151 3, 0504%%
Size of householdsb

Small-medium .0305 1.030¢6 L0238

Small-large 7.1320 1,0435 6, 8340%*

Medium-large 7.1015 1,0471 G, TR 1%

Composition of family
Group I-Group II -8,2983 G772 10,8771%%
Price variations cents per pound
pressed 49-34 -7.3828 1,1753 6,2816%%
Pan-ready 65- -11,3914 1,2741 9,097 7
Pan-ready 70-75 -5,4294 1,2%11 L, 2653%%
Pan-ready 65-75 -17,0208 1.6410 10,3722%%

%*‘ignifi rant
a,bc -
See Lootn

ient of determination) = 761
at the one gpercent level,
notes a4, b, o, Appendix Table I,



APPENDIX TABLE IV

FREQUENCY OF ACCEPTABILITY RATINGS OF CONSUMERS RELATEL TQ INCOME
STATUS OF CONSUMERS, OKLAHOMA CITY AND LITTLE ROCCK

Income Status - Acceptability Ratings? - Con-
and Markets 1 2 3 [ 5 SUMEY S
Percent Percent Percent Percent Percent Number
Low ‘
Combined 8,1 9.1 i1.¢ 39.6 31.6 766
Oklahoma City 5.5 7.2 9.0 47 .8 30,5 345
Little Rock 10,2 10,7 13.8 32.8 32.58 421
Medium
Combined 13,1 9,6 14,2 44,3 18,8 520
Oklahcma City i2.6 11,3 15.1 43,2 12.8 238
Little Rock 13,8 8,2 13.5 40,7 23.8 282
RHigh
Combined 20,4 20,7 15,1 20,2 23.6 550
Oklahoma City  30.4 23,3 18,3 16.3 1.7 240
Little Rock 12.6 18,7 12.6 23,2 32.9 310
a

glike extremely.
2-=Dislike moderately,

ither like wmor dislike,
4e=Tike moderately,
5-~Like extremely,



APPENDIX TARLE V

FREQUENCY OF ACCEPTABILITY RATING BY COWSUMERS RELATED TO FORM
OF BUFFALO FISH PURCEHASED, OKLAHOMA CITY AND LITILE ROCK

~ Form - Acceptability Rating® - ‘Con=

and Markets 1 2 3 4 5 SURMEL'S
Percent Percent Percent Percent Percent Numbsar

Dressed

Combined 12.3 9.9 17.4 36.0 24,4 899

Qklahoma City 15,9 14,5 17,9 38.5 13.4 447

Little Rock 8.8 5,5 i6.8 33,6 35.8 452
Pan«readyc

Combined 14,1 15,5 9.6 34,1 26,7 937

Oklshoma City  13.6 11,7 8.2 39.1 27,4 376

Little Rock 14,4 18, 10,5 30,8 26.3 571

%see footnote Appendix Table IV,

2
Head removed, scaled and gutted.

c A
Cut~up, ready to cook,
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SELECTED S5TATISTICS ON DIFFERENCES RELATED TO ETHNIC GROUP

CHARACTERISTICS INFLUENCING CONSUMER SATISFACTION FOR
BUFFALO FISH, OKLAHOMA CITY AND LITTLE ROCK

Ethuic Group Deviation Standard e
Characteristics Values Errox Value
A-constant including base value 3.8300 . 1533 24 ,98354%%
Market regions '

Oklahoma City-Little Rock 0296 0644 4596
Income status areas

Low-medium -,1328 . 0568 2.3462%

Medium-high -.1914 ,083% 2,2812%

High-low . 3242 0777 &, 171wk
Form of fish purchases

Dressed-Pan-ready -, 0588 .059 . 9863
Time of purchase

November-December .0123 L0578 L2120
Race of purchasers

Caucasian~Negro .8670 .08453 10,2603%%
Occupation of head of heusehold?

Group A-Group B L4284 L0465 §,2129%%

Group A-Group & L2635 L0749 3,5180%%

Group B-Group C -,6919 .0826 8,3765%%
Size of household®

Small-medium 097 L0345 2.8289%%

Medium-large L2933 .0850 3.5529%%

Large-small -,3911 . 0880 & Lbd S
Frequency of serving fishb

Infrequent-moderate ,2015 . 0846 2.3829%

Moderate- frequent -, 0558 L0333 1,6756

Frequent-infrequent -.2374 L0852 3,0211%%
Composition of family®

Group I~Group LI .0937 L0611 1.5335
Intention to purchass

Impulse~planned 0291 . 0605 L4809
Religious preferences

Protestant-non-Protestant L4623 . 083 5, 2355%%

Fode e ,
Significant at the one perc

- 2 2 £ e E g S oy
*cignificant at the five per

a.b.c

777 73ee footnotés a, b, ¢,

R® (Coefficient of determination) = .462,

ent level,

cent level,

Appendix Table I,
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APPENDIX TABLE VII

FREQUENCY OF ACCEPTABILITY RATING BY CONSUMERS RELATED TO OCCUPATION
OF HEAD OF HOUSEHCLD, OKLAHOMA CITY AND LITTLE ROCK

Occupations? -Acceptability Rating? Con-
and Markets 1 2 3 4 5 sumers
Percent Percent Percent Percent Percent Number

White collar

Combined 15,9 23,3 16,1 32,0 12,7 416

Oklahoma City 17,6 33.5 15,3 25.6 8.0 176

Little Rock 14,6 15.8 16,7 36,7 16,2 240
Blue collar

Combined 10,1 10,9 13.4 35.9 29.7 769

Oklehoma City 14.4 9.8 15.0 36,8 26,0 285

Little Rock 7.6 11,5 13,6 35.3 31.9 484
Unskilled ,

Combined 15,2 8.1 11,7 36,1 28.9 651

Oklahoma City 13,8 5.8 13,0 46,7 20,7 362

Little Rock 17,0 11.1 10,0 - 22,8 39,1 289

4 . .
See footmnete, Appendiw Table I,

bSea footnote &, Appendix Table IV,
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APPENDIX TABLE VIIL

FREQUENCY OF ACCEPTABILITY RATING BY CONSUMERS RELATED TO SIZE
OF HOUSEHOLD, OKLAHOMA CITY AND LITTLE ROCK

Household size® ~ Acceptability Ratingb - Con-
and Markets 1 Z 3 4 5 LUMATS
Percent Percent Percent Percent Pexrcent Number
Small
Combined 9.3 16,8 12.7 33.0 25.2 710
Oklahoma City 9.6 20,3 16.6 37.4 15,1 335
Little Rock 9.0 13,2 8,8 28,4 40,6 355
Medium
Combined 13.9 11.6 14,8 34,6 25,1 7o8
Oklaboma City 13.4 12,0 13.8 34,6 25,2 283
Little Rock 14,2 11.5 15,3 34,5 24,5 515
Laxge ‘
Combined 20,1 6.7 11.% 40,9 20,7 328
Oklahoma City 27.0 1.1 7.0 47,6 17.3 185
Little Rock 11,2 14,0 17.4 32.2 25.2 143

a . . . ;
See footnote b, Appendix Table I,

b e "
See footnote, Appendix Table IV.



APPENDIX TABLE IX -

107

SELECTED STATISTICS ON DIFFERENCES RELATED TO ETHNIC GROUP

CHARACTERISTICS INFLUENCING CONSUMER SATISFACTION FOR

BUFFALQ FISH, OKLAHOMA CITY

- Comparison of the Computed Standard el
Ethaic Group Characteristics Differences Error Vaelue
A-constant including base values 4,6187 0.1714 26, 9469%%
Ircome status of consumers

Low-medium -, 3832 . 0959 3.9958%%

Medium-high -,2328 0772 3,0155%%

High=low 6160 ,0948 6,4978%%
Form cf £ish purchased

Dressed-Pan~-ready .5367 ,056¢ G, 482 3%%
Time pericd

November-December . 0691 L0535 1,2455
Race of purchasers

Caucasian-Negro .8311 . 0894 9.2964%%
Occupation of head of howsehold?®

Group A-Group B 1,1707 .0787 14, B754%%

Group A-Group C 1295 L0713 1.8162

Greup B-Group C -1,3002 .0830 15,6630%%
8ize of household?® A

Small-medium 0198 .0922 L2147

Medium-large 2476 .,1013 2,4447%

Large-small - ,2674 0776 3, 4458
Frequency of serving fish

Infrequent-moderate .2284 L0841 2,7158%%

Moderate~-fraquent -, 0435 L3536 L8115

Frequent-infrequent -,2729Q L0766 3, 5051 4%
Composition of family .

Group I-Group II .6428 L0843 7.6251%9
Intention to purchase

Impulse-planned . 1128 L0661 1,7065
Religious preference

Protestant-non-Protestant .5018 0706 7. 1076%%

RZ {(Coefficlent of determination) = .568,

fo o o 2> o <
"¥gignificant at the one percent level,

*Significant at the five percent level,

4,P,C5ee footnotes in Appendix Table L.



APPENDIX TABLE X

108

SELECTED STATISTICS ON DIFFERENCES RELATED TO ETHNIC GROUP

CHARACTERISTICS INFLUENCING CONSUMER SATISFACTION
FOR BUFFALC FISH, LITTLE ROCK

 Comparison of the Computed Standard en

Ethnic Group Characteristics pifferences Error Value
A-constant including bass value 3,5924 L2172 16,5395%%
Income status of consumer

Low=medium -, 1397 L1010 1,3831

Medium~high -,1393 . 1081 1.2886

High-low -.2790 . 1097 2.5432
Form of fish purchased

Dressed-Pan~ready =, 5685 ,0833 5.,6242%%
Time of purchase

November-December 1180 .0795 11,4842
Race of purchaser

Caucasian-Negro 1.0227 L1180 G, 14754
Occupation of head of household”

Group A-Group B .3921 0842 4,656 T

Group A-Group C 1602 .1162 1.3786

Group B-Group C 5523 . 1086 5.0836%%
Size of household®

Smallemedium 2473 L0971 2, 3468%

Medium-large . 3969 <1248 3.1802%%

Large-small -.6442 .1308 4, 9250%%
Frequency of serving fish

Infrequent-moderate .0756 L0634 1,1924

Mederate- frequent L1721 . 1201 1.432%

Frequent-Infrequent 2877 . 1187 2.0867%
Composition of family® _

Group I-Group II D119 L0825 1442
Intention to purchasze

Impulse-planned .0210 0799 2628
Religious Preference

Protestant~non~Protestant .5550 . 1554 3,571 49

RZ {Coefficient of determination) =

vk o "
"Tgignificant at the one percent level,

*significant at the five percent level,

a,b,c

See footnotes in Appendix Table I,
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APPENDIX TARLE XL

FREQUENCY OF ACCEPTABILITY RATING BY CONSUMERS RELATED TO RACE
OF PURCHASER, OKLAHCMA CITY AND LITTLE ROCK

Race cf Puwxchasers ~ Acceptability Rating?d - Con~
and Markets L 2 3 4 3 SUMErs

Percent Percent Percent Percent Percent Number

Caucasian
Combined 17,6 14,5 14,7 34,4 18.8 1255
Oklzhoma City 18.8 16,5 14,9 35,0 14.8 617
Little Rock 16,5 12.5 14,4 33.7 22.9 €38
Negro
Combined : 3.8 8.9 10.7 36.7 39.¢ 581
Oklahoma City - 2.9 2.9 9.2 50.0 35.0 206
Little Rock 4,3 12.3 11,5 29.3 42,6 375

®See footnote, Appendix Table IV,
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APPENDIX TABLE XII

FREQUENCY OF ACCEPTABILITY RATING OF CONSUMERS RELATED TC RELIGIOUS
PREFERENCE OF PURCHASERS, OKLAHOMA CITY AND LITTLE ROCK

Religious Preferences - Acceptability Rating‘a - Comn~
and Markets . 1 2 3 4 5 sSumers
Pevcent Percent Percent Percent Percent Number
Protestant
Combined 13,2 12.4 13.6 34,4 26,4 1554
Qklahoma City 14,7 12.3 13,3 38,5 21.4 626
Little Rock 12,2 12,4 13.8 31.8 22.8 928
Non-~Protestant
Combined 13,5 14.9 12,9 38.3 20.9 282
Oklahoma City 15,2 15.8 14,2 39.6 15.2 197
Litle Rock 9.2 12,9 8.3 33 .4 34,2 85

#3ee foctnote, Appendix Table IV,
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APPENDIX TABLE XIII

FREQUENCY OF ACCEPTABILITY RATING BY CONSUMERS RELATED TO FRE(GUENCY
OF SERVING FLISH, OKLAHOMA CITY AND LITTLE ROCK

Frequency of serving? ~ Acceptability Rating® - Con-~
and Markets i 2 3 & 5 sumers
Percent Percent Percent Percent Percent Number
Infrequent
Conbined 15,7 19,7 12,2 33,3 19,1 294
Oklahoma City 1z.9 26.4 13,5 35,7 11,4 14
Little Rock 18,2 13,6 i1.0 3l.2 26.0 154
Modecate
Combined 12.2 10,4 12.2 42,8 22.4 785
Oklahoma City 15,2 8.8 11,6 51.0 13,4 388
Little Rock 9.3 12.1 12.8 34,8 31.0 397

Frequent
Combined 13,3 12.4 15,1 27.7 31,3 757
Oklahema City 15.3 12,5 5.3 24,1 32.2 2983
Little Rock 12,1 12,3 14.5 30.2 30.9 h62

a. ; : .
Infrequent, ons ov less times per menth,
Moderate, two or three times per month,
Frequent , four or more times per month,

b . 1
See footnote, Appendix Table IV,
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APPENDIX TABLE XIV

FREQUENCY OF ACCEPTABILITY RATING BY CONSUMERS RELATED TO
IMPULSE BUYING, OXKLAHOMA CITY AND LITTLE ROCK

ammams o .

o - Azceptabllity Rating® - Con~

Intention and Markets 1 2 3 4 5 SUMEers
Parcent Percent Percent Percent Percent Number

Impulse

Combined 14,2 13,7 14,7 34,3 23,1 1016

Oklahoma City 12.6 13.8 13,3 40.8 19,5 580

Liztle Rock 16,1 13.5 15.5 25.9 28.0 435
Planned

Combined 2.1 11.6 11,8 36,0 28,3 820

Oklahowma City 19,8 11,3 14,0 34,0 20,7 243

Little Rock £.8 il.8 13,9 36,8 31,2 577

a S P
See footnote, Appendix Table IV,
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